Back io Basics
Markeling Essentials for the New Egongimy

A Workshop Based on the ACA Marketing Essentials elnstitute by Jodi Rudick

What is the New Economy?

Marketing Basics
Essential # 1 - Pass the P’s Please

Planning

~ )
e Product Price
w Anything you offer to your customes The cost in time and money to buy what
= (camps, employment, sponsop#hips \ you have to sell
P volunteer opportunity, |
< )
c -
T te :
Y Placement Promotion
R How people access your pro ethods used to communicate to customers
=) information about your product and prospects in_cluding adver_ti_sing, sales,
promotions and publicity

Philosophy

This is your mission and the reason your agency exists. Serves as the foundation of your
marketing communications
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Essential # 2 - Talk the Talk

Marketing Everything (and | mean everything) you do to get and keep your customers.
Product Anything you sell or offer to your customer. e  Sponsorships
Products do not have to be tangible. e Schools
Common camp products may be: e Leadership Programs
e Camp Sessions e  Education
o  Overnight Camps e Classes
o Day Camps e  Athletic Programs
o Single Day Camps e Art Programs
e  Specialty Camps (Family Camp) e Donations
e Retail Sales
e Facility Rentals
e Volunteer Opportunities
Features Characteristics of your “product.”
Individual Wh at your service, product” dsees for your
Benefits
Community What your product does for the community at large
Benefits
Customer Anyone whom you serve (internal or external)
Staff Anyone who serves your customers — Paid or unpaid
Front-line staff Anyone who has direct contact with customers. This could be on the phone, in person, in
writing or electronically (via email).
Rule of The closer you are to the customer, the more power you should have in your organization.
Cust Managers serve front-l i ne st af f . A manager“s job is t
ustomer customers. Front-l i ne staff don“t serve manager s.
Proximity
Buy Cust o mer s d o rfibuydwitlarhowey.y Aytime anyone gives you their money OR their
ti me they “buy” from you.

Essential # 3 Review Marketing Plan Components

Marketing Plan Components

1 Objectives
[ ]

(Members)

Internal Objectives
e External Objectives

What you want to accomplish

Target Audiences

2.

Internal (Staff)

End Users
Those who directly use your products

Gatekeepers
Those, who by the nature of their job or position
have the ability to influence large numbers of

e External your end-user targets.
3 Budget How much you will spend in both money and time to reach your objectives.
Message End User Gatekeeper
4 What you will show, say or display to motivate What you will say or do to encourage word-of-
your direct users. mouth and referrals
Marketing End User When Gatekeeper When

Vehicles/Distribution

Media and tactics you will
use to carry your message to
your target audiences
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Chapter Two - The Marketing Mindset

Essential # 4

Inventory Your Products What do you sell? to who?
E Hook Reen, ,em In, Keep ,em Coming Ba
s The Customer
S
e Development Cycle
n
'_: Hook O6em
i
a p.R. \ Advertising
| \ P )
\ _~Promotion

u Customer Service

Product Quality
m Sales
b Keep Front-line contact
e coming )
r back for more Reel 0O
S

Essential Number 6
Perfect Before You Promote

The Marketing Mindset

7 Become the Architect of Your Future
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Dream Big , See the Future

Align with You Mission

Brand Yourself to be the Best

Eliminate Idea Extinguishers

Release Your Inner Sales Person

Elevate Your Professional Esteem

Trust Your Intuition
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Look Before You Leap - Gain Marketing Perspective
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28

Get Out of Your Head

Hypothesize Why They Buy

Interview Five Fans
(See “Customer |
on the following page.)

Describe Me, Please

Solve Their Problems

Beg for Complaints
ACompl ai ni ng Ilkeumgaid mer s
consultants. 0

Tune into Your Target

Engage in Child"s P

Widen Your Competitive View
A Go beyond “camps.”’

A Where do your cust ome
time/summer vacations?

Shop the Competition

Benchmark the Best of the Best
Nordstrom, Starbucks, FedEXx, Disney,
Microsoft and Southwest Airlines

Shop the Shows

Seek Out Secondary Research

P

> >

WWW.CENSUS.goV.
www.acacamps/research
www.demographics.com.

your | i brary or
www.littleredsbigideas.typepad.com

Become the Trend Trekker
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http://www.census.gov/
http://www.acacamps/research
http://www.demographics.com/

Customer Interview Form |

Name of Camper/Parent/Company/Client Interviewed
Customer Name

Date of Interview

Thank you note sent on what date? (Send a note or token of appreciation to
acknowledge your customer 6s time!)

USP (Unigue Selling Proposition)
1. What three words or phrases would you use to describe me or my company to a third person?
a.
b.
C.

2. If someone were to ask you why you do business with me with all of the other options available
to you, what would you say?

