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Objective, Strategy, & Tactics Execution for PROMOTION 

 
Promotion Objective Increase sales to existing customers by 20% by the end of Year 1. 

 

Promotion Strategy Implement customer-focused promotional tactics that enhance loyalty, personalize 

engagement, and increase purchase frequency. 

 

 

Promotion Key Performance 

Indicators (KPIs) 

• 1,300 active participants in the loyalty rewards program 

• $500,000 in incremental revenue from promotional activities to existing customers 

 

 

Promotion Measurement Plan • Monthly reporting dashboards for loyalty metrics, sales lift, and campaign engagement 

• Quarterly executive reviews to refine messaging and budget allocation 

• ROMI evaluation on each tactic with optimization based on real-time data 

 

 

Promotion Tactic 

Customer Loyalty Initiatives to deepen engagement and retention through exclusive benefits and personalization. 

• Launch tiered loyalty program offering points per dollar spent 

• Provide early access to new products 

• Collect customer feedback via surveys 

• Use CRM data to personalize offers (e.g., birthday rewards, purchase history-based deals) 

 

Channels: Website, mobile app, email, and in-store (if applicable) 

 

Target Audience: Top 30% of existing customers by purchase frequency or value 

 

Tech/Tools: CRM system, email automation platform, loyalty app integration 

 

Metrics to Track: Loyalty enrollment rate, repeat purchase rate, customer satisfaction score 
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Responsibilities Teams Timing Budget 

 

Marketing / Sales Teams 

 

 
Launch in Q2, optimize in Q3–Q4 

 

 
$50,000 

 

Promotion Tactic 

Incentives and Bundles Offers to drive immediate sales lift from existing customers. 

• Run monthly “Loyalty Week” promotions with 10–15% discounts 

• Create bundled packages of complementary products (e.g., buy 2 get 1 free) 

• Introduce flash sales for loyalty members only 

 

Channels: Website, email, SMS, in-store signage 

 

Target Audience: Loyalty program members and frequent buyers 

 

Messaging Focus: “Thank you for being loyal — here’s your exclusive reward.” 

 

Metrics to Track: Bundle sales volume, promo redemption rate, AOV (average order value) 

 

 

Responsibilities Teams Timing Budget 

 

Marketing / Sales Teams 

 

 
Kick off in Q2, then monthly through Q4 

 

 
$100,000 

 

Promotion Tactic 

Targeted Communications to reach the right customer with the right message to increase conversion. 

• Launch automated customer re-engagement campaigns (email/SMS) 

• Use geo-targeted PPC (Pay Per Click) campaigns promoting exclusive offers 

• Create lookalike audiences based on loyal customer profiles 

 

Channels: Email, SMS, Direct Mail, Google Ads, Meta Ads 

 

Target Audience: Lapsed customers, high-potential buyers, and segmented loyalty members 
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Tools/Partners: Digital ad agency, customer data platform, analytics tools 

 

Metrics to Track: CTR (click-through rate), conversion rate, ROAS (return on ad spend 

 

 

Responsibilities Teams Timing Budget 

 

Marketing / Outside Agency 

 

 
Kick off in Q2, then monthly through Q4 

 

 
$50,000 

 

 

TOTAL BUDGET 

 

$200,000 

ROMI* 

 

$150% 

* Return On Marketing Investment (ROMI) = 

(Gain from Marketing – Marketing Investment) /  (Marketing Investment) X 100 

 

 

  



5 

 

Objective, Strategy, & Tactics Execution for PRODUCT 

 
Product Objective Enhance product appeal and competitiveness to drive a 15% increase in sales across key 

product lines by year-end. 

 

Product Strategy Focus on customer-centric product improvements, innovation, and portfolio optimization 

to meet evolving market needs. 

 

Product Key Performance 

Indicators (KPIs) 
• Launch 2 new products by Q4 

• Improve product satisfaction rating to 4.5/5 or higher  

• 15% increase in sales from existing customer base 

• $450,000 in incremental revenue from product activities 

 

 

Product Measurement Plan 

 

• Quarterly product sales reports 

• Monthly customer reviews 

• Bi-annual competitor audits 

 

Product Tactic 

Product Improvements & Refresh to increase product relevance and customer satisfaction through enhancements and 

upgrades. 

• Conduct product usability testing with target customers in key demographic groups to identify pain points and 

improvement areas. 

• Redesign product packaging to enhance shelf visibility, communicate core benefits more clearly, and reduce 

environmental impact. 

• Modify formulations, features, or configurations based on aggregated customer feedback and competitor 

benchmarking. 

• Use customer service interactions and online reviews to inform design tweaks and prioritization of product updates. 

• Additional Consideration: Use pilot tests or soft launches to validate improvements before rolling out at scale. 
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Responsibilities Teams Timing Budget 

Marketing / Sales / Product Management 
Teams 

Q1–Q2 $35,000 

Product Tactic 

New Product Development that expands product portfolio to address unmet customer needs and capitalize on emerging 

trends. 

• Collaborate with cross-functional teams (marketing, R&D, finance) to define value propositions and feasibility of 

concepts 

• Prototype and test new product variations, collecting feedback from beta testers or early access programs 

• Plan product launch with integrated marketing support and clear messaging aligned with brand values 

 

Responsibilities Teams Timing Budget 

Marketing / Sales / Product Management 
Teams 

Q1–Q3 $65,000 

Product Tactic 

Product Positioning & Messaging to strengthen perception of product value and create clearer customer understanding of 

differentiation. 

