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Any marketer cannot be satisfied with just upholding the high Reading Time: 3 minutes
ground of brand equity. The importance of equity is undeniable

for the long term. However, strategy cannot succeed without

tactical operations.

Each marketer is responsible for short-term sales and market
shares. It is necessary to maintain commercial pressure on the
market and perform hand-to-hand combat with competitors. This
is where promotions play a central role and provide the
necessary push for that much sought after market edge.

On the Risks of “Cloning” Promotions

One of the most expensive habits about promotions is to work
with the following assumptions:

1) What worked in the past will work in the future

2) What worked for one brand in the category will work for the
other

3) What worked in one place will work in another

All too often such assumptions lead to “clone” previous promo-
tions and fail to guarantee success. To secure an optimal out-
come, promotions must be tailored to the specific mindset of the
most promising segment for the brand, its really useful consumer.

“Really Useful Promotions” - A Case Study” . CIE;?';:S,? p?:r::ions

In the previous e-zine we provided a way to describe the mindsets fails to guarantee suc-
of various target groups through assessing their Priorities In Life. cess

We quoted a particular segment characterized by the following

priorities in life:

® “Conviviality” as opposed to “raw individualism”

® “Cultural heritage” as opposed to “breakaway change”
® “Simple natural life” as opposed to “sophistication”

® “Easy going” as opposed to “tough minded”

® “Self-progress” with a sense of long-term and personal evo-
lution as opposed to “here and now” immediate and material
benefit



Successful Promotions
Below are guidelines that illustrate how promotions may be

tailored to fit this segment’s priorities in life:
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