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

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

personal contributions during the course.
. Group's "in competition" results for assignment
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TO PREPARE THEM, HOW TO USE THEM

THEORIE ET PRATIQUE DU MARKETING _—-
MALCOLM McDONALD

LENDREVIE-LEVY-LINDON

ERCATOR — E-commerce

De la stratégie a la mise
v 1 en ceuvre opérationnelle
8¢ édition

Marketing
des services

o
ROBERT & MILER AND STEPHEN E HEMAN
WITH TAD TULEW
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LA BOITE A OUTILS
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Marketing
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some preliminary remarks...

Marketing, a nice word...

Marketing is cross disciplinary, by nature...

Student's marketing knowledge is heterogeneous,...
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Marketing plan applied to a concrete

Case... T :
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, ....

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, ...)
-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.

NIVERSITE PARIS
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Define your team methodology...
Financials positioning
key accounts data collection
Mission
Porter Vision routes to Markets
. final draft
CSF's documents
. . o SWOT presentation
intelligence
Value chain your planning
Ansoff ..
enquiries your timing
iEEsE I 10
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Marketing planning course:

detailed tentative agenda

1)Nov, 12th

2)Nov 13 -> Nov 19th

3) Nov 19

4) Nov 19t -> Nov 27t
5) Nov 27t

6) Dec 9th

Prospective Marketing Planning

Teams...

J.-F.David introductory lecture on Prospective Marketing,
Teams building, planning

Data collection, Mission, market, overview, open market,
definition of solution, data collection (reports, web, interviews),
Segmentation, portfolio, SWOT, frameworks (5 forces, ...), ...
Final idea, integration of data collected, finalization of
frameworks,

Vision, Marketing objectives, operational marketing

aspects, economics, ...

Additional researches, interviews, data collection
Integration of documents, final version of marketing plan,
prototype and presentation charts
Preparation of formal presentation
Exam, Formal presentation of results, rating, discussions
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Prospective Marketing Planning
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Introduction

= MARKETING BASICS

Prospective Marketing Planning
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Marketing context

Faster world

More competitive world
More uncertain world
Globalized world

TODAY SURVIVAL
IS HARDER & HARDER !
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Explosion of exchanges:

= Products, services, ideas, ...

between: %.S‘;
4

= people and organizations

= people and people SJ, ™
= organizations and organizations™
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Marketing context

Faster world

People

Products, Services, Ideas, ...

marketing Hypercompetition

Globalized

Organizations

Uncertain world

Ad LIBITUM Conseil Prospective Marketing Planning ©J -F.David 2008
PR
MAIN CHALLENGES FOR THE
NEXT FIVE YEARS...

D
1. Develop the organizational capabilities of the company
(response time and flexibility, total quality, innovation) (92%) 3

2. Increase market share in the core business towards leadership (90%)

3. Develop afull understanding of the client's needs and desires (87%)

4.Increase the international development (85%) q w

5. Launch productivity and cost decrease programs (83%) s

6. Increase the competency level inside some critical structures (technologies /
factories/ marketing) and allows sharing of these by profit centers (81%)

7. Redesign the main processes (reengineering) and in-depth transform
the organization and the way the company acts (72%) é

?ﬁ UNIVERSITE PARIS . . . 18
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WHICH LEVERAGE FOR GROWTH? I

=5

.New ideas though client non-satisfaction topics _“\“
/‘I b

analysis (83%)

. Geographical expansion (76%) Q

.Redesign of the main conpany processes to increase A
reactivity (74%) %
4 Research of new ideasby combination of apparently

incompatible attributes (price / quality / speed /

added value / personnalization...) (68%)

.Extemal growth (61%) %

N

w

(&)
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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%)

;ﬁ UNIVERSITE PARIS . . . 20
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The top three challenges?

Not surprisingly, they are all related to competitiveness as measured
by revenue growth. The Conference Board’s annual survey for
2004 listed the top three challenges identified by CEOs worldwide
as:

1. Sustained and steady top-line growth
2. Speed, flexibility, adaptability to change
3. Customer loyalty, retention

Bxﬁﬁﬁfﬁﬁ Prospective Marketing Planning ©J -F.David 2013 21
Strategies...”?
& Information Systems. 2nd ed. Prentice Hall. 2
£ UNIVERSITE PARIS
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Strategies

Playing ground™
MarKeting Mix
Core-Technologies
"World clags"

Client "capture™
What /2 [&=3l{71 5 Competitivity Forces

Added Value + Technology / :

N\

HoW ?

Basic thinking...

Market attractiveness
A

/

¥

desinvest

invest

n
»

Strengths
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A product portfolio chart [growth-share matrix] of a comparatively
strong and diversified company
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Market / segment selection criteria

Market / segment High Low
attractiveness
. Invest / Selectively
- Size High Grow Invest
- Growth
- Profitability
- Competitive intensity
Maintain/
manage for Manage for
Low sustained Cash /
earnings Withdraw

Business Strengths I

- Product Range

- Product Efficacy

- Service Quality (Including distribution)

- Price

- Associated Services (e.g. Technical advice)
- Reputation/ Image

Adapted from Professor Malcolm McDonald

27
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UNILEVER'S EUROPEAN FOOD PORTFOLIO
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NESTLE'S EUROPEAN FOOD PORTFOLIO

Relatlve
Share

29

DANONE'S EUROPEAN FOOD PORTFOLIO

Relative
Share

SV
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Sample competitive position / business strength
for an higher education institution

High

Market
Attractiveness

DAUPHINE

High

Competitive position / Business Strength  Low

S

’ \, Directors
| ! Seminars ___
\ , -

i

4,
®,
S,
e
MANDAS _t

Distance
Education/
CMR

Prospective Marketing Planning
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N N
o= Exec ~~
i d) mea  Of Researcn

Present
position

Forecast
position in
3years
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Because BCG type models have limitations, new measures

of company strengths and market opportunity have been

developed:
The Directional Policy Matrix (or the GE-McKinsey Matrix)

DAUPHINE

[ Weak
3
z
<4
S
&
S
2
£
al
E[~ Average
3
8
»
>
g
3
al
£
<]
o
— Strong

Business sector prospects

f

1

Unattractive Average Attractive
Withdrawal Phased Double
withdrawal or quit
Proceed
with care
Phased Proceed Try
withdrawal with care harder
Growth
Cash Growth Leader
generation

Prospective Marketing Planning
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GE-McKinsey matrix...

Atouts concurrentiels
Faible Moyen Elevé
Low Medium High
S DAS 2
Elevé
High

Moyen DAS 1

Medium
A

Attraits du marché
Market attractiveness

Faible

Low

D’apreés Mc Kinsey.

eting Planning

La matrice ADL

Maturité de I'activité

Maturity of activity
! Démarrage Croissance Maturité [ Déclin
Embryonic Growth Maturity Dec
Bominant Rentabilité + + ! Renfabilité +
dominant % i %
Domina Risque +/- Risque - -
Investissement + + Investissement -
Profitability + + Profitability +
Risk +/ Risk
Fort Investment + + Investment
Strong
3
k4 ¥ g » 1
E. Développement naturel H Sélettion
g - Povoralis Natural development : Seleition
S S Favorable
E: |
8 =
ER Rentabilité - - Rentabilité - ~
€ & : 3
§38 Risque + + Risque +/-
= Investissement + |+ Investissement + +
3 Défavorable i .
L Un " Profitability Profitability »
by Risk + + | Risk +/
Investment + + | Investment
Marginal Abandon
Marginal Goout
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New Intrants

Competitors

Suppliers =g ( ) 4—

Substitution
M.Porter model....

Downes and Mui's New Forces Model

The New Forces \

o
J ,\f,u _~ Traditional Sources .

