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LEARNING MODULES CHAPTER TWO

MARKETING PLANNING:  THE BASIS FOR STRATEGY AND TACTICS   Module 2.1
Everyone plans.  We plan which courses we want to take, which movie we want to see, and which outfit to wear to a party.  We plan where we want to live and what career we want to pursue.  Marketers engage in planning as well.
Planning is the process of anticipating future events and conditions and determining the best way to achieve organizational objectives.

· Planning is a continuous process that includes identifying objectives and then determining the actions to attain those objectives.

· Planning process creates a blueprint for marketers, executives, production, staff, and everyone else in the organization.

· As part of the planning process, auto companies build “concept” cars (vehicles not ready for the marketplace) that they display and demonstrate at shows.

Marketing Planning is the process of planning marketing activities devoted to achieving marketing objectives.  

· An important trend in marketing planning centers on relationship marketing
· Many companies now include relationship-building goals and strategies in their plans

· Relationship marketing involves maintaining databases to track customer preferences.



STRATEGIC PLANNING VERSUS TACTICAL PLANNING   Module 2.2

Stragetic Planning
· Greek term meaning “the general’s art”

· Broad plan of action

· Process of determining an organization’s primary objectives and adopting courses of action that will achieve these objectives

· Provides the necessary fit between organization’s goals and the dynamic environment

· involves allocation of necessary resources

· Will impact a firm’s destiny or mission because it provides long-term direction

Tactical Planning
· More specific, detailed course of action

· Guides the implementation of activities specified in the strategic plan

· Tactical plans are usually of shorter term than are strategic plans

· Example, P&G versus Kimberly-Clark and the diaper wars.  To increase its market share of Pampers, P&G convinced retailers to cut prices on packages of Pampers and launched a campaign showing that Pampers packages contained more diapers than packages of Kimberly-Clark’s Huggies.  Meanwhile, Kimberly-Clark had essentially instituted a price hike for Huggies by cutting the number diapers in its packages.  P&G’s tactic worked.  Its market share rose as its competitors dropped.   Clever tactical planning, hey?

Chapter Objective One:  Distinguish between strategic planning and tactical planning.

1.1 State whether each of the following illustrates strategic or tactical planning:

a. Wal-Mart decides to enter the Japanese market.

b. A local bakery decides to add coffee to its list of offerings.



PLANNING AT DIFFERENT ORGANIZATIONAL LEVELS    Module 2.3
Planning is an important part of business and a major responsibility for every manager, so managers at all organizational levels devote portions of their workdays to planning.  However, the amount of time spent on planning activities and the types of planning typically vary as Table 2.1 indicates.

Table 2.1    Planning at Different Managerial Levels
	MANAGEMENT LEVEL
	TYPES OF PLANNING  AT THIS LEVEL
	EXAMPLES

	Top Management           Board of directors             Chief executive officer (CEO)                              Chief operating officer (COO)                        Divisional vice presidents
	Strategic planning
	Organization-wide objectives; fundamental strategies; long-term plans; total budget

	Middle Management     General sales manager Busines unit manager    Director of marketing research
	Tactical planning
	Quarterly and semiannual plans; divisional budgets; divisional policies and procedures

	Supervisory Management  Regional sales manager Supervisor—telemarketing office
	Operational planning
	Daily and weekly plans; unit budgets; departmental rules and procedures


How can you make the planning process most effective?  Hear what some experts and champions of industry are doing.  1) Open up to input from a wide range of sources:  employees, suppliers, and customers.  2) Develop a network of “influencers”—people who have influence over people’s opinions through authority, visibility, or expertise—to provide input and spread the word about company plans and products.  3) Share information by opening up the books and allowing people to take ownership and make decisions.

Chapter Objective Two:  Explain how marketing plans differ at various levels in an organization.  

2.1 Summarize in one or two sentences a strategic plan that a top manager in a business unit might be involved with.







                           2.2 State in a sentence or two a related tactical plan that a middle-level manager might focus on.



STEPS IN THE MARKETING PLANNING PROCESS   Module 2.4
The marketing planning process begins at the corporate level but doesn’t end there.  The marketing planning process is understood as a process or series of steps—six steps in particular—the first three at the corporate level and the last three at the business-unit level as shown in Figure 2.2.


Figure 2.2                                                                                                                                                                                              The Marketing Planning Process
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Chapter Objective Three:  Identify the steps in the marketing planning process.

3.1 What is the difference between a firm’s mission and its objectives?

3.2 Define marketing strategy.



DEFINING THE ORGANIZATION’S MISSION AND OBJECTIVES, Module 2.5
The planning process begins with activities to define the firm’s vision and mission, the essential purpose that differentiates the company from others.  

VISION OR VISION STATEMENT—                                                                                                                seeks to answer the question “What do we want to become?”, 




           is “massively inspiring, overarching, and long-term”,  




           represents a destination that is driven by and evokes passion, is referred to as a “tag line”,                    but may also contain a slogan, diagram, or picture—whatever grabs attention.                                                                                                                                     

Famous examples include:                                                                                                                            “To be the happiest place on earth” (Disneyland),                                                                                   “Restoring patients to full life” (Medtronic),                                                                                              “We want to satisfy all of our customer’s financial needs and help them succeed financially” (Wells Fargo), and 










         “Our vision is to be the world’s best quick service restaurant,” (McDonald’s).                                                          is not of much value unless you first have a concise mission statement.

MISSION STATEMENT—                                                                                                                        seeks to answer the question “What business are we in?”  Is a statement of the organization's purpose: 

· Who are we?

· Who are our customers? (their needs & wants) 

· What is our operating philosophy (basic beliefs, values, ethics, and so on?) 

· What are our core competencies or competitive advantages?

· What are our responsibilities with respect to being a good steward of our human, financial, and environmental resources?

Customers means those who are affected by a business.  Customers are affected by a business, but so are the owners, shareholders, members of the local community, and all of society.  You might be selling hamburgers so that you can afford to put your own kids through college; I might be selling hamburgers on a part-time basis only at special events as a means to raise money for a local charity.  Our reasons for being in business are different, and our mission statements should clearly reflect this difference. 

A good mission statement is a crucial first step to planning.  A bad mission statement can only lead to bad strategy.  Common problems include: 

· mis-defined product and goals 

· lack of appropriate focus 

Consider this mission statement: "We strive to make the best hamburger in the industry."  

What does "best" mean?  How can we measure the achievement of this goal if we cannot even define it?  Customers who are traveling want a sandwich that is quick and that doesn't slip apart while eating and driving.  Customers with families want to place an order that meets the variety of needs of family members.  Families with children probably need food that is served quickly and need a wholesome and engaging environment for children. Customers who are business colleagues meeting after hours and customers who are on a late night date might want a hamburger that is served in an environment that includes alcohol and loud music and don't want to feel rushed by fast service.  This mission statement doesn't define the product with respect to the needs and wants of any particular target audience and so is unlikely to meet the needs of anyone.  For that matter, this mission statement doesn't even tell us if this is an organization that runs a restaurant or if it is a meat packing plant. 

The goal of "making the best hamburger in the industry" doesn't tell us why this organization is in business.  Who are its constituencies?  In addition to customers, is it attempting to serve the needs of the owners, of shareholders, of the local community, or of society?  Is it attempting to gain market share to be the biggest competitor?  Is it instead more interested in maximizing profits for shareholders?  Is it instead less concerned about either of these goals and concerned most with being able to provide jobs for people in the local community?  Perhaps it is in the business of making profits that can be returned to society in the form of supporting hospital burn units for children.  This vague mission statement leaves us clueless as to why this organization wants to make hamburgers. 

Although this mission statement is too short, mission statements are just as often too long.  If you cannot state why you are in business and where you are going with that business in a single breath, then you don't know where you are going.  And if you don't know where you are going, you will never get anywhere and any road will get you there.  Peter Drucker cautions that an efficient mission statement should  be brief enough “to fit on a T-shirt”.



GOALS, OBJECTIVES, STRATEGY   Module 2.6

An organization lays out its goals and compatible objectives.  Goals and Objectives go together like hand and glove or toothbrush and toothpaste.  If you have a goal, you should have at least two or more objectives.

Goals—

general accomplishments that are desired. (not an action but some desired outcome)

· Indicate the direction the firm attempts to move in

· What its priorities are with respect to decision-making

· Examples:  profitability, sales growth, market share improvement, risk containment, innovation, reputation, enhance customer service

Objectives—

provide time-specific, quantitative outcomes

· Increase sales by 5% this year by hiring two salesman next month
Compatibility of Goals, Objectives, Strategy
Goal—increase market share and profitability 

Objective—increase market share by 5% and profitability by 2% over the next two years by price cuts, and increasing productivity and cost reductions (strategy).

