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4.3 STRATEGIC MARKETING MANAGEMENT: PLANNING AND CONTROL  
 
 
Aims and Objectives 
�x�� To ensure that students are made aware of all the major aspects of the planning and control elements of the marketing 

management function. 
�x�� To provide students with an understanding of and an ability to evaluate the contribution of marketing management to 

corporate management. 
�x�� To examine and be familiar with all aspects of the planning process and its application to marketing. 
�x�� To be able to use the tools of analysis and decision making in the preparation of marketing plans. 
�x�� To appreciate the characteristics and planning needs of organizations in a variety of sectors, so that the marketing mix 

can be tailored in its detail to meet the wants/needs of identified market segments and achieve specified strategic and 
tactical objectives. 

�x�� To have an understanding of the issues associated with the effective implementation and control of marketing plans 
and how the principal barriers to implementation might possibly be overcome. 

�x�� To appreciate the need to understand the dimensions of the international environment within which marketing 
decisions are made. 

 
 
Indicative Content and Weighting 
 
 
4.3.1 Introduction to Planning and Control: 
 
The Management Process (10%) 
�x�� The relationships between marketing planning and corporate planning. 
�x�� The basis of planning and control: the cycle of control and the nature and role of strategic, tactical and contingency 

planning, 
�x�� Management and marketing information systems: the contribution of market research to each stage of the planning 

process.  
�x�� Approaches to the assessment of the value and validity of data. 
�x�� The implications for planning and control of organizational structures and managerial cultures. 
 
 
4.3.2 Where Are We Now? (25%) 
 
Strategic, financial and marketing analysis  
�x�� The tools for market and marketing analysis: marketing auditing and SWOT analysis; segmental, ratio and productivity 

analysis; competitor and customer analysis.   
�x�� The key dimensions of financial analysis: profit and loss account and balance sheet evaluation. 
�x�� Approaches to reviewing marketing effectiveness and measuring marketing capability. The dangers of strategic wear-

out. 
 
 
4.3.3 Where Do We Want To Be? (25%) 
 
Strategic direction and strategy formulation  
�x�� Missions and objectives. 
�x�� Structural market and environmental analysis. 
�x�� Market segmentation, targeting and positioning. 
�x�� The formulation of a marketing strategy: the development of a meaningful and sustainable competitive stance.  
�x�� Strategic marketing planning and issues of responsibility; models of portfolio analysis. 
�x�� The influence of market structures and position upon strategy. 
�x�� The implications of product and market evolution for planning; PIMS; experience curves; the growth matrix and gap 

analysis. 
�x�� The bases of competitive advantage and the contribution of the value chain to improving margins.  
�x�� Issues of customer care. 
�x�� Critical factors for success. 
�x�� Sales, profit and technological forecasting. 
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4.3.4 How Might We Get There and Which Way Is Best? (30%) 
 
Strategic choice and evaluation   
�x�� The strategic and tactical management of the marketing mix and each of its constituent elements. The dimensions of 

relationship marketing. 
�x�� The resource implications of mix decisions. Sources of funds. The application of financial and non-financial criteria to 

choice evaluation. 
�x�� Modelling approaches and their contribution to understanding patterns of market response: buying behaviour models; 

diffusion of innovation; experimentation; test marketing; competitive response modelling; matrix analysis; short-run 
financial – cost profit volume analysis; long run financial – net present value analysis. 

�x��Feasibility studies and risk evaluation. 
 
 
4.3.5 How Can We Ensure Arrival? (10%) 
 
Strategic implementation and control  
�x�� The dimensions of effective marketing feedback and control systems: basic control concepts and their application 

throughout the planning and implementation process. 
�x�� Problem areas and organizational considerations: the role of internal marketing. 
�x�� Management controls: budgets; programming and scheduling; networks; performance evaluation; ratio analysis; 

variance analysis; corrective responses; Bench-marking. 
�x�� The auditing process as a control mechanism and feed into the next planning cycle. 
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