/S " of Competitive Leverage ™. Z.
/ & p. \ %\
/Q A s P e\
/™ 9 s ( %\
C Suppliers O\ 2

- \

P N/
bstitutes >/

MR

2. Digitzation =< +...hypercompetition

36
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expectations  On the At the Sliding Into Climbing Entering
A Rise Peak the Trough the Slope the Plateau
Activity beyond
Supplier early adopters
proliferation

3 Negative press begins
hMa.r.s media 9 P beg High-growth adoption
ype begins Supplier consolidation p;\‘a;‘se 5“:"5‘; 2|°% to 30%
and failures of the potentia
_Eariy tl_adc;plers audience has adopted
RIVDIIS Second/third the innovation
rounds of 2
First-generation venture capital Methodologies and best
products, high price, funding practices developing
lots of customization
needed

Less than 5 percent of
the potential audience
has adopted fully

Startup companies,
first round of venture

Third-generation products,
out of the box, product

capital funding suites
Second-generation
products, some services
Technology Peak of Inflated Trough of Plateau of
Trigger Exp i Disillusi Slope of igl Productivi

Y

|

Source: Gartner (August 2010)
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Figure 1. Hype Cycle for Emerging Technologies, 2008

visibility
4

Social Computing Platforms
Video Telepresence

Cloud Computing
Surface Computers
Augmented Reality

Basic Web Services

Public Virtual Worlds
Web 2.0 Location-Aware Applications

Behavioral Economics
SOA

@

Tablet PC

Service-Oriented
Electronic Paper

Business Applications
Virtual Assistants
RFID (Case/Pallet) Wikis
Social Network Analysis
Context Delivery Architecture Idea Management
Erasable Paper Printing Systems Corporate Blogging As of July 2008
Peak of
Technology Trough of - Plateau of
Trigger . Inflated g cionment Slope of Enlightenment Productivity
time L&
obsolete
@ before plateau

Years to mainstream adoption:
Olessthan2years O 2to5years @ 5to10years A more than 10 years
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Source: Gartner (July 2008)
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0 EMERGI

3D Flat-Panel TVs and Displays

expectations 4G Standard
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Private Cloud Computing
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D Printing Gesture Recognition
Social Analytics

Mobile Robots Mesh Networks: Sensor

Pen-Centric Tablet PCs

Video Search
Autonomous Vehicles

Microblogging Electronic Paper

Speech Recognition
Location-Aware Applications

Predictive Analytics
Interactive TV

Internet Micropayment Systems
Biometric Authentication Methods
Mobile Application Stores

E-Book Readers

Extreme Transaction Processing
i Video Telepresence

Tangible User Interfaces,

Terahertz Waves
Computer-Brain Interface

U
Context Delivery Architecture

Broadband Over Power Lines
Virtual Assistants

Human Augmentation, Idea Management
Consumer-Generated Media
Public Virtual Worlds
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time L
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Gartner
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expectations Internet TV
P Activity Streams NFC Payment _
Wireless Power Private Cloud Computing
Social Analytics Augmented Reality
roup Buying Cloud Computing

Media Tablet

Wirtual Assistants

In-Memory Database Management Systems
Gesture Recognition

Machine-to-Machine Communication Services

Gamification

30 Prinfing

Image Recognition

Context-Enriched Services
Speech-to-Speech Tranglation

| Internet of Things

Matural Language Question Answering
Mobile Robots

"Big Data" and Extreme Information
Processing and Management

Mesh Networks: Sensor

Location-Aware Applications

Speech Recognition

Social TV Predictive Analytics

Cloud/Web
Video Analytics for Cu..vstomer Service! Platforms
Compuler-!Brain Interface,

Quantum Computing,
1

Mobile Application Stores
Bi Al

Hosted Virtual
Desklops

Virtual Worlds

|dea Management

QR/Color Code
Consumerization

Human Augmentation

3D Bioprinting E-Book Readers
As of July 2011
TG.T.:;;L‘:QV _ m::; Dis-:-l'iou.gh of Slope of Enlightenment Pﬂagﬁzﬂvoi:y
time v
Years to mainstream adoption: obsolete

Olessthan2years O 2to5years @ 5to10years A morethan 10 years @& before plateau
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Strategy and ... Mission, Values, Vision, ....

Mission: Why we exist?
Values: What we believe in?
Vision: What we want to be?

Strategy: Our game plan

Prospective Marketing Planning ©J -F.David 2013
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What is a business vision?

— - A Yision Includes:

- = Purpose, action, feeling
- w Clarity

-~ » Beliefs, values

- » Shared symbaols
-~ = Educational approach
« hodels of operation
—

T A Vision Will:
. » [nspire, compel
™~ = Capture the imagination
e » Establish a commaon
o~ purpose
- Lt Identify the need for change

e
e
e
e
s

-
The Future

-

Prospective Marketing Planning ©J.-F.David 2013
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To develop a vision, an organization should address
5 basic business concepts

Vision
"What do we want
to hecome?"

Basis of Operating Structural Marketplace Place to
Competition Model Approach Behavior Work
How will we How will we How will we How will we How can we

compete? make money? manage the interact with our instill pride in
organization? customers? ourworkforce?

DAUPHINE

Prospective Marketing Planning

©J.-F.David 2013
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Clors Coppigdidgafes

Products/Markets

o
o
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Core Competencies

Partnerships

Intelligence...

Intelligence Technological

Fundam ental Science

Competitive
Products

Economy
Proce:

Shared Clients

48
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Strategic change...

When for technology change...

A Technology change

Profitability

—

Investments

UniveRsITE PARIS 49
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Strategic change...

TECHNOLOGY
oLD NEW
U
S
A| owp Q
G
E
NEW DIVERSIF. TF?sgSEH
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Porter again...

Intelligence

Competitive Intelligel

Environmental intelligerce

Potential
Intrants

nce Commercial Intelligencg

Commercial Intellig

Sector's
Competitors

Clients

Suppliers

Substitutes

Technological intelligence

From Martinet

Bxﬁﬁﬁfﬁﬁ Prospective Marketing Planning ©J -F.David 2013 51
Two type of intelligence, of scanning...
MISSIONS >\‘
[ Al Azimuth R b strengths |
| Intelligence I S SRR !Weaknesses
(DIAGNOSlS
ITauIrIgered Process | ]
ntelligence Analysis
< DECISlONS\/
\M_/
52
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Spying...?

black information

white information

SCI

lembers Only

Event Registration
Renew Your
Membership
Update Yaur Profile
Member Directory
Chapter Infa

CI Magazine
Jaurnal of
Campetitive
Intelligence &
Managerment
sCIP.online

#Infarmation
sTop 10 Reasons
to Join (PDF)
21ain How Snline
#Cownload an App

20/20 INSIGHT

PROACTIVE

inf or imation

95% of useful information can be obtaied by intelligence

intelli costly dangerou
Int gance nonsens nonsense
open organized illegal

& deontological

technique used
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The Society of Competitive Intelligence Professionals

What's New

ssEarly-Early Bird
Registration for SCIP'04
Nows Available

Save $300 if you register

now,

»C1 101 & CI 202
September 22-23, 2003,
tambridge, MA, USA

Full day workshops for the
beginner and intermediate
CI professionals, Sold out
in Septernber, but is
available at SCIRO4,

»The Intelligent Use of
Business Analysis

SCIP European Confarence
& Exhibit'03

22-24 October, 2003

»Masters of CI Series-
December 4-5, 2003
New York, NY

Atwo day series with Dr.
Ben Gilad

Publications

8CIP's European Conference 03 ! 55

22-24 Dctober, 2003, London, UK

Jobs

CI Resources
SR

slob Marketplace
»Sesrch Gpen CI Posity
»Search far C1 Profess]
»Past a Job

#Post Yourself

#lob Descriptions
sExecutive Recruiters
sLinks to Career Webs]

Education & Even|

e
e
e
@ Ty espest t eets o
e
e
e

SCIP Code of Ethics for
Cl Professionals

To continually strive to increase the
recognition and respect of the profession.

To comply with all applicable laws, domestic
and international.

To accurately disclose all relevant
information, including one's identity and
organization, prior to all interviews.

confidentiality of information.

To avoid conflicts of interest in fulfiling one's
duties.

To provide honest and realistic
recommendations and conclusions in the
execution of one's duties.

To promote this code of ethics within one's
company, with third-party contractors and
within the entire profession.

To faithfully adhere to and abide by one's
company policies, objectives, and guidelines.

54
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Marketing’is all about markets....

A ‘market’ exists when:

= Customers
= who are addressable;
= with definable needs
= and an ability and willingness to pay

...come together with...

= A supplier or suppliers
= who understand those needs;
= have products or services which can meet them;
= which can be supplied profitably
'‘Come together’ implies 'Location’ (though that might be cyberspace)

55
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Definitions

* Marketing is the management process which identifies,
anticipates and supplies customer requirements
efficiently and profitably.”

The Charted Institute of Marketing.

“Marketing encompasses the entire business. It is the whole
business seen from the point of view of the final result, that is,
the Customer’s point of view. Concern and responsibility for
marketing must therefore permeate all areas of the
enterprise.”

Peter F Drucker 1954.

"Keeping the customer happy and the competitor
miserable"

56
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Marketing dans T.L.F.

MARKETING, subst. masc. | o,

ECON.,, COMM. Ensemble des études et des actions qui concourent a créer des produits satisfaisant les
besoins et les désirs des consommateurs et a assurer leur commercialisation dans les meilleures
conditions de profit. Le marketing comprend toutes les activités qui dirigent les produits du producteur au
consommateur. Ces activités incluent, en plus de la vente, des fonctions telles que lachat, le transport,
l'entreposage, la finance, la publicité, etc. (3.-C. CHEBATH, B.-G. SIMARD, Le Vendeur ce méconnu ds
Comm,, sept. 1971'J3' 22, col. 2).

P méton. Service du marketing, dans une entreprise. Chez Pier Imgon‘ 24 magasins en France dont les
deux tiers & Paris on joue a fond la carte exotique. «Nous traitons 70 % de nos importations nous-
mémes, sans passer par aucun intermédiaire,» précise M. Jean-Pierre Martin,directeur du marketing. La-
bas, sur place, des agents controlent les fabrications. Certains artisans locaux sont finances par lettre de
crédit (Le Monde dimanche, 10 mai 1981, p. 4). | 3
En appos, avec valeur adj. inv. Qui correspond a, qui est en rapport avec cet ensemble d'études et
d'actions. Esprit marketing, actions markel'/‘r/lg objectifs marketing (CIDA 1973).

