Ko’xHa mporpecuBHa cTpateris CTBOPIOE CBIM BIACHUH, yHIKallb-
HUH UK 3pocTaHHs. [IpoTe HaHOUTBIINIA MPOSIB BaXKEIIB 3pOCTAaHHS
MOJKHa BUSIBUTH B TPbOX cdepax: moOyaoBa Mepexi 6i3Hecy, 0BOJIO-
JIIHHSI pUHKOM 1 3aCBOEHHSI IOCBITY.

BucHoBku. [IpioputeTHOTO 3HaUEHHS HA0YBaIOTh CHOTOTHI MTPHH-
LU YIPaBIIHHA MIANPUEMCTBAMH, 10 CIIPSIMOBAHI Ha 3aroOiraHHs
BUHUKHEHHIO TTPOOJIEM Ta TOCTIHHOMY €BOJIOI[IOHYBaHHI CHCTEM, Ha
BIIMIHY BIiJ KapAUHAJIBLHOrO peQopMyBaHHS 1 JOJaHHS oOMe-
KEHB/300iB Oi3HEC-TIPOIIECiB, AKi, i OCOOJMBO 3 TIO3HINH HAPOIITYBaH-
HS PUHKOBOTO IOTEHIlially, MOTpeOyIOTh HOBOIO KOHIENTYaJbHOI'O
OTIPAIIOBAHHS.
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THE IMPORTANCE AND ROLE OF MARKETING PLAN
AND THE RELATION WITH QUALITY MANAGEMENT SYSTEM

AHOTALIA. Y cTaTTi po3KpUTO OCHOBHI NPUHLIMMM MapKETUHIOBOrO nia-
HyBaHHS i 3anponoHoBaHa HoBa KOHLENLiss MapKeTUHIOBOI CTpaTeril, ska
BKNtoyae B cebe BCi opraHisauinHi pyHKLuii. ABTOpamn BCTAaHOBMEHO B3a-
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€MO3B’s130K Mi>K MapKETUHIOBUM MaHyBaHHAM, MapKETUHIOM i CUCTEMOLO
MEHEeKMEHTY SIKOCTi obniacTen, siki NPOHM3YOTb BCi (OYHKLIT B OpraHisadlji
i SIKi € OCHOBOIO CTarioro CUCTEMHOrO MiAXoAy Ta eqdpeKTMBHOI poboTn op-
raHisauji.

KIMOYOBI CJIOBA: mMapKeTuHr, MapKeTUHIroBe MnaHyBaHHs, KOHLemnLis
MapKeTMHIoBOI cTpaTeril, MEHEI)KMEHT.

AHHOTALMNA. B ctaTbe packpbiTbl OCHOBHLIE MPUHLIMMBI MAPKETUHIOBO-
ro nrnaHMpoBaHWS W MPEeAnoXeHa HoBasi KOHLENUMsS MapKeTUHIOBOWN
cTpatermm, KoTtopas BKMo4YaeT B cebsa BCe OpraHu3auMoHHble (yHK-
umn. ABTOpamin yCTaHOBINEHa B3aMOCBSA3b MEXAY MapKETUHIOBbIM Nna-
HMPOBaHMEM, MAPKETUHIOM N CUCTEMOW MEHEMKMEHTA KadecTBa obnac-
TEN, KOTOpbIE NMPOHM3LIBAOT BCE (DYHKUMM B OpraHuM3aumMmM U KoTopble
SABNAOTCA OCHOBOW YCTOMYMBOIO CUCTEMHOrO noaxona wm apdeKTMBHON
paboTbl opraHnsaumm.

KITKOYEBBIE CJTOBA: mMapKkeTuHr, MapKETMHIOBOE MraHUpOBaHUE, KOH-
Lenumsi MapkeTUHIOBOW CTpaTermm, MEHEXKMEHT.

SUMMARY: The paper has originated as the authors’ aspiration to point
out the basic principles of marketing planning and a new concept of
marketing strategy which includes all functions in the organization. This
paper also shows the endeavors of authors to establish the relationship
between marketing planning and marketing in general and quality
management system as areas that permeate all functions in the
organization and which are the basis for sustainable systematic approach
and effective and efficient operations of the organization.

KEYWORDS: marketing marketing planning, the concept of marketing
strategy, management.

1. INTRODUCTORY CONSIDERATIONS

Business sustainability and expressed effectiveness and efficiency
of business in today’s conditions are the primary target of all market-
oriented organizational systems. Under the conditions of this
orientation, it is necessary to implement and maintain systems that
with the basic principles and requirements, independently or in
integrated models, contribute to business and improvement of
organizational performance. These two systems are also undoubtedly
marketing management and quality management system.

