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Why

Vision? 

Plan?

Communication?

×Business plan - Funding - Revised

×Go with the flow - React 
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Strategic planning

NOW



Now

Where are you now
×Mind map



Now

Where are you now
×Mind map ×Magic wand
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Strategic planning

NOW

WHERE

×Strategic 

planning



Where

Personal 

Personal vision

Å Lifestyle business

Å Work-life balance

Å Peer recognition

Å Profile

Å ééé
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Where

Personal 

Personal vision

StakeholdersBusiness vision

Å Lifestyle business

Å Work-life balance

Å Peer recognition

Å Profile

Å ééé

Å Acquisitive growth

Å Product development

Å International trade

Å Survival

Å ééé

Å Employees

Åjob security

ÅIncreased salary

Å Creditors ïto be paid

Å Banh ïrepay debt



Strategic planning

NOW

WHERE

HOW

×Strategic 

planning

×Business plan



How

Personal 

×Establish the vision

×Identify the SCA

×Success factors affecting the 

customers

×Ability to beat the competition
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How

Personal 

ISSUES CUSTOMERS

Value to the 

customer

COMPETITORS

Ability to beat the 

competitors

TEAM

Internal impact
Total (A+C)

Quality of service 7

Personal selling 5

Expertise 8

Response time 9

Product availability 8

Innovation 5

Brand 9

Price 5
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How

Personal 

ISSUES CUSTOMERS

Value to the 

customer

COMPETITORS

Ability to beat the 

competitors

TEAM

Internal impact
Total (A+C)

Quality of service 7

Personal selling 5

Expertise 8 7 9 17

Response time 9 8 7 16

Product availability 8 7 7 15

Innovation 5

Brand 9 6 5 14

Price 5

×We will win byéééééé.



How

ÅMarketing given focus through 
SCA

ÅOperational decisions fit into 
marketing strategy

ÅCustomers are at the heart of 
our business!



One page plan
NOW WHERE

Directortime limited
Director is involvedin all aspectsas

isfundamentalto business
Director2 is lookingto reducetime

commitment and improve work life
balance
Lack of clear market direction and

limitedknowledgeof keymarkets

Realiseinvestment in businesswithin 3
years
Secure sufficient funds to allow a

comfortablelifestyle
Develop a strong presencein selected

marketsandcompete

Strategies Actionplans Who Duedate

Establishclearmarketingplan Continue to develop the Yorkshire knowledge
database
InvestigateExportopportunities-Turkey

August2010
September2010

ManagementDevelopment Identifyopportunitiesto delegatefrom Chris
Review Margôs work and prioritise what is

essentialandwhat canbedelegated
Identify developmentneedsfor managementand

planactivityto identifyweaknesses

September 2010
August 2010
August 2010

Reviewopportunitiesfor disposal Reviewvaluationof the Company
Preparefinancialforecasts
Prepare financial model for accurate financial

planning

July2010
July2010
August2010



Barriers to delivery
D v V v P

Dissatisfaction

Vision

Plan

Å Few people like change, but we fear and dislike change that is imposed on us more. In most 

cases the level of dissatisfaction needed to support significant change efforts must be quite high. 

Organizations do not take on change unless there is a very strong reason to do so. 

Å The 'Vision' pulls the individuals towards change by providing a direction for change. This vision 

is how you would like the organization to be in the future. It should represent something that 

people really would like to be a part of and want to make it happen. 

Å A high level project plan with the major activities, deliverables, and benefits can help increase 

the motivation to change. People often underestimate what it will take to bring the organization 

from it's current state to the desired future state. It is common to misjudge the amount of time, 

barriers, money, effort, training, communication and planning needed. 

The three variables above must form a believable package that is supported by credible leadership. A 

vision and a plan without resources is just a fantasy. 

If your change formula stalls, the chances are one or more of the variables in this formula is the problem.



Barriers to delivery
D v  V v P

40%x80%x80%= 25.6%

In a situation where there is a credible plan and a clear vision of the 
future the fact that there is a low level of dissatisfaction with the Status 
Quo would lead to a relatively low possibility of success. 

