Marketing - Thinking Map






4 P’s of Marketing = Promotion, Price, Production, Place

Promotion is a communication that is: 

1. intended to persuade, inform or remind the target market about business or products.

2. used to urge potential customers to buy from them instead of competitors.

3. used to maintain positive relationships between business and various groups.
How to Promote:

  80/20 Rule  means that 20 % of buyers consume 80 percent of the product volume.  So, your job is to identify that 20% & find others like them and sell more products with less effort.

 Niche Marketing =  identifying the “heavy users” of your product so you can direct your marketing efforts more precisely.

 Segmented Marketing = dividing the existing market into sections.
a.  Demographics = age, gender, education, race, marital status, household size, city size, and profession. 

b.  Psychographics = personality and emotionally based behavior linked to purchase choices; “impulse buyers”.

c.  Lifestyle = hobbies, recreational pursuits, entertainment, vacations & non-worktime activities. 

d.  Belief & Value Systems = religious, political, cultural beliefs & values. 

e.  Life Stage = chronological benchmarking of people’s lives at different ages (i.e. babies, toddlers, teenagers, young adults, adults, empty-nestors)

Promoting Your Product - Critical Thinking…
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“Bless This Bottled Water”
Forget Evian or Vitaminwater. The latest beverage trend: 'Holy Water.'

Lisa Miller

NEWSWEEK

Dec 8, 2007

You need only to go back to the first chapter of Genesis to see how elemental water is to the observance of faith: "And the Spirit of God," the Bible says, "moved upon the face of the waters." In the Torah, water is used to ordain priests and to purify the sons of Aaron before they enter the temple. In the New Testament, John baptizes Jesus with water from the Jordan River. Observant Muslims wash hands and feet before they pray, orthodox Jewish women take ritual baths once a month—and every Christian denomination still uses water as part of its sacred rites. Mormons, when they take the weekly sacrament, drink water instead of wine.

So it's not surprising that a few savvy marketers would seize on this universal symbol of purity for financial gain. Inspired, perhaps, by vitamin and energy waters, a number of new companies have begun making more explicit claims: their water doesn't just promote good health, it actually makes you good. Holy Drinking Water, produced by a California-based company called Wayne Enterprises, is blessed in the warehouse by an Anglican or Roman Catholic priest (after a thorough background check). Like a crucifix or a rosary, a bottle of Holy Drinking Water is a daily reminder to be kind to others, says Brian Germann, Wayne's CEO. Another company makes Liquid OM, superpurified bottled water containing vibrations that promote a positive outlook. Invented by Kenny Mazursky, a sound therapist in Chicago, the water purportedly possesses an energy field that Mazursky makes by striking a giant gong and Tibetan bowls in its vicinity. He says the good energy can be felt not just after you drink the water but before, when you're holding the bottle.
The most recent entry in this niche is Spiritual Water. It's purified municipal water, sold with 10 different Christian labels. The Virgin Mary bottle, for example, has the Hail Mary prayer printed on the back in English and Spanish. Spiritual Water helps people to "stay focused, believe in yourself and believe in God," says Elicko Taieb, the Florida-based company's founder who was formerly in the pest-control business. All three companies give a portion of their profits to chFLU6arity.
This small band of feel-good entrepreneurs may face objections from a surprising quarter. Some religious believers, also convinced of the elemental importance of water, are campaigning against its ubiquitous sale and packaging on the grounds that the practice is neither ethical nor good for the environment. "Water is life," says Sister Mary Zirbes, a nun in the Franciscan Sisters of Little Falls, Minn. "It really should not be a commodity to be bought." The Franciscan Sisters, together with a community of Benedictine nuns nearby, have launched a letter-writing campaign against the largest producers of bottled water and they've designed coasters to encourage people to drink glasses, not bottles, of water from the tap. The Vineyard church in Boise, Idaho, sells slim reusable plastic bottles in its bookstore, and it has placed water stations throughout the church.

 "In a world where a billion people have no reliable source of drinking water, where 3,000 children die every day of waterborne diseases, let's be clear: bottled water is not a sin, but it sure is a choice," says Richard Cizik of the National Association of Evangelicals. "Spending $15 billion a year on bottled water is a testimony to our conspicuous consumption, our culture of indulgence." Taieb calmly refutes the implication that his Spiritual Water is bad for the planet. People put fewer of his bottles in the trash, he says, because they don't want to discard images of Jesus or Mary. Instead, they refill them with other beverages. Obviously, even do-gooders can disagree. Some believe that water is life, while others believe that water is their livelihood.
“Bless This Bottled Water” – Critical Thinking 

Class work Activity
Answer the following questions in detail on a separate sheet of paper.

