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Executive Summary





Description:	In a maximum of 2 pages the complete PM plan should be summarised. Important filter for this summary is the use for management decisions.









































































































































Objective:	at a glance management should be able to determine:


		- Product/System definition


		- Market definition


		- Main SWOT issues


		- Strategy keywords


		- Implementation


�
1.	Introduction





Description:	The introduction will state the purpose and boundaries to which this PM plan applies. Not only in terms of product /system type (further described in chapter 2) but also in relation to time, geographical area’s, market segments etc.





	For the user of the PM plan it is useful to know  what is within the boundaries of discussion but moreover it should state what is not.

































































Sources:	Product Management & Market Analysis	























Input:		Product Management & Market Analysis	





























Objective:	after reading this section the scope and framework of the following PM plan will be clear. 














�
2.	Product/System Description





Description:	This section will describe the product or system involved. It will give the boundaries of the PM plan. All information in this report will be filtered through its relation with the products/systems mentioned in this section























Examples:	Description of business cordless system, Home cordless system, Dual mode telephony, Cordless Terminal Mobility, Industrial Telephony, Telephony in Small/Home offices




















Sources:	Product Management & Market Analysis, Documentation & Training, MarCom, Systems Strategy		























Input:		Product Management & Market Analysis






































Objective:	at the end of this chapter the full potential in term of product/system features will be known


�
3.	Analysis





Description:	In the analysis chapter 3 issue are discussed:





	- what is the structure of the market (nature, size and characteristics) concerned and what place does the existing company take in that respect


	- a full diagnoses of the market.  Assessment and evaluation of current developments in the market and macro environment. An evaluation on the developments of companies own position related to competitors.


	- forecast  the future position of the company under no changed management.





3.1.	External Analysis


3.1.1.	Market Definition





Description:	Before getting down to detailed analyses, the market in consideration needs to be defined and characterised. It has everything to do with product class boundaries and geographical borders, and with which suppliers and buyers





	Hereafter a market character description will be useful. It defines the type of products involved its nature of demand, distribution patterns, buyers and suppliers characteristics

















Examples:	DECT segments opposed to other cordless technologies, Mobile vs. Cordless 




















Sources:	Product Management & Market Analysis, Desk Research

















Input:		Product Management & Market Analysis
































Objective:	it should give insight in the scope and characteristics of product and market dynamics which need to be focused.


�



3.1.2.	Market Size and development





Description:	Market sizes are very hard to assess precisely. Sometimes direct approaches like counting product flows through the distributions systems is simply not feasible. Then more indirect estimates will have to be made. Useful data comes from retail audits and market studies. But also more general telecom data is available in several publications. 





	Market development analyses will try to focus on a ‘snapshot’ position of a certain product in time. The model of ‘introduction-growth-maturity-saturation-decline is well known and often used. It tries to predict certain behavioural factors of a product in time. Product Management & Market Analysis should be keen to progressively act on expected trends.


 




















Examples:	Per Country : Telephony in general, penetration, analog/digital, corded/cordless., home/business, Demographics, Future trends in installed base and market size




















Sources:	Desk Research (MZA, Dataquest, Gartner), Expert opinions























Input:		(Strategic) Marketing
































Objective:	To assess market attractiveness


		To assess  relative market share position


		Give insight in size of competition


		Elaborate on the division of market segments


		To set a target for control�



3.1.3.	Macro Environment Analysis





Description:	The macro environment of a company can be characterised by being : external, the factors are outside the company, the factors are potential relevant and usually uncontrollable by their dynamic character. All its factors narrow down the strategic playing field of a product/marketeer.





	The macro environmental factors discussed below are all interdependent and have strong relations




















Examples:	Technological innovations, Legal developments, Economic trends




















Sources:	System strategy, (Strategic) Marketing, Expert Opinions, Desk Research (Financial, Legal, Technological and Social Research), Consumer Lab

















Input:		Systems Strategy & (Strategic) Marketing





























Objective:	it characterises the broader business environment and its possible influence on the company and/or Product Management & Market Analysis tools


�



3.1.3.1.	Technological  environment





Description:	In this section the technological environment will be described in terms of product/system relevant developments in the technological arena. It should focus on the developments related to the products which can enhance or alter the product attributes in such a way new or existing product marketing areas can be better served.