Most researches point to the actual gains from the implementation of
ISO 9001, as opposed to those who say that the cost of implementing and
maintaining QMS exceeds revenues realized by it. The authors also
support these attitudes, seeing the gains from ISO 9001 mainly in terms
of managing defects. Also in the segment of both production and services
with special emphasis on production parameters and the importance of
ISO 9001 for improvement in that area speaks the research in which a
comparative analysis of certified and non-certified organizations. The
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conclusions show the significant impact of ISO 9001 on organizational
performance. For the purposes of this paper at this point the importance
of ISO 9001 for the company’s performance is indicated and the
approach of relevance of ISO 9001 for improvement of organizational
performance is propagated.

Marketing development and the factors that influenced the
development can be seen through the following elements:

— Increase in the scope and structure of supply and demand,

— increase in competition

— increase of the number of new and innovative products on the
market

— specialization in production and trade

— diversification of business of companies

— internationalization of production for market opening

— increase of consumers’ income.

From the factors that have been defined, it can be concluded that
the development of marketing is mainly conditioned by some growth
(of products, services, volume, competition, etc.).

Earlier understanding of marketing was related specifically to the
concept of sales. That meant the absolute orientation of marketing only
to the function of selling and good advertising of products. However,
more recent approach to marketing sets marketing in the function of not
only sales, but also other functions that is processes in the organization,
such as the procurement, planning and the like. Thus, marketing gets
systemic character that is the set of processes that permeates the entire
business system. As one of the basic principles of quality management
system is related precisely for systematic approach, it also makes the
basic idea of this paper, to highlight the importance and role of mar-
keting through systematic actions and the connection, compatibility and
the possibility of synergistic action with the Quality Management Sys-
tem especially in part of the marketing plan.

2. MARKETING MANAGEMENT-SYSTEMATIC
APPROACH, MARKETING PLAN

As already pointed out, the earlier comprehension of the term mar-
keting which was identified with the sales and advertising of products
is abandoned in the new business environment. Today, the concept
that is marketing activity is related to almost all functions in the or-
ganization. Namely, the data related to sales and marketing of prod-
ucts are largely also used for defining, planning, monitoring and im-
provement of other functions in the organization. In addition to the
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process of selling, marketing includes the processes of procurement,
planning, manufacturing and other.

One of the particularly important processes in organizations
playing a prominent role is also the process of innovation and new
product development. Lot of ideas for new products come from
customers, sales managers, other managers and researchers. Thus, the
traditional roles of marketing and direct relationship with the
customer are, in fact, in a great number of cases, the main driver of
growth and innovation. When it comes to this area, one should keep in
mind the following five forms of new products including:

— Modification of the products that are ‘new and improved’ and
lead that is represent a substitute for existing products (e.g. new Coca
Cola).

— Expansion of product line or supplements to the line (for
example, addition of cherries to Coca Cola),

— Extending brand name or assigning names of a trademark to
different product categories (one of such products are Coca-Cola
candies),

— New brands (such as Serge, a new Coca-Cola beverage with
lemon flavor), and

— Innovation, completely new products (for example, when
Coca-Cola introduced ‘a drink in the pill’).

This process and relationship of marketing and product develop-
ment and innovation, is prominent due to the reason of constant af-
filiation of the authors to finding opportunities for improvement and
directions of improvement.

Marketing plan on an annual basis should include activities that are
shown in Figure 1.

Plan of selling
prices

{ {

Production and
production program Promotion plan
plan

{ {

Inventories of
finished goods plan

| Plan of profits |<—)| Distribution plan |

Figure 1. Marketing Plan Activities

Plan of sale

Promotion plan
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The sales plan is the initial and key activity of developing a mar-
keting plan. This activity is linked to plan of products’ placement on
the domestic and foreign markets, as well as to the application of A-
B-C methodology, dynamic development of the placement (quarters,
months, etc.), expressing price and so on.

After defining the sales plan, the logical sequence is the making of
production plan and production facilities plan. It includes all the prod-
ucts (name, value, quantity, etc.) that the company will have in its
range of products for a year. The product range plan stems from the
dynamic sales; also includes the temporal sequence of «holding» the
range in some short periods of time.

Plan of finished goods inventories relates to several functional ar-
eas in the organization and is one of the key components of a market-
ing plan. Synchronization and data collection under this plan is of
special importance especially in the relationship with the production
plan. From the marketing point of view, stable stocks are a good pre-
disposition for achieving absolute customer satisfaction. From the
standpoint of finance, greater amount of inventories is not good for
the organization and is a dormant capital. That is precisely where one
should look for the reasons to lead this function to the optimum so
that the different aspects and understanding of inventory management
would balance.

