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Details

1. Design the Market Development Program

This tactical planning phase designs the marketing program in specific, practical terms.  Our purpose is to describe the most thorough, effective marketing program possible.

The project timeframe ultimately determines the scope of the project.  Based on your input, we scale the breadth of the project to match the practical needs of your business. 

1.1. Create the project worksheet

The project worksheet (this document) is a customized, working document giving everyone involved in the project a detailed summary of its scope and progress.  As the project proceeds, we update this document to reflect its progress.  The real-time project worksheet may be downloaded at any time from the location shown under Support Material, above.

You will receive periodic status reports in addition to this project worksheet. 

1.2. Determine the project timeframe

The time frame must balance the strategic interests of Dane Industries with any immediate cash-flow concerns.  Long-term business interests benefit from a longer planning phase; however, the urgency of the sales goals of Dane Industries may shorten the project time frame.  

The planning phase may take from one month to 1 year or longer, depending upon the flexibility of the overall business objectives. 

1.3. Authorize the Project Agreement

Please authorize and return the Project Agreement form included with this worksheet.  This allows the project to proceed without interruption. 

2. Conduct Market Research

Market research is essential for informed strategic decisions.  During this process, we determine the best way to sell the QuicKart and the most effective way to tell our story.

2.1. Establish research objectives

The statement of the research objectives is the culmination of the problem/opportunity formulation process.  These objectives are stated in terms of the precise information necessary to answer the marketing research problem/opportunity.

Objectives must be as specific and unambiguous as possible.  Some potential research objectives are:

· Determine the awareness of the target market to QuicKart

· Determine the frequency of use of competitive offerings

· Ascertain the current level of ownership of competitive offerings

· Determine a reasonable price point

· Determine the probability of purchase

· Determine the profile of the "perfect" customer

· Determine the profile of the "perfect" product offering

· Characterize the typical decision-making (buying) pattern 

2.2. Create the research design

The research design is the plan to be followed to answer the research objectives or to validate educated hunches.   

2.2.1. Investigate secondary data sources
We prefer to use data that already exists because it can be obtained at a fraction of the cost, time and effort of primary data collection.  If we find an appropriate data source, we will use this data as the basis for our research.

2.2.2. Determine primary research constraints

Research constraints place limits on the research design.  Some possible constraints are:

· Sampling precision required

· Budget available

· Number of questions needing answers

· Quality of data required

· Timeframe required to determine answers

· Complexity of participation 

2.2.3. Characterize the research

Our exploratory market research program uses a descriptive design to identify how the QuicKart relates to the industrial target market.  

2.3. Select method of primary research

Our primary research methodology takes both qualitative and quantitative forms.

2.3.1. Qualitative

Qualitative research explores the motivations and attitudes of users.  It uses such techniques as focus groups, depth interviewing and sometimes projective techniques.  For our purposes, focus groups and depth interviewing are the most appropriate.   

2.3.1.1. Focus Groups

A focus group consists of 8 - 12 participants who are led by a moderator in an in-depth discussion on one particular topic or concept.  Through the focus group, we will attempt to learn and understand the attitudes toward the QuicKart, its competitors and toward the category in general. 

2.3.1.2. Depth Interview

A depth interview is a relatively unstructured one-on-one interview.  As the interview unfolds, the interviewer probes each answer and uses the replies as a basis for further questioning. Typically the depth interview is much more expensive than a focus group when measured on a per-participant basis. 

2.3.2. Quantitative

Quantitative research uses mathematical analysis to identify a person's relationship with the company. Three basic methods are used to gather quantitative research data.  These methods are: survey, observational and experimentation.  For our purposes, survey and observational methods are most appropriate. 

2.3.2.1. Survey

For our purposes, the most appropriate types of survey are executive interview, telephone, Web-based or ad hoc mail survey. 

2.3.2.2. Observational

Observational research is the systematic process of recording behavioral patterns without actually communicating with the participants.  The most likely choice for this sort of research is to watch and record the way current customers use the QuicKart in an industrial work setting. 

2.4. Develop the sampling plan

A sampling plan describes our approach to identifying research candidates.  To accomplish this, we need to define the population, choose the collection method, choose the sampling frame, select the sampling method, determine sample size, develop an operational plan and execute the sampling plan.   

2.4.1.  Define the population

We qualify our sample population in terms of geography, industry demographics, use, and awareness. 

