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Revisiting your marketing plan

The Christchurch earthquakes will have impacted many areas of your business. Some areas may be getting back to ‘as
normal as they can be’, while other areas of your business will still have many questions marks and uncertainty around
them. A key area of your business that you will need to revisit is your marketing plan and strategy. Your approach to
marketing after a disaster may need to be reviewed.

In this edition of the KPMG Christchurch Recovery Series our KPMG Business Advisory team has outlined some tactics
for you to consider when revisiting your marketing plan.

Focus on your current clients

¥

Review your client database
and ensure it is up-to-date

Review you previous results

Use your staff in any selling
opportunity you can

Re-visit your relationships and reconnect on a personal level with these clients.

Break down your customer base into usable categories and review their sales,
identify what product/service they buy, which clients do you have good personal
relationships with and service these needs and contacts. In other words, profile
your clients and gather information on them so you can adjust your selling,
targeting and products to suit.

Remember the 80/20 rule — concentrate on the 20% of your customers that
provide your business with 80% of revenue.

Review clients purchases and cross sell other products or services that
compliment these. Remember it is easier to sell to your known clients than to
create a new client base.

Yellow Pages Group are producing an interim Yellow pages Directory for
Christchurch. This will list updated locations and contact details for businesses
that have been affected by the earthquakes. This may help you locate some of your
client’s new or temporary locations so you can update your database.

Encourage your staff to confirm and update your client’s information whenever
they are dealing with clients. Measure and track information on your clients’
orders, volumes, frequency. This will give you valuable information for follow-up
and repeat business.

It would be useful to identify new markets for your business, review those
businesses or sectors that are doing well and plan how you can promote your
business to them.

Review what has previously worked well for your business. This will give you some
steers to the products or services you can offer and also highlights the products
and services that haven’t work so well and may not be worth pursuing at this time.
This will provide direction for you to concentrate on your best performing products
or services.

Engage and involve your staff in all conversations with clients. Ensure they ask the
right leading questions to on-sell or up-sell your products and services.

Your staff are an asset that you can and should involve them in ‘marketing’ your
business and your products and services. You may need to train and up-skill staff
as they should know and understand your products and service offerings.

RUGBY

WORLD CUP

011

TOURNAMENT SUPPLIER

Official Supplier of ﬁ
Accounting and Tax

Advisory Services




Communicate with clients personally and directly. This could be by email, letter or
by visiting them to let them know you are still operating and are here to help their
business. This is the time to really apply excellent customer driven client service.

You may want to personally implement a plan to visit all your top clients and

Tell your clients you are communicate in other ways with the remainder clients. Following up and keeping

operating and open in touch are essential and should be ongoing.
for business
Offer clients an incentive. Is there an offer or special deal you can provide to

your clients — based on what they need, their previous orders that encourage a
transaction. You may not want to, or be able to afford to offer discounts, so look at
ways you can add more value to their business.

* Don't be afraid to ask for referrals and reward your loyal customers. Your current

clients will probably be a good source for new customers and spread good
Reward your loyal customers messages to their contacts, usually by word of mouth. Think about how you
can create a referral program and reward your clients for any referrals, and their
continued loyalty to your business.

* The usual methods of promoting your business and advertising your products and
services may have changed dramatically and you may need to think more laterally

on how to communicate with clients and your targets. Social media, twitter,

facebook are media that can work for your business as communications tool.

What vehicles are there Using email and direct e-mail campaigns can be very effective. You need to ensure
to reach your business? your client database and email addresses are up-to-date and you will need their
permission to email them to comply with the anti SPAM legislation. Advertising
and public relations are also areas you need to consider into your mix. Your
website needs to be up-to-date offering information and your product range with
your contact details. If you don’t have a business website, you need to seriously
consider this as an essential part of your ongoing marketing mix.

There are many businesses in the same position as yours. Think about how you
can join forces to promote solutions to both your clients and promote a joint
venture seminar, offer or promotion. Look at businesses that offer complementary
products and services and approach them for discussion.

Working with other
businesses to promote your
products and services

* Keep an eye on what your competitors are doing and review their product
What are your competitors are offerings. Analyse their client base and sectors, and see how or if this differ from
doing? yours? Review if there are any opportunities for your business to expand your
market share.

Contact us
For further information or if you wish to discuss any of these issues, please contact the KPMG staff below:

Alex Skinner lan Morkel Cathy Davidson

Partner Manager Manager

T: + 64 (3) 3714865 T: + 64 (3) 378 0505 T: + 64 (3) 353 0091

M: 027 280 9013 M: 021 284 0618 E: cathydavidson@kpmg.co.nz
E: askinner@kpmg.co.nz E: imorkel@kpmg.co.nz

kpmg.com/nz

The information provided herein is of a general nature and is not intended to address the circumstances of any individual or entity. Although we endeavour to provide accurate and timely information, there
can be no guarantee that such information is accurate as of the date it is received nor that it will continue to be accurate in the future. No one should act on such information without appropriate professional
advice after a thorough examination of the particular situation

© 2010 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All
rights reserved. The KPMG name, logo and “cutting through complexity” are registered trademarks or trademarks of KPMG International Cooperative (“KPMG International”). KPMG9039
TM © Rugby World Cup Limited 2008



