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Executive Summary 

General Outline 

PROVIDE A GENERAL OUTLINE OF YOUR BUSINESS

In this section include information such as when you established the business, why you established the business and a description of your company's products or services. This information will give others who read your plan an understanding of the nature of your business. 

SERVICE SAMPLE TEXT
Capital Consultancy is a Small Business and Management Consultancy.  Capital Consultancy was incorporated in Statesville in 200A.  It operates in Capital city, Statesville.  The principal Consultant, John Smith has an extensive background in Business Consulting, gained in part from five years experience as a Management Consultant/ Business Analyst for a Multinational Big 6 Accounting Company.  Capital Consultancy has two full time consulting staff and a bookkeeper and a receptionist/ administration support person and several professional associates, who are called upon to provide support in the areas of TQM and customer service training. 
In the past our range of services has covered an extensive range of industry sectors and areas with some emphasis on accounting, financial and administrative support for manufacturing & retail businesses in the $500,000- $1.5M turnover range.
Capital Consultancy has achieved an excellent reputation as providing a high quality consulting service. Recently a review showed our more profitable assignments flowed from the business planning process. While in the past we would deliver a business plan on demand, a comprehensive Business Plan is now seen as an essential requirement for all modern businesses regardless of size.  
This business plan for our own business has enabled Capital Consultancy to define more clearly exactly what our consulting services are and where our own business headed. 

In doing so, the company has pinpointed some significant new market opportunities which could increase sales quite substantially.  The company no longer sees itself as simply in the business of selling 'pure' consulting services. It is clear that the intangible nature of consulting means that business owner's and manager's buyer behaviour is based on subjective factors such as their assessment of our principle consultants. The results of the consulting assignment may not be apparent for some time. In the past twelve months several assignments have 'stalled' due to clients becoming impatient. We must refine our sales cycle to incorporate a more tangible component such as a business planning document as part of the needs analysis.
In this way our prospective clients will have a more tangible experience of our services that could be delivered by someone other than a principle consultant. They will also have a better understanding of the processes for measuring and evaluating the results of our contribution to their business. 
We will also seek to extend our services to incorporate other product based solutions. As the demand for software/technology that supports business processes is growing rapidly, we will integrate productivity tools and systems into the range of options we can provide our clients. 
Therefore this plan also identifies new opportunities by extending our range of services to include a formal business planning service with our traditional management consulting & advice.  We will also explore the ways of providing clients with more tangible benefits earlier in the development of our business relationship.
RETAIL SAMPLE TEXT

Statesville Retail was incorporated in Statesville in 200A.  The proprietor, John Smith has an extensive background in Spare Part retailing, gained in part from twelve years experience as national sales director of the Multinational Corporation.  Statesville Retail now operates 12 stores which stock high quality Spare Parts supplied both North American and International manufacturers. 
The company has a Store Manager and at least one other full time salesperson at each of its branch stores and between two and five casual part-time sales assistants who are rostered to cover peak sales times and allow full time staff meal breaks.  A senior buyer and two administrative staff are employed in the Head Office.  Our Head office is located in the offices on the third floor of the building housing its main store in the CentrePlace Plaza, in shopping precinct of Capital City.  Ten of the branches are located within shopping centres throughout the metropolitan area.  The other store is located in the provincial capital of Statesville 120 kilometers from Capital City.  The company employs two drivers who deliver Spare Parts to customers, distribute new merchandise from the stockroom at Head Office to the stores and facilitate stock rotation.
Statesville Retail has achieved an excellent reputation as a high quality supplier of Spare Parts.  Spare Parts are now seen as an essential part of modern family life.  Our range of Spare Parts are regarded as the most extensive range available.
This Business Plan has enabled Statesville Retail to clearly see what business the company is in and where it is headed. 
In doing so, the company has pinpointed some significant new market opportunities, which could increase sales quite substantially.  The company no longer sees itself as simply in the business of selling Spare Parts.  It now sees itself in the business of providing modern families with a better quality of life through increased enjoyment of Spare Part Lifestyle.  By defining the business in this way the company has identified possible new services such as service contracts for Spare Parts.  In the past all installation has been carried by independent third parties with 60% of this business going to Spare Parts Fixers, a small electrical contractor run by Tom Jones.
This plan also identifies new product opportunities such as extending our product range to include a premium range of enhanced Spare Parts and to also stock replacement thingamies, lubricants and other Spare Part protection products that would fit well with its existing customer base. Instead of just supplying Spare Parts, Statesville Retail will look to supply its customers with a comprehensive range of Spare Part lifestyle goods and services.
HOSPITALITY SAMPLE TEXT

The Capital City motel was built in 1978, constructed to take advantage of the location along the Capital City Highway and mainly cater for travelling salespeople.  The rooms and outfit reflect this but have been renovated in 200A under the current management.
The present operators, Capital City company, have been Lessees of the property since 200A and have upgraded the facilities in 200A to its current four star standards.  The operators also listed the property with the Statesville motel chain in 200A to assure the widest possible market coverage.
The property has been running profitably since takeover by the current operators, but most recently a new property (opened 200A) has taken its place as market leader in the town, affecting not only revenue and occupancy levels, but also the food and beverage associated revenues.
Even though this property is no longer market leader, the rates have been maintained, as well as service standards and positioning, by increasing the 'value plus' aspect. This has been through including breakfast as part of the rate structure.  Also, a recent soft-furnishing upgrade has given the property a rejuvenated look, further enhancing business potential.
The Capital City motel offers the guests safe, friendly and comfortable accommodation and facilities, at good value for money, which has assured a large repeat business with a high loyalty level.
The operators would like to further strengthen their market position and seek to increase their marketing both locally and on a regional level, employing a part-time sales person to assist, as well as upgrading all sales material collateral currently used.  
This business plan is designed to assist the operators in a systematic and strategic approach to achieving their objectives of maintaining their market positioning. 
GENERAL SAMPLE TEXT

(Your company) was incorporated in nowheresvile in 200A. The company manufactures and distributes (your product) which it makes entirely at its in-house manufacturing plant. The company has twenty employees at Head Office and one sales office, with two sales representatives, interstate.

(Your company) has achieved an excellent reputation as a high quality supplier of (your product). (Your products) are protective casings that are sold to manufacturers of motors. They protect the motor from the external environment. It is estimated that a Spare Part can increase the life of a motor by almost a third. It offers protection against water, temperature fluctuations, corrosion, dust, etc.

This Business Plan has enabled (your company) to clearly see what business it is in and where it is headed. The company no longer sees itself as simply in the business of supplying (your product). It now sees itself in the business of "protecting and extending the life of motors". By defining the business in this way the company has identified possible new services such as contract service agreements and training. It sees new product opportunities such as anti-corrosive paints and materials, lubricants and other engine protection products that would fit well with its existing customer base.
Previous Sales 

WHAT WERE YOUR SALES LAST YEAR AND OVER THE LAST FEW YEARS?

How well have you performed? If you are not performing to budget, indicate why not. This provides a background to past performance and a lead into the future.  For instance, you could include something like "Although our sales have increased by ten percent a year, we have never really taken advantage of every opportunity available." 

SERVICE SAMPLE TEXT
Our sales have increased consistently for the last five years, with billings last year totalling  $450,000. Our activity shows predictable seasonal variation and the common cyclical variation pattern due to marketing & prospecting activities suffering during periods of high demand for our consulting services. An average assignment will generate  $5,000 and we currently have 37 active clients taken over the last twelve months.  When we are most busy, during July- October, providing a service to clients our own marketing efforts fall-off leading to cash flow shortfalls in November - January. This then results in hectic marketing programs in the early months of each year that detract from our attention to exiting clients.   
We have secured a major contract this coming year to supply management support services to the newly appointed area manager and several service co-ordinators at the recently commercialized Public sector organisation. This requires a regular commitment of 40 hours per month of principal Consultant, John Smith's time. This will place a considerable responsibility for business development on Henry Thierry, our other senior consultant. While Henry has a credible presentation style his conversion rate from proposals to assignment currently averages a ratio of 6:1, whereas John averages a 4:1 ratio. It should be noted that Henry has averaged more billable hours over the last 12 months and that this reflects the time Henry spends in developing software and business systems for clients  
This plan is being prepared to enable us to co-ordinate a continuous marketing program in the future that can to some extent leverage John's time to close and acquire new business, to consolidate on the opportunity this twelve months contract offers to bring additional full time consulting staff who are also confident and capable in the business development role."
RETAIL SAMPLE TEXT

Although sales have increased by ten percent a year over the last two years, the company has not taken full advantage of the market opportunities, which have appeared.  The main store averages $20,000 per week with suburban stores ranging from $15,000 per week at our Classtown to $5,000 per week at our newly opened OutofTown outlet.  In-store surveys have indicated a conversion rate of 50% on sales enquiries. With an average purchase being $625.
The company will, over the next period, adapt its products and selling efforts to growing new markets, whilst maintaining its market leadership in its existing markets. It is our intention to open two new stores in the next twelve-month period in the rapidly growing new suburban developments in West Creek and Prince Gully.  We will refurbish and upgrade our outlet in Neartown, which is experiencing a major property development boom due to 'gentrification' of the formerly working class suburb.
Our recent staff sales training program and customer surveys have proven successful and will be continued.
HOSPITALITY SAMPLE TEXT
Accommodation
The Capital City motel has a steady growth in business over the last three years.  From the occupancy of 43% when the current operators took over the lease, the business has grown to the current xx%, which, combined with three rate increases has grown the total room revenue over the same period with xx%, resulting in a bottom line contribution of xx%.  The corporate support within the overall occupancy has been especially instrumental in achieving this, and now represents over xx% of the total revenue. The individual, chain generated business has also grown and now represents xx% of total.  This has affected the coach business, reduced due to cost reasons to xx% of total income. Overall yield has been positively affected by this change in segment contribution.
Food and Beverage:
This area, due to our main road location, has traditionally produced strong results.  However, with the recent opening of a McDonald's 350m away, this business unit has seen a dramatic drop in covers, average check and bottom line.  We have tried to counteract this with a change of menu, costings and way of operating, but to no avail.  We will now look at a strong room service, enhancing the service to our clients.  This area has seen minimum growth, characterised by low margins and high labour costs.

Our bar has been very successful and has counterbalanced the downturn in the restaurant.  We now serve counter meals at low cost and the high turnover has resulted in an excellent bottom line contribution, off-setting some of the high costs in other areas.  We are currently running the equivalent of XXXX covers in the bar, and XXXX in the restaurant.

