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What I1s Marketing?

“It Is the whole business seen from
the point of view of the final result,
that is, from the customer’s point of
view....Business success Is not
determined by the producer but by
the customer.”

-- Peter Drucker
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What business do | want to be In?

e Do lwantto bein the business of
production?

e Do lwantto bein the business of
selling seafood?

e Do |lwantto bein both?



Who Am 1?

 What are my strength and
weaknesses?

e What do | like to do?

« What do | dislike and avoid as
much as possible?



Every business has essentially
three tasks:

 Production
 Marketing
* Financing




The Profit Triangle

Benefit
Creation

Competitive
Advantage



Determinants of
Product Benefit Customer
Benefit

Services Benefit

Total

Customer
Benefit

-

Personnel Benefit

Image Benefit Customer

Delivered
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Customer
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A KEY MARKETING PRINCIPLE: ‘PRODUCT’ IS NOT JUST THE
PRODUCT... , RATHER IT IS THE WHOLE 'EXPERIENCE’

Etc... Customer

Service
Brand name

Convenience

Core
Style .
Reputation

Physical
Product

Features

Quality

Promotion

Type of

Packaging Store

e Successful
marketers
provide
customers a
whole
‘experience’, not
just the physical
product itself.

 This is especially
iImportant for
many natural,
‘healthy’ and
‘touristy’
Sourc@@%@at%ﬂaws,

2005



Consumer
Market
Segments

Sociocultural
e.g. ethnic group

Demographic Psychographic
e.g. Income e.g. Life Style

User Behavior Geographic
e.g. Brand Loyalty e.g. City Size



The Marketing Management
Process

 Analyzing Marketing Opportunities
 Developing Marketing Strategies
 Planning Marketing Programs

« Managing the Marketing Effort



Market Research

The most important phase of any
marketing

Doesn’t always have to be formal
Visit, look and listen

LISTEN to what the market is telling
you



CUSTOMER RESEARCH - BASICS

Source: Svoboda & Haws, 2005

— Finding out customer
preferences in an organized
and systematic manner to be
able to better serve customers
and position one’s product(s)
or the whole business better

* Have a clear goal of what you want to
find out with the research

» Use a large enough sample of
respondents

= Select people representative of your
(potential) customers

= Try to find out information on which
you can act




Market Research Questions

What does the market want?
What needs are not being fulfilled?

Is there market demand for what we want to
produce?

Who buys our product and who make those
decisions?

Where do they go and when do they buy?
What is current pricing?

What are other producers doing that make
them successful?




CUSTOMER RESEARCH FRAMEWORK

Source: Svoboda & Haws, 2005

— Regularly asking customers (for
Informal example, in a store) about products
Interviews and service as a part of a informal
conversation but with some specific
guestions

— Sessions with several customers or
Focus potential customers in which a

groups discussion leader asks about their
opinions about currently or potential new
products

— Written questionnaires distributed to a
Customer larger number of customers or potential

Sl nEyE customers, typically with rankings or
clearly defined questions




INFORMAL INTERVIEWS

Source: Svoboda & Haws, 2005

DESCRIPTION

Reqularly asking customers (for example, in a store)
about products and service as a part of ainformal
conversation but with some specific questions

Simply, make it part of your job to talk to customers
regularly, and though such chats should be informal
they should also include targeted questions about
your products, service, etc.

Try to involve employees in continuous effort to lear
about interesting opinions and tips from customers —
for example, you can have a competition for your
employees or even customers for best or most
proposals to improve your business

PROS

— Useful for building better customer relations
as customers like to be listened to

Can get very useful opinions as every
interesting customer (with interesting
opinions or experience) can be probed in
more detail

— No costs

EXAMPLES

A store manager goes to talk to
random customers in the store once
in a while (but regularly) to ask them
about their shopping experience,
how they likes certain products,
letting customer ‘speak their mind’,
but still asking some probing
guestions

A cashier asks every customer upon
paying (time permitted) whether
customer found everything, whether
he was satisfied with the product

Easy to ‘slack’, simply not do it as it
is not written down and not formally
organized

Opinions gathered can be quite
random and not representative




FOCUS GROUPS

Source: Svoboda & Haws, 2005

DESCRIPTION

— Sessions with several customers or potential customers
in which a discussion leader asks about their opinions
about currently or potential new products

