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ABSTRACT--- This study aims to find whether strategic marketing planning isadequate in Small and Medium-sized
Enterprises. Without efficient marketing, it is almost impossible for businesses to compete with others or to continue
their businesses. This research studies the strategic marketing planning practices in SMEs inthe Diyarbakuwr province
of Turkey. The studywas conducted on businesses in anorganizedindustry site of Diyarbakir. For datacollection, semi-
structured interviews were made. The population ofthe research consists of peopleinchargeofthe SMESs. The results
show that the SMEs on which the study was conducted were not on an adequate level when it comes to strategic
marketing planning. According to the findings, the businesses in the study used dynamic pricing. The reason for this
practice can be competition, exchange rates and the fluctuations in interest rates.
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1. INTRODUCTION

Two major factors are affecting the economy today. One of themis technology, and the other one is globalization.
Technology does not only affect people materially, but it also affects their mindsets. It also triggers the second effective
power, globalization. The “global village” that McLuhan mentions is a reality now [11]. Businesses can survive by
adapting themselves to new developments and innovations [8]. New developments undoubtedly affect marketing, which

is one of the most important functions of businesses. Marketing has been described differently by different authorities.
Some ofthese definitions are as follows.

Marketing canbe definedas all ofthe activities done by people tofinalize or ease the change [10]. Marketing i one of
the most critical components of the success of a business and has a significant effect on increasing the prosperity of a
country [20]. E. Jerome McCarthy fromthe University of Michigan describes marketing as: “The level of performance of
an organization to achieve its goals of managing the product and service flow from the producerto the customer in order
to foresee the needs ofa customerorabuyer.” John A. Howard from Columbia University described marketing as follows:
“detectingtheneeds of the customers, conceptualizing these needs in line with the production capacity of the organization,
transferring this conceptualization to the possible power laws of the organization, conceptualizing every production from
that point onaccordingtothe needs of the customers and transferring this conceptualizing to the customer” [21]. Marketing
management is designing, planning, conducting, and controlling the programs to make the changes expected fromthetarget
customer, either for mutual or individual gains [11]. Strategic marketing is a part of strategic management and one of the
development stages of or marketing. It ensures the gathering and evaluation of information on market structure and
competitors and that executives make decisions according to these evaluations [14]. The definitions show that strategies
have two essential characteristics; the first is that they are made before taking action, and the second is that they are
developedconsciously and purposefully [15].

Throughoutthelast decade, the marketing environmenthas changed dramatically and universally. The most important
of these changes is the emergence of concepts like “new consumer” and “new competition” [6]. The fact that strategic
marketing has come to the fore as a research field can be seen as the projection of the perspectives, paradigms, theories,
concepts, frameworks, principles, methods, models and metrics of the last couple of decades [22].
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Since the 70s, the planning function has raised theawarenessthat the strategic planning approach lacks certain aspects.
One unknown factor was adapting to the market, this process caused a static character development, and the environment
had increasingly become more dynamic.

The 21%-century concept of marketing has developed further than the concepts of the 20" century and has becone a
“strategic concept” that regards everything in marketing, necessary. Not only the product and customer but also external
factors like competition, technology, government policies, products of rival companies, prices, positioning and branding

have also become important [9].

The essence of strategic management is an integrated organizational force that aims to ensure and maintain the
competitive advantage of the individual unit of works (Day and Wensley, 1983). A typical strategic marketing plan is a
combination of marketing goals, marketing strategies, marketing tactics, marketing budget and marketing action plans
(Sirgy, 1996). However, implementing thedetermined strategies is notan easytask. In the past, many businesses survived
without a plan. The reasonfortheir survival was the abundance of resources and opportunities [12]. However, today it is
possible for businesses to be successful by knowing their weak and strong points, analyzingthem, and deciding on proper
procedures. Perception of opportunities and threats, using these opportunities and eliminating the threats are the initial
steps for success. As Kotler said, marketing is the art of finding, developing and profiting from opportunities [11]. The
literature on strategic marketing planning shows that businesses with marketing planning systems will be more successful
than those whohave not. In addition, thedifference between theory and applicationshows that there are many obstaclkes to
the application of marketing planning [13]. Certain steps of strategic marketing planning include analysis and research [3].
These processes are shownin Figure 1.
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Figure 1. The role of marketing research in strategic marketing planning process
Source: Tammo H. A.; Bijmolt, Ruud T. Frambach and Theo M. M. Verhallen, 1996: 83-98

