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CDA Anywhere

Draft Marketing and Communications Plan

1. Introduction

The purpose of this document is to help CDA Anywhere focus on the key elements of a Marketing and Communications plan.  This will increase cost-effectiveness, improve economy and avoid wasting effort on unproductive initiatives.  

Marketing planning can be defined as follows:

1)  Identification of aims and measurable and achievable objectives.

2)  The formulation of strategies and plans to meet the stated objectives.  Marketing strategies should recognise target markets, market segments, target market position and the state of the market.

3)  Analysis of the current situation and forecasting based on the current situation.

4)  Tactics and programmes required to execute strategies.

5)  Control and measurement to ensure that plans are achieved.

2. CDA Anywhere Mission Statement (Who are we and what do we do?)

CDA Anywhere’s constitutional objects are as follows:

(a) The achievement of democratic control and ownership by people at work of the enterprises in which they work;

(b) To promote and foster the principles of co-operation, employee participation and common ownership by encouraging the formation of co-operative, common ownership and community enterprises;

(c) To provide educational, training, advisory, counselling, management consultancy, administrative, professional and technological support services, and to provide offices, shops, workspaces and other facilities, and to pursue any other activity calculated to facilitate the development of new and existing business, particularly co-operative and community enterprises;

(d) To give advice, information and assistance to clients and other persons (legal or natural) desirous of starting, joining, expanding or improving the efficiency of a co-operative or community enterprise and in particular to afford advice, information and assistance on legal, financial, marketing, technical and other matters;

(e) To encourage and support the development of financial, housing and other forms of co-operative and participatory organisations;

(f) To contribute toward the empowering and development of communities through community development work.

3. CDA Anywhere’s Aims (Where would we like to be?)

In an ideal world, CDA Anywhere would be starting new co-ops at the rate of 3 to 6 per year.  The CDA would also be engaged in converting ordinary limited companies, sole traders, and partnerships into co-operative employee owned limited companies at the same rate.  All these new companies would be affiliating to the CDA and would be engaged in cross-sectoral joint activities such as supporting the CDA, marketing co-operative enterprises, and disseminating co-operative ethics to commerce and the community at large.  

There would be a strong, supportive regional structure both to nurture co-operative development in the local Anywhere setting and to represent local co-operators’ interests at regional policy making levels.

As well, there would be strong, well co-ordinated national and transnational structures providing the same services at the appropriate levels.  

By the year 2000, the CDA will have produced, with its various partners, a lucid, concise, and beautifully presented “CDA Start Up Pack” for which demand is high and rising.  A further, self-financing stream of activity (consultancy in CDA start up situations) will emerge as distribution of this pack gets underway.  

4. CDA Anywhere’s Objectives (Where are we going?)

We want to establish at least 2 new co-ops, start-up or conversion, per year.  We also want to ensure that all forms of co-operative enterprise in the Borough and environs are duly affiliated to the CDA and attend CDA and cross-sectoral events, giving rise to a thriving local co-operative sector.  

We want to affiliate to and support the appropriate regional, national, and transnational co-operative support structures.

By the year 2000 we will be generating 5 enquiries per quarter regarding CDA start ups.  Of these, at least one per year will lead to paid consultancy work.  

5. CDA Anywhere’s Strategy (What are the ways of getting there and which are the best options?)

The best way to increase co-operative registrations is either to increase the number of enquiries coming through the door or to increase the quality of existing enquiries coming through the door.  For the purposes of this paper, the assumption is that the first course of action is more achievable and is likely also to lead to increases as suggested by the second.  

6. CDA Anywhere’s SWOT Analysis (Where are we now?)

A SWOT (strengths, weaknesses, opportunities and threats) analysis is helpful for collecting and sorting information about the current position of the 


strengths
weaknesses


good office

good location

good staff

steady LBC funding

additional ADAPT funds

national CDA identity

co-operative movement
slow up line decision making

admin overload

uncertainty of staff tenure

multiple accounts keeping

ordering clumsiness

poor exposure at Business Centre

poor exposure to public generally




opportunities
threats


closure situations

owner retirements

business start programmes

LBC publicity initiatives
loss of identity

abandonment of purpose

machinations of tec/chamber



7. Marketing/Market Research

Marketing research is systematic problem analysis, model-building and fact-finding for the purposes of improved decision making and control in the marketing of goods and services.  Market research refers to finding out information about the market for a particular product or service.  

