
VA L U E S
How you will behave.

V I S I O N
What you want to achieve.

M I S S I O N
How the vision will be achieved.

G O A L S
defining the 
milestones of 
implementing 

the strategy.

A N A L Y S I S
SWOT: Strengths, 
Weakness, Opportunities, 
Threats

C O M P E T I T O R S
strengths and weaknesses 

of current and 
potential competitors

C L I E N T S
market development

number of clients
gap analysis

I N T E R N A L
qualification, ressources
internal communication

I N T E G R AT E D
C O M M U N I C AT I O N  
C O N C E P T

C L A S S I C     O N L I N E    D I R E C T    P O S     P R     E V E N T S    S P O N S O R I N G    G U E R I L L A  

C R M

adress data, 
needs & whishes,

sales process/
acquisiton status,

turnover,
statisfaction

L E A D S

qualifying
new clients

C R O S S
S E L L I N G

generating
new orders

with existing
clients

F I N A N C E P R O D U C T I O N /
S E R V I C E

R E S E A R C H  &  D E V E L O P M E N T

M A R K E T I N G / S A L E S

E R P
P L AT F O R M /
D ATA B A S E

Supply Chain Management,
Human Resources,

Inventory

A C C O U N T I N G
Bookkeeping
Purchasing

P R O J E C T  
M A N A G E M E N T

Planning,
Manufactoring,

Implementation,
Service Process 

Monitoring

D E V E L O P M E N T

Engineering
Knowledge Managment

mail, email, 
texting 

S T R AT E G Y
Optimizing, Change,
Attack, Guerilla warfare

A C T I O N  P L A N
Detailing, Calculation
Timing

U S P
unique selling 

proposition 
the unique benefit to 

stand out from competitors

billing selling

developingoptimizing

E VA L U AT I O N
Control, Feedback,
Optimizing

T I M I N GB U D G E T

P O S I T I O N I N G
explains what your 

brand does 
in a way that its

competitors don't

website, SEO,
content marketing,

advertising,
social media

advertising
print, TV, radio, 

poster, banner,
co-coperations

B R A N D
awareness,

recognized values 

P R I C I N G
what consumers are 

willing to pay

press
releases

P R O D U C T S / S E R V I C E S
identification of new 

opportunities/ideas or 
improvements based on the needs 

of the customer

exhibitions,
cutomer events,

incentives

brochures
poster

diplays

social, sports, 
culture

unsusal, 
unexpected attacks

D ATA
client

requirements,
ideas,

innovations

D ATA
turnover
potential

M A R K E T S
 finding new or niche 

markets and 
exploit for profit

T H E  S O U L
Living the Values, Vison 
and Mission
will secure long term 
success and is a 
competitive advantage.

EMPLOYEE
BRANDING

getting easily
qualified
engaged
people

T H E  F O U N D A T I O N  F O R  S U C C E S S F U L  M A R K E T I N G  C O M M U N I C A T I O N
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