Strategic analyses havean increasingly importantrole in strategic marketing. As Figure 1 suggests, internal and extemal
analysis of strategic marketing planning is prioritized. SWOT analysis, where weak and strong threats are detected, is also
important. After these steps, strategy and goals, market strategy and goals should be determined and documented. It i
crucial for the plan that these steps are regularly followed.

Marketing planning is a process that uses a certain set of techniques to help the management in the application and help
design the envisioned future. This process is a neutral one and the result being bad or good depends on the design and

application ability ofthe management [18].
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2. METHODOLOGY

A qualitative research method was used in this research to serve its primary purpose. The research was designedas a
case study. A case study is the research of the factors related to one or several situations with a comprehensive approach
and the analysis of the interactions between these situations [7].

The first characteristic ofa casestudy is thatit has limits, which means that the limits betweenthe caseand the contex
should be clearly defined. The second characteristic is determining the situation orthe case. The third characteristic is its
comprehensive quality. The fourth characteristic is using data collection techniques like observation, interview and
documentanalysis [7]. This researchanalyzes the strategic marketing planning applications of SMEs.

2.1 Participant Group

The participant group of this study consists of 8 SMES in Diyarbakir Organized Industrial Site. The names ofthe SMEs
in the study were kept hidden, instead a codewas usedto represent each. The SMEs that participated in this studywork in
different sectors.

2.2 Data Collection Tools

Semi-structured interviews were made to collect data. In semi-structured interviews, the questions and topic titles that
the researcher prepared beforehand guides the researcher. Semi-structured interviews help the researcher to proceed with
guidance and to interview in detail if necessary. While a document analysis is the analysis of written, visual and audio
material on the research topic [7].

The participants were asked 8 questions. The content of the questions is related to strategic marketing planning
applications. As semi-structured interviews necessitate in-depth research, the participants were also asked questions besides
the presetquestions.

2.3 Data Analysis

Qualitative data analysis is a heuristic process. The researcher organizes the collected data, synthesizes themto reveal
the patterns and reports the findings. According to Dey, there are three steps in qualitative data analysis: description,

classificationandassociation [7].

Descriptive and content analyses were made on the collected data. Descriptive analysis is a qualitative data analysis
method that includes the summarization and interpretation of the data collected through various data collection methods
according to predetermined themes. Content analysis is a widely used method and is mostly used to analyze visual or
written material. In content analysis, which follows a deductive logic, the researcher develops categories about his/her
research topic [17]. Matrixwas developed through conducting content and descriptive analysis ofthe collected data.

3. FINDINGS
The findings of the research conducted throughsemi-structured interviews have been summarized and analyzed in the

table below.
Table 1. SMEs and Information of The Participants

KOBI Sector Established | Occupation | Education Years of experiencein SE
Kodu in
SME1 Chemistry 2006 GM High School 3
SME2 Ready-made | 2015 GM Associate Degree 3
clothing
SME3 Packaging 2015 SM Bachelor’s Degree 8
SME4 Aluminum | 2014 ME Bachelor’s Degree 4
SME5 Food 2003 M Associate Degree 5
SMEbG Mining 1998 ME Bachelor’s Degree 3
SME7 Packaging 2003 GM Bachelor’s Degree 15
SMES Textile 1997 BM Associate Degree 8

SM: Sales Manager, M: Manager, GM: General Manager, BM: Board Member, ME: Marketing Executive
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The interview groups fromthe SMEs include 4 people with a bachelor’s degree, 3 with an associate degree and 1 with
a high school diploma. The research was carried on SMEs that work in chemistry, packaging, food, aluminum, mining,
textile and ready-made clothing.