Goal—enhance customer service and customer satisfaction

Objective—enhance customer service and customer satisfaction company-wide over the next two years by taking care of our customers, creating a motivating environment for our employees, and by making all employees business partners and practicing “open book management”, and reinventing our company vision (strategy).

	Objectives
	Possible strategies

	1)  Reduce marketing costs the next year by 15 percent below this year’s level.

2)  Increase sales next year by 10 percent over this year’s figure.
	· Cut back warehouse inventories and eliminate slow-moving products.

· Reduce number of sales calls on small accounts

· Intensify marketing efforts in domestic markets.

· Expand into foreign markets.  

	Strategies—broad plan of action
	Tactics—course of action for achieving strategies

	1)  Direct promotion to males, ages 25-40.
	· Advertise in magazines read by this market segment.

· Advertise on television programs watched by these people.




ENVIRONMENTAL SCANNING   Module 2.7
the process of collecting information about the marketing environment 

Such knowledge helps marketers to identify market opportunities as well as threats and assists in planning. Opportunities must sometimes be exploited during strategic windows. 

Environmental scanning is a necessary prerequisite to an annual marketing plan.



SWOT ANALYSIS AND ASSESSMENT   Module 2.8
The third step of the marketing planning process involves doing an assessment of an organization’s strengths, weaknesses, and available opportunities.  The model used for this assessment is called SWOT analysis (Strengths, Weaknesses, Opportunities, Threats). The conclusion that some particular marketing mix would be best suited for an organization's internal resources and the external environment is based on an assessment of analysis of these internal resources and of the external environment.  
Organizational resources—                                                                                                  include the capabilities of the firm’s production, marketing, finance, technology, and employees

In assessing the organization's internal resources, we need to assess its internal 

· strengths 

· weaknesses 

Consider what the firm has in the way of: 

· core competencies 
things that a firm does extremely well; capabilities that customers value 

· distinctive competencies 
things that a firm does better than most competitors, giving it a competitive advantage

· sustainable competitive advantages 
advantages that are difficult to copy by competitors

We also need to assess the external environmental 

· opportunities 

· threats 

The external environment is dynamic, or constantly changing; this is why we must constantly be doing an environmental scan.  The external environment provides windows of opportunity, limited periods of time when an opportunity will exist within the planning time horizon.  We are also interested in identifying constraints and vulnerabilities that we might face in the environment.  In devising strategy, we are attempting to navigate the organization toward windows of opportunity and around environmental threats. 

(Note:  For a good detailed example of a SWOT analysis and the factors of strengths, weaknesses, opportunities and threats, see page 47 and 71 of Contemporary Marketing, 12th ed.)



FORMULATING, IMPLEMENTING, AND MONITORING A MARKETING STRATEGY  Module 2.9
Once a firm completes the first three steps of the planning process including the SWOT analysis, it is ready to formulate a marketing strategy.  A good marketing plan revolves around an efficient, flexible, and adaptable marketing strategy to cope with the winds of change.

Marketing strategy—








                           is an overall, company-wide program for selecting a particular target market and then satisfying consumers in that market through a careful  blending of the elements of the marketing mix (4P’s)—product, distribution, promotion, and price—each of which is a subset of the overall marketing strategy.  (Note:  the marketing mix elements will be covered in Module .  Half way through our book, Chapters 11-19 cover the 4P’s)

Implementing and Monitoring (the final two steps)— 




                         put the marketing strategy into action, and                                                                                             ensure that objectives are being achieved through monitoring.                                                                             

Example, when McDonald’s introduced its Supersize portions, the company had a hit for increasing sales, at least for a short time, until consumer tastes changed from wanting more to requesting salads and yogurt.  McDonald’s once again changed its strategy in response to 1) lawsuits against the company claiming health risks from the menu items, and 2) consumer attitudes and concerns over overeating, obesity, and minimizing carbohydrate intake.  So the marketing program at McDonald’s changed from “Supersize” to “Eat Smart, Be Active”.  



SUCCESSFUL STRATEGIES:  TOOLS AND TECHNIQUES   Module 2.10
Strategy is a game plan or blue print for getting there.  Every business must design a strategy for achieving its goals, consisting of a marketing strategy, and a compatible technology strategy and sourcing strategy.