Typically 6-10 people participate

Though there are professional research firms that can be
hired to do focus groups (incl. selection of participants),
focus groups can be done informally with ‘self-help’ —in
this case, it's useful to ask a friend to moderate it for you
so that you can observe and occasionally ask probing
guestions

Thorough preparation and writing down an outline of the
discussion and question is useful, though flexibility is
needed

PROS

Will generate many interesting opinions (many
beyond expected scope) that can be thoroughly
discussed and described

People can built on each other’s comments

Can be done relatively easily, quickly and cheaply

EXAMPLES

Inviting a group of tourists, travel agents
and farmers to brainstorm about how to
prepare and ‘package’ an agriculture
tourism (or ecotourism) vacation (for
example, what it should include, what
parts to emphasize, how to sell it, etc.)

Inviting customers, store owners and bee
keepers to come up with ideas on what
other products can be prepared from
honey and how to sell them

CONS

Danger that participants will not be
representative of customers (for example, if
you want to export your product, but are
confided to your location, it may be difficult
to talk with your export customers)

Danger that too few and/or not
representative opinions will be gathered (it's
especially tempting to invite friends who
may not give direct and negative opinions
and views)

Difficult to effectively lead a focus group




CUSTOMER SURVEY

Source: Svoboda & Haws, 2005

DESCRIPTION

—  Written questionnaires distributed to a larger
number of customers or potential customers

Typically, clearly defined guestions or even
rankings are used to ensure quality
responses, although some open-ended
guestions are useful as well

Motivation of respondents to respond is
useful (for example, drawing of prizes, a small
gift)

Using interviewers to walk respondents
through the questionnaire often helps ensure
better quality responses and enables asking
probing questions

PROS

— Can generate a large number of
responses and opinions

— Gives aclear idea about certain aspects

of products or about comparisons (if
you know those aspects and what to
compare — for example, certain product
attributes, main competitors)

EXAMPLES

Interviewing shoppers at a supermarket
according to prepared survey to learn more
about their habits of shopping for fruits,
vegetables, fish, etc. (for example, how they
choose their products, how satisfied they
are with products in the particular store and
for particular farmers, ranking several
attributes of fruits from different farmers,
etc.)

Distributing a printed gquestionnaire to
tourists waiting to check in before flying out
at an airport to learn about their awareness
of various gift shops and about what
souvenirs appealed to them and what else
they would like to see in stores

CONS

Response rate is typically low

— Quality of responses may be low (that is
respondents don’t give too much thought to
answer)

Need to have a very clear objective of what
exactly you want to find out during the
research (focus groups, for example, can be
more open-ended




Useful Secondary Informational Sources

www.supermarketnews.com
WWW.progressivegrocer.com
www.seafoodbusiness.com
http://[seafood.ucdavis.edu
www.seafood-international.co.uk
www.specialtyfood.com
www.ota.com
www.wholefoods.com
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Useful Information: Example

Page 1 of 3 SN Cover Photo

Go about your busing
confidence.

ER MAR KET NEWS

It's time to talk PVG ...

Today's News:
SN's Food Retailing News
5 rder Puts Fc
J Bros. Markots Acquires 100 Parcent TS = | oo

Ownership of Santee Dairies ?RO”T GUIDES ¥ e, :

February 04, 2004 - COLTON, Calif.- Stater Bros — a P

Markets, 50 percent owner of Santee Dairies, Inc., has

acquired from Ralphs Grocery Co. and Kroger their 50

percent cwnership in Santee Dairies, which gives Stater

Bros. Markets 100 percent ownership

Albertsons Debuts New 'Elue Ribbon' Beef Brand

February 04, 2004 -- BOISE, |daho - Albertsons today

. " b t © 2003 Fairchild Internet, Inc.
ntroduced "Blue Ribbon” Beef, a new, high-quality brand,

This Week's Issue
February 2, 2004

The Return of the
Retailer

arkels are

increasingly returning to
core urban areas they

suburbs. Page 12

to its supermarkets across the country. The new brand
offers customers a wide range of high-quality roasts and
tender-aged steaks that are "guaranteed twice™ to meet
their satisfaction '

Viewpoints for week of

JOB SEEKERS
Grocery Workers Plan Wall Street Protest . .
February 04, 2004 - NEW YORK - A union representing

striking U.S. grocery workers said on Tuesday it would EMFLOYERS

stage a rally on Wall Street urging investors to rethink
investments in the nation's top grocers as a Southern
California health care dispute drags on toward its fifth
month.