Table 2. Strategic Marketing Planning Process

L Environmental
?:'(\)/IdE iﬁ;ﬁ;;?: Anal ysis (external- i\\rﬁ\glc))/-srl s Goal Setting eBtudg Documentation
internal)
SMELl | - - 2 + - -
SME2 | - - - + - -
SME3 | + + + + - _
SME4 | - - - - - -
SME5 | - - - + - -
SME6 | + + - + - -
SME7 | - + - n . .
SME8 | + + - + - -

+: Made, -:Not made
The research findings show that only 3 SMEs make situation analysis, the first and the most critical step of strategic

marketing planning. The interviews of the participants showthat externaland internal environmental analysis is made by
4 SMEs, goalsettingby 7 SMEs and SWOT analysis by only 1 SME.

It has also been foundthat none ofthe SMEs have a budget saved for marketing planning. It has also been determined
that SMEs do notwrite down their plans; they are only spoken.

Table 3. Market Classification

SME Demogr. Income | Psych. Consumer .

Code | &Geograph. | L. Variable Behavior Expected Benefit | Others

SME1 | + - - + i

SME2 | + - - - - Seasonal

SME3 | + - - - - Industrialized Areas
SME4 | + - - + -

SME5 | + i - - iF

SME6 | - - - + +

SME7 | + - - i Sectoral Classification
SME8 | + - - + +

+: Made, -:Not made

Market classification as a termwas first used by W. Smith (1956). As an alternative to the increasing competition of
mass marketing, Smith suggested a market classification approachand stated thatif products are put on a suitable market,
it will succeed. American Marketing Association (AMA 2008) defined market classification as “classifying the market
into different sub-categories that meet similar needs and act similarly.” AMA stated that market classes should be
measurable, accessible, can bedifferentiated fromothers, consistentand large enough [16].

Classifying a vast market into businesses, countries or customers that partially need the same products or services is
called market classification. Market classification is a 3-step process. research, analysis and evaluation. Firstly, the data
related to the market is collected. After analyzing the data, the market is classified, and the target market is determined [1].

It has been found that almost all of the SMEs that participated in the research (7 SMEs) make a geographical
classification. 5 SMEs make benefit classification. 4 of the SMEs that make geographical positioning als o make expected
benefit classification. 4 SMEs make classification while also considering customer behavior. Aside from the preset
variables, therewere other answers classifications like industrialized areas and sectoral.
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Table 4. Target Market Classification

SME Code | Mass Market II:/III;rhIf ots Local Market | Personalized | Others

SME1 - - + - Construction Sector

SME2 + - - -

SME3 - + - - Target market in 250 km? radius
SME4 - + - -

SME5 + - - - Focused onforeign market
SME6 - - + -

SME7 - + + - Manufacturing businesses
SMES + - - -

+: Made, -:Not made

When it comes to target market classification, it has beenfound that 3 SMEs have a mass target market, 2 SMEs have
niche target markets, 1 SME has both niche anda local target market. Also, there was an SME that specifically targets the
constructionsector and another SME that targets manufacturing businesses in a 250kn? radius. Another SME stated that it
targets businesses thatmanufacturers for the local market.

Table 5. Price Positioning

SME Low price, high | Acc. To . . ACC.‘ To the Acc. To the Added
Code numberr) ’ income Dynamic Pricing Equwalent Value of the Product
roduct

SME1 + - + + =

SME2 + + + + -

SME3 - - + -

SME4 - + + - -

SME5 - + = -

SME6 - - + - -

SME7 + +

SMES - - + - -

+: Made, -:Not made

The most striking thing about the pricing is that all of the SMEs implement dynamic pricing. They stated thatincreased
competition, exchange rates and fluctuations in the interest rates are the main reasons for implementing dynamic pricing.
In addition to dynamic pricing, other pricing methods are also implemented. 1 SME implements pricing according tothe
added value of the product.