Examples:	Technological Communication Innovations, Trends in Miniaturisation, Voice processing, video conferencing, Internet Phone developments, voicemail systems, flexible manufacturing and assembly processes




















Sources:	Internal Tech info systems, Expert opinions, desk research in technological innovations	

















Input:		Systems Strategy, Product Managers, Mechanics





























Objective: 	define scope and speed of current and future technology drivers related to the product/system


�



3.1.3.2.	Social environment





Description:	A social environment can be divided according to many factors. Demographics do this according to geographical dispersion, age distributions, trends in birth rates etc.  In addition cultural values and norms are investigated in























Examples:	Calling behaviour, frequency, duration, site, mobility and demographic frequency.




















Sources:	Consumer Lab, Usability lab, Test Model research, Desk Research	























Input:		(Strategic) Marketing, Product Management & Market Analysis





























Objective:	it clarifies the social environment and its impact on the product/market combinations (demand classification, price perception, advertising power, geographical mobility etc.)


�



3.1.3.3.	Economic environment





Description:	The economic or financial analyses displays the current economic situation within the market boundaries chosen. Only those items are discussed which are likely to impact product/market strategies to most. For some markets this might set the focus on consumer spending power whilst others are more interested in the general business climate.




















Examples:	Interest Rates, GDP, business investments, consumer expenditures, inflation




















Sources:	Euromonitor, CBS, EVD























Input:		(Strategic) Marketing	





























Objective:	give insight in present and future economic situations and its (expected) influence on product/market strategies





�



3.1.3.4.	Legal and Political environment





Description:	Legal constrains can be an enormous show stopper if regulations merely forbid to operate in a certain market with your product/system. Usually these regulation are dynamic and in some areas somewhat flexible. When spotted early and acted upon properly political decisions might even give you a temporary market protection or at least a headstart.




















Examples:	Frequency licensing, telecom market liberalisation, standards




















Sources:	Desk research, Telecom magazines, Newspapers, EG DG papers

















Input:		(Strategic) Marketing





























Objective:	indicate which political or legal factors are influencing my (potential) business


�



3.1.4.	Market participants





Description:	When analysing the market participants in current status and future direction a Porter Competitive Analysis might enhance the view on market hostility.





3.1.4.1.	Distributors





Description:	In this section more detailed distributors analysis is being exercised. Each outlet is analyses on its situation and development. As a starter the various tiers in the chain are distinguished. More detailed assessment per channels has to reveal its relative success (value, average turnover, stocksize, product lines, promotion, financial ratios etc.) 





	Further more trends in the distribution mechanisms need to be analysed and forecasted. Some channels move up via private branding or even own production whilst others move down to the customer and e.g. establish franchise organisations.





	In-store analyses gives feedback on the shop formula, communication and product assortment. It may even go deeper and fully tackle issue like product-, presentation-, personnel-, price-, productivity- and promotionmix




















Examples:	Description delivery mechanisms, interdependency, Distribution shares, Retail coverage




















Sources:	GfK, MZA, Gartner, F&S, Dataquest, Internal Business managers’ info

















Input:		Marketing/Sales, Product Management & Market Analysis




















Objective:	a full understanding should be created of the market delivery mechanisms both in terms of quality and quantity


�
3.1.4.2.	Competition








Description:	Competitive behaviour is very unpredictable when unknown. By monitoring competitive behaviour their (re)actions become more predicable as thus easier to counter. 





	Part of this competitive analysis to review current marketshares (in value,money, distribution, penetration etc.) Brand awareness, preference and loyalty are also competitive indicators. Future developments of marketshares need to be forecasted through macro competitive research (investment planning) and micro competitive research (correlation regression analyses)





	Competitors can have many roles (followers, leaders, niche etc.), but even possible entrants without a role yet, needs to be monitored.




















