MARK1027 – Marketing Management

Marketing Plan – Group Project Winter 2006
Objective:
The objective of this project is to give you the opportunity to apply the concepts learned in class by developing a strategic marketing plan for a new or newly positioned consumer product or service.   You must also choose the company who will be marketing the product in Canada and play the role of the product management team.  First you need to do research on the category of the product or service. Then you develop your concept which can be a brand extension or product improvement – it does not have to be revolutionary – it just needs to be your idea and not something you can plagiarize.   The food, beverage, health & beauty or sports equipment markets, toys and games, consumer oriented financial service are ideal market categories to consider.   

You are going to develop a 1-year marketing plan for that product or service for the next fiscal year, which is September  2006 – August  2007 for the Canadian market or a regional market within Canada.

Evaluation and Grading:

This project is worth 30% of your final mark and is to be completed in groups of not less than 4. (Maximum 5 people)
· Marks will be assigned primarily on the strategic accuracy and thoroughness of the project.  A bit of creativity helps too.

· Each group member will be responsible and accountable for contributing to the project and the group will set out expectations and methods for the project and for handling conflict in a team contract.  Weekly meetings and tasks and meeting minutes should be part of the process.  Each group member will provide evidence of meeting attendance and work completed toward the project (this may be reviewed by the professor) and will evaluate both self and each team member’s contribution. Every member of the group must submit a self and peer evaluation form with the final project.
· Distribution of Project Marks

Note that the instructor will distribute the project mark to individuals in the team based on peer and self evaluation and evidence of work produced and contributed by individuals. 

Due Dates:

1. Form team and set weekly meeting times - submit team member names & preliminary category you might like to study in week 3. 
2. Submit your signed team contract and the product/service category & company -  Due:  Wednesday Feb 1 or Thursday Feb 2 at start of class.
3. Conduct secondary research and a thorough analysis of the market, company internal environment, external environment that affects the business, customer characteristics and competition for the category of product or service you are selecting for your plan.   Include your bibliography of resources used.  Current Marketing Situation Analysis Due:  Monday February 20 by 3:00 pm in my office room 361D.
4. Submit your final Marketing Plan report incorporating your initial report Due: By 12 noon - Thursday April 6th
5. Presentations to the CEO to sell and defend your plan - will schedule teams during last week of class. Wednesdays class presentations on April 19.  Thursdays class presentations on April  20.  This is the time to show package or product or ad creative mock ups.
Requirements – Written report: 

FORMAT  Professional format including cover page, table of contents, bibliography are expected.  Avoid plagiarism and only include information relevant to your report - it is quality of information, not quantity that is important. The written part is used as your COMM 1110 report assignment.
Your marketing plan will include the following:

Executive Summary (do last)







1. Current Marketing Situation Analysis







a. Company Analysis – describe your company’s business, their mission and key objectives of the SBU. Review the current marketing performance in the category of your product/service including their market share. (Focus on the Canadian market including a product review that shows sales, share and price, place and communication strategies of their current products in the category.
b. Current Company Product Analysis (only for the brand group that your new product will fall within) – Describe the current company brand and its products and how the brand is doing. Briefly describe and summarize the current marketing activities. (current advertising, promotion, web, newest products etc.)
c. Market and external environmental analysis – describe the market for the category you are competing within – estimate Market size and growth and explain the rationale. Describe any social, cultural, demographic and lifestyle trends that affect the category and external environmental issues (legal, technological etc) affecting the industry in Canada.
d. Analysis of customer environment for the category – Describe customer segments, needs, wants and gaps. Who buys the products and what do they do with the products. Who might be potential customers?  This should include current and potential target markets.
e. Competitive analysis – Identify the key competitors in the category you are in and if different then the category you plan to enter & their market shares. If it is a really new idea think about potential competitors. Assess the competitor’s product offerings in the category of study including their market positions and strategies on product quality, promotion, pricing and distribution.(use a chart to keep it simple)
f. Gap – Describe the gap you have found in the market place ( unmet customer needs) and the rationale for your new product.

2. SWOT Analysis – Based on the information gleaned from the situation analysis, summarize (even in chart format) the most important elements uncovered that will affect the business – relevant items only.  Use the handout from week 3 to assist you.
3. Marketing Objectives - SMART objectives – should have about 5-6 of them related to sales, profit, share, awareness & trial, distribution etc.



