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Introduction

Strategic planning is a process by which an organization defines its strategy or direction and goals it aims to achieve after a specific period. It involves drawing a detailed plan of how an organization will allocate and utilize its resources to meet the set goals. The primary purpose of strategic planning for any department or organization is to set goals and provide means of achieving them (Bryson, 2018). It gives an organization or department sense of direction, leading to effectiveness and efficiency in resource utilization. For this assignment, I will explore strategic plan development for Compassion international, department of Global Marketing and Engagement. Also, the paper provides a conceptual framework of the SWOT analysis of the company as well as the implementation strategy, performance measures, strategic management, and a comparison between public strategic planning and private strategic planning. 
Part I
Compassion International is a non-governmental organization that pairs compassion with people who are suffering from poverty, specializing in child advocacy.  The purpose of the organization is to release children from all sorts of poverty including economic, physical and social poverty. In this way, the organization helps children grow into responsible and fulfilled adults. The organization was formed in 1952 in South Korea by An evangelist Rev. Swanson to help a group of 35 orphaned children who were suffering from poverty, following the aftermath of Korean conflict (Anderson, 2012). The organization has six departments including human resources, the office of CFO, Global marketing and Engagement, global program, Global, and General Counsel Office. Of these departments, a strategic plan will be developed and implemented in the department of Global Marketing and Engagement.
Global Marketing and Engagement is one of the essential departments in Compassion departments that are core to its survival. Generally, this department is responsible for building and managing the brand for Compassion international to attract and engage sponsors as well as maintaining a positive organization's image in the corporate world. This department is specifically mandated with engaging and soliciting donations from donors through positive persuasion, marketing the organizations products and services, managing the products and developing new ones, market analysis at international levels to determine changes in consumption, demand and supply of products and services, leading company's relationship with various stakeholders as well as maintaining and assessing need for diversification and expansion to new localities (Steiner, 2010). Since this department has mandates that have a direct influence not only on development but also the existence of the organization, it's essential that it must have clearly defined goals and ways of achieving them. Strategic planning is fundamental for this department as it will help into increased donations, improved product, and services delivery, the growth of the organization as well as expansion to more new areas hence helping and improving lives of more children.
One of the challenges that are likely to be faced in the strategic planning process is getting all group heads on board. This is a large department with seven groups which has its own goals, getting all groups on boards and aligning them to the same direction may be a challenge. Planning process requires a substantial amount of funding; hence inadequate resources may be a limiting factor. The organization will also have stiff competition for donor funds from rival companies with similar initiatives. Besides, the marketing team also faces scrutiny from the press on issues of accountability and transparency. In this regard, the company is also likely to feel economic pressures brought about by inflation and global financial depressions. 
Part II
Introduction  
	The global marketing and engagement department is key to the global functioning of Compassion International. The department consists of six subdivisions with different tasks. The sponsor and donor services wing has the sole mandate of maintaining relationships between various supporters. The channel marketing division engages potential partners to increase the sponsorship of the group. The donor development division looks to engage and develop donors and help the group raise non-sponsorship revenue. The direct marketing team links the supporters of the group and the beneficiaries of the group by creating magazines, developing events, and offering updates. 
Moreover, stakeholders such as donors expect the company to earn continuous profits from the funds they provide. Therefore, Compassion International is tasked with the responsibility of ensuring that the revenue channels are diversified enough to finance the operations of the company. The management should ensure proper bookkeeping practices to a systematic account of their services to the equity holders. In this regard, the product marketing division is responsible for market research, business intelligence, process management, and market strategy. The global product and brand manage the group’s products, build brands, and manage partnerships. Finally, the emerging markets division manages high-growth marketing channels. The future growth of Compassion International largely depends on the performance of the global marketing and engagement department. The effectiveness of this department is, however, affected by many internal and external factors. 
Strengths
	The greatest strengths of Compassion International and all its departments lie in their leadership. The organization has a history of hiring top-notch individuals and having leaders with sound business strategies. Their leadership has been instrumental in enhancing their innovativeness; innovation is essential to institutional success and sustainability (Hull, 1996). Additionally, the group has a rich history. Their history and their previous emphasis on accountability and transparency make it highly attractive for sponsors. This factor explains the group’s ease of raising funds; a situation which is likely to persist into the foreseeable future. Moreover, the group’s close proximity to religion and their willingness to develop religious leaders make it easy for the group to interact with Christian groups in the areas where they operate. These religious groups have become formidable partners over time. The department is also largely unique. The department’s close adherence to the mission of the group also emerges as a major strength. 