Examples:	Market Shares, total revenues, brand awareness, positioning, features, Technology knowledge, Price levels




















Sources:	GfK, Dataquest, MZA, Frost & Sullivan, Gartner Group


	Internal Info, Business Managers, Distributors, TAC. LC


	

















Input:		Strategic BI: strategic competitor directions, investment planning, alliances


		Tactical BI: current MR data, panels, questionnaires
































Objective:	On entire competitive analysis shows threats and opportunities of current and future competitive companies, technologies and substitutes


�
3.1.4.3.	Customer Analysis





Description:	In this very important sector customer behaviour is analysed in order to better target existing or new groups of customers. With every customer(group) there is a Decision Making Unit. The DMU is, either individual or group, always influenced by its surroundings. If  the roles in the decision making process is clear and its relevant impact than better efforts can be made to influence a positive result.





	In the quest for more information about the customer it is important to measure the perceived value of the purchase. Sees the customer a solution in buying the products or does he/she merely satisfies a need.





	Before actual getting down to the reason for there purchase it is useful to identify three distinct communications, purchase and use behaviour. In all of those three issues behaviour might show different drivers.





	How much/often people purchase and when will be useful for production planning























Examples:	DMU process, demographics decision makers-user-buyers, buying behaviour, usage patterns	




















Sources:	Store Audits, questionnaires, 

















Input:		Product Management & Market Analysis, (Strategic) Marketing


























Objective: 	(who buys what where, why, in which way and how much/often) learn about current customers to keep and get new.


�



3.2.	Internal Analysis





Description:	The internal analysis should assess the internal weaknesses and strengths. Because all parts of the organisation influence the product competitiveness in the market situation, each should be analysed thoroughly. Main focus of course will be issues which are (or will be) of direct impact (adversely or positively) to the success of the products/systems in the market.





	At the end of the process a complete picture of the companies’ competitive position can be created when combining the internal analyses with the previous external analysis of competitors














Examples:	Financials, margins, organisational developments, product manufacturing, development of innovations, pricing issues, distribution structures and dynamics




















Sources:	Internal company sources	

















Input:		All company sources

















Objective:	give an overview of the competitive advantages and weaknesses of the company/product department


�



3.2.1.	Current functional position & organisation





Description: 	Not unimportant in organisational implementation power is an clear overview of functional position of the department concerned. (for strategic planning the company position in the business arena is more applicable). Especially responsibilities and ownership of products and processes need to be identified and judged.  

















Examples:	Process and Product ownership & responsibilities




















Sources:	Internal: Management	

















Input:		General Management

















Objective:	 a clear division in responsibilities and ownership of products and processes will enhance market responsiveness of the entire department/organisation


�



3.2.2.	Financial situation 





Description:	From a financial analysis input is gained for business cases. Current financial situations will have influence on the products on and brought to market. More over it supplies benchmarks for product lines. How well are or should certain products be doing financially compared to other company product lines. It will help to select the best product concept.





	From historical data, financial expectations towards revenue & profit contribution can be compared











Examples:	Financial performance productline, types. Revenue/Profit contributions, Investment planning, Cost of money, Portfolio management




















Sources:	Internal & External Financial documents

















Input:		Financial Department

















Objective:	Overview of the financial state and future implications of current and future strategies


�



3.2.3.	Current Marketing Strategy








3.2.3.1.	Product strategy





Description:	Existing Product strategies are a starting point in defining new ones. Current products in the market (installed base) are an asset to the company. Whether to use this as an advantage when introducing new or upgraded products depends on the strategy/objectives implied. 





		Previous products should be analysed as to their strong and weak points in the market. This involves an analyses from general application descriptions, market benefits to detailed product attributes 





	From a strategy point of view the products need to be looked at as part of the company, division or product line. Their current product life cycle stage might clarify the followed strategy.

















Examples:	PLC information from market performances and strategies pursued. Benefits & attribute listing & comparison.




