Especially important activities of the marketing plan are also the
elements related to the development plan of selling prices. Two main
aspects to be considered here are the attitude towards competition and
price adjustment and relationship to the organization’s strategy and
market position.

Promotion plan is in large part related to the strategic orientation of
the management plan for the coming annual level. This plan should
include: forms of promotion, investment in these activities and ade-
quate media, the regional component, investment according to sales
forecasting and timing of certain activities during the year.

Distribution plan is an activity related to the planning of specific
channels for the sale that is marketing of products. A particularly im-
portant aspect of this part is the concept of costs and the prediction
and managing with fixed and variable costs. In this segment it is nec-
essary to establish the systems for forecasting based on historical that
is empirical data from the period before the current one in which the
plan is being made.

Finally as the last activity in the development of a marketing plan,
sales plan is reckoned. This, especially in today’s business environ-
ment is one of the key activities. This plan represents a symbiosis of
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all plans and defined activities. The importance of this activity can be
also seen in one of the basic principles of marketing which is «meet-
ing the users’ requirements along with making profit».

Marketing plan can also be defined on the basis of block diagram
and flow as shown in Figure 2.

The motivation

of users and
market
segmentation
The input
information @
Financial,

QUALITY RESEARCH marketing and
user goals Marketing mix elements

1L

Marketing
strategy

Verification
activities

Figure 2. Activities and flow of marketing plan

These and many other items related to marketing and marketing
planning in general and management; indicate that marketing is not
really just sales and classical distribution. Marketing is much more
and something that, among other, should find the integral action with
the quality management system and it most probably in the segment
of the same basis and that is the «meeting users’ requirements.

3. QUALITY MANAGEMENT SYSTEM—SYSTEMIC
APPROACH

Modeling of quality management system must be on the basis of
the process approach (Figure 3) to develop and to increase the
effectiveness of the quality management systems, for the purposes of
meeting user requirements. The quality management system is
developed in an environment with the terminology defined in the ISO
9000 standard for the basis and vocabulary. The system must meet the
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requirements that are grouped into four modules and are management
liability, resource management, product realization and measurement
of analysis and improvement. Also all requirements as specified in
section 4 of the standard and that are related to documentation and
general requirements must be met. The improvement of the system is
to be implemented on the basis of guidelines for improving the
defined in ISO 9004 standard.

COMSTANT IMPROVEMENTS OF
QUALITY MANAGEMENT SYSTEM

Measuring, —
analyses,  |[l#f-e=-= -3

Resources
‘management ||

Customers
Customers

Product —
" 0] - --
realization :.‘

@
E
]
E
T
=
=
g
o=

e

=

=
|Satisfaction of

Figure 3. Model of process approach

Model of quality management system based on the processes
points to the crucial role of users in defining input requirements for
the process. At the level of each process responsibilities must be
defined, resources provided, the product must be realized and through
the measurement and analyses, continuous improvement in the
processes and the system in general must be achieved.

These facts point to the connection that can be established with a
system of marketing management and in the common denominator
and that is customer satisfaction.

From the level of the processes that are the basis of the quality
management system, the view is necessary to be risen to the level of
systematic approach. This is one of the related principles of quality
management system which is called the «systematic approach». Based

404



on this approach, we can conclude that the identification and
understanding of a system of interrelated processes and managing the
system contribute to the efficiency of the organization in achieving its
goals. By synergistic management of the process’ structure based on
the systematic approach flexibility, ease of management and stability
at the level of the entire system is achieved as well as the confidence
on the level of market and society in general. According to the model
of quality management systems and systematic approach, the
customer satisfaction and demands that it places for the product are
set as the basis. Customer requirements can be specified as in Table 1.

Table 1
PRIORITY CUSTOMER REQUIREMENTS FOR PRODUCT
Requirement Meaning
Functionality The possibility that the product performs functions that

the customer has predicted for a certain period.

The possibility that without failures or delays, intended

Reliability function is performed.
Desi Style of the products must be competitive and approved
esign b
y the customer
Diversification The possibility of the supplier to offer customers a

number of versions of the same product.

The ability of the supplier to deliver the product at the

Just-in-time right time with no waiting and without stocks.

Packaging, safety and quality of transport are

Package and transport particularly dictated by customers.

Product price has to be competitive and to enable the

Price customer to continue to do its job economically
efficiently.
Other requirements Economic, ethical, hygienic, regional and social.

In addition to requirements of customers, the product must also
meet the requirements of legislation, regional associations, interna-
tional associations and the like.

In addition to highlighting the relationship towards customer satis-
faction, it is also necessary to point out the large number of require-
ments that can be defined in the segment of structure description of
the ISO 9001 standard. However, this paper is not specifically focused
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on this topic so that herein individual requirements will not be de-
scribed but will rather only be pointed out to them.