Carasibuilderem SN's Top 75

Kroger ployees Ratify New Four-Year Contracts
in Tennessee and Mississippi

February 03, 2004 — CINCINNATI - The Kroger Co. said

members of United Food and Commercial Workers Local
1529 approved two new labor contracts covering
approximately 6,500 employees in Memphis, western
Tennessee, and Mississippi

pnditure Stu

Progressive
Grocer 56th
Annual

SN's Top 25
Global Retailers

Wal-Mart Prepares for Voluntary COOL Labeling

February 03, 2004 - BENTONVILLE, Ark.- With the
recent passage of the omnibus appropriations bill that
delayed mandatory country-of-origin labeling for two
years, an industry report says Wal-Mart is preparing to
voluntarily label fruits and vegetables in its produce
departments.

MNow available in PDF

format for only $125.00.
70th Annual Report SN's Continuously

Updated Stocks

Progressiv

Grocer 70

e-Business News

ketnews.com/homep

WW.progressivegrocer.com/progressivegrocer/index.jsp

Supermarket News
Trade Show Calendar

POPAI Annual Industry
Leadership Conference 2004
February 5 - 7 (Thursday - Saturday)
Point-of-Furchase Advertising
International

The Registry Resort

Maples

WWW. PO m

(202) 530-3000

NTF Annual Convention
February 8 - 10 (Sunday - Tuesday)
MNational Turkey Federation

(202) 898-0100

more =>>>

MORE INDUSTRY NEWS FROM
FAIRCHILD:

[Choose a Publication =]




Finding Potential Buyers

Internet
Yellow Pages
Purchased Lists

Business Assistance centers: contract
to locate buyers

Personal contacts or network



Contacting Buyers

WET

E-Mail

Website
Telephone

Visit with Samples



Finding Buyers: Example

Google Search: yellow pages Page 1 of

Advanced Search Preferences Language Tools Search Tips
() ; ( [',fellow pages Google Search |

\.".l’nlu - L ary - News

Yeliow Pagos
T Search 6 yellow page providers all from one easy to use website

Reference > Direclories > ... > Yellow Pages
Yellow Pages, White Pages, Reverse Phone Book,

SuperPages.com is the leading online Yellow Pages diractory service
mlh millicns of business and residential listings nationwide. e 1 8 bugineg

Search for United States people or businesses, or browse by category. .‘.Mw'raa pages.com
Include consumer Jundeb uty e Ju——_

MU

www. superpages.com/ - 36k 411 Iniu.’mal-un
Yellowpages.com.au Pages at v
WHAT Business Type, Need Help? Business Name WHERE *“State badoi ‘1 1pages.com
Suburb'l‘o.-.-rv”oblcw /Book
Reglon select area -

.:.ean:hab e database lists more than two million Australian businesses QwestDex yellow pages
by r\ame Droduct cr ::emc,e d 1eg T

www yellowpages. com.aul - 18k

Telephone Directory - Switchboard Internet Yellow Pages and
White ...
Telepheone Directary: Internet Yellow Pages, Internet White Pages - You can find
wh at |s generally regarded as the best phone book online at Switchboard.com.

t Unl\Ed S]ates 'esudentlal ard buslness IIStIngb

WWW. SV rd V- 34K -

Yell.com == Online business directory from Yellow Pages in the UK
Link to the low graphics version of Yell.com. Register, Log in, Low graphics search
Advertise here H.mutYeI! Contact us, Help, Help icon, (eg dentlsts plumbers). ...
wh p.co.ukf - 25k - :

Yahoo! Yellow Pages: Yellow Pages, Maps, Directions, Addresses ...
Find local and nationwide business listings quickly and easily at Yahoo!

Yeallow Pages. Yzhoo! Yellow Pages Your Search: Search ...

yp.yahoo co 21k -

Welcome to macmillan publishers
Search. site, books, ...
WWW. MC|

YellowPages.com (SM): Yellow Pages, Online Yellow Pages, Find ...
Inlemd 0[1d| Yellow Pages (choose ono}
[ r n- Offers searching United S tates anJ nternational business lisbings and includes business and

http:/fwww gle.comys -h?hl=en&ie=UTF-8&oe=UTF-8&g=vellow+pages

res: Yellow |

fWww.supe

ges, White Pages, Reverse Phone Book, Map Directions, People F...

