Marketing Management

Caring for
Customers

COURSE OVERVIEW

In a highly competitive world, every organization
is under increasing pressure to offer to its
customers a better deal. Customer care is no
longer about the ‘up-front’ niceties but total
customer satisfaction. This course explores the
meaning of customer care: why it is important,
what it involves and how to care for your
customers.

YOU WILL LEARN HOW TO

#* Explain the meaning and significance of
customer care;

#* |dentify your internal and external
customers;
Identify your customers’ expectations;
Describe best practices for customer-
contact situations;
Identify areas in which you are currently
failing to meet customer expectations.
Apply techniques for better caring for the
customer.

WHO SHOULD ATTEND

The Caring the for Customer course is designed
for everyone in a small or medium sized enterprise
(SME), from managers to staff as customer care
is the responsibility of every person in an
organization.

L4 Course Content

1. Identifying Customers
Who are Customers?

An Organization’s Customers
Who is More Important?

2. How to Care for the
Customers

What is Caring for Customers?
The Three Pillars of Customer
Satisfaction

3. Managing for Customer
Satisfaction

A Cascade of Quality

Roles of Managers in Caring
for Customers

Human Factors in Customer
Services

Implement Customer Care
Telephone Contacts

Dealing with Customers’
Complaints




Marketing Management

Achieving
Success In
Marketing

COURSE OVERVIEW

The key objective of the course is to positively
transform the SME owners’ perception of
marketing in order to make their marketing
practices more effective. Based on their new
understanding, learners will also be able to
develop a comprehensive marketing strategy for
their business.

YOU WILL LEARN HOW TO

Define the modern marketing concept and
understand how it will help your business;
Differentiate between customer’s needs,
wants, and demands;

Distinguish among features and benefits
of the products and services you offer to
your customers;

Describe the basic steps in creating a
marketing strategy;

Identify the relationship between the steps
in the marketing mix.

WHO SHOULD ATTEND

The Achieving Success in Marketing course is
targeted at owners and managers of small and
medium sized enterprises (SMEs) as well as
marketing managers and marketing staff working
in SMEs.

L4 Course Content

1. The Marketing Concept
The Product Approach

The Selling Approach

The Customer Approach

2. Developing a Marketing Strategy
Steps for Developing a Marketing Strategy
Positioning

Steps for Brand Positioning

Identify Competitive Advantage

Market Segmentation and Identification

of the Target Market

Identify the Core Benefits Offered to the
Target Market

Positioning Statement

Case Study

3. Marketing Mix
Product

Price

Place

IMC




Marketing Management

Competitive
Strategy

COURSE OVERVIEW

The Competitive Strategy course provides
participants with an overview of strategies to deal
with competition, and marketing strategies to
choose to achieve objectives.

YOU WILL LEARN HOW TO

#» Explain basic strategies to deal with
competition;

» List competition strategies in marketing;

» Evaluate and select a suitable competition
strategy for your business.

WHO SHOULD ATTEND

The Competitive Strategy course is targeted at
owners and managers of small and medium sized
enterprises (SMEs), as well as marketing
managers and marketing staff working in SMEs.

L4 Course Content

1. The Basic Types of Competition

Strategies

Low Cost Strategy

Distinctive Strategy

Focus Strategy

Risks in the Competition Strategy
Action Plan

2. The Competition Strategy
in Marketing

Who are you in the Market?
Strategy for a Leading Position
Strategy for a Challenging Position
Strategy for a “Follower”

Strategy of “Dodging”

Defense

Face-to-Face Attack

Side Attack

Guerilla

Action Plan




Marketing Management

Distribution

Strategy

COURSE OVERVIEW

The Distribution Strategy course helps participants
identify the distribution strategy that best fits with
their overall marketing strategy and objectives.
It also helps participants understand how to
manage distributors and to modify a distribution
channel to achieve success.

YOU WILL LEARN HOW TO

Identify the role of a distribution channel in
a marketing strategy;

Design a distribution channel;

Be able to select a distributor and sign
contracts;

Determine the way to manage a distribution
channel;

Modify a distribution channel.

WHO SHOULD ATTEND

The Competitive Strategy course is targeted at
owners and managers of small and medium sized
enterprises (SMEs), as well as marketing
managers and marketing staff working in SMEs.

L4 Course Content

1. The role of a Distribution Channel
What is a Distribution Channel?

The Role of a Distribution Channel
Functions of a Distribution Channe

2. Designing a Distribution Channel
Steps in Designing a Distribution Channel

3. Selecting and Signing a Contract

with Distributors

Selecting the Distributor

The Terms of Contract & Responsibilities
of the Distributor

Sales Coverage

Experience in Developing a Distribution
Channel

4. Managing Distributors

Train, Motivate, and Assess Distributors’
Performance in the Channel

Managing Distributors’ Stock

Set Criteria and Assess Distributors’
Performance

Distributors’ Business Outcome
Conflicts in the Distribution Channel

5. Managing Distribution Channels
Changing Distribution Channel Organization
Sales Volume and Distribution

Channel Adjustment



Marketing Management

Integrated

Communication
Strategy

COURSE OVERVIEW

Communication plays a key role in informing
customers of your company’s products and
services. By highlighting the benefits that they
can bring to your customers, communication also
functions to persuade customers to buy from you.

