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1 : Create your marketing strategy

Developing a marketing strategy 1s vital for any business. Without one, vour efforts to
attract customers are likely to be haphazard and mefficient.

The focus of your strategy should be making sure that your products and services meat
customer needs and developing long-term and profitable relationships with those
customers. To achieve this, vou will need to create a flexible strategy that can rezpond
to changes m customer perceptions and demand. It may also help you 1dentify whole
new markets that you can successfully target.

The purpoze of vour marketing strategy should be to identify and then communicata the
benefits of your busmess offering to your target market.

Once you have created and mmplemented your strategy, monitor itz effectiveness and
make any adjustments required to maintam its success.

Thiz guide helps you identify which customers to focus on and your key objectives in
reachmg them_ It explains what to include in your marketing strategy and how it can be
uzad as the basis for effective action

Kay slements of a successful marketing strategy
Understandmg your strengths and weakmeszes
Developing your marketing strategy

Tips and pitfalls



KEY ELEMENTS OF A SUCCESSFUL MARKETING STRATEGY

One of the key elements of a successful marketmg strategy 1= the acknowledzement that
your existing and potential customers will fall into particular groups or segments,
characterized by their "needs". Identifying thess groups and their nseds through market
rezearch. and then addreszsing them more successfully than your competitors, should be
the focus of your strategy.

You can then create a marketing strategy that makes the most of your strengths and
matches them to the needs of the customers you want to target. For example, ifa
particular group of customers 1s looking for quality first and foremost, then any
marketing activity aimed at them should draw attention to the high quality sarvice you
can provide.

Once this haz been completed, decide on the best marksting activity that will ensure
your target market know about the products or services you offer, and why they meat
their needs.

This could be achieved through various forms of advertising, exhibitions, public
relations mitiatives, Infernet activity and by creating an effactive "pomt of sale"
strategy if you rely on others to actually zell your products. Limit your activities to
thosa methods vou think will work best, avoiding spreading your budget too thnly.

A key alament often overlooked is that of monitoring and evaluating how effective your
strategy has been. This control element not only helpz you see how the strategy 1=
performing in practice, it can also help inform your future marksting strategy. A simple
davice 15 to ask each new customer how they heard zbout your businesz.

Once you have decided on your marketing strategy. draw up a2 marketing plan to zet out
how you plan to execute and evaluate the success of that strategy. The plan should be
constantly reviewed 30 it can respond quickly to changes in customer needs and
attitudes in your industry, and in the broader economic climate.
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How is the Developing a marketing strategy?
A- Ttis serious.

B- Itis important

C- Itis eszential

D- Itis'nt oblizatory.

‘What iz acknowledgement related ?

A- Tips and pitfalls

B- Developing your marketing strategy

C- Vernfving vour strengths and weaknezzes

D- Important elements of z succezsful marketing strategy

Which item can help to inform your fature marketing strategy?
A- Important elements

B- Understanding your strangths and weakneszaz

C- Developing your marketing strategy

D- Tips and pitfalls

How zhould The plan be?

A- 1t can respond zslowly to changes in customer needs.

B- it can raspond quickly to changes m the broader economic climata.

C- it could be achieved through various forms of adverfising.
D- it can monitor and evaluat how effactive your stratezy.

Why do we need a flexible strategy?

A- For drawing up 2 marketing plan to zet out how to execute.

B- For monitoring and evaluating how sffective your strategy

C- for drawing attention to the high quality service

D- For rezponding to changes in customer perceptions and demand



D- Organizations should focus their efforts on new users

4- Which item iz important for first-time participantz?
A- Catalyze
B- Offer reactive attention
C- Offer proactive attention
D- Nothing

5- What iz three key factors affect?
A- Enjoymeg the benefits of open innovation
B- waiting for suggastions
C- to affect the degree to which employees engage
D- Having participatory mnovation
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18 : Hire for how they learn, not what
they know

Microzoft 15 famous in the hiring world for using brainteazers to identify creative
problem solvers as part of its mterview process: How would you move Mount Fuji?
How would you weigh a jet plane without scales? Which way should the kev tum to
unlock a car door? How do they make M&Ms? Why are manhole covers round rather
than square?

Many other companies have started using similar puzzles. Some combine brainteasers
with stress tests. One Wall Street investment bank became notorious for brandishing
an air pistol and inviting the candidate to play a2 game of Russian roulette. The idea
behind all of the questions iz to zee how you deal with difficult situations and
imposzible questions.

Unfortunately, hiring brainteaser champions iz not a guarantee that the person 1z
creative or that they will help the company mnovata. All it really proves is that the
perzon knows how to deal with a brainteaser in a way that you find accaptable.

Testz — of all kindz - are popular for many reasons. Every company has to make hiring
decizions. Popular companies deal with tens of thousands of applications sach year.
Various, mysterious, pseudo-scientific methods reduce that number before inviting
candidatss for mterview. IQ tests don't measure creativity although thers iz correlation
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