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Analyze Marketing Objectives
“Where do we want to go?”

START DATE
PLANNED HOURS MIN MAX

FINISH DATE
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2
Assess Current Status
“Where are we now?”

START DATE
PLANNED HOURS MIN MAX

3
Find Marketing Problems/Opportunities
“‘How do we get there?”

START DATE FINISH DATE
PLANNED HOURS MIN MAX
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3
Forecast Environment
“What will the future be like?”

START DATE
PLANNED HOURS MIN MAX

5
Generate Alternative Strategies
“What should we do?”

FINISH DATE

8
Monitor the Program
“Are we doing it?”

START DATE
PLANNED HOURS MIN MAX
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* Product * Communication
« Pricing  Distribution
START DATE FINISH DATE
PLANNED HOURS MIN MAX
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Evaluate Alternative Strategy
“Compare return on investment”

START DATE FINISH DATE
PLANNED HOURS MIN MAX
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7
Gain Acceptance and Implement the
Marketing Program
“‘How do we do it?

START DATE FINISH DATE
PLANNED HOURS MIN MAX
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