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The Basic Economic Equation

REVENUES — EXPENSES = PROFIT / LOSS
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REVENUES — EXPENSES = PROFIT / LOSS
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The Exec. MBA
Examines and
Aims to Manage
all the Functions
& Business Activities
that affect
this Equation
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Executive MBA courses that will cover ...

Module Name

Applied Research Methods
Strategic Management

Accounting Management

Financial Management

Marketing Management
Operations & Project Management
Human Resources Management
Leadership Management
Innovation Management

Ethics and Social Responsibility
Thesis

VIVA



Business Operations

Customer

services e 7
Administration

Operations and IT support

Marketing and
sales

Finance

Human

R rch an
esearch and resources

development



Business Objectives




Accounting




Financial Analysis on 3 Accounts

Income statement {INHI‘I‘II‘I] Balance sheet {Iﬂﬂmnj

Fiscal year ending 03/13 Fiscal year ending o3/,/13

Operating income 82 T3 MNet worth 90,187

EBITDuA Z21 626 PO ity interast -

Other imnoormee 2,158 Total debt S,.671

Depreciation 2,952 Deferred tax liability 2,805

EBIT 20,832 Total limbilitiex L0 &&=

Interest 276 MNet block 6,100

Met extra ordinary items Ios CWATP 2. TTE

PBT (reported) 20,954 Goodwill -

Total taxes 5. 443 Investrments 25 324

PAT (reported) 15,511 Cash 1,430

(+) Share in assoc. earnings (62) Inventories 23,871

Less: Minority interest - Debrors 16.688

Prics pariod tems _ Loans and advanl:-e‘s 9,387

raat b - Or ) 15,449 less: Currerllt liabilities 11,091

Averndus net incorme 15, 885 Inga: Frovisions SAEE
- MNet working capital 37 461

Avendus dil. shares (mn) 802.9 Total assets 102.663

Avernndus EPS (INR) 18.7

Cash flow statement (INRmn)

MNet profit + Depreciation 18 401

Deferred tax Lin ]

wWorking capital changes -6,480

Less: Other incorme 2,158

Cash flow from operations 9,763

Capital expenditure -5, 972

Others -10,478

Cash flow from investing =17.451

Equity raised o

Change in borrowings 9.379

Dividends paid (incl. tax) -3

Others -1.163

Cash flow from financing 8213

Met ::h:-u imncash S26

Source: Bloomberg, Avendus Research
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Finance
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Production & Operations
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Marketing & Selling




By using ... CONventional MKTG ... tools

Magazines

Flyers &

Newspaper Brochures

Traditional
Marketing

Billboards




and/or ... Digital MKTG ...tools
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Consumers behave the same ...
The Buyer’s Journey

Awareness Consideration Decision

Stage Stage tags

Prospect is experiencing Prospect has now clearly Prospect has now decided
and expressing symptoms defined and given a name to on their solution strategy,
of a problem or their problem or opportunity. method, or approach, |5
opportunity, Is doing Is committed to researching and complling a long list of all
educational research to understanding all of the avallable vendors and

more clearly understand, avallable approaches and/or products in their given
frame, and give name to methods 10 solving the defined solution strategy. Is

their problem problem or opportunity, researching o whittle the

long list down to a short list
and ultimately make a final
purchase decision



...and ... MKTG aims to ...

Attract Prospects

Attract potential buyers, influencers, and referral sources.

Build Engagement

Deepen engagement with your prospects and turm them into
educated and qualified opportunities.

Turn Opportunities into Clients

Make the decision easy for prospects that are ready to buy,




...by following the triple imperatives ...

A) VISIBILITY

B) LOYALTY

C) PROFITABILITY



The Key to increasing.... Sales

Great salespeople are
relationship builders who
provide value and help

their customers win

Jetfrey Gitomer
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PROSPECTS

CLIENTS

1. PROSPECTING
|dentifying the right
clients and opportunities

2. CULTIVATING

Building strong relationships
and uncovering client needs

3. POSITIONING

Demonstrating your value and
developing innovative solutions

4. CLOSING

Delivering a compelling
win-win proposal



ales & Relationships
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Put the
relationship
pefore the
sale.



"“’ Building Relationships

The key to getting along with
people Is respect, or
consideration for others.