SUPERPAGES.com

BETTER PAGES FOR BETTER DECISIONS

Search For U.S. Businesses

I sivrie searcH ¥ MAP-DASED SEARCH ¥, SEARCH BY DISTANCE W NATIONWIDE SEA

Category (browse) or Business Name
|seafoad |
City State (required) ona

| [Alaska =] [Find it I Leam more

Help Advanced Search Reverse Lookup Maps

i

Visit Consumer ter to Business owners: Search for Advertise With Us

research produ plan a trip '“::umpamr_\s and find rescurces  your business on

or lccate that special item, atth 5N 1 onlir d print Y
Pages

Browse our topics

2xpert advice s l counts Buy Ads Online

Ceontact a2 Rep

Add/ Change Listing - Change your residential or business listing information
Global Directories - Search other directories from around the world

Campus Directory - Search for businesses near your college or university campus.
City Guides - Read about local events, altractions, weather, maps & more!
SuperPages.com on Wireless - Access SuperPages.com from your wireless devicg
Postcards - Send a free postcard from SuperPages.com.

Money Saving
Travel Deals




Finding Buyers: Example

SuperPages.com: Fish & Seafood Wholesale (1 - 15 of 105)

SUPERPAGES.com - SUPERPAGES . com

BETTER PAGES FOR BETTER DECISIONS BETTER PAGES FOR BETTER DECISIONS

YELLOW PAGES a YELLOW PAGES

Home =+ Yellow Pages = Matching Categories - Home = Yellow Pages = Matching Categories = Listings

f\ lﬁ PRODUCTS YOU WANT r=ow PLACES YOU TRUST

Shopper.com \ |»HH_ . Shopper.com |

Matching Categories 284 ' 5 Sort Results: by Distance | Alphabetically | Advertisers
Jump to: # A E EFGHIJELMNOPORSTUVWXYZ < Pravious | Next >
Most popular categories: Show business: aska only | Serving your area
pop g R LT S y | gy
Restaurant Seafood (13) . el Show Local List on Map
Listings Fish & Seafood Wholesale (1 - 15 of 105
All categories related to "seafood™: orB E M . ' ;
d (83) ! - 10th & M Seafoods
d ;B'oke rs (42) 1020 M Street, Anchorage, AK 99501
e (907) 2726013

ood Smoked Dried etc (39) map | driving directions | add to My Directory

{105)
(13) A Moveable Feast
eak & Seafood (2) g State (required Juneau, AK 99801

I‘F\I‘.,-;f\u - {907) 588-3501

map | driving directions | add to My Directory

akseafood.com
HC #5 Box 9782, Palmer, AK 996845
{807) 745-
(907) 761~
map | driv irections | add to My Directory

Alaska Bounty Seafoods & Smokery

110 Jarvis Street, Sitka, AK 89835

(907) 866-2827

map | driv directions | add to My Directory

Alaska Cannery & Smokehouse

5434 Shaune Drive, Juneau, AK 85801
(907) 7 8

map | dr directions | add to My Directory

Alaska Glacier Seafoods - Business Office

9000 Glacier Highway Suite 301, Juneau, AK §8801
(907) 790-3590

map | driv ctions | add to My Directory

Alaska Glacler Seafoods - Processing Plant
9000 Glacier Highway Suite 301, Juneau, AK §5801
51
ctions | add to My Directory
Alaska Glacier Seafoods - Processing Plant
5211 Stark Street, Juneau, AK 98801

@ | My Direclory | Yellow Pages | Pecple "age pnsumer Canter

=3146AB16ASA&EMC
.com/listings.isp?SRC=&STYPE=S&PG=L&R=N&(




Finding Buyers: Example
Urner Barry Publications

¥'s On-Line Catalog: Who's Who in the Fish Industry 2002-20( Page 1 of 2 VIRGINIA

Dr, I 76 1-180¢ Haynesuville Jetersville
m - r v a % ]
@ W . Sales Manage Richmond County Seafood Glenwood Foods

Sign In
Who's Who in the Fish Industry 2002-2003
Books

CD-ROM qysco Food Services - V
i ) - o P 2 3 -~ L

5[?54;?;';;]5 — Quantity in Basket: none ; i R Croxton, Mik Irm\.l-_ Inc.

