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Who am | — Maz Davis?

Senior Account Manager

Originate from Lincolnshire
De Montfort University, Leicester — BA (Hons) Business Studies / Marketing
Worked in senior marketing roles across the toy, nursery and watch sectors:
« Mattel — Barbie
» Maclaren Europe — strollers and baby accessories
 MGA Entertainment/Zapf — Bratz, Baby Annabell and Baby Born dolls
« Time Products — Accurist watches

Relocated back to Lincolnshire from Northamptonshire in June 2021

Joined Shooting Star in June - responsible for PR and marketing
campaigns across a portfolio of clients.
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Who are Shooting Star?

Shooting Star is an award winning PR,
Marketing and Digital agency, based in Lincoln,
set up in 2006 by directors Kate Strawson and
Jez Ashberry, who had one aim: to help
businesses be more successful by raising their
profile and enhancing their reputation.

And that is still our mission today.
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A made-to-measure service?

Some of our clients just need support with
social media while others require an
Integrated PR and marketing strategy which
Includes news releases, copywriting, digital
marketing, SEO, crisis management and
social media management.

Whatever you want to achieve we can put
together a proposal to suit your business and
your budget.
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Shooting Star helps your business shine more brightly!

Media | |
' e Event -
Media Training Copywriting

Marketing Digital
Strategy Marketing

Awards Media
Ceremony PR Monitoring
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Agenda

Introductions

What is marketing?

Marketing strategy vs marketing plan
Marketing strategy — key elements
The marketing plan /marketing mix
Marketing channels

Reporting

Summary

Questions
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What is marketing?

“The action or business of promoting and selling
products or services, including market research and

advertising”
- Oxford English Dictionary

“Marketing is the management process responsible for
Identifying, anticipating and satisfying customer
requirements profitably”

- Chartered Institute of Marketing
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What is marketing?

Marketing should be incorporated in the journey of a business and/or product from start to finish
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Marketing rule of 7

THE MARKETING
RULE OF 7

"It takes an average of seven
interactions with your brand
before a purchase will take
place"
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Marketing Strategy vs Marketing Plan

STRATEGY PLAN

THE WHAT THE HOW
Setting goals Achieving goals
Defining your brand Setting KPIs
Identifying your audience Channels & tactics
Long term framework Day to day management
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MARKETING STRATEGY
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Marketing Strategy — Key Elements
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Marketing Strategy — Your Business

* Mission statement

* Vision & values

* Unique Selling Point
« The brand personality
 The brand style

* The tone of voice
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Brand Personality

Create a brand personality with clear values that positively resonates with your customers

89% of
shoppers stay

loyal to brands
that share
their values

Source: Fundera
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Brand Personality

BRAND PERSONALITY FRAMEWORK
m [SOPHISTIGATION] m

Aaker’s Model — 5 dimensions
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Brand Archetype Wheel
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Brand Archetype — The Creator

Innovation and creativity

MacBook
Light. Years ahead.

~
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Brand Archetype — The Hero

Strong and courageous

& lustdot.
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Brand Archetype — The Ruler

Powerful and dominating
Bm&'[, #YouCanBeAnything B O f

YOU CAN BE
AN7THING
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Brand Archetype — The Rebel

Brave and progressive
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Goals and Objectives

S

Specific

State what you'll do

Use action words

Measurable

Provide a way to
evaluate

Use metrics or data
targets

A R T

Achievable Relevant Time-bound

Within your scope Makes sense within State when you'll get

: your job function it done
Possible to accom-

plish, attainable Improves the Be specific on date
business in some or timeframe
way
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Target Market

interests?

734
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Target Market

DEMOGRAPHICS PSYCHOGRAPHICS BEHAVIOUR GEOGRAPHIC

Age, location, Personality, attitudes, Purchasing habits, Post code, city,
gender, income, values, interests, spending habits, region, country,
education, hobbies, lifestyles, brand interactions, radius around your
relationship status, beliefs, motivations usage, customer location, climate,
occupation, satisfaction urban
ethnicity
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Target Market — Buyer Persona

Fictional representations of your ideal customer based on data and research.