Table 6. Budget for Branding

SME Code No Budget %1 (Ciro) | %3 (Ciro) | %5 (Ciro) | % 10(Ciro)

SMEL + - - - -

SME2 - + - - -

SME3 + - - - -

SME4 +

SMES5

SME6 -

SME7 -

SME8 -
+: Made, -:Notmade

+| 4|+ +]
1
1
1

Branding is vital for businesses. A brand is at the center of marketing activities, it has the power to affect customer
behavior, and it helps differentiate between services and products. A brand is a combination of logos, figures or names
that determines theidentity ofaserviceandthatmakes it different fromits competitions [2].
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5 of the SMEs stated thatthey save 1% ofthe revenuefor branding. While 3 SMEs stated that they have no budget for

branding.
Table 7. Marketing Mix

KOBI Kodu | Product | Place Price Promotion Other

SME1 IF + + + People

SME2 + + + + People, Physical Opportunities
SME3 + + + + People

SME4 + + + + People

SME5 + + + + People

SMES6 + + + + People, Physical Opportunities
SME7 + + + +

SMES + + + + People, Physical Opportunities

+: Made, -:Notmade

To gain an activeresponse, in marketing management, it is essential to organize and the product, price, place, promotion
(4p) elements and make themsuitable for the business structure [10].

It has been found that even though SMEs make basic level plans, they include marketing mix elements. The people
factorand physical opportunities are also foundto be important.

Table 8. Distribution Channels

SME Code Distributor | Franchise | Store E-commerce Others

SME1L - IF - - Beginner

SME2 - + - -

SME3 - - - - One-to-one Marketing
SME4 - - - - One-to-one Marketing
SME5 + - - -

SME6 - - - - Direct Sale

SME7 - - - - One-to-one Marketing
SMES - + - + One-to-one Marketing

+: Made, -:Not made

Thinking that the term““distribution” only stands for transferring the products and services to the consumer can cause
some misunderstandings. A distribution channel can be defined as a structure that is created by intervening or first-hand
parties like internal units, external agencies, wholesalers, retailers, franchisees and distributors to help market the services
to the consumers [5].

The findings show that most of the SMES use the one-to-one sale method. 3 SMEs use franchising channels, 1 SME
uses distributor channels, and 1 SMEuses an e-commerce channel.

Table 9. Customer Experience

SME | Promotion& Tailor-made . . Peer-to-peer
Code | Information Products CustomizedServices Commur?iecation Others
SMEL | - - = +
SME2 | + - - +
SME3 | + - . T
SME4 | - - - +
SME5 | + - - +
SMEG6 | + - - +
SMET7 | - - - +
SMES8 | + - +
+: Made, -:Not made
Asian Online Joumals (www.ajouronline.com) 88



http://www.ajouronline.com/

Asian Journal of Businessand Management (ISSN: 2321 -2802)
Volume 8- Issue 5, December 2020

By investigating customer experience, it is aimed to evaluate how SMEs maintain their relationships with the customer
and what kind of methods they use to manage customer relationships. It has beenfound that peer-to-peer communication
is used as anefficient method. In addition, 5 SMEs stated thattheyalso use promotional activities and share these with the
customers and occasionally informthe customers throughemail.

4. CONCLUSION

It is an undeniable truth that marketing has gained importance in a highly competitive environment. Therefore,
businesses need to create high disciplined marketing plans. Analysis of the market, competitors, competition conditions
and the comparison and analysis of the capability of products and services are among the mostimportant steps to take. The
SMEs on which this study was carried out make strategic marketing plans on a significantly basic level. This can have
different reasons, andthey canbe the topic of future research. Another finding of this study is that investment in branding
is significantly low.

Accordingto the 2017 data of TUIK, the population of Diyarbakiris 1.699.901; this makes it the 12" most populated
city in Turkey. It has a young population. Diyarbakiris a 6. encouraged investment zone *, and because it is close to Iran,
Iraq, and Syria, it is close to the middle east market. Despite the advantages the city has, the fact that it has no product or
services representing Turkey canbe another researchtopic.
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