Wall Charts Code: D-WWO03 i, 1 Bluf 2.351

Software i Price: $S§.DD_ g u

MNewsletters Shipping Weight: 5.00 pounds

On-Line Services

New Items

Special Offers

Forecasting Tools

Order Tracking

Kilmarnock

[nternationa
PO) o

Herndon
Contact Us

Quantity: ]l g Y Ecli pm [|n|l.ts|l&. xpart
AddTcoBasket ]

Who's Who in the Fish Industry 2002-2003
PRICE REDUCED TO $65.00 (Regularly $125.00)
If you are involved in the buying, handling or selling of seafood, you need the
r tools to succeed in your business. Whaether it be nets, storage facilities or
mes to finding new contac
within in the industry, Who's Who if the Fish industry 2002-2003 is unparalleled in
making and saving you money.

The directory saves you time by providing access to 6,600, verified, U.S. and
Canadian company profiles for producers wholesalers, distributors, brokers,
importers and exporters. Hudgins
It is organized by state and town and then broken down by company. Indexes
in the back allow the look up by any number of criteria. All the entries are
verified, which means before we go to print, we contact each entry to confirm
that all the information is correct, an important feature in the ever changing
seafood industry. Caolor coded pages make the book user friendly. Owver 6,000
Listings. Softcover, 812 pages

Nelson Seafood Lumpm\

Related Item(s)
Code Name Price
CH-l Shrimp $19.00

P-MO4  Prospector - Meat & Poultry $289.00
P-W03 Prospector - Who's Who in the Fish Industry  $289.00

EM-SPC Seafocd Price-Current E-Mail $48.00

yp.urnerbarry.com/Merchant2/merchant. mv?Screen=PROD&Store Code=ubp&Produ... 2/5/04




Finding Buyers: Example

DNS
LOCATION FUNCTION MAJOR PRODUCT DESCRIPTION

NATION OF TRADER LISTIN 2 pan : 2 BueCa 2. or

Mon:

~

Company Name - 1. North America

USA

Parent Company —_ - - :\w. k

3 0 o

Street, PO Box Number - ™

Telephone Number, __ Big Fish Company
Fax Number —____ . \ Company
T . 6 98765-4321
Email Address — _

Web Site —— - Email: mailafish@bigfish.com
; Web Site: www.hookafish. ! E 5 F 5
Key Personnel - a Fish, President . ST 1 i

{with titlo & pe i @-mail @t bigfish.com

Year Established —__ Youra Fish, Vice President L " :

T— urafish@bigfish.cor ter 5 . .

Annual Sales —— Year Established: 1858 ! ngdom :
25 to 50 Mi

Mumber of Employees -

BEEY

. Souih America
Type of Business —— 5 Arge

— ry: 1-3
Location Function — i r Prod: 5-6, 9, 10-11, 15,17, 19-22, 24

¥

Sales Territory— - 12, 16,19,
2-15, 17-21
Species or Types of Origin: 1-9, 13, 15-16, 19,
Fish Handled " 28, 30, 33, 36-37, 44, 46, 48-49, 54
§ g foisions: Anyt . NJ 732-555-95876
Form of Product ™ ISDIC: 987

2@ m

- - . ¢ Big Fish Company i ready to 5 A : Thailand
Product Origin— iz of your needs, whether they are BIG or Australia & Oceania
A

Divisions
USDC Code Numbers ~

T
Free Form Description”

P

Meal {Shelled)
o & Pre

C




Finding Buyers: Exam

Minneapolis

holesaler(s):
’ Supervisors

s Pasblas

rises, Inc,

te:

FINANCIAL SUMMARY

Ful pany: Mo

COMPANY DATA
! r of stor

KEY PERSONNEL
id




3 Questions/Comments

\l‘l'#ﬂ' il
s Fairbanks

Anchorage
ol

i
Bethel A

Cordova
e

. ; #.-"
HI”HI‘_E.FIHPH Homer Juneau s

e
Kodiak Petersbutrg #=

. Ketchikan =~
Unalaska -







Differentiation Strategies:
Product Attributes

Al

Chemical | _észf/f
Composition 1

Nutritional Value
Sensory
Convenience
Shape and Form
Shelf-Life




Differentiation Strategies:
Product Packaging

Easy to Open
Ease of Storage
Information
Aesthetic




3 Questions/Comments







Manufacturer

Consumers

Examples of Marketing

Manufacturer

Consumers

Channels

Manufacturer

Wholesalers

A\ 4

Consumers

Manufacturer

Agents or
Brokers

T
-

Wholesalers

Retailers

Consumers




Classical Views of
Marketing Intermediaries

 Trade s only suitable for those weakest In
the body and unfit for any other work —
Plato

« All retail dealing may be described as
dishonest .... for the dealer will gain
nothing except by profuse lying and
nothing is more disgraceful than untruthful
huckstering - Cicero



Functions of Marketing
Intermediaries

e Inventory Holding
 Risk Bearing
 Assortment Building



Why Direct Marketing?

e Control —Where to sell, how to sell,
what to charge.

e Brand
e Total Commitment




Why Use Indirect Channels?

o Affordability

e Saves money by not doing own
distribution

e Risk Transfer



Why Customer would Buy from a
Distributor?

 Channel Efficiency - Convenience of
one-stop shopping

e Prompt Customer Service and
Technical Support for being local



Differentiation Strategy:
Placement

Channels
Coverage
Assortments
Locations
Inventory
Transport




3 Questions/Comments







Promotion:
The Art of Communication

Personal Selling

Sales Promotion

Advertising

Direct Marketing

Public Relations and Publicity



Benefits to Branding

Be perceived differently than the rest of
the pack.

Enjoy greater loyalty and be less
vulnerable to competitive marketing
actions.

Command larger margins and be less
susceptible to price wars.

Receive greater trade cooperation and
support.

Increase marketing communications
effectiveness.

Support brand extensions.



Differentiation Example:
Common Themes for Alaskan

Products
Wild/Pristine

Eco-Friendly and
Sustainable

The Alaskan
Tradition

High
Polyunsaturated
Fatty Acids

All Natural
United States




Differentiation Strategies:
Events and Publicity

Anchorage - Chicago ™
2004




Examples Advertising:
Alaska Seafood Marketing Institute




Examples Advertising:
Printed in Gourmet Magazine

Ocean-Caught

utcracker Wild Alaska Crab

Sweet.

Y cup bottled roasted red peppers.
Found only in a place of massive gl untamed rivers and vast icy 2 cloves minced garlic
seas, Wild Alaska Crab are among nature's great treasures, known and cup kow-fal mayonnaise
prized the workd over, Alaska's unspoiled environment, cold climate 1 tsp. lemon juice
and pure waters create the perfect for harvesting sup<sior 'f2 15p. red pepper flakes
queslity crab that ks always sweel and succulent, tender and flavorful, Combine peppers and garlic in food
afood.org. This holidary season, offer your guests the simple elegance and pure processor and process untl well
enjoyment of Alaska Crab. It's really sasy: Alaska Crab is fully-cooked’, minced, Fulse in remaining ingredients

;‘! cleaned and ready to use—all you have to do is heat and serve. il well combined.
w"d ALASKA crab I"‘*“%‘h Try these simple to make and delicious dipping sauces—they're great

ASK FOR ALASKA o y
whathar you're serving Alaska King, Snow or Dungen srab,

2 cups fresh basil leaves

S0, lemon juice
P arated Pameasan cheess
Coumbine basil, mint, oil, walnu

until smooth. Add Parmesan and
puise until well combined.
Mariation: For acreamier sauce, combine
U cup Basik-Mint Pesl
Gup kow-fat menyonr

12 cup unzalted melted butter
1 Tha. lamon julce
A 3, garlic salt

2 tsp. dirled dill
Diash white pepper

MNote: Dips can also be prepared up o
two days in advance, reheating butier
sauce as needed

Thanks io a strong commitment to fisharies
conservation management, Alaska Crab is
avallable year-round. All crab trom Alaska
I wild and no species ol Alaska Seafood
ara threatened or endangered. Pr ]
management guidalines and kaws ens

that the fisheries are sustainable.




Personal Selling
&
Customer Development:
A Few Notes



Personal Selling

 Face-to-face interaction with a prospective
and/or pre-existing customer for the
purpose of presentation, answering
guestions, and processing the purchase.

