Ampac Marketing Company Profile





Introduction





Ampac Marketing Limited is one of Australasia's top performing marketing and public relations companies.  Founded in 1987 Ampac has grown from an initial staff of twenty five employees, to a multi-national company with offices in twelve major cities.  Ampac is the only marketing focused company providing qualitative research and analysis for the advertising sector.  The company is directed towards two major target markets:





Advertising executives wishing to test the impact of different campaign techniques prior to public release of a product.





Marketing companies looking towards expanding their offerings to cover more qualitative analysis.





Ampac gained high visibility in the last quarter of 1993 with the appointment of Dr Gary Jennings as the managing director.  Dr Jennings is the author of several books on the topic of marketing and information systems and combines an academic background with solid business experience.   





Since his appointment Dr Jennings has refined Ampac's product offerings and focused Ampac on its two main sources of competitive advantage:





The ability to provide qualitative analysis in a market dominated by quantitative approaches.





Expertise in human resource management.





Prior to Ampac's formation qualitative research was either performed in house by advertising executives, or abandoned in favour of an easier quantitative approach.  This produced completed campaigns that where often skewed towards overly simplistic approaches, and impacts that where difficult to assess and contrast.  The re-engineering of many companies work processes towards a more customer focused output has made effective qualitative analysis of their campaigns a necessity. 





Ampac has earned a solid reputation as an industry leader in the services it provides, and over the next few months will be looking towards expanding its product offerings.  The new services will cover analysis of multi-media based campaigns and the effectiveness of fax back bulletin boards and other computer based marketing initiatives.  These new approaches are seen to be the marketing tool of the '90s by many companies, and in the near future Ampac will be able to offer a full performance measurement service.





Rollout of New Services





The preparation of the target audience is essential to the successful launch of any new initiative and if the products are not introduced correctly results can be intermittent.  Following are the milestones that must be achieved to effectively prepare the market place for new multi-media and fax back services. 





Formation of the computer based initiatives team - Ampac realises that the quality of the services it offers are only as good as the people it has providing them.  The hiring of an experienced team leader and technically competent development personnel must be completed before the new services are launched.





Preparation of the target market - The technologies used as the implementation platform for many of Ampac's new product offerings have in the past been associated with high expense and low yields.  These technologies have stabilised and matured significantly over the last two years and this "coming of age" must be communicated to the customer base.





Revenue Projections





Ampac considers the impact of the technology based offerings will generate significant new business over the next three years.  It is believed that Ampac can lift its current 27% market share to 45% in 1998.  The spreadsheet and charts below illustrate the future projections:





Future Positioning





Ampac intends to leverage it strong reputation as the market leader in qualitative analysis to position the company as the key innovator in technology based initiatives.  This would see the company aimed at high end innovative customers looking to achieve additional market share.








