Marketing Planning (Sorger)

Chapter 1   The Planning Process

1) Why are marketing plans in a written format instead of verbal?

A) to outsource the document to professional marketing plan creators

B) to document the formal company agreements legally

C) to understand the differences between a marketing plan and a business plan

D) to aid collaboration by circulating it among various departments 

Answer:  D
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2) Which of the following companies would have different marketing plans for specific products or services?

A) a start up company offering security services to banks in Tulsa, Oklahoma

B) a multinational electronics manufacturer with many strategic business units

C) a mining company offering treated bauxite (aluminium ore) to a few Aluminium companies 

D) a company selling organically manufactured cereal in New Orleans

Answer:  B
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3) Which of the following types of companies most likely has a single marketing plan for the whole firm?

A) a large multinational electronics company offering many products

B) an international chain of fast food restaurants offering specialty pizzas

C) a manufacturer of ivory fountain pens aimed at a niche market

D) a global airline company offering luxury air travel 

Answer:  C
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4) Quarterly planning cycles are recommended for companies that are operating in ________.

A) declining markets

B) well-established markets

C) dynamic markets

D) static markets

Answer:  C
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5) Companies will implement ________ to take advantage of market opportunities.

A) annual marketing cycle

B) quarterly marketing cycle

C) ad hoc marketing plans

D) two-year marketing plans

Answer:  C
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6) Annual marketing plans are usually used for ________.

A) well-established markets

B) dynamic markets

C) nascent markets

D) declining markets

Answer:  A
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7) Who will write the marketing plan in a small sized, start-up firm?

A) the retail outlet manager

B) the product manager

C) the brand manager

D) the chief executive officer

Answer:  D
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8) Which of the following actions implies that a manager is working on a business plan rather than a marketing plan?

A) implementing ad hoc plans to take advantage of market opportunities

B) including details on the operational activities of the firm

C) mapping out strategies to achieve a productive end

D) identifying potential new competitors

Answer:  B
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9) Which of the following is an input into the marketing plan that is provided by the finance department of the company?

A) cost structure for operations

B) required return on investment for new projects

C) implementation capabilities

D) customer feedback on services or products delivered to customers

Answer:  B
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10) Technological expertise is an input into the market plan that is provided by the ________ department.

A) finance

B) operations

C) professional services

D) engineering

Answer:  D
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11) Funding required to develop new products and services would be an output from the marketing plan for the ________ department.

A) finance

B) operations

C) professional services

D) engineering

Answer:  A

Page Ref: 6

Difficulty:  Easy

12) The marketing plan sales forecast would be an output from the marketing plan for the ________ department.

A) finance

B) operations

C) professional services

D) engineering

Answer:  B
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13) The specific services or product features demanded by a market is an output from the marketing plan for the ________ department.

A) finance

B) operations

C) professional services

D) engineering

Answer:  D
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14) Which of the following is an input to the marketing plan by the engineering group?

A) required return on investment for new projects

B) funding required to develop new products and services

C) specific services or product features demanded by market

D) customer feedback on products or services delivered to customers

Answer:  D
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15) The first step in a market planning process is ________.

A) the setting of objectives for the market plan's project

B) the selection of the marketing strategy 

C) the allocation of financial resources for the plan

D) the selection of the marketing mix

Answer:  A
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16) In a marketing planning process, after setting the objectives for the market plan, the next step is to ________.

A) determine profitable opportunities in the market

B) execute the plan's strategy

C) enable contingency plans if things go wrong

D) monitor key marketing metrics

Answer:  A
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17) Which step of the marketing planning process controls the marketing plan by monitoring key marketing metrics and enabling contingency plans if things go wrong?

A) objectives

B) market opportunities

C) strategy

D) finance and implementation

Answer:  D
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18) In a marketing plan outline, the ________ gives the reader a quick overview of the marketing plan.

A) executive summary

B) implementation

C) market overview

D) strategy

Answer:  A
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19) The objectives section in a marketing plan ________.