 Usually involves sales presentations,
sales meetings, sampling, and explaining
Incentive programs.



http://www.alaskaseafood.org/index.html�

Sales Messages

 Should be
consistent with
marketing
messages

» Should be
monitored to
eNsure CoNSistency SL2SSiN )




Differentiation Strategies:
Personnel

Competence
Courtesy
Credibility
Reliability
Responsiveness
Communication




Retaining Customers

e Cost of Lost Customers
e Need for Customer Retention
e Relationship Marketing: The Key



Marketing Tools Summary

Relative Importance of Promotional Mixes
Source: Schaffner, 1997; Kotler, 1998

Consumer Market Business-to-
Business Market

Promotional Mix 1. Advertising 1. Personal
Selling
2. Sales 2. Sales
Promotion Promotion

3. Personal Selling 3. Advertising
4. Public Relations 4. Public

Relations
Advertising Media Television, radio, Trade journals,
magazines, direct mail,

outdoor signs directories



3 Questions/Comments







Profit

Profit = Total Revenue — Total Cost
Where
Total Revenue = Price x Quantity Sold

Total Cost = Total Fixed Cost + Total
Variable Cost



Order Frequency

90%

The Price Band

100%

Price Index

110%



Price Band in Ice Cream

Howard Schrafit's Haagen

-

Quality
Index

Lee Borden Deluxe

Generic

00 000000000000 00000000000000000000000000000000000000000000000000000000000000

Consumer Price
(Cents per 4 0z. Serving)




Settin g *Set Pricing
Objectives

Price

|

Analyze Competitor’s

Determine Costs, prices,

and offers

\ Select Final /
/ Price & Tactics \
Estimate Select Appropriate
Own Cost Marketing Tools

Demand

To Support Price



Pricing: What are your objectives?
Some Examples
(Corey, 1991)

Gain Market Share
Yield the market opportunistically

Price to discourage competitors and to forestall others
from entering

Price high to avoid driving out less efficient
competitors and risk antitrust charges

One may price low to meet a competitive attack, to gain
a new customer, or to acquire experience in designing
and making certain products.

Price a product to break even or even sustain losses
on some products in the line to offer customers a full
line.

Price a new product high to minimize impact on sales
of old product in the line.



Pricing Methods

Markup pricing — standard markup (e.g. 5 %) is added to the
product’s cost.

Target-return pricing — charging a price that will provide a
target rate of return on investment for a given period.

Value pricing — a firm charges a low price for a high quality
product.

Going-rate pricing — afirm prices its products based on
competitors’ prices. It may price a product the same, at a slight
premium (discount) to its competitors, and adjust accordingly
when the competitors change their prices.

Perceived — value pricing — this method considers the
customer’s perspective of the cost and benefits provided by the
total product offering. Price is set according to customer’s
valuation of non-price variables such as image, product attributes,
and services.
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Measurement of Customer’s Percelved Value
and Demand

Sources of Customer Data:

« From your own sales force.

« Targeted customer interviews.
e Customer’s sales literature

« Customer’s former employees
 Trade literature



Example: Alaskan Oyster

The relative importance of eight attributes to the overall evaluation of product

Attributes Avg. Score
Confidence in Vendor 9.1
Shelf-life 8.9
Supply Consistency 8.9
Price 8.1
Product Form 8.0
Oyster Size 7.4
Region of Origin 6.8

Method of Production 6.0
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Competitor Analysis

Sources of Competitor Data:

From your own sales force.

Targeted customer interviews.

Competitor’s sales literature

Customer and Competitor’'s former employees
Competitors Trade literature

Security analyst’s reports (including credit rating
agencies)



Pricing Strategies

List Price
Discount
Payment Period
Credit Terms
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Summary on Pricing
Source: Svoboda & Haws, 2005

Marketing Efforts:

Events, sales e 2 Perceived Product
Promotion etc.

Consumer’s Incentive to
Purchase
= [Perceived Value — Price]

Price of
Substitutes

Product Price

Firm’s Incentive to Sell
= [Price — Cost]

Cost of Product



Quality as a Marketing Strategy

e Quality must be perceived by customers.

e Quality must be reflected in all company
activities, not only for the products.

e Quality requires total employee
commitment.

 Quality requires high quality partners.
e Quality can always be improved.

e Quality does not cost more.

e A quality drive cannot save a poor product.