ñInsanity: doing the same thing over and over again and expecting 
different results.òAlbert Einstein



Summary

Vision (Where) Plan (How)

MonitorEvaluate



Summary

LEADERS

ÅHave vision

ÅEstablish the goals

ÅInspire

ÅCreate the culture

MANAGERS

ÅHave objectives

ÅComply

ÅMonitor

ÅDay to day





HOW TO CREATE A MARKETING 

PLAN FOR LONG TERM SALES 

CRAIG BIRCH 
WWW.SUGARCANECREATIVE.CO.UK



Marketplace

8 STEPS TO SUCCESS





ÅTHE OLD WAYïWE MAKE SOMETHING AND

CONVINCE ENOUGH PEOPLE TO BUY IT THROUGH

MASS MEDIA

ÅTHE NEW WAYïWE HAVE TO KEEP ADAPTING WHAT

WE MAKE TO MEET THE CHANGING NEEDS OF THE

AUDIENCE. 

ÅHUGELY COMPETITIVE

ÅWELL INFORMED CUSTOMERS



ENGAGE THE MARKETPLACE



CUSTOMERS, COMPETITORS, TEAM

ÅCUSTOMERS- ENGAGE WITH YOUR CUSTOMERS, 
FIND OUT WHAT THEY WANT, WHATS WORKING, 
WHATS NOT WORKING, STAY IN TOUCH

ÅCOMPETITORS - KNOW YOUR COMPETITORS, KNOW THEIR

PRICING, SHOP WITH THEM, SPEAK TO THEIR CUSTOMERS, 
LOOK FOR THINGS THAT DO AND DONôT WORK BENCHMARK

ÅTEAM ïTHEY KNOW YOUR CUSTOMERS, THEY OFTEN KNOW

WHATôS GOING ON, THEY HAVE IDEAS, SOMETIMES THERE

GOOD ONES !!



JONES SODA .COM



Marketplace

Objectives

OBJECTIVES



MICKEY



WALT DISNEY

ÅVISION= ñMAKE PEOPLE HAPPYò

ÅQ1 - WHAT CUSTOMERS WILL WE SERVE

ÅQ2 - HOW CAN WE SERVE THEM BEST



WHERE ARE YOU HEADING >



marketing can be like a river for many people, they just jump in 

the river without ever deciding where they want to end up.  

They quickly get caught up in the current, current events, 

current challenges, current fears.  Then they come to the forks 

in the rivers, they don't consciously decide which way to go, 

they just go with the flow of the river (the flow of the majority 

instead of being directed by their own values and goals) and as 

a result the feel out of control but continue to drift down 

stream until one day the sound of the raging water wakes them 

up and they realize they are 5 feet from the falls and they are in 

a boat with no oars and then they say "Oh dear", but its to late. 

They are going to take a fall, it may be a financial set back, 

loosing a key client or having no demand for their product, in 

almost all of the cases the fall could have been prevented by 

making better decisions up stream.

ADAPTED FROM WORDS BY ANTHONY ROBBINS



DIFFERING PERSPECTIVES

ÅWHAT IS IT YOU WANT?

ÅWHAT DOES THE DECISION MAKER WANT?

ÅWHAT DO THE SHAREHOLDERS WANT?

ÅWHAT DO YOUR TEAM WANT?

ÅWHAT DO YOUR CUSTOMERS WANT?



