Project 2 Activities

Planning Product Marketing 
Module 2 introduces you to basic Marketing Theory, the 5P’s or