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Overview of the project (less than 250 words) to be added in WEEK 5

Strategic Marketing Plan:

XYZ COOPERATION

Objectives & Mission Statement

A short-term objective for this business would be, that XYZ Corporation aims to achieve 5% market share of the total financial advisory business in the ethnic market segment, which is catered by a host of big and small financial advisory firms. The objective is to emerge as the largest player in the category of firms catering only to ethnic markets. (Winner 2004, P 34). 

The company plans to have more than 1000 high net worth clients in the first year of business and raise more than US$100 million in the wealth management division. 
 The mission for the corporation is “To establish XYZ Corporation as a pioneer in the field of financial services and investment advisory to ethnic communities by establishing unique standards and benchmarks in services, return on investments and customer satisfaction.” (Winer 2004, P 33)

Customer Targets

Our target market is clearly defined as the high net-worth individuals within the ethnic or immigrant population of Asian origin residing in USA. The “Asian” origin refers to people from China, Korea, India, Pakistan, Bangladesh, etc. The term “high net-worth” is used to signify people with a certain amount of net worth or investment capability. Therefore, we are not only targeting a very niche segment, i.e., Asians in USA but within that segment, we have further classified our market to high net worth individuals only. The basis of segmentation of our target market is therefore based on certain demographic features such as Ethnic origin & cultural background, income level, etc. We have tried to differentiate ourselves in terms of target market selection from our competitors by focusing only on a relatively small but affluent and growing market segment. Other players, big as well as small, tend to capture everyone in the market because they believe that financial services and brokerage is a number’s game. The more customers you make, the better are your chances to increase revenue. The more customers you make, the better are your chances to increase revenue. We also tend to have more and more number of customers, but only in our target market.

Competitor Targets

A financial service has some typical features, which distinguishes it from other services. The concept of trust and relationship management in financial services allows a company to generate substantial referral business within the target markets. Therefore, if one concentrates on a specific target market and commands significant trust among its customers in the initial phase, a company can generate substantial referral business and a long list of loyal customers especially in ethnic markets. We want to replicate the success of Merrill Lynch, Goldman Sachs, etc. in our target market by providing high quality and reliable service with consistent returns on investments. Our competition comes from every small, medium sized and big financial services firm operating in US. Since we are not segmenting our target market based on geographical locations and are trying to capture Ethnic population in all of US, we are bound to face competition from companies throughout the country. A typical small financial services firm will be a discount broker operating in a particular locality and having considerable influence on the local communities. A typical large firm will be Merrill Lynch with lot of branches all over the USA and enjoying substantial trust and brand presence and huge market share. Further, there are online brokerage firms like E-trade and Ameritrade enjoying the trust of self-investors. 

We have to face stiff competition from all these players with respect to pricing of the services, the influence they have in their respective geographical location such as the local discount brokers and branches of big firms, as well as immense brand loyalty and presence enjoyed by the larger ones.

Product/Service Features

The venture I will be presenting to you here today is the launching of a financial advisory and investment consulting services to the fastest growing and richest ethnic community and segment in USA, the Asian community, including people from China, India, and Japan etc. There has been an increasing trend among these migrant communities in USA to invest due to their higher incomes and saving capacities. Even though there are a lot of big and small financial advisory firms on the likes of Merrill Lynch, Morgan Stanley, boutique investment and brokerage firms, there are a very few or none catering especially to these ethnic communities( Wall street Journal ). Due to significant cultural differences and language barriers with these communities, there is a great opportunity to target these segments with personalized and customized investment advisory services by hiring financial advisors from these segments only and capturing first mover advantage.  Some of the important features of our service offering which makes it unique and different from other financial advisory firms are that our services are specially customized and personalized, keeping in mind the cultural and social values, business practices and customs of the people from different ethnic communities.. Moreover, the financial advisors are chosen from their own communities only to remove the language barrier and make them had better understand about the investment options. The strategy will be to offer a complete range of financial services under roof.  For this financial advisory business to be successful, it is extremely important that it engages the trust of its customers and constantly provide them good returns, regular information on their portfolio and new investment strategies (Wall street Journal). This will help the business in generating considerable referral business, especially in ethnic segments where people are closely linked to each other. Our strategy is not to capture everybody in the ethnic market and become a mass-market player but focus on the high net worth individuals in this segment who have very strong influence in their communities and can help us in generating long lasting referral business. This will be done to ensure that when bigger players jump into this bandwagon, we will survive with our strong base of loyal and satisfied consumers.

Our strength and niche will be personalization. The word "boutique" in financial advisory services implies that we cater to only high net worth and sophisticated group of investors. We are not a mass-market player like Merrill Lynch. We stress on customized and personalized services at affordable prices. We wish to provide them a feel at home experience in managing their most important assets, i.e., money. Money is something, which is most difficult to extract and part from people, even if it is for investment purpose. The marketing skills of our advisors and relationship managers will be groomed by industry experts on Wall Street to capture attention of the prospective investors. We are looking for life long relationships with our clients unlike other service providers who are only focused on short-term gains with no focus on client’s return on investments.

