MARKETING 304: INTRODUCTION TO THE INDIVIDUAL COURSE PROJECT/MARKETING PLAN HANDOUT

CREATING YOUR GREAT NEW PRODUCT IDEA:

For this project, you will need to determine an industry you want to work in and then create a unique new product idea that you want to launch/market using the strategies and concepts 
Sometimes, students need a little guidance to get them thinking about that great new product idea. Here are some general things to think about when getting that creative energy going! 

What areas are you interested in – Fashion? Automotive? Sports? Entertainment? Construction? Travel? … etc.etc.etc. What hobbies do you have? Are you currently working?

Many students develop their new product ideas based on this.  Remember, I give you total product development freedom and assume whatever your idea, that it could actually be made. 
For example, if you're interested in sports we’ve had past projects done on the development of a new running shoe that prevents knee injury.  This involved a detailed review and analysis of the overall shoe and athletic shoe industry/marketplace.
One student last semester who liked to hike developed a solar-powered backpack with unique convenience and safety features - it could charge the hiker’s phone, heat and cool food/drink provisions, plus it had GPS to keep the hiker from getting lost in the mountains on hiking trips.

If you're interested in automotive care, maybe develop a new car wax that makes your car keep clean longer for a great look and is environmental friendly - less water use.  Here you would need to study the auto care industry with competition coming from car washes all the way to the home do-it-yourself market that can span from the lower-end Turtle Wax product lines to the higher-end professional car care products.
If you work, maybe a new product marketing plan for your company - i.e. if you're working at Baskin Robbins in the confection industry, how about a new sorbet made from the extract of flowers (a past student’s project product).

Past Mkt. 304 students have even developed and marketed new products based on being a student - i.e. a valet parking service for Cal State campuses.

Once you have your industry/product idea, make sure to think about all that strategic learning. What is the product's "need" fulfillment - why should that product exist? What need does it fulfill ..... and who is the target consumer for the product. Who is your competition and what is your unique positioning (your unique advantage) that makes your product different from the competition.  
For example, another idea from a past semester came out of the fashion industry with a line of women’s business suits made of a fabric that would not wrinkle.  The unique advantage (need fulfillment) was that for busy women executives who traveled for business often (the target audience), they could pack the clothing, travel or fly in the clothing, etc. and go straight into meetings or presentations looking fresh and pressed to impress!.  No need to bring multiple outfits, or have them dry cleaned or laundry-pressed on the road.  This executive line of suits provided the way for the busy female executive on the go to always look in style.

Remember that a product can be a good and/or a service and that a product is viewed by the consumer as a “bundle of benefits.”  . (Consumer Behavior) tells us that this bundle comes in the form of economic needs, psychological variables, social influences, as well as the basic amount of time we have and our surroundings to shop.
A famous marketing story along these lines is Zappos – the on-line shoe retailer.  Others sold shoes on the internet, but what Zappos discovered was that consumers were concerned that if they bought shoes online and did not like them when delivered, it would be a hassle returning them.  Zappos implemented as a key “unique selling proposition” the “no risk purchase” policy  … no questions asked/free no hassle returns.  This unlocked consumer demand and differentiated them from the competition, making Zappos a great online retailing success.

So start to think about and choose your industry of interest and that unique new product idea now so that when we review the instruction handout in class you’ll be ready to get started!

THINGS TO THINK ABOUT WHEN REVIEWING THE MARKETING PLAN INSTRUCTION HANDOUT:
As mentioned above, after we take Test #1 we will review as a class the instruction handout for the course project – your Marketing Plan. In advance of that discussion, I have posted the handout document on our course Canvas page in the “Announcements” section. I suggest you review it now in advance of class.  When reviewing the document, keep these important points in mind ….
· What Is A Marketing Plan?