Dans le domaine pol. Une firme de conseillers en propagande, specialisée dans le «marketing
politique», avait eté chargee par M.L. de «vendre» sa candidature (P. VIANSSON-PONTE, Hist, de la
Reépublique gaullienne, 1971 ds GILB. Mots contemp. 1980). Le marketing €lectoral. Combien codte une
campagne? Combien de candidats aux Iegislatives 1973 ont fait appel aux spécialistes du marketing?
Existe-t-il une méthode scientifique pour ameéliorer un score €lectoral? (Expansion, févr. 1973 ds GILB.
Mots contemp. 1980). . ,
Rem. 1. Synon. marchéage (d'apr. BRANC. Econ. 1978), mercatique (ibid.). 2. ,, Traductions proposees:
Pour le sens large: commercialisation, pour le sens restreint: techniques commerciales, stratégie
commergiale '(FB) Les or}lganisations internationales emploient déja le mot «commercialisation
(COMITE D'ETUDE DES TERMES TECHN. FR., 7ermes techn. fr, Paris, Hermann, 1972, p. 87 et 163). 3.
L'Académie Francaise (Communiqués sur le voc, techn. et industr. des 6 et 20 avr. 1967) condamne ce
,.terme étranger °, designant les ,,opérations d'études et de développement de la vente d'un produit sur
un marché’ et propose I‘,,equivafent francais' * commercialisation. ; .

Prononc.: [l]. tymol. et Hist. 1944 (R. SERVOISE, L'Etude sc. des marchés, 41 ds HOFLER Anglic). ,
Empr. a l'angl. marketing, dér. de to market «faire son marché, acheter et vendre», de market «marché»
empr. a I'anglo-normand. corresrondant au fr. marché*. Lusage actuel du terme dans le monde des
affaires s'est éf a la fin du XIXe s. et a pris une extension particuliére aux Etats-Unis (cf NED et NED

ng, commercialisation, 57
bp. 594-595.

Marketing?

£
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@
@
b
©
Q
]
2
>
o

e marketing ?

.. C'est utiliser avec aplomb des mots
americains vides de sens en gardant
les cheveux bien attachés.

58
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Marketings?

Marketing-mix ou plan de marchéage
Marketing one-to-one (business to business)
Marketing orienté client

Marketing politique

Marketing relationnel

Marketing RH

Marketing sportif

Marketing de combat

Marketing de persuasion

Marketing sensoriel

Marketing social

Marketing urbain

Buzz (marketing)

Marketing amont

Marketing aval

Marketing d'étude, stratégique,
terrain

Marketing de I'offre

Marketing de réseau
Marketing des services
Marketing digital

Marketing direct

Marketing électronique Cybermarketl_ng
) PR Neuromarketing
Marketing expérientiel . .
Géomarketing

Marketing global
Marketing humanitaire
Marketing industriel
Marketing international
Marketing interne
Marketing local

Street marketing
Télémarketing
Trade-marketing
Wwwarketing

Permission marketing
Publicité et téléphone mobile

59
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Marketing definitions?

(1) Marketing, response to consumer expectations
"Meeting consumer expectations profitable way"

--> key concept of "segmentation” (important databases)

(2) Marketing as a strategic guide for company
"The goal is no longer to respond to customer needs but choose the domains in
which we will act”

(3) Marketing as a management function of exchange processes

gift, tribute, exchange symmetry

And all versions Marketing
Tribal Marketing, Marketing link or societal
Marketing warrior or warketing
Marketing Ethics
Multisensory marketing, ...
Marketing customer relationship management (CRM)
Marketing "ethnic"!

and internal marketing

DAUPHINE Prospective Marketing Planning ©J -F.David 2013
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THE SATELLITES

Innovation

Pasijtie)

Proje)ijgis

UNIVERSITE PARIS

DAUPHINE Prospective Marketing Planning ©7.-F.David 2013

Clients, sure, but not only ! :

Key exchanges with other internal and/or external groups

Market

Domains

Influencer
Markets

UNIVERSITE PARIS

DAUPHINE Prospective Marketing Planning ©J.-F.David 2013

The Six Markets Model, Adrian Payne.

62
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Definition ?

= Market
= the set of "clients"...
= Segmentation
= Homogeneous groups, as seen by organization...
= Key market
= Choice of privileged market
= Positioning : a will to "differentiate"
= anintent / a process / a result...
" the nail" (strategic marketing)
= Implementation
" the hammer" (operational marketing)

3 DAUPHINE Prospective Marketing Planning ©J.-F bavid 2013 63
Two marketing visions...
A potential supplier (of products, services, ideas, ..) invents and
deploys a process, trying to convince a potential client to make a win-
win transaction.
This process can imply some negotiations
A supplier builds and manage confident long term relations with a set
of partners/clients, the objective being enabling repetitive win-win
transactions. This process creates a marketing network, becoming one
of the main supplier asset.
B:&ijﬁ-n[fﬁﬁ Prospective Marketing Planning ©J .-F.David 2013 64
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Demand, Offer, Desire, ... Marketing?

B e : ] 65
DAUPHINE Prospective Marketing Planning ©J.-F.David 2013

The role of marketing

= To determine, for an organisation, what should be sold (Product), to
whom (customer segmentation), at what price (Price), where/
through which channels (Place) and how (Promotion) , in order to
meet the organisation’s strategic objectives.
Product — WHAT?
Price — HOW MUCH?
Place/distribution — WHERE?
Promotion — WHY?
(or 4C's Customer need / Cost / Convenience / Communication )

Basics... 2 more differentiators: People Processes

= To create an identity for the organisation or product (Brand) in
which promotional expenditure can be vested

= Marketeers set Marketing Strategy and may help inform
Organisation strategy, but do not set the latter.

UNWERMTE PARLS . ¥ 'y 66
DAUPHINE Prospective Marketing Planning ©J -F.David 2013
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Marketing Functions

= Strategy and Planning
= Market & Business analysis
= Competitor tracking
Channel development (with sales)

Advertising and Promotion (inc. Brand) — known often as ‘Marketing
Communications’.

Sales support

Pricing

(Product Development and Management)

Marketing operations (the delivery of marketing initiatives)

67

Prospective Marketing Planning ©J -F.David 2013

"What do you want to do?"

"T want to work in Marketing !" \_;‘ NN

Prospective Ma Y ©7.-F Davig 2013
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The process

- The Environment
- Expectations, objectives, power and culture
- Resources

- Generation of options - People and systems
- Evaluation of options - Organisation structure
- Selection of strategy - Resource planning
Prospective Marketing Planning ©J -F.David 2013 69
The market understanding process
Marketing Sales Mfg. IT :é:szﬁ:r?g ‘ HR Logistics REf:: D
o d o T4 A\ A A A A\ a Market 1
N\ \ N\ \ 4 \ \ >4 \ > \
]
8 D A\ D A A A\ A\ A Market 2
a 3V \V \V 3V 3V N> \V WV
:m
] o 4 A\ o T4 A\ a 4 A\ 4 A\ a Market 3
£ A\ A\ A\ A\ > A\ % A\ A\ A\
2
2 D A D D A A\ A\ D Market 4
= 3V \V \V 3V 3V \V \V WV
Etc.
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The market understanding processes

. Finance & - R&D
|:(> Marketing Sales Mfg IT Accounting HR Logistics Etc.

I I I I I I I I i

|:>l The market understanding process 2
I I I I I I I | :
< ® E
[e} — o 2 <
i} l The customer relationship management process S < 5
o 2 5 k-t
£ ]
I I I I I I I EQEEIE
% |:>l The innovation process :'% g %
() = =l =
S £ <
3 I I I I I I I QL
> = g o
2 |:>l The Supply chain management process £ S 5

S

- I I I I I I I [ |3

3

l:l'>l The knowledge management process Gx

Prospective Marketing Pl ©J -F.David 2013
Competitive
Positioning
Distribution
Brand Channels
Strategy - =T
- . Customer
Mnrkcslng clationship
Marketing Plan ¢ am?aggn_s
_&Budget —=_

Customer
n

1 Develop Your Strategy

. Create Tools & Processes

. Generate & Manage Customers

Prospective Marketing Planning ©J .-F.David 2013




Successful Marketing

1- Understand Customer Orientation

2- Understand the sources of competitive advantage

3- Understand the Environment (opportunities and threats)
4. Understand competitors

5. Understand Market Segmentation

6. Understand Your Own Strengths and Weaknesses

7. Understand the dynamics of product/market evolution

8. Understand your portfolio

9. Set Clear Strategic Priorities and Stick to Them

B:&ijﬁ-:[fﬁﬁ Prospective Marketing Planning ©J -F.David 2013 73
Competitive advantage
Superior
position
o Costs
« Differentiation
» Protected niche
Superior Superior
skills resources
» Specialised knowledge » Coverage
o Customer orientation » Economies of scale
o Trade relationships « Financial structures
» Technical expertise  Shared experiences
» Flexible organisation o Global / International
74
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Marketing is a culture...