Assessing Needs
3. What problems do you have that our camp/programs/activities/services helps you solve
or avoid? How do we (How do I, How does my staff, How does camp) make your life/your
child"s
easier/better?

4. What kind of problems might occur if our camp/organization/product or service was not
available?

Quality

5. What problems have you experienced with our camps, staff or organization? What could we do
to better serve you?

Gatekeepers and Influencers
6. Who influences you? Where do you go for advice? Who helps you make important
decisions? Who do you ask for information regarding [parks and recreation programs, health
and fitness for your kids, family fun, reducing stress, etc.]

Choose Your Vehicles
7. Where else do you get information about the kinds of programs we offer? Please be as
specific as possible?
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Workshop Bonus -Your Customers Choose Your Marketing Media

Media Marketing

Gatekeeper Marketing (Who)

Where do your customers look for information
when making decisions about your product?

Who do your customers trust?

Which media touch your prospects most often

Who do your customers turn to when they have
a problem?

Where will your message be best
remembered?
Look to permanent media/useful
promotional products

Who has control over your customers?

What is your home page?

What are your must-view web sites?
x  Association?
x  Your agency?

Your home
Social Networks -1 0
U Twitter
Facebook
LinkedIn
You Tube
Second Life
Eventful
FlickR
Wikipedia
iGoogle

page i sé
Sites Yora@

coooo oo o

Where do your prospects look first?

Who influences your customers?

Can your stick with it?

x  Frequency

x  Consistency

x  Repeat Exposure to your message is
critical for message retention
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Develop Your Marketing Plan Foundation

29 Permission Granted to Pick One Product

30 Know Where Your Are, Knf¢

31 Prioritize External Objectives — Where do you want
to go?
32 Marketing From the Inside Out Q
,h

m\

33 Don“t Go it Alone

34 Create Micromarketing Objectives — Stepping
Stones to the Ultimate Goals

35 Write it down, set a date

36 Aim for the Target

_—)) = = 3D W »” M

37 Open the Flood Gates to Reach Your Target

38 Buy into a budget

39 Money Matters

40 Invent Time for Marketing

a1 Commit to Your Budget

42 Create a Marketing Timeline

= 0D 3=
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Chapter Five

- Priced to Sell

IE 43 | Imageis Everything

S

$ 44 | Price to Stay in Business

e

: 45 Let"s Make a Deal
i

a 46 Frequent Buyer Program

N 47 Persuade with Premiums

u . :

m 48 Bundle Products with Marketing Partners
e 49 Sell Gift Certificates/Cards

F 5 %‘ 4  Give Groups a Break

s -“ ) :

Dos and Don’ts of Pricing

DOé

DONOT

Err on the high side when first pricing yoctr |
or service

Price low just to get the business

Include all costs in your calculations

Lower your price without taking something av

Know industry standards for margins

Immediately match your competitors price ad

Account for the cost of ioflah price increase;

Forget all the value bundled up in your produ

Add new products at a higher price

Forget the cost of discounts in your final prici

analysis
Be careful about discouiitoften discountsarLi st en t oo much to w
given to close thea) but thethe client forces | about pricirigf or t hem it 6 s
the company to make the discount permand scapegda

Based on the work of Jay Lipe, Stand Out From the Crowd. 2006, Kaplan Publishing
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Where do you go from here? Your Commitment to Marketing Success
Commit to two things you will do at this conference to improve your marketing

1.

2.

Commit to two things you will do in the next two weeks
1.
2.

How Jodi and ACA can further help...
(Caution: Shameless Self-Promotion ahead)

* C Register for the elnstitute -
http://www.acacamps.org/einstitute/marketingessentials/

% % C Buy the book. (Available at the ACA Bookstore Online or at

this conference)

C Work the book (Buying the book is one thing; reading it is
another; but to truly succeed -- make a commitment to complete
the activities in the book. Work at your own pace — complete one activity a week or one

activity a day! l't“s your choice)

C Book the Workshop-Be the first on your block (or
brand new workshop, The One Day Marketing Plan Goes Digital - During this
i nteractive pr ogr a nof-theear frombotiorthlestvaeedydopyowr casig at e
incorporating the latest low and no-cost media and technologies.

C Take your camp to t he -energyfneveradw@-monventtramingl odi “ s
and workshops. Whether your counselors need to fine-tune customer service skills or
you want to dramatically improve your marketing results — let JMelodi custom create the
prefect event for you!

C Ask Jodi about her for ACA members.

| Fly, | Buy Sale

Thanks for attending and please | et me know h
and bookmark:

L_ittle Red's BRIG Ideos

-:_ {ﬁ The morketing blog for porks, recreation, comps ond librories.

jodi’s blog: www.littleredsbigideas.typepad.com
(760)730-0333 ¢ FAX (760)730-0311



http://www.acacamps.org/einstitute/marketingessentials/