             Think of a Marketing Plan as a critical planning and execution document
that sits underneath and evolves from/supports the overall corporate strategic planning. Through strategic planning, the company decides what it wants to do with each business unit.  Marketing planning involves choosing marketing strategies and will help the company attain its overall strategic objectives.  A detailed marketing plan is needed for each business, product or brand.  It is a written document of a marketing strategy and the time-related details for carrying out the strategies.
· What Does A Marketing Plan Look Like? What Sections & Structure Should My Paper Have? Think of the structure of a Marketing Plan like a funnel – broad/wide at the top and then tapering down to specific/small at the bottom.  The Marketing Plan is a strategic process that starts with “broad thinking.”  This broad thinking includes what we call the Situation Analysis - a complete, comprehensive industry and competitive analysis as it relates to our company’s industry, the segments that make up the industry, growth potential and consumer needs and factors that may affect customer purchasing, how our product measures up against our major competitors with an assessment of their market positions and strategies for product, pricing, distribution, and promotion that then leads us to a SWOT analysis to build off of. Once we understand the market environment and our company’s position in it, we taper down a bit and build our Objectives/Goals (“what” statements – specifically what we want to do), that then tapers down and leads to development of our Strategies (“how” statements – how we intend to do it).  With this strategic groundwork in place, we taper down again to “specific thinking” - the actual building of our marketing mix – the 4Ps – where we spell out how marketing strategies will be turned into specific tactical action programs. 
Now look at your Marketing Plan handout – it gives you this “broad” to “specific” structure to follow in 5 parts.  Use this handout and its 5 parts as the direct outline for your Marketing Plan project.  Marketing Plans are single-spaced and as a general guideline for this course project, they usually run in the 20-page range. The 20-page count is not a hard requirement …. it is just that based on many past semesters and looking at what were great comprehensive Situation Analysis, that section takes up a good portion of your project.  As part of industry and marketplace research, you will come across important graphs, charts, tables, etc. regarding market size, growth, projections, and such.  I would suggest you include these types of items in your section.  When doing your positioning exercise visa-via your competition, consider showing examples of your major competitor’s advertising, promotion, etc. to visually reinforce how you are differentiating your product from them.  In your marketing mix section under Product, remember you need to show a visual of your packaging.  Under Place, you can include some photos of the retailer sections your product will be sold in.  For example, if you are doing a new mid-line cosmetic that your distribution strategy aims at Macys, Khols, etc., take a photo of their cosmetics retail section showing the retail environment your product will sit in.  For Promotion, I ask you to consider what type of Sales Promotion you want to do and why – coupons, rebates, premiums, contests, sweepstakes.  Let’s say your strategy is a sweepstakes – draw a picture of what your “enter-to-win” would look like.  So, you can see how a comprehensive and strategic marketing plan can get up to a 20-page level quickly.
· What is some advice you can give me so that my Marketing Plan is outstanding and I don’t make the same mistakes students have made in the past.
· Build the plan over the course of the semester.  Remember, I said in this class we Learn (read, study, take exams) and then we Do (actually put the information we’ve learned to use to create something).  This project is the Do part – start now … today! As your learning increases over the semester in product, pricing, distribution and promotion, build each element into the plan.  At the end of the semester, your Marketing Plan will come to an organized, strategic conclusion.   If you choose to wait and do your Marketing Plan rushed into the last week before it is due, you will have a poor experience and a poor project!
· Pay attention to Segmenting/Targeting/Positioning. Remember, I said you can’t be everything to everybody …. It just doesn’t work. That discussion on differentiation in your text Chapter 4 is important.  It reminds us that once we define our Unique Selling Point, this becomes the “hook” that we hang our marketing mix on.  Our author says, “…. the reason for focusing on a specific target market – by using marketing segmentation approaches – is so that you can fine-tune the whole marketing mix to provide some group of potential customers with superior value. By differentiating the marketing mix to do a better job meeting customer needs, the firm builds a competitive advantage.”  After researching your industry and the competition, create a better mouse trap as they say.  Don’t just come out with another “me-too” product. Your product will fail.   Let us learn from the great musical band The Rolling Stones who saw a niche in the marketplace and filled it.  By the time The Rolling Stones broke through with a single of their own, the Beatles had already staked out the high ground as the cute, lovable, nonthreatening boys next door.  It closed off one marketing segmentation/positioning possibility but opened another.  Keith Richards of the Stones said, “By the time we came along, the Beatles were wearing the white hats. So what does that leave us?”   Rather than trying to become the new Beatles, as many other bands did (and failed), the Stones became their opposite – wholesomeness from the Beatles, sleaze from the Stones!  They recognized an unfulfilled need (niche) in the market and filled it!
· Spend time on your Situation Analysis.  It doesn’t look like that big a section on the handout, but it’s packed with important research to be done … and it is critical! This is where you dig into your chosen industry and learn everything about it -  including current size, the segments that make up the overall industry, growth projections, who are your major competitors and what do their marketing mixes look like, the state of distribution in your industry, etc.etc.  For the Situation Analysis, many secondary public sources of information are available ranging from company annual reports to US Bureau of Census and Labor Statistics data, company/industry articles and information on the internet, trade association websites, electronic databases, business newspapers, magazines, journals, etc.  Please cite your sources in your marketing plan.  Also, going to stores and online to look at competitive products and their marketing mixes (what we call in the business “doing store checks”) is helpful to determine how they are targeted/positioned, priced, branded, how and where merchandised, packaged, advertised and promoted.  Remember, feel free to include relevant charts, graphs, diagrams, etc. into your Situation Analysis that you discover during your industry research process.  Enough information is available out there in the public domain and marketplace for every major industry for you to do this project …. you just have to spend the time and effort.