Organizations Marketing cultures trends

| INTERACTIVE MARKETING ORIENTATION ???

EXTERNAL VISION

| SOCIETAL MARKETING ORIENTATION

CLIENT ORIENTATION |

| SALES ORIENTATION |

TIME

| PRODUCT ORIENTATION |

| PRODUCTION ORIENTATION |

INTERNAL VISION
* Source: Ph.Kotler

UNIVERSITE PARLS
DAUPHINE Prospective Marketing Planning ©J -F.David 2013
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Marketing is @ management process..

Main philosophy Corporate vision/strategy

Essential choices
Marketing strategy

Execution planning Integrated

Monitoring
Control system /

measurement

Prodtraxstiee tiverMatrikg Riaiiagning OJOF tubidvaD2B08

76
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The corporate planning cycle

»

Marketing

y

Detailed action plans
- Communications

- Price

- Sales

- Product

| =

]
Where strategic objectives are planned-for over a time period longer than the budget cycle, interim milestones
need to be set.

Prospective Marketing Planning

77
©J.-F.David 2013

What is Strategy?

Translating a Mission into Desired Outcomes

Mission
Why we exist?
Core values
What we believe in?
Vision
What we want to be?
Strategy
Our game plan
Strategic initiatives
What we need to do?

Personal objectives
What I need to do?

Strategic outcomes
Satisfied Delighted Effective Motivated and
shareholders customers processes prepared workforce
B:&ijﬁ-c[fﬁﬁ Prospective Marketing Planning

©J .-F.David 2013
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The Strategic Management Process

Mission
Statement
E?(lernal =l SWOT  — Ir_lternal
environment Analysis environment

v

1
1

1

1

1

1

»| Strategic :
Plan N 1

1

1

1

1

1

1

1

1

v

Strategy
Implementation

v

_____________ > Strategic
Outcomes

Characteristics of the Strategic Management Process

Strategic fvoh
| | Flexibility....
Plannin Openness....

Management, organization & decision structure

[ par

\ Authority....
| ¢

Strategy
Implementation

UPHIN il ve Marketing Planning

Malcolm McDonald MA{Oxon) MSc PhD D.Litt FCIM
FRSA

Emeritus Professor
Marketing

Malcolm, until recently Professor of Marketing and Deputy Director
Cranfield School of with special r y for

S Dusiness: HeiE a Graduats Jn Enalish Languase. and Ctarstirs hms
Oxfard University, in Business Studies from Bradford University
Management Centre, and has a PhD from Cranfield University. He
also has a Doctorate from Bradford University. He has extensive
industrial experience, including a number of years as Marketing
Director of Canada Dry.During the past twenty seven years he has _
run marketing seminars and workshops in the UK, Europe, Japan,

India, the Far East, Australia, South America, South Africa, Brazil, HOW TO PREPARE THEM, HOW TO USE THEM
China and the U.S.A.He has written thirty eight books, |nc1ud|ng the ' —

best seller “Marketing Plans; how to prepare them; how to use
MALCOLM McDONAL

them" and many of his papers have been published. His current
interests centre around the use of information technology

d marketing pr and global best
practice key account management.

m.mcdonald@cranfield.ac.uk
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Matketing planning iy 8

the busmess and its bound
ne es. ry
e
- competence
—emformena e pw{_producten
— consurmption market —re———— |-
— rescurce maske tendls Hreng
= -- ] Pesomel
Objectives!
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From Malcolm McDonald "Marketing Plans"
The output of the marketing planning process Marketing theory Financial theory /
Strategic marketing plan contents (Structures, frameworks, models) Structure
Mission statement
Financial summary
Marketing audit Competitor analysis
Market research Industry/sector analysis
Phase 2 Market segmentation studies Risk evaluation

Market overview
> Market structure

TATRET Tend:
E Key market segments
Gap analysis

Gap analysis
Product life cycle analysis
Diffusion of innovation

Ratio analysis, valuation studies
Cost of capital
NPV analysis

Ansoff matrix Project evaluation
Forecasting Life cycle costing
Market research
v
(By product)
OPP\#\:::LES (By segment) Issue management Profitability analysis by products /
(Overall) nts o
parative analysis of competitor
Strengths (By product) products
Weaknesses B 5;9"’)"3"') Key success factors matrix Experience curves and cost structures
Market research
By producy
Issues to be EB§ ngme :\) Market segmentation studies
Addressed (Overally

Portfolio summary

B.C.G. Matrix
Directional policy matrix

Cash flows and risk evaluation
Sensitivity analysis

Assumptions

Downside risk assessment

Sensitivity analysis
Decision trees
Probability theory

By product)
Marketing ¢
(By segment)
Objectives fisdwch

Strategic focus

Product mix

Product development
Product deletion

Market extension
Target customer groups

JiH

Porter matrix

Ansoff matrix

Beg matrix

Directional policy matrix
Gap analysis

Performance targets / ratios
Cost, price, volume (CPV)
analysis

Marginal and absorption costing
Activity base costing

Marketing @x4ps)
Strategies (Positioningfbranding)
Product

f

Market segmentation studies
Market research
Response elasticities

McDonald PRODUCTIVITY MATRIX
t Blake mouton matrix

Budgeting and financial

planning
Zero base budgets

Resource
Requirements

Forecasting
Budgeting

Integrated financial planning
Limiting resource analysis

Measurement and review

TR Ip YRR
'"DAUPHINE"

Prospective Marketing Planning

©J .-F.David 2013
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The marketing
Planning process

Theoutput of the marketing planning process

Marketing theory

Financial theory /

Strategic marketing plan contents (Structures, frameworks, models) Structure
Phase 1 Mission statement
Goal setting Financial summary
Marketing audit Competitor analysis
Market research Industry/sector analysis
Phase 2 Market segmentation studies Risk evaluation
S

Situation review

Market overview Market structure
Market trends
Key marret,segments

Gap anal ¥s| }
Product life cycle analysis

Ratio analysis, valuation studies
Cost of capital

Diffusion of innovation NPV analysis
Gap analysis Ansoff matrix Project evaluation
Forecasting Life cycle costing
v Market research
iti By product) . .
Op %?g&'g s §B¥ geqmen)t) Issue management Profitability analysis by
Overall) products / segments
By product) C i lysis of
Strengths BY Seqment omparative analysis o
Wiaknesses O)\l/eraﬂl) ) Key success factors matrix competitor products
|ssues to be By product) Marﬁe} researcr: tion studi Experience curves and cost
larket segmentation studies
Addressed ?%)\/,gﬁﬂﬂ‘em) 9 structures

Portfolio summary

B.C.G. Matrix .
Directional policy matrix

Assumptions

Cash flows and risk evaluation
Sensitivity analysis

Downside risk assessment

Sensitivity
analysis
Decision trees
Probability theory

Prospective M

eting Planning

83

The building blocks for successful marketing

Sales and Marketing Programme

Market structure

Adapted from Professor Malcolm McDonald

Prospective Marketing Planning

...but if the basic building block is unsound!

Sales a

Marketing Plan

A=)

nd
Marketing Progra
Mme

Market structuré

84
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Segmentation: RFM

1
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Récence / Recency
Prospective Marketing Planning ©J -F.David 2013 85
H | ]
Segmentation: Radar
Réactiver  Acquérir  Développer Accompagner Retenir
Re acquire Acquire Develop Accompany Retain
4 Clients a potentiel
Customers with potential
3 Clients fidéles et a forte valeur
o3 Clients en baisse
= 2 Fackiiita High value and loyal customers
¥
5€ Customers with
% § decreasing activity
>0
Prospects
Prospects
—»
Cycle de vie client / Customer life cycle
D’apres : N. Van Laethem, L. Body, 86

Bﬂﬁﬁﬁfﬁﬁ Le Plan marketing. Dunod, 2004.
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Segmentation: IAC

Intérét de la cible
Croissance ; taille ; potentiel de vente ; profits espérés.
l Attractiveness of the target

. 5 Growth rate ; size ; sales potential ; expectedprofit.
Gains potentiels

Potential profits

Accessibilite de la cible
Concurrence ; distribution...
A Accessibility of the target

Competitors ; Accesstodistributionchannel...

Moyens et couts
envisagés
Expected
resources
and cost
Capacités de |'entreprise
R de I prise ; force iale ;
C capacité financiére...

Capabilities of the
The firm's resources ; sales ; financial capabilites...

; 87
eting Planning
Segmentation: IPO / IPR
©
2
O .
g
s A 6 3 1
B2
©
£5 8 8 4 2
5
53
& \
TR 9 7 5 J
4 ;
~ .
B Cc B A
IPO Indice de potentiel
Potential index
88
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The purpose of strategic
marketing planning

The overall purpose of strategic marketing
planning, and its principal focus is the
identification and creation of sustainable
competitive advantage

Business
risk

7?7
Financial

risk
Adapted from Professor Malcolm McDonald

‘4

89

Prospective Marketing Planning ©J -F.David 2013

Marketing plan

= Detailed plan of to whom you will sell your product, at
what price, through which channels, and with the
support of what kinds of sales and advertising.