Customer Interaction

Pillars of Sales Support

Enhance the Relationship

= Be available = Be a resource for info,
help and ideas
= Arrange continued

personal = Grow the business internally
communications

= Ask for referrals
= Maintain quality of
products/services

= Provide ongoing updates
and progress reports




CRM

*Customer Relationship
Management

*Customer relationship management (CRM) is a system for
managing a company’s interactions with current and
future customers. It involves using technology to
organize, automate and
synchronize sales, marketing, customer service,
and technical support.

“CRM as ”a term for methodologies, technologies, and e-
commerce capabilities used by companies to manage
customer relationships, and the management approach
that involves identifying, attracting, developing and
maintaining successful customer relationships over time



Identify
Trends

Price
Analysis

R

Domestic/

International
Competitors o0 | | Market

Research

Target
Market
Analysis

Competitive
Analysis

... MKT or MG Research? ..

Location
Analysis
Report

Market
Research/
Analysis

Reports

Marketing
Plans

SWOT
Analysis
Report



... MKT or MKTG Research? ..

Fig. 1.2

Customer Groups
+ Consumers

+ Employees
+ Shareholders
+ Suppliers
Controllable B
Marketing !
Variables
Marketing
. i Research
* Pricing
* Promotion
* Distribution

Y Y Y

Marketing Managers

+ Market Segmentation
‘Target Market Selection
* Marketing Programs

* Performance & Control

Uncontrollable
Environmental

Factors

« Economy
+ Technology

« Laws &
Regulations

+ Social & Cultural
Factors

« Political Factors




... and has a clear objective!ll .... What?

aNe\Vielaifelels
over

competitors

Precise
Consumer

Targets

Customer
Nneeds

The Purpose
of Research

Relevant
INndustry
INfo
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... especially the 2 CCs ... Imperative ...

Typres of Marketing Research

(_onsumer Research Compctitivc Kesearch

A A
Awareness, Attitude, ana Usage ve Vi

Aavbat i —_ Ammalhizlizs . !
Market Dimension Analysis 9 L.onjomt
(") FQ o4 ".1 o 1 ;") p’..‘)-'\r"‘l"‘
O Froaucuv Keasearci

Media Eesearch
Lonsumer- i racking Vevices

Motivation Research




... but also other areas ...

Customer Research

Advertising Research

Product Research

Distribution Research

Sales Research

Environment Research



... iIndeed ... Research & Decision Making ...
Figure 1.5 The Role of Marketing Research in Marketing Decision Making

Customer Groups
* Consumers

Uncontrollable + Employees
Environmental « Channel Members
Facom * Suppliers

* Economy SR

* Technology '

* Competition T

*Laws and
Regulation =

* Social and Marketing
Cultural Factors

- Political Factors Research

Marketing
Decision
Making

= = Marketing Managers
* Market Segmentation « Marketing Programs
« Target Market Selection +« Performance and




Customer Buying Behaviour (Consumer)

A) ANALYZING CONSUMERS

d Internal Factors affecting Buying Decisions
Consumer Buying Behaviour (Basic Model)

Buying Process
Needs

d External Factors affecting Buying Decisions

B) TARGETING CONSUMERS




PERCEPTION/ MARKET
SENSATION RESEARCH

COGNITION

STRATEGY

PREFERENCES

BELIEFS
CONSUMER

SOCIAL AND
OTHER INFLUEMNCE




Personal: Culture:
- Age * = Social status
= Occupation = Social class

= Education = Subculture

rosn. &

- Reference groups
= Social roles

= Status

= Household type

Psychological:

= Motivation

= Perception

= Beliefs and attitudes

CONSUMER
BEHAVIOUR

&H
fw

Social Media:
= Youtube

O

Environment:

: Eﬁcc)zgﬁ'llics - Facebook
- Inflation - twitter
- Politics Q

Marketing: Customers' Response:

- Strategies = Selecting Brand

- Promotions = Buying timfe

- Advertising - Repurchasing



Who is
important?

i What are
oW ado their choice

they buy? \ ' / criteria?

Where do When do
they buy? they buy?




Analyzing Consumers: How do they buy?

...... NEEDS......