Strong growth in the function area has also resulted in repeated use of the restaurant, with excellent results (about XX% of total turnover and growing).  
Other facilities:
The business has experienced an increase in the use of the gaming and poker machines, as well as the average spending per machine over the last six months.  This may be due to the closure of another venue, causing reduction of machines available in the area.  The extra patronage has made this a money-spinner not only for this area, but also affects the food & board dramatically. This section of the business now represents xx% of the total and is anticipated to grow at XX% per annum. 
GENERAL SAMPLE TEXT

Although sales have increased by XX percent a year over the last xxx years the company has not taken full advantage of the market opportunities which have appeared. The company will now, over the next period, adapt its products and selling efforts to growing new markets whilst maintaining its market leadership in its existing markets.

Sales & Profits 

WHAT ARE YOUR PROJECTED SALES AND PROFITS?

This is the bottom line.  How much profit are you going to make?  If you are presenting this plan to investors, mention the expected annual return.  (For a more detailed explanation of the financials, see the section devoted to this topic, elsewhere in the manual) 

	
	Last Year
	This year
	200B
	200C
	200D

	Sales (000's)
	$455
	$831
	$1,200
	$1,900
	$2,300

	Gross Profit
	$287
	$624
	$900
	$1,440
	$1,880

	% Gross Profit
	63%
	75 %
	75%
	75%
	80%

	Net Profit
	$172
	$374
	$540
	$864
	$1128
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Proof of Sales & Profits 

WHAT PROOF CAN YOU PROVIDE THAT YOU WILL ACHIEVE THIS LEVEL OF SALES & PROFITS?

Supply proof that there will be a demand for your goods or services.  Do you have any advance orders, existing customers that have promised to use your goods or services, or market research surveys or sales experience that implies a natural growth in the market?  Do you have evidence of any external factors such as changes in legislation, competitor status, or cultural influences that may lead to an increased demand for your product or service?

List anything that re-reinforces the proposition that you will be successful.  For intance, it may be useful to mention here any large orders you have received in the past, or even profile some of your exisitng customers.  This could help to add credibility to your business. 

SERVICE SAMPLE TEXT
It is anticipated that Capital Consultancy will achieve this increase in sales because:
· The company has increased sales by ten percent over the last two years and is geared for growth.
· The company has an excellent reputation and good customer base which can be relied upon to continue to refer business to us.
· The company will be placing more emphasis on services to businesses that are in rapidly growing industry sectors or are experiencing significant levels of re-structuring and change. 
· Although the company has based its consulting approach on an initial needs analysis contributing to the business planning process  we have never specifically targeted our clients with a structured business planning service. The demand for this service in our existing  market is increasing  and we have been approached several times recently by clients to help prepare planning documents.
· The company has been awarded a tender to provide mentor support to managers at the newly formed National Public Services Bureau worth $87,000 for a fixed term of twelve months.
RETAIL SAMPLE TEXT
It is anticipated that Statesville Retail will achieve this increase in sales because:
· The company has increased sales by ten percent over the last two years and is geared for growth.
· The company has an excellent reputation and good customer base which can be relied upon to continue to purchase from us.
· The company will be placing more emphasis on markets that are in the growth and maturity stage of the product life cycle and less on those that are in decline, such as established families.
· Although the market leader, the company has never specifically targeted the retiree market segment. This market is increasing at a substantial growth rate. A competitive analysis of Spare Parts 'R'  Us has shown that the company is perceived to offer substantial  benefits over the competition by  virtue of its knowledge of the product and customer service component. It is estimated that Statesville Retail can become a major player in these segments. The company will start running promotions to this segment commencing in the first quarter of this year.
· In addition to these measures we expect by opening two new store in the next twelve months will  make a significant contribution to the consolidated sales figures. Similarly, the introduction of  installation and service contracts, the extension of the product range to carry a premium range of Spare Parts and the addition of Wampeters to our product range will all make for improved performance.
HOSPITALITY SAMPLE TEXT
· It is anticipated that Capital City motel will achieve the suggested increase in sales because:
· The company has increased sales by 10% over the last two years and is geared for growth.
· The company has been able to increase their rates on an ongoing basis without market resistance and affect, and is planning, albeit small, a rate increase next year 
· The company has an excellent reputation and a good loyal, repeat customer base
· The ABS trend as well as information from Tourism Victoria and Small Business Victoria has identified this region as a major growth tourism destination area, with anticipated growth of between 10-13% over the next two years.
· The town has started a local Chamber of Commerce and the impending appointment of a Tourism Officer who will solely focus on attracting ongoing and repeat business to town., should also increase sales.
·  Moteliers have combined their resources to launch a common weekend package brochure, which will be sold through all Tourism Victoria retail outlets (RACV) as well as affiliated organisations.
· The town has agreed to support a regional marketing campaign, with funding supplied dollar for dollar between the town and the moteliers
· It is anticipated that the local VFL club, having reached the semi-finals this year, will attract larger crowds to their home games resulting in additional demand for accommodation
· Business development will be negatively affected by the proposed ring road, submission for  which is currently before authorities.  However these works are not anticipated to commence until next century, assuring at least a short term growth.
GENERAL SAMPLE TEXT
It is anticipated that (your company) will achieve this increase in sales because:

· The company has increased sales by xx percent over the last xxx years and is geared for growth.

· The company has an excellent reputation and good customer base which can be relied upon to place future orders.

· Although the market leader, the company has never targeted the marine and heavy industrial equipment segments. These markets are increasing at a substantial growth rate. A competitive analysis of (your company) has shown that the company has substantial product benefits over the competition. It is estimated that (your company) can become a major player in these segments. The company will start running promotions to these segments commencing in the first quarter of this year.

· The company will be placing more emphasis on markets that are in the growth and maturity stage of the product life cycle and less on those that are in decline.

· Xxxxxx percent of the current sales forecast has already been achieved with advance orders. This is xxxxxx percent up on last year's figure.

· Last year the company could not supply product for a two month period on two product lines. These production limitations will be resolved by the installation of new machinery which will not only increase the capacity of the plant but increase the quality of the product.

Unique Features 

WHAT ARE THE UNIQUE FEATURES OF YOUR BUSINESS' PRODUCTS OR SERVICES?

Discuss any major product advantages that give you an edge in the market.  Home delivery gave Dominos Pizza a competitive product advantage.  Manufacturers in the computer industry are constantly racing each other to produce the smallest and fastest computer on the market. 

SERVICE SAMPLE TEXT
The services offered by Capital Consultancy are a direct result of the experience and know how of its two principle consultants.
John Smith has extensive experience working as a business analyst for a large consulting firm. He holds an Bachelor of Business from the University of Sydney and is a Certified Practicing Accountant.  He has developed a series of unique diagnostic tools for small to medium size business to identify the operational areas that could be improved; so as to reduce costs and improve efficiency.
Henry Thierry, who has also worked for a large consulting firm, has extensive experience designing IT systems to support businesses in implementing more effective operational  systems using readily available WindowsÔ based software.
Both our Senior Consultants have an extensive network of Associates who provide a variety of consulting services from business brokers to Total Quality management experts, marketing, engineering, customer service trainers and industrial relations specialists.
As a result Capital Consultancy can offer their Small - Medium sized company clients a totally integrated solution . We are in fact a one stop business consulting service; matching the range of services available to large companies from the Multi-national Consulting practices, but at an affordable cost.
RETAIL SAMPLE TEXT
Statesville Retail stock the best quality Spare Parts in the marketplace because of their high temperature and water resistance and excellent styling.  Marketing students at a local TAFE Institute reported in a Market Research Project that Statesville Retail are perceived as the largest retailer of Spare Parts and our staff are regarded as experts in the selection and installation of Spare Parts.  Whereas our major competitors, Multinational Corporation., although a much bigger and widely spread operation, are perceived as being a Spare Part supermarket, without our specialist service. 
All our stores are located in EastField Shopping Complexes which provide ample parking and convenience for our customers. Our stores are all brightly lit and feature our Statesville Retail logo and mascot Wally Spare Part which is instantly recognizable. 
HOSPITALITY SAMPLE TEXT
The Capital City motel still enjoys its unique location at the entrance of town, along the Capital City Highway. The rooms have been upgraded in 200A and size wise are larger than the perceived market leader.  Its long-standing reputation for service and quality has held the business whilst the newest motel tries to establish markets and get a clear focus on the clietele they want to attract.  Their marketing has been haphazard, resulting in many customers returning to the Capital City motel.  Care will be needed to assure this advantage is maintained.

GENERAL SAMPLE TEXT
(Your company's products) are generally considered to be the best quality (your product) in the marketplace because of their high temperature resistance and excellent waterproofing capabilities. Independent tests from the University of Spare Parts indicate that (your products) have an average life of five years whereas those of the competition have an average life of only three years.

Who will buy your products/services? 

WHO WILL BUY YOUR PRODUCTS OR SERVICES, AND WHY?

Later in the plan you will discuss what types of people or segments of the market will buy your products or services.  Segmentation analysis is critical to the preparation of a good plan.  Look at the section elsewhere in this manual that gives examples of how to segment.  In this box list the people or the segments of the market that you intend to target with your product or service. 

SERVICE SMAPLE TEXT
· Based on these market trends and profiles of the business and competitors it has been decided to concentrate Capital Consultancy’s efforts toward the following target market segments: businesses with the following profile:
· Medium sized business in the Manufacturing, Retail, Construction or Hospitality sectors with turnover of greater than $5 million, who are planning to or have the capacity to grow their business.
· Small Businesses Start ups in the Health Care sector with the capacity for rapid and substantial growth.
· Professional business services with operation and technical skills but lacking marketing or commercial experience.
· Newly formed Public Sector Business units undergoing  commercialisation.
We propose to extend our coverage of these market segments by developing a broader network with centres of influence in our defined target region. This also means establishing reference sites in both hospitality and building construction businesses and the health care sector.
RETAIL SAMPLE TEXT
Based on these market trends and profiles of the business and competitors it has been decided to concentrate Statesville Retail’ efforts toward the following segments:
· Our traditional established families segment.
· Retirees
· Property developers 
· Individuals of high net worth (female emphasis)
· We propose to extend our coverage of these market segments by re-locating stores to fit our more tightly defined target markets and to initiate mail order catalogue sales for geographic regions not currently being adequately serviced.
HOSPITALITY SAMPLE TEXT
Based on the identified market trends and profiles of the current and potential future business as well as the competitive environment, it has been decided to concentrate Capital City's efforts on the following segments:
· FIT (Frequent Independent Travellers) or Rack Rate Business, with emphasis on Deluxe Spa rooms.
· Package Business, with emphasis on Weekend and Short Holiday Break travel, using the tourism distribution network, including internet and other electronic means.
· Local Function and Wedding market to assure a better use of the restaurant on other than peak times like Saturday nights
· Conference and Meeting Market; the most profitable segment of the business (as they use all facilities like rooms, meals etc - and pay for them!).
GENERAL SAMPLE TEXT

The three major segments that (your company) will target their product toward are:

Automotive motor manufacturers;

Marine industry motor manufacturers; and

Heavy industrial equipment motor manufacturers.

