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A brief overview of the issues

The fast moving consumer good (FMCG) company has recently established a new chocolate bar, the launch has been successful and initial sales have been positive. Unfortunately due to some ingredients not being declared on the label the organization must recall a batch of the chocolate bars. For all organizations, in order to gain strong competitiveness in the world, they need to apply relevant marketing strategies to achieve the expected results. In the current work, we will focus on how the company's performance is affected by the specific influence of marketing strategies and the internal mechanism.

Identification of the internal collaboration

Overall, the latest research on the competition between the market and the sales team shows that:

2.1 Inform outbound emails

For the ideal situation, customers will be attracted to different levels of sales. In other words, customers will queue up to get all kinds of services and products they need. The reality is that the salesperson often has to complete certain procurement tasks. In addition, they need to constantly use their brains to explore possible customer groups, and actively contact and communicate with them.

Therefore, the staff in charge of sales in enterprises need to actively cooperate and communicate with the relevant staff in charge of marketing, so as to better grasp all kinds of marketing information. In addition, the above two departments can also effectively build and integrate all kinds of dynamic materials, especially focusing on how to make the relevant departments achieve success in performance. Through the above activities, we can effectively create a good brand image of the enterprise itself.

It should be noted that for different departments in the enterprise, the matters they need to deal with should be different. For the person in charge of sales attention, it is necessary to reasonably apply the relevant content of outbound e-mail, and use it as an important clue; while the person in charge of marketing in the enterprise mainly positions this content reasonably, builds the corresponding voice, thus forming a specific feeling as a whole. In the whole outbound process, the most important factor is to be personalized.

2.2 Systematic lead scoring

In terms of effective conversion of potential customers, the sales team and the marketing team should always maintain effective communication and exchange. The specific content includes the object of service, nonfunctional factors, functional factors, and so on. First of all, it is necessary to create MQL effectively, and then transform it accordingly, so as to get SQL, which aims to achieve the desired effect in the transaction process. Therefore, it is very necessary to carry out in-depth discussion on the above issues, to better understand the role of various factors and the corresponding mechanism.

2.3 Develop potential customers
For all kinds of enterprises, sales work is considered to be an important part of success. Sales need to fully understand the potential customers and the main factors that affect their purchase. The staff in charge of marketing need to have a deeper and comprehensive understanding of the industry, especially the customers they need to face. Detailed information about the best buyer can be obtained by understanding the specific opinions of real customers and conducting sufficient market situation investigation.

By carrying out all kinds of research work in marketing, enterprises can get a wide range of information, including specific models and common points between them. And the sales team of the enterprise can give a very critical conclusion for those potential customers who maintain active interaction and communication. The above two types of departments need to implement their own work in accordance with the common goals of the enterprise, and need to price and make corresponding decisions in a unified way. They also need to carry out in-depth cooperation, so as to effectively build a more comprehensive buyer role, so as to accurately position the ideal customers of the enterprise, thus forming a series of publicity and target advertisements with symbiotic characteristics.

2.4 Break down barriers

In order to make the two teams achieve good coordination effect, several cooperation meetings of both sides should be held every week. In addition, all kinds of views need to be updated in time. It is necessary to break the barriers between different departments and adopt the new concept of income cycle.

It is necessary to combine the specific work cycle and its requirements, two different departments in the enterprise actively play the internal potential, so that their own professional literacy and theoretical knowledge can be effectively used.

We need to pay attention to the fact that there will be overlaps among some regions, but they will have different names. For the sales team, they tend to pay more attention to the same kind of assets of the enterprise, and know the specific types of sales leads generated; for the marketing department of the enterprise, they tend to pay more attention to the level of return on investment and digital assets. It is necessary to determine the most ideal lead generation model based on the concept of team (not Department), so as to obtain a better level of return on investment. 

2.5 Use collaborative analysis

In order to effectively merge two different departments in the company, we can not only consider collaborative practice and KPI. If the barriers between different departments are broken, the boundaries between the previous sales and marketing teams will become less clear.

We need to pay attention to the indicators of the team analysis, so that we can have a better grasp of the specific level of return on investment. In addition, we can have a deeper understanding of how the bottom line is affected by collaboration. In terms of the return on investment of the team in the enterprise, the relevant departments need to carefully study all kinds of data information generated by the sales leads, and analyze the relevant e-mail advertisements in detail, so as to make a more accurate judgment on the effectiveness of all kinds of methods. If the above data cannot be analyzed from a comprehensive perspective, the work will be split.