Specific Needs and Buying Behavior

NEED FOR ACHIEVEMENT NEED FOR AFFILIATION

Value personal accomplishment Want to be with other people

Place a premium on products Focus on products that are used
that signify success (luxury in groups (alcoholic
brands, technology products) beverages, sports bars)

NEED FOR POWER NEED FOR UNIQUENESS
Control one’s environment Assert one’s individual identity

Focus on products that allow Enjoy products that focus on
them to have mastery over their unique character
surroundings (muscle cars, (perfumes, clothing)
loud boom-boxes)




Influences of Consumer Behaviour

Internal Influences External Influences

Psychological ] [ Cultural

Factors Factors
a) Age | [a) Motivation | [a) Cutture | [a) Family
b) Income b) Perception b) Sub-culture| |b) Reference
c) Occupation | |c) Learning c) Social class| | Group
d) Life Style d) Beliefs & ¢) Role &

e) Personality Attitude Status




...Human Everlasting fight Within....




Utilitarian and Hedonic &
Shopping Values

Utilitarian Hedonic

convenience, variety, emotional needs of
searching for quality individuals for
of products, and enjoyable and
reasonable price rate Interesting shopping
experiences










Hedonistic Behaviour

*fi
‘ - Pleasure seeking lifestyle
i - Emphasis on partying

» Drug use & alcohol










Snapshot Segmentation System

Income: $80 000 plus Income: $50 000 to $75 000
High-maintenance lifestyle Work-life balance important
Purchase goods to enhance their status Respond to direct mail
Respond to direct mail Shop by catalogue
Use Internet for purchases Look for quality, family-oriented products
Hot Spends: home decor, clothing, garden Shop around for the best deal
supplies, sporting goods, toys/games/ Shop online
novelties Hot Spends: household tools, appliances,
home decor, digital camera, garden supplies

o iy v D

Income: $40 000 to $65 000

Empty nesters Income: $ 30 000 to $ 50 000

Own their home Low income/high aspirations

Enjoy dining and theatre Like to buy for their children

More disposable income than other segments Respond to direct mail

Respond to direct mail Spend conservatively

Shop by catalogue Hot Spends: electronics, kids stuff,

Hot Spends: garden supplies, Jewellery, flowers household tools, computer, sporting goods

Income: $35 000 to $50 000

“It's all about me™

Impulsive, want to lead glamorous life

Early adopters of technology and new trends

Shop online

Hot Spends: clothing, DVD equipment and home
electronics, computer, music/CDs




Post-purchase Evaluation

anabout SATISFACTION

* How well a store, product or service meet or exceeds customer expectations.

* This then becomes part of the customer’s internal information that affects

— future purchase decisions

— Unsatisfactory experiences can result in??
— Satisfactory experiences can result in??

46



What Drives Customer Needs

Consumer Market
Customer Needs

Demographic Lifestyle Usage
Influences Influences Behaviors
Age Attitudes Quantity
Income Values Time of Use
Marital Status Activities Personal
Education Interests Social

Occupation Political Views Frequency of Use




Business Customer Needs

Business-to-Business
Customer Needs

Firm Company Usage
Demographics Culture Behaviors
Number of Employees Business Sophistication Application
Sales Volume Growth Orientation Quantity
Number of Locations Innovativeness Time of Purchase
Years in Business Technology Frequency of Purchase
Financial Situation Decision Making Users

Industrial, commercial and hi-tech customers needs are also shaped
by company demographics, company culture and usage behaviors.



Small Business Market Segments

Growth-Oriented Entrepreneurs Cost-Focused Sustainers
Core Business Need Core Business Need
Ways to invest and grow Ways to continue and save
Firm Demographics e e Firm Demographics
Medium size ya ™~ small in salesfemployees
More sophisticated £ N Less sophisticated
Higher in education Gr_nwth— Lower in education
Ongoing financial plan | Oriented | Cost- Limited or no financial plan
\ _ Focused
Purchase Behavior Purchase Behavior
Products that enhance productivity b V. Products that lower cost
High revenue per customer e H, Low revenue per customer
Willing to buy value-added solutions Confused by value-added solutions
Value Proposition Value Proposition
Solutions that help you grow Solutions that save your
vour business business money