Michael Porter identified five competitive forces that influence planning strategies in a model called Porter’s Five Forces see Figure 2.3.  In short, the attractiveness and profitability of a target market depends on five forces.

· Threat of new competition.  How easy is it for new competitors to enter the industry?

· Substitute products/services.  Can customers turn to other products or services to replace those that the industry offers?

· Rivalry.  How intense is the rivalry among existing competitors in the industry?

· Suppliers.  Are industry suppliers so powerful that they will demand high prices for inputs, thereby increasing the company’s costs and reducing its profits?

· Buyers.  Are industry customers so powerful that they will force companies to charge low prices, thereby reducing profits?

Figure 2.3                                                                                                                                              Porter’s Five Forces Model
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There have been a number of successful strategies.  Here we briefly introduce five of them.                   

1)    PORTER'S GENERIC STRATEGIES—a good starting point for strategic thinking.

· cost/price leadership strategy 
large, broad target market; economies of scale; low prices.  Lowestfare is pursuing a lowest-cost strategy, and so is Wal-Mart, the low price leader.
· differentiation strategy 
products are perceived to be different from competitors.  For example, mattresses: spring, water bed, coil-spring individually wrapped, high-density foam  Travelocity is pursuing a differentiation strategy by offering the most comprehensive range of services to the traveler. 

· focus strategy 
products meet the needs of a narrow market with needs that are unsatisfied by competitors, niche strategy.  Last Minute is pursuing a niche strategy in focusing on travelers who have the flexibility to travel on very short notice.   

2)  FIRST MOVER AND SECOND MOVER STRATEGIES
· First Mover Strategy—is about capturing the greatest market share and developing long-term relationships by being the first to enter the market with a product.  First movers enter new markets with existing products, or turn old products into new ones by creating some significant innovation.  The online auction site eBay was a first mover.  Amazon.com made its name as the world’s leading online seller of heavily discounted books.
· Second Mover Strategy—imitates closely the innovations of first movers and then introduces new products that improve on the original offering to gain advantage in the marketplace.  Microsoft thrives on this strategy.

3) SWOT ANALYSIS— 






                                 Previously defined and discussed in Module 7.  See Figure 2.5 on page 47.  Here we focus on strategy implications.  SWOT analysis helps planners compare internal organizational strengths and weaknesses with external opportunities and threats.
· Leverage—occurs when a company matches an internal strength with an external opportunity.   A firm having a wide range of products (strengths) can enter potential market channels not currently exploited (opportunity) to gain more leverage in the marketplace.
· Constraints—happen when internal weaknesses or limitations prevent a firm from taking advantage of external opportunities.  Inadequate financing capabilities will constrain a company from entering new markets.
· Vulnerabilities—happen when external threats challenge a firm’s strength.  Of course, internal weaknesses make a firm vulnerable.  Changing buyer tastes and preferences (threat) can make the customer loyalty of a firm (strength) vulnerable.
· Limitations—occur  when internal weaknesses cannot be converted into internal strengths.  A firm having the financial and marketing resources (strength) fails to overcome a weak market image (Weakness) with its product.
4.  STRATEGIC WINDOW—
                                                                                                                        are limited periods during which the key requirements of a market and the particular competencies of a firm best fit together.  The view through a strategic window shows planners a way to relate potential opportunities to company capabilities.  

      Examples, Southwest Airline’s fares are as much as 20 percent below those charged by mainstream carriers.  When an economy enters a major downturn or financial crisis and travelers are not traveling as much, Southwest has a strategic window of opportunity to capture travelers from other “big” airlines.  McDonald’s seized the strategic window of opportunity to enter the specialty coffee bar when it realized this was a growth market, and Starbuck’s needed some competition, and it had the image, management expertise and resources to make it happen.

5. STRATEGY CANVAS—






                                           is a tool for visualizing a firm’s strategy relative to other firms in a given industry.  As an example, consider the strategy canvas for Southwest Airlines.  Picture in your mind a horizontal axis that identifies the key factors that the industry competes on with the products that are offered to customers.  In the case of the airline industry, these factors include price, meals, seating choices, friendly service, speed and frequent departures.   The vertical axis indicates the offering level that firms offer to buyers across these factors.  The key to using the strategy canvas (and key to developing a compelling strategic focus) lies in identifying a value curve that stands apart from the competition.  (See W Chan Kim and Renee Mauborgne, Blue Ocean Strategy.  This book is used in our Business Policy course.)