A) examines the separate groups that make up the market

B) surveys the organization's competition

C) covers the goals of the marketing plan project

D) provides a sketch of the market in which the plan is to be implemented

Answer:  C
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20) In the marketing plan outline, the ________ section provides a sketch of the market in which the plan is to be implemented.

A) implementation

B) market overview

C) market segments

D) competitive landscape

Answer:  B
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21) In which section of the marketing planning process is market characteristics like size, growth rate, and trends established?

A) objectives

B) market overview

C) strategy

D) competitive landscape

Answer:  B
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22) In which section of the marketing planning process is positioning approaches for the segments addressed?

A) objectives

B) market overview

C) market segments

D) competitive landscape

Answer:  C
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23) In the marketing planning outline, the ________ section leverages the market opportunities discovered in the competitive landscape section to determine a general approach to accomplishing the plan's objectives.

A) objectives

B) market overview

C) strategy

D) market segments

Answer:  C
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24) The tactics an organization will use to develop products and services for the market would be covered under the ________ section in the marketing planning outline.

A) objectives

B) strategy

C) marketing mix

D) competitive landscape

Answer:  C
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25) Which of the following sections of a marketing planning outline addresses strategies to take advantage of market opportunities after surveying the other players in the industry?

A) objectives

B) strategy

C) marketing mix

D) competitive landscape

Answer:  D
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26) Which of the following sections of the marketing planning outline is part of the marketing mix?

A) finance

B) strategy

C) promotion

D) recommendation

Answer:  C
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27) Which of the following sections of the marketing mix covers tactics to distribute the organization's products or services to the customer?

A) product

B) place

C) promotion

D) price

Answer:  B
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28) In which of the following sections of the marketing planning outline are contingency plans enabled?

A) competitive landscape

B) strategy

C) promotion

D) implementation

Answer:  D
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29) The pro forma income statement and budget is dealt with in the ________ section of the marketing planning outline.

A) finance

B) strategy

C) promotion

D) price

Answer:  A
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30) Which of the following sections in the marketing planning outline is optional?

A) implementation

B) competitive landscape

C) executive summary

D) recommendations

Answer:  D
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31) Which of the following sections of the marketing planning outline contains additional information deemed vital by the marketing plan's writer?

A) implementation

B) competitive landscape

C) recommendations

D) executive summary

Answer:  C
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32) A marketing plan is a written document that covers the situation, strategy, and tactics to accomplish a specified set of objectives within the time period covered by the plan.

Answer:  TRUE

Page Ref: 3

Difficulty:  Easy

33) The verbal form of a marketing plan helps in circulating it among cross functional group members in an organization.

Answer:  FALSE
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34) Product companies normally have marketing plans for specific products or services.

Answer:  TRUE
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35) An annual planning cycle is recommended for dynamic markets.

Answer:  FALSE
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36) Marketing plans include details of an organization's operations and human resources.

Answer:  FALSE
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37) A good marketing planning establishes specific objectives and targets, laying the foundation to successful execution of the plan.

Answer:  TRUE
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38) Without buy-in from key stakeholders, even the most carefully prepared plan is doomed to failure.

Answer:  TRUE
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39) Objectives in the marketing planning process is based on the organization's mission and competitive advantage.

Answer:  TRUE
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40) The first step in a marketing planning process is determining potentially profitable opportunities in the market.

Answer:  FALSE
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41) In a marketing plan, the executive summary section of a marketing plan is written first.

Answer:  FALSE
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42) In a marketing plan, the strategy section leverages the market opportunities to determine a general approach to accomplishing the plan's objectives.

Answer:  TRUE
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43) In a marketing plan, the market segments section surveys an organization's competition. 

Answer:  FALSE
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44) In a marketing plan, product, price, place, and promotion are the components of the marketing mix.

Answer:  TRUE
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45) Market characteristics such as size, growth rate, and trends are established in the market overview section in a marketing plan.