Quail Ridge Books & Music
26 years of independent bookselling

Growth-Oriented
1 B~




Steps in Segmenting a Market

N\

Choose a basis or

Select a market or

) product category

Design, implement,
and maintain an

) ) bases
appropriate mix
Select
Select targets segmentation

descriptors

4

Profile and analyze
the segments

N
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e A mass-market philosophy
e One marketing mix for the entire market

e A market niche to target—single segment
e Highly specialized marketing mix

e Serve two or more segments with distinct marketing mixes for
each




Positioning

* Position—the place the product, brand, service
occupies in the consumer’s mind

* Effective positioning requires:
— Assessing the positions occupied by competing products

— Determining the important dimensions underlying these
positions

— Choosing a position in the market where the
organization’s marketing efforts will have the greatest
Impact



Perceptual Mapping

displaying, in two or
more dimensions,
the location of
products, brands, or
groups of products

in customers’ minds.

Fun
Pepsi
Max
Fanta
Sprite
Pepsi
’ Coke
E § Zero
> ®h
Diet Mt
Dew ‘
Serious

Source: Perceptual Maps for Marketing, http://www.perceptualmaps.com/example-maps/.

Not So
Sweet



Integrated Marketing Communication Model

IMC
4

Loyalty

4

Profitability




IMC PLAN

_________________________________________________________________________________________________________________________________

Selecting & Synthesizing Mix of Channels

| A
, Conventional Channels Digital/Online Channels

Advertising

Sales Promotion
Personal Selling
Direct Marketing
Public Relations

Web (User Interface/Experience/Responsive Design)
Email Marketing (standardized, customized)
Mobile (Mob Application)

Social Media (LinkedIn, Google, Facebook, etc.)
Blogs (Community, B2B, Professional, Guide, etc.)

\%
Coordinating & Integrating Use of Channels

II

Implementing IMC Strategy

Monitoring & Evaluating IMC Strategy

Strong Brand Relationship




Marketing Communication Plan

@ Situational Analysis
€ Establishing Marketing Communication Objectives
4 Budget Planning

4 Developing Marketing Communication Program

4 Evaluation and Control of Marketing Communication Program




...Conventional & Digital...”VIC tools...

Conventional Tools
m Broadcast (TV, Radio Ads) (biggest) m Mobile

m Print Ads (Newspapers, Magazines, etc.) m Social Media (Facebook, Google, Snap,
LinkedIn, Instagram, Twitter, YouTube, etc.)

m Synthetic Billboards

m Billboards (Outdoor, Indoor)
m Direct MKTG (Phone, Video, etc.)

. , m Email MKTG
m Sales Promotion (Consumer Promotions,
Trade Promotions, Events, Trade Shows, In m Website
store experience, Packaging, etc.) m Blogs

m Personal Selling (Account Mgt, Prospecting,
Retail Sales, etc.)

m Public Relations

] . N m Multi Media
m Public Relations (Publicity, Press Releases,
Newsletters, Media Relations, Investor m Search MKTG (SEO/SEM Content)
relations, Influencers, etc.) m Word of Mouth

m Word of Mouth

m Other offline (sponsorships, etc.)

ags
~ Engage targeted customer



...Artistic, Calculated, Measurable mix of IMC tools...

Conventional & Digital/Online Com tools Mix

¢ Advertising

¢ Personal Selling

¢ Sales Promotion Clear

¢ Direct MKTG Consistent

¢ Public Relations Compelling

¢ e-MKTG Message

¢ Event MKTG
¢ Packaging




MKTG Communication Process

Fields of experience
Noise
: Channel of~ ‘
| Source | 4%@ :‘ ' > Deoode~h| EReceiver
Y Communication :

Feedback Response id
Feedback loop



Sender
« Ad agency

« Marketing
department

Interference
(Noise)

v Friencs

 UJINEr a0

i l'.'" !

Encode
(convert
the idea
into words
and
pictures)

Message
Channel

« In-store
display

« Radio or
TV ad, ete

Decode
(Interpret
the
message)

Receiver
(customers
or
consumers)

Feedback
(from receliver to
sender)




... IMC takes place at the 4'" stage of the MKTG plan..