Sources:	Product Management & Market Analysis, (Strategic) Marketing, GfK, Sales	

















Input:		Product Management & Market Analysis

















Objective:	To get insight in the current strategy of products in or sold to the market and it impact on future product releases


�



3.2.3.2.	Price strategy





Description :	Current pricing strategies very much define the boundaries for new product pricing schemes. Historical data on price and sales level relations may give insight in the price sensitivity. Product line extensions will certainly involve in entire (relative) product line pricing.





	A price determination plan will in many cases be influenced by the existing methodology.  However applied methods might not work properly in each situation (Cost based vs. Cost-plus vs.  Market based etc.). Strategic margin management may imply maximum or minimum margins. Market development might imply skimming or penetration pricing schemes. In all cases an extreme clear view of BoM and other cost factors will be vital to create maximum freedom in the use of pricing tools

















Examples:	BoM, TP, Exit prices, street price developments. Product line pricing. Method of price determination




















Sources:	Product Management & Market Analysis, Marketing, Gfk, Panels, Financial reports, Sales reports

















Input:		Product Management & Market Analysis, Sales, Marketing

















Objective:	fully understand cost structure of existing and future product today and expected trends.





�
3.2.3.3.	Distribution analysis








Description:	The existing portfolio of product delivery mechanisms need to be analysed. Not only the channels currently in use but those used in other Ericsson companies as well. A well defined analysis of product flows from product/marketing organisation to the end-user will open up understanding of the value added by each channel.











Examples:	Distribution description, share of business, multi-tiers distribution schemes, entry barriers

















Sources:	Business Management & Sales, GfK, Trend reports

















Input:		Product Management & Market Analysis, Marketing, Sales

















Objective:	supply an overview of distribution channels currently used and available (within Ericsson) for the product/system concerned





�
3.2.3.4.	Communication strategy





Description:	Based on the communication planning of current or previous products/systems , a complete analysis to the nature and extent of the communicated and perceived awareness of Ericsson products. 


	


	This analysis implies research into each segment of the communication model: communicator, messages, media, targeted audience, responsiveness analyses etc.





	In terms of the various disciplines, all activities concerning advertising, sales, marketing PR and promotions should be listed








Examples:	Current exercised MarCom strategy, MarCom programs, target audiences, messages descriptions, media research, advertising research




















Sources:	MarCom related studies	

















Input:		MarCom, Marketing

















Objective:	Describe and analyse currently used communication. Not only product specific but company wide and other supporting communication as well


�



3.2.3.5.	Manufacturing strategy





Description:	Description of current manufacturing processes enhances the determination of companies’ strength and weaknesses in the production process. It should reveal which manufacturing process is currently used and mastered for mass production., either internally or subcontracted.





	An enhanced view in TK developments could be benchmarked in the industry. An extensive manufacturing strategy description will list production facilities nature, innovativeness, level of investments, capacity, utilisation & maintenance etc.














Examples:	TK breakdown, cost reduction programs, factory specifics, manufacturing flexibility, downtime, efficiency and effectiveness




















Sources:	Product Management & Market Analysis , Manufacturing

















Input:		Product Management & Market Analysis , Manufacturing

















Objective:	Describe current manufacturing processes, its dynamics and Outsourcing facilities


�



3.2.3.6	R&D strategy





Description:	The R&D departments mission and objective was triggered by last years marketing/businessplan.





	Current projects undertaken should be summarised and described by technology driver, market driver, project owner, status and further planning.





	All current testing and development programs which could impact current PM strategy should be listed and evaluated toward its affect on next generation products/systems.

















Examples:	Ongoing development programs, basic technology development progress, project descriptions, Technology drivers and show stoppers




















Sources:	Product Management & Market Analysis , R&D EE, System strategy	

















Input:		Product Management & Market Analysis , R&D EE, System strategy

















Objective:	Gives insight in the R&D potential & resources including basic technology research and patent development. In other words from this section internal technology developments assessed towards it usability and availability for next generation products/systems








�



4.	SWOT analysis








Description:	This summary of previous two chapters will clarify the extent and nature of internal(company) and  external (market) developments.