Answer:  TRUE
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46) The market overview in a marketing plan provides a summary of the whole marketing plan.

Answer:  FALSE
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47) The implementation section in a marketing plan includes the use of control metrics and contingency plans.

Answer:  TRUE
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48) The market segment section of a marketing plan covers market segmentation, targeting, and positioning.

Answer:  TRUE
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49) The finance section of a marketing plan is part of the marketing mix.

Answer:  FALSE
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50) The place section in a marketing plan covers tactics to distribute the organization's products or services

to the customer.

Answer:  TRUE
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51) The promotion section of a marketing plan covers financial analysis, including break-even, pro forma

income statement, and budget.

Answer:  FALSE

Page Ref: 10

Difficulty:  Easy

52) The inclusion of the recommendation section in a marketing plan is optional.

Answer:  TRUE
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53) The recommendation section of a marketing plan includes the most important actions to be taken, including the sense of urgency.

Answer:  TRUE
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54) What is a marketing plan?

Answer:  A marketing plan is a written document that covers the situation, strategy, and tactics to accomplish a specified set of objectives within the time period covered by the plan. The plan can be seen as a blueprint for a marketing project, with objectives, tactics, and implementation details to ensure a successful outcome.
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55) Why are marketing plans in a written format?

Answer:  Marketing plans are in written format, instead of verbal, because when marketers develop ideas on paper it is easier to circulate the plan among cross-functional group members, aiding collaboration.
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56) Depending on what is to be accomplished with the marketing plan, what are the different ways of viewing an organization?

Answer:  The term "organization" can be viewed in different ways, depending on what is to be accomplished with the marketing plan.

• Small Companies (like start-ups): Marketing plan for the entire firm

• Large Companies (like IBM): Marketing plan for a strategic business unit (SBU)

• Product/Service Companies: Marketing plan for specific products or services
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57) What are the similarities and differences a marketing plan has with a business plan?

Answer:  Marketing plans are similar to business plans in that they both map out the strategy to achieve a productive end. Unlike business plans, marketing plans do not include details on non-marketing-related activities such as operations and human resources.
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58) What is the role of cross functional collaboration in the planning process?

Answer:  Effective marketing planning demands collaboration across departments or groups within the organization throughout the entire planning process to gain buy-in on the plan. Cross-functional collaboration is a vital element of modern organizations. Without buy-in from key stakeholders, even the most carefully prepared plan is doomed to failure.
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59) What are the advantages of effective market planning?

Answer:  
1) Discipline - Forces a disciplined approach to a market; can avoid the omission of a key aspect of the market and ensure a consistent approach across the organization when multiple groups participate in the planning process.

2) New Opportunities - Identifies potential new opportunities

3) New Competitors - Identifies potential new competitors

4) Clear Objectives - Establishes specific objectives and targets, laying the foundation to successful execution of the plan

5) Clear Programs - Lays out specific programs that contribute to the execution of the plan

6) Clear Responsibilities - Identifies specific responsibilities throughout the organization, ensuring that everyone knows what their role is and reducing potential conflicts

7) Clear Metrics - Quantifies success/ failure metrics

8) Customer Focus - Provides new information on customers, ways to segment them, and different approaches to serve their needs

9) Cross-Functional - Identifies involvement by other departments
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60) Write a note on the inputs into, and outputs from the marketing plan, with regard to the engineering group of an organization.

Answer:  Inputs include customer feedback on services or products delivered to customers and technological expertise. Outputs from the plan include specific services or product, features demanded by market and overall plan for the planning period.

Page Ref: 6

Difficulty:  Easy

61) Write a note on the inputs into, and outputs from the marketing plan, with regard to the finance group of an organization.

Answer:  Inputs include the required return on investment for new projects (sometimes called hurdle rate).

The outputs include financial break-even for new projects; Cost of goods sold; Funding required to develop new products and services.
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62) What are the input the stakeholder groups can provide to a marketing plan? What are the outputs that these stakeholder groups will receive from the plan?

