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  Jean-François DAVID  
  Strategist  
  http://www.davidjf.com  
 
 

-30 years within IBM France (Oil/Chemical/Pharma Marketing Operations 

Manager, CPG Industry Strategy and Marketing Director, Co-Founder of IBM 

France Consulting Group), author of many contributions on various IT and 

Organizational topics: Intelligent agents, IT perspectives, Strategic Alignment, 

Processes and IT, é 

 

Since 95: 

-Education (HEC MBA, ESCP, Dauphine, HEC Management, Collège de l'X, ENST, 

University of Nantes, WUTBS, ...) 

-Independent consultant, active member of many networks (EFQM, IQM, 

AFNET,APM , CJD,é) 

 

Research themes:  

Governance and IT Governance. Strategic alignment. IT/Organization/Culture 

interference. Time-Based Strategies. KM and cognitive aspects. Man/machine 

interfaces. Marketing planning. Large Account planning.  
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JF David module 

" Customers and Markets " 

theoretical field: " competitive analysis and market analysis " 

 

JF David practical and pragmatic module:  

all the aspects of marketing research, marketing plané 

 

JF David "point of view": 

executive decision making  

 

The main objective is to learn how to realize a market research, 

and how to prototype an innovative marketing plan 
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Teaching Method & Evaluations...  

 "What I hear, I forget.  

 What I see, I remember.  

 And what I do, I understand."  

    Chinese Proverb  

  

  

 Evaluation  

  

Å personal contributions during the course. 

Å Group's "in competition" results for assignment   

 

 
  

8 
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some preliminary remarks... 

 
             Marketing, a nice word...  
 
 
Marketing is cross disciplinary, by nature... 
 
 
   Student's marketing knowledge is heterogeneous,é 
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Marketing plan applied to a concrete 
case... 

Your mission 

 

Rome Tourism office innovates and, in 

cooperation with a technology company, invents 

a new way, a new device,  to enrich visiting and 

learning experience of tourists in museums, 

monuments, things to see, é. 
 

Your teams have to deliver a marketing plan for this new opportunity. 
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Applied to a concrete case:   

New device for tourists 

The Project: 

 -definition of the offer, innovative idea 

-benchmark,  

-value chain (market study, positioning strategy, marketing, marketing channels, 

production, post-sales, é) 

-market research 

-Elements for a Business plan 

-Marketing plan 
Open subjects inside marketing plan: 

- Precise definition of the project, with team key innovative ideas - - 

- Open market, realistic market 

- Network of competencies  

- Kind of center to be implemented in Europe and/or France   

- Alliances and partnerships, potential investments in current centers 

One will judge groups on  

- the value/content of market analysis,  

- the relevance of their arguments  

- their  capacity to mobilize all necessary frameworks. 
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Define your team methodology...  

Vision 

Mission 

CSF's 
SWOT 

Value chain 

data collection  

your planning 
your timing  
 

final draft  
documents 
presentation 

Ansoff 

Porter 

enquiries 

intelligence 

Financials positioning 

routes to Markets 

... 
... 

... 

... 

... 

... 

... 

key accounts 
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Marketing planning course: 
     detailed tentative agenda 

Adapted from  Professor Malcolm McDonald 

1)Nov, 12th                       J.-F.David introductory lecture on Prospective Marketing,  

   Teams building, planning  

2)Nov 13 -> Nov 19th   Data collection, Mission, market, overview, open market,  

            definition of solution, data collection (reports, web, interviews), 

   Segmentation, portfolio, SWOT, frameworks (5 forces, é), ... 

   Final idea, integration of data collected, finalization of  

                          frameworks,  

3) Nov 19th   Vision, Marketing objectives, operational marketing  

   aspects, economics, é 

4) Nov 19th -> Nov 27th                Additional researches, interviews,  data collection 

5) Nov 27th                               Integration of documents, final version of  marketing plan,                    

   prototype and presentation charts 

          Preparation of formal presentation 

6) Dec 9th                            Exam, Formal presentation of results, rating, discussions 
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               T  team 
 
DUGAN    ANDRADA 

DUPONT    EMILIE 

HARBHAJAN  SUNA 

HORREARD    CHRISTOPHE 

MARTIROSIAN  ALINA 

SAFSAF    LYDIA 

               U  team 
 
BAUDIN         LEA 

EL BAKORI         HANANE 

FAYARD         VINCENT 

HADJI         MOINA-AMINA   

SOMMERAUER   KEVIN 

              X   team 
  
BACHA        IMANE   

BATAILLE        GILIA 

DE LAVALETTE  CHARLES 

DEDE         AURELIE 

NAUMOVA         SOFYA 

RONGIERAS D'USSEAU VICTOR 

              Y  team 
 
OVANON CAMILLE 

BURLAUD MAGALI   

CZORNYJ ELISA 

EL HACHEM   MARIE-REBECCA 

GRASSET AURORE 

JAONARY PRISCA 

                Z  team 
 
AUERBACH RODRIGUEZ    KIMBERLEY 

FIGUEIREDO    DEBORAH 

JORAND                          DELPHINE 

MENUT                          KELLY 

SCHAEFER                          ANNE-CHARLOTTE 

TEA                         JEREMIE 

Teams... 
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 Introduction 

ÂMARKETING BASICS 
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Marketing context 

Â Faster world 

Â More competitive world 

Â More uncertain world 

Â Globalized world 

 

 

TODAY SURVIVAL  

IS HARDER & HARDER ! 



Explosion of exchanges: 

Â Products, services, ideas, ... 

between: 

Â people and organizations 

Â people and people 

Â organizations and organizations 

COMPLEXITY 

Prospective Marketing Planning            ©J. -F.David 2008  Ad LIBITUM Conseil D'après Jean-Pierre BAEYENS 

 



              Marketing context 

  

            

                

   Faster world 

Globalized     Hypercompetition 

  Uncertain world 

      People 

 

 

 

 

 

 

 

 Organizations 

Products, Services, Ideas, é 

marketing 

Prospective Marketing Planning            ©J. -F.David 2008  Ad LIBITUM Conseil 
D'après Jean-Pierre BAEYENS 
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THE US CEOs  LOOK TO THE FUTURE 

Foundation for the Malcolm Baldrige National Quality Award 1998 

Six trends affecting major U.S. companies are judged to be  "major" by more than  70% of the CEOs surveyed: 

 

- globalization (94%) 

- improving knowledge management (88%)  

- cost and cycle time reduction (79%) 

- improving supply chains globally (78%)  

- manufacturing at multiple locations in many countries (76%)  

- managing the use of more part-time, temporary and contract workers (71%)  

 

Eight other trends were judged to be major by between 50% and 70% of the CEOs:  

 

- developing new employee relationships based on performance (69%) 

- improving human resources management (68%) 

- improving the execution of strategic plans (68%)  

- developing more appropriate strategic plans (64%)  

- ongoing measurement and analysis of organizational processes (60%)  

- developing a consistent global corporate culture (56%) 

- outsourcing of manufacturing (55%) 

- creating a learning organization (52%)  