	The most valuable part of this section will be the downscaling of all market and company factors to those most critical for future product marketing planning.. Those critical factors for success should be the main drivers in the strategy option discussion

















Examples:	Previous chapters




















Sources:	Previous chapters	

















Input:		Previous chapters

















Objective:	To list  main opportunities and threats coming from market developments affecting companies’ major weaknesses and threats


�






5.	Strategic Options








Description:	From the SWOT analysis it might become obvious that a substantial strategic change in course will be demanded. In those cases where the company is asking itself questions like: ‘ In which business are we in/ do we want to get in’? Should be buy marketshare?, Will we be develop next generation products internally or acquire an existing company?. As what king of market player do we want to be regarded : innovator, trend setter, market leader or even an imitator? Will we focus on our core businesses or will we diversify.





		








Examples:	Become mid stream product supplier, Invest in Operators, Buy Channels, Develop content services,  Diversification strategies




















Sources:	(Product) Management & Market Analysis, (Strategic) Marketing




















Input:		(Product) Management & Market Analysis, (Strategic) Marketing

















Objective:	In this section all strategic options which apply to the specific company ‘identity crisis’ will be described.


�



6.	Strategic Choice and Objectives

















Description:	In this chapter out of the strategic options a choice is made on how to pursue P/M management. All data from Financial objectives set, Internat. and External analyses, Risk assessment and Ethos will form enough criteria to design a strategic fit for the company/product














Examples:	The mode of entry in the market with the decided product/system attributes is expressed in: Profit, revenue, RONA, ROI, Market share, market growth, brand awareness, Distribution coverage, manufacturing efficiency, Product line management goals etc.




















Sources:	above	

















Input:		Product Management & Market Analysis, Financial Management, (Strategic) Marketing, Sales, Business Management, R&D, General Management

















Objective:	Show process and characteristics of all targets set�



6.1.	Objectives and strategies of last year





Description:	Here a short overview of the strategies and objectives of last years’ PM plan is given. An/y deviations needs to be accounted for. 





























Examples:	Last years’ :The mode of entry in the market with the decided product/system attributes is expressed in: Profit, revenue, RONA, ROI, Market share, market growth, brand awareness, Distribution coverage, manufacturing efficiency, Product line management goals 




















Sources:	Last years’ PM plan





	

















Input:		Product Management & Market Analysis, Financial Management, (Strategic) Marketing, Sales, Business Management, R&D, General Management























Objective:	Show and explain (in)consistency with last years’ PM plan.�



6.2.	Financial objectives








Description:	




















Examples:	




















Sources:		

















Input:		Financial Management, Product Management & Market Analysis, Business Management, Marketing

















Objective:	





�



6.3.	Marketing objectives





Description:	





	


		





	





	





	

















Examples:	




















Sources:		

















Input:		MarCom, Product Management & Market Analysis, Business Management, (Strategic) Marketing

















Objective:	


�



6.3.1.	Product objectives





Description:	Product objectives: targets should be set in terms of investment needed, revenue, entry barrier creation, TK and manufacturing processes, added value. These objectives are set at a product level. Previous to that decision decisions should be made concerning product elimination, enhancement or new development. All issues can be measured according to targeted ROI, pay back period, marketshare, market size, growth potential, durability and manufacturing process.














Examples:	




















Sources:		

















Input:		Product Management & Market Analysis, (Strategic) Marketing, Systems Strategy, Business Management

















Objective:	





�
6.3.2.	Price objectives





Description:	Price objectives are a result of the planned accomplishments of a particular product. An the product again is brought on the market for a lot of other reasons. In conjunction with market opportunities and company strengths, a price objective  should be chosen to : survive, create maximum profit, create maximum revenue, maintain/create a product-quality leadership realise maximum sales growth or skim the market. Price objectives therefore can be internally driven (pay back), competitor driven (stay-out) or buyer oriented (penetration, skimming)




















Examples:	




















Sources:		

















Input:		Product Management & Market Analysis, Business Management, Marketing

















Objective:	


�



6.3.3.	Distribution objectives





Description:	Distribution objectives are a more detailed goal to realise the sales target in terms of revenue and profit contribution of the various tiers involved. It also defines the objectives to which extent channels are used. Targets can be set for numeric distribution (how many Ericsson outlets), weighted distribution (marketshare of Ericsson outlets), Number of outlets, relative size of outlets.