2.4.2. Choose collection method

Certain collection methods have advantages over others. The choice of collection method depends upon the research design.

2.4.3. Choose sampling frame

A sampling frame is simply a list of the members of the population from which we select our participants.  We acquire a list of appropriate survey candidates based on the the stated research objectives. 

2.4.4. Select sampling method

The sampling method may be either probability or non-probability, based on our objectives and our available resources.   

2.4.4.1. Probability sampling

Probability samples are randomly selected so that every element of the population has a known, nonzero probability of selection.  This method is more accurate, but also more expensive.  

2.4.4.2. Nonprobability sampling

Nonprobability samples are selected deliberately.  This method is easier and less expensive, but it cannot offer the confidence of a probability sample.  In practice, this is the preferred method for sampling specialized product categories such as the one occupied by the QuicKart. 

2.4.5. Determine sample size

The method for determining sample size depends upon the sampling method chosen.  For probability samples, our choices include stratified, simple random, cluster or systematic.  For nonprobability samples, we determine our sample size using convenience, judgment, quota or snowball methods.  

2.4.6. Develop operational plan

An Operational Plan specifies the procedures necessary to assure that an accurate sample is chosen.  These procedures are more important in probability samples than in nonprobability samples.  

2.4.7. Execute the sampling plan

This step typically generates lists of candidates.  The structure of each list depends upon its associated research method. 

2.5. Collect data

We may use internal resources or employ an outside field service firm to collect data.     

2.6. Analyze data

Data analysis collects the common features and gives meaning to our observations.

2.6.1. Validation and editing

Validation determines whether each submitted response was obtained in the appropriate manner.  After all responses are received, we re-contact 10 to 20 percent of those contacted by each interviewer to validate our data.

Editing checks for interviewer and participant mistakes.    

2.6.2. Coding

Coding refers to the process of grouping an assigning numeric codes to the various responses for each question.  This process has four steps; list responses, consolidate responses, assigning codes and entering codes. 

2.6.3. Data Entry

The level of sophistication for data entry depends upon the research methods chosen.  Regardless of its sophistication, the coded information must be collected in a database for analysis and tabulation. 

2.6.4. Machine Cleaning

Machine cleaning uses a statistical package such as SPSS, SAS or MiniTAB to do a final error check on the data.  When this step is completed, the data is ready for tabulation and statistical analysis. 

2.6.5. Tabulation and analysis

Tabulation puts the responses in columns.  The most basic tabulation is the one-way frequency table.  This table simply lists the number of responses to each answer and summarizes them at the end.  Crosstabulations compare the responses to one question in relation to responses to one or more other questions.

Tabulated data may be further represented graphically in line charts, pie charts or bar charts.

Depending upon the amount of data involved, we may choose to further analyze it using descriptive statistics.  Some possible measures include central tendency, dispersion, means, percentages and statistical tests.

Still more sophisticated methods of analysis are available.  If appropriate, we may analyze our returns using bivariate regression, correlation analysis, multivariate regression, discriminant analysis, cluster analysis, factor analysis, perceptual mapping or conjoint analysis.   

2.7. Summary and presentation of findings

We summarize and present our research findings to Dane Industries.

3. Create the Marketing Plan

The Marketing Plan describes how Dane Industries sells the QuicKart to industrial and manufacturing customers.

We take an integrated approach to marketing communications.  An integrated approach tells the same story across a number of different media channels.  This approach allows the audience to form a solid, consistent impression of Dane Industries, which aids in name recognition and increases customer response.

Integrated marketing communication (IMC) considers all messages and the way each is received.  The dimensions of IMC that have the strongest effect on communication include Message Coordination, Managing Points of Contact and Message Targeting.  The plan that follows incorporates each of these strategic aspects. 

3.1. Analyze the current situation

The situation analysis identifies and appraises the environmental factors that affect the Marketing Program.  In general, the situation analysis considers the market situation, product situation, competitive situation, distribution situation and the macro-environmental situation. 

3.1.1. Market situation

The market situation describes the target markets, changes in those markets and anticipated changes.

3.1.2. Product situation

The product situation includes information on the sales, prices, profit margins and market share of each product.

3.1.3. Competitive situation

The competitive situation includes descriptive information about all major competitors and potential competitors.  This information includes factors such as size, sales, market share, profitability and growth.