WHAT'S THE OVERALL OBJECTIVE

ÅMARKET PENETRATION = MORE SALES

ÅMARKET DEVELOPMENT = MORE CUSTOMERS

ÅPRODUCT DEVELOPMENT = NEW PRODUCTS

ÅDIVERSIFICATION = DIFFERENT BUSINESS

ÅDOWNSIZING = ELIMINATING BUSINESS



LESLIE CASS



WITHIN 18 MONTHS WE WILL

ÅREPOSITION THE STORE

ÅGROW THE WEDDING BUSINESS BY 25%

ÅDEVELOP A MUCH YOUNGER CLIENT BASE

ÅFOCUS ON INCREASING REPEAT BUSINESS / LOYALTY

ÅBECOME MORE EXCLUSIVE

ÅMAKE PERSONAL SERVICE CORE TO OUR BUSINESS



Marketplace

Objectives

Product Offer

PRODUCT OFFER



PRODUCT, SERVICE OR EXPERIENCE

ÅPRODUCT ïANYTHING THAT CAN BE OFFERED TO A MARKET FOR

ATTENTION, ACQUISITION, USE, OR CONSUMPTION THAT MIGHT SATISFY A

WANT OR NEED

ÅSERVICE ïANY ACTIVITY OR BENEFIT THAT ONE PARTY CAN OFFER TO

ANOTHER THAT IS ESSENTIALLY INTANGIBLE AND DOES NOT RESULT IN

THE OWNERSHIP OF ANYTHING

ÅEXPERIENCE ïTO REALISE THAT PEOPLE ARE BUYING MUCH MORE

THAN JUST PRODUCTS AND SERVICES.  THEY ARE BUYING WHAT THOSE

PRODUCTS AND SERVICES WILL DO FOR THEM.  



EXPERIENCE - NIKE TRY VANS
uk, France, Italy and Spain, stocking 1,000 pairs of shoes 

convenience        experience       location       expertise 



DO CUSTOMERS GET IT ?

ÅTHERE MUST BE A DEMAND

ÅPEOPLE SHOULD BE ABLE TO UNDERSTAND IT

ÅITôS CLEAR WHO REQUIRES IT

ÅITôS CLEAR WHAT PROBLEM IT SOLVES

ÅITôS CLEAR HOW IT ADDS VALUE



FINANCE



Marketplace

Objectives

Product Offer Audiences

8 STEPS TO SUCCESS



IDENTIFY YOUR AUDIENCE



WOMEN ?



SEGMENTING CAN BE VERY DETAILED

Å BEHAVIOURALïOCCASIONS (REGULAR OCCASION, SPECIAL OCCASION)

Å BENEFITS (QUALITY, SERVICE, ECONOMY, CONVENIENCE, SPEED)

Å USER STATUS (NON USER, EX USER, POTENTIAL USER, FIRST TIME USER, REGULAR USER)

Å USER RATES (LIGHT USER, MEDIUM USER, HEAVY USER)

Å LOYALTY STATUS (NONE, MEDIUM, STRONG, ABSOLUTE)

Å GEOGRAPHICïWORLD REGION OR COUNTRY, COUNTRY REGION, CITY OR POPULATION SIZE

Å READINESS STAGE (UNAWARE, AWARE, INFORMED, INTERESTED, DESIROUS, INTENDING TO BUY)

Å ATTITUDE TOWARD PRODUCT (ENTHUSIASTIC, POSITIVE, INDIFFERENT, NEGATIVE, HOSTILE)

Å DEMOGRAPHICïAGE, GENDER, FAMILY SIZE, FAMILY LIFE CYCLE, OCCUPATION, EDUCATION, 

RELIGION, GENERATION, RACE, NATIONALITY

Å PSYCHOGRAPHICïSOCIAL CLASS(LOWER LOWERS, UPPER LOWERS, WORKING CLASS, MIDDLE

CLASS, UPPER MIDDLES, LOWER UPPERS, UPPER UPPERS)

Å LIFESTYLE (ACHIEVERS, SURVIVORS, STRIVERS)

Å PERSONALITY (AMBITIOUS, PEOPLE WHO LIKE TO RELAX A LOT!)



THE FURNITURE STORE



THERE IS ALWAYS MORE THAN ONE AUDIENCE



THEY WANT TO KNOW WHATôS IN IT FOR THEM



THEY WANT TO BE APPROACHED DIFFERENTLY



SEGMENTATION

ÅTHE PROCESS OF DIVIDING GROUPS OF BUYERS

WITH DISTINCTIVE NEEDS.

ÅGROUPS THAT RESPOND IN SIMILAR WAYS, THAT

HAVE SOMETHING IN COMMON

ÅKEEP IT SIMPLE AND FOLLOW THE TRENDS AND

PATTERNS.

ÅLOOK FOR PROBLEMS THAT NEED SOLVING



IF NOTHING ELSE LOOK AT TOP CUSTOMERS

80 PERCENT OF YOUR INCOME COMES FROM 20% OF

YOUR CUSTOMERS.  



Marketplace

Objectives

Product Offer Audiences

Positioning

POSITIONING



WHAT IS POSITIONING ?

