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|ntroduction

Effiective marketing equates tor understanding
VOUK CUStOmE

Marketing| s not discounting
Marketingl Isi not a static pPrecess

Marketing dollar allocation; Is more Inportant
than AW ImUCHIIS Spent

Fhere must e Marketing Accountanility,

The entire cluld must have: a universall marketing
campaign

Evernylhody sellsii!



Executive Summary.

80% of youK revenue Is derived firom
20%0) 6ff youI: cUStemers

What Next?

I, Identify your Core Custemer = The 20%) of yeur custemer
ofelse

[, Knew! the Core Customers: buying habits, signals and what
diives this group by asking!

[, This can be dene through “The Generatienal Tirends” of
\yOUI CUStemEer;

IV Develop a marketing plan hased en yeurr CORE customer
/. Hire a sales person/sales team

VI. lincrease your revenue by grewing yeur CORE custemer
pasel



Stepi | to Increasing your Revenue

I, lldentify your Core Customer: (the 20%)
What he/she likes to eat
The number of children
The age of the children
Thelr mantal status
Thelr address
Thelr prefession
Thelr Income range
The value eff thelr heme
Where they like to shep
Do) they: access the internet
Have they been members off a club priox to yeur clulb
Other heblhies



Step Il te Increasing your Revenue

AsSk your custemer threugh these avenues
u EXecutera survey
s Create foecus groups
x Custemer profiling
s Get outside help!



Step 11
Know. the Generational Trends

American Seciety divided into; four different
gEneratons

Each Generatien has different core set of Values
Wy is this helpfiul?

x |ldentiiy, “hot buttens:” 1N puUrchasing Pewer

s Drive mere effective progliams

x Viany: clulas have speciiic CUStomer generaens
a llargeted marketing will increase your revenue



A. Silent — 1927 to 1945

Era ol confrormist

Children; expenenced’ 16 years of The
Great [Depression; and wars

Industralization: Era

Sacrifice for the Corperate: Amerca
Untrustworthy: oi- nen-coniommist
IHard werkers: and Ioyalists



Silents — 1927 to 1945, cont.

Men In conitrel; woemen attend school to
find hushanad

Passionate akouit:grandchildren

Many: = Snew: Birds™ are part e this
generation



Marketing to: Silents

Coupoens

Direct mall effiective
Edlcation and |ecture; SEries
Noestalgia Is;“hot: butten™
Marketing| shieuld tell a stony
DO NEL retire; meost redirect
Emotional sell

Benefits: over features
Embrace maturity NOIF age



C. Baby Beomers — 1946 te 1964

Embrace ldealism!

Nuclear Eamily/

Valties) bullt frremr Silents

Believe work hard and 1oyal to; corperation
Racial gap; continues tor shrnk

Workaholic generation

Loyall to parents



Bany: Beomers — 1946 to) 1964,
continuea

Value-centered philesepny.

NOIF brranad leyal

Eact based decision makers

Believe i staying young

Deveted ter children and grandchildren
ANOTTHER Wekahelic generation

Optiens erented generation W. lnstant
gratification

Spontaneols



Marketing te Boomers

Beomer Woemen: have Incredible pewer: &
Wwealthrdue ter the vast number —

79 millien
IHot BUtten IS Eamily/

Direct purchases associated with
grandkids and kids

Event: marketing Very: effective



D. Generation X — 1965 to 1981

Uncertaimiy

Fateh-key: generation — 40%: grew: up;in
single-parent househelds

VIE® generation

Self-fecused and Self-Immersead

Eriend focus

EIrst generation ter have own V. channel



Marketing tor Generation X

RES|st traditional media pitches
Vistiall generation

Speed matters, = wehsite

ROetS returm to; lraditienal values

See value I after-the-sale: Compenents
x (I.e. warranties; heunce phacks)



Millenials — 1962 te present

Still fierming values

Clese relationshiprwithrfamily,
WE™ centered generation
SENSe of navoen), patrnetism
Fechnoelegically’ saviy.

Less time: watching TV



Marketing te Miliennial

Internet based ANYTIHING
OpPUIMIStIC MESSAages
RICh/poeF gap isiWidening
ARimals Work in marketng
rends; teward religious; values



Stepi I\V: Developing the Plan

x Direct 80% ofi marketing expenses; tewalae
INcreasing revenues from your CORE
customer

s Develep pregrams geared teward youlir CORE
customer hased onl the his/her values

Marketing| te: millennial (Junioers): Use technoelegy.
pasediinitiatives

Marketing| te silent (seniers): use direct mail



Step V: Hire a SALES Person

IHIe' a sales person that has SALES
EXpPerience

Allfleads directed to Sales person
Sales person ONLY sells
IHire Sales persen member not In Industry

Implement specific goals
a Quantifrable
= Achievable



Strategy’ VI: Vieasure ROI

Each specific marketing initiatives has
Specific geal

Quianiiny sales based on revente achieved
through the marketing effort

Determine: SUccess rate based on ROI



Other Notables

NG mere: than ol marketing Intatves 1n ene
moenth

60 te) 90raay life cycle onr any. inltiative
ENFHRE team| participate in marketing iInitatives

Marketing| budeet based en everallfclun
spending

All"aspects of clulb create cohesive marketing
Initiative (I.e. menus; soclall activities)
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