1. How are these business owners using niche marketing to sell their “Holy Water”?

2. How are these business owners using segmented marketing to sell their “Holy Water”? (Discuss demographics, psychographics, life-stage, lifestyle and belief and value systems)

3. How can these business owners use the 80/20 Rule to sell their products?
4.  What is your opinion about this water?
What is a Business Opportunity?
Business Opportunity = a consumer need or want that can potentially be met by a new business.  In economics, a need is defined as something that people must have to survive (food, water, or clothing).  A want is a product or service that people desire.

Identifying Entrepreneurial Opportunities

Directions: Working in pairs, read your assigned scenario to identify the entrepreneurial opportunity. Each pair must be prepared to present their information and discusses it with the. 

Scenario One:

Clarissa is an eager student excited about the entrepreneurship class. She loves to cook and has been talking nonstop about the restaurant that she wants to open. According to Clarissa, the restaurant will be all things to all people. She wants to serve everything from Soul Food to Italian. You are concerned for a number of reasons. First, Clarissa has never worked in a restaurant although her aunt has done some catering in their local community. Second, Clarissa, as a junior in high school with no long-term work experience and limited education, does not have access to the amount of capital needed to start and run a restaurant. Third, Clarissa’s family does not have access to capital. Of course, you do not wish to squash Clarissa’s enthusiasm. Fourth, it is both costly and inefficient for any business to want to be all things for all people. 

What can you do to help Clarissa refine her business idea to identify the real opportunity? Create a list of 5 questions you’d ask to help this student.

Scenario Two:

Jay, like so many of your students each year, wants to sell candy at school. In fact, he already used the $50 wholesale grant, bought the candy at Costco, and sold most of it in his first week of sales. While you are thrilled by Jay’s natural entrepreneurial ability, you are concerned that his successful candy sales will be short-lived as more students, inspired by Jay’s monetary success, will start selling candy in school as well. Jay also seems to have limited his market to his school and peer network.  Jay has not even considered how he may grow his market, innovate the candy market, and expand his business? And, let’s face it-business plan judges don’t seem too impressed by candy sale businesses. 

What can you do to help Jay think more entrepreneurially about the candy business and identify market expansion opportunities? Create a list of 5 questions you’d ask to help this student.

Scenario Three:

Junior entered the class interested in starting a DJ business. However, he grew incredibly discouraged when he used the venture opportunity screen and discovered that he did not have the financial resources necessary to buy the DJ equipment and music he needs. When you asked to see his progress on the business plan, he replied, “I don’t have any money to start a business so what’s 

the point in writing a business plan?”

What can you do to help Junior identify a way to finance his DJ business?

Create a list of 5 questions you’d ask to help this student.

Scenario Four:

Chantelle originally wanted to start a daycare business. When she learned that she would need a license to operate a daycare, she decided to write her business plan for a baby-sitting business. Unfortunately, there was nothing about her business plan that indicated she had identified any entrepreneurial opportunity. According to her business plan, she was just another baby-sitter entering the market charging just below minimum wage. 

What can you do to help Chantelle innovate her baby-sitting business and establish an entrepreneurial approach to the baby-sitting market? 

Create a list of 5 questions you’d ask to help this student.

Scenario Five:

In the first phase of opportunity recognition, Dave mentioned that he loved to draw and spent a lot of his free time drawing cartoon characters and comic figures. However, when it came down to developing a business idea from his hobby and skill, Dave had no ideas and was frankly, uninterested in translating his artistic skill into a business. He flat out stated as he left class, “I don’t want to run my own business.” 

What can you do to help Dave see the opportunity his artistic skill provides and help him craft a business idea around it? 

Create a list of 5 questions you’d ask to help this student.

Where to Promote:

Radio

Television

Newspapers

Magazines

Billboards

Airplanes

Websites

Cars

Flyers

Word-of-Mouth

Podcasting

Email

Social Media

What you should know:
 Market Share = portion of the total sales generated by all competing companies in a given market.

 Market Positioning = the act of identifying a specific market niche for a product.

Competitive Advantage = is a feature that makes a product more desirable than its competitors.
Competitive Intelligence= 
a. Visit your competitors’ stores or places where your competitor sells their products. 

b. Buy your competitor’s products.  

c. Search the Internet and your competitors’ websites. 

“Promoting Your Product”

TV Commercial

Script DUE: Tuesday, 8-30-11
Working in teams, apply promotion techniques to:  

1. Create a 30 second commercial advertising your company and your product.

2. Remember to persuade, urge and build relationships with potential customer. 
3. Consider how to gain market share, market positioning, competitive advantage, and competitive intelligence.
4. Write a script so that everyone on your team has a part.

5. Be sure to reference your product throughout your commercial.

6. Mention your product, company name, and slogan frequently.
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