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Section 1: An Introduction to Marketing Strategy

e Understanding the current marketing environment.
e Your business’ macros and micro-environments.

e Ansoff’'s Matrix of marketing objectives.

Section 2: Understanding Your Target Demographic

e Segmentation of your audience.

e Introducing new products.

e Your audiences’ persona and future needs.
e How to build trust with your customers.

e Your customers’ motivators.

Section 3: Assess Your Current Standpoint



e Understanding market share.
» Market research in comparison to corporate objectives.
e Price point analysis to maximise revenue.

e Your current product longevity and bringing new products to market.

Section 4: Analyse User Data & Behaviours

e Accessing phone data to understand your customers’ needs and wants.
e Understand user behaviour and predict their next move.
* Identify potential new target audiences based on your product assets.

e The psychology of purchasing.

Section 5: Finding the Right Platform

* Social media strategies.

e Programmatic advertising.

e Paper-based adverts.

e How to access word-of-mouth advertising.

e Emailing and gathering repeat custom - generate and churn.

e Global marketing vs. local marketing methods.

Section 6: Creating a Marketing Framework

e The 4 Ps - product, place, price, and promotion.
¢ Investments vs. expenses.
¢ Tracking financials and staying within budget.

e Devising a strategic rollout.

Section 7: Interpreting Trending Data for Future Predictions

e Determine future demand for your products.
e Will you need to adjust products, marketing strategies or your target audience to
maintain success?

» Creating a workable product lifestyle that your customers love.

* Marketing forecasts and cross-channel efficiency.

Section 8: New Marketing Tactics to Keep Things Fresh

 Designing your marketing campaign.

e Creating an advertising strategy.



e Developing clear and compelling content.

e Promotion vs. standard advertising techniques.

Section 9: Deliver & Monitor Your Strategy

e A/B Testing strategies.

* Monitoring performance, efficiency, and effectiveness.
e Auditing your process to aid effective decision-making.
¢ Anticipating dips and troughs.

Section 10: Lessons Learned, Regrouping & Moving Forward

e Demonstrating wins and losses.
e Generating long-term profitability from a lift and shift framework.
e Sharpen your strategy to improve customer retention and build brand loyalty.
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YouTube Video

https://www.youtube.com/embed/68pPwQ__ rTO?si=ulrrTDYA bFxxKsl
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