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Some Introductory Questions

bility? (eg through
diversification?)

Oil? Or are you creating a
customers through your brand?
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Three Videos to Set the Scene

Examples of NZ Success

low cost countries can offer retailers

nterest generated by premium and super-
ely high prices within lower priced segments

ot have the same potential to deliver high returns
sales can.
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What is Marketing?

2 scenario:
did it extremely well...?
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What is Marketing Management?

d communicating
stomer value.
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What is Marketed?

Olives, Olive Oil*
Taste, Delight, Freshness

Company Orientations

Where do yo
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Traditional Marketing Mix

Should we add

New Consumer Capabilities

S on products and
I — Eg www.Dell.com

0 influence public opinion
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http://www.amazon.com/
http://www.dell.com/
http://www.amazon.com/
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Holistic Marketing

plete Value Chain:
until the moment when
pose of your empty container

What is a Marketing Plan?




A Good Marketing Plan requires
Clear Corporate Direction

Good Mission Statements:

13

Rubbermaid Commercial Products, Inc.

“Our vision is to be the Global Market Share
Leader in each of the markets we serve. We
will earn this leadership position by

providing to our distributor and end-user
customers innovative, high-quality, cost-
effective and environmentally responsible
products. We will add value to these products
by providing legendary customer service
through our Uncompromising Commitment

to Customer Satisfaction.” J
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Levels of a Marketing Plan

ales channels
Service

15

Marketing Plan Contents

v' Executive summary
v’ Situation analysis
v’ Target Market

v Objectives

v Marketing strategy
v Marketing Mix — 4 or 5 Ps
v" Financial projections

v Implementation controls



http://www.taranakiscope.co.nz/uploads/Marketin plan template.doc
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http://www.pacificbusiness.co.nz/biztools/biztemplates/
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Creating a Marketing Plan

v Make it simple
v’ Make it common sense
v Make it specific

v Make it realistic

v Make it complete

17

Segmenting Consumer Markets




Demographic Segmentation

Who Buys ya

Psychographic Segmentation

Who Buys yo

How do wine compani
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Behavioral Segmentation

Loyalty Status
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Maximizing Customer Lifetime Value

lue: $1000

Customer Retention
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Strategies - Ansoff’s Product-Market
Expansion Grid

ANSOFF GROWTH MATRIX

Porter’s Generic Strategies
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Competitive Strategies

Market Follower Strategies

Should we do thi
As a Company?
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Niche Specialist Strategies

Should we do this? As :

Market Challenger Strategies

Should we do this? A
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Marketing Warfare!
General Attack Strategies

Concerted

Specific Attack Strategies

Sive advertising

Brand development

32
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Grow the Pie...?

e NZ story!

Start a propaganda war on the
What is the role fc

Create synergy —t

What is a Brand?

om from those of
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What is Branding?

The Role of Brands

our customer
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What is Brand Equity?

Advantages of Strong Brands

sed marketing
munications
offectiveness

» Possible licensing or
brand extension
opportunities
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Brand Elements

What is Positioning?
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Value Propositions

What is Yours? T

Defining Associations

ate
and believe

>ould not find to

> same extent with

a competitive brand

What are the PC
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The War on the Big Brand Bullies

v/idually. Jointly

Tell Your Story! E
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