Examples:	




















Sources:		

















Input:		Product Management & Market Analysis, Business Management, (Strategic) Marketing

















Objective:	








�



6.3.4.	MarCom objectives





Description:	MarCom objectives are formed by the desired audience response. Through MarCom research it is known in which phase (awareness, knowledge, liking, preference, conviction and purchase) the targeted audience needs what stimulus. By setting up quantifiable targets for communication, the direction of all MarCom activities (advertising, sales promotion, publicity and personal selling) is clear..














Examples:	




















Sources:		

















Input:		MarCom, Product Management & Market Analysis, (Strategic) Marketing

















Objective:	


�



6.3.5.	Manufacturing objectives





Description:	The objectives for manufacturing come from the initial product plan. When decided to product internally a product roll-out schedule need to be set. The production planning partly consists of production efficiency and effectiveness ratios used to decide whether make or buy. Those ratios can be used to test the real production process. Other issues like JIT targets, flexible component production etc. might be included in the manufacturing objectives














Examples:	




















Sources:		

















Input:		Manufacturing, Systems Strategy, Product Management & Market Analysis, Business Management, (Strategic) Marketing

















Objective:	Set a standard for product efficiency and effectiveness


�



6.3.6.	R&D objectives





Description:	Using R&D resources to develop new products can be triggered by various reasons: market fragmentation (product line extension), shortage of new technologies (basic technology research), cost reduction (manufacturing & design research), shortening of product life cycles (product updates) etc. Here the right objective for R&D allocation should be stated














Examples:	




















Sources:		

















Input:	R&D, Product Management & Market Analysis, Systems Strategy, (Strategic) Marketing

















Objective:	Allocate R&D resources to the right projects to enhance efficiency and effectiveness without degrading creativeness





�
6.3.7.	Business Intelligence objectives





Description:	The objectives of Business Intelligence will be stated here to support the product marketing plan. Those objectives could be: Intelligence harmonisation, Product & Market data acquiring, developing long term views,  creating end-user feedback systems, or basic technology platform research.. BI should maximise relevant information supply and minimise information overload














Examples:	




















Sources:		

















Input:		Product Management & Market Analysis, Business Management, (Strategic) Marketing, Systems Strategy, MarCom,

















Objective:	provide a method to get and keep PM responsible persons up-to-date with need to know information








�



6.4.	Risk strategy








Description:	Describe risks strategies for the objectives. Conduct a GAP analysis and elaborate on various scenarios for implementation.














Examples:	






































Input:		(Product) Management

















Objective:	�



6.5.	Strategic Fit








Description:	There are many ways to select from the alternative courses of action.  by using several industry attractiveness models only a few alternatives are left to be implemented. The strategic fit analysis will result in a course of action which comes closest to the objectives set at the risk level anticipated




















Examples:	Boston Consulting Group Matrix (BCG), General Electric Business Screen, PLC




















Sources:	Previous Chapters	

















Input:		(Product)  Management, Strategic Marketing

















Objective:	Show selection process and result for best fit for objectives set


�



7.	Strategy Planning





7.1.	Product Strategy





Description:	Related to the objectives set earlier, strategies should be developed to meet the targets. Its should determine what kind or products need to be introduced. Not only which features and benefits to the market but also how each product item related to others from the productline or companies’ product mix.