3. SMART objectives

In general, all marketing work comes from the specific marketing objectives set by the company. In the entry stage, a more effective way is to set smart goals effectively when carrying out marketing activities. It is also considered to be the main framework needed to set goals reasonably. This type of goal framework can be useful if the job is related to buying and winning the trust of higher management. In particular, it should be noted that reasonable use of such frameworks will contribute to a reasonable definition of the purpose of the work. 

3.1 Define goals for both revenue and for the brand

The goals you define for the company — both for the specific marketing initiatives as well as for the  company as a whole – set the tone. They communicate what’s a priority, what you hope to accomplish, and ensure accountability.

In the process of reasonable setting of relevant objectives, we need to consider the factors such as revenue and brand at the same time.

If the enterprise is based on its own products, it can set the revenue marketing target effectively. In this way, the subscription amount of software will increase to a certain extent (its range can reach 10%). If the enterprise is based on a certain type of service, the set revenue target can be set in the following way: to make the potential corporate customer table query vehicle increase to a certain extent (its range is 10%). For this process, we need to make a reasonable income target. In addition, we need to work out a plan to achieve the goal.

We need to define success as early as possible so that we can effectively assess the progress of those ongoing efforts. This is very critical. What we need to consider is what kind of KPI or specific standard will be selected to prove the effectiveness of the work. It needs to be pointed out that if KPI is defined for the purpose of brand marketing, it is often subjective. 

3.2 Attainable Marketing Goals

Setting marketing goals is the easy part. Determining whether you can actually accomplish what you’ve set before you is another story. You certainly don’t want to set goals that are so steep you’ll never accomplish them, or are so easy that they weren’t worth setting in the first place.

In order to determine the feasibility of the target, we need to use a series of relevant data. Now we will discuss an example of this (a case of a marketing goal): in order to achieve a 10% increase in the number of subscribers and maintain a stable growth rate of 6% for three months, it is necessary to carry out more work, even some extra efforts, and in some cases, to adopt totally different work strategies.

In addition, in some cases, goals may not be reasonable (such as difficult to achieve or set too low). If the "achievable" process goal set in Smart has been achieved, the feasibility evaluation of the established goal needs to be carried out, and it needs to have high feasibility and reasonable challenge.

3.3 Realistic Marketing Goals.

The Realistic SMART goal step provides an opportunity to chat with the team about whether the goals are realistic. Is the team up for the challenge?

When designating both short term goals, determine whether there are short-term gains that can be made right away. Prioritize these smaller victories so that you get buy-in as you work toward accomplishing longer term goals.

4. Handel with future crisis PR activities

Every business should have a PR crisis team and plan in place. Business News Daily asked experts what to do – and not to do – if the  company finds itself in the middle of a PR crisis. Here are six tips to navigate the storm.

4.1 Identify and address the affected parties.

It is necessary for us to identify the staff who have the relevant information, which involves the media, corporate customers, partners and stakeholders. Gault's view is that the audience will be determined according to the specific situation. However, we all need to send the message effectively in the first time. No matter who receives the message, you should ensure that the message is sent in time.

It is suggested sending messages or a press release to known and friendly press contacts who are likely to portray the story in a fair or favorable light. But media outlets are quick to pick up stories once they break, so you should have prepared statements and press releases ready to go before you're approached by reporters.

4.2 Monitor the situation.

If there has been a public relations crisis, it is very necessary to make an effective evaluation of the company's brand image. At this time, it is necessary to pay close attention to the outbound and inbound communication issues, so as to facilitate the future work. 

5. Conclusion and Recommendations

The current work focuses on the impact of the specific marketing strategy adopted by the FMCG on its business performance and the internal mechanism. The results of this work show that for the performance of the company, marketing strategies (including after-sales service, packaging, product or service price, location and product, etc.) play the role of joint prediction and significant independent prediction factors. From a deeper level, enterprises need to set reasonable prices, and constantly improve the quality of products or services. Enterprises should further improve the packaging quality of products and choose more reasonable place. In addition, we need to do a good job in the after-sales service of products to ensure that their consumers get a series of unique functional services. Therefore, the company will achieve better market competitive advantage.
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