COLLINGHAM BUSINESS CLUB

... Supporting local business success ...

Innovation

This aide-memoire has been
Kindly provided by Terry Nash
of the Gusto Group



iefing note is to help the reader to:
troduce new ideas and methods into their business

tools of marketing which will help these innovations to be successful

e mean:
vations that are new to your business—not new inventions; and:
e the business more profitable

Opportunities

portunities to innovate in all three aspects of your business, namely:
business does (ie its products or services)

(ie its processes)

(ie its markets)

usiness) you do in the above respects, is an innovation (so far as your busi-

the ones you think your customers will want!

at each aspect of your business in turn (products/services, business proc-
g the tools of marketing to assist; for example:



Market Segmentation

Even More Detailed

Segmentation
For example - % by Age who drink beer: For example - % by Gender & Age
who drink beer:
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Detailed Segmentation Even Even More Detailed!

% by Gender/Age & Benefit

So an innovation based on segmentation could be quite minor,, and aimed at one specific element of
the market you serve.
Marketing Mix

Mearketing Mix - Product Marketing Mix - Services
The Service
Price
Process
Peop “Proof”
e
Distribution
Promotion & Sales
Jarget Market

Risk & Cost Analysis

Major Innovation Options & Ris
Markets 3

Services

.




innovation high on the agenda—ie it's a daily topic
vate constantly—if only in small ways

s on what the customers would like (cost-saving measure are a different topic, and
d not normally be considered innovative)

rmed by constant market research (what do your customer want/ what are other
es doing?)

rking in partnership(s)
ood ideas
ion as a mini-project

arketing to help make the innovations successful (defined as improving the

e monitoring controls (particularly financial)

ions are consistent with business strategy

Business Strategy"” briefing note (in due course).



