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1. Marketing Objectivesand | ssues Analysis

This marketing plan is for dealing with Olympusubb TG-820. The goal for this plan is to
make TG-820 a de facto standard for the waterproofpact digital camera. In recent years, by
rise of cost-competitive new entrants from emergiagntries and rapid diffusion of smart
phones equipped with high-quality cameras, Olymgpulssing its market share of compact
digital cameras. To achieve the objective and défes situation, the company adopts the
differentiation strategy and not the cost leadgrsiviategy. Therefore, it continually needs to

develop unique products and improve customer lgyalt



2. Marketing Strategies and Recommendations

2.1. Positioning Strategy
The Figure below shows an insight into the curcembhpetitive environment of waterproof
compact digital cameras by using a positioning nh@ghe figure, the horizontal axis is
portability and the vertical axis is perceived dfyadf picture. Their prices are almost same.

Figurel: Positioning Map of Waterproof CompactiigCameras
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Since Sony, which invented Walkman, is very walbwn for its small, lightweight portable
electronic devices, Olympus competes by qualitygperance. However, the current position of
TG-820 is quite indistinctive in the market. ActyalOlympus is inferior to Nikon COOLPIX
AW100 in quality of picture, although Nikon doegprovide a waterproof case for AW100;
therefore, it needs to stand out more. For exantipdecompany enables wide-angle shots than

ever before, which is more favorable for taking tolscof marine organisms under water.



2.2. Product and branding strategy
To develop unique products, Olympus's marketingadenent works closely with its R&D
department. Also, it creates a BCG matrix, or alpod portfolio matrix, by using market growth
rate and its market share to improve return ondtnaent. For its product branding,
comprehensive naming and packaging as like SON¥dKkman is important. The company
never use like a model number as its product ndoesover, the company creates a high rank

sophisticated brand image.

2.3. Pricing strategy
Because of its differentiation strategy, the conypadopts a skimming pricing strategy. It sets a
price at relatively high. It also aims to be a prieader in middle to high-end models by focusing
Cash Cows in the BCG matrix. Of course, Stars énntiatrix are core business, it is more
important to develop Cash Cows for future. A pota specific product to consumers should
not be flexible but be fixed not to break producrs image. Exceptionally, the company
bundles a camera with accessories such as a watégarse at discount prices. Also, it gives

discounts to retailers to maintain consumer prices.

2.4. Distribution strategy
The company has mainly three sales channels, Eis&llls the products directly via its online
store. Second, retailers are set by region. Mosttaflers are electronics retail stores dealing
with competitive products; thus, the company madésts to build good relationships with the

retailers, so they can promote its products agtiviéhally, it makes sales through value-added



resellers such as photography magazine publisbeeath advanced photographers who can be

high-end customers. The publishers can bundle aaweith their magazines directly or online.

2.5. Marketing communications strategy
The company uses social media such as FacebodtteT\and YouTube for maintaining strong
customer relationships. Since they are utilizedntlcarrently, it reinforces them. Also, it
launches a community site only among its customis have a product number to improve
customer loyalty. The community site accepts dimegtiries from them and offers user manuals
and FAQs.
Currently, the company focuses on pulling promostrategy rather than pushing promotion
strategy because camera is a consumer productyboweterior designs such as display and
decoration are also important to create a brangenaas exemplified by Apple's Apple Stores, so
the company places importance on that than does now
To find potential customers, it advertises in jpigoaphy magazines to promote brand awareness
of advanced photographers. Furthermore, for appeeéd people who are not familiar with its
products especially younger generation, celebeyimonials are effective. Actually, Justin
Bieber used Olympus Tough TG-1 iHS in his musi@uighublished on October 12, 2012. He is
one of the most influential singers in the worldkihg this opportunity, Olympus aims to make

other advertisements featuring him.

2.6. Marketing research
For gathering crucial marketing data for prodagpiovement and development, the company

tries two approaches.