Competitors 

HOW WILL YOU POSITION YOUR PRODUCT OR SERVICE AGAINST YOUR COMPETITORS?

Explain why your product or service is superior to your competitor's offerings.  Is there a gap in the market?  What are your competitors doing compared to what you are doing, or intend to to?  Later in these templates you will be provided with more examples of different types of gaps in the market.  Think about your product carefully.  Do you offer the lowest price, the best product, the friendliest service, etc? 

SERVICE SAMPLE TEXT
Detailed Competitor Profile - Business Consultants in Wyford
	

	Capital Consultancy
	McCaw & Associates

Accounting
	BusNet

	Price Strategy
	
	
	

	Consulting Price
	$125/hour
	$250/hour
	$?/hour

	Fixed price on assignment
	Yes
	No
	Yes

~$10,000 pa

	Product
	
	
	

	Range of services
	
	
	

	Quality 
	
	
	

	Communication Skills
	
	
	

	No.consultants
	
	
	

	Formal Qualifications
	
	
	

	Promotion
	
	
	

	Customer base 
	
	
	

	Primary Medium
	
	
	

	Advertising Appeal
	
	
	

	Appearance of offices
	Medium
	Excellent
	Poor (operates from home)


RETAIL SAMPLE TEXT
Detailed Competitor Profile - Spare Parts
	
	Spare Parts R Us
	Capital City Spare Part
	Ind. Electric Net

	Price Strategy
	
	
	

	Retail Price
	$625
	$550
	$595

	Credit
	Yes
	Yes
	No

	Product
	
	
	

	Range
	
	
	

	Quality 
	
	
	

	Customer Service
	
	
	

	Reliability
	
	
	

	Product Life
	
	
	

	Country of Origin
	
	
	

	Installation & Delivery
	
	
	

	Promotion
	
	
	

	No of  Stores
	
	
	

	Primary Medium
	
	
	

	Advertising Appeal
	
	
	

	Locations
	
	
	

	Appearance
	Medium
	Excellent
	Poor


*It is almost certain that Capital City will offer a full installation and maintenance contract within the next twelve months although it is possible that due to the organisational stress created by its merger with  Multinational Thingamie, their introduction of the service may be poorly implemented.
HOSPITALITY SAMPLE TEXT
Detailed Competitor Profile - Capital City motel in ABC town:
	
	Capital City motel
	ABC Motel
	DEF Motel

	Accommodation Stars
	****
	****
	***1/2

	Number of rooms
	33
	38
	27

	Year of opening
	1978
	1985
	1997

	Room Types:
	
	
	

	Queen
	
	
	

	King
	
	
	

	Double
	
	
	

	Twin
	
	
	

	Single
	
	
	

	Suite & Others
	
	
	

	Price Strategy
	
	
	

	Retail Price
	
	
	

	Corporate discount
	
	
	

	Breakfast
	
	
	

	Main business
	
	
	

	Restaurants
	
	
	

	Bars
	
	
	

	Function rooms
	
	
	

	Service quality
	>
	<
	=


Apart from the above breakdown, you can look at many more areas like market coverage, advertising and sales promotion, do they have a brochure, do they support the local community,etc?
Areas like access, parking, opening hours, room servicing frequency etc are also very important in creating a competitive advantage.  The list is again only limited by your knowledge of the competition - and you would be surprised what you can find out from them!
GENERAL SAMPLE TEXT
Generally, the product will be positioned as the highest quality (your product) in the market. (Your company) has recognised the problems associated with mass marketing and will position the product slightly differently in each segment.

Marine segment: The company will emphasise the superior waterproofing capabilities of Capital City's Spare Parts.

Automotive segment: The company will emphasise the overall high quality of its Spare Parts and the flexibility of Capital City to customise orders to meet customer's requirements.

Heavy Industrial segment: The company will emphasise the durability of the product.

Achievements 

WHAT ARE THE MAJOR THINGS THAT YOU WILL NEED TO  ACHIEVE IN ORDER TO MEET THESE FINANCIAL RETURNS?

This is a brief outline of all the things to come. E.g. "We will increase our advertising expenditure, invest in new machines, improve our distribution by appointing a freight agency, and better target our product to the consumer, based on the results of our market research campaign".  If you are applying for funding for capital expenditure, highlight what the funds will be used for. 

SERVICE SAMPLE TEXT
The following represents a summary of our key strategy highlights.
Marketing strategy highlights:
Capital Consultancy will better position and target its marketing effort to businesses serious about growth over the next planning period. This will also involve upgrading our image of the company by the adoption of a new company logo and development of a full colour company prospectus. The company will strengthen its sales performance through addition of IT products to its range of services and the appointment of a product sales consultant attractive to medium sized . It will adopt a more responsive and defined approach to selected target markets, over the entire year rather than oscillating between marketing and service delivery.  These strategies are detailed in the following marketing plan.
Operational strategy highlights:
Capital Consultancy will seek greater leverage of the time spent with clients by senior consultants:
· Utilising software products in the delivery of solution to clients,
· Delivering of routine and common components to clients in small groups rather than on a one-to-one basis
· Employing a full time Sales consultant.
 Organisation and management strategy highlights:
Capital Consultancy will concentrate on developing a procedures manual covering all areas of operation. 
Over the next period the company consultants will delegate more of the administrative aspects of our services to our support staff. Internal systems will be based on productivity tools that we recommend to our clients and all staff will be involved in services delivery by providing "peer support" for client’s employees.
A new computer network will be installed upgrading existing machines and providing 2 new workstations for anticipated new employees. Both senior consultants will also be provided with laptops.
Financial strategy highlights:
The company will increase its emphasis on fixed price "product based services".
We will also explore pricing terms where clients pay a percentage of the benefit/result achieved through our business development programs. Thus when we say your success is our success we really mean it.
A contingency plan is being developed for raising capital for the possible merging/acquisition with H. Nelson Chartered Accountants. Nelson has an extensive client base and is the oldest established accountant in the region. Indications are that he is near to retirement and will seek to sell his practice some time in the next twelve to eighteen months. 
RETAIL SAMPLE TEXT
The following represents a summary of our key strategy highlights.
Marketing strategy highlights:
· Statesville Retail will better position and target its stores to growth markets over the next planning period. This will involve a progressive upgrading of its stores emphasising a modern image of the company by the adoption of a new company logo. 
· The company will strengthen its sales performance through continued sales and customer service training for its technically competent workforce. It will engage the services of a visual merchandising consultant to support staff in ensuring stores look more attractive to customers. 
· It will adopt a more responsive and defined approach to selected target markets. These strategies are detailed in the following marketing plan.
Merchandising Strategy highlight:
· Statesville Retail will review is purchasing arrangement with suppliers in line with expected improvements in inventory control.  
· To counter Capital City capture of a significant number of our traditional established families target market we will negotiate with a local manufacturer to develop a budget priced badged Spare Parts ‘R’Us range. Prices will commence at $575, which is very competitive with Capital City’s biggest selling Spare Part.
· Over the next year the company will introduce technology to upgrade its purchasing and inventory control systems to improve its stock handling and reduce wastage. More responsive stock rotation is seen as a key to reducing inventory costs.
Operational strategy highlights:
Statesville Retail will remove the current major bottlenecks in stock rotation by purchasing a new 1 tonne van and employing a full-time driver devoted to internal stock movements. This will relieve the existing drivers of these duties and is expected to also improve customer deliveries to such an extent as to allow trial of a next day delivery service.  
Tom Jones of Fixit P/L, who provides 60% of our installation work has advised that he plans to retire in the next twelve months. It is envisaged that we should be in a position to bring the installation function provided by Les in-house. We have already suggested to two of Les’ most reliable employees that they would always have a job with us and both have indicated they would be happy to do so.  This will enable us to develop the comprehensive Spare Part Installation and Maintenance /Service contracts, with little transition problems.
Organisational and management strategy highlights:
Over the next period Statesville Retail will open two new locations. It is envisaged we will employ two additional full time sales staff as a mobile team to cover for holidays and illness and two part time administration staff. One of these will also be responsible for the introduction and maintenance of the inventory control system. The other will be required to rationalise the current staff rostering system.  
The company will concentrate on developing a policies and procedures manual covering all areas of operation. A training needs and employee job satisfaction analysis will also be conducted in association with this documentation of our business.
Financial strategy highlights:
The company will increase gross margin to forty-five percent which will result in a strengthening of the bottom line. Emphasis will be placed on consolidating and reducing debt to help assist fund new capital expansion. 
Additional finance will be sought from our bank to fund the purchase of the new vehicle, the installation of a new Point Of Sale inventory control system  and the refurbishment of existing stores and fit out and opening of the two new stores.
A contingency plan is being developed for the possibility of acquiring a local Spare Part manufacturer.
HOSPITALITY SAMPLE TEXT
The following represents a summary of key strategy highlights required to achieve the suggested budget for the year xx/xx.
Accomodation:
The Capital City will upgrade their current room facilities with better soft furnishings (drapes, chairs, bedspreads etc), lifting the current decor to  1998 standards, improving the level of comfort and value for money resulting in an increased occupancy of XX% and revenue increase of $XXXX by investing $XXXX.
 The business segments will be targeted as follows:
Fit:  Maximise repeat business from this segment  by implementing loyalty programs to enhance the value of staying at Capital City motel, supported by an improved product and friendly and professional service
Corporate:  Further enhance competitive advantage of location by product upgrade, rooms of a standard only available at the newest property in town, as well as better value and service. Actively canvas new accounts and maximise patronage to counteract any possible negative growth.
Etc for each of the identified segments. 
Food & Beverage:  Increase local market coverage assuring the Capital City motel and conference centre is perceived as  the local community and THE place for anniversaries, functions, weddings etc.This can be further broken down by segment, such as by restaurant, bar, function rooms etc
Marketing strategy highlights:
Capital City will better position and target products to growth markets over the next planning period. The 
company will strengthen its sales performance in various sales territories through the use of 
defined strategies which are detailed in the Marketing Plan.
Organisational and management strategy highlights:
Over the next period Capital City will employ XX full time and XX part time staff. The company will 
concentrate on developing overall policies and procedures in all areas. A training needs analysis 
will also be conducted.
Financial strategy highlights:  The company will increase gross margin to forty-five percent resulting in a strengthening of the bottom line. Emphasis will be placed on consolidating and reducing debts to help fund new capital expansion.
GENERAL SAMPLE TEXT

Marketing strategy highlights:

(Your company) will better position and target products to growth markets over the next planning period. The company will strengthen its sales performance in various sales territories through the use of defined strategies which are detailed in the Marketing Plan.