= Includes a strategy, a mix, ways of measuring success,
attention to staffing, and attention to costs.

= Summarized in the marketing functional strategy
section of the business plan.

90

Prospective Marketing Planning ©J.-F.David 2013
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Market Research

How big is the market?

= Number of existing & potential clients
= Type of existing & potential clients

= Location of existing & potential clients

What is the main market trend?
= Change in student requirements

= Change in technology

= Change in overall demand

Prospective Marketing Planning ©J -F.David 2013

91

Market Research

Competition

= Number

= Type

= Location

= Marketing operations of competitors

Prospective Marketing Planning ©J.-F.David 2013
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The route to Competitive Advantage

Differentiation ‘High IS
Sales Revenue

High /
Volume

Economies
o ' Lower - of Scale
erations
P <= costs Learning
Curve

Gearing
i ) Interest Cover
Financial - Working Capital Ratio
Operational Leverage

Adapted from Professor Malcolm McDonald

Low Business

Risk Competitive
Low Financial Advantage
Risk
High Cash

From Sri Srikanthan,

Flows Cranfield School of Management

Prospective Marketing Planning ©J -F.David 2013 93
44
— 2%
8¢
T s
o &
| | -§ g ] Développement personnel, créativité,
i 58 A“°'“P|'559’"°"' —— réalisations personnelles.
’ ‘ 23 i de sc;- Pursue inner talent, creativity, fulfillment
elf - actualization
Basoln destime Besoin de reconnaissance, de prestige,
— de respect.
[ Self esteem needs Achievement, mastery, recognition, respect
! ‘ Beboiis amnarion il Etre inscrit dans un cercle social :
‘ ‘ ppartenance sociaie > amis, famille, compagnon...
& o Social or belonging-love needs Friends, family, spouse, lover
§
'§ 8 | -
g
as | | e I~
o8 Besoin de sécurité > Sécurité, stabilite.... -
85 Safety needs Security, stability, freedom from fear
2
a
3 RN
|| Besoins physiologiques Se nourrir, boire, avoir
| | Physiological needs — un abri, de la chaleur...
el Food, water, shelter, warmth
D’apres A. Maslow.
94
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Maslow's Hierarchy of Needs
(original five-stage model)

Self-actualisation
personal growth and fulfilment

y 4 A\

Esteem needs
achievement, status, responsibility, reputation

¥ 4 A |

Belongingness and Love needs
family, affection, relationships, work group, ete

Safety needs
protection, security, order, law, limits, stability, etc

Biological and Physiological needs
basic life needs - air, food, drink, shelter, warmth. sex, sleep, etc.

£ A

© alan chaprman 2001-4, based on Maslow’s Hierarchy of Needs

Not 1o be sold or published. More free online trining resources are at waww businsssballs.com. Alan Chapran aceepts no liavility,

eting Planning 95
Client: SONCAS
Sécurite
Safety
f
opr,?d?il ~ = %ey:\ns’:::}:é
Mo . . Sl
Confort
Convenience
96
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Planning vs Execution...

DAUPHIN

Strategy (Planning)

Ineffective Effective
. Die )
Efficient (quickly) Thrive
Tactics
(Sales)
N Die Survi
Inefficient (slowly) urvive

UNIVERSITE PARIS

Prospective Marketing Planning

©J.-F.David 2013

Quality and share both drive profitability

DAUPHINE

High 60% 25%

Relative Market Share

Prospective Marketing Planning

Low

©J .-F.David 2013

Low

/

-1%

97
ROI (%)
0
High
40%
Relative Product
Quality
98
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PEST Analysis

company and its targ

What are these and how do they impact the
et customers/ clients?

eting Planning

PESTEL analysis...

Politique

—_— Political

Economique
Economic factors

* Pouvoir d'achat
Purchasing power
Cros

« Stabilité g
Government stability
Orientations poliiques
Taxation policy

Protection des consommateurs
Foreign trade regulations

Légal
Legal factors

Lois

Laws
Reglements
Rules

Droit d'auteur
Copyright
Jurisprudences
Statute law
Droit coutumier
Common law

Economic growth
* Taux d'inflation
Inflation rates

Ecologique

Environmental factors

Catastrophes naturelles
Cataclysm

Météorologie

Meteorology

Modifications climatiques
Climatic alterations

Rareté des ressources

Rarity of resources

Protection de I’environnement

Prospective Marketing Planning ©J .-F.David 2013
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Socio-culturel

Sociocultural factors

Démographie
Demographics
Tendance

de consommation
Consumption tendancies
Mouvement sociaux
Social mobility

Climat social

Social climate
Niveaux d'éducation
Level of education

Technologique

Technological factors

Transfert de technologie
Speed of technology transfer
Innovation

Innovation
Télécommunications
Telecommunication

NTIC

New Technologies

of Information

and Communication

100
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The Strategy Process

The PEST (or STEP...)
analysis

DAUPHINE

Social environment
- social structure,
life-style, education,

Technological
environment

- innovations, new
products, ICT

culture

NIVERSITE PARIS

Prospective Marketing Planning

Economical
environment

- competition, income
employment,
consumption

©J.-F.David 2013

SWOT Analysis

DAUPHINE

Political
environment

- local, regional and
global political
changes

101

/

\

competitors?

In the light of PEST, what does it mean for the company,
compared with its

IVERSITE PARIS

Prospective Marketing Planning

©J .-F.David 2013
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SWOT

UNIVERSITE PARIS

DAUPHIN

Enjeux : Objet de I'analyse et contexte
Subject of SWOT analysis - subject

of the analysis anc

Forces Faiblesses
Strengths Weaknesses

ge concurrentiel, iti Ecarts de performance

competitive a posit

Performance gaps

Innovation, Vulnérabilités
Innovative aspects Julnerabilities
Prix, ais résultats dans le coeur d'activités

activities

u de qualité

Opportunites

Menaces
Opportunities

Threats

Cadre législatif peu favorable

arché en baisse

New m
Partenariats
Partnerships

/

Prospective Marketing Planning ©7.-F.David 2013 103
The Strategy Process (example new educ product)
SWOT Analysis
Strengths Weaknesses
. Lack of practical
<+ High pass rate -
Internal (C%A)p experience
= <+ High quality
e students
S
‘g Opportunities Threats
[N
High industry Depressed local
External | presence in the economy
local area
Prospective Marketing Planning ©J .-F.David 2013 104
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Match SW to OT

Internal
Factors

External
Factors

Strengths
S

Weaknesses (W)

Opportunities (O)

SO Strategies

Use strengths to
take advantage of

opportunities

WO Strategies

Offset weaknesses
to take advantage
of opportunities

Threats

M

UNIVERSITE PARIS

DAUPHINE

Prospective Marketing Planning

SWOT benefits

=T

= Economic, social, political and technological aspects

« Internal
Strengths
Weaknesses

« External
Opportunities
Threats

NIVERSITE PARIS

DAUPHI

NE Prospective Marketing Planning

ST Strategies

Use strengths to
avoid threats

©J.-F.David 2013

©J .-F.David 2013

WT Strategies

Min. weaknesses
to avoid threats

Identify and evaluate internally and externally the following:

.« Substantial Waste Of Time ???

106
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The Strategy Process

Porter’s Five

Forces Analysis Threat of new
entrants

. 3

Bargaining power Competitive Bargaining power
of suppliers rivalry of buyers

T

Threat of substitute
products

107
Prospective Marketing Planning ©J -F.David 2013
Porter...
Potential Entrants
Entrants potentiels
Threat of new Entrants
Menace des nouveaux entrants
Bargaining power Industry Bargaining power
of suppliers . of customers
Pouvoir U Pouvoir Customers
Sup P lier de négociation Coliomeids de négociation Clients
Fournisseurs des fournisseurs des clients
Threat of substitute products or services
La menace de produits de substitution
Substitutes
Substituts
UNIVERSITE PARIS 108
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Porter's generic strategies

Competitive
Scope

UNIVERSITE PARLS

Broad
Target

Narrow
Target

DAUPHINE Prospective Marketing Planning

Cost Advantage
Lower Cost Differentiation

|. Cost Leadership Z Ifferentiation

- 3B. Differentiation
Cost Focus
Focus

©J.-F.David 2013

109

Porter, generic strategies...

Ciblelarge
Broadtarget

Cible étroite
Narrow target

UNIVERSITE PARLS

Domination par les coots

Caostleadership

Différenciation
Differentiation

Concentration fondée
sur les codts
Cost focus

Concentration fondée
sur la différenciation
Differentiation focus

Lié aux coots
Low cost

DAUPHINE Prospective Marketing Planning

Lié a la différenciation
Higher differentiation

D’aprés M. Porter, The competitive Advantage of Nations,
The Free Press, 1980.