4. Marketing Strategies






a. Target Market (primary and secondary)

b. Positioning

c. Marketing Mix:

· Product Strategy/Plan - key features & benefits, brand name and rationale,  packaging, sustainable competitive advantage

· Pricing Strategy – retail pricing and price compared to competitors and current products. Introductory and other pricing policies.
· Distribution Strategy – key channels selected and roles. Trade promotion plans to stimulate effective distribution. 
· Promotion strategy. Outline all the elements of your integrated marketing communications plan.  Include the Creative strategy with target audience and media plan.
· Chart the timing of the promotion and media activity.
5. Marketing Implementation

a. Financial Analysis (use Excel)
Prepare an Income statement and show profit before overhead

Explain estimated revenue (unit and $ sales). Estimate a cost of goods factor e.g. 50% of wholesale price)
Detailed Promotion Budget for promotion, marketing and advertising costs 

b. Marketing Implementation  - discuss the key strategies you will use to implement the plan  and prepare a chart of key activities, timing and responsibility)
6. Evaluation and Control – Discuss the key methods/ measures you will use to evaluate the success of your plan.
7. Bibilography 

8. Appendix
Financial Analysis
Attach all resources/ materials you used to estimate market size and clearly explain your assumptions and calculations.  Explain your rationale for the market share you estimate for your product.

For your product or service do an Income Statement in Excel and import into your Word document.  Show your detailed marketing budget breakdown by types of promotion on a separate sheet link the total to your income statement.

Budget Income Statement

Sales Revenue (units sold X price per unit)

(Less) Cost of Goods

Gross Margin

(Less) Total marketing promotion budget expense

Profit (before overhead operating expenses and taxes)

Marketing Promotion Budget expense:
List expenses for all items you put in your promotion plan such as:

Advertising Allowances for key retailers, Advertising production & media, PR launch event, Sales promotion, sponsorship etc.
SELF CONTRIBUTION TO MARK 1027 PROJECT

NAME: ________________________________________

Self Evaluation – Individuals must give to me on the report due date. 
This is strictly confidential. 
Please describe your contribution to the project and rate yourself. If I do not receive your self evaluation I will assume that the comments made about you by your group members are correct.
1. Please describe your contribution to the project. What parts of the project did you take responsibility for? (Note the sections or pages in the report that you did and the bibliographic research that you did)

__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

2. Estimate the amount of time you spent on the following activities:

a. Collecting data 





______hrs

b. Analyzing the data





______hrs

c. Writing up the results




______hrs

d. Editing the report





______hrs

e. Preparing calculations, graphs, etc.


______hrs

f. Reading and responding to data collected by team   ______hrs

g. Other ___________________________________________      ______hrs
TOTAL                                                                                          ______hrs

3. What grade do you believe you deserve for this project?
A___ A- ___B+____B_____B- ____C+_____C____ C- _______

MARKET PLAN MARKING KEY___________________________

Group Members_____________________________________________________

	MARKS
	ITEM
	COMMENTS

	5
	Executive Summary
	

	36
	Situation analysis:

Internal – company (6) 
Current product (4)
Competitive analysis (6)
External – market trends (8)

Estimate and explain market size and growth( 4) 

Current Customer segments and profiles (5)

Gap – new product rationale (3)
	

	8
	SWOT


	

	5
	Marketing objectives
	

	8
	Strategy – Target market description/profile – (4)
(Primary and secondary )
Positioning (4)
	

	10
	Product strategy -Features/benefits (3)Brand name & rationale (2-3)

Packaging( 2-3) 

competitive. advantage ( 2)
	

	4
	Place strategy 
	

	4
	Price strategy 
	

	14
	Promotion (IMC) Strategy 

Identify  your creative strategy /message( 3)  & target audience(1) Describe IMC promotion elements (8-10)   Mock ups, creative tag lines etc (2- 3)
	

	8 
	Financials 
4 for income statement & rationale, 4 for promo budget
	

	4
	Marketing Implementation 
	

	4
	Evaluation & control
	

	10
	Overall strategy and creativity of your idea and plan
	

	30
	Presentation and  defense
	

	150
	TOTAL
	


Marks will be deducted if team contract unsigned, peer and self evaluation forms not included. Individuals can lose 10 marks for each missing form.
