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	Key Product Attributes: The Customer’s View

	Functionality

	Sensory Impact

	Unconscious Associations

	Conscious-Mind Conclusions

	Price/Value

	Access/Convenience


Product Redefinition Worksheet

Use this worksheet to redefine your product as it impacts your customers, identifying key product attributes.  You’ll probably want to refer to the worksheets you completed for your Central Psychographic Model, your positioning strategy, and your sensory package.

	Product:


	Target Market: 




	Functionality:  (What must your product/service do for your customers?  What features must it have?




	Sensory impact:  (What must the product look, feel, sound, taste, and smell like?)


	Unconscious associations:  (What associations is the product likely to trigger, and what emotional responses are likely to be stimulated by those associations?)


	Conscious-mind conclusions:  (What logical, rational appeal must the product have for the customer?)


	Price/Value:  (What pricing strategy is appropriate, and how will a sense of value be conveyed?)


	Access/convenience:  (Do customers have easy access to the product?  Is doing business with your company as convenient and easy as it needs to be?


Competitive Analysis Worksheet

Make copies of this worksheet for all competitors you want to evaluate, plus two for your own business.  First evaluate your own business, then each of your competitors, and finally, your own business again.  Highlight the key characteristics of each competitor – their positioning as it appears in the market, as well as their major strengths and weaknesses.  Summarize your findings on the Competitive Summary Worksheet.

Competitor name:      
Date Evaluated:      
Target Market:

	Positioning:  Describe the competitor’s positioning strategy and UPS (if any).

Strengths:  Briefly describe the competitor’s major strengths.

Weaknesses:  Briefly describe the competitor’s major weaknesses.




Competitive Summary Worksheet

List your competitors, along with your own business, and rank them in order of their effectiveness in your target market.  Use your judgment to rank them.  The biggest may or may not be the most effective.  Add comments to indicate whether they are improving or declining, and their significance as a competitive threat to your business. 


  

1.       
     
2.       
     
3.       
     
4.       
     
5.       
     
6.       
     
7.       
     
8.       
     
9.       
     
10.     
     



     
Marketing Strategy Worksheets
Summarize your marketing strategy on this worksheet.  Be sure to cover all elements of the marketing mix.  If you have flanker markets that differ significantly from your primary target market, create separate marketing strategies for them.


Central Demographic Model:

Central Psychographic Model:

Trading area description (attach map):

Marketing Strategy Worksheets (cont’d)

Positioning strategy:

Unique selling proposition:

Positioning statement:

Sensory package description:

Marketing Strategy Worksheets (cont’d)


Product Strategy

Key product attributes:

Functionality:

Sensory impact:

Unconscious associations:

Conscious-mind conclusions:

Price and value:

Access and convenience

Packaging:  (How can packaging your product or service enhance its attributes?)

Enhancements:  (customization and tailoring, options, guarantees and warranties)

Marketing Strategy Worksheets (cont’d)


Publicity:
Advertising:

Audience selection:

Media selection:

Message:  (the general approach, tone, content; must be compatible with your USP, positioning statement, and product attributes)

Presentation:  (general description of writing tone and style, layout, graphics, artistic quality, and images)

Marketing Strategy Worksheets (cont’d)


Selling:

Needs-based selling functions: (check those that apply and describe the general approach you will use for each)

 FORMCHECKBOX 
 INFORMATION

 FORMCHECKBOX 
 UNDERSTANDING

 FORMCHECKBOX 
 NEEDS CLARIFICATION

 FORMCHECKBOX 
 ADVICE

 FORMCHECKBOX 
 ASSISTANCE

 FORMCHECKBOX 
 REASSURANCE

 FORMCHECKBOX 
 TRANSACTION PROCESSING

Salespeople:  (types of people who will do your selling; in-house staff versus external agents and representatives; automated approaches, if any)

Sales channels:  (What combination of approaches will be used to interact with customers?)

Special events:

Merchandising and sales support:

Marketing Strategy Worksheets (cont’d)


Basic pricing strategy:  (check the box that applies and give an overview of your strategy)

 FORMCHECKBOX 
 VALUE-DRIVEN STRATEGY

 FORMCHECKBOX 
 COST-DRIVEN STRATEGY

 FORMCHECKBOX 
 MARKET-DRIVEN STRATEGY

Base price and options:

Reductions:

Terms and conditions:

Marketing Strategy Worksheets (cont’d)


Attitude and demeanor:  (the way customers are treated by your business)

Delivery:  (getting your product into your customer’s hands)

Customer service:  (additional services you give to bring satisfaction and emotional gratification to your customers)

Facilities:  (how the customer experiences your place of business)

Key Marketing Indicators Worksheet

This worksheet can serve as your monthly review of your marketing strategy.  You’ll have to gather the six pieces of “base data” during the month.  With that data, you can calculate your key marketing indicators.  The base data and key marketing indicators are summarized below and the calculations are shown on the second page of this worksheet.


A  Market Size………………………………….

(#)       
B  Average frequency of purchase...…………….

(#)       
C  Marketing exposures...……………………….

(#)       
D  Leads generated.…………………………….

(#)       
E  Leads converted to sales.…………………….

(#)       
F  Sales dollars.………………………………….

($)        









Previous 
         Current









  Period                     Period


Market Size:  target market population
(#) 

     

     



Market growth:  percentage chance from prior period
(%) 
     

     


Market potential:  maximum business available
($) 
     

     


Market coverage:  percentage of target market
(%) 
     

     


Lead generation:  number of motivated potential buyers
(#) 
     

     


Lead generation rate:  percentage of target market
(%) 
     

     


Lead conversion:  leads converted to sales
($) 
     

     


Lead conversion rate:  percentage of leads generated
(%) 
     

     


Market share:  percentage of target market sales
(%) 
     

     
 

Average sales:  amount of average purchase
($) 
     

     


Key Marketing Indicators Worksheet (cont’d)







Competitor








Trends and Comments





Target Market Definition





Marketing Mix





Positioning Strategy & Sensory Package





Promotion Strategy





Promotion Strategy (cont’d)





Pricing Strategy





Key Marketing Indicators





Base Data





Fulfillment Strategy





Calculations





Market Size





No calculation; taken from CDM statistics





= A





Lead Generation





Number of leads generated by your marketing activities





                = D


Number of leads generated as a percentage of the target market population





                                     D             


          =               X  100		          A








Market growth





Percentage increase/decrease from pervious period


                              MARKET SIZE 


               A -    PREVIOUS PERIOD              


     =    				X 100


                             MARKET SIZE


                         PREVIOUS PERIOD     





Average sale





Amount of the average purchase





                  F             


         =                  		                                          E








Market potential





Maximum business available throughout the target market during the period





                                 A x F x B              


              =               			


		      E





Lead conversion





Number of leads converted to sales





                = E





Number of leads converted to sales as a percentage of the leads generated


                  E             


          =               X  100		         D








Market coverage





Percentage of the target market covered by your company’s marketing activities





                                     C              


                =               	     X 100	


		 A








Market share





Your percentage share of total sales in the target market


                                    E             


                =               	     X 100	


                     A x B








Note:





Letters in formulas refer to 


base data on the previous page.
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