Chapter 15 
Mini Case Study 1
Globetrotters dribble out a new marketing plan
In 1993, former Globetrotter Jackson began to put a new spin on the 70-year-old brand. During the first year, the Globetrotters boasted updated music and comedy bits, a team mascot, and an additional touring team. Jackson also cut all but four of the team's players and beefed up scouting to make the team more competitive. That means making the Globetrotters more visible, be it on 7 million boxes of Wheaties or doing a guest shot on ‘Oprah.’ The team also unveiled some big-name sponsorships, naming Reebok and Walt Disney. The team started selling merchandise and scheduled to open its first retail store.
Jackson's effort is starting to pay off. For the third straight season, attendance hit more than 1 million, and venue merchandise sales shot up 40%.
Source: 
Miller, C. (1996), Globetrotters dribble out a new marketing plan, Marketing News, 30, 20, 34-35, 
Persistent link:
http://www.redi-bw.de/db/ebsco.php/search.ebscohost.com/login.aspx?direct=true&db=buh&AN=9610043222&site=ehost-live.
Discussion Questions:
1. What are the differences between a strategic and operative marketing plan?
· Major differences between a strategic and operative marketing plan exist with respect to the time frame and degree of detail.
2. How does the strategic and operative marketing plan for the Globetrotters look like? Please develop the corresponding strategic and operative marketing plan.
· Defining objectives, activities and budget
· Objectives: increase awareness of the brand ‘The Harlem Globetrotters’
· Activities: boasting updated music and comedy bits, a team mascot, and an additional touring team, cutting all but four of the team's players, sponsoring, selling merchandise, opening a retail store
· Budgets: unknown.
Mini Case Study 2
Nivea hires consumers for Sunkissed marketing plan
Nivea is hiring consumers to generate word-of-mouth marketing and PR to help launch its latest beauty product – a moisturiser that claims to firm the skin as well as gradually develop a tan. Consumers were invited to attend auditions at which they had to demonstrate their ability to gossip and tell stories. They were whittled down to four teams and were handed a different area of the country in which to promote the skincare range but none has been given a specific agenda on how to generate coverage.
The moves comes as consumer goods brand-owners increasingly turn to consumers to market their products, as studies show how powerful a tool word-of-mouth marketing can be, compared with traditional forms of advertising.
Source: 
Stokes, B. (2006), Nivea hires consumers for Sunkissed marketing plan, Marketing Week, 29, 17, 4, 
Persistent link: 
http://www.redi-bw.de/db/ebsco.php/search.ebscohost.com/login.aspx?direct=true&db=buh&AN=20969804&site=ehost-live.
Discussion Questions:
1. What are the differences between a strategic and operative marketing plan?
· Major differences between a strategic and operative marketing plan exist with respect to the time frame and degree of detail.
2. How do the strategic and operative marketing plan for Nivea’s latest beauty product look like? Please develop the corresponding strategic and operative marketing plan.
· Defining objectives, activities and budget
· Objectives: successful establishment of the skincare range, market coverage through generating word-of-mouth marketing and PR to help launch Nivea’s latest beauty product
· Activities: inviting consumers to attend auditions at which they had to demonstrate their ability to gossip and tell stories, whittling them down to four teams and handing them a different area of the country in which to promote the skincare range
· Budgets: unknown.
