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Gershon
16 November 2006
Topline ideas for a marketing plan – 

introducing Madina Milano to the Romanian market 
(including some media guidance)

1. Understand the drivers of the business
We have to understand the structure of the successful marketing mix: image, price, quality, branding vectors, word-of mouth propagation, for the chosen target (indicated by the franchisor)

2. Switching analysis

 We have to go thorough a switching analysis:

· what consumers we target

· what makes them switch to a new brand

· who are the current main competitors

· What concept we have to deliver to make the product appealing

3. Positioning

We have to develop a clear / easy to understood positioning with a:
Benefit – why consumers buy it

Character – brand personification

Reason to believe – why the consumer will believe that the product does what we say it does

4. Strategy

There are 2 options:

a) the strategy already exists and it is given by the franchisor -> import the information, including the current advertising vectors, and disaster check for the Romanian market

b) it doesn’t exist -> it then has to be created, otherwise the investment in communication will be money down the drain

5. Key decision point

Step 1: Understand the market and the MM positioning -> switching study. Cost: 3,000 euro

Step 2: (we have no concept) 

Develop a concept through qualitative researches. Duration: 3 weeks. Cost: 10,000 Euro.

Develop a TV advertising & promotions. Duration: 1 month. Cost (without media): 60,000 Euro

Step 2 (we got a concept from the franchisor)

Test the concept with the Romanian consumers. Duration: 2 weeks. Cost: 5,000 Euro

6. Scenarios for 2006

Scenario 1: Do nothing, open just the pilot outlets. The pull will be just generated by the sheer presence within the chosen traffic

We just rely on the supposition that the mid –tier consuming segment will continue to increase naturally

We assume the risk of variations due of lack of coordinated pull conditions

Scenario 2: Support the brand thorough marketing activities (the question is how and how much)

Increase the awareness level for the MM brand

Differentiate the MM brand versus other non –supported brands

Create a brand image for MM

7. Who is the target?
Young, well –of ladies, middle class, 23-32, who want to look elegant, trendy and cool, using a well known brand, but at a price that is affordable. Incomes medium to high. Habits / interests:

Music -> listen Radio, CDs (when driving), watch MTV, already own an IPod
Movies -> they go watch movies at the mall

Computers -> spend a big deal of time in front of a computer, at home or at work. Navigate the internet, have sites they visit regularly (eva.ro, cosmopolitan.ro, 121.ro…). Use internet cafes.

Magazines -> read women magazines, and tabloid journals

Sightseeing, café’s discussions, restaurants – read regularly info magazines about different places to go (B24 FUN, Sapte Seri,…)

8. Marketing budget– proposal
We base our suppositions on a conservative 30% -70% split of sales first 6 months / last 6 months of the first year of activity, once the stores open. The budget will be then split as such, accordingly. The budget will be then readjusted, pending on the first 6M results.

Conservative plan

· MTV  or TVK Lumea (2 months)



-> 20,000
· Outdoor campaign  (1 month)



-> 15,000

· Promotion with hostesses in traffic places (hypers, malls)
-> 10,000

· Dubbing TV advertising




->   6,000

· TOTAL






-> 51,000

· Note: We assume there is an advertising copy that has only to be dubbed.
Expected version
· MTV or TVK Lumea (4 months)



-> 40,000

· Multiplex Cinema’s (2 months)



-> 20,000

· Outdoor (1 month)





-> 15,000

· Promotions 






-> 10,000

· Dubbing TV advertising




->   6,000

· Internet






->  10,000

· Sales promotions during peak times (Christmas, Easter)
->  16,000

· TOTAL






-> 117,000

9. Calendar – Marketing Plan
	 
	Jun-06
	Jun-06
	Jul-06
	Aug-06
	Sep-06
	Oct-06
	Nov-06
	Dec-06

	Advertising MTV / TVK Lumea
	10
	10
	 
	 
	10
	10
	10
	10

	Advertising B1 TV / National
	10
	10
	
	
	
	
	10
	10

	Advertising Multiplex
	 
	 
	 
	 
	 
	10
	10
	10

	Big outdoor campaign 
	 
	40
	 
	 
	 

	Promotion shopping places
	 
	 
	20
	 
	 
	 
	 

	Seasonal (sales) promotion 
	 
	 
	 
	 
	 
	 
	20

	Internet
	 
	 
	 
	 
	10

	Total
	20
	20
	60
	 
	20
	20
	50
	30


10. How Concept M&V can help
· Act as a marketing department for Madina Milano -> with active product managers, research managers, financial analyst

· Plans and coordinates all the research activities

· Develop the strategy, positioning

· Implement the marketing plan

Respectfully yours,

Concept Marketing & Vanzari 

Laurentiu Curca

curca.ld @ conceptmarketing.ro
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