Eagle Boys Pizza – Price Positioning


UNDERSTANDING

PRICE

POSITIONING
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Please find attached a matrix of the critical points of a successful, competitive retail business, which is clearly appropriate to Eagle Boys.

It shows that if we have all the parts of the formula in harmony, it will give us the HIGHEST POSSIBLE CHANCE TO RETAIN LOYAL CUSTOMERS AND OPERATE PROFITABLE BUSINESSES.
Proposition

A proposition, i.e. your main offer or offers, is the first chance you get to lure or hook the customer to “trial” you.  In our present environment (price competitive), a VALUE PROPOSITION is the main offer, otherwise in some cases a major point of difference, i.e. speed (Express) or Drive Thru (convenience) or a speciality or “different” offer, i.e. (Tandoori Chicken Pizza).  It is vital to be aware that if a value proposition is not “perceived" as good enough, it will possibly waste the vast majority of your advertising dollar.
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Lesson:  Ensure that your first retail offer is powerful enough for consumers

         to consider you.

Being competitive 

(or perceived as competitive)
If we use a retail price (menuboard everyday) that we are selling our pizzas for in store, which we know is higher than our competitor, i.e. our competitor sells and places a T frame out the front at $5.95 (example) we must immediately ensure we tell every potential customer we are competitive, i.e. we should match them ALL DAY, EVERY DAY.  

We do this by placing large T Frames in the street telling them our price, otherwise the customers drive straight past us (if we don’t have a sign out) and assumes that we must be more expensive.  If we have a customer come in and pay $9.95 for a large pizza and then drives past a competitor and sees “1 LARGE PIZZA $5.95”, they feel they have been ripped off and simply won’t come back on principal (even if our pizza is better).

[image: image3.wmf]Even worse if they pay 3 different prices on 3 different occasions (without a coupon) then they begin to distrust us.  If you get 10% of your customers paying higher than market prices, this can be a dangerous practice, and you will eventually lose them.

Lesson:  In competitive retail businesses you must be perceived to be always

    competitive, consistent and trustworthy.  E.g. Bunnings, “If you can

    find a lower price, we’ll beat it by 10%.”

Being consistent and reliable 

Consumers love being able to trust you and feel comfortable that you will NEVER rip them off.  In other words, this is not a game of “who can rip you off tonight?”, it’s about allowing the customer to never consider another competitor ever, and in turn, to build loyal customers and allow them to be your “word of mouth” marketers.

You must remember all the dollars you have spent to get as many customers as you can to trial you (whether it’s coupons or mainstream advertising) will be wasted if you screw them just once (or even if they feel screwed).

Lesson:  Be reliable and CONSISTENT and never give them a reason 

         to leave you.

Messenger

Not only do we have to have the right message or our messenger is totally wasted, but we need to implement our messenger with precision, i.e:

· Our Flyers need to stand out and be reaching our customers with certain consistency / frequency and “cut through”.  

· Our Television messages need to “cut through” and be seen often enough to BE NOTICED.

· Our Roadside Signage (T Frame) needs to be seen by everyone.

It is vital that not only do we have the right message but deliver it with CONSISTENCY AND FREQUENCY otherwise it’s wasted dollars.

Lesson:  Use the right message (one that will inspire them to buy from you) 

         and  tell your target market as often as you can.
 Summary

Every time you market yourself, you must read this document and cross check the matrix.  It’s a defined jigsaw and checklist which will reap you success and reward.

Our marketing department will do so in every decision they make.  We know that delivering the promise at store level is essential, and now is the time to realise good profits is the ultimate goal to an enjoyable successful business, and if one part of this formula is not followed you can fail or never reach your potential.  As you do have the best product in the market, and the Aussie parochialism and the Express as your cornerstones, this formula is THE KEY TO YOUR SUCCESS.

In a competitive marketplace selling a product that has become commoditized, never think that a higher price than your competitor will be your salvation (a higher price will guarantee you will eventually lose as much as 50% of your customers).

The key:  Having or gaining and maintaining the most customers and

         consistent customer growth, delivering your operational promise

         and gaining constant efficiencies by lowering fixed overheads 

         to increase cash profits.
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 The wrong way….

Instore pricing / philosophy   
*   Not honoring out of date coupons 


=  Customer loses face and faith

*   Charging full menu price, i.e. $9.95 if there is no coupon, when you know your competitor is charging less

=
Loss of trust / customer feels ripped off

*
Arguing with your customer over price/coupons

=
Loss of face = customer never returns

*
Not offering the “best deal” to the customer (asking them “how many are you feeding?” and suggesting a deal)

=
Won’t come back.

Cheap Tuesday
*
Inconsistent price/deals 


= 
Loss of trust = inconsistency = creates loss of trust

Kids Eat Free Mondays
*
Deal not honoured


=
Loss of trust

Express
*
Not offered to every customer first 


= 
Customer not educated and given all the choices



*
Promise not met with 2 Minute voucher 


= 
Broken promise / lost customer / wasted marketing $

T Frame Pricing
*
Changing message and price constantly


=
Confusing and inconsistent


*
No T Frame used


=
Customer thinks you’re expensive = drives right past


*
Dirty/Tatty T Frame


= 
Says look at me I’m “filthy” and I may poison your family

 The right way….

Instore pricing / philosophy   
*   1+ 2 + 3 etc Large pizza prices to be competitive 




with the “street price” everyday

Cheap Tuesday
*
Flyers / TV / T Frame

Flyers
*
1 Large pizza delivered & takeaway


*
Deals – Combo meals


*
Express


* 
New Pizzas


*
Events, i.e. Customer Appreciation Days


*
Cheap Tuesday


*
Kids Eat Free Mondays

T Frame Pricing
*
Consistent and competitive (1 Large Pizza price) –   


     Wed – Sunday all hours


*
Lunch Deals

(Note:  Street sign (T Frame) of 1 large pizza price must be competitive and consistent all day, every day, all year round for 1 – 2 years.)
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