A small greeting card company needs to develop a marketing strategy
that will drive aggressive growth

The problem 1 of 3)

* The Client has a mandate from its ownership to double the company’s revenue,
and needs a marketing strategy to accomplish that goal.

* The Client does not have a detailed understanding of consumer behavior or
preferences, or have a plan for which retail accounts to target and what message
will win retail buyers over.
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Consumer Products Marketing Strategy

Quantitative research and analysis of consumers combines with
qgualitative research and analysis of channels to produce a plan for
attacking the market.

The approach (2 of 3)

Based on knowledge of the Client, channel needs and perceptions,
and analysis of consumers, prioritize routes to market
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Consumer Products Marketing Strategy

nxtMOVE developed channel, product, and competitive response
strategy for the Client.
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message, product, and competitive response

+ Some groceries seek an alternative line to supplement Competitor 1 or
Competitor 2.

* There are opportunities to outpost cards that are alternative, seasonal, or
appropriate for adjacencies in ather sactions.
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