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EXECUTIVE SUMMARY
Ontario has lots of potential for Gatorade sport drink. Ontario Gatorade should fallow similar marketing activities as U.S. Potential target customers in both places have lots of similarities. Furthermore, Canadian Gatorade market has lots advantages compared to the U.S. Ontario’s primary and secondary target customers have more likely to interested in Gatorade sport drink.  People in these two target segments in Ontario spend more money in juices. They are more concerned about their heath. They do more physical activities than potential target customers in U.S. These advantages will reflect profit. Gatorade in Ontario will easily to reach their objectives end of 2007. 



STATEMENT OF THE PROBLEM
U.S. Gatorade experienced should guide marketing team to introduce this drink in Ontario. There are lots of similarities between Gatorade’s target market in U.S. and in Canada. Introducing Gatorade in Ontario will open opportunity to expand Gatorade to other province in Canada. Ontario has lots of potential for Gatorade sport drink.

ANALYSIS OF THE GATORDE MARKET IN ONTARIO 
Gatorade is successful in north U.S. and can extend this success to Ontario, Canada. Marketing plan of Gatorade in Ontario should include U.S. Gatorade key success factors.  

Identifying Target Market in Ontario
· Primary Target Market: Physically active male 18 to 34
· Secondary Target Market: Physically active Female 18 to 34

Compare Target Market in U.S 
Primary target market, males between 18 to 34 year old in U.S. is accounted for 50 per cent of the current U.S. sales. Their characteristics are very similar to people in Ontario at the same age range and sex. Some of them are:
· They live in the city and have busy life.
· They are member of gym and do physical exercise more often than rest of the population.
· They are heath conscious and prefer organic juice drinks.
Target Market in Ontario
Primary Target Market (male 18 to 34), population of the males in this category is almost 50 percent. Secondary Target Market (females 18 to 34), population of females in this category is closed to 50 per cent. Male and female in this age rage is students and professionals. They have full of energy. Most of the times they prefer drink to restore their energy level. They do sportive activities such as playing tennis, running, bicycling, soccer, ice-skating, baseball, hockey and others. They also like to watch sport on the TV or at the stadium. It is easy to influence customers by using sportive activities like US Gatorade. Understanding target customers’ needs and wants are very important factor to develop marketing plan. 

Advantages
· Canadians spend a lot on juices

· Few competitors in Canada

· Canadian have more physical activities

· Canadian are more health conscious
Distribution
Gatorade will be distributed at all Convince and Grocery stores in Ontario.  

Marketing Strategies
Television and Magazines (sport, health, female and male magazines) will be use to introduce Gatorade to customer in Ontario. TV commercials will be distributed over the sport and health channels. Free sampling in heath, fitness club, and grocery stores will be launching first month of introductory year.  
Advertising Goal: To highlight the benefit of Gatorade

Persuade: Drink Gatorade continuously to have better performance. 

Remind: Make consumers think and get used to the Gatorade 


MEDIA AND PROMOTION COST
	Income Statement
	 
	 
	 
	Total

	 
	Assets
	
	Expenses
	

	Sales
	$45,000,000
	
	
	

	Costs of Good Sold
	
	
	
	

	Production
	
	
	$9,000,000
	

	Packaging
	
	
	$6,000,000
	

	Raw Materials
	
	
	$5,000,000
	

	Distribution
	
	
	$2,000,000
	

	Storage
	
	
	$3,000,000
	

	Total
	
	
	$20,000,000
	

	Promotional Budget
	
	
	
	

	Magazine Ads
	
	
	$5,000,000
	

	Sampling
	
	
	$500,000
	

	Television
	
	
	$10,000,000
	

	Total
	
	
	$15,500,00
	

	
	
	
	
	

	
	
	
	
	

	Total Expense
	
	
	$35,500,000
	

	
	
	
	
	

	
	
	
	
	

	 Profit
	 
	 
	 
	$9,500,000




DESIGION CRITERIA & SOLUTIONS
Launching Gatorade into Canada creates high profit.  Gatorade in Ontario will reach the objectives easily end of the year 2007, and also creates base to introduce this product to other providences as well. 
Canadian people are concerned about their physical appearance and their health. They do physical exercises more often then American people. The 1983 Canadian fitness survey reports that 53 per cent of Canadian exercise at leas three hours weekly while the Lite Sports Study indicates that 44 per cent of the U.S.  Furthermore, Gatorade in U.S. consumed very often with the physical activities. It is almost 63 per cent U.S. Gatorade consumers said, they usually drink the Gatorade in conjunction with a sport activity.  Canadian consume approximately 24.5 litter if juice per annum; the highest level in the world.  

Objective: To obtain 20% market share of the nutrition drink market in Ontario 

Within January 2007 to December 2007

Future Objective: Develop new marketing strategies and promote Gatorade for other providences in Canada.
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