Chapter Objective Four:  Describe successful planning tools and techniques, including Porter’s Five Forces model, first and second mover strategies, SWOT analysis, and the strategic window.





                                                            4.1 Over which of Porter’s Five Forces do consumers have the greatest influence?                    4.2 Cite examples of firms that have succeeded with first and second mover strategies.            4.3 When using the strategic window, what three factors must marketers analyze?



ELEMENTS OF A MARKETING STRATEGY   Module 2.11

Success for a product in the marketplace depends on an effective marketing strategy. It’s one thing to develop a great product, but if customers don’t get the message about it, the product will die.  An effective marketing strategy reaches the right buyers at the right time, convinces them to try the product, and develops a strong relationship with them over time.  

The basic elements of a marketing strategy consist of 1) the target market and 2) the marketing mix variables of product, distribution, promotion, and price that combine to satisfy the needs and wants of the target market.  Study the environmental framework presented in Figure 2.6 on page 48 of your textbook.

TARGET MARKET—








                           is the group of people toward whom the firm decides to direct its marketing efforts and ultimately its merchandise.  








                                    might consist of consumer buyers, business buyers and wholesale and retail buyers.  In every instance, marketers pinpoint their target markets as accurately as possible.

Examples, Just My Size targets plus-size women by designing casual wear, lingerie, hosiery, and jeans in sizes 16 and up.   Solutionz targets businesses, schools, and government agencies that need conferencing solutions. 

MARKETING MIX—






  

                    blends the four strategy elements—product, distribution, promotion, and pricing—to fit the needs and preferences of a specific target market(s).

Product Strategy—







                                 consists of a variety of decisions about what goods or services a firm will offer its customers, along with decisions about customer service, packaging, product mix, patents, trademarks, life cycle of a good, positioning product in the marketplace, brand names etc.


Example, Quaker and one of its cereals Quaker Toastables is a well-known, trademarked brand, and the packaging includes a photograph of a warm pastry filled with tasty fruit.  Toastables are aimed at two market segments:  1) busy parents who don’t have the time to cook a full breakfast, and 2) kids who might otherwise skip breakfast or ask for a doughnut instead. 

Distribution Strategy—







                ensures that consumers find their products in the proper quantities at the right times and places. Involves decisions on mode of transportation, warehousing, inventory control, order processing, and selection of marketing channels—wholesalers, retailers and other intermediaries.

Examples, Wal-Mart has been working with its suppliers to implement a new tracking and identification system called radio frequency identification (RFID), small computer chips which it places on pallets to track and identify products as they move from one location to another.      Wal-Mart also introduced to the marketplace over a decade ago Just In Time (JIT) inventory technology, which seeks to boost efficiency by cutting inventories to absolute minimum levels and by requiring vendors to deliver inputs as the production process needs them.  (See page 199 in your textbook for more information on JIT.)

Promotion Strategy—








                          is the communication s link between buyers and sellers.  Its basic function is to inform, persuade, and influence a consumer’s decision.  Marketers communicate messages directly through salespeople or indirectly through advertisements and promotions.  

Examples, a creative TV ad for milk that links two ideas in a single marketing message:  healthful benefits of milk and losing weight. Restaurants and shops have been promoting high-quality, specialty teas such as rooibos and white tea, which has its own flavors and properties:  to suppress appetite, and a large concentration of cancer-fighting antioxidants. Many companies use an approach called integrated marketing communications (IMC) to coordinate all promotional  activities so that consumers receive a unified and consistent message.  Consumers might receive newsletters, e-mail updates, discount coupons, catalogs, invitations to company-sponsored events, and any number of other types of marketing communications about a product.

Pricing Strategy—







                              consists of sundry methods of setting profitable, competitive, volume-producing prices.  A good pricing strategy should create should create value for customers, and be priced low enough to target noncustomers as a firm reaches for the greatest catchment. 

Examples, Hyundai introduced the first 10-year, 100,000 mile warranty in the auto industry and routinely undersells both U.S. and Japanese-made vehicles.  The Hyundai Santa Fe is priced around $18,000—about $5,000 to $10,000 less that SUVs made by Japanese and U.S. firms. In the cell phone industry, where competition is fierce, Sprint recently announced that users could tap into their lower cost evening minutes two hours earlier than had been previously allowed.  Sprint customers who have plans starting at $35 can tap into their evening minutes for an extra $5 per month. 