Criteria for Developing a Differentiation
Strategy
Important: The difference delivers a highly valued
benefit to a sufficient number of buyers.

Distinctive: The difference either isn't offer by others or
Is offered in a more distinctive way by the company.

Superior: The difference is superior to other ways of
obtaining the same benefit.

Communicable: The difference is communicable and
visible to buyers.

Preemptive: The difference cannot be easily copied by
competitors.

Affordable: The buyer can afford to pay the difference.

Profitable: The company will find it profitable to
Introduce the difference.






Pear|l Farming as
Sustainable Economic

Development
$1 Billion Global Industry
French Polynesia: $140 million/yr.
Cook Islands: $20 million/yr.
Average round pearl: $120
Average half pearl: $50
Feasible small-holder
activity
Environmentally Sustainable




Pearl Production Regions
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Types of Pearls
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BLACK-LIP PEARL OYSTER
Pinctada margaritifera




Farm Structures
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WHAT ARE CULTURED
PEARLS?

Calcium carbonate crystals (nacre)
deposited by mantle tissue cells on
a shell bead




Grafting-a surgical process whereby a piece of mantle
tissue bearing nacre-secreting epithelial cells is grafted into
the gonad with a shell nucleus. The mantle tissue graft grows
around the nucleus, forming the pearl sac which coats the
nucleus with layers of nacre thus forming a culture pearl.

Mabe plastic form or
natural irritant




Grafted pearl oyster

Nucleus

Mantle
tissue




Harvest




Sorting and Grading




Elements of Grading
Size
Shape
Luster
Blemish
Matching
Color




10% of a crop Is gem quality




Traditional marketing

channels
New York and
Japan g European markets
Hong Kong /
Australia French Polynesia

Cook Islands
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Partners

Community of Nuokoro

University of Hawaii Hilo Pearl Aquaculture
Research and Training Center

Marine Experimental and Research Institute of
Pohnpel

Packard Foundation MBA Interns

Peace Corps

USDA

URI Coastal Resource Center

Pohnpel Marine Resource Bureau

Jim Vial, Gemological Institute of America

Tyrone Tapu and Dai Kawachi, Pearl Seeding
Technicians



Guiding Work

Economic Feasibility of Small-Scale Black Pearl
Farms

Executive Interviews of Importers/Distributors in
New York and London

Trade Mission to Hong Kong Watch and Jewelry
Exhibition
Local Market Assessment (Pohnpel)

Market Assessment and Relationship Building in
Pacific Islands and Hawaii



Results: Economic Analysis

Average cost of production over a 20 year horizon is
US$19.15 per pearl.

Largest cost incurred are labor (25.88%) and seeding
(40.15%) of an annual operating budget.

NPV with a 20-year horizon and 8% discount rate
yields US$102,994.57.

IRR for the production model is 9.58%.

Sensitivity analysis indicate that market price has
the greatest potential impact on profitability and
cost.

This is followed by mortality rates, seeding cost, and
spat cost.



Results: Executive Interviews

There is no substitute for black pearls.

Producer brands are not important to the
respondents, who are importers/wholesalers

Respondents not interested in buying directly from
producers.

This is because they are interest in round and off-
round pearls, with little blemishes for the market
they serve.

Further, willingness to pay for black pearls is
significantly less than prices offered from Nuokoro
farmers.



First Generation Sales: Loose Pearls




Second Generation:
Value-Adding Local Sales













Shell-Craft from Local Artisans
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Near-Future and Future

Become a full-service operation to
discourage competition

Brand Development — Nuokoro Black Pearls

Position Value-Added Products In other
locations

Maintain and Improve Quality
Develop a Strict Pricing Policy



Other Work: Alaska

Salmon Jerky: Alaskan
Spirits

Shelf-Stable Products for
Second Grade Sea Urchin

Korean and Chinese
Consumers Education

Shellfish Fishery and
Market Development

Utilization of Undersized
Flatfish

Alternative Livelihood for
Processing Plant workers

Developing Visitor's Market
Information System for
Kodiak




Other Work: International

Live Coral for Aquarium ...
Trade

Sponge Markets

Shellfish Kiosk in
Fumba, Zanzibar

Milkfish Markets and
Economics

Seaweed Farms
Chicken Farms
Paprika Farms
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