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Aok, &3] 1998\ o|FHEle FlGURAbT AEARS
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I Determine needs and wants of the target population |

l

| Conduct a situational analysis |

|

Develop a marketing strategy :
1. product
2. place
3. price
4. promotion

|

| Develop a budget and timeline I

l

| Implement the marketing strategy |

l

| Evaluate the marketing plan |

Fig. 1. Marketing plan for sales promotion.

’ Marketing Mix

/

Product Place
» Quality « Channels
« Features  Coverage
- Style « Locations
= Packaging » Inventory
» Service = Transport

Price Promotion
« List price « Advertising
» Discounts * Personal selling
« Credit term = Publicity

] Target Market I

Fig. 2. The four Ps of the marketing mix.
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1) AEA Eﬂﬂ ’“EE 2s 4 U= A
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TTRIA 44043}# Aok, g W A Fu A}

Table 1. Major segmentation variables for consumer markets

A 9 53

7F 2 & e BRE 2nAE AR 255te Ad ¢
ol & & ik, o] A uAL LA F 7 A=
BE AlgEo] reforral serviced] £FE} & &9
At AL T BAL, AL AEARDZL, A 1A
olt. o o= mae] JAlEA ] FEg v F s

]E]':"] 71E, EE olES M B2 W & & 3le
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2) NBZAL: EEAIY : Segmentation : 1YTHY ME
SH(AE 3
o} FAellx Fojof &

o Fl

I,F

Ae B4H AL oW 542

Variable Typical Breakdowns
Geographical
Region Pacific Mountain, West North Central, West South Central, East North Central, Fast south Central,
South Atlantic, Middle Atlantic, New England
County size ABCD
City size Under 5,000, 5000 - 20,000, 20,000-50,000, 50,000-100,000, 100,000 - 250,000,
250,000-500,000, 500,000-1,000,000, 1,000,000 - 4,000,000, over 4,000,000
Density . Urban, suburban, rural
Climate Northern, Southern
Demographic
Age Under 6, 6—11, 12— 19, 20- 34, 35- 49, 50— 64, 65+
Sex Male, female

Family size 1-2,3-4,5+

Family life cycle

Young, Single : young, married, no children : young, married, youngest, child under 6 : young,

married, youngest child 6 or over : older, married, with children : older, married, no children
under 18 : older, single : other

Under $2,500, $2,500 - $5,000, $5,000-$7,500, $7,500 - 10,000, $10,000-$15,000,

$15,000 - 20,000, $20,000-$30,000, $30,000 - $50,000, over $50,000

managers, officials, and proprietors : clerical, sales :

artisans, forep-

retired : students : homemakers : unemployed

Grade school or less, some high school, graduated high school, some collage, graduated collage

ltalian, Japanese, Latin American, Middle Eastern, Scan-

Lower-lower, upper-lower, lower-middle, upper-middle, lower-upper, upper-upper

income
Occupation Professional and technical :
ersons © operatives : farmers :
Education
Religion Catholic, Protestant, Jewish, other
Race Asian, Black, Hispanic, American Indian, White
Nationality American, British, French, German,
dinavian
Social class
Psychographic
Lifestyle Straight, swinger, longhair, yuppie, conservative, liberal
Personality

Behavioristic
Purchase occasion
Benefits sought
User status
User rate
Loyalty status
Readiness stage
Attitude toward product

Compulsive, gregarious, authoritarian, ambitious, leader, follower, independent, dependent

Regular accasion, special occasion

Quality, service, economy, convenience, health

Nonuser, ex-user, potential user, first-time user, regular user,,
Light user, medium user, heavy user

None, medium, strong, absolute

Unaware, aware, informed, interested, desirous, intending to buy
Enthusiastic, positive, indifferent, negative, hostile
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A od FZAA FERSHAE = F Y A
HA o 22 fJuoeg s F du F JuE
Table 194 BelF= 23 o] 4 7[5 oE
= Aotk

(1) AFA Y] WE F(Geographic segmentation) :

ArEE VIFF
(2) 9784 B4 w2 #5F(Demographic segmen-
tatlon) 4, 99, &%, A, 18R, 7EF, T2, 9
Z, AEAR A 7 DA 5
(3) A8 994 EF(Psychographic segmentation)
(7 A ®, U, A, 4B, 53 lifestyle, Bkl g
FTEZ T
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TFujRlx, E¥gt g gt 7]EH~’F?E_. HE, ol fqﬂl
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Table 2. Promotional tools

2 .373

Personal promotion aids

Media and public events

Graphic/print materials

One-to-one Public relations Logos

communication Publicity Brochures

Networking News releases Flyers

Business cards Press kits Portfolios

Letters Media interviews Proposals

Resumes News conferences Posters

Letters of reference Press briefings Banners

Use of a name Special events Audiovisual aids

Seminars Celebrities Giveaways

Workshops Direct mail {T-shirts, mugs, totebags, product samples)

Consulting Public speaking Internet Web sites

Gifts Writing Statement stuffers
Contests Catalogs

Screen Savers

4, N BT 3N B B
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