©J .-F.David 2013
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Ansoff matrix

PRODUCTS
_— increasing technological newness
Present New
Present Market Product
Penetration Development
MARKETS
increasing
market
newness
N Market Diversification
ew :
Extension
UNIVERSITE PARLS 111
Prospective Marketing Planning ©J -F.David 2013
Couple produit / marché
Product /Market Matrix
Produit
Product
Actuel Nouveau
Marché Present New
Market
[
Actuel Pénétration de marché i Développement de produit
Present Market penetration ‘ Product development
\
|
\ i ‘
’ Nouveau Développement de marché Diversification
1 New Market development Diversification
1 1 |
D’aprés Ansoff.
UNIVERSITE PARLS 112
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And....

*Marketing communications

*Pricing

*Sales promotions

*Ad's

*Logos, brochures, catalogs, white papers, ...

*Planning
*Control
*Product Management

*CRM
*Networking

Prospective Marketing Planning ©J -F.David 2013
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MARKETING PLANNING PROCESS

Mission Statement
(external) Marketing Audit (internal)
SWOT Analysis

Generation & Evaluation of Options

The Marketing Plan

Prospective Marketing Planning ©J .-F.David 2013
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The ten steps of the strategic marketing planning process

The Strategic Plan
(Output of the Planning Process)
Mission Statement
Financial Summary
- Market Overview
1. Mission SWOT Analysis
Phase One Assumptions

i L 2. Corporate Objectives | Marketing Objectives and Strategies
Goal Setting X L 3 Year Forecast and Budgets

3. Marketing Audit

-————————— o ———————

Phase Two
Situation Review

6. Marketing Objectives and Strategies |

TI_" 7. Estimate Expected Results |

Phase Three - - -
Strategy Formulation 8. Identify Alternative Plans and Mixes |
9. Budget Measurement
and

Phase Four 5 A Review

Resource Allocation & Monitoring 10. 1st Year Detailed Implementation Programme |—> —
Yy ; 115
B:&ﬁﬁ-n[fﬁn Prospective Marketing Planning ©J -F.David 2013

Business plan format

= Summary

= Historical situation / SWOT analysis / audit / background

= Where is the organisation going?

= How will the organisation get there? — Markets (Marketing plan)
= How will the organisation get there? — Finances

= How will the organisation get there? — Operations

= How will the organisation get there? — People

= List of assumptions

= Contingency plans

= Monitoring process - review and re-consideration of plan

- — g 11
B:&ijﬁ-n[f[\‘]lﬁ Prospective Marketing Planning ©7 -F.David 2013 6
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Business plan contents

Marketing

Operations

Administration

People

Finance

Prospective Marketing Planning ©7.-F.David 2013
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Branding...

"In future, the most powerful brands will be
customer-centric. Successful companies
will know the customer and will be the
customer’s advocate"

Prospective Marketing Planning ©J -F.David 2013
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Chaine de valeur, "macro processus”

E
1|6 2| 2
g Z
i
a b E
B |
h ® 2 © g oo
= o
2 d o =
2 s ; o m 2
= a el | o ER
) © © £ P ko ER:R"
5 o= = E = 08 g
-5 - o I ;S b
W fuy ) uw o = 2=2c
5 g5 & 8 2 5§56
5 2 5 @ 2 £ 83
g &E |8 e | § 0 |d%s
= g 2 3 & 8=
S S > = > S
#07-Logistique 13 i n
K0&-Finance 15 o
H09- RH, Gestion des personnes 3 k p
H10-Relation commanditaires 11
XA1-Juridique 16
#12-Gestion des technologies 10 7 9
HA13-Ameliorer les technigues d'enseignement 4
¥14- Gestion administrative

Sous-processus

CFA
1-Recruter les étudiants (inscriptions, ..}
2- Gérer I'étudiant (suivi, plannings, évaluations, examens, ...}

3- Gérer les problémes et réclamations (étudiants, enseignants, ...

4- Optimiser les outils de I'enseignant ( Outils de productivité, outils de publication, systeme d'administration, ...}
5- Gérer des enseignements (planification salles, planification des cours, ..}

B- Créer de nouveaux cours (etudes o' opportunites, accreditation, ...}

7- Développer les systémes d'aide a la formation (EAO, enseignements & distance, ...}
8- Communiquer (anciens éleve s, puhlications, plaguettes, conférences, salons, ...}

9- Optimiser les outils infarmatique de gestion (Me ssageries, videoconferences, BD, ..}
10- Optirniser les outils scientifiqgues (labhos, matériels, )

11- Relations avec entités de contréle ( ministeres, ...

12- Chbtenir les financements

13- Services généraux (bibliothéques, cafétérias, ..)

14- Gérer le personnel {gestion, paye, ...}

18- Geérer |a finance (Gestion actifs, locaux, budgets, facturations, recouvrements, )
18- Juridigue

Enseignement

a- Etudier I'opportunité du cours

b- Développer le cours

- Faire accrediter le cours

d- Selectionner les enseignants

e- Recruter lesintervenants

- Développer les supports

o- Preparerles examens

h- Faire |2 Marketing

i- Inscrire

j- Faire le cours

k- Tutorat, RH apprenants

|- Evaluer les apprenants

m- Créer/Maintenir le capital intellectuel

- Assurer la logistigue (salles, materiel ..}

o- Geérer les budgets

p- Relations humaines enseignant



CRM

One definition
‘Attracting, satisfying and retaining profitable customers’
Another definition (Professor Malcolm McDonald)

‘The IT-enabled integration of data across multiple customer
contact points to enable the development of offers tailored to
specific customer needs’

Different needs in a market

UNIVERSITE PARIS
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rr%utes to market '

Who does what?

By product? Call centers

By market? Face to face
Marketing
Production

Transaction cost...

Company

Partners 1 ”

Partners n

EUS% UNIVERSITE PARIS i - - ’ 122
DAUPHINE Prospective Marketing Planning ©J .-F.David 2013
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Choosing channels: the channel curve

Books: value curve

12
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S 6 [ ] /
= Net
2] ]
4 Post
2 4
0 T T T T T
30 15 15 15 10 15
Cost Convenience Brow seability Added value  Viewing Accessibility
services
Factor

eting Planning
Routes o Harket (NI
OF Leqend
Buying Behavior: Mass Customization
Life Cycle: Solution
Life Cycle Stages
Routss  [Demand Generstion |Fre Sales [Clase the Deal [Deploy [Ongoing Support [Ava
R 88 55 ADM R
Qsshn [ 44
DMC INFL R IR IT ITR 1T
3
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Key Accounts

LEVELS OF BUY/SELL RELATIONSHIP
Decteate “Confribute o _
: 4 Ol Tita
T i A
~ Contribute to
Price
Importance Service and Support
NS
Deliver ‘Good” Product
_and/or Services |
v v L - — \ Y
|,
Meets Specifications : P
Bxﬁﬁﬁfﬁﬁ Prospective Marketing Planning ©J -F.David 2013 125

Key account preliminary categorisation

TOp 15 (in volumelrevenue generated)

Next 30

Next 55

126
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Key account preliminary categorisation

High: collaborative

Degree of KAM relationship stage
collaboration

Realisation of fullest potential
of both organisations

Confidence in relationship, stable
& highly evaluated by both sides

Reduction of risk,
ability to forecast

Operational, efficient
transactions

B s ersiTe pakis
C]DAUMED Prospective Marketing Planning ©7 -F.David 2013
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Basic KAM

Selling company Buying company

Board

ERSITE PARLS
UPHINE Prospective Marketing Planning ©J.-F.David 2013
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Wikinomics...

T MKTI;JG DIRECIbR

pinko marketer job description

PINKO MARKETER

stiategy, panning, research,
media buys. project mgt.
brand develcpment & mgl,
advertsing & promations

Crocting pPassonale Users...oy
Istaring. observing, being part
of the community - an inately
tnowing what they will need
next (sae Kathy Sierra)

Focus on doliverables: cost
per click, medic planning
within a given budget, RO,
elc.

Helpng your
cemmunty
tickas: = $noxf fo nothing

shiting your

covertsing buager
folmprovng your

proouet = priceless

Studies targe! markets,
collecis consumer dalo,
pradic’s tuturs markst frends,
conducts user festing. focus
Qroups ane customer teed:
bock surveys.

€rm...talks 1o people.

(Not teo hard since s/he
krows many of them
persoraly.

Uses words lIke: consumer,
target, buysr, and user to
describe customers.

Usas words lIke: Jenriter, Tejas
Jeremy, Saim, Carol, Amit,
Vigyy, Eren, Lex, Mary, Joseph
Thomas, Ho John. stc. to
dlescribe membert of his/ner
cormmunily.

Prospective Marketing Planning

©J.-F.David 2013

... and climate change has not yet
redesigned economics but it
probably will
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Acquire New Customers and Grow Your Business (Salesforce.com)

Jo0gle

Campaign management

Create an ad

Take five minutes
to write your ad

Google

People click on  your ad
When people search on
Google, your ad is displayed
and traffic is driven to your
site.

Advertise your business on
Google,

and selecta couple keywords—

even target your ad locally.