3.1.4. Distribution situation

The distribution situation describes each channel of distribution used, especially information that relates to sales and profitability. 

3.1.5. Macro-environmental situation

The macro-environmental situation includes information about broad macro-environmental trends – demographic, economic, technological, political, legal, socio/cultural – that bears on the product's future. 

3.2. Set marketing objectives

Determining marketing objectives is a two-step process.  The first step involves Dane Industries' financial objectives.  Profitability, return on investment and cash flow are the most common elements.

The financial objectives are then converted into marketing objectives.  For example, if Dane Industries wants to earn a profit of $1.5 million and has a profit margin of 10%, the company must earn $15 million in sales revenue.  The number of new sales can then be calculated as the sales revenue divided by the average price of a unit.

Other possible marketing objectives include:

· Establish category leadership

· Increase name recognition

· Enhance customer relationships 

3.3. Determine marketing strategies

Marketing strategy is the process of evaluating the options for achieving marketing goals.  We will determine if we want to pursue a market aggregation strategy, a market segmentation strategy or a niche market strategy. 

3.4. Determine target market segments

Target market segments are the categories that determine the focus of the marketing messages.  Early indications are that our target market is cellular manufacturing industries.  We will verify this assumption.

Our evaluation will focus on such factors as segment size, growth characteristics, long-term profitability, accordance with business objectives and compliments between segments. 

3.4.1. Develop a profile of the target audience for each market segment

Each market segment has its own unique audience.  We will tailor messages to each audience while maintaining a strategic consistency.
3.4.2. Identify opinion leaders for each market segment

We would like to receive the endorsement of key individuals who influence the opinion and behavior of others.  We prefer to identify these individuals by name, but we may also profile them and target them as a group.

3.5. Determine competitive strategies

Regardless of the marketing strategies selected, Dane Industries must differentiate themselves from the competition.  We will consider how product differentiation, product positioning and branding will help you to differentiate yourself. 

3.6. Identify the marketing mix

A company's marketing mix includes product, distribution, price and marketing communication.  Since every element in the marketing mix delivers a marketing message, all of these messages should be integrated and consistent to deliver the maximum impact.  

3.6.1. Product Mix

To plan a successful marketing communication program, we must intimately know what you sell.  Understanding your product involves classification, identification of its lifecycle stage and the development of appropriate design, feature, packaging and branding strategies for your product. 

3.6.2. Distribution Mix

Your distribution channels affect your marketing communication efforts.  We must understand how you sell in order to effectively leverage this most critical point of contact.  Based on initial discussions, we understand that you employ a direct sales force that practices a more consultative form of selling. We can explore alternative points of contact, but a thorough study is beyond the scope of this marketing program. 
3.6.3. Price Mix

Superficially, price is easy to define.  However, for your customers, price is a complex calculation of the historical price, the competitive price, the expected price, the risk involved and the perceived need for your product.  We must communicate price from their perspective keeping all of the elements of the price message consistent.  These elements include packaging, signage, price copy advertising, price concessions and price bundling.  
3.6.4. Marketing Communication Mix

The marketing communication mix identifies the elements involved in communicating the benefits of your product to your target audience.  The details of this step are expanded in step 4 below. 

The marketing communication mix includes direct sales, direct marketing, advertising, sales promotion, public relations, event sponsorship, packaging and cause marketing.

4. Create the Marketing Communication Plan

The marketing communication plan supports the marketing plan.  It details how the marketing communication segment of the marketing plan (section 3.6.4) is implemented.  We analyze the current marketing situation, identify market opportunities and threats, set objectives and develop action plans to achieve objectives.

4.1. Set marketing communication objectives

The statement of marketing communication objectives evolves directly from the marketing objectives and the problems and opportunity analysis.  Marketing communication objectives generally fall into five categories:  1) creating awareness 2) creating understanding 3) creating changes in attitudes and perceptions 4) creating changes in behavior and 5) reinforcing previous decisions and attitudes. 

4.2. Select the target audience

Target audiences are selected from the target markets identified in the marketing plan.  To identify a target audience, we incorporate all of the learning we developed in the marketing research and marketing plan phases. 

4.3. Select the marketing communication mix

The activities used to achieve the marketing communication objectives make up the marketing communication mix.  The marketing communication mix includes direct sales, direct marketing, advertising, sales promotion, public relations, event sponsorship, packaging and cause marketing. 

