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What is Planning and its Nature, Importance, and Types
Planning is the first of essential managerial functions. Planning is important as by nature 
it enquirers about organizational goals and involves decision making about desired ways 
and means to achieve goals.
Planning is the process by which managers establish goals and define the methods by 
which these goals are to be attained. Planning involves selecting missions and objectives 
and the actions to achieve them; it requires decision making, which is choosing from 
among alternative future courses of action
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The 7 Ps of marketing
The 7 Ps are a set of recognised marketing tactics, which you can use in any combination 
to satisfy customers in your target market. The 7 Ps are controllable, but subject to your 
internal and external marketing environments. Combining these different marketing 
tactics to meet your customers' needs and wants is known as using a 'tactical marketing 
mix'.
Product
Product refers to what you are selling, including all of the features, advantages and 
benefits that your customers can enjoy from buying your goods or services. When 
marketing your product, you need to think about the key features and benefits your 
customers want or need, including (but not limited to) styling, quality, repairs, and 
accessories.
You can use research and development to inform the development of new products in 
your business.
Price
This refers to your pricing strategy for your products and services and how it will affect 
your customers. You should identify how much your customers are prepared to pay, how 
much mark-up you need to cater for overheads, your profit margins and payment 
methods, and other costs. To attract customers and retain your competitive advantage, 
you may also wish to consider the possibility of discounts and seasonal pricing.
Learn more about pricing your products.
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Promotion
These are the promotional activities you use to make your customers aware of your 
products and services, including advertising, sales tactics, promotions and direct 
marketing. Generally these are referred to as marketing tactics.
Learn more about promotional activities.
Place
Place is where your products and services are seen, made, sold or distributed. Access for 
customers to your products is key and it is important to ensure that customers can find 
you.
You can set yourself apart from your competition through the design of your retail space
and by using effective visual merchandising techniques. If you are not a retail business, 
place is still an important part of your marketing. Your customers may need a quick 
delivery turnaround, or want to buy locally manufactured products.
If you are starting a new business, finding the right business location will be a key 
marketing tactic.
People
People refer to the staff and salespeople who work for your business, including yourself.
When you provide excellent customer service, you create a positive experience for your 
customers, and in doing so market your brand to them. In turn, existing customers may 
spread the word about your excellent service and you can win referrals.
Give your business a competitive advantage by recruiting the right people, training your 
staff to develop their skills, and retaining good staff.
Process
Process refers to the processes involved in delivering your products and services to the 
customer. It is also about being 'easy to do business with'.
Having good process in place ensures that you:
repeatedly deliver the same standard of service to your customers
save time and money by increasing efficiency.
Learn more about business processes, procedures and standards.
Physical evidence
Physical evidence refers to everything your customers see when interacting with your 
business. This includes:
the physical environment where you provide the product or service
the layout or interior design
your packaging
your branding.
Physical evidence can also refer to your staff and how they dress and act
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to divide your customers into groups of people with common characteristics and needs. 
This allows you to tailor your approach to meet each group's needs cost-effectively, and 
this gives you a huge advantage over competitors who use a "one size fits all" approach.
There are many different ways to segment your target markets. For example, you can 
use the following approaches:
Demographic – By personal attributes such as age, marital status, gender, ethnicity, 
sexuality, education, or occupation.
Geographic – By country, region, state, city, or neighborhood.
Psychographic – By personality, risk aversion, values, or lifestyle.
Behavioral – By how people use the product, how loyal they are, or the benefits that 
they are looking for.

Target Your Best Customers
Next, you decide which segments to target by finding the most attractive ones. There 
are several factors to consider here.
First, look at the profitability of each segment. Which customer groups contribute most 
to your bottom line?
Next, analyze the size and potential growth
of each customer group. Is it large enough to be worth addressing? Is steady growth 
possible? And how does it compare with the other segments? (Make sure that you 
won't be reducing revenue by shifting your focus to a niche market that's too small.)

18JMC vLearning



Last, think carefully about how well your organization can service this market. For 
example, are there any legal, technological or social barriers that could have an impact? 
Conduct a PEST Analysis to understand the opportunities and threats that might affect 
each segment.

Position Your Offering
In this last step, your goal is to identify how you want to position your product to target 
the most valuable customer segments. Then, you can select the marketing mix
that will be most effective for each of them.
First, consider why customers should purchase your product rather than those of your 
competitors. Do this by identifying your unique selling proposition
, and draw a positioning map to understand how each segment perceives your product, 
brand or service. This will help you determine how best to position your offering.
Next, look at the wants and needs of each segment, or the problem that your product 
solves for these people. Create a value proposition
that clearly explains how your offering will meet this requirement better than any of your 
competitors' products, and then develop a marketing campaign that presents this value 
proposition in a way that your audience will appreciate.
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