ÅA CLEAR, DISTINCTIVE, DESIRABLE PLACE RELATIVE

TO COMPETING PRODUCTS IN THE MINDS OF THE

CONSUMER.

ÅTHE ABILITY TO BE SEEN AND RECOGNISED IN THE

MARKETPLACE

ÅTO STAND OUT !



STAPLESïTHE PROBLEMS

ÅCOMPLAINTS RUNNING AT 8 TO 1

ÅOFTEN OUT OF STOCK

ÅSLOGAN WASñYEAH WEôVE GOT THATò

ÅUNHELPFUL STAFF



STAPLESïTHE RESEARCH

ÅEXPECT EVERYTHING IN STOCK

ÅLITTLE IMPORTANCE ON PRICE

ÅSIMPLE SHOPPING EXPERIENCE

ÅKNOWLEDGEABLE STAFF



COMPETITIVE POSITIONING

ÅDISTINCTIVE ïCOMPETITORS DONôT OFFER IN THE SAME WAY IT

ÅSUPERIOR ïIN THE WAY THEY MAY OBTAIN SAME BENEFIT QUEEN

ÅIMPORTANT ïHIGHLY VALUED BENEFIT VIP

ÅCOMMUNICABLE ïEASY TO COMMUNICATE AND VISIBLE INNOCENT

ÅPRE-EMPTIVE ïCOMPETITORS CANNOT EASILY COPY DYSON

ÅAFFORDABLE ïBUYERS CAN AFFORD IT ASDA

ÅPROFITABLE ïIT CAN BE INTRODUCED PROFITABLY RED BULL



DONôT BE SCARED TO STAND OUT



Charmin  brand space
in times square in form of public toilets

certainly meeting customers needs !

http://bp2.blogger.com/_qCtG4pA3hnI/RviNqWMToeI/AAAAAAAAAak/kcqDxawvkCI/s1600-h/Charmin.png




HOW NOT TO DO IT



Marketplace

Objectives

Product Offer Audiences

Positioning

Targeting

TARGETING CUSTOMERS



WAYS TO TARGET

ÅUNDIFFERENTIATED - MASS MARKETING - WHERE YOU

IGNORE MARKET SEGMENT DIFFERENCES AND GO AFTER THE

WHOLE SECTOR WITH ONE OFFER.  BONFIRE NIGHT

ÅDIFFERENTIATED - TO TARGET SEVERAL MARKET SEGMENTS

AND TO DESIGN SEPARATE OFFERS FOR EACH.  STC

ÅCONCENTRATED (NICHE) ïGOES AFTER A LARGE SHARE OF

ONE OR A FEW SEGMENTS OR NICHES.  SAGE



WAYS TO TARGET

ÅLOCAL MARKETING - NEEDS AND WANTS OF LOCAL

CUSTOMER GROUPS, CITIES, NEIGHBOURHOODS.   WALL

MART / ASDA DESIGN THERE STORES IN THIS WAY FROM THE

GROUND UP.  TESCO DIRECT

ÅMICROMARKETINGïTAILORING MARKETING OR PRODUCTS

TO THE NEEDS AND WANTS OF SPECIFIC INDIVIDUALS AND

LOCAL CUSTOMER GROUPS.   GET CYCLING

Å INDIVIDUAL MARKETINGï121 MARKETING, PARTICULARLY

EFFECTIVE FOR HIGH NET WORTH INDIVIDUALS. LESLIE CASS



A. PRIMARY FOCUSED

THE A LIST CONSISTS OF ALL THOSE PEOPLE THAT

WE HAVE ALREADY HAD CONTACT WITH.  WE CAN

USE THE CONTACTS IN LIST TO DEVELOP WORK

WITH, MAINTAIN COMMUNICATIONS WITH, OR SEEK

TO ACCESS THEIR NETWORKS AND REFERRALS

B . SECONDARY FOCUS

THE B LIST CONTAINS REFERRALS THAT CONTACTS IN

THE A LIST MAY HAVE MADE, EQUIVALENT ROLE

CONTACTS AS THE CONTACTS IN THE A LIST AND

PEOPLE THAT WE HAVE NOT YET HAD CONTACT WITH

BUT WHO WILL READILY UNDERSTAND WHY WE ARE

CONTACTING THEM WHEN WE EXPLAIN WHAT WE DO.