Generate leads by advertising your business online with Google AdWords.
Turn those leads into new customers with Salesforce CRM.

. =— = @ force

Equipment & Supply
Contact Us
do

for More |

Manage the follow-up process  Update deal information, track
Log calls, send emails, and

- Bulesforce )

L

Closed Intormation
Oppartunity

Convert leads into customers  Manage customer

relationships

opportunity milestones, and Acquire deep knowledge of

record all opportunity-related every account, facilitate

Capture leads update the status ofyour 19305 interactions. collaboration, and build and
from your Web site ooty e s an maintain strong, lasting
opportunity. customer relationships.

Prospects fill out a Web form,
which creates a lead in
Salesforce that is routed to your
sales team.

Measure what's working

« Areal-time view of your business
« Asingle solution for insight
+ Customizable reports

65



Sales and Marketing

Process Map — Winter ‘08

Generate More Leads

Plan and execute marketing campaigns that generate demand foryour product ar service.
Capture those leads through a variety of channels including your YWeh site

| &P

3

Flan and Execute
IMarketing Campaign
Google AdWords
Ernail Marketing
Direct Mail

Cold Calls
Partners

™

Radio

Events

Trade Shows

PR

N & f——
N

Leads hy Source

Campaign ROI Top Search Terms

—

Weh Site Visitors Web Farm

= Organic Web traffic
= Advviords referrals
= Ernail responses

G

= “Contact me” request
= Free trial
= Event registration

Inbound Calls Create Mew Leads

= Search for the customer in Salesforce
=If one doesn’t exict, create a new lead

= Vellow pages

= Google Maps

= Word-of mauth referrals
foars |

Lists Import Data

= Purchased list = Use the import wizard or

= Trade show Excel connectar

= Legacy data

Lead Quality

| 1 |

Lead Capture

= Set up auto-response emails
-"Thark you for your interest”™
- Vaur trial information

-Bwent detais

=Set up lead assignment rules
-Geagraphy
-Company size
-Product of interest
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Optimize Lead Flow

Create a closec-loop follow-up process so leads don’t slip though the cracks.
Establish a lead gualification process to make sure all sales reps use the same consistent methodol ogy.

v

Lead by Status Lead Conversion %

 Ea Ea | X

My Open Leads Duplicate Lead? Warking Leads

|
Converted Leads by Month Top Sales Reps
A ~A |
Establish Contact? Qualified?
Yes Yes

Set up different viewsto
rmanage your leads. For
example, today’ s leads or
leads sorted by lead type.

The find duplicate button
searchesfor similar leads
or contacts in Salesforce.

If a lead turns out to be a
duplicate, easily merge the
o records,

Salesforce has a number of
AppExchange partners that
provide high wolume de-
duplication and data
cleansing tools.

‘When you' re working a lead, Mo

you' Il set up & series of tasks,
which raight vary based an the
type of lead. For example:

Day 1: Personalize mass email
Day 2: Callvoicernail
Day 4: Callvoicernail
Day 7: Personalize mass email

Mo Create a set of qualification
guestions, such as current
situation, product of interest,
timefrarme, key decision
rmakers

Keep an archive of your dead leads.

Ifthe lead is qualified, convert

itinto @ contact, with an

associated opportunity and
accaunt.

Use email marketing and call downs to
re-market to your archived leads

Close More Deals

Close deals faster by providing a single place for updating deal inform ation, tracking opportunity milestones, and recording interactions.
Easily analyze your sales pipeline so you can quickly identify and eliminate any bottienecks inthe sales cycle

| |
Top 10 Deaks Month-to-Date Trending Closed Business by Month Top Sales Reps
Sales
7
Marketing {
—— ~ h -
Open Opportunities Presentation Proposal Megotiation Wi
Yes
*fou can monitor your Custormize Salesforcs to fit your intermal Mo Mew Custorners Support

opportunities reports and
dashboards to keep track
of your top deals and
priontize your time

=zales methodologies and processes, making
it Basier to monitor your sales pipeline Salesforce gives your entire company a
360-degree view of your customers and
facilitates collaboration across your
organization, helping you build strong,
lasting customer relationships.

Keep an archive of your dead opportunities.

Use email marketing and call downs to
re-market to your archived opporunities
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Sales and

Eelow you'’ Il find the tools and terminology used in the application and online training. For more information visit

Community. You can

>

Carnpaigns

Marketing: Tools and Terminology

search the site, hrowse around, and see what the community is interested in.

A campaign I an outound marketng project hat you want

10 plan, manage, and track within Salesforce. Itcan be a )|
direct mal pragram, seminar, print adverisement, email, or

ather type of marketng initiative.

Accounts
Google Adword: iz an online advertising service used to Fi
create advertisements that display on major search
engines, including Google. Many Salesforce customers o
adwvertise online with Google Adwords as a mechanism to h‘(

Google Adwards generate leads. ~J

Contacts
Whiith Web-to-Lead, you can gather infarmation frarm your / )
company’ s wehsite and automatically generate leads. [ \
‘Wieh-to-Lead farm can be used for contact me requests, i\
registration pages, ar campaigh landing pages "

9 pag Ralg g Fag Opporunities

Web-to-Lead Form

Leads

Alead is a prospect or potential opportunity - a person you
met at 2 conference who expressed interest, or someans
wiho filled out a form on your company” s website

Products

. the Salesforce.com Online User

ACCOUNES are Your organization's customers, conmpetimors,
and partners. Each account stores infarmation such as
name, adiress, and phane numbers. For each account,
wou can stare related information such as opportunifes,
activiies, cases, parmers, confracts, and notes.

Contacts are all ofthe individuals associated with your
husiness accounts that you need to track in Salesforce
“You can store various information for a contact, such as
phone numbers, addresses, titles, and roles in a deal

Opportunities are the sales and pending deals thatyou
want o frack. By adding apportunities, you are also building
wour “pipeling,™ which will cantribute to wour forecast. au
can also link opportunities t0 campaigns to help measure
the ROI of your marketing programs,

Products are the individual iterms that you sell an your
opportunities. You can create a product and associate it
with a price ina price book. Each product can exist in many
different price hookswith many diferent prices. A product
that is listed in a price book with an associated price is
called a price book entry.

Sales and

Eelow you'’ Il find the tools and terminology used in the application and online training. For more information visit

Community. You can

Forecasts

Y
Contracts

=t
=

Documents

<

Calendar Events

Marketing: Tools and Terminology

search the site, hrowse around, and see what the community is interested in.

Aforecast isyour hest estimate of how much rewvenue you

Can generate in a quarter. This amount is divided between -_‘:-‘__:_—‘-‘
Cornmit Amaunt - the amount you can confidenthy close - %
and Best Case Amount - the total amount of revenue you “-t:/
might possialy generate, Amanager’ s forecast should Task
include the amount of revenue the entire team can
generate tagether.

-

o
>

A contract is & written agreement between two or more \’
parties. Many companies use contracts to define the terms .
for doing husiness with other companies. Track the contract Activities
through your organization’ s approval process and use
warkflow alerts to notify yourself when to initiate contract
renewals
A documentlibrary is a place to store files without attaching -
them to accounts, contacts, opportunities, or otherrecords.
Each document in the document library resides in a folder Reports

The folder’ s atiributes determine the accessibility of the
folder and the documents within it

Group calendaring will helps you betfer collaborate as a

team, and arrange meetings with prospects and customers, g

Dashboards

. the Salesforce.com Online User

Tasks are to-go kems that need m be followed up on. They
Can be associated with ACCOUNES, CONtActs, [2ads, of other
custom objects. vou can follow up on the task yourself, or
assign ftto another user.

Maintain a historical record of all activites related to an
account, contact, or opportunity. Your actvity history
includes emails, call notes, and calendar events, so
everyone is on the same page.

Reparts are lists, sumraries, and analyses of your data,
which you can display ar print To help you monitor your
organization, Salesforce offers a wide range of standard
reparts, accessible in the Reportstah. “iou can also create
new custom reports 1 access exacty the infarmation yau
need. You can subtotal and limit your data to help you
analyze frends and geta concise picture of whatis
happening inyour organization.

Dashboards give yau a real-time snapshot of corporate
metrics and key perfarmance indicators, Adashhoard is a
group of different charts (or companents) that graphically
display your custorn repart data. “au can select up to 20
different custam reparts to display data graphically as
charts in each dashboard
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Sales and Marketing: Tools and Terminology

Eelow you'’ Il find the tools and terminology used in the application and online training. For more information visit

Community. You can search the site, browse around, and see what the community is interested in.

Connect Outlnok

—

‘Web-to-Lead Form

CTl Integration

Wake searching data and interacting with the results of your
searches simple, smooth, and highly effective. Inline paging
and soring features simplifythe task of warking with large
sets of search results. Powerful filtlering and scoping
functions narrow searches and results. Customization
aptions enable users to design search results layauts that
are tailored for the way they wark.

