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1. YOU DO NOT DESIGN PRODUCTS IN A VACUUM.

2. YOU DESIGN AROUND PEOPLE’S NEEDS.

3. MAKE SURE YOU UNDERSTAND COMPANY POSITIONING AND STRATEGY.

4. MAKE SURE YOU KNOW WHERE AND HOW TO SELL AND DISTRIBUTE YOUR PRODUCTS.

KEY MESSAGES



Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 63, Fig. 2.1 Steps in Strategic Planning
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 67, Fig. 2.2 The BCG Growth-Share Matrix
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 69, Fig. 2.3 The Product/Market Expansion Grid
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 72, Fig. 2.4 Managing Market Strategies and the Marketing Mix

MARKETING MIX: 4 OR MORE P’s
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 250, Fig. 8.1 Three levels of Product

THREE LEVELS OF PRODUCT
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PRICE

COMPANY ANALYSIS

Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 381, Fig. 13.8 Major considerations in setting Price
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PLACE

COMPANY ANALYSIS

Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 413, Fig. 15.2 Examples of Different-Level Channels
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 413, Fig. 14.1 Integrated Marketing Communications
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 436, Fig. 14.3 Buyer-Readiness Stages
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Source: PRINCIPLES OF MARKETING by Kotler, Philip, p. 159, Fig. 5.1 The model of buyer behaviour
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IN-CLASS CASE AND EXERCISE

MARKETING AND SALES ANALYSIS

TOM DIXON VERSUS MOOOI

previous data selection of TOM DIXON and MOOOI
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Source: www.tomdixon.net

TOM DIXON
STORY

COMPANY ANALYSIS



Source: www.tomdixon.net
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Source: www.tomdixon.net
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Source: www.tomdixon.net
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Source: www.moooi.com
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Source: www.moooi.com
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Source: www.moooi.com
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Source: www.moooi.com
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COMPANY ANALYSIS
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VALUE CHAIN
TOM DIXON VS. MOOOI

MARKETING ANALYSIS
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PRODUCT MIX  
OF TOM DIXON AND MOOOI

2012

Source: Company Internal Source Note: Numbers disguised

TOM DIXON
%

MOOOI
%

Lighting 78 70

Furniture 13

Upholstery 5

Accessories 3 3

Deco 1

Seaters - 13

Storage - 2

Tables - 12

------ ------

Total 100 100

MARKETING ANALYSIS
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PRODUCT MIX  
OF TOM DIXON AND MOOOI

2012

MARKETING ANALYSIS

TOM DIXON
PRODUCTS

TOM DIXON
%

MOOOI
PRODUCTS

MOOOI
%

Black Beat (L) 22 Raymond (L) 19

Copper (L) 15 Random (L) 19

Etch (L) 14 Container (T) 9

Base (L) 7 LSS (L) 8

White Beat (L) 4 Smoke (S) 6

Glass (L) 4 Paper (C) 6

Void (L) 4 Dear Ingo (L) 5

Wingback (U) 4 Non Random (L) 5

Source: Company Internal Source Note: Numbers disguised
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TOM DIXON
No. of Projects

TOM DIXON
%

MOOOI
No. Of Projects

MOOOI
%

Evergreens 6 48 5 54

Salesbuilders 9 36 8 24

Icons 22 16 13 22

------ ------ ------ ------

Total 37 100 26 100

CREATIVITY 
OF TOM DIXON AND MOOOI

2012

MARKETING ANALYSIS

Source: Company Internal Source Note: Numbers disguised



CREATIVITY 
OF TOM DIXON AND MOOOI

2012

MARKETING ANALYSIS

Year No. of Products Sales

2004 1 7,538.00

2005 3 6,128.00

2006 2 9,749.00

2007 3 2,957.00

2008 2 2,286.00

2009 2 3,961.00

2010 8 6,410.00

2011 2 377.00

2012 3 964.00

2013 6 452.00

10 32 40,822.00

Product 
Name

Year of 
Launch

Mirror Ball 2004
Felt 2005
Copper 2005
Cone 2005
Beat 2006
Fat 2006
Pipe 2007
Base 2007
Spin 2007
Glass 2008
Offcut 2008
Void 2009
Wingback 2009
Slab 2010
Screw 2010
Peg 2010
Etch 2010
Scoop 2010
Knob 2010
Flash 2010
Flask 2010
Fan 2011
Roll 2011
Lustre 2012
Custom 2012
Fin 2012
Cell 2013
Gem 2013
Mass 2013
Drum 2013
Bell 2013
Spun 2013