Based on these defined requirements and based on the standards
certain compatibility is observed and the possibility for the integration
of the elements as described earlier and defining the marketing plan
and marketing activities that are not related only to sale.

4. IMPORTANCE AND ROLE OF MARKETING
AND SYSTEMATIC APPROACH, POSSIBLE CORRELATION
WITH THE QUALITY MANAGEMENT SYSTEM

The process model that is required by the quality management
system, and in particular the orientation on users and their satisfaction,
as well as the systematic approach to management are the elements
that must be the basis for the integration of the quality management
system and marketing management. Classical function of sales and
profits in recent philosophy of organizational advancement has been
abandoned. This understanding is replaced with a newer philosophy
that has a stronger development function where the traditional market
orientation to finance is being replaced for the long-term and sustain-
able orientation and other functions within the organizational struc-
ture. In this way a compact and sustainable system is created where
we have a strong «feed back» communication between all processes in
the organization at the level of the two systems being quality man-
agement system and marketing management. In this paper’s basics the
requirements of quality management system are set that operate on
process modeled organizational structure and the potential connection
with pointing out the specific intensity with the activities of marketing
planning. Figure 4 shows the potential connections and intensity.
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v 5 E| Bex | & B g g
S| 88| 252 |3 |5|€ | &
5| S8E |59 |35, |82 |3
c| S| 588 | =8| E|Eg| g
S| ECE | SES | SE| | &L 2
A |lass |22 |aala|A0E]| &
5.10bligations and management
activity © © © © © © ©
5.2 Focus on the customer © © © © ©| © ©
5.3 Quality policy © © o © ®| o ©
5.4 Planning © © © © ©| ©
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7.3 Designing and development ® © ] ® e o ©
7.4 Supply © © © () e o ©
7.5 Production and servicing © © © © e o ©
7.6 Managing devices to monitor o o o o o o o
and measure
8.2 Monitoring and measuring o © © 0 o 0 o
8.3 Managing nonconforming
product © © © © © © ©
8.4 Data analysis © © © © ©| © ®©
8.5 Improvement © © © © ©| © ©

Legend:
© — strong connection
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o — weak connection

Figure 4. Review of potential connections of quality management system
and marketing plan

As evident in Figure 4, in most cases between the areas or the
standard requirements and the elements of the marketing plan there is
a strong connection. Precisely based on the facts an integrated system
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should be built that will affect the sustainability and efficiency and ef-
fectiveness of the overall operation.

5. CONCLUDING CONSIDERATIONS

As particularly emphasized in earlier chapters, marketing lately is
not only the traditional function of sale and advertising products.
Marketing is much more and it becomes the system permeating almost
all functions in the organization. In this sense, recently to the word
marketing added also is the word management. This is exactly the
reason that marketing in the modern sense is a complete single
manageable system that pervades almost all processes in the
organization, that is has strong relationships with all organizational
processes. Viewed in terms of the quality management system and in
particular in terms of the proclaimed process approach, almost all
processes in the process modeled organizational structure are in the
function of marketing and marketing is in their function. In this sense,
the goals and information (input and output) in the process should be,
or rather must have a direct correlation to marketing activities that is
to the activities of marketing as a system. It should especially be
stressed that the framework around which can the integration of
quality management system and marketing management could be
performed is precisely the basic postulate of both systems and that is
the «customer satisfaction». All these facts and aspects indicate that,
in meeting the requirements of quality management system accordlng
to individual processes, it is necessary to establish a connection with
the elements of the marketing plan in order to maintain a compact,
sustainable, efficient and effective organizational system integrating
these two subsystems. Such connections and the intensity should be
used based on the strong «feed back» communication between the
processes and activities of the two systems.
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TEHOAEHLII PO3BUTKY OCHOBHUX CEFMEHTIB
PUHKY LW®POBUX ®OTOKAMEP

AHOTALIA: Y craTTi npoBeaeHO PYHTOBHMI aHani3 TeHAEHLN PO3BUTKY
MPOBIgHNX CErMEHTIB Ta B LMTOMYy CBIiTOBOrO PWHKY LMEPOBUX pOoTOoKa-
Mep Ta 3pobreHi BiANOBIgHI MPOrHO3M OO0 PO3BUTKY PUHKY Yy ManbyT-
HboMy. [poaHani3oBaHi BnogobaHHA NpeaCcTaBHUKIB PiI3HOMAHITHUX cer-
MEHTIB CNOXMBaYiB PUHKY LIMppoBUx hoTokamep.
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GaHHS, NPOrHo3 PO3BUTKY PUHKY LindpoBMX choToKamep.
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