Phasel Phase ll Phase lll
A A A

POSITIONING ENGAGEMENT PROMOTION

Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May Jun.

g I N J
Y 2 o Y
GRASSROOTS SOCIAL MEDIA SOCIAL MEDIA
AND OUT-OF-HOME
SOCIAL MEDIA EXPERIENTIAL

SALES PROMOTION



Barack Obama

Personal charisma
Use of all communications media
Targeted his message beyond previous or likely voters

The campaign consistently communicated his upbeat
themes of “hope” and "change you can believe in”

Anticipated and outsmarted the competition
An excellent marketing and campaign team

o RN

TR

£ N\ OBAMAOS

L

"I want to campaign the same way | govern, which is to respond directly
and forcefully with the truth,"
~ Barack Obama



Factors affecting ....Com Tools ....choices




Trade offs ... anda.. Choices ... on Com Tools / Channels

Absolute Expense

Cost per exposure

INTER-
ADVERTISING DIRECT PROMOTION © PERSONAL
v Z 2
@ s = o £
x B & = 5
pall = - 3 =
58| EQ| £ a 5 o 3
2|2 g o @ a = ° —
caloa| & = a = = =
Mass v. Addressable | Mass Mass | Mass Mass Mass | Mass | Address- | Mass Individual | Mass Address- | Mass
able able
Paid/Unpaid Media | Paid Paid | Paid Paid Paid | Paid | Paid Paid Paid Unpaid Paid Paid
One-Way v Interactive | One- One- One- | One- | One- Two-
Way Way | Trackable | Interactive | Way | Way | Way Trackable | Interactive | One-Way | — Way
o Awareness
" E Interest
O |3 — -
= ) Decision/Trial
wv g -
& a- Adoption
E Information Content
% Vivid/Image
5 Credibility
Control
Reach
Waste
Clutter

Weakness

_ ¥ - Qutstanding strength.

Strength




Personal selling

* Personal Selling is an effective way
to manage personal customer
relationships. The sales person
acts on behalf of the organisation.
They tend to be well trained in the
approaches and techniques of
personal selling.

 However sales people are very
expensive and should only be used
where there 1s a genuine return on
investment. For example salesmen
are often used to sell cars or home

improvements where the margin 1s
high.




Personal Selling

- - o ~

PRE- POST-

INTERACTION |INTERACTION |INTERACTION

Skills: Skills: Skills:

s Setting Objectives | = Relating = Supporting

= Knowledge = Need discovery = Implementing
Management s Advocating s Dealing with

= Information s Closing dissatisfaction
Gathering = Enhancing the

s Rehearsal relationship




Promotional Tools’ valuation card

oales Personal
Criteria Advertising promaotion Fublicity selling
Costper audience
memher Low Low Verylow Very high
Confined totarget
markets Foor to good (5000 Moderate Very good
Ueliveracomplicated
messaje Foaorto good Foar Foorto good Very good
Interchange with
ainfian e Mone MNone Low tomoderate| Very good
Cregibiity Low Low High Moderate to'high




Social Media MKTG funnel
The Social Marketing

FUNNEL

Aoavvareness

Reputation
Consideration/
1696 INterest

— w

e
(]




Examples / Analytics - Social Media

AIRLINES: TOP SOCIAL MEDIA METRICS

Die wichtigsten Social Media KPIs

Engagement
Buchungen
Reaktionszeiten

CommunitygroBe

Websiteklicks
Anfragen
Nicht bekannt
m Gewiinschte Situation ~ m Aktuelle Situation
Quelle: SimpliFlying 2015 gg?pﬁi%ﬁﬁ!



3 Digital Points of Entry

B




Digital Points of Entry

‘Banner Professional content

Search Engine Optimizati al Media communli Social Media engagem
on + Pay Per Click ] ent

{ Content + Customer :
Email and database { Relationship Manageme §
‘ i nt :
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Ok WDNR

Prepare an outline

Develop Questions

Develop Data Charts

Develop reference Points for Comparison
Conduct Data Search

Write Summary Statements

— Primary research
* Quantitative
* Qualitative

— Secondary research

73



Methods to Position Your Product

A, Position by Matching

Analyze your product vs the competition
Identify product differences vs competition
List your key target market

List key target market characteristics

Match your product’s characteristics to the target market’s
needs/wants

R WNR

B. Position by Mapping

1. List product attributes by importance
2. Rate your product and competitors’ products for each
attribute
3. Visualize desired position in map for your product
a) Mapping customer vs non-consumer perceptions

b) Looking for positioning gaps

74



MKTG Plan Flow & Sections...

