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Advertising Planning

� Aims to provide a flow for the execution of

creative media and advertising strategy.

� Advertising Strategy is the communication

that conveys brands primary benefits and

how it can serve consumer’s needs.’

� Strategic planning is the process of devising a

plan of action for meeting an organisation’s

goal with its limited resources and in lieu with

market conditions.

� Hierarchy: Corporate plan decides marketing

plan decides advertising plan.



Strategic Plan Components

� Objectives: What the company wants to achieve.

Objectives dictate course of action. Eg: Penetrate

20% of company’s rural target audience.

� Strategy: A long term plan of action designed to

achieve objectives. Eg: Launch smaller packs

with reduced prices , intensify rural distribution.

� Tactics: Immediate action with resources at

hand, short term isolated events to take

advantage of opportunities at hand. Eg: pack

products in plastic pouches of 25 gm priced at 5

rs., appoint 3 new distributors to handle target

audience territories. Etc.



Marketing Plan

� Written document that details objectives,

strategies and tactics for marketing department.

� Based on in depth understanding of firm’s

internal and external environment- industry,

competition, product’s current positioning and

its customers.

� Situational Analysis( SWOT)

� Marketing Objectives

� Marketing Strategies

� Implementation tactics

� Monitoring and evaluating performance



Situational Analysis

� Industry situation: user base/ industry practice/

growth rate/ factors

� Product situation: Info regarding product’s strengths

and weaknesses, sales and profit margins, market

share and growth rate.

� Competitive Situation: Major competitors their S&W,

strategies, market share and growth rate.

� Socio Cultural Situation: Consumer tastes and

preferences, cultural norms target market etc.

� Distribution Situation: Channels of distribution/

modes of transportation.

� Promotion situation: Current campaigns, objectives/

media/ message/ budget/ results etc.

� Macro Factors(PESTEL)



Marketing objectives

� Co wants to achieve

� SMART- Specific/ Measurable/Achievable/

Realistic/ Time Bound

� Set implications for 4 Ps
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Marketing STRATEGY

� Evaluate various options to achieve objectives.

� Increase 30% market expansion

� Increase variants/ intensify distribution/

increase advertising/

� Selection of Target markets



IMPLEMENTATION STRATEGIES

� Specific decisions for 4 Ps

� Eg: Intensify distribution

� 5 new stockists / 10 transport vehicles/ prepare

merchandise/ costing of distribution system.

� Assign outlined activities to right people



EVALUATION AND CONTROL

� Comparison of actual  performance with

standard.

� Plans need to be evaluated throughout

implementation.

� Changes as per feedback received