Answer:  
1) Operations - Inputs are cost structure for operations. Outputs include marketing plan sales forecast, which will drive the operations schedule.

2) Finance - Inputs include required return on investment for new projects (sometimes called hurdle rate). Outputs include financial break-even for new projects; Cost of goods sold; Funding required to develop new products and services

3) Professional Services - Inputs include implementation capabilities. outputs include new services and products to implement.

4) Engineering - Inputs include customer feedback on services or products delivered to customers; Technological expertise. Outputs include specific services or product features demanded by market

and overall plan for coming planning period

5) Other - Marketing staff and CEO/COO office could have specific requirements to support

company-wide objectives. 

Outputs  - marketing plan can impact HR hiring requirements and other groups.
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63) What is the market planning outline?

Answer:  The marketing plan outline follows the marketing planning process. Throughout the planning process, the marketer must make many decisions about how the organization's offerings will be marketed.

Page Ref: 7

Difficulty:  Easy

64) Write a note on the market opportunities step of the marketing planning process.

Answer:  In the market opportunities step of the planning process, we determine potentially profitable opportunities in the market, based on a review of market overview data, targeted market segments, and competitive landscape.
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65) Write a note on the marketing mix section of the marketing planning process.

Answer:  The marketing mix is the combination of elements we will use to execute the plan's strategy. The marketing mix is also called the 4Ps: product (or service), price, place (distribution), and promotion.
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66) Write a note on the market planning process.

Answer:  The marketing planning process consists of several steps, as described below.

Objectives: First, we set objectives for the plan's project, based on the organization's mission and competitive advantage.

Market Opportunities: Next, we determine potentially profitable opportunities in the market, based on a review of market overview data, targeted market segments, and competitive landscape.

Strategy: We select our strategy, considering the objectives we want to achieve and the market opportunities available to us.

Marketing Mix: The marketing mix is the combination of elements we will use to execute the plan's strategy. The marketing mix is also called the 4Ps: product (or service), price, place (distribution), and promotion.

Finance and Implementation: We execute on the plan, allocating financial resources to it, controlling it by monitoring key marketing metrics, and enabling contingency plans if (or when!) things go wrong.
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67) What are the sections of a market planning outline? Briefly explain each section.

Answer:  The marketing plan outline follows the marketing planning process. Throughout the planning process, the marketer must make many decisions about how the organization's offerings will be marketed. The following sections make up the marketing plan.

Executive Summary: This section gives the reader a quick overview of the plan. It should only be one or two pages in length. Although it appears first, it is written last, after all the other sections have been prepared and the writer is in a good position to summarize the plan.

Objectives: This section covers the goals of the marketing plan project, reflecting the mission and competitive advantages of the organization.

Market Overview: This section provides a sketch of the market in which the plan is to be implemented. We establish market characteristics such as size, growth rate, and trends. 

Market Segments: This section examines the separate groups that make up the market, and addresses positioning approaches for the segments.

Competitive Landscape: This section surveys the organization's competition, and addresses strategies to take advantage of market opportunities.

Strategy: This section leverages the market opportunities discovered in the previous section to determine a general approach to accomplishing the plan's objectives.

Products/Services: With this section, we begin our focus on the marketing mix, starting with the tactics the organization will use to develop products and services for the market.

Price: The second portion of the marketing mix covers the tactics to establish pricing objectives and set the price.

Place (Distribution): With this section, we begin our focus on the marketing mix, starting with the tactics on how the organization will communicate the benefits of its products or services.

Promotion: The final portion of the marketing mix covers the tactics on how the organization will communicate the benefits of its products or services.

Finance: This section develops a financial analysis, including break-even, pro forma income statement, and budget.

Implementation: This section discusses tools to ensure successful implementation of the plan, including schedules, control metrics, and contingency plans.

Recommendations: This section is optional. It provides any additional information deemed vital by the plan's writer to include, such as prioritization of effort and/or sense of urgency.
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