YOU WILL LEARN HOW TO

Identify the roles and principles of
communication;

Explain the steps to building a
communication strategy;

Plan the implementation of a
communication strategy;

Describe the way to assess the
effectiveness of a communication strategy.

WHO SHOULD ATTEND

The Competitive Strategy course is targeted at
owners and managers of small and medium sized
enterprises (SMEs) as well as marketing
managers and marketing staff working in SMEs.

L4 Course Content

1. Purpose of Communication
Roles and Objectives of Communication
Principles

2. How to Build a Communication

Strategy

Steps to Building a Communication

Strategy

Identifying the Communication Target

Establishing the Communication Objective
a Communication Message

Identifying the Communication Mix

3. How to Implement a

Communication Strategy
Establishing and Allocating a Budget
Plan for a Comprehensive
Communication Program

4. Evaluating a Communication

Program

Assessing the Effectiveness of a
Communication Program

Action Plan




Marketing Management

Market

Positioning

COURSE OVERVIEW

With limited resources, you recognize that your
company cannot satisfy all the buyers in your
markets. To survive in a competitive world, it is
critical to identify your key target markets (or
market segments) and focus your enterprise’s
scarce resources on ways to best serve those
markets.

YOU WILL LEARN HOW TO

Explain the process of market segmentation
and selecting a target market;

Establish criteria for effective market
segmentation;

Evaluate and Select a target market;
Identify market coverage strategies and
factors to consider when selecting a market
coverage strategy;

Write an effective positioning statement.

WHO SHOULD ATTEND

The Competitive Strategy course is targeted at
owners and managers of small and medium sized
enterprises (SMEs) as well as marketing
managers and marketing staff working in SMEs.

L4 Course Content

1. Market Segmentation & Selecting

a Target Market

The Process of Market Segmentation
and Selecting a Target Market
Consumer Market and Corporate

Client Market

Identify Segments with Unmet Demands
Measurable and Accessible Segments
Evaluate the Segment

Action Plan

2.ldentifying Core Benefits

Maslow’s Hierarchy of Needs

Application of Maslow’s Hierarchy

of Needs to Consumers & Corporate Clients
Requirements for the Core Benefits

3. Writing a Positioning Statement
Why is there a Need to Write

a Positioning Statement?

Form of a Positioning Statement

What Constitutes a Good Positioning
Statement?

Action Plan




Marketing Management

Marketing Mix

L4 Course Content

1. Marketing Objectives

Identify marketing Objectives
Commonly Used Marketing Objectives
How to Identify Marketing Objectives

Action Plan
COURSE OVERVIEW 2. Tools to Help Design the
This course gives learners an overview of the Marketing Mix
marketing mix, and helps managers to identify Closing the Gap
marketing objectives and the marketing tools to The Readiness Status of Customers
use to achieve these objectives. While some “Bottleneck”
SMEs understand marketing to a degree, they Product Life Cycle

do not fully understand how to apply the
appropriate marketing mix in their business.

YOU WILL LEARN HOW TO

» Explain how to identify marketing objectives;
« Describe the tools to help design the
marketing mix.

Pull Push Strategy

WHO SHOULD ATTEND

The Marketing Mix course is targeted at owners
and managers of small and medium sized
enterprises (SMEs) as well as marketing
managers and marketing staff working in SMEs.




Marketing Management

Marketing
Opportunities

COURSE OVERVIEW

Currently, there exists a misunderstanding of the
content, scope, and importance of marketing in
business. Many SMEs think that marketing is
prohibitively expensive. This course will help
business owners and managers to analyze the
market environment and identify marketing
opportunities for their firm.

YOU WILL LEARN HOW TO

» Analyze a marketing environment;

« Use SWOT to identify strengths,
weaknesses, opportunities, and threats
related to a firm;

* |dentify the main marketing opportunities
for a firm

WHO SHOULD ATTEND

The Competitive Strategy course is targeted at
owners and managers of small and medium sized
enterprises (SMEs) as well as marketing
managers and marketing staff working in SMEs.

L4 Course Content

1. Marketing Opportunity
What is Marketing Environment?
Micro-marketing Environment
Macro-marketing Environment

2. What Should Companies do

When the Environment Changes?
Proactive in Changing the Environment
Proactive in Adapting to the Environment
SWOT Tool

Which is the Best Opportunity

for the Firm?

Which Threat Needs to be Solved
Immediately?




Marketing Management

Product
Strategy

COURSE OVERVIEW

It is often necessary to create a new product.
This course will help participants understand
under which circumstances it is necessary to
develop a new product, and how to go about
creating a new product and new packaging.

YOU WILL LEARN HOW TO

» Analyze and decide whether or not to
develop a new product;

» Describe the levels of product development;
Select the level of product development to
suit specific circumstances;

* Conduct new product development and
new packaging development.

WHO SHOULD ATTEND

The Product Strategy course is targeted at owners
and managers of small and medium sized
enterprises (SMEs) as well as marketing
managers and marketing staff working in SMEs.

L4 Course Content

1. When is New Product

Development Needed
Definition of a Product
Basis for Developing New Products

2. How to Develop a New Product
Levels of New Product Development

3. Steps of New Product

Development
Develop New Ideas
Packaging Design