C. TERTIARY FOCUS

THE C LIST CONTAINS CONTACTS IN

ORGANISATIONS THAT WILL NOT READILY

UNDERSTAND THEIR LINKS WITH US BUT WE HAVE

IDENTIFIED A POTENTIAL LINK. DEVELOPING

OPPORTUNITIES WITH CONTACTS MAY REQUIRE

LONGER-TERM EFFORTS BUT COULD YIELD

SIGNIFICANT IMPACT FOR BOTH US AND OUR

CUSTOMERS.

THE BULLSEYE

THE CLOSER TO THE CENTRE

THE MORE PERSONAL THE

COMMUNICATIONS



PLAN TO PARTNER

ÅPARTNERING GIVES YOU ACCESS TO CLIENTS YOU MAY NOT

HAVE MET

ïPLAN TO COMMUNICATE TOGETHERïSHARE STORIES IN EACH

OTHERS NEWSLETTERS

ïPLAN TO INTRODUCEïEVERY TIME YOU GET A CLIENT REFER TO A

PARTNER AND VICE VERSA

ïPLAN OFFERS TOGETHER ïJOINT CAMPAIGNS AND OFFERS THAT

DEMONSTRATE ADDED VALUE THAT CUSTOMERS DIDNôT EXPECT.



plan up 

river

this is how to 

do it?



Marketplace

Objectives

Product Offer Audiences

Positioning

Targeting Implementation

IMPLIMENTATION



plan up 

river

BY THIS STAGE IT SHOULD BE CLEAR

ÅMARKETPLACE

ÅOBJECTIVES

ÅAUDIENCE

ÅPRODUCT OFFER

ÅPOSITIONING

ÅTARGETING

ÅDOING ! 



plan up 

river

A SHARP FOOL

ÅGIVE A FOOL A SHARP TOOL AND ALL YOU HAVE IS A

SHARPER FOOL

REMEMBER WHAT

SEEMS LIKE A

GOOD IDEA

IS NOT ENOUGH



plan up 

river

PICK THE RIGHT TOOL FOR THE JOB

ÅPERSONAL SELLING ïVERY EFFECTIVE TO BUILD BUYER CONFIDENCE

FACE TO FACE.  MORE COSTLY AS RELY ON SALES FORCE

ÅSALES PROMOTION ïOFFERS, VOUCHERS AND ACTIVITIES TO

REWARD QUICK RESPONSE. SALES PROMOTION SAYSñBUY IT NOWò

ÅPUBLIC RELATIONS ïIS VERY BELIEVABLE GETTING TO BUYERS AS

NEWS.  CAN BE UNDERUTILISED AS A MEANS TO REACH LOTS OF PEOPLE.

ÅDIRECT MARKETING ïDIRECT MAIL, CATALOGUES, TELEPHONE ETC. 

TARGETED, CUSTOMISED, IMMEDIATE, INTERACTIVE

ÅONLINE / SOCIAL MEDIAïFACEBOOK, TWITTER, ADWORDS, 

LINKBUILDING, FOUR SQUARE



plan up 

river

YOU CAN HAVE THE BEST

BUSINESS CARD IN THE WORLD

YOU STILL HAVE TO GIVE IT OUT



plan up 

river

PERSONAL CHANNELS

ÅPEOPLE CONNECT WITH PEOPLE, AND ITôS WHAT WE

THINK AND WHAT WE SAY TO ONE ANOTHER THAT

HAS MORE IMPACT THAN ANY OTHER CHANNEL

Å WORD OF MOUTH ïFRIENDS, NEIGHBOURS, ASSOCIATES

Å BUZZ MARKETING ïGETTING LEADERS ON BOARD

Å EVENTS ïROADSHOWS, TRADESHOWS, VISITS, NETWORKING

Å SATISFACTION CALLS ïREGULAR CATCH UPS,

Å RECOMMENDATIONSïEXISTING CUSTOMER TO NEW CUSTOMERS



plan up 

river

IMPERSONAL CHANNELS

ÅTHEY SUPPORT, AND PROVIDE A FRAMEWORK FOR PERSONAL

COMMUNICATION. THEY ARE THE PRINCIPAL MEANS OF

COMMUNICATING FACTUAL INFORMATION AND INTERACTING

WITH A WIDER AND MORE DISPERSED GROUPING THAN CAN

BE REACHED THROUGH PERSONAL CHANNELS. 