What is a Marketing Plan?

Environmental/Situational ~nalys:

Business oitunities & Profitability Analyses

Strategy Formulation & Contingency Planning

]

Action Plan and Tactical Implementation

4.

Performance Management




Where are you now T

= Comipany Analysis _fr‘l' Where do yvou want to be?
\ + What is the current positioning?

= Caompetitor Amalysis + Who are your competitors?

=+ Customer &naly=is

=+ Current market environment analysis

=+ ‘What are the target markets?

Hows is this changing?

Haonas weill wouw define this?

— WWhat is your stra

What is your budget for the next 12
months?

What areas will vou invest this money?

Identify the resources

Identify the known waork items

- Marketing Plan

dre schedules and timelines clear to all

stakeholders?

Product

Price

Place

Promation

hdaster

= What are yvour marksting messagesy o~
S Product

+ Market penetration

Laocal Markets

= Market Development
{ Global markets

KPI's

Google Analytics

Email marketing taals




nases...

Step 1: Business ,

A marketing plan is a
written document

mission & objectives

Planning
phase l

Step 2: Situation analysis

Implementation
phase
Control Steps: Evaluate performance
phase using marketing metrics ¢

composed of

* an analysis of the current
marketing situation,

e opportunities and
threats for the firm,

* marketing objectives and
strategy specified in
terms of the four P’s,
action programs, and

e projected or pro-forma
income (and other
financial) statements. ...



Two major parts: Research & Development

Step 1
Purpose
Marketing
Step 2 Step 3 Research
Market Organization
T | - ' T
Marketing
Strategy o
Marketing Strategy
Marketing
Development
Marketing ShERC I
Tactics Marketing Mix |
. Step 7
Markeiflng Operational Marketing
Dperations Plan .




Business Plan

Strategic Marketing Plan

Markef Research

Competitive
Environment

*DefineMisiond * Market *|dentify and
Mission segmentation profile
*Businessmodel * Identifictionof  ~Primary
R target competitors

';fggnu'sgi'gns' segments& (SWOT)

partnerships Customers -Secondary

needed * Confinnationof competttors
; customer needs (SWOT)
g:;‘:t oy (Voiceofthe

oy Customer)

~Major barriers

to entry

-Alternative

strategies

Market

L ting an
s rg‘jlrlll(neg N?ode?
Strateqy
* Prioritize customer  * SWOT » Sales and
needs + Unique Sellng channel strategy
* Description of Propostion(USP)  » Sales force
offering + Marketentry organization
* Pricing strategy strategy » Sales metrics &
Valideiondesing ~ Majorbaniers  "CoTIeS
_emtive  Drend strategy
strategies » Advertising &
el promotion
~Ohjectives strategy
* Critical success
factors

Product Operations &
Launch Organization
*Time-rame&  *Organizational  *Financial model
milestones structure o e
* Potential *R4&D and Operations :
riskshottlenecks  model Frojecied
revenues &
* Key success -Degresofyverticd  profitshy
factors integration segment
*Marketing Action  <In-housevs.  *Investment
Plan (MAP) outsource requirements &
s Huitiari fesoirces financing strategy
* Culture &
management style
*Businesssydems &
processes

O S S S N S S

Monitor / Fvaliate Restilts / Revise



The Marketing Planning Process

I_.l"

Goal 1 Mission
sefting
2 Corporate Objectives

-
i * 3 Marketing Audit o vavsrsansrssasasnssessasnansnare : ™y
Analysing the
current 4 SWOT Analysis :
situation ‘
5 Marketing Assumptions :
- g P E Y.
+ 6 Marketing Objectives & Strategies S
Creating the 7 Forecasts of Expected Results
marketing strategy
8 Create Alternative Plans y

Allecating marketing
resources and monitoring

p

—iﬂﬂaﬂt eting Budget
10 Detailed Action Plan o r




1.

3.

4,

Effective MKTG Plan shouldi

Anticipate Change.
Engage Everyone.
Seek Alliances.

Make Marketing Meaningful.