Production strategy highlights :

Over the next year the company will upgrade the plant by purchasing a new production machine. It will remove the current major bottlenecks in production and reduce the reject rate to xx percent.

Organisation and management strategy highlights:

Over the next period (your company) will employ xxxxx full time and xx part time staff. The company will concentrate on developing overall policies and procedures in all areas. A training needs analysis will be conducted.

Financial strategy highlights:

The company will increase gross margin to xxxxxx percent which will result in a strengthening of the bottom line. Emphasis will be placed on consolidating and reducing debts to help fund new capital expansion.
Sales Analysis 

Revenue Breakdown 

LIST THE CURRENT REVENUE EARNED FROM EACH MAJOR PRODUCT OR SERVICE THAT YOU SELL.

This should be a nice summary so that you and those reading the plan can get a full picture of the business. It should also show what you believe to be the sales potential of the organisation.

A sales analysis is actually part of your business analysis, but because it is so essential to planning it should be included as a separate section. It is important to analyse your sales by product or service type on a regular basis. If you cannot do this it points to a major weakness in your business. 

	Products
	Last Year's

Sales (000's)
	% Total Sales
	Trend
	Reason

	Product #1
	$xxxxx
	xx%
	Increasing
	High demand for premium quality

products. People are moving away

from low quality imports as they

realise that the quality of Spare Parts affects

the life of their motors. Supply problems

in meeting existing demand.

	Product #2
	$xxxxx
	xx%
	Declining
	People in this market seem to be 

upgrading to higher quality products 

	Product #3
	$xxxxx
	xx%
	Stagnant
	Although sales were about the same as

last year, there were two months when

we could not supply our customers due

to production problems which resulted

in the cancellation of some orders. 


The demand for Product 1and Product 3 is increasing. If we had been able to supply Product 3 to meet the demand our sales would have increased by xx percent.
Sales Trends 

LIST EACH PRODUCT OR SERVICE AND LOOK AT YOUR SALES TRENDS.

This area of analysis is critical to future planning.  Often your sales trends are not noticeable until you sit down and actually review what is happening.  Force yourself, or your managers, to explain why your sales are increasing or dercreasing.  This analysis may lead to the development of additional objectives and strategies in your plan.

For instance, if your sales were down because of a late delivery by a supplier that left you out of stock, you may need to include in your objectives some changes to your current ordering procedures.  If the plan is being presented to senior management or outside organisations, this section may be used to justify why your sales deteriorated.  Most people assume the worst when they see a decline in sales.  No matter what the reason, information concerning sales fluctuations should always be documented.  It is surprising how quickly all the inividual factors that have affected sales in the past are forgotten.  

The table below shows the breakdown of sales by geographical area - last year versus this year. (Your company) has been experiencing some problems in Area 3 and Area 4. There are two major reasons for the decline in these areas. Sales reps in both these areas have become negative towards the product due to some major quality and supply problems that the company experienced late last year. These problems have been fixed but the sales reps seem to have lost their confidence in the product range. All attempts to date to try and win them back have failed. An ultimatum will be issued to these reps - "Change your attitude or leave!" Discussions with these reps indicate that it will be hard to salvage them and probably not worth the effort to turn them around.
AreaX is by far the biggest and most important market and its importance must be taken into account when framing sales strategies.
	Sales 

Territory
	Sales This

Year  

(000's)
	Sales Last 

Year

(000's)
	% of 

Total 

Sales

This

Year
	Trend
	Comments

	Area 1
	$xxxxx
	$xxxxx
	xx%
	increasing
	

	Area 2
	$xxxxx
	$xxx
	xx%
	increasing
	

	Area 3
	$xxx
	$xxxxx
	xx%
	decreasing
	Negative sales reps are 

contributing to a decline in sales.

	Area 4
	$xxx
	$xxxxx
	xx%
	decreasing
	As above

	Area 5
	$xxx
	$xxx
	xx%
	increasing
	

	Area 6
	$xxx
	$xxx
	xx%
	increasing
	

	
	$xxxxx
	$xxxxx
	xxx%
	increasing
	


Review Sales 

REVIEW YOUR SALES BY MARKET SEGMENTS.

Ideally, you should be able to review sales by market segments.  Remember that one of the major philosophies behind preparing a good plan is to analyse what the customer's needs are and then try to satisfy them.  The form below lets you analyse which segments you are currently selling to and whether or not you go out of your way to sell to them.  Often business managers will discuss major segments that are growing, or talk about selling their products or services to these segments, yet forget to construct promotional programs to specifically target them.  Having a product that meets these people's needs is not sufficient.  Individual promotional campaigns should be developed for each segment.

If you can't break down your sales by segment make an estimate of what percentage of your sales are made to each segment and what the relative trends are. 

Comparing the sales of (your product) that (your company) made to each market segment last year produces some interesting conclusions.
	Segment
	(Your product)

sales to this

segment

(000's)
	% of 

Total

Sales
	Have

promotional 

campaigns

been directed

at this 

segment?
	Sales trend
	Reason

	Segment #1
	$xxxxx
	xx%
	Yes
	same
	Good existing customer 

base. The smaller 

companies that we don't 

supply are starting to go

out of business. 

	Segment #2
	$xxx
	xx% 
	No
	decreased
	ABC Spare Part seem to be 

winning a lot of business 

 from us.

	Segment #3
	$xxx
	xx%
	No
	decreased
	Supply problems. 

Prioritising automotive 

customers meant that some

aeronautical and electrical

customers could not be

supplied.

	Segment #4
	$xxx
	xx%
	No
	decreased
	as above

	Segment #5
	$xxx
	xx%
	No
	increased
	One major account makes 

up most of the sales in this

category. 

	
	
	
	
	
	

	Total
	$xxxxx
	
	
	
	


This table highlights the lack of promotions that Capital City conducts to segments other than the Automotive segment. This is particularly critical when the trends in the total market are reviewed (outlined in the Market Analysis section of this plan). The Automotive segment is decreasing whilst others are expanding. If the company continues to focus only on the Automotive segment it will experience deteriorating sales.
The 80:20 Rule 

SUMMARISE YOUR SALES BY YOUR BIGGEST CUSTOMERS AND NOTE WHICH SEGMENTS YOU HAVE BEEN PREDOMINANTLY TARGETING.

Most businesses, to some extent, conform to the 80/20 rule. I.e 80% of revenue is derived from 20% of customers.  It could also apply to other departments. I.e 80% of overdue debtors comes from 20% of customers, etc.

There are many ways that this may affect your planning.  Here is one example.  A company with a fairly large database of customers decides that they would like to do a sales promotion to increase their rapport with existing customers.  They decide that they can afford to spend about $2.50 on each customer which would buy, for instance, a coaster.  After analysing their customers by the 80/20 rule they realise that the most important customers are well worth spending money on but the others are one-offs or smaller purchasers.  Using the same sales promotion budget  they could decide not to spend the $2.50 on each customer, but rather spend $100 on the top 20% of their customers.  This would probably have a far more positive impact on the business.

The profile of the top 20% of your customers should also be analysed in terms of winning new business.  What are the characteristics of these larger customers and how can you target your promotions to win more of these types of companies. 

Like most businesses (your company) has almost 80% of its revenue being accounted for by 20% of its customers.
The company's largest customers include:
ABC
Holdings Limited
The Motor Company
Motor Enterprises
Worldwide Mechanics
Although a recent survey of top customers indicated that they are generally satisfied with the services offered, a lot more could be done to maintain goodwill. In the next year account service reps will be employed specifically to call on these key accounts at least once a month. These reps will be encouraged to take their production and purchasing managers out to lunch. 
It is noteworthy that all these customers are automotive manufacturers. Whilst there are some customers in other segments of the market no major or key accounts have been captured. Sales reps will be targeted to these areas in the coming year.
Seasonal Fluctuations 

ARE THERE ANY SEASONAL OR OTHER FACTORS THAT AFFECT YOUR SALES CYCLE?  IF SO, DESCRIBE HOW THIS HAS AFFECTED YOUR BUSINESS IN THE PAST AND HOW YOU WILL HANDLE THIS IN FUTURE YEARS.

Fluctuations in sales may occur on a yearly basis - E.g. Christmas period for retailers.  A weekly basis - E.g. Tuesday night trade for a restaurant.  Or a daily basis - E.g. Lunch time rush for a sandwich shop.

Businesses should develop strategies to reduce the effects of these fluctuations.  The most obvious example is a shop that specialises in swim and surf gear.  Obviously, during Summer sales will be high but during Winter they will be low.  As a strategy the shop may decide to add a line of ski wear during the colder months.

Many businesses may not be able to add new product lines but may take action such as reducing stock, limiting the number of creditors due to be paid during this period, speeding up the collection of overdue accounts, or perhaps reducing advertising.  During boom periods the business must make sure that they have enough product to supply the market and available staff and resources to handle the increase in business.

Recent studies of advertising during recessed periods seem to suggest that, in terms of advertising dollar effectiveness, a company is better off NOT increasing advertising during low periods when consumers do not want the goods.  Rather, these studies suggest one is better off increasing during the boom periods to increase sales which will offset the low periods.  Of course, all strategies depend on the individual business and the types of initiatives needed to lure consumers to buy during the low periods.  Cinemas have been successful by offering half price movie tickets on a Tuesday night, restaurants by offering specials in non-peak periods and resorts by luring tourists during off-peak times with price discounts.  

Audits of the business have revealed that there are significant fluctuations in the sales cycle over the year. Graphing last year's sales shows that the two low periods are December to January and June to July. Over the Christmas period most businesses are slowing down and buying decisions are generally deferred until the new year. Research into the reasons why (your company) does not generally perform well in the middle of the year has highlighted some interesting results. Capital City has traditionally not attended the June trade show. Many buyers, who might have bought from Capital City during this period, attend this trade show and subsequently buy from one of Capital City's competitors. Over the next year, Capital City will conduct a sales campaign commencing in June and will be represented at the trade show.
Existing Customers
(Your company) has an excellent client list but has never tried to sell them products other than (your product). The company should be able to distribute other motor components or offer repairs and maintenance services to existing customers.
Market Analysis 

Market Profile 

WHAT IS THE TOTAL MARKET SIZE AND MARKET SALES TREND FOR EACH OF YOUR PRODUCTS OR SERVICES? 

Explain who will buy your products or services. Is this a good, strong, growing market or is it declining? If it is declining you should consider diversifying into other markets. 