Å THE INTERNET (WEB SITE AND E CONNECTIVITY)

Å MEDIA COVERAGE (ADVERTISING, EDITORIAL AND PR)

Å PRINT MATERIAL (LEAFLETS, NEWS SHEETS, CASE STUDIES, FLIERS)



THE MESSAGE SOURCE



Marketplace

Objectives

Product Offer Audiences

Positioning

Targeting Implementation

Control & 
Budgets

CONTROL AND BUDGETS



plan up 

river

MARKETING CONTROL

ÅTHE PROCESS OF MEASURING AND EVALUATING THE

RESULTS OF MARKETING STRATEGIES AND PLANS

AND TAKING CORRECTIVE ACTION TO ENSURE THAT

OBJECTIVES ARE ACHIEVED. 



plan up 

river

RETURN ON INVESTMENT - ROI

ÅTHE NET RETURN FROM A MARKETING INVESTMENT

DIVIDED BY THE COST OF THE MARKETING

INVESTMENT.

ÅHOW WILL I KNOW IF I HAVE MET MY OBJECTIVES



plan up 

river

ROI EVALUATION

ÅCUSTOMER SATISFACTION - SURVEYS, QUESTIONNAIRES, 

BEHAVIOR, FEEDBACK CARDS

ÅCUSTOMER ATTRACTION - FOOTFALL, SALES VOLUME, NUMBER

OF OFFERS TAKEN UP

ÅCUSTOMER RETENTIONïTOTAL NUMBER OF CUSTOMERS, 

REDUCTION IN PEOPLE CANCELLING

ÅINCREASE LIFETIME VALUE / EQUITY ïNUMBER OF

PURCHASES, AVERAGE SALE, FREQUENCY OF PURCHASES



plan up 

river

THE ACTION PLAN OR SCHEDULE

ÅTHE ACTION PLAN OR SCHEDULE - THIS SETS OUT

WHAT WILL BE DONE, AND BY WHEN. 

ÅREFER TO THE SCHEDULE AS OFTEN AS POSSIBLE

TO AVOID LOSING SIGHT OF YOUR OBJECTIVES

UNDER THE DAILY WORKLOAD.



plan up 

river

THE ACTION PLAN OR SCHEDULE

ÅTYPICAL LAYOUT

OBJECTIVE

ÅGrow wedding 
business 25%

ACTION

ÅPartners leaflet

RESPONSIBILITY

ÅSARAH 

COST

ÅBUDGET OF 
£2,500

TIMELINE

ÅCONCPET 
SIGNED OFF BY 
11TH AUGUST



plan up 

river

BUDGET AND COSTS

Å AFFORDABLE BUDGETïGENERALLY THE MARKETING DEPARTMENT OR

YOURSELF ASKING THE QUESTION HOW MUCH CAN WE AFFORD TO

SPEND.  REALITY FOR SMALL BUSINESS OR WHERE THERE IS A HIGH

DEMAND FOR THE PRODUCT.  CAN LEAD TO CHAOS MEANING THAT

LONGER TERM PLANS CANNOT BE MADE.

Å PERCENTAGE OF SALESïMORE RELIABLE AND MATCHED TO

PERFORMANCE BUT IT RESTRICTS THE ABILITY TO RESPOND TO MARKET

OPPORTUNITIES.  IT ALSO ASSUMES THAT THE MARKET IS IN A STATE OF

EQUILIBRIUM WHICH IS VERY RARELY THE CASE.

Å OBJECTIVE METHODïDRIVEN BY A SPECIFIC OBJECTIVE AND IS MUCH

MORE FLEXIBLE.  IT REQUIRES MORE WORK AND PLANNING.  IF BUDGETS

ARE TIGHT THEN THE TYPE OF ACTIVITY AND SCALE OF ACTIVITY MAY

NEED TO CHANGE.



plan up 

river

SERVICED OFFICE SPACE



MAKE CUSTOMERS HAPPY



WWW.SUGARCANECREATIVE.CO.UK
0845 2255830 

NEWSLETTER

DOWNLOAD