SALES OF PRODUCTS LAUNCHED IN

TOM DIXON MOOOI

Year No. of 
Products Sales Average Sales 

per new launch 

Average Sales 
per new launch 

per year

2005 13 70.039.762 5.387.674 538.767

2006 4 14.456.745 3.614.186 401.576

2007 2 4.901.238 2.450.619 306.327

2008 1 784.638 784.638 112.091

2009 2 16.833.533 8.416.766 1.402.794

2010 2 1.800.395 900.197 180.039

2011 1 6.637.391 6.637.391 1.659.348

2012 1 828.298 828.298 276.010

2013 2 919.831 459.915 229.958

2014 1 372.597 372.597 372.597

10 29 118.384.430 4.082.222 408.222

Product Name
Year of 
Launch

AVL 2005
Boon 2005
Bottoni 2005
Carbon 2005
Container 2005
Dandelion 2005
LSS 2005
Oblique 2005
Random 2005
Smoke 2005
Two Tops 2005
VIP 2005
Wonders 2005
Animals 2006
Boutique 2006
Dear Ingo 2006
Paper 2006
Carpets 2007
Nonrandom 2007
Delft Blue 2008
Lolita 2009
Raimond 2009
Emperor 2010
Monster 2010
Heracleum 2011
Valentine 2012
Bart 2013
Construction 2013
Nest 2014

SALES OF PRODUCTS LAUNCHED IN

Source: Company Internal Source Note: Numbers disguised



PRODUCT DEVELOPMENT

MARKETING ANALYSIS

Source: Company Internal Source Note: Numbers disguised

TOM DIXON
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Source: Company Internal Source Note: Numbers disguised
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Source: Company Internal Source Note: Numbers disguised

INVESTMENT
OF TOM DIXON AND MOOOI

2012

MARKETING ANALYSIS

TOM DIXON
%

MOOOI
%

Trade/Architects 40 47

Sales Force 15 31

Consumers 45 15

Others 0 7

------ ------

Total 100 100

TOM DIXON
%

MOOOI
%

Marketing 46 25

Activities 10 14

Sales Tools 5 4

Websites 5 15

Fairs 15 20

Printed+Photo+Adv
+PR+Events

10 16

Others 5 6

------ ------

Total 100 100
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KEY MESSAGES

1. YOU DO NOT DESIGN PRODUCTS IN A VACUUM.

2. YOU DESIGN AROUND PEOPLE’S NEEDS.

3. MAKE SURE YOU UNDERSTAND COMPANY POSITIONING AND STRATEGY.

4. MAKE SURE YOU KNOW WHERE AND HOW TO SELL AND DISTRIBUTE YOUR PRODUCTS.
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IN-CLASS CASE AND EXERCISE

MARKETING AND SALES ANALYSIS

TOM DIXON VERSUS MOOOI

previous data selection of TOM DIXON and MOOOI

 



Source: Company Internal Source Note: Numbers disguised

DISTRIBUTION OVERLAPS

SALES ANALYSIS

TOM DIXON

Product 
Category Sales Sales Sales Sales

%
No. of 

Customers
% of 

Customers
No. of 
Orders

% of 
Orders

Average 
per 

Customer

Average
Order 
Value

Lighting 1,749,577 1,991,602 2,349,733 20% 496 46.2% 2,414 26% 4,737 973

Furniture 13,987 37,804 174,705 1% 3 0.3% 47 1% 58,235 3,717

Overlaps 5,639,531 8,519,610 9,209,796 78% 575 53.5% 6,834 74% 16,017 1,348

Total 7,403K 10,549K 11,734,234 100% 1,074 100% 9,295 100% 10,926 1,262

201320122011



Source: Company Internal Source Note: Numbers disguised

DISTRIBUTION OVERLAPS

SALES ANALYSIS

MOOOI

Product 
Category Sales Sales % No. of

Customers % Customers No. of Invoices %
Invoices

Average per 
customer

Average 
Invoice Value

Lighting only 3.334.856 20% 506 38% 2.289 20% 6.591 1.457
Overlaps 13.572.197 80% 825 62% 9.390 80% 16.451 1.445
Non-lighting
Total 16.907.052 100% 1.331 100% 11.679 100% 12.703 1.448

2012

Product 
Category Sales Sales % No. of

Customers % Customers No. of Invoices %
Invoices

Average per 
customer

Average 
Invoice Value

Lighting only 3.308.590 17% 496 35% 2.044 16% 6.671 1.619
Overlaps 15.792.455 83% 916 65% 10.489 84% 17.241 1.506
Non-lighting
Total 19.101.045 100% 1.412 100% 12.533 100% 13.528 1.542

2013

Product 
Category Sales Sales % No. of

Customers % Customers No. of Invoices %
Invoices

Average per 
customer

Average 
Invoice Value

Lighting only 4.072.251 18% 497 34% 2.313 17% 8.194 1.761
Overlaps 18.635.432 82% 946 66% 11.005 83% 19.699 1.693
Non-lighting
Total 22.707.683 100% 1.443 100% 13.318 100% 15.736 1.705

2014
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TOM DIXON
%

MOOOI
%

Europe 70 70

UK 16 6

Scandinavia

Asia 6 7

USA 6 17

Far East 2 0

Row

------ ------

Total 100 100

AREA MIX
OF TOM DIXON AND MOOOI

2012

SALES ANALYSIS

Source: Company Internal Source Note: Numbers disguised
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CHANNEL MIX
OF TOM DIXON AND MOOOI

2012

SALES ANALYSIS

Source: Company Internal Source Note: Numbers disguised

TOM DIXON
%

MOOOI
%

Agent 0.5 71

Distributor 23 6

Retail Dealer 50 -

Contract Dealer 13 -

Direct + Internal 11 23

Wholesale

------ ------

Total 100 100