PERSONA, FROFC
%@{ INTERESTS: ~ POWETS:

wne  NEEDS BEHAVIORS
[l'ef':simx

N‘: .
pet VLS ASFIRAHIONS:
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Target Market — Buyer Persona
ALLSAINT S S

.
ke ”’
|

Consumer Profile
Age: 21
Occupation: Studam
Income: Middie and Upper
Cl(!‘,-S
Listens to: The Script, Ed m
Sheeran, The 1975, Two

doar cnemo club
Watches: Game of thrones,
Gossip Girl, Friends

Wears: Zarg, Urban
Outfitters, Vintoge stores,
Drives: Black Mini
Interests: Fashion,

~“ Music = gigs and 'q‘-l?-:)'\_,

Y ' : . 2
. socialising.
=
~ -
- a
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SWOT Analysis

>

STRENGTHS

Things your
company does well

Qualities that
separate you from
your competitors

Internal resources
such as skilled,
knowledgeable staff

Tangible assets such
as intellectual
property, capital,
proprietary
technologies etc.

wW

WEAKNESSES

Things your
company lacks

Things your
competitors do
better than you

Resource limitations

Unclear unigue
selling proposition

OPPORTUNITIES

Underserved
markets for specific
products

Few competitors in
your area

Emerging need for
your products or
services

Press/media
coverage of your
company

THREATS

Emerging
competitors

Changing regulatory
environment

MNegative press/
media coverage

Changing customer
attitudes toward
your company
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Competitors

Know your
competitors

They do the same job n the same way
IOk vh Do King,

Thay do the sume ob in & different way
Saygpe w5 Bunness s traveb
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Key Messages

Probably the best poster in the world
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Key Messages

! > -
\ new Dove Firming.
As tested on real curves.

Dove
Firming Range |
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Budget

SUGGESTED MARKETING PERCENTAGE

New Established
Companies Companies

12-20 %

on marketing
of gross revenue
6-12% /‘

on marketing

B k
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MARKETING PLAN
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The Marketing Mix

Physical 7 P’s
Evidence

Marketing
Mix
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Product

Understand your customer needs

Provide value to the consumer
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Product

* Disrupt
« Challenge Convention
* Ability to take risks
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Product

* |[dentify Trends

« Stay Relevant

Barbie is getting her next big makeover. By 2030, we will
use 100% recycled, recyclable, and bio-based plastics.
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Price

iPhone 12 Pro Samsung Google OnePlus 8T
Max Galaxy S20 Pixel 5
£999 £599 £599 £649

Apple’s premium pricing strategy attracts middle to upper class consumers and

maintains Apple’s high end image.
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Place

Apple stores are a great place to experience the brand with a
focus on personalised service
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People

Employees - Your Greatest Ambassadors !
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Promotion

How you communicate what you sell to your customers

Focus on where your customers are

\ o, et
sunprRISEl ) e

MOVIE MACCHS
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Promotion

Promotion should communicate the benefits that a customer
receives from a product

Life is easier on iPhone.

And that starts as soon as you tum it on
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Processes

The experience starts from the first point of contact
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Physical Evidence

"Like using
the future of
smartphones
today”

— Yow s

"The best
iPhone yet”

ey hentert

“The sizeis
the realkiller
feature”

]

"The front
facing camera
is reborn”

Experience the brand

“Clearl
the best iPhone
ever made”

e o

"Face ID to lead
arevolution”

"The best
camera
I've usedona
smartphone”

“Like magic"”

—Towe Maes Omie

“This feels like
the future”

— e it et

“More reliable
than face
recognition
in any other
smartphone”
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Marketing Channels

PAID MEDIA EARNED MEDIA SHARED MEDIA OWNED MEDIA

ADVERTISING

TV ads

Print advertising
Sponsored content
Digital marketing
Pay-per-click (PPC) ads
Paid social media ads
Search engine
marketing (SEM).

PUBLIC
RELATIONS

Press releases
Press comments
Media interviews
Word of mouth
Influencer marketing
Customer Reviews
Conferences
Hosting events
Awards
Stakeholder
management

SOCIAL
CONTENT

Facebook
Instagram
Twitter
LinkedIn
Pinterest
Partnerships
Tik Tok

The PESO model

PROPERTY OR
CHANNELS OWNED

Retall stores
Websites

Email marketing
Blogs

Social media
Catalogues
Customer Databases
YouTube
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Marketing Reporting

Measure performance against KPI’s set!

Monitor and review during campaigns
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Summary

Audit = Know Your Business

Brand Positioning & Strategy

Set Goals, Objectives & Budget
Define Target Audience

Know Your Competition

Create & Activate Your
Marketing Plan

Report, Review, Improve!
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What’s that knocking on your door?
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Thanks for listening!

Maz Davis
Senior Account Manager

maz@weareshootingstar.co.uk

Building brands,
a Lincoln office

154 High Street, Lincoln, LNS 7AA |
01522 528 540 Shooting Star
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managing reputations