(Your products) are sold to manufacturers of motors and mechanised equipment. The market consists of manufacturers of equipment aimed at the Automotive, Marine, Electrical, Aeronautical and Heavy Industrial machinery segments. 
The (your) Association estimates that in the last financial year the total market for (your product) was $xxxxm. 
This would suggest that (your company) has a xx% share of the total market. Research by the marketing department has also discovered that add-on products to the (your product) and related markets of contract maintenance, service parts, relocation and installation of equipment, lubrication, anti-corrosive and other associated materials are worth around $XXX a year. This is an area that (your company) could very easily diversify into to rapidly expand the business.
The diversification into these other markets will be detailed in a report to be released next month evaluating these product opportunities. The rest of this plan will concentrate on getting the core of our business correctly positioned to maintain and strengthen our xx% market share position.
WARNING: There are trends in the market that are undermining Capital City's strong competitive position. The company must adapt to these trends now or face the consequences.
Product Life Cycle
The total (your product) market is in the growth stage of its product life cycle. However, if we look at the product life cycle of the individual segments, we would find that some segments, such as the Automotive segment, are in the decline stage.
General Market Trends
Over the last xxx years there have been trends in the market that have lead to the changing importance of the various market segments.
The Automotive industry has declined from 50% of the market to 35%. This is primarily due to two of the largest manufacturers shutting down their operations and moving their plants offshore. The Marine and Heavy Industrial equipment segments have increased in relative importance significantly over the last five years. These trends are expected to continue over the next xxx years.
(Your company) has traditionally focused on the Automotive industry. Over the next few years (your company) will start to direct more programs at these two other growing segments. (Your company) can gain a considerable share of these two segments because of the superior technical capabilities of their (your product).
Market Trends 

WHAT GENERAL MARKET TRENDS WILL AFFECT YOUR BUSINESS?

It is very important to know, and be able to recognise, the trends and the external factors that might affect the market, so you can assess whether or not your business will be viable in the long term.  Are there any cultural, legislative, social, environmental, technological or other influences that may affect your business? For example, technological influences have made typewriters and telexes almost obsolete.  Environmental and social issues have seriously affected the plastics industry by forcing companies who were using plastic based packaging to find alternatives.  There are also trends in the market for more healthy, low-fat, lifestyles.  The hat market will increase in coming years because of the increasing fear of the deteriorating ozone level.  Look at your product and market and assess whether there are any potential threats or opportunities that may affect your planning. 

Trends in the (your product) marketplace are illustrated below. Although the Marine segment is increasing at 15% pa Capital City's market share has fallen. Capital City cannot continue to promote their product to declining segments such as the Automotive segment and ignore growing segments such as the Marine Segment.
	Market 

segment 
	Size of the

market 

segment 

(000's)


	Company's 

market 

share last 

year 
	Company's

market 

share 

previous 

year. 
	Is the 

segment 

increasing or 

decreasing? 
	What external factors 

are likely to affect in 

the future? 

	Segment #1
	$xxxxx
	xx%
	xx%
	decreasing 

10%  pa
	Lowering of Tariffs 

forcing smaller 

companies out of 

business. 

	Segment #2
	$xxxxx
	xx%
	xx%
	increasing 

15%  pa
	Increase in leisure and 

watersport activity. 

	Segment #3
	$xxx
	xx%
	xx%
	stagnant
	

	Segment #4
	$xxxxx
	xx%
	xx%
	stagnant
	

	Segment #5
	$xxxxx
	xx%
	xx%
	increasing 

2% pa
	Demand for high 

quality, durable 

equipment.

	
	
	
	
	
	

	Total
	$xxxxxx
	
	
	
	


The whole program structure needs to be improved.
*  Capital City has never conducted promotions aimed at most of the major market segments.
*  Capital City is focusing on the Automotive segment which is a declining market. The company should be looking at the Marine and Heavy Industrial markets which are growing.
On the positive side, this analysis highlights the ability of Capital City to extract information from its sales database. This is considered a major asset to the company.
Gap in the market 

IS THERE A GAP IN THE MARKET FOR YOUR BUSINESS' PRODUCT OR SERVICE?

There are many different types of market gaps. Here are some examples.

A gap by geographical area: A soft drink manufacturer who notices that no one is targeting regional country areas.

A gap by segment: Johnson & Johnson who market baby shampoo.

A gap by specific product targeting: A resort that offers holidays for the disabled.

A gap through promotion: A cosmetics company which focuses on the benefit of beauty whilst all their competitors focus on price.

A gap through innovation: Ballpoint pens or facsimile machines are good examples.

Although no major gap appears to be identified in the market, it is believed that (your company) has a superior product which the various segments would prefer to buy if they were aware of it. (Your company)will emphasize their product strengths to the growing market segments.
Market Segments 

LIST THE MAJOR MARKET SEGMENTS FOR YOUR PRODUCTS OR SERVICES.

In this section, only list the major segments that you will be selling your product or service to. I.e, those markets which generate the majority of the business' revenue. 

The major market segment are:
     Segment 1
     Segment 2
     Segment 3
     Segment 4
Possible Segments 

HAVE YOU SELECTED THE BEST POSSIBLE MARKET SEGMENTS?

Make sure that you don't miss out on any opportunities.  Scroll through the list in the workbook.  Almost all of the criteria could be used to break down your market into market segments.  The trick is to choose the criteria that will best enable you to plan. When you choose a method to break up your market, think through whether or not it will help you develop a promotional appeal, a distribution policy, a product to sell or a price to charge.  See the examples elsewhere in this manual under the heading "Segmentation". 

Trends in the (your product) marketplace are illustrated below. Although the Marine segment is increasing at 15% pa Capital City's market share has fallen. Capital City cannot continue to promote their product to declining segments such as the Automotive segment and ignore growing segments such as the Marine Segment.
	Market segment
	Size of the

market

segment

(000's)
	Company's

market share

last year
	Company's

market share

previous year.
	Is the segment

increasing or

decreasing?
	What external

factors are likely

to affect in the

future?



	Segment #1
	$xxxxx
	xx%
	xx%
	decreasing 10% pa
	Lowering of

Tariffs forcing

smaller

companies out of

business.



	Segment #2
	$xxxxx
	xx%
	xx%
	increasing 15% pa
	Increase in

leisure and water

sport activity.



	Segment #3
	$xxx
	xx%
	xx%
	stagnant
	

	Segment #4
	$xxxxx
	xx%
	xx%
	stagnant
	

	Segment #5
	$xxxxx
	xx%
	xx%
	increasing 2% pa
	Demand for high

quality, durable

equipment.



	
	
	
	
	
	

	Total
	$xxxxxx
	
	
	
	


conlusions on current (your product) program
The whole program structure needs to be improved.
•Capital City has never conducted promotions aimed at most of the major market segments.
•Capital City is focusing on the Automotive segment which is a declining market. The company should be looking at the Marine and Heavy Industrial markets which are growing.
On the positive side, this analysis highlights the ability of Capital City to extract information from its sales database. This is considered a major asset to the company.
Benefit Analysis 

WHICH SEGMENTS HAVE YOU TARGETED YOUR PRODUCTS OR SERVICES TO IN THE PAST, AND WHICH WILL YOU TARGET IN THE NEXT PERIOD?

One of the most important principles in setting the strategic direction of any business is to understand that customers are not interested in product features. They are interested in the derived benefits of those features. E.g. A major feature of a car might be a V8, but the benefit is that the customer can drive faster. Toothpaste may have tartar control but the benefit is that it reduces the chance of tooth decay (or so the manufacturers tell us). Look at the market and your product or service and describe what are the major benefits sought.

Look at each segment that you sell your product or service to and try to identify the benefits that can be offered to each segment. Mention which segments you have targeted in the past and which you will target in the future.  

The market, in general, is prepared to pay more for products that are reliable and of high quality.
	Segment
	Primary Benefits desired by the 

segment 
	Secondary Benefits

	Segment #1
	High temperature resilience
	Reliability, durability

	Segment #2
	Waterproofing 
	Durability, reliability

	Segment #3
	Reliability
	Service 

	Segment #4 
	Insulation 
	Reliability

	Segment #5
	Price, durability
	Service


In the past (your company) has always used one promotional campaign across all markets. The problem with this approach has been that each segment has different needs.
Over the next year (your company) will focus its promotional campaigns on each segment. For instance, rather than advertising in the Manufacturer's Monthly, Production News and general industry media, (your company) will focus on marine journals and advertise the superior waterproofing capabilities of the (your product) range. In the automotive journals we will highlight (your product's) superior high temperature resilience and do the same in each of the other major segments.
	Product Feature


	Benefit

	Capital City Spare Parts are manufactured using the

alloy compound GGGVV.
	Produces extremely high temperature resiliance.

	Double sealed glazing with triple rivets.
	Produces extremely good waterproofing

capabilities.


Potential Target Market 

SUMMARISE WHY YOU THINK EACH POTENTIAL TARGET MARKET WILL BUY YOUR PRODUCTS OR SERVICES?

Volvo sell their cars primarily to the safety conscious segment.  Why do people in this segment buy their car?  Because they perceive Volvo to be one of the safest cars on the market.  What segments have you targeted and why will they buy your products or services? 

Targeting the product
(Your company) will target the product to the new segments emphasizing the benefits that are most important to the particular segment.
(Note: in the previous sample text we mentioned the benefits for each target)

Detailed Segmentation 

PROVIDE A MORE DETAILED PROFILE OF EACH SEGMENT

Now that you know which segments you are going to target, find out as much as possible about their purchasing behaviour and needs. Often just going through this procedure helps you to focus. 

	(YOUR PRODUCT) 

PRODUCT GROUP
	#1

MARKET   SEGMENT
	#2

MARKET SEGMENT
	#3

MARKET SEGMENT



	What products are they

likely to purchase?
	Products that have a

high temperature

resiliency.


	High quality, water

 resistant.
	Reliable products that 

will not break down.

	Why do they purchase? 

What are their needs?
	Prevent the heat from the

motor destroying other

critical components.
	Prevent water from

corroding the motor.

Temperature control.
	Durability due to long

life warranties that

companies in this

industry sector offer.

Need to have assurance

of sales service and

support.



	How will the product satisfy

their needs?
	Spare Parts are stable and

tested up to 100C degrees

for 24 hours 
	Water-resistant testing

at extreme temperatures

concludes that the

product is the best in

the marketplace.


	Reputation for quality.

Product is guaranteed

two years with full

support if something goes

wrong.

	Who is the influencer?
	Production manager and

financial controller
	Production manager

and financial controller


	Production manager and

financial controller

	Who is the decision maker?


	Purchasing officer
	Purchasing officer
	Purchasing officer

	How do they purchase?
	Company order. Credit

terms


	Company order. Credit

terms.
	Company order. Credit

terms.

