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AS A BUSINESS 

WE HAVE TO SET 

CLEAR FINANCIAL 

TARGETS  
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AND, WE NEED 

TO TRANSLATE 

OUR BUSINESS 

GOALS INTO 

MARKETING 

PLANS  

We expect market research studies 
to support marketing strategy 
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HOWEVER, MARKET 

RESEARCH STUDIES 

PROVIDE SNAPSHOTS.  

AT BEST THEY ARE A 

SERIES OF SNAPSHOTS 

LOOKING AT THE PAST, 

SIMILAR TO THE WAY  

WE LOOK AT  PHOTOS  

IN FAMILY ALBUMS.  

And when they look at the future they tend to be 
qualitative and unable to support decision making. 
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WE OFTEN 

RESEARCH 

CONSUMERSõ 

ATTITUDES  

AND BEHAVIOURS 

TO DEVELOP  

FORWARD 

LOOKING  

SEGMENTATIONS  

 

Merging attitudes and behaviors 
allows us to provide a view on how 
current preferences may evolve 
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ALTHOUGH 

INSIGHTFUL, 

SEGMENTATIONS 

ALONE CANNOT 

ALLOW US TO 

DEVELOP 

QUANTIFIED 

VIEWS OF FUTURE 

SCENARIOS  

THEY ARE STILL  

A PICTURE ð  

NOT A MOVIE  
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OUR APPROACH 

ENABLES US TO  

TRANSLATE A 

SERIES OF FRAMES 

INTO A MOVIE,  

AND TO PLAY THE 

MOVIE FORWARD  

 

MARKETERS CAN  

TEST AND REHEARSE 

ALTERNATIVE MOVIES,  

OR GROWTH PATHWAYS , 

TO ACHIEVE THEIR 

BUSINESS GOALS  
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TO BUILD YOUR 

BRAND, YOU NEED 

TO RECRUIT  

AND RETAIN 

CONSUMERS.  

TO ACHIEVE THIS, 

ALL YOU NEED  

TO DO IS FOCUS  

ON THE FLOWS  

(IN & OUT)  
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YOUR CONSUMER 

BASE IS LIKE A 

SYSTEM OF INTER -

CONNECTED 

TANKS  

The pipes represent conversion 
opportunities and risk of losing 
consumers. 

Brand Loyalists  

Occasional 
Brand Users 

Non Brand Users  

Non Category Users 

Managers can influence 
the ópipesô, not the 
reservoirs 

1 

Each ópipeô may have a 
different impact on the 
system 

2 

Your growth strategy 
depends on what pipes 
you focus on 

3 
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MARKET 

RESEARCH CAN 

QUANTIFY THE 

SIZE OF THE PIPES  

Brand Loyalists  

Occasional 
Brand Users 

Non Brand Users  

Non Category Users 

1 

2 

2 1 ... 

DYNAMIC 

MODELING WILL 

IDENTIFY THE 

HIGH LEVERAGE  

PIPES TO GROW 

THE BRAND  
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THIS WILL REVEAL 

GROWTH 

PATHWAYS , E.G.:  

Brand Loyalists  

Occasional 
Brand Users 

Non Brand Users  

Non Category Users 

Recruit from competitors 

Recruit from other categories 

Win transactions 

By demographics, 

by regions, etc. 
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THE 

FUNDAMENTAL 

CONCEPT  

APPLIES ACROSS 

INDUSTRIES  

ÅLatent patients 

ÅLapsed patients 

ÅSevere patients 

Å ... 

ÅNon users 

ÅSingle product users 

ÅMultiple product users 

Å ... 

IT IS ABOUT HOW 

YOU DEFINE THE 

TANKS  

ÅPenetrate latent market 

Å Improve compliance 

ÅShare of new patients 

Å .... 

ÅWin new users 

ÅRetain high value users 

ÅAdd multiple services 

Å .... 

ALLOWING TO 

REVEAL YOUR 

GROWTH 

PATHWAYS  



people 

volume 

Of the non-alcoholic 
beverage world volume 

WE HAVE APPLIED 

THE APPROACH  

TO COCA -COLAõS 

CONSUMER 

TRACKING  

SURVEY  

The Coca-Colaôs  
Beverage Brand  
Barometer (B3)  
reaches 21% of the  
worldôs population and  
covers 92% of the total  
volume of non-alcoholic  
beverages sold worldwide 

 

Classified - Internal use 



36% 

24% 

16% 

12% 

12% 

Potency of flow rates 
(the ópipesô) 

Product 

Package 

Marketing plans 

Product 

Package 

Equipment 

Event Product Campaign 

Product 

Equipment 

Campaign 

Package 

Product 

100% 

Key consumer targets 

#1 #3 #2 

E.g., recruit consumers 

into the category 

ALIGNING YOUR MARKETING PLANS 

AGAINST KEY LEVERS & SEGMENTS  

Case study; illustrative and disguised 
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