Outinok users enjoy high levels of productivity with Apex
Connect Outlook—farmerly called Ouioak Ediion—uwhich
makes it easy to synchranize impaortant customer data
between two commanly used applications. Wiith Connect
Outinok 3.0 in Spring ' 07, productiity for Outlook users
gets another bonstwith several enhancements. Users can
add emails with attachrments, create contacts and leads
directly in Outiaok, and create relationships between
calendar events and associated abjects such as accounts
and opportunities.

“rou can set up a Wieb-to-Lead farm to capture cantact me
requests frarm your company’ s website. With a lsad de-
dupe solutian you can automaticaly route those reguests to
the person who owns the account.

WWith computer-telephony integration (CT1) capahilities, you
can directy integrate your telephone network into
Salesforce and access it entirely through the familiar,
browser-based Salesforce interface. With the combined
power of CT1 and the new Salesforce Console,

salesforce. com delivers unlimited productivity o your call
centers,

P 3
& /

v
Email Templates

ey

hass Email

Irpart Wizard

. the Salesforce.com Online User

With Salestorce you can create email templates for
COMMON ermails Such as web-to-lead responses, sales
prospecting, announcements, and internal warkflow, vou
can evien personalize parts of the emall with information
from the contact or account record

Plan and execute email campaigns targeted at prospects
and customers. Enterprise Edition customers can send 500
emails per mass mailing, while Unlimited Edition customers
can send 1,000 emails per mass mailing. Salesfarce can
also integrate with third-party marketing solutions and
offers nut-of-the-box integration with several top email
marketing vendors

Evaluate the success of email campaigns with integrated
response tracking and easy monitoring of key campaign
metrics, such as whether recipients open the messages,
when they open therm, and more

The ability to easily impaort data into Salesforce is one of the
application's key benefits. Import excel warksheets or C5W
(comma separated value) files. Map the information to
leads, contacts, accounts, solutions, and custom objects.
Search |mport Tools on Successforce.com for more
information

Analyse du "gap"

Performance

T Performance

Obijectif
Target

Gap stratégique

Strategic Gap

Prévision zéro
Zero forecast

Maintenant

Now

Prospective Marketing Planning

» Temps
Time
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"Banana"...

Historique haut

Historique bas

Prospective Marketing Planning ©J -F.Davi

Define your team methodology...

d 2013

139

Financials positioning

key accounts

data collection

routes to Markets

Mission
Porter Vision
CSF's
SWOT
intelligence
Value chain
Ansoff
enquiries

Prospective Marketing Planning ©J.-F.David 2013

final draft

documents
presentation

your planning
your timing

140
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Some deliverables from your strategic marketing plan

= Can you list your key target markets? (in order of priority)

= Can you describe (quantitatively and qualitatively) the value
that is required by each of your key target markets?

= In each of these key target markets, can you describe how your
organisation creates this value?

= Do the relevant senior people in your organisation understand
and support the above three points?

= Are all the relevant functions in your company organised in a
way that is supportive of delivering the value required by the
customer?

UNIVERSITE PARIS 141
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Some essential deliverables from your strategic marketing plan?

Market structure and segmentation

. Is there a clear and unambiguous definition of the market we are interested in
serving?

. Is it clearly mapped, showing product/service flows, volumes/values in total, our
shares and critical conclusions for our organisation?

Are the segments clearly described and quantified? These must be groups of
customers with the same or similar needs, not sectors.

. Are the real needs of these segments properly quantified with the relative
importance of these needs clearly identified?

Differentiation

. Is there a clear and quantified analysis of how well our company satisfies these
needs compared to competitors?

UNIVERSITE PARIS 142
% DAUPHINE Prospective Marketing Planning ©J -F.David 2013
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essential deliverables from a strategic marketing plan

Scope

. Are all the segments classified according to their relative potential for growth in profits
over the next three years and according to our company’s relative competitive position
in each?

. Are the objectives consistent with their position in the portfolio? (volume, value,
market share, profit)

. Are the strategies (including products, services and solutions) consistent with the
objectives?

. Are the measurement metrics proposed relevant to the objectives and strategies?
. Are the key issues for action for all departments clearly spelled out as key issues to be
addressed?

Value capture
. Do the objectives and strategies add up to the profit goals required by our company?

. Does the budget follow on logically and clearly from all the above,
oris it merely an add on?

UNIVERSITE PARIS 143
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Strategic marketing planning

= What is our purpose? = What are our strategies?

= What is our Market? = What new products should be
developed?

= Who are our customers? = How should we price our products?

= What are our products? = What should our channel

strategies be?

=  What service levels should we

provide for our different customer
= How well do our products groups?

satisfy these needs?

= What does the customer need?

= How should we communicate with

= What are our objectives? our target markets?
= How can we allocate our = How should we measure the
esources optimally? offectivepess of our plan?

UNIVERSITE PARIS 144
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72



gic marketing planning exercise - SWOT analysis

NT DESCRIPTION 2. CRITICAL SUCCESS 3. WEIGHTING 4. STRENGTHS / WEAKNESSES
It should be a specific part of FACTORS (How important ~ ANALYSIS

the business and should be In other words, how do is each of these  How would your customers score you and
very important to the customers choose? CSFs? Score each of your main competitors out of 10 on
organisation out of 100) each of the CSFs?

Multiply the score by the weight.

You |CompA|Comp B [Comp C|Comp D

QW[ N| -

5. OPPORTUNITIES / THREATS Total 100
What are the few things outside your

direct control that have had, and will

have, an impact on this part of your

business? THREATS

A (S0 B (VU L I o

Bw (N

OPPORTUNITIES

5

6. KEY ISSUES THAT NEED
TO BE ADDRESSED
What are the really key issues

145
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lalcolm McDonald

marketing audit checklist

ernal audit

siness and economic environment :
O eonomic Internal audit
« political/fiscal/legal marketing operational variable
= social/cultural
= _technological
= Intra company own company
The market
Total market, size,growth and trends sales (total, by geographical location,
(value/volume) market characteristics, industrial type, customer, by product)
developments and trends
« products market shares
= prices profit margins/costs
: c","'z:',f:l'sd's“'b“t"’" marketing information/research
= customers/consumers marketing mix variables as follows:
= communication duct t
= industry practices . g:ﬁ:eu managemen
Competition « distribution
Major competitors = promotion
size = operations and resources

market share/coverage
market standing/reputation
production capabilities
distribution policies
marketing methods

extent of diversification
personal issues
international links
profitability

-\,

unIvER

DAUPHINE Prospective Marketing Planning ©J .-F.David 2013 146
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Criteria for a marketing plan

A.Creative thinking D.Usefulness
B. Clarity = You
- of thinking = Subordinates
= presentation = Peers
= Superiors
C.Completeness
= Not of details E. Prepareable
» of essential elements = is the product worth the
= reiteration of basic strategy effort
= basic plan

= supporting programmes F. Good process

=« relationships
=« financial impact

G.Objectivity

22 DAUPHINE Prospective Marketing Planning 0. david 2013 147

TO DO

- Customer view (needs and desires)

- Core competencies

- Mission statement (way to describe precisely your new business...)
- Financial projection (if you can)

- Gap analysis

- Pest or Pestel analysis

- Ansoff (this implies, as for some other frameworks, that you choose correctly your market
segmentation, by type of product, by duration, by content, by ...)

- SWOT and CSF's

- Competitive analysis

- Porter framework or Downes and Mui's framework

- Portfolio matrix (BCG like, McKinsey like, your way like, ...)

- Mass customization matrix (dynamic stability)

- Open market

- Vision statement

- Value chain, who does what, routes to market
- Ideas on implementation plan
- Potential projection of sales and profit (if possible)
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1- executive abstract
The executive abstract must be a synthesis of all your paper
2- table of contents
3- context
The context must be the description of the "problem"” your proposal will try to solve. What is the rational ?
4- objectives
5- methodology / process / planning
You have to describe here
- your whole methodology, starting from initial market analysis, discovery of your “idea", study on the potential and open market,
competitive analysis, justification using a lot of mental models and frameworks (porter, bcg, pest, swots, gap analysis, ....),
imagination the implementation process (alliances, value chain, ...) and the practical planning at the end.
- Your work group Process, what you decide to do to make this study
- Your work group planning
6- results
Here is the core of your study.
- Your findings from data analysis
- Mission
- Your "creative" idea
- your study on the potential and open market,
- your competitive analysis, to prOduce- -
- your justification using a lot of mental models and frameworks
- porter,bcg, pest, swots, gap analysis,
- your imagination of the implementation process
- your study of value chain
- routes to markets
- alliances, value chain, ...
- core competencies aspects
- culture aspects
- Vision
7- recommendations
Your recommendations for implementation, your implementation planning scenario...
8- discussion
This chapter speaks about open subjects to be, at the end, discussed with project team management
- final decision process,
- budgets challenges, ...

9- references

Marketing planning course:
detailed tentative agenda

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, ...), ...
Final idea, integration of data collected, finalization of

frameworks,

3) Nov 19t Vision, Marketing objectives, operational marketing
aspects, economics, ...

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

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

prototype and presentation charts
Preparation of formal presentation
6) Dec 9t Exam, Formal presentation of results, rating, discussions
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