4.4. Select the message strategy

We must determine exactly what to say to each targeted audience group.  Message strategies depend upon the nature and the extent of the opportunity as well as strengths, weaknesses and threats identified in the situation analysis.   

4.5. Select the message delivery system

The manner in which the message is delivered is critical to the success of the program.  This task requires a disciplined analysis of the communication options along with a rating system that will make it obvious why certain choices were made.  A pie chart shows how the budget is split between the options and a balance sheet shows what the various elements costs.  A flow chart illustrates the scheduling strategy. 

4.6. Determine the communication budget

We can either determine the marketing communication budget in advance or we can use a strategy-based approach to arrive at an appropriate spending level once the major strategic decisions have been made.  Predetermined budgeting is a common approach because of its simplicity.  However, this simplicity is often bought at the expense of stated goals and objectives.  The more sophisticated strategic budgeting approach involves a significantly higher investment of time and resources, but usually results in an allocation that is more aligned with your overall sales goals.

We have four methods available to determine the Marketing Program budget:  competitive parity, percent of sales, objective-task and affordability budgeting.  Of these methods, objective-task budgeting is preferred. 

4.7. Create a payout plan

The payout plan assesses the investment value of the marketing communication.  It projects future revenues generated and costs incurred, usually for a two or three year period.  Its purpose is to show what levels of expenditures need to be made, what level of return might be expected and what time period is necessary before the return will occur. 

4.8. Establish evaluation criteria

We develop standards for effectiveness to allow those involved to understand exactly what the promotion should accomplish.  These standards are specific and measurable. 

5. Create the Media Plan

The media plan is a blueprint that maps out the best ways to send the marketing communication message to the target audience.  Selecting the appropriate media effectively is a complex process.  We identify a combination of media that is suitable for both the marketing communication message and the target audience.  

5.1. Set media objectives

Media objectives are quantifiable statements of what the media plan intends to accomplish.  These objectives will provide guidance and will be realistic, measurable and sufficiently achievable to be practical within the available budget.

Media objectives are stated implicitly in terms of reach, frequency, continuity and cost.  Implicit objectives suggest that these goals are not directly tied to a particular target audience.  Media objectives are also stated explicitly in terms of geographic distribution and target audience.  Explicit objectives indicate a direct connection with the audience. 

5.2. Design the media strategy

The media strategy specifies how the media objectives will be reached.  This detailed document describes the target audience, determines the dispersion (or coverage) requirements, determines the concentration requirements, identifies the inherent qualities required of media and matches the media with the message. 

5.3. Select media

Media selection decisions are divided into two general categories:  Mix decisions and timing decisions.  Our choices are structured according to the budget.

5.3.1. Identify the media mix

We examine our communication options from print, electronic, outdoor, direct response and personal sources.  For each option, we must determine our requirements for customer exposure as well as the relative efficiency of each media.   

5.3.1.1. Number of exposures

Our target audience will retain our message better with an increased number of exposures.  The ideal number of exposures will depend upon the media objectives, the marketing communication program and the ability of the message to connect with the audience. 

5.3.1.2. Relative efficiency

By comparing one media to another, we determine the relative efficiency of our efforts.  We want to maximize the number of sales for every dollar spent.  We base our comparisons on the basis of its cost per thousand exposures (CPM).  This number, when weighted against expected sales returns, determines the relative efficiency of the media. 

5.3.2. The timing of media

The timing of media refers to the actual placement of marketing messages.  Timing includes not only the scheduling of promotions but also their size and positions.  Timing decisions are dictated by the media objectives. 

5.4. Determine the media budget

Spending on a particular media depends on sales potential, objectives and affordability.  We calculate the costs of media based on the choices of our media selection. 

6. Implement the Marketing Communication Plan

We implement each selected option of the marketing communication mix identified in section 4.3.  Each system becomes its own program.  It is unlikely that every element of the mix will be appropriate for our use.  If appropriate, we may implement a Direct Sales Program, a Direct Marketing Program, an Advertising Program, a Sales Promotion Program, a Public Relations Program, an Event Sponsorship Program, and/or a Cause Marketing Program.  

7. Evaluate the Market Development Program

We evaluate the marketing development program according to the criteria established in the marketing communication plan (4.8). 
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