	When do they purchase?
	Normally place their 

orders in the middle of the

year and expect delivery

almost immediately.
	Most companies order

their Spare Parts around 

the first quarter,

gearing up for delivery

in the second quarter.

Selling efforts need to

be concentrated on this

segment around the first

quarter of each year.


	All year purchasing. No

particular peak season.

	Where do they purchase?
	Head office usually places

the order with the sales

representative.
	Head office usually

places the order with 

the sales representative.


	Head office usually

places the order with the

sales representative.

	How often?
	Order on a monthly basis.


	Normally one large

order per year.
	Order on demand.

	Will this segment want

add-on products in the

future?
	Yes, our existing 

customers would buy

other products from us

that fit this market.


	Possibly.
	Possibly.

	Who are the major "centres 

of influence"?
	Automotive

Manufacturer's

Association.

Government standards

bodies. Spare Part 

Association.

Automotive consultants.

Production consultants.

Chamber of Manufactures'.

Magazines such as the


	Marine Manufacturer's

Association.

Government standards

bodies.

Spare Part Association.

Marine consultants.

Production consultants.

Chamber of

Manufactures'.

Magazines such as the Purchasing News, Marine Bulletin, Production News.
	Heavy Industrial

Manufacturer's 

Association.

Government standards 

bodies.

Spare Part Association.

Production consultants.

Chamber of Manufactures'.

Magazines such as the Purchasing News, Production News.


Business Perception 

HOW ARE YOU AND YOUR BUSINESS PERCEIVED BY YOUR CUSTOMERS?

What often surprises many business managers is that the consumer may perceive their business differently to what they do.  A classic example of this is one of our small business clients who was drawing lots of enquiries from his advertising but converting very few of them to actual orders.  A survey of those potential customers who did not buy concluded that these people bought from a competitor because they perceived the competitor's product to be superior to that of our clients.

In this case our client had a technically superior product to that of the competitor he was losing business to, but his brochures did not clearly explain his product's benefits.  The competitor also had an endorsement from a semi-official body which gave their product more credibility.  It is crucial that you review how your business is perceived.  Image can go a long way towards helping you win. 

Our company is currently being perceived as....... 
Customer Perception 

HOW WOULD YOU LIKE YOUR CUSTOMERS TO PERCEIVE YOU AND YOUR BUSINESS?

Note the difference between this and the previous question. This actually asks how you would LIKE your customers to perceive your business.

In the Automotive segment (your company) is generally perceived as the best in the business. In the other segments, especially the growing Marine segment, the company is not viewed in the same light. (Your company) will aim to change this misconception over the next year.

Centres of Influence 

WHO ARE THE MAJOR "CENTRES OF INFLUENCE" FOR YOUR PRODUCTS OR SERVICES?

(A "centre of influence" is any person or organisation that could influence others to buy your product or service. E.g. Associations, Magazine Editors, Consultants, etc.)

How have you in the past, and how will you in the future, contact these people so that they are aware of your product or service offerings. 

The influencers for the Automotive industry are.....
Competitor Analysis 

Competitor Analysis 

COMPETITOR ANALYSIS

It is important to understand who your competitors are and what they are offering. If you do not know their exact market share, estimate the approximate size. Think about why custoners would buy from these businesses. 

The major competitors in the market place are:
	Company
	Market

Share
	Market

Share

Last Year
	Reason why people buy from this company.

	(Your Company)
	xx%
	xx%
	The best Spare Part in the market. Dropped market share largely

due to the rise in the Marine market segment and the Heavy

Industrial segments. Capital City  is not heavily represented in either

of these segments.

	Acme Co.
	xx%
	xx%
	Acme imports their Spare Parts from Asia. The Spare Parts are of a

fairly high quality, but they have difficulty in adapting to

customer's needs and servicing them.

	Sly Spare Parts
	xx%
	xx%
	Strong in the Heavy Industrial sector. Provide two year

Warranty. Will send an engineer within 24 hours to repair

faulty Spare Part. 

	Statesville 

Spare Parts
	xx%
	xx%
	Excellent insulation properties. Good quality Spare Parts. Small

manufacturer.

	Prime Spare Parts
	xx%
	xx%
	Low quality imported Spare Parts.

	ABC Spare Part Co
	xx%
	xx%
	Waterproofing capabilities superior to most. 


Competitive Strengths and Weaknesses 

WHAT ARE YOUR COMPETITIVE STRENGTHS AND WEAKNESSES?

Analyse your business against your competitors. What do you offer that may be a strength? What do you lack that may make you less competitive?

Look at size, reputation, location, your established customer base, management skills, etc. See the sample text for a full list of headings. 

	
	(Your product)
	Sly Spare Part
	ABC Spare Parts

	Price Strategy
	
	
	

	  Retail Price
	$xxx
	$xxx
	$xxx

	  Payment terms
	x days
	x days
	x days

	
	
	
	

	Product Strategy
	
	
	

	  Temperature Resistance
	180C
	120C
	120C

	  Waterproofing
	Excellent
	Poor
	Excellent

	  Reliability
	Excellent
	Medium
	Medium

	  Insulation
	Medium
	Good
	Medium

	  Quality level
	Excellent
	Very Good
	Very Good

	  Service level
	Response within

24 hours
	Response within

24 hours
	No guarantees

	Product Life
	Average x years
	Assume x years
	Assume x years

	  Country of origin
	Local
	Imported
	Local

	
	
	
	

	Promotion
	
	
	

	  No of reps
	x
	x
	x

	  Advertising appeal
	"The Best"
	"When you need a

durable Spare Part buy

Sly"
	"The specialist

marine Spare Part

experts"

	
	
	
	

	Distribution
	
	
	

	Channels
	Direct
	Direct
	Direct

	
	
	
	

	
	
	
	


The (your product) marketplace would not be described as a highly marketing orientated environment. Most competitors have technical backgrounds and have concentrated on simple personal selling techniques.
Competitive Positioning 

COMPETITIVE POSITIONING

Graphing your competitive positioning is a descriptive way of highlighting what you are offering compared to your competitors. Refer to the relevant page in your workbook to see an example of a positioning graph.

All you need to do is choose two of the most important variables that the consumer considers important and graph where you are positioned against your competitors. 

The most competitive long term markets for (your company) to concentrate on are the marine, heavy industrial and automotive segments. (Your company) will position itself as the supplier of the best (your product) in the marketplace.
Print this table and then plot it with some points - refer to the workbook.
                                                                              Features
[image: image2.wmf] Price
Use the table above to plot your graph and clearly show your company's products. Refer to the section in your workbook which will give you a better understanding of the above table. Print this table out and manually plot the points.
Product Positioning 

POSITION YOUR PRODUCTS OR SERVICES BY SEGMENT.

Try positioning your products or services.  Is there a gap in the market or are you doing what everyone else is doing? 

Most companies will be marketing their products or services to two or more market segments.  For example, if you were selling mobile phones you could target tradesman and professionals as two major market segments.  The strategy would need to be different for each segment.  For instance, the primary benefits that a tradesman may require could be durability and reliability, whereas a professional may place more emphasis on style and size. 

(Your company's) management has learnt over the years that a product will not be successful just because it has more features than the competition. The product will only be successful if it has the exact features that the customer desires. Research has indicated that each market segment places importance on a different feature. Each segment is searching for good quality (your products) with one particular outstanding feature, depending on their application. 
During the next year (your company) will position itself as a leader in the major segments. The two most important qualities that the customers in each segment desire are plotted on the graph below. The positioning of (your company) can be clearly seen as superior to the major competitor in each segment.
	Plot your segments on your graph

(see your workbook)
	#1 Segment

The two most important product attributes in this segment are

Waterproofing/Quality and Price. The major competitor in this

segment is ABC Spare Parts who have established themselves as a

specialist in this segment, qualities.



	Plot your segments on your graph

(see your workbook)
	#2 Segment

Sly Spare Parts appear to be the major competitor specialising in this

segment. They have always used their durability of product and after

sales support as an effective sales tool.



	Plot your segments on your graph

(see your workbook)
	#3 Segment

(Your company) is already a market leader in this segment. The




Target Market Analysis 

HOW DO YOUR TARGET MARKET STRATEGIES COMPARE TO YOUR COMPETITORS?

Analyse your competitor's strategies in relation to your own and then position them in the graph. Refer to your workbook for further explanation. 

If we look at the previous analysis by segment you will note that we have evaluated our competition's strategy where relevant. 

Objectives 

SWOT Analysis 

SUMMARISE ALL YOUR COMPANY'S STRENGTHS, WEAKNESSES, MARKET OPPORTUNITIES AND THREATS. 

This is a very effective way to analyse your business. The questions prior to this have been designed as a diagnostic checklist. They should have drawn conclusions as to your strengths, weaknesses, opportunities and threats. 

This is a summary of the business's most important strengths, weaknesses, opportunities and threats.
	
	"Which means that"

	Strengths of the Business

Excellent customer base.

Good reputation.

Excellent quality product (waterproofing &

durability).

Good management skills.

Good ability to extract information.


	Can sell other products to this customer base.

People will want to buy again.

Adds to reputation.

Well run business.

Can control the business.



	Weaknesses of the Business

Not promoting the product to some segments.

Reduced profitability.

Existing machinary needs replacing, production

problems have caused lost orders.

Negative sales force.

Poor programs to "centres of influence".


	Missing out on sales opportunities.

Need to improve or the company will falter.

Further lost orders will result unless this is addressed.

Without a positive sales force the company will never

perform well.

Missed potential referrals.

	Opportunities in the Marketplace

Add-on products such as contract management,

lubrication, anti-corrosive materials etc.

Growing marine and heavy industrial equipment

segments.


	A potentially enormous market for Capital City to tap into.

Capital City should target these segments.



	Threats in the Marketplace

Increasing supplier prices.

Declining size of the Automotive segment.


	Resulting in reduced profitability.

Need to focus on growing segments to spread the

company's portfolio.


Mission Statement 

WHAT IS YOUR BUSINESS' MISSION STATEMENT?

This should be a clear concise statement of where your business is headed and what you hope to achieve. 

To maintain market leadership status by offering a full range of product and service solutions that protect and extend the life of motors.

Objectives 

LIST YOUR OBJECTIVES

Your objectives are essentially a list of the goals you hope to achieve over the next period. This states where you are headed. It must be measurable and quantifiable.

If you have also purchased the MAUS Action Planner software, use it to closely monitor your staff's daily and weekly activities, as they work towards the company's broad objectives and goals. 

Corporate Objectives (Goals)
Short Term Corporate
        To achieve a sales level of $xxxxx
        To achieve profit level of xx%
Long Term Corporate
        To achieve sales in 200B of $xxxxx
        To achieve sales in 200C of $xxxxx
        To achieve sales in 200D of $xxxxx
Marketing Objectives (Goals)
Spare Parts
        #1 Segment: To increase sales to $xxxxxx
        #2 Segment: To increase sales to $xxxxxx
        #3 Segment: To increase sales to $xxxxxx
        Other: To increase sales to $xxxxxx
New Products
To evaluate and launch new products or services which will turn over $xxxxxx in the first year.
Production Objectives (Goals)
To achieve production level of xxxxx (your product).
To increase production capacity to xx% of plant capacity.
To reduce production costs by x%
Other Objectives (Goals)
To not exceed a production budget of $1xxxxxx
To not exceed a marketing budget of $xxxxxx
To not exceed a payroll budget of $xxxxx
To not exceed a general overhead budget of $xxxxxx
The major task objectives for each area of the organisation, together with responsibilities and timings are detailed
in the Roll-Out Plan.
Marketing Plan (Product/Service) 

Sales and Market Objectives 

WHAT ARE YOUR PROPOSED SALES AND MARKET SHARE OBJECTIVES FOR EACH PRODUCT OR SERVICE CATEGORY?

If you have also purchased the MAUS Action Planner software, use it to closely monitor your staff's daily and weekly marketing activities, as they work towards the company's sales and marketing objectives. 

	(Your product) 
	To increase sales to $xxxxxx

	
	

	Sales Objective by Market Segment
	

	               #1 Segment
	To increase sales to $xxxxxx

	               #2 Segment
	To increase sales to $xxxxxx

	               #3 Segment
	To increase sales to $xxxxxx

	               Other
	To increase sales to $xxxxxx


	New Products/services
	To evaluate and launch new products or services

which will turn over $xxxxxx in the first year.


Market Positioning 

HOW WILL YOU POSITION EACH PRODUCT OR SERVICE IN THE MARKETPLACE?

How do you want your product or service to be perceived by your customers? How will this positioning add to the sales potential of your offering?  

	(YOUR PRODUCT)
	

	General Market Positioning
	(Your products) will generally be positioned as the highest quality

range of (your product) in the marketplace.

	#1 Segment
	The best (your product) on the market.

	#2 Segment
	The most durable (your product).

	#3 Segment
	The highest quality and the most flexible company to meet

customers needs


	NEW PRODUCTS/SERVICES 


	

	General Market Positioning
	The new products need to be positioned so that they strengthen

the image of (your company) in the marketplace.


Marketing Information Systems 

MARKETING INFORMATION SYSTEMS.

How will you obtain feedback from your sales reps, distributors, and front line personnel.  Implementing a system to monitor and receive feedback from these market sources is ESSENTIAL to ensuring the success of your marketing programs? Look at how you have done this in the past and determine whether your current information gathering procedures can be improved. 

The business has not monitored the success of past campaigns. Various campaigns have been conducted but these have not been clearly documented. Over the next year a system will be put in place to ask at the point of enquiry and point of order "How did you hear about us?".  Answers will be put into the computer and analysed monthly.
The company will discipline itself to review monthly sales reports by product, segment and sales territories, compared to budget.
Perception by Customers 

HOW DO YOU WISH TO BE PERCEIVED BY YOUR CUSTOMERS?  DO YOUR BROCHURES, COMPANY LITERATURE, ETC, SUPPORT THIS PERCEPTION?

What specific actions can you implement to improve the customer's perception of your business. (You analysed the customer's perception of your business previously in the "Detailed Segmentation Analysis" section). Now, what individual strategies will you employ to ensure such a perception is created? 

The company will conduct market research into the buying behaviour in the Marine segment. This project will be contracted out and will be scheduled for June this year.
Many customers in the Automotive segment are not aware of how flexible (your company) can be at customising orders. Sales reps will be told to emphasise this point to customers in this segment.
A survey of companies in the Marine segment indicated that they believed that (your company's products) were 
not as good as the competition in waterproofing capabilities. It is believed that this is because:
a)   The competition tells customers that this is the case;
b)   (Your company) does not highlight this point in its brochures; and 
c)   The sales reps never highlight this point in their presentations.
(Your company) has recently received a report from the Spare Part Institute confirming the superior waterproofing qualities of its (your product). The company will include this report in a new brochure, advertise it in marine
industry magazines and make sure that sales reps are aware of it in the future.
Product/Service Branding 

BRANDING.

Do your products or services have a brand name? Is this name protected, easily understood, and acceptable in other countries around the world? Does it meet your business' image requirements? 

(Your company) has never considered the possibility of branding, but as the company moves to expand its distribution and product lines the branding of products could strengthen its image and improve control over products in the future. If the company builds a reputation for a brand name over the next few years it will be possible for (your company) to establish a more detailed network of distributors. The presence of a strong brand name will force the distributors to buy from (your company) rather than from a competitor.
The company will ask employees in the first instance for suggestions on a suitable brand name. If an employee's name is selected then that employee will be given a night for two at the Youlovit Resort.
Packaging 

PACKAGING.

Does your packaging meet legal requirements? Have distributors, retailers and/or consumers been approached and shown the packaging? Does the packaging adequately protect the goods? 

Our packaging will be updated to meet legal requirements.

Warranty/Guarantee 

WARRANTY/GUARANTEE.

Is a warranty/guarantee provided as part of the purchase price or is it offered as a separate option? Is a "Money back if not completely satisfied" guarantee given?  The reason for offering such guarantees is to reduce the risk to the customer.  The lower the risk the more likely it is that the consumer will buy. 

All your products) carry a guarantee of quality and 12 months repairs and maintenance warranty.
Accessories 

ACCESSORIES.

Are any accessories or add-ons for the product offered? If so, how is this communicated and charged for? 

(Your company) will consider the sale of add-on service agreements to maintain its (your product) (or even competitor's (your product)) after they are sold. This is expected to be a good new future profit base for (your product).
In addition, the company will look for other products to sell into their customer base. As mentioned previously in this plan the company will look at sourcing any products which help to "protect and extend the life of motors". Other products that could fit this brief are anti-corrosives, lubricants, covers and other specialist materials. The company will only consider sourcing the best product in each category
Upgrades 

ARE THERE ANY UPGRADES TO THE PRODUCTS OR SERVICES OFFERED?

For example, a windsurfing school may offer courses for beginners and then in six months time offer another course to the same people for more advanced lessons.  The software industry is typical of an industry that uses their existing database to sell upgrades to. 

When a sales rep takes an order for a Spare Part Standard or a Spare Part Economy they will be instructed to try and up-sell to a Spare Part Premium. Sales reps will be given presenters which will list the major selling arguments in favour of buying a better quality (your product). (Your company) makes a better gross profit on the Spare Part Premium than they do on the Spare Part Standard or Economy models.
Product Developments 

HAVE YOU ANY PLANNED PRODUCT DEVELOPMENTS?

List the type of product developments that you have planned for the year, and the dates for release. 

	Product Developments 
	Expected market release date

	Release of the first Spare Parts manufactured with the new Spare Part

machine.
	May 200A

	Improve temperature resistance from 180C to 200C
	Oct 200A

	Launch a new Spare Part specifically targeted at the marine segment
	June 200B

	Experiment with compound Xexox to improve durability and insulation

capabilities.
	Jan 200B


Marketing Plan (Price/Distribution) 

Pricing 

HOW WILL YOU PRICE YOUR PRODUCTS OR SERVICES?

There are many ways of calculating the price that needs to charged.  Ensure the price is low enough so as to be competitive, but also high enough to give the business, and each stage of the distribution channel, adequate profit margins.  How have you priced your products or services previously? Should your current structure be revised? 

(Your product) Price Structure
	
	Average Price
	List Discount

	End User (RRP)
	$xxx
	

	OEM
	$xxx
	xx%

	Sub-distributor
	$xxx
	xx%


Discounts 

VOLUME DISCOUNTS.

Are discounts offered to people who buy in large quantities? Will they be in the future? 

	(YOUR PRODUCT)
	Quantity 

1-3 units


	Quantity

3-10 units
	Quantity 

11-25 units


	Quantity 

26+ units

	End User
	List Price
	List Price less x%
	
	

	OEM
	
	
	OEM List Price 

less x%
	OEM List Price

 less x%

	Sub-Distributor
	
	
	Sub-Distributor

 List Price less x%


	Sub-Distributor 

List Price less x%


Payment Terms 

DO YOU OFFER CREDIT, PAYMENT ON INVOICE, C.O.D, ETC? 

What will you offer in the future? It is important to offer a payment system that suits both you and your customer. 

Strict xx-day trading terms. No new orders will be registered until the customer has fully paid the balance of the last account.
Distribution 

HOW ARE YOUR PRODUCTS OR SERVICES DISTRIBUTED AT THE MOMENT? DO YOU NEED TO REVIEW THIS METHOD?

Is your current distribution method satisfying your customers' needs. Can it be improved? Are you able to access adequately all current markets and potential new markets? Is there room for improvement? Can a sub-distributor offer a more cost effective service? 

(Your company) will distribute direct to manufacturers in the immediate area but appoint manufacturer's agents in 
the outer and interstate regions.
Appoint Distributors 

FOR WHAT REGION OR SEGMENT, AND ON WHAT BASIS ARE YOUR DISTRIBUTORS APPOINTED?

List the name, basis for selection and the date of appointment? You may wish to use two or more different distributors if that suits your requirements better. For example, you may have a city distributor, a country distributor, and an international distributor. 

Appointment of  distributors
	Name
	Region


	Date of Appointment

	XXXXXX
	Outer Northern region
	November 200A



	XXXXXX
	Outer Western region
	November 200A



	XXXXXX
	Interstate Region 1
	November 200A



	XXXXXX
	Interstate Region 2
	TBA

	XXXXXX
	Interstate Region 3
	TBA



	XXXXXX
	Interstate region 4
	TBA




Sub-distributors 

DO YOU HAVE ANY SUB-DISTRIBUTORS?

You may not require any sub-distributors to start with, but as you grow and costs rise, you may find it necessary to source additional distributors with closer proximity to key markets. 

Appointment of sub distributors
	Name
	Region


	Date of Appointment

	Spare Part Sub-Distributors Limited
	Outer Northern region
	November 200A



	Western Spare Parts Limited
	Outer Western region
	November 200A



	Interstate Spare Parts Limited
	Interstate Region 1
	November 200A



	Faraway Spare Parts Limited or 

Longwayaway Spare Parts Limited
	Interstate Region 2
	TBA

	TBA
	Interstate Region 3
	TBA



	TBA
	Interstate region 4
	TBA




Retailers 

DO YOU REQUIRE ANY RETAILERS?