Examples:	make or buy?, product mix/line/item management, what quality, what brand, which design, mechanics & features, grow or harvest























Source:		Marketing objectives, Product Objectives, Marketing strategy		








		

















Input:		Product Management & Market Analysis, (Strategic) Marketing

















Objective:	Set clear strategy for the product (platform) 





�



7.2.	Price Strategy








Description :	Since the strategy is influenced by factors like: consumer (re)action, competitors (re)action,cost issues and additional market factors, it will be a though job to realise the price objectives from the outset. Nevertheless a price strategy should reflect long term panning in order to realise goals set. Usually the absolute pricelevel, erosion in time, discriminatory pricing and  product line pricing strategies. In order to determine the right pricing strategy, one thing should be clear: costs. If that is known strategies like cost-based, competitor-based, mark-up, target return, perceived-value, going rate or sealed-bid pricing. This all being done after the characteristics and amount of price sensitivity has been sorted out.  











Examples:	Price setting, skimming, penetration strategies




















Source:		Marketing objectives, Price Objectives, Marketing strategy		

















Input:		Product Management & Market Analysis, Business Management, Marketing

















Objective:	Show the plans how price is used in the marketing mix to accomplish the objectives set.








�
7.3.	Distribution Strategy











Description :	The strategy for the distribution channels should describe the plans towards number and nature of the tiers (direct, indirect, no. or tiers) and its intensity (selective, intensive or exclusive). Further plans should be developed to give insight in the physical distribution tasks, storage, advertising, price strategy, sales terms, exclusivity and responsibilities.





	Useful tools could be retail life cycle. For every stage in the product life cycle a specific outlet type fits best. New outlets will emerge and older will phase out.





	All distribution planning should find a balance between economics, control and flexibility of companies’ marketing channels strategies











Examples:	


























Source:		Marketing objectives, Distribution Objectives, Marketing strategy		











Input:		Product Management & Market Analysis, Business Management, Marketing

















Objective:	What plans are drawn up to ensure a market-based distribution objective. 


�
7.4.	MarCom Strategy








Description :	The Market Communication strategy lays the foundations for the overall external communication. Usually directly focused on the market but also indirect (through channels) communication is managed. Their four major tools are: advertising, sales promotion (short term incentives for extra product sales), publicity (media info management) and personal selling (presentations). After deciding on the right mix the appropriate channels selection and budget needs to be determined.

















Examples:	























Source:		Marketing objectives, Distribution Objectives, Marketing strategy		























Input:		MarCom, Product Management & Market Analysis, Business Management, Marketing

















Objective:	Measures to take to meet the MarCom objectives


�



7.5.	Manufacturing Strategy





Description:	This section should describe the direction of manufacturing management. It will describe the main drivers. E.g. more flexible production, shorter batch production




















Examples:	High volume strategy, flexible short run production enabling, cost reductions manufacturing, Outsourcing




















Source:		Marketing objectives, Manufacturing Objectives, Marketing strategy		





		

















Input:		Product Management & Market Analysis,Manufacturing

















Objective:	Gives the direction for manufacturing improvement


�



7.6.	R&D Strategy





Description:	The entire concept of product development should be tested to the objectives set. A generic product development process has following phases: Idea generation, screening, concept development and testing, business analysis, product development and testing, test marketing and commercialisation. For some of the phases mentioned, PROPS supplies a structure, focused on the project development of products. It is exactly that part of the project that allocates the R&D resources to the development of the product/system























Examples:	























Source:		Marketing objectives, R&D Objectives, Marketing strategy		








		

















Input:		Product Management & Market Analysis, R&D














Objective:	Allocation plan for specific R&D resources to related development activities 





�
7.7	Business Intelligence Strategy





Description:	According to the objective mentioned earlier The market Intelligence Unit should present here a strategy on how to obtain the goals. The information requirements might be enormous both in amount as in quality that additional resources might not be able to cope with that demand . Purchase planning spells out the information to be bought. All data needed need to accounted for, if not supplied at least the risk of assumptions should be indicated.