Effective MKTG Plan should:
» Be clear about your mission

o Create measurable goals that will drive your
strategy and use of resources

» Identify the audience you want to reach

» Know the message you want to deliver and who
the best messengers would be

n Use strategies that will actually help you reach
your goals



Effective MKTG Plan should be:

Specific, time-defined, measurable
Realistic yet challenging
Consistent with mission and goals

Appropriate for environment,
opportunities, and threats




N E e

Effective MKTG Plan should be:

Fact-based

Organized and coordinated
Programmed

Budgeted

Flexible

Controllable

Internally consistent and interrelated
Clear and simple



Effective MKTG Plan should:

fit

EXTERNAL
CONTINGENCIES

Competition

Legal /Political
Demographics
Technology

Culture

Physical Environment

Economy

(SWOT Analysis)

Planning

l R . l->‘~ =2

a. Marketing Research

' - ' a
i A‘ =CTion Ne S

a. Market Segmentation
b. Target Markets
c. Positioning

- sions

a. Products
b. Pricing

c. Promotion
d. Place

Implementation
Control

fit

'Needs

INTERNAL
CONTINGENCIES
Vision

Mission
Obijectives & Goals
Strategy

Culture

(SWOT Analysis)




... even Worse... Firms conceive and implement...

Bad Marketing Plans

Fail to have a complete Contact Section Including Picture

Professional Summary Section Lacks Substance/Brand and
Is not Focused — Number 1 Mistake

Does not Define your Key Skills

Does not adequately tell the reader what your Career Search
Objective is for your desired next position

Uses too much space listing previous work experience and
company information — Number 3 Mistake

Does not have enough or uses too little space for Target
Companies — Number 2 Mistake

Lack Creativity, Color, Layout, Spacing or are not "Pleasing”
to the eye — Must draw the readers eye to key sections



SWOT: Internal & External Variables

CORPORATE MISSIOMN

SITUATIONMAL AMNMALYSIS

INTERMAL FACTORS EXTERMNAL FACTORS
Strengths & Weaknesses OppPportunities & Threats

CORPORATE STRATEGY
CObhjectives & Tactics

MARKETING STRATEGY
O bjectives & Tactics

PRODUCT

PROMOTIOMN

IMPLEMEMNTATIOCON
& EVALUUATIOM
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Strategic Marketing Process

analysis through
research

Conduct a situation ‘ ’

strategy

Design consumer ’
driven marketing 4‘

Construct integrated
marketing program

that delivers superior ‘ é

value

Implement the
Marketing Plan

‘

Market
Analysis

5C’s —
Internal &
External

SWOT-
Internal &
External

Key Strategic
Issues

Vision, Mission
(corp. level)

Marketing
Goals,
Objectives

Segmentation
Targeting,

Positioning

Create Brand

Marketing Mix

1. Product

2. Price

3. Place

4. Promotion

Marketing
Budget/
Financials

(Strategic
Focus)

Measure & Evaluate

Are we
actually
creating
value?




4.

5 Big Trends

Brand Experiences/Experiential Marketing (XM)
Social Media Content Marketing
Sponsorship Marketing
» “Brand Activations”
» “Path-to-Purchase”
Omni-Channel Marketing
» Shopper Marketing
P Retailer re-targeting/ re-marketing
P Personalization & Customization

Big data/ consumer profiling



The rise of Content Marketing.

It’s not about me. It’s about you!

Extended ) Passive Moderate Influential Active
Audience \ Engagers Engagers Engagers Engagers

PN

Clients

Point of 1st
Interaction

Lewis, Mike Stand Out Social Marketing, McGraw- Hill 2012
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Thank You

Sources
1) Copyright © 2021-2026 Visual Capitalist, All rights reserved.
2) Wikipedia

3) References at Slides

This presentation/document was prepared and synthesized by Nick Demos. The information contained herein derives from various sources, mostly online sources, and publicly availbale books
and data on the internet, etc. This presentation has been supplied on condition that anyone who consults it is understood to recognise that the copyright rests with its author and that no
quotation from this presentation and no information derived from it may be published and used without the prior written consent of the author. This document was prepared by Nick Demos.
©2025 Nick Demos | ALL RIGHTS RESERVED
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