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AS ABUSINESS

WEHAVETO SET

CLEAR FINANCIAL

TARGETS




AND,WE NEED
TO TRANSLATE
OUR BUSINESS
GOALSINTO
MARKETING
PLANS

We expect market research studies
to support marketing strategy




nd when tpe look @t the future the end 0 be

tve an Ie to support de jon ing.




WE OFTEN
RESEARCH
CONSUMERSO
ATTITUDES

AND BEHAVIOURS
TODEVELOP
FORWARD

LOOKING
SEGMENTATIONS

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




ALTHOUGH
INSIGHTFUL,
SEGMENTATIONS
ALONE CANNOT
ALLOWUSTO
DEVELOP
QUANTIHED
VIEWS OF FUTURE
SCENARIOS

THEY ARE STILL
APICTURE 0
NOT AMOVIE




OUR APPROACH
ENABLESUSTO
TRANSLATEA
SERIES OF FRAMES
INTO AMOVIE,

AND TO PLAY THE
MOVIE FORWARD

MARKETERS CAN
TEST AND REHEARSE
ALTERNATIVE MOVIES,

OR GROWTH PATHWAYS ,

TO ACHEVE THEIR
BUSINESS GOALS

HELP ME FIGURE OK, ASSIGN THE ANSER A | THAT LEAVES YOU WITH THREE
QUT THIS HOME- VALUE OF "X “X” AMNS  [ON THIS SIDE, SO WHAT TIMES
WORK PROBLEM, MEANS MULTIPLY, SO TAYE | THREE EQUAS EIGHT? THE
THE NUMERATOR (THATS LATIN | ANSNER, OF COURSE, 1S SIX..
d W% | FOR"NUMBER EIGHTER") AND
S| PUT_ THAT ON THE ONVER SIDE \
OF THE EQUATION.

GOSH, 1
MUST HAVE
DONE. ALL
THE OTHERS
WRONG.

\‘_/

N




TOBUILD YOUR
BRAND, YOUNEED
TORECRUIT

AND RETAIN
CONSUMERS.

TOACHIEVE THIS,
ALL YOUNEED
TODOISFOCUS
ON THEFHLOWS

(IN&OUT)




YOUR CONSUMER
BASE ISLIKEA
SYSTEMOFINTER -
CONNECTED

TANKS

The pipes represent conversion
opportunities and risk of losing

consumers.

Non Brand Users

1 Managers caninfluence
the O6pipesd, n
reservoirs

?2 Eachopi ped may have a
different impact on the
system

3 Your growth strategy
depends on what pipes
you focus on




MARKET
RESEARCH CAN
QUANTIFY THE
SIZE OF THE PIPES

Brand Loyalists

DYNAMIC
MODELING WILL
IDENTIFY THE
HIGH LEVERAGE
PIPES TO GROW
THE BRAND

Non Brand Users :
_ Occasional

Brand Users

Non Category Users




THISWILL REVEAL

GROWTH
PATHWAYS ,EG.
Recruit from competitors
|
|

Recruit from other categories

Win transactions

By demographics,
by regions, etc.

Brand Loyalists

Non Brand Users

Non Category Users

Occasional
Brand Users




THE
FUNDAMENTAL
CONCEPT
APPLIES ACROSS
INDUSTRIES

TS ABOUT HOW
YOU DEFINE THE
TANKS

ALLOWING TO
REVEAL YOUR
GROWTH
PATHWAYS

N

A Latent patients
A Lapsed patients
A Severe patients

A ..

A Penetrate latent market

A Improve compliance
A Share of new patients

A ...

A Non users
A Single product users
A Multiple product users

A ..

A Win new users
A Retain high value users
A Add multiple services

A ..



WE HAVE APPLIED

THE APPROACH

TO COCA-COL A8 S
CONSUMER Ve m
TRACKING o 9%
SURVEY @ 4

TheCoca-Co | ad s
Beverage Brand
Barometer (B3)

reaches 21% of the

wo r Ipapudason and
covers 92% of the total
volume of non-alcoholic
beverages sold worldwide

volume

Of the non-alcoholic
beverage world volume



Case study; illustrative and disguised

ALIGNING YOUR MARKETING PLANS
AGAINST KEY LEVERS & SEGMENTS

Potency of flow rates _
(the 6pipeso) Marketing plans

100%

Key consumer targets

#1 #3



