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-

Gill Collins

It’s happened to us all at some time.
Just when we think we've made

the job easy for ourselves: traffic

is up, sales are up and the monthly
report is a joy instead of a chore...
Suddenly, we hear that our biggest
competitor has had the development
application (we thought it would
never happen...) APPROVED!
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Or our marketing budget is stretched to the max but the owners insist

that we can protect our centre from the attractions being completed

five kilometres down the road and that we have specialties to pull

customers from the competitors, and our parking Is just as attractive
as the new super shady and undercover parking facility, currently
under construction.

Lesser mortals woulld panic; or would they read this? We've asked
the guestion of several marketing managers wha have been affected
by developments to see how they handled the competition. And we
take a look back at one Interesting way a competition developmernt
was countered in the past.

In the mid 1990s Perth in WA saw an increase in developments,
particularly north of the river. Karrinyup was one of the biggest and

was one of the first centres to go to an upper level, and with a stror
and effective marketing plan to suppert it through the redeveiopme
process, it was inevitable that competing centres would have
develop strategies to curb its pull.

Warwick Grove, situated a mere five minutes naertheast of Karrinyu
enjoyed a mixed demographic with a reasenable disposable incom
But the lure of Kaminyup was hard for some customers 1o resist,
as a result the No Hard Hat campalgniwas launched, pushing fre:
food and the then three supermarkets.

Mandy Ceresa, Warwick Grove's marketing manager at the tim
determined that a direct mail campaign for Easter would be the mc

effective strategy. Newspaper advertising was net possidle, as bell

on the boundary of three community newspapers meant that tf
costs would be prohibitive.







