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Marketing Plan. What is it and where does it fit in?



The Marketing Plan in 3 steps

Analitic

Strategical

Operational

Analysis of the external situation (PESTEL)
Analysis of the internal situation
Competitor analysis
Demand analysis
SWOT analysis

Goals (strategic or marketing, communication)
Creative idea (UVP - Unique Value Proposal)
Targeting
Positioning
Partnership

Marketing Mix (4p or 7p)
Communication
Tactics
Budgeting



The Marketing Plan in 3 steps



A written document that specifies:

• Marketing objectives
• Target
• The way to achieve the objectives
• Quantity, quality and value of efforts/investments to be made

Marketing Plan. What is it and where does it fit in?



Competition and Guidance



Market Analysis

Primary Data Secondary Data

Eg: Surveys
(Google Survey, Survey Monkey ecc.) Eg: Report/Studies



Pwc
Deloitte
Kpmg
Accenture
EY
Wef
ONU
FAO
Mc Kinsey
Boston consulting group
We are social

Useful sources for finding data. Secondary data.



Analysis of the external environment. PESTEL.



Analysis of the external environment. PESTEL analysis, the process



SWOT analysis. Between analysis and strategy



SWOT analysis. Between analysis and strategy



Analysis of the competitive environment. Porter's 5 forces.



Must Have:

•Targeting
•Goals
•Positioning

It is recommended to take 
into consideration:
• Partner
• Process
• Phases
• Engagement
• Customer Experience
• Data

Strategy



There are 3 main strategies to 
compete:
1. Cost Leadership: price 

competition through cost 
cutting

2. Differentiation: making 
different/better products than
others

3. Focus: using positioning to 
focus on specific niches, 
products or solutions

Other types of minor 
competitive advantages may
include:
- Knowing your customer 

better than your
competition

- - Better customer 
experience (including an 
extra smile from staff)

- - Strong and recognizable
brand- Developing a 
customer relationship
(community)

Environment. Competitive advantage and competitive strategies.



Goal Setting. "Smart" model



• Identifying the market 
segment is not the same as
identifying the customer's real
needs.

• The desires that the customer 
expresses directly frequently
do not coincide with the real
desires that are then the ones
that guide no purchase
decisions.

Customer needs. Maslow's pyramid



Segmentation is the division of the
market into groups, or segments, of
users who have similar
characteristics, behaviors, and
interests. Each segment of the
market may be interested in a
particular good or service and, if it is
substantial enough, may constitute
an attractive segment.

Targeting (or targeting) is a strategic
method aimed at identifying, through
a process of market segmentation,
the target sector (i.e., consumer
group) with the characteristics most
compatible with our offering.

Segmentation and Targeting



Brand positioning. Position a brand occupies in
the minds of consumers relative to competing
brands.

Brand positioning is the set of decisions and
activities designed to influence consumers'
perception of a brand, with the ultimate goal of
creating and maintaining a distinctive and valued
positioning in the minds of customers.

Brand positioning



Brand positioning. Examples.



Brand positioning. Examples.



1.Awareness: includes all activities 
related to making a brand known and 
increasing its recognition.
2.Consideration: aims to provide the 
consumer with all the information 
necessary to mature the purchase
decision.
3.Conversion: prompts the consumer, 
who is now familiar with the brand and 
has all the information about the 
product/service, to take a certain
action, called conversion.
4.Loyalty: better known as the loyalty 
phase.
5.Advocacy: advocacy and reputational
support for the brand.

Customer acquisition and retention process



The Operational part



Operational Marketing. 4P and 7P model.



•Product: is the good or service that is offered (sold) in a market to satisfy certain consumer 
needs.
•Price: is the monetary consideration a consumer is willing to pay to receive a given good or 
service.
•Place: is the set of activities necessary to get a given product to the final consumer, or even to 
outlets and stores, with the various intermediate steps.
•Promotion: is the set of activities designed to promote, publicize, and acquaint the market with 
a company or its particular product or service.
•People: deciding whether to invest in staff training and whether to invest in recruiting new 
resources.
•Processes: designing business processes such as online sales order processing or a contact 
management system (CRM).
•Physical (physical evidence): make the brand tangible in stores, office, merchandise, 
uniforms.

Operational Marketing. The 7Ps model



Place



The PLACEMENT element of the marketing mix involves trying to provide goods and 
services IN THE RIGHT PLACE and AT THE RIGHT TIME for consumers.

This applies to where a business locates its premises or where they sell their 
goods/services.

The placement element of the marketing mix is very important as without it the 
business would fail because consumers would not be able to gain access to its' goods 
or services at a time or place that suits them.

What is Placement?



What is Placement?



Promotion



• CLARITY
• COMPREHENSIBILITY
• COHERENCE
• DECLINABILITY
• DISTINCTIVITY 

Essential principles of business communication

Brands communicate through a series of actions taken by companies. 



Integrated Communication. Elements and Tools.



