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Task 1
Growth Strategies

Ideally, Walkers and McCoys would use a few growth strategies when they design a new product. This may be a new flavoured crisps or a new brand of crisps. When they bring out new flavoured crisps Walkers would use market penetration, diversification and product development.
Market penetration is when a company specifically targets their existing customers. When either of the companies wants to introduce their new crisps/products, they would put them in places like superstores, newsagents and local shops but not in places like a game or clothing store. This would be because consumers wouldn’t go into a game store searching for a packet of crisps. And in order to their new product, they would advertise it by using billboards, starting a TV campaign, etc.

McCoy’s and Walkers would use market development when they would like to sell their product(s) to a new market. For instance, if one of their crisp flavours was selling well in the UK, they may start to sell that flavour in America or another country. 

Product development would be used by Walkers and McCoys if they bought out a new crisp and targeted their existing customers. They would do this by making products to satisfy their existing customers. Because there used to be added salt and quite a lot of fat in Walkers’ crisps, their customers resulted to opting for their competitor’s crisps because they didn’t have as much fat or added salt. Therefore, Walkers introduced their range of ‘healthy’ crisps Sunbites.
Another way Walkers has satisfied customer needs is by creating the Sensations range of flavours. Decades ago, nobody would have thought about spicy crisps, but as times have changed and the demand of spicy foods has too. Hence Walkers saw the gap in the market and by this, they attracted new customers.
Survival Strategies
In the case of either of these companies were just about breaking even or making a loss, they would have to use some survival strategies in order to increase profits. Seeing as Walkers is a global company, the owners could think about making some of their employees redundant or closing some of their offices which don’t make big profits as others. This would ensure that they are saving money and would help the company increase profits.
If one of the McCoy’s flavoured crisps wasn’t selling well and wasn’t returning profits, McCoy’s would consider stopping producing that flavour instantly. And if they already had sent out a lot of them crisps, they could rearrange their deals with the supermarkets and could think about putting them on promotions or lowering the prices to get more customers buying them before the ‘best before date’.

Branding
Both the Walkers and McCoy’s design publications are very distinctive, from the logo to the material of their crisp packets. The Walkers logo is quite colourful and has changed a little over the years. In all their crisp packets, the Walkers logo is in the middle enlarged. This is ideal because if the consumer specifically wanted a Walkers crisp, they may not notice it from a distance. But if the was small and dull, it probably wouldn’t be that appealing and noticeable to the eye. Walkers (Lays) has built a positive reputation immensely over the years so it is important that they make their publications noticeable as Walkers crisps are usually preferred over any other brand of crisps. Gary Lineker – one of England’s best all time footballers is regularly used in the promoting aspects of Walkers and has been for many years.
The McCoy’s branding is also very unique. Their crisp packets are very shiny and noticeable from a far distance. They have built their brand quite well, this shows by McCoy’s experimenting with new flavours. If they hadn’t built strength in their branding, they wouldn’t have because they would’ve known that they don’t have many customers so they’re more likely to fail.
Relationship marketing
This is when a company makes the effort to keep a healthy bond with its regular customers. This is extremely important to McCoy’s and Walkers in order to succeed. More than half of their customers are returning customers so it is important to regularly satisfy them and ensuring the quality of the crisps and service only gets better or stays the same.
Most of McCoy’s customers are males. Their website exaggerates that their crisps are a ‘man’s crisps’ and the overall theme is a pub – a place where most British men visit. Often this would provoke females to try it out and see what’s so manly about them. This is a clever way of implementing reverse-psychology to attract more customers. Because most of their customers are men, McCoy’s regularly have offers targeted towards them. Currently they have an offer where with every pack of McCoy’s, you can get 10% off at Sports Direct. They also have a competition where you have to take ‘the man test’ in order to win tickets for you and a few friends to watch a rugby game. This is attractive to regular customers as the prizes are aimed specifically towards them.

From time to time Walkers also have seasonal giveaways. For example, in the time of the Football World Cup, they have competitions where a customer(s) can win tickets to a game everyday. Because they don’t really have a specific gender target audience, their prizes vary.
Both of these companies also abide by the Customer Protection act and allow unhappy customers to make complaints. This ensures customers that companies genuinely care about their customers and this makes the customers feel satisfied.
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