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Where are we and Where would we like to be? How do we get there? Stay ahead?
how well do we What are our ~ Who are our What do we need to What should we sellto  How do we
compare? dreams, goals clients and what do well to comply to them, at what price, ensure and

to achieve and are their their needs? how and through what  measure

direction? preferences? mechanisms? syccess?

Destination _
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Demand/customer g | ’ % success =D

patterns and segments goas, factors o =
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upportive industries g Branding 3

Industry structure 3 Strategy 2

& rivalry ®
What core image do
we wish to project to

them?

Macro environment:;
Technological Economic  Political Socio-cultural

Natural




It used to be *“virgin markets”.

Trout & Partners Group t r r '
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The business game was like golf.

Trout & Partners Group
Warklwle Fivweers in Punilivaiog t e a m
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Nowadays...

shared and saturate markets!
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A super-hyper competifive world.

In this new global world,
everybody is after
W R everybody's prospects,
everywhere,

all the fime.

(24 Hours a Day,
365 Days per Year)
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A chemical formula? Confidence
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High

Potential Stars

Celebrities

Losers

Emotional pull

Low

Problem Places

A

33 ! ?&"!& Low

Celebrity Value

v

High
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l 0
Least— Degree of Separation —Most
Branded | Master Brand | Endorsed House of
House Sub brands Brands Brands
BMW VW: Jetta, Kellog’'s Nestle Unilever
Mercedes Golf, etc. Richmond
Nepal Britain Florida Australia’s
New incorporating brand states and
sub-brands endorsement territories each with
Zealand - London, of various their own brand
one destination, England, theme parks and strategy
one core brand Scotland, and partner

Whales

attractions












AMIM M N

1 N

*

555/1 5 !/

!
!O *
O 2 /
@:: %P:& %:P :8:



