
House Rules

1. Please be on time for each session.

2. Keep video on all the time. 

3. Mute audio device during the course to avoid 
unnecessary background sound.

4. Unmute the audio for participation in the 
questions & answer sessions.

5. Raise your hand if you have an immediate 
question or comment.

6. Prepare to be called on by name.
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Note from Trainer

1. Identify yourself by renaming accordingly in 

zoom  Name|Company|Designation|Contact

2. There will be mini breaks throughout the session 

to help with focus.  Please do come back to the 

training on time.

3. It will be best to be fully present for the training 

to get the most out of the 3 hours together

4. Have fun!
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Activation

 What is your #1 
personal productivity 
tip? (getting the real 
work done and feeling 
good about it at the end 
of the day)

 https://www.forbes.com/
sites/ilyapozin/2013/0
8/14/9-habits-of-
productive-
people/?sh=14d9bdb32
d3f
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Roadmap for today’s session
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1. Selecting Target Market 
For Your Business 

Sharon Lee
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What is a Target Market
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What is a Target Market
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Why Select A Target Market
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1. Identify potential target segments

Market Segmentation

3. Evaluate the attractiveness of 
each segment
4. Select the target segment(s)

Market Targeting

How to Select A Target Markets…Choosing Customers 
to Serve
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Example of Market Segments
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Example of Market Segment

Consumer 

insight

Target 

market

Key message 

that 

resonates
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3.2 Market Segments & Target Market…
Market Segmentation

Geographic Segmentation

❖ nations, cities or neighborhoods
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3.2 Market Segments & Target markets…
Market Segmentation
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3.2 Market Segments & Target Markets…
Market Segmentation
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1. Identify potential target segments

Market Segmentation

3. Evaluate the attractiveness of 
each segment
4. Select the target segment(s)

Market Targeting

How to Select A Target Markets…Choosing Customers 
to Serve
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Company & 
Product

Target Customers Benefits Price Value Proposition

Volvo Station 
wagon

Safety-conscious 
“upscale” families 

Durability
&

safety

20 %
premium

Safest

most durable wagon

your family

can ride

Positioning for Your Target Market
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Positioning

“a reason why target 
market should buy 
product”

Positioning For Your Target Market
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2. Competitive Analysis

Sharon Lee
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Analyse 
successful 

competitors

Analyse 
unsuccessful 
competitors

Look to other 
industries and 

markets

WHY ARE THEY 
SUCCESSFUL?

WHY ARE THEY 
NOT SUCCESSFUL?

WHAT CAN YOU 
ADAPT AND USE?

Copy and 
improve on 

them

Avoid and 
overcome 

these pitfalls

Adopt and 
adapt best 

practice from 
elsewhere

Competitive Analysis
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Competitive Analysis
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3. SWOT Analysis

Strength, Weakness, Opportunity, Threats

Sharon Lee
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SWOT Analysis
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Checklist for Performing

Strengths/Weaknesses Analysis
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4. Value Proposition

Sharon Lee
s4alee@yahoo.co.uk  +6019 321 6737
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CORE CONCEPT 3

DELIVERING VALUE

a. Customer Cost & 

b. Customer Value 

you hope to 

experience in the 

following scenario

 Hairdresser

 Grocery 

shopping

 Online or offline 

shopping
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5. Product / Service Development
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Product and Service Development
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MANAGING THE MARKETING CYCLE 
THE ANNUAL MARKETING PLAN

1.0 Executive Summary

2.0 Situational Analysis

2.1 Market Summary

2.1.1 Market Trends

2.1.2 Market Needs

2.1.3 Market Growth

2.1.4 Competitive Analysis

2.2 SWOT Analysis

2.2.1 Strengths

2.2.2 Weakness

2.2.3 Opportunities

2.2.4 Threats

2.3 Critical Success Factors

2.4 Key Issues

3.0 Marketing Strategy

3.1 Core Marketing Strategies

3.2 Market Segment & 
Positioning

3.3 Marketing, Sales & 
Financial Objectives

3.4 Marketing Mix Strategies

3.5 Tactical Plan

4.0 Controls

4.1 Implementation & Control

4.2 Contingency Planning
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Thank you.

Sharon Lee
s4alee@yahoo.co.uk  +6019 321 6737
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