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Marketing Manager survival 

skills
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Golden rule in Marketing 

ÅUnderstand  who is the client?
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Why are we here?

ÅEconomic crisis 

ÅPolitical  instability 

ÅHigher demands

- Competition

- BRIC

- Lower/no more investments and cost 

cutting

To survive from: 
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The answer

>Get ready for recovery

Donõt  leave

>Get better
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Peak performance authorities

Å Tom Peters

Å Stephen Covey

Å Anthony Robbins

Å Napoleon Hill

Å Earl Nightingale

Å Bran Tracey

Å Zig Ziglar

Å Andrew Carnegie

Å Ken Blanchard

Å Abraham Maslow
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You will learnfrom a MastrichtShoolof 

Management MBA (MSM-MBA) that: 

ÅMarketing is the driver: Properand effective marketing is

the  Driver of anyorganisation

ÅYou are obsessedby:

- Identifyingthe customer - Who is the customer

- Delightingthe customerðLoyaltyand retention

- Keepingthe Customer - Re-purchase

ÅBut this motivation is not dictatedfrom your boss ðbut 

imposedby you.
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Why become a good marketer?

Bit of planning + training/education + soft skills awareness 

you can market  Y OU better as: 

ÅEmployee

ÅExecutive

ÅEntrepreneur

ÅLeader in your community

ÅPolitician(?)
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You will learnfrom a MastrichtShoolof Management 

MBA (MSM-MBA) that: 

4 processes of Management

ÅPlanning

ÅOrganizing

ÅLeadership

ÅControl
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Planning

Plan is not a four letter word!



www.msmro.org

ò4 letter wordsó

ÅSH-T

ÅP-SS

ÅF- - K

ÅWORK

ÅBOSS

ÅHELL
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òIf you donõt have a plan to succeed, you really have a 

plan to failó

Planning

ÅBusiness plan

ÅStrategic plan

ÅMarketing plan

ÅOperations plan

ÅSales Plan 

Types of plans:

Business Plan
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1. Internal and external analysis 

Market review, regulatory framework, Competition

Revenue projections  2010 - 2014

Internal environmental analysis

2. Vision and Mission

Approach and Assumptions

Objectives

Market Segmentation and Market Research

Products and Services

Pricing

Distribution

Marcomms plan

PR, sponsorship

Customer care

Sales & Marketing Organization:

3. Action Plans (Short term):

One page sales and marketing plan

Table of contents
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ÅStarts at the top

ÅDifference  between Management and Leadership?

ôManagement is doing things right... Leadership is doing the right 

thingsó ( Stephen R. Covey, The 7 habits of highly effective people)

Ingvar Kamprad:

ôIf there is such a thing as good 

leadership,  it is to give a good exampleõ

Leadership
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So what? 



www.msmro.org

Marketing Manager survivor skill  #1: 

Get better at planning, demonstrate 

leadership  AND 

Improve your time management skills: 

Why?

ÅTo get more work done

ÅBecome  efficient 

ÅGet ahead

ÅMore personal time
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Time management Classics

ÅòTouch it onceó

Å Avoid Time Wasters

Å One hour a day for you

Å 3 most important things for today

ÅòDelegate to someone whoõs busyó

Å Running effective meetings

ÅòManage your bossó

Å At day end, plan the following day
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You will learnfrom a MastrichtShoolof Management 

MBA (MSM-MBA) that: 

Market researchis vital

ÅPrimary,secondary,quantitative,qualitative,conjoint analysis,

brandhealthcheck,advertisingtracking

ÅWOM, web,BLOGs,friendsand familyandyour network to

validatefindings.
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Observation

Focus group

Survey

Behavioral data

Experimentation

Ethnographic.

Ex. Xerox green button

Purchaising  behavior 

in  Store scanning data, i.e. 

Tesco.

Marketers collect

primary data in 5

mainways.