Core Strategy

The core strategy of our financial advisory business is a much-focused approach on the high net worth people in the ethnic communities with respect to managing their surplus and investible funds and providing them financial services and products. It is the communication process of how and where to target the specific group of customers. (Winer 2004, pg.32). In addition, Our Core business Strategy is to peep through the affluent ethnic community of United States in an industry, which is being serve already by a large number of big and small players and is observing intense competition and rivalry among different players. We are trying to cash in on opportunities overlooked by all these players by redefining the traditional range of financial services with various value added features such that it leads to total customer satisfaction. In other words, our "Value Proposition" to the client is very different from the services rendered by other competitors. Our strategy is not to expand our market share by initiating price war, but to position ourselves in the industry by creating an entirely new range of services. We are trying to add value added features in an already existing range of services.

Even though our core strategy is based on the general basis or premises of financial advisory services such as customer satisfaction, relationship management, etc., the means and ways to achieve the strategic goals in entirely different. 
To make our core strategy successful within our target segment, we will be focusing on minutest details with respect to providing quality services and total customer satisfaction. Since the service rendered by us does not command any perceived value  in the eyes of the consumer and appears to be the same bundle of services provided by others, our strategy is to project this "unattractive bundle" of services in such a way that people perceive our services as something different, unique and better than others in the industry. This focus will allow us to emerge as a winner when prospective clients will compare our bundle of services with their old services provider because they the customization and personalization element with focus on minutest details will influence their perception about our services.

Further, the reference groups to which they belong exert a significance influence on these communities with respect to their decisions. We will try to focus on leaders and influential people in these communities in order to gather significant referral business. 

We intend to capture on positive feedbacks and remove any errors and mistakes with respect to negative feedbacks as quickly as possible. We are trying to make the whole consumer experience of doing business with us as comfortable and pleasant as possible.

In financial services, consumers arrive at their decisions by evaluating a host of services provided by other large and small players. Some of the most important considerations are history of returns on investments, experience of the firm and its financial advisors, range of services, under one roof, fees and charges, registrations and compliances observed, etc. 

In order to communicate the above mentioned desired features to our clients effectively.  we not only need to reinforce again and again in our marketing strategy that we possess the above mentioned characteristics along with the value added features, but also communicate it via visible mediums such as profile our company on our web portal, profiles of our experienced financial advisors, feedbacks from our clients, references of our satisfied consumers, etc.

The provision of the above-mentioned features is a prima facie requirement to enjoy consumer trust. Even if our value proposition is strong, an absence of one or more of the above-mentioned features will deny our clients to try our services and place their trust with us. 

Marketing Mix

  Communications & Promotion 

Our promotion strategy will be a mix of various techniques and strategies and we will use a variety of communication methods to reach our target market.

One of the initial strategies that will be used is the “cold call” method with the prospective clients using bilingual cold callers from different ethnic communities. The database of people from different ethnic origins is available with various providers of marketing leads. Cold calling is a cheap and effective medium to peep through the target market in financial services and has traditionally been very effective in this business.  We will use various online databases such as D&B, Kompass (www.kompass.com), etc. which provides extensive lists of ethnic businesses, individuals, etc. We will also organize a series of investment seminars by collaborating with ethnic associations in areas such as New York City, Silicon Valley, Chicago, etc. where there is high percentage of ethnic population. This will help us to have a one to one meeting with our prospective investors.

We will also use web portals to advertise and communicate our services such as www.sulekha.com for Indian markets. These websites are surfed more by ethnic the communities to source information on various areas and are a cheap and effective source to advertise services. Further, distribution of flyers at ethnic markets in various cities such as China Towns, etc will help in our marketing efforts. Our website will be a comprehensive and updated source of information about our company providing information on latest trends in markets, investment options and opportunities, as well as tutorials for new investor.

Price

Our pricing needs to be very competitive in order to capture business from our competitors in our target market. Our value proposition will not be apparent to our consumers in the beginning as long as they try our services. In order to command premium for our services, we need to break those customers from other service providers by providing competitive pricing, and when the consumers are pleased later on, we will increase the prices of our services. (entrepreneur.com) 

The consumers in financial services are not price sensitive once they start having more trust in their financial advisors. As long as they are getting good returns on their investments, they are not worried about higher fees charged by our clients.

Therefore, our pricing strategy in the initial phase will be aimed towards maximizing our share in our target segment.
Product Policy

(To be added in Week 5) 

Channels of Distribution

(To be added in Week 5) 

Customer Relationship Management 

(To be added in Week 5) 
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