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Past year analysis Next year’'s objectives

1.1 | Environmental analysis |2.1 | Marketing strategic
°* *| |planning

1.2 | Market analysis

1.3 | Competitive analysis '*-*

1.4 | Segmentation 2.2 | Desired segmentation

1.5 | Marketing-mix 2.3 | Desired marketing-mix
1.6 | SWOT analysis 2.4 | SWOT-driven objectives

1.7 | Positioning 2.5 | Perceptual gaps
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Past year analysis Next year’'s objectives

Environmental analysis Marketing strategic
Market analysis . planning

Competitive analysis
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petween one strategy to another.
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the products/ services
obvious —

Penetration First phase in every
business - promoting
first X products to first
Y consumers as
much as possible by
enhancing retention/
loyalty often by
developing standards
and direct marketing

strategy




the

products/ services

choice of
strategies existing X new X+
m -
g- Penetration Product
g = strategy development
=~ | © strategy
o | < =
n
«s | s =
N D Market Recommended second
= development phase by developing new
f strategy products (X+1) and/or new

customers (Y+1) on top of the
existing offer & demand



the products/ services
mature
strategy existing X new X+
m .
. Penetration Product
g = strategy development
=~ | L strategy
1) <
2 4 £
M (:’D Market Diversification
= development strategy
3 strategy

Following the
intermediate
strategies, it is
only then
recommended
to shift into a
more mature
choice of
moving into
diversified/
peripheral
profit centers



products/ services

existing 8

An example of a
Penetration restaurz_:mt that hgs

‘ strategy Iaunch |ts_ operations

during this year, has a

basic menu of 8 dishes
and a loyal customer
base of 150
businessmen. The red

circle represents the
yearly marketing budget
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budget
Assumption

products/ services

existing 8 new +4 (total 12)

+

Penetration Product
an . strategy development
' ; strategy
Market

development
strategy

0GT bunsixa

@ year following its opening,
should the restaurant develop
4 new menu items to better
serve the existing 150 loyal
businessmen?
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budget a second
Assumption option in
year 2 existing 8 new

products/ services

Penetration Product

‘ strategy devtelotpment
! ; strategy

’ 4 = J(year following its opening,

0GT bunsixa

Market should the restaurant promote

development the same menu to reach 75 new
strategy ‘ loyal businesswomen?
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gt 1| athird products/ services
P option in
year 2 existing 8 new +2 (total 10)
X
o Penetration Product
g g strategy development
~ | B . ; strategy @
‘m‘ — A year following its opening,
N 2 Market should the restaurant develop 2
= development (not 4) new menu items - and in
é strategy parallel attract new demand to

reach 50 (not 75) new loyal
businesswomen?



budget
Assumption

products/ services

existing 10

new +2 services

002 Bunsixs

Penetration
‘ T, strategy

Product
development
strategy @

02T+ Mau

Market
development
strategy

. 2

Diversification
strategy

In two-years
time, should
the restaurant
develop home
delivery service
and live music
in the evening,
2 new services
that are
expected to
attract 120 new
loyal students?
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products/ services
existing new

Penetration Product
strategy development
strategy
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Market Diversification
development strategy
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Past year anaIyS|s Next year’'s objectives

Environmental anaIyS|s Marketing strategic
Market analysis planning
Competitive analysis
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CSMART

challenging | specific measurable | achievable | realistic time frame
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Past year analysis Next year’'s objectives

Segmentation Desired segmentation

the findings of the
ng targeted audier
three marketing objec
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“Next year we will target...”




Past year analysis Next year’'s objectives
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Past year analysis Next year’'s objectives
SWOT analysis SWOT-driven objectives

1dings of the past ye
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Past year analysis Next year’'s objectives

1dings of the past ye
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Next year’s objectives

Sales forecast

several bottoms
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