Chapter Objective Five:  Identify the basic elements of a marketing strategy.  

        5.1 Why is identifying a target market so important to a company?


                         5.2 Give an example of each of the four strategies in the marketing mix.



METHODS FOR MARKETING PLANNING   Module 2.12 

A growing number of companies have discovered the benefits of effective marketing planning.  There exists a number of such methods, although here we discuss two useful methods of planning 1) product portfolio management and 2) the market share/market growth matrix.

1) PRODUCT PORTFOLIO MANAGEMENT 

Although a business should be able to identify some core business, the core business is often a collection of smaller business units.  Your corner gas station might make some profit from gasoline sales, but the gasoline might really function as a draw to your more profitable repair business.  Additionally, you might also make good profits from convenience items sold in vending machines.  Each of these is really a separate business product that is sold and each is received through different channels of distribution.  The way that products are priced and the profits on products in each of these businesses is different.  The customers for each business are different - the locals who trust you and frequent your business for oil changes might consider the prices on your soft drinks to be too high, while the interstate travelers who buy your cold soft drinks on a hot day might consider your soft drink prices to be a bargain.  

These lines of business together make you profitable; together, they make up your product portfolio.  Each individual business should be considered as a separate profit center; we call these strategic business units or SBUs. 

Business Portfolio— 
the collection of businesses and products that make up the company 

Portfolio— 
a tool by which management identifies and evaluates the various businesses that make up the company 

Strategic Business Unit (SBU)— 
a unit of the company that has a separate mission and objectives and that can be planned independently from other company businesses; 

a division, product line, or other profit center within the parent company 

Note: an SBU can be a company division, a product line within a division, or perhaps even a single product or brand. 

2) PRODUCT PORTFOLIO ANALYSIS 
analyzing a firm's individual products as though they are a collection of separate investments 

BCG Growth-Share Matrix 
based on the philosophy that a product's growth rate and relative market share are important considerations in strategy.  Developed by the Boston Consulting Group in the early 1970s.  See pages 55-56 of your book.

idea: fund the growth of promising new products from profits of established products 

assumption: that market share increases result in profit increases.  Note: many marketing scholars do not accept this assumption. 

some definitions: 

market growth rate: 
the annual rate of growth of the specific market or industry in which a given SBU is competing 

relative market share: 
sales of the SBU divided by the sales of the largest firm in the industry 

Strategic Business Unit: (SBU) 
separate profit centers in an organization, treated as though each is a separate, independent business 

BCG Market Share/Market Growth Matrix                                                                                Relative Market Share

	                                                     High
	                              Low

	Industry Growth Rate
High
	                       Stars           

Generate considerable income
                                    Strategy:  Invest more funds for future growth.

Objective:  Build the market share even though this might effect short-term profit.
	                  Question Marks
Have potential to become stars or cash cows  

Strategy:  Either invest more funds for growth or consider disinvesting.

Objective:  Hold or maintain the market share without altering the cash that it uses.

	Low
	                    Cash Cows
Generate strong cash flow
Strategy:  Milk profits to finance growth of stars and question marks

Objective:  Harvest short-term cash output even if it results in loss of market share
	                           Dogs
Generate little or no profits

Strategy:  Consider divesting

                                          Objective:  Divest or sell the SBU to put its cash, physical, and human resources to use elsewhere in the firm


	Analysis of Your Enterprise Position

	Stars
	Cash Cows
	Question Marks
	Dogs

	High growth
High share
	Low growth
High share
	High growth
Low share
	Low growth
Low share

	Business is likely to generate enough cash to be self sustaining. Recommended tactics: 

· promote aggressively 

· expand your product or service 

· invest in R & D
	Business can be used to support other business units. 

· defend & maintain
	Business requires a lot of cash to maintain market share. 

· invest more cash 

· or, divest
	Business is a cash trap. 

· focus on short term 

· avoid risky project 

· limited future


Chapter Objective Seven:  Describe the methods for marketing planning, including business portfolio analysis and the BCG matrix.  




                                         7.1 What is another name for SBUs?  






                           7.2 Describe the characteristics of each of the four quadrants in the BCG matrix.
THE END