Examples:	Internal Market Research resources development,  Outsourcing strategy, Conduct more field research, panel testing, questionnaires




















Source:		Marketing objectives, Business Intelligence Objectives, Marketing strategy		





		














Input:		MarCom, Product Management & Market Analysis, (Strategic) Marketing

















Objective:	Present an information fulfilment plan


�
8.	Program formulation





Description:	This section should state the programs which need to be implemented to support the strategies chosen. Programs may contain, depending on the strategy, training for sales, advertising programs, R&D specific basic technology development etc.














Examples:	




















Sources:	Marketing strategy	

















Input:		Marketing strategy

















Objective:	Support chosen strategies by designing and executing product/system related programs


�
8.1.	Product programs








Description:	A detailed program should outline the actions taken to support the product strategies.

















Examples:	




















Sources:	Marketing strategy	

















Input:		Product Management & Market analysis

















Objective:	Specify actionable tools for implementing the product strategies


�
8.2.	Costs/Price Programs








Description:	Describes the action items for better cost management, cost reduction programs, market price actions (timing), special price promotions timing, Price response programs

















Examples:	




















Sources:	Marketing strategy	

















Input:		Manufacturing, Product Management & Market Analysis, Business Management, Marketing




















Objective:	Develop clear pricing programs to support pricing strategies


�
8.3.	Distribution Programs





Description:	Describes the actionable items for implementing the distribution strategy

















Examples:	Tier management, filtering channel efficiency and effectiveness, Channel motivation programs, partnership programs, modifying channels.




















Sources:	Marketing Strategy	

















Input:	Product Management & Market Analysis, Business Management, Marketing




















Objective:	Specify actionable tools for implementing the Distribution strategies


�
8.4.	MarCom Programs





Description:	Describes programs to enable the MarCom strategies, It should describe specific marketing communication programs to target specific audiences. Their state in the response models. Additional communication response research programs can be listed. Media and messages decisions should all be executed within the media budget.

















Examples:	Advertising campaigns, printed media programs, media selection and timing




















Sources:	Marketing strategy	

















Input:		MarCom, Product Management & Market Analysis, Business Management, Marketing




















Objective:	Specify actionable tools for implementing the MarCom strategies


�
8.5.	Manufacturing Programs





Description:	Describe actions taken to fulfil manufacturing improvement strategies. It should give insight in the manufacturing projects planned and ongoing.

















Examples:	




















Sources:	Manufacturing, Product Management & Market Analysis


	

















Input:		Marketing strategy

















Objective:	Specify actionable tools for implementing the Manufacturing strategies


�
8.6.	R&D Programs





Description:	Describe actions taken to fulfil R&D strategies. It should give insight in the research projects planned and ongoing.




















Examples:	




















Sources:	Manufacturing, Systems Strategy, Product Management & Market Analysis, R&D,  Marketing


	

















Input:		Marketing strategy

















Objective:	Specify actionable tools for implementing the R&D strategies


�
8.7.	Intelligence Programs





Description:	Describe actions taken to fulfil information strategies. It should give insight in the research projects planned and ongoing.

















Examples:	




















Sources:	Marketing strategy

















Input:		Systems Strategy, Product Management & Market Analysis, Business Management, (Strategic) Marketing




















Objective:	Specify actionable tools for implementing the Business Intelligence strategies


�
9	Implementation and Control


9.1.	Planning assumptions





Description:	All items taken as a static entity should be listed. All other assumptions which will influence the PM objectives need to be clear, so when they deviate scenario adjustments and forecasts can be made immediately

















Examples:	Economic growth, Consumer spending power, price level developments etc.




















Sources:	above info	

















Input:		Product Management and Market Analysis, Strategic Marketing, Systems Strategy

















Objective:	describe the assumptions set


�






9.2.	Implementation Issues








Description:	All programs need to be implemented. Time schedules need to be set up and resources allocated to programs. 

















Examples:	




















Sources:	above	

















Input:		All departments involved

















Objective:	Clarify implementation plan and action time planning


�



9.3.	Continuity control








Description:	Timekeep the implementation of the programs

















Examples:	




















Sources:	Programs and action timetables	

















Input:		All operational departments

















Objective:	Set control measures for implementation plans
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