
Identify where and
how good business
resulted ­ so far ­
and why/why not =

ear­cut (neutral  !!)
evaluation  regarding
potentially  successful
target groups and mar­
ket­segments

From  the available
marketing  chances
identify  those which
had  not/insufficiently
been observed so far
­ plus checking and
elaborating  additional
possibilities,  check  of
INTERNET­  possibili­
ties and usage, ela­
boration of ways to
follow  in order
to increase all
marketing chances

Definition  of  additio­
nal successful mar­
keting ways to reach
all targets ­ as e. g.
­> increase of mar­
    ket share
­> higher profits
­> advantages to­
    wards  competi­
    tors
­> synergies, allian­
    ces ­ worldwide =
­>  international pre­

sence, etc.

Clear­cut  description
and definition = who
does what, when and
how

Agreement  concer­
ning  cooperation
and ­ its frame ­ of
your staff, possibly
training,  coaching,
etc.

Implementation  of
all  duties/tasks
necessary  ­  internally
and/or externally  ­
orientated at  the
possibilities  of  the
client company

Increase of

as well as

as e. g.
    INTERNET­  pre­
    sence and much

more
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