To collect primary or secondary information fordenstanding market trends and potential
customers' needs, the company buys some repatkemarketing research firms such as
Nielsen and Synovate to conduct surveys in ordaotd the information quickly without
spending time and energy by itself.

The company just focuses on analyzing interna Bgtusing business intelligence tools. For
instance, the data can be customers' buying amtedn¢havior histories, stored in the corporate
databases. Those tools easily allow people to @treernal data, analyze it, and transform into

information that can be utilized for making deciso



3. Action Programs

3.1.1MC
In addition to efforts to increase regular custosn reach public, the company puts eye-
catching and memorable advertisements in mass nedize advertisements include its Web
site address or search keywords for people whntgested in that.
After paying attention to potential customers, ¢tbenpany gives more information about the
products on its Web site, social media. Insteaitsaxisting Web sites, preparing landing pages
are a more effective way.
All the accesses to the Web sites are logged,distinguishes where people access them from
by IP addresses. If the accesses from a speciicrrare quite high, the company or retailers

can send advertisement leaflets to people in tha. ar

3.2. Message design, content and structure
The company works with an advertising agency ¢éate a media plan, sophisticated TV
commercials, eye-catching billboards, and ads igital signage. The name TG-820 sounds too
technical, so that it focuses more on the feattiveaterproof and changes the name to

"SeaShooter" which is easier to be associatedwnitterwater photography.

3.3. Media choices
For corporate branding, it uses TV commercial®dBe past and social media such as
Facebook, Twitter, and YouTube. It also takes outillboards and digital signage for product

branding. Then, for product sales promotion, isay-per-click ads such as Google AdWords



and Facebook ads. By using them, the company cahpemotional messages to targets

effectively.

3.4. Promotion mix tools
Mainly, the company focuses on public relatioryeatising, and direct marketing.
Although advertising doesn't permit accurate mesmant generally, it can measure and
analyze advertising effectiveness by utilizing ithternet as a sales channel and a medium. Then,
it sends direct mails or e-mails to people likelybke interested.
Because it provides consumer products, persotiggsis costly. However, it can cover this

element by strong relationships with retailers.



4. Budgets
If the company wants to generate 1,000,000 of sedes of its digital cameras by placing online
advertising, and the both click through rate analveosion rate are 1 percent. Also, if the cost
per impression is 0.005 dollars (0.5 cent), thaltotidget for advertising is given below.
The number of impressions needed is found witifdahewing formula:

The number of impressions X Click through rate X Conversion rate

= The number of new sales

The number of new sales B 1,000,000
Click through rate x Conversionrate  0.01 x 0.01

The number of impressions =

= 1,000,000 impressions
The total budget for advertising is found with fbowing formula:
Total budget for advertising = The number of impression X Cost per impression

= 10,000,000,000 x 0.005 = 50,000,000 dollars
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5. Controls

To monitor this marketing plan, the company wagcheveral metrics as follows.

Click through rates of ads on search pages alaatea in a short time of period to decide more
effective search keywords for specific products.

Understanding its exact market growth rate ancketahare by product segment is also
important. Those elements are needed to creata@iate the BCG matrix which is a key
indicator for determining what and how the compaawests. In this case, the market share is not
by shipments but also by sales revenue. Becausmthpany adopts the prestige pricing
strategy, it expects increasing the revenue, dvitie ishipments are decreasing.

Finally, it continually observes the repeat rat&eep track of customer loyalty.
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6. Conclusions and Recommendations

In conclusion, since the company faces new thigsataentioned in this first paragraph, it needs
to keep up with change and implement its cuttingeedifferentiation strategy. Because of this, it
reviews this marketing plan constantly by followitng PDCA cycle, or the plan-do-check-act
cycle. Especially, advertising analyses required@onducted in short-time cycles. Also the

PDCA cycle allows the company to consider, imprare] develop in a short time.
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