Is your product adaptable to retail outlets? Not all products are suited to retail distribution, however companies with products that are, can increase their market share substantially.

What are your retail distribution strategies? 

The retail products where this product will be targeted are as follows.

Marketing Plan (Promotion) 

Customer Promotions 

PROMOTIONS FOR PRODUCTS, REGIONS, SEGMENTS AND OTHER.

Did your analysis of last year's sales by individual products, regions or segments, highlight any deficiencies that you will need to address within future promotional campaigns?

PROMOTIONS FOR PRODUCTS.

Did your analysis of last year's sales by products highlight any deficiencies that you will need to overcome with a promotional campaign?

PROMOTIONS FOR REGIONS.

Did your analysis of last year's sales by State (or region) highlight any deficiencies that you will need to overcome with a promotional campaign?

PROMOTIONS FOR SEGMENTS.

Did your analysis of last year's sales by market segment highlight any deficiencies that you will need to overcome with a promotional campaign?

OTHER PROMOTIONS. 

In the past (your company) has concentrated very little on promoting its products. The company has mainly concentrated on personal selling . This year the company will start concentrating on a far broader approach. The following major promotions will be conducted.
Promotions for regions
(Your company) will conduct promotions to interstate and outer regions in conjunction with its sub-distributors. (Your company) will design and supply finished art to the sub-distributor. It will be the responsibility of the sub-distributor to print and copy the leaflets.
(Your company) will also sponsor sub-distributor's attendance at local trade shows and seminars.
Promotions for segments
The company has never targeted any segments other than the automotive segment and only ever canvassed the production manager. Over the next period the company will concentrate on promotions to purchasing officers as well. In addition, the company will advertise their product to each segment emphasising the major benefits that these segments require from a product.They will:
*  Advertise monthly in magazines that are specifically targeted to production managers in the automotive, marine
    and heavy industrial segments.
*  Advertise monthly in magazines that are aimed at production managers in the general industry.
*  Advertise quarterly in magazines that are aimed at purchasing officers.
Promotions to the database
The company will:
*  Contact all enquirers monthly and determine if they have purchased from a competitor and, if so, why?
*  Follow up all new customers two weeks after they purchase to ensure they are satisfied with the product.
*  Send a quarterly newsletter to existing customers to keep them informed of our other products. 
*  Try and sign customers on a service contract at the time of purchase.
*  Try and up-sell all enquiries for our standard range to our premium range.
*  Follow up all enquiries within 24 hours of their receipt.
*  Develop an ongoing sales promotion to target existing customers by Jan next year
Media Activities 

WHAT SPECIFIC PROMOTIONS WILL YOU AIM AT CONSULTANTS AND INFLUENCERS WITHIN THE MARKETPLACE?

List any promotions that you intend to implement in order to build a relationship with this group of people, or ways you might keep in touch with them on a regular basis. Examples of these are; direct mail campaigns, personal contact, PR releases, trade shows, newsletters, seminars and more. 

Types of Media Activities aimed at the customer and influencers
	Product Launch Show

The Marine Spare Part will be launched at the Marine

Exhibition in 200A
	Customer Reference Books

Company products will be listed in:

"Thompson's production reference book".

"A guide to buying Spare Parts"

"The WAAPER reference book."

	Direct Mail

Individual direct mail campaigns will be organised to

each market segment.


	Computer Presentations

No

	Press Advertising

(Your company) will advertise in the magazines listed

under promotions by segment.
	Sales Presenters

Provide the sales reps with far better sales

presenters.



	Radio Advertising

No
	Brochures

A new corporate brochure will be developed by June

next year

	Seminars

Seminars which target production and purchasing

officers are being run all the time. Capital City, over the next

year, will approach the major groups such as

Associations and industry bodies that conduct these

seminars and discuss sponsorship.
	Newsletters, internal or external

The company will send a newsletter to all customers

and influencers. This newsletter will detail new

products, new accounts and other information.



	PR Releases

A PR company will be contracted to initiate at least

one PR article each month in appropriate magazines.


	Newspaper clippings

A copy of all advertisements and PR releases will be

kept in a central folder, a copy of which will be kept

at reception.

	Exhibitions

There are 4 major trade shows scheduled each year. 

The company will have a stand at all four shows.


	Leaflet Drops

No

	Cold Canvassing

Sales reps will be told to cold canvass companies in

the same areas as current clients.
	Sales Promotions

Sales promotions for customers and for "Centres of

Influence" will be developed by January next year.



	Telemarketing

The company will employ two part time telemarketers

to secure leads for sales reps.
	Promotional Videos

No

	Yellow Pages

The company will take an advertisement in the

Yellow Pages so that potential customers can easily

locate them.
	Other

Other options to be examined as the year progresses


Centres of Influence 

CONSULTANTS AND INFLUENCER'S PROGRAM

Who are the major "centres of influence" for your products or services? How have you contacted them in the past so that they were aware of your product or service? How will you keep in better contact with them in the future? 

The major centre of influencers are consultants, purchasing officers and editors.
Influencer Promotions 

WHAT PROMOTIONAL ACTIVITIES WILL YOU IMPLEMENT TO BETTER TARGET THE VARIOUS INFLUENCERS IN THE MARKET?

Each of these centres of influence should be contacted regularly either by mail, personal contact, phone, or other medium. 

(Your company) has paid little attention to educating consultants and influencers on the (your company's) product range. Next year the company will focus on these people by conducting specific education programs. In particular, these will be aimed at production, marine, heavy industrial and automotive consultants plus specific industry Associations and government bodies.
	Centre of Influence
	How we will contact

	Consultants - Production, Marine, 

Heavy Industrial and Automotive
	Direct mail followed up by a personal phone call.

Advertisements in the Production Consultant's Journal.

	Purchasing Managers Association
	Attend Association functions.



	Other Industry Associations
	Make personal contact.

Apply for membership where appropriate.

	Editors of Industry Magazines
	Send PR releases.

Make contact with editors and keep them informed of latest

developments.


Sales Strategy 

WHAT IS YOUR SALES STRATEGY?

Who would you like your sales force to target and what are the highlights of the proposed sales strategy? 

Sales force structure
Due to the technical nature of the products, sales reps will be allocated on a product rather than a geographical basis in major metropolitan centres. 
Commissions and Training
There is no commission structure in place for sales reps. A scheme will be introduced that will reward reps for bringing in orders from new clients. This will be highlighted at the sales conference kick-off. The company receives a large number of enquiries yet only ten per cent of them are converted into actual orders. 
In following up these people the most common reason stated as to why they did not buy from (your company) was that the competitive products had more features. It can be concluded from this that our brochure and sales reps are not doing a capable selling job because in reality the Capital City Spare Part has more features than any other competitive product. This is not being highlighted in the literature.
The company will conduct a training course that will concentrate on closing skills and technical knowledge of the product and design better sales literature.
Survey of Sales Reps
At the last sales meeting a workshops was run to find out what was happening at the grassroots level. Most representatives were pleased with the product, but were annoyed that sales efforts were affected by stock shortages. They indicated that they needed to have more detailed information and product specs on competitive products. It was agreed that a quality sales presenter would be developed followed by a brochure which would be specifically targeted at each major segment.
Communication 

WHAT IS COMMUNICATION LIKE IN YOUR COMPANY?

How have you in the past, and how will you in the future, clearly communicate to your sales force all elements of your promotional campaign?

(There is nothing more frustrating than an organisation where people neglect to talk to each other). 

There are a number of communication issues that will be addressed at the sales conference.
Sales Force Checklist 

PROMOTIONAL CHECKLIST FOR THE SALES FORCE.

This checklist should include sales commission, sales training, sales material, a comprehensive sales guide, database and anything else that may be required by the sales team to achieve expected sales. 

Promotional checklist for Sales Force
	Sales Commission

Implement a commission structure.
	Sales Conference

Clearly communicate the sales policies and next

conduct customer service training courses at the 

next conference 

	Sales Force Structure


	Sales Material

Develop sales material to show the benefits of the

product to the customer.



	Special promotions to sales force

The first sales rep to meet target will win a weekend 

package for two at a hotel resort


	Sales Guide

Develop a detailed sales guide.



	Sales Training

See Human Resource plan and appendix for detailed

training schedule.


	Additional sales resources

	Other
	Database

Keep customer database up to date.




Marketing Tactics 

MARKETING TACTICS FOR THE BUSINESS.

Promotional offers can increase sales considerably.  Examples of companies that have increased sales by creating a special promotion include: Time Magazine which offers free gifts as a reward for new subscribers; and Visa which offers points toward free gifts for any purchases made with the card.  

	Types of Offers
	Promotion to 

the consumer


	Promotion to

distributors 
	Promotion to 

the sales force
	Promotion to 

"centres of

influence"

	Price discount (Opening sale,

factory clearance etc)


	
	
	
	

	Volume discounts
	Yes

See pricing

strategy


	Yes

See pricing

strategy


	
	

	"Buy one get one free"
	
	
	
	

	Free Demonstration
	Yes
	Yes
	
	Yes

	"Win a trip" Contest
	
	
	Sales Incentive
	Sales Promotion

	Free gift with every purchase
	
	
	
	

	Standard and deluxe packages
	Up-sell
	
	
	

	Flexible payment terms
	Leasing
	
	
	

	Guarantee of quality
	Increase to 

three years
	Increase to 

three years
	
	Increase to 

three years

	Special Events (Christmas, 

Father's Day, Easter, etc.)

Points bonus scheme
	
	
	
	

	
	
	
	
	

	
	
	
	
	


Marketing Resources 

CHECKLIST OF MARKETING RESOURCES FOR THE BUSINESS.

This checklist should include brochures, specification sheets, price books, product samples, and anything that will help promote and market the company's products or services. 

	Marketing material
	Material for 

Consumers


	Material for 

Sub-

distributors
	Material for 

the sales force


	Material for

"Centres of

 Influence"



	Non-technical brochure
	Yes
	Yes
	Yes
	Yes

	Technical brochure
	Yes
	Yes
	Yes
	Yes

	Specification sheet
	Yes
	Yes
	Yes
	Yes

	Sales Guide
	
	
	

	Distributor Guide
	
	Yes
	
	

	Application examples
	Yes
	Yes
	Yes
	Yes

	Price Book
	Yes
	Yes
	Yes
	Yes

	Sales Overheads
	Yes
	Yes
	Yes
	Yes

	Product Slides
	Yes
	Yes
	Yes
	Yes


Types of Promotions 

SUMMARY OF TYPES OF PROMOTION FOR THE BUSINESS.

These include promotions to the consumer, promotions to the distributors, promotions to the influencers, and promotions to the sales force. 

This was covered under the previous heading of tactics.