Types of Marketing Research
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You also learned that  

Despite mountains of infoé there are hidden diamonds

ÅYou need to find what is  relevant

ÅYou need to Zero-in on the insights

ÅYou need to make a  decision 
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Your networkéWhat network?
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Marketing Manager survivor skill #2:

ÅBuild your personal brand

ÅIncrease knowledge/learn something

ÅMeet someone that knows someone

ÅGet that extra insight

NetworkéNetworkéNetwork

Why?

You canõt work without people!
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Don't know how to network?

ÅñLetôs have a coffeeò

ÅñMeet and greetò

ÅBe proactive ( i.e. conference) 

ÅñStealth at the doorò

- See who is coming in/say hello/shake hands

- ñWeôll talk laterò

- Repeat 10 times

- ñGo for the Killò



www.msmro.org

Start

2

5

Target

4

3

Network Connection

Network 

Connections
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You will learnfrom a MastrichtShoolof Management 

MBA (MSM-MBA) that: 

ÅMkt research + Segmentation = only the first step.

ÅProduct Managers need market data.

ÅWe all need to be more ôcustomer focusedõ.

ÅSegmentation - geographical, psychographic, Lifestyle  and 

Values, Niches, Fads, Micro segments.

Segmentation is vital
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Segmenting consumer markets

Geographic

Demographic

Psychographic

Behavioural



www.msmro.org

Psychographic segmentation

Psychographic segmentation divides buyers into different groups on 

the basis of traits, lifestyles or values.

AIO Factors that describe individual lifestyles

Activities

Interests

Opinions

Excellent for lifestyle 

behavior and attitudinal data;

data falls short on 

providing actionable insights 

Lifestyle studies enhance basic socio demographic descriptions and help 

understand Customer value preferences 
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What should Segmentation achieve?

1. Boost competitive position

Å Products/services meet customers needs better than competitors

Å Increases ability to differentiate from competitors

2. Improve customer approach

ÅCustomer segments respond to different value propositions

ÅFocus on benefits that matter most to different customers

ÅAddress underlying satisfaction, loyalty drivers

ÅReduce churn

ÅImprove customer lifetime value and profitability

3. Improve value proposition

4. Maximize marketing efficiency and effectiveness

Segmentation must contribute to overall marketing strategy,

objectives of organization or itôswasted effort!
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So what? 
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Marketing Manager survivor skill #3: 

Å Soft skills are important in Business 
(Emotional Intelligence, D.Goleman) 

Abilities: 

V Resiliency

V Initiative

V Optimism

V Adaptability to change (Who moved my 

cheese?)

V Empathy towards others

ÅStephen Covey  rule #5

òSeek first to understand, then to be 

understoodó.

ÅActive listening (2 ears/1mouth)

ÅGiving feedback - 60 seconds 

ÅòOnce around and then upó

Improve your inter-peer dynamics
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You will learn from a Mastricht Shool of Management 

MBA (MSM-MBA) that: 

The promise you make as an organization that

shapes your relationship with all your stakeholders.

éand how that promise is delivered.

BRANDING is:
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Brand: Core of customer experience

Advertising

Word of mouth

PR

Web

RetailLiterature

Staff

Telephone

News

Products

Services

Customer Care

Literature

Retail

Web

Bills

DifferentiationLoyalty

Preference

BRAND
Retail

Merchandise

Exhibition booth
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How to build the Brand character
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Define: Key steps

Step 1

Investigation

ÅResearch review

ÅInterviews

ÅComms audit

ÅMarket review

Step 2

Analysis

ÅConsolidate input 

ÅCompetitive analysis

ÅBest practice

ÅStrategy options

Step 3

Validation

ÅTeam workshop

ÅRefine strategy

ÅManagement input

Step 4

Implications

ÅBrand architecture

sessions 

ÅHierarchy principles

ÅComms workshop

ÅBrand arch recôs

ÅCreative brief

Step 5

Realization

ÅFinal strategy doc.

ÅBrief team

ÅMngmnt. sign-off

ÅTeam briefings

> Brand Research

> Brand Architecture

> Brand Strategy


