keting Plans

'\VHow to Prepare Them,
How to Use Them

Seventh Edition

Malcolm McDonald
Hugh Wilson

WILEY
A John Wiley and Sons, Ltd, Publication



Contents

Preface and acknowledgements vi

How to use this book to achieve the best results  viii

Learning features xi

Tutor’s guide  xiii

An important note to the reader from the authors xiv

Chapter 1
Chapter 2
Chapter 3
Chapter 4
Chapter 6
Chapter 6
Chapter 7
Chapter 8
Chapter 9
Chapter 10
Chapter 11
Chapter 12
Chapter 13
Chapter 14
Index 557

Understanding the Marketing Process 1

The Marketing Planning Process: 1 The Main Steps 23

The Marketing Planning Process: 2 Removing the Myths 65
Completing the Marketing Audit: 1 The Customer and Market Audit 89
Completing the Marketing Audit: 2 The Product Audit 145
Setting Marketing Objectives and Strategies 205

‘The Integrated Marketing Communications Plan 261

The Sales Plan 307

The Pricing Plan 347

The Multichannel Plan: The Route to Market 377

The Customer Relationship Management Plan 421
Implementation Issues in Marketing Planning 453
Measuring the Effectiveness of Marketing Planning 495

A Step-by-Step Marketing Planning System 521



