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Contents of a Marketing Plan: A guide for your final project



Peter Drucker (November 19, 1909 – November 11, 2005) 





Peter Drucker

• Born in Austria

• Originally taught politics and philosophy

• Wrote 39 books on management

• In 1942, studied GM’s system of management 
(divisions), later published a book on his study 
(Concept of the Cooperation)

• Much of what we study in Management today was 
developed by Drucker (workers are assets, the 
cooperation is a “human community”, 
decentralization of power, etc.)

• Has a Vermont connection… 



Strategic Planning, Partnerships & 

Developing a Marketing Strategy



The STP Process





Who is the Patagonia customer?











What is strategic 
planning?



First, some definitions…

• Mission Statement

• Vision Statement

• Goals/Objectives

• Strategy

• Tactics



Mission Statement

• What is the purpose of our business today?

The BMW Group is the world’s leading provider of premium 

products and premium services for individual mobility.



Vision Statement

• What does our business hope to become, in 
the future?

Our [Amazon's] vision is to be earth's most customer 

centric company; to build a place where people can come 

to find and discover anything they might want to buy 

online.



Goals

• Specific

• Measurable

• Attainable

• Relevant

• Time-Bound

Achieve overall sales of growth of 33% (to $82 billion) 

by the end of fiscal year 2014.



Strategy

• Defining how our business will achieve specific 
goals.

Better understand customer data at point of purchase.



Tactics

• The specific methods or initiatives that will be 
executed to achieve a pre-determined 
strategy.

Partner with Google to implement abandoned 

cart monitoring tools.



Mission 
Statement

Company 
Goal 1

Strategy 1

Tactic 1a

Tactic 1b

Company 
Goal 2

Strategy 2

Tactic 2a

Tactic 2b

Company 
Goal 3

Strategy 3

Tactic 3a

Tactic 3b

Vision 
Statement

Upper 

Management

Department 

Managers



Create value for 
customers and build 

relationships

Understanding the 
Marketplace and 
Customer Needs

Research customers 
and the marketplace

Manage marketing 
information and 
customer data

Designing a Customer-
Driven Marketing 

Strategy

Select customers to 
serve: market 

segmentation and 
targeting

Decide on value 
proposition: 

differentiation and 
positioning

Preparing an Integrated 
Marketing Plan

Product and Service 
Design: Build strong 

brands

Pricing: create real 
value

Distribution: manage 
demand and supply 

chains

Promotion: 
communicate the value 

proposition 

Building Customer 
Relationships

Customer relationship 
management: build 
strong relationships 

with chosen customers

Partner relationships: 
build strong 

relationships with 
marketing partners

Capturing Value from 
Customers and Creating 

Customer Equity

Create satisfied loyal 
customers

Capture customer 
lifetime value

Increase share of the 
market and share of 

customer

Harness marketing 
technology

Manage global 
markets

Ensure environmental 
& social responsibility



Next week

• Read Chapter 3

• Answer Critical Thinking questions on Moodle
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