Weaknesses 
	Despite all their strengths, the global marketing and engagement department of Compassion International has some weaknesses. The department’s poor association with the press emerges as its major weakness. The lack of a strong relationship between the department and the press limits the spread of their activities and their impact on communities. The perception of greater impacts would win the group more sponsors. Internal disagreements on the expenditure of funds are also an emerging weakness in large organizations. 
Opportunities 
	The fact that Compassion International has developed into a strong international charity organization is, in itself, a major opportunity for them. Across the world, there are many needy children. As world populations increase, their difficulties multiply (Schulze & Post, 2010). Many places have not had the luxury of non-profit organizations aiding them while the organizations in other places are unable to satisfy all the needs. For instance, problems like the influenza pandemics, which predominantly affect children, and the challenges of planning for them present a great opportunity for the organization to develop (Patel et al., 2008). Furthermore, the number of Christian groups who are willing to join charity is increasing; this increase gives Compassion International a chance to have more partners to aid them. In some areas, local governments and even military leaders are willing to partner charity organizations in offering relief hence a great opportunity for Compassion International. 
Threats
	The most important threat to the success of the organization is the aggressiveness of emerging competitors. With the promise of profits for individuals, many aggressive non-profit organizations are emerging. Additionally, the threat of statutory law differences makes the operation of the organization in some international territories difficult. These difficulties could potentially slow the progress of the organization. 
Part III
	Global Marketing and Engagement will build brands and source funds from external sponsors. The brand should help maintain Compassion’s corporate cultures besides actively engaging the international community. In this regard, the organization will be selling a brand to the world and using holistic marketing frameworks to attract well-wishers and sponsors on board. The sustainability of the plan can only be realized when new products and services are developed to adjust to the changing marketing environments. The organization will require monetary inputs from donors while in exchange it will be selling its products and services. The expected outcomes for the strategic plans are increased donations, enhancement of products and services, and expansion of operations into new business environments (Steiner, 2010). The overall organizational efficacy is supposed to improve, and the resources should be appropriately allocated to the available production units.  Improved business dynamics will translate to incentives that will change the lives of the suffering children worldwide. 
	Moreover, the performance will be quantified when the organization attracts more donors to contribute to the financial pool. Increased productivity of the organization will be a definite performance indicator since optimal outcomes will be achieved using minimal resources. Also, the organization gaining entry into high-market will show that the strategic plan has been successfully implemented. Compassion International should compete favorably in the global markets by maintaining a balance between achieving its philanthropic goals and making profits. Such performance goals can only be realized when the business uses market interventions that provide quality products and services to the customers.
 Besides, the strategic management will be implemented by fostering collaborative efforts among the channel marketers, donor developers, brand developers, direct marketers, product and service marketers, new business team, and the global team under centralized leadership. The Human Resource departments should ensure that highly-qualified personnel that shares Compassion International’s corporate culture. Managers should create a sound working environment that promotes innovation. The managerial framework will be based on religious doctrines to help foster interpersonal relationships with Christian groups around the world. 
Notably, there are glaring differences between public strategic planning and private strategic planning. For instance, the public sector focuses on the process role as opposed to content purposes. In this regard, private organizations such as Compassion International emphasize on creating new products and increase net profit margins. Emphasis on profitability emerges due to the need to be accountable to the shareholders and attract investors. Also, the recruitment process in the private sector is efficient as compared to the public since companies since the latter do not to face stiff competition (Alford & Grave, 2017). For instance, Compassion International has a culture of hiring top-notch employees who can improve the productivity of the organization. Lastly, public companies need to prescribe to high standards of accountability and transparency since their operations are funded using taxpayers’ money. Unlike public corporations, private companies are only answerable to the shareholders. 
Conclusion
[bookmark: _GoBack]Conclusively, strategic planning is fundamental in an organization or department’s effective performance. Developing an effective strategic plan for Marketing and Engagement department will give it a sense of direction; increase its productivity and efficiency in resource utilization. This will lead to increased service delivery and production in the whole organization. Also, to progress, the global marketing and engagement department at Compassion International need to uphold their strengths, convert their weaknesses into strengths, make use of their opportunities, and mitigate their strengths. Strategic disclosure of internal moves will be essential in mitigating the threat of aggressive competitors. Diversification of product lines will also aid them greatly. Besides, the organization ought to have holistic implementation strategies and management systems that will improve its performance.
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