Communication Strategies. Mix of channels.
KPI



Digital Communication on Social Media. The »PESO" Model.



Product



Product Marketing. What is?



Product Marketing. What is?

• The physical features of the product, or the intangible aspects of the service
• This covers things that make the product more attractive to buy

Length of a Product Mix - Total number of products of a company.
Width of a Product Mix - The total number of product lines that a company
offers to sell.
Depth of a Product Mix - Variants of each product in the product line
Consistency of a Product Mix - The close relationship between different
product lines. The more product variation means less product consistency.

For example, a dairy company has two product lines milk and yogurt. Both the lines have 
same users and distribution channels.



Product Mix

• Length of a Product Mix - Total number of products of a company.
• Width of a Product Mix - The total number of product lines that a company
offers to sell.
• Depth of a Product Mix - Variants of each product in the product line
• Consistency of a Product Mix - The close relationship between different
product lines. The more product variation means less product consistency.

For example, a dairy company has two product lines milk and yogurt. Both the 
lines have same users and distribution channels.



Product Mix

• The physical features of the product, or the intangible aspects of the service
• This covers things that make the product more attractive to buy



Product mix. Examples.



Product mix. Strategies.



Price



Why the price is important

• Price is one of the most important factors in the buying
decision
"If it is perceived as too high by the target customer, demand will
be low
• Price is the only income generator in the marketing mix
- If the price is too low, profits will not be optimal
• Price suggests a positioning to the consumer
- If the price is out of step with the rest of the marketing mix it will
weaken the offer
• Price is what the customer pays in the exchange process
- The customer must feel they are getting a fair deal



Launching with a high
Price when there is
Iittle competition, 

then
reducing the price

later. Often used with
technology.

Low price charged
initially to penetrate
the market and build
brand loyalty: price is

then increased.

A similar price is
charged to that
of competitors

products.

Products may be sold
at a price lower than

the cost to produce it.
Often used by

Supermarkets to
encourage

the store where it is
hoped they will buy

other products.

A price is set 
which 
customers 
perceive as 
lower than it.

Pricing Strategies and Tactics



The UVP is a clear statement that describes the benefits of your 
offering, how you solve customer needs, and what sets you apart from 
the competition. Your unique value proposition should appear 
prominently on your landing page and in every marketing campaign.

A unique selling proposition (USP) is what makes your business better 
than the competition. It is a specific and clear advantage that makes 
your business stand out from other businesses in your market.

Why buy the brand? UVP and USP



Customer Profile, the Buyer Persona



Schedule activities. GANTT diagram



Costs and tools. The Budget.



Sales Forecast. What is and how to do that



Focus on the Award. 
Brand identity and brand 
architecture.



Brand Architecture. The Coca-Cola Company.



Brand Architecture. Categories.



Why Brand Architechture is important?

Brand architecture defines the role of each brand and serves as a guideline for 
the interrelationships among brands in the organization.

When considering adding a new brand or product, it is critical to understand what 
its place will be within the organization. 

Imagine your organization as a house:
Where will your brands fit within the architecture of the house?
What role will each brand play?
What will be its relationship to other brands, if any?



Why is it important?

• Greater clarity in the marketplace: Building a brand architecture helps people understand your organization and brands 
the way you want them to. You will achieve clarity of product offerings for all stakeholders, including consumers and 
employees.

• Increased revenue through cross-selling: A well-defined framework allows brands to feed off each other with attractive 
products and value propositions that appeal to a range of audiences. If a company can deliver a positive brand 
experience, it offers many opportunities to its connected partners within the brand portfolio.

• Increased brand equity: All brands that serve a specific niche end up driving growth and positively promoting the parent 
company. As a result, the parent company has a greater ability to generate new revenue, expand its customer base, and 
increase the value of the entire organization (brand equity).

• Improved corporate culture: Employees understand their brand's place in the big picture and feel more included. The 
brand architecture thus creates a sense of belonging.

• Reduced overall brand damage: Threats to a brand image do not necessarily have a direct negative impact on the parent 
company's brand image. Depending on the brand architecture model chosen, the damage may be contained and not 
spread to the entire organization.

• More effective change management: Responding to external influences, all brands must adapt and change over time. A 
clear system can help manage the process, ensuring that necessary changes are implemented effectively and efficiently.



Branded House

Within this type of architecture, the organization is
the master brand. The master brand owns several
sub-brands that may feature the master brand
name or logo, together with variations that include
the product name or a service description.



House of Brands Architecture

In the House of Brands brand architecture model,
an organization owns a collection of distinct
brands under a parent brand that people might or
might not be aware of.



Hybrid Brand Architecture

A Hybrid Brand Architecture mixes elements of
both the Branded House and House of Brands
models to give each sub-brand maximum
advantage, either through endorsement or
independence.



Brand Identity. Kapferer's Prism



Brand Identity. L'Oreal Paris example.



The Brand as a Person. The Brand Identity, Kapferer's Prism.



Thanks
To email me:
nicola.leone@uniroma2.it


