Creating a
Power ful
Marketing Plan




Guerrillia Marketing Strategies

m Find a niche and fill 1t.

m Don’t just sall; entertain.

m Striveto be unigue. ‘E

m Create an identity for your o=y
business. O/”O

m Connect with customerson an
emotional level.




A Guerrillia
Miarketing Pllan

m Determines customer needs and wants
through market resear ch.

m Pinpointsthe specific target marketsthe
company will serve.

m Analyzesafirm’s competitive advantages and
builds a marketing strategy around them.

m Createsa marketing mix that meets customer
needs and wants.




Mar ket Resear ch

m Market research isthe vehicle fior gathering the
Information that serves asthe foundation for
the marketing plan.

m Never assumethat a market existsfor your
company’s product or service.

m Market research does not have to be time
consuming, complex, or expensiveto be useful.




Mar ket Resear ch

How to Conduct M arket Resear ch:
m Definethe problem

m Collect the data
¢+ | ndividualized (one-to-one) marketing




How: to Become an Effective One-to-One IV ar keter

Enhance your products and
services by giving customers
infor mation about them and how
to use them.

Identify your best customers,
never passing up the
opportunity to get their names.

See customer complaints
Collect information on these for what they are—a

customers, linking their chance toimprove
identitiesto their transactions. your service and

Successful quality. Encourage

complaints and then

One-to-One fix them!
Marketing

Calculate the long-term value Make sureyour company’s

of customer s so you know product and service quality
which ones are most desirable will astonish your customers.

(and most profitable).

Know what your customers

buying cycleis and time your
Source: Adapted from Susan Greco, “The Road to One- . mar ket I_ng effor.ts to coinc c_ie
to-One Marketing,” Inc., October 1995, pp. 56-66. with it — “J ust-in-time mar k eti ng.”




Mar ket Resear ch

How to Conduct M arket Resear ch:
m Definethe problem

m Collect the data

¢+ | ndividualized (one-to-one) marketing
+ Data mining

m Analyze the data and interpret the
results

m Draw conclusions and act




Pinpointing the rarget M arket

= One objective ofi market research
ISto pinpoint the company’ s target
market, the specific group of
customer s at whom the company

<=
alms Its products or services. @

m Without a clear image of its target
market, a small company triesto
reach almost everyone and ends up
appealing to almost no one!




Relationsnip Marketing

= | nvelves developing and maintaining leng-term
relationships withi custemer s soithat they will
keep coming back to make repeat purchases.

m Small companies have an advantage over ther
larger rivals at relationsnip marketing.

m Reguiresa company to make customer service
an all-encompassing part of its culture.

m Customersare part of all major issuesthe

company faces. 7




TThe Relationship Marketing Process

|T you have done

everything else correctly,

this step isrelatively easy.

Superb customer serviceis s

the best way to retain your =g , Conduct detailed customer inteligenceto

most valuable customers: . SIS pinpoint most valuable customers and to learn
all you can about them, including their lifetime
value (L TV) to the company.

Based on what you have

learned, contact customers Make contact with most valuable customers
with an offer designed for and begin building a customer database using

them. Make customers feel ‘ data mining and data war ehousing techniques.
special and valued.

L earn from your customers by encouraging
feedback from them; develop a thorough
customer profile and constantly refineit.




Plottingla M arketing Strategy:
Building a Competitive Edge

m Focuson the customer

= Devotion to guality

m Attention to convenience

= Concentration on innovation

m Dedication to service and customer
satisfaction

m Emphasis on speed 7’




[Focus on the Customer

m 6/% of custemerswho step patronizing a
business doiso because an Indifferent employee
treated them poorly.

m 96% of dissatisfied customers never complain
about rude or discourteous service, but...

* 919% will not buy from that business again.

+ 100% will tell their “horror stories’ to at
least nine other people.

* 13% of those unhappy customerswill tell
their storiesto at least 20 other people.




[Focus on the Customer

Treating custemer s indifferently or poorly coststhe
average company: 15% to 30% of: gross sales!

Replacing lest customersis expensive; It costsfive
times as much to attract a new customer as it does
to sell to an existing one!

m About /0% of a company’s sales come from

existing customers.

Because 20% of a typical company’s customers
account for about 80% of its sales, no business can
afford to alienate its best and most profitable
customers and survive!



[Focus on the Customer

ul at retaining
I themselves

3. What havepwEmsne wrong?
4. What can o the future?




[Devetion toQuality.

m Quality — morethan just a slegan on the
company: bulletin boara

m \World-class companiestreat guality as a
strategic objective, an integral part of the
company culture.

m [hisisthe philesophy of Total Quality
Management (TQM ).
¢ Quality in the product or service itself

¢ Quality In every aspect of the business and its
relationship with the customer

¢ Continuous improvement in quality




How Do Americans Define Quality
N a Product?

Reliability (average time between breakdowns)
Durability (hew long an item lasts)
Ease of use

Known or trusted brand name

L ow price




How Do Americans Define Quality
N & Service?

m [angibles (eqguipment, fiacilities,
people)

m Reliability (doing what you say you
will do)

m Responsiveness (promptnessin
helping customers)

m Assurance and empathy (conveying
a caring attitude)




Attention to Convenience

8 | syour business conveniently located near
customer s?

m Areyour business hours suitable toyour
customer s?

= \Would customers appreciate pickup and delivery
Ser vices?

m Do you makeit easy for customersto buy on
credit or with credit cards?

m Areyour employeestrained to handle business
transactions quickly, efficiently, and politely?

m Doesyour company handle telephone calls well?




Concentration on Innovation

m | nnovation —the key to future success

® | nnovation —one of the greatest strengths
of entrepreneurs. It snowsup In the new
products, techniques, and unusual
approaches they introduce.

m Entrepreneurs often create new products
and services by focusing their effortson
one area and by using their size and
flexibility to their advantage.




Dedication to Service

Goal: to achieve customer astonishment!

m L isten to customers.
m Define” superior service.”

m Set standards and measure
performance.

® Examine your company’s service
cycle.

m Hiretheright employees.

m [rain employeesto deliver superior
Ser vice.



Dedication to Service

(continued)

Goal: to achieve customer astonishment!

m “ Empower” employeesto offer
SUperior service.

m Use technology to provide improved

Service.
m Reward superior service.
m Get top managers support.

m View customer service as an
Investment, not an expense.



Emphasison Speed

m Re-engineer the processrather than try
to do the same thing — only faster.

m Create cross-functional teams of woerkers
and empower them to attack and solve
problems.

m Set aggressive goals for production and

stick to the schedule.




Emphasison Speed
(continued)
m Rethink the supply chain.
m | nstill speed In the company culture.

m Use technology tofind shoertcuts
wherever possible.

m Put the I nternet towork for you.

7'




Benefits off M arketing on the
WorlaWide Web

m Even the smallest companies can
market their products and services
around the globe.

m [heWebisgrowing rapidly.

m [heWeb can bethe” Great
Equalizer” in asmall company’s
mar keting program.

m \WWeb customers are demographically
attractive: They areyoung,
educated, and wealthy.




Small Businesses and the \Web

m Only 1/4 ofi small companies have\Web
sites. \Why?
¢ Security concerns
¢ Site may not draw customers

m Although small companies make about
50% of U.S. retail sales, they account for
just 9% of online sales.




IThe Marketing Mix

Product
Place
Price
Promotion




Stages|in the Product Life Cycle

m | ntroeductory stage

m Growth and acceptance stage

m Maturity and competition stage
m Market saturation stage

m Product decline stage

High Sales Profits Sales gfjoef?ti
Costs Climb Peak Peak s




