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The Fundamentals of Strategic Marketing and Sales Management

Good Marketing Separates the Winners from the Losers

By Alan R. Caron
Managing the Speed of Change

In today's fast moving business environment, it is difficult to keep pace with changes in one's marketplace. Every aspect of the marketing and sales arena is being affected by the global information age. Far more opportunities are being created than ever before in our history. Small organizations can compete with the large ones in cyberspace with little difference apparent to the consumer. New marketing methods are challenging the success of the traditional. Differentiation is getting more difficult to achieve and sustain. Finding unarticulated customer needs can lead to the greatest wealth creation. You can't find these by asking customers what they want; they can't want what they don't know they need. You must study trends and changing behaviors, look how to make something easier, and create new ways of doing things, for example.

To keep pace in today's world, a company must be flexible and agile, and must continually reinvent itself. It must have more than a traditional Strategic Plan to guide its direction; it requires a Strategic Management System built from a vision of the future and created using the proven Best Practices of our Systems Thinking ApproachSM, that works backwards from the future. Equally important (and sometimes more important) is a Strategic Marketing and Sales Plan created using the proven Systems Thinking ApproachSM.

Ideally, the Strategic Marketing and Sales Plan is built from the overall Corporate Strategic Plan. Unfortunately, many times it must be built as the first step, without a Corporate Plan. In this instance, it can serve as the model for inspiring the creation of an overall Corporate Strategic Plan. Marketing and Sales Plans can be corporate, for a business unit, or for a specific product or service launch…or all of the above in a comprehensive system and plan. Like the Corporate Strategic Plan, the goal is to have in place an entire management system for the Strategic Marketing and Sales Plan covering plan creation and development, budgeting, implementation, and an annual strategic review, all designed to see that implementation of the plan is accomplished successfully, and that it drives day-to-day activities throughout the organization.

Three Goals of Strategic Marketing and Sales Management

A. R. Caron & Assoc. have a simple and systematic way to focus the planning process. Most planning falls short because of failure to build in the mechanisms for the second and third goals:

•
Goal 1: Develop the Marketing/Sales Strategic Plan and document.

•
Goal 2: Ensure successful implementation and change.

•
Goal 3: Sustain high performance over the long term.

 Following the approach we outline in my detailed article on this subject will assure that your planning efforts don't fall short. It is important to gain an understanding of the process for each of the seemingly simple elements of our approach. We carefully organize the process to guard against the past shortcomings of strategic marketing and sales planning, and strategic planning in general.  Send me a note if you'd like the full article: alan@arcaronassoc.com
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