The Final Presentations:
How to Write a Marketing Plan
Managers spend a lot of their time crafting, defending, and implementing marketing plans.  We’ll use the final presentations as a vehicle for simulating that experience as the concluding activity in the course.  
During the LINKS Final Presentations, each team will present a firm-wide marketing plan for the next four quarters.  Each team will be allocated 25 minutes of time for the presentation and subsequent question-and-answer period.  Think in terms of a 16-18 minute presentation followed by 5-10 minutes of Q&A.  Please rehearse your presentation to ensure that it falls within the time limit.

This is a firm-wide marketing plan, not simply a plan for a single product/service in your portfolio.  Think about firm-wide issues and industry-wide developments.  While you will have to say something about each of your active services, do not spend an equal amount of time and effort on each.  Focus your presentation where the needs (the challenges in the next four quarters) are the greatest as you look ahead for the next four quarters.
Obviously, your market analysis and assessment must be fact-based, requiring the use of a variety of financial and marketing data.  With considerable experience managing your business, your management team should be able to pay particular attention to customer satisfaction and service quality issues.  
Presentation Format

The written record of your presentation is your overhead deck.  (There is no formal written plan here, only a presentation deck.)  You may include a few extra overheads in your presentation deck that you don’t actually present, to provide additional background detail and depth of interest to the reader.  Include these where they naturally fall within the presentation deck, even though you will skip over them in the actual presentation.

Some presentation hints follow:

· Your first overhead slide should identify your team name, team number, and team members.

· Your second overhead slide should identify your current organizational structure.

· Your third overhead should overview the past financial and market performance of your firm.

· Your fourth overhead slide should identify your current product portfolio (which services are in which “parts” of which markets, how are they positioned, how are they performing).

· Additional overheads will follow with the specifics of your marketing plan for the next four quarters.  As part of this marketing plan, forecasts of industry demand, market shares, sales volumes, revenues, and profits are required.

· Your last overhead should highlight 3-5 key learnings that your group is taking away from participation in this simulation.  Presumably, these learnings will have something to do with the analysis-strategy-planning-management paradigm used in this course.

During your presentation, a sample of one of your firm's services may be demonstrated.  This could be a picture, artist's rendering, drawing, or advertisement rather than a service demonstration.  There is obviously lots of creativity within the class, so I'm optimistic that we'll have some thought-provoking (and even humorous) demonstrations.
After each presentation, there will be 10 minutes of discussion about the substance of your team’s presentation.  The other management teams are expected to participate in the discussion after each presentation (e.g., by asking questions).  

Given the short time available for the formal oral presentation, all team members need not participate in the formal presentation.  Nonetheless, all group members are expected to participate fully in the post-presentation discussion.  Indeed, it should be expected that the instructor will direct specific questions to team members who did not actually participate in the formal oral presentation.
Evaluation Mechanism

Your presentation will be evaluated.  It is not necessary for all team members to be presenters, but it is expected that all participating team members will use this as an opportunity to demonstrate the depth and breadth of their marketing strategy prowess (either in the presentation or during the question-and-answer session).

Each team’s final presentation deck must be sent to the instructor as an e-mail attachment no later than 6pm, Tuesday May 2nd.  One paper-based copy of the presentation deck must be provided to the instructor at the beginning of the class session in which the presentation is scheduled.

The Final Presentations serve as the LINKS Debriefing Session, counting for 10% of the final course grade.  Grading will be based on the team’s analysis of the issues, their oral presentation skills, their overhead transparencies, and the post-presentation discussion. 

Sample Excerpts from a Marketing Plan
You should consult Best, Chapter 14, regarding how to write a marketing plan.  In preparing a plan, please remember that you should provide detailed information, rather than generalities.  For example, instead of saying, “we will raise price,” the plan might say, “the price of product/service x will be increased by 5% to $20/unit.”
Recent Market Developments:  The key market developments last year included  ..[major competitive development and activities, major repositionings of competitive offerings, new entrants, changes in customer values and perceptions, new trends possibly uncovered, key technological developments, major regulatory developments, ...].. .  The importance of these developments is that they indicate ..[what do they mean? how will they influence future marketing activities and efforts of you and your competitors? how can these market developments be exploited for maximum benefit? ...].. .

Our Performance in the AAAAAAAA Market:  From 200X to 200Y, the market for AAAAAAAA grew by about B% to C units.  Our sales of AAAAAAAA increased by D% to E units, which resulted in our profits increasing by F% to $G.  Our market share grew from HH.H% to II.I% overall.  By major market segment, our performance was ... .
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Competitive Analysis:  Our major competitors in the AAAAAAAA market are J and K.  We estimate that their current market position and performance is ..[market shares, sales volumes, growth rates, profitability].. .  Their current offerings have these major advantages and disadvantages compared to our offering:  ... .  Their current strategies seemed to be oriented toward ... .  In the near future (the 200Z planning period), we believe that their marketing thrusts will be as follows:  ..[expected changes (or even no changes) in product, price, ...].. .  Thus, the major opportunities and threats appear to be ... .

Customers and Success Factors:  To compete successfully in this market, we must respond to customers' concerns for:  (1) ...; (2) ...; ... when they choose a source of supply/brand/ manufacturer/retailer.  The importance of these particular buying factors is indicated by  ..[our research, on-going discussions with key customers, ...].. .  Of particular note is the increasing importance of ... and ... to our customers.  With regard to our major customer segments, notable variations in success factors include ... .  The major opportunities and threats appear to be ... . 

Major Assumptions:  Our major assumptions for the 200Z year include:

(1) Customers: ...

(2) Competitors: ...

(3) The Environment (Economy, Technology, Regulatory Environment):  ...
Goals:  Based on this analysis of our situation, our goals for this planning period are to ..., to ..., and to ... [expressed in terms of volume, market share, growth, revenue, customer satisfaction, awareness, availability, ... parameters].

Our Marketing Program For AAAAAAAA:  To meet these challenges and opportunities, our marketing program will have the following major components:

(1) ...

(2) ...

(3) ...

(4) …

(5) ...

(6) …

(7) ...

[Be sure to consider all service elements.]  The results of this marketing program are forecast to yield sales of L units (M% increase), revenues of $N (P% increase), an overall market share of QQ.Q% (an increase of R.R% from 200Y year), and profit of $S (T% increase). 

To achieve these results, investments of $U will be required in support of ..[system development, facilities expansion, temporary staff addition, one-time R&D efforts, special consulting projects, ...].. . 
Competitor Reactions to Our Marketing Programs:  Competitive reaction to our marketing program is expected to be ..[will they notice? if they notice, is there anything they can do? if they can do something in response, will they?].. .  This reaction will impact on our marketing program as follows: ... .  This reaction, and its influence on our marketing program, has already been taken into account in our financial and market performance projects.

Implementation Issues and Procedures:  To implement this plan successfully, the following implementation challenges exist:  ... .   Our program for meeting these implementation challenges includes ..[strategies, tactics, emphasis, actions, activities, ...].. .  Specific responsibility assignments and time deadlines for key aspects of this marketing program include ... .

Contingency Plans:  Major contingencies include: ... .  In this event, our plan would have to be revised to ..[changes in emphasis, new initiatives, ...].. .
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