• Revise product descriptions to focus on key benefits, use cases, and emotional triggers that resonate with target 

audiences 

• Develop comparison charts, product selector tools, and educational content to support informed buying decisions 

• Train internal teams and external retail partners on updated product narratives, competitive advantages, and FAQs 

• Align all communications with brand voice to maintain consistency across channels 

 

Responsibilities Teams Timing Budget 

Marketing / Sales / Product Management 
Teams 

Q3-Q4 $30,000 

 

TOTAL BUDGET 

 

$130,000 

ROMI* 

 

246% 

* Return On Marketing Investment (ROMI) = 

(Gain from Marketing – Marketing Investment) /  (Marketing Investment) X 100 
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Objective, Strategy, & Tactics Execution for PRICE 

 
Price Objective Optimize pricing strategy to improve profit margins by 8% while maintaining customer 

satisfaction. 

 

Price Strategy Adopt a value-based pricing approach, with bundling and dynamic pricing strategies. 

 

Price Key Performance 

Indicators (KPIs) 

• 8% increase in average profit margin 

• 90%+ price satisfaction 

• 5% increase in average order value 

• $320,000 in incremental revenue from pricing activities 

 

Price Measurement Plan 

 

• Monthly margin dashboards 

• Customer price feedback 

 

Price Tactic 

Price Optimization & Testing to align pricing with perceived customer value while maintaining market competitiveness. 

• Regularly review competitor pricing across channels using monitoring tools and mystery shopping 

• Run pricing tests in digital outlets to assess customer price sensitivity and willingness to pay 

• Adjust prices based on geographic or demographic segmentation where appropriate 

• Collect and analyze customer feedback related to perceived value and pricing fairness 

 

Responsibilities Teams Timing Budget 

Marketing / Sales / Finance Teams 

 

Q1–Q2 $40,000 

Price Tactic 

Bundled Pricing Offers to encourage cross-sell and upsell behavior to increase overall order size and perceived value. 

• Develop themed bundles (e.g., Starter Kits, Seasonal Sets) with promotional pricing and clear value messaging 

• Promote bundled offers through email campaigns, on-site banners, and influencer partnerships 

• Highlight total savings and complementary product benefits to reduce decision friction 

 

 

 

Responsibilities Teams Timing Budget 
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Marketing / Sales / Finance Teams 

 

Q1–Q3 $30,000 

Price Tactic 

Dynamic Pricing Model to respond to changes in customer demand, inventory levels, and seasonality to maximize 

revenue. 

• Implement pricing tools to adjust prices automatically based on real-time data signals 

• Establish price floors and ceilings to ensure brand consistency and profitability safeguards 

• Monitor performance and fine-tune rules for specific categories or channels 

 

 

Responsibilities Teams Timing Budget 

Marketing / Sales / Finance Teams 

 

Develop Q1, then implement ongoing $30,000 

 

TOTAL BUDGET 

 

$100,000 

ROMI* 

 

220% 

* Return On Marketing Investment (ROMI) = 

(Gain from Marketing – Marketing Investment) /  (Marketing Investment) X 100 

  



9 

 

Objective, Strategy, & Tactics Execution for PLACE (DISTRIBUTION) 

 
Place (Distribution) Objective Expand access and convenience to increase total sales by 10% through channel 

optimization and regional growth. 
 

Place (Distribution) Strategy Utilize omnichannel distribution and regional partnerships to improve availability and 

reach. 

 

Place (Distribution) Key 

Performance Indicators (KPIs) 

• 10% increase in total sales 

• 20% increase in e-commerce conversion 

• 3 new regional distributors added 

• $600,000 in incremental revenue from pricing activities 

 

 

Place (Distribution) 

Measurement Plan 

 

• Sales by region and channel 

• Conversion and abandonment tracking 

• Distributor and dealership performance reviews 

 

Place (Distribution) Tactic 

Omnichannel Expansion to deliver a seamless and consistent customer experience across digital and physical 

touchpoints. 

• Upgrade e-commerce infrastructure to support faster load times, responsive design, and intuitive navigation 

• Integrate inventory systems to enable real-time availability across stores and online 

• Offer flexible fulfillment options such as BOPIS (Buy Online, Pick Up In Store), same-day delivery, or locker pickups 

• Ensure brand consistency across all customer interfaces, both digital and in-store 

 

Responsibilities Teams Timing Budget 

Marketing / Operations / Sales Teams 

 

Q1–Q2 $80,000 

Place (Distribution) Tactic 

Regional Market Expansion to Increase market penetration and brand visibility in underserved or high-growth geographic 

areas. 

• Conduct a regional demand analysis using sales and population data to prioritize high-potential markets 

• Establish relationships with local distributors, retailers, or service partners to facilitate entry 
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• Localize product messaging and promotions to align with cultural and seasonal preferences 

 

Responsibilities Teams Timing Budget 

Marketing / Operations / Sales Teams 

 

Q1–Q3 $100,000 

Place (Distribution) Tactic 

Marketplace Optimization to maximize visibility and sales performance on third-party platforms such as Amazon and 

Walmart. 

• Optimize product listings with high-quality images, keyword-rich descriptions, and detailed specs 

• Use sponsored product ads and seasonal deal campaigns to drive traffic and conversions 

• Monitor and respond promptly to customer reviews and Q&A to build trust and improve seller ratings 

 

Responsibilities Teams Timing Budget 

Marketing / Operations / Sales Teams 

 

Kick off in Q2, then monthly through Q4. $30,000 

 

TOTAL BUDGET 

 

$210,000 

ROMI* 

 

186% 

* Return On Marketing Investment (ROMI) = 

(Gain from Marketing – Marketing Investment) /  (Marketing Investment) X 100 

 