The research process can be viewed in four stages:

 Define the problem and agree objectives.

The problem is that not enough enquiries are coming through the door.  The objective is to increase those enquiries.  

 Design the research plan.

 Collect the data.

Sources of Information

The government is a major source of economic information and information about industry and population trends.  Non-government sources of information include the following:

1)  The national press, financial and professional magazines and journals.

2)  Companies and other organisations specialising in the provision of economic and financial data (eg the Financial Times Business Information Service, the Data Research Institute, Reuters and the Extel Group).

3)  Directories and yearbooks.

4)  Professional institutions eg Chartered Institute of Marketing.

5)  Public and specialist libraries.

 Analyse the data and present the findings.

Target Audiences/Market Segmentation (Who are we trying to communicate with?)

Market segmentation is the sub-division of a market into distinct subsets of customers, where any subset may be conceivably selected as a target market to be reached with a distinct marketing mix.  In other words, the target audience will often define the means of reaching them.

Segmentation allows for:

1)  More precise market definition.

2)  Better analysis of competition.

3)  Rapid response to changing market needs.

4)  Efficient resource allocation.

5)  Effective 'strategic planning'.

In general terms, the primary segments for CDA Anywhere could be defined as follows:

1. potential business starters

· unemployed

· potentially redundant

· graduates

2. existing co-operative companies

· affiliates

· non-affiliates

3. potential conversion companies

· owner managers facing retirement

· owner managers seeking to diversify their investments

· owner managers seeking capital to expand

4. closure situations

· potentially redundant workers

· anxious company managers/directors

Testing Segment Validity

A market segment will only be valid if it is worth designing and developing a unique marketing mix for that specific segment.  Four questions are commonly asked to decide whether or not the segment can be used for developing marketing plans.

1)  Can the segment be measured?

2)  Is the segment  big enough?

3)  Can the segment be reached?

4)  Do segments respond differently?  If not, they should be classed together.

IDEAS/RECOMMENDATIONS?  

8. Action Plan for Marketing and Public Relations Activity 

Having defined objectives and target audiences/market segments, there are now two key things to remember when taking a germ of an idea to its conclusion - no matter whose idea it is or who one is communicating it to:   

·  What are we really trying to say, and to whom?

·  When are we going to say it?

What are we really trying to say - and to whom?

1)  potential business starters

· unemployed

· potentially redundant

· graduates

We are trying to tell these people that there is merit in considering the option of self-employment, and particularly in considering it collectively.  The collective approach allows the pooling of skills and resources and prepares for a more equitable distribution of the proceeds.  In addition, there is the supportive co-operative movement in general and the local CDA in particular to assist in articulating and costing the business idea, assisting in the search for funds, and assisting with day to day problems as the business gets underway.  

2)   existing co-operative companies

· affiliates

· non-affiliates

Most existing co-ops already affiliate and are aware of the CDA both as a point of co-operative contact and as a resource if problems arise.  The only non-involved element is the traditional “retail co-op” sector which historically turns its back on other forms of co-op.  This is now rapidly changing due to initiatives taking place at the national and regional levels.  

3)  potential conversion companies

· owner managers facing retirement

· owner managers seeking to diversify their investments

· owner managers seeking capital to expand

We are trying to tell these people that selling a company to its employees, though unfamiliar, is an attractive option.  It is relatively safe money - not simply speculation as with most investors.  And there are tax concessions available through the process.

4)  closure situations

· potentially redundant workers

· anxious company managers/directors

It is very difficult to know when a company might be facing closure, but the message here is that, apart from support measures which can be activated on behalf of the redundant, there may be scope for employee buy out of all or part of the operation.  

The above encapsulates the essence of the message for each of the segments.  

When are we going to say it?

IDEAS/RECOMMENDATIONS?  

The Marketing Mix (Where and how I am going to say it?)

IDEAS/RECOMMENDATIONS?
CDA Anywhere Ltd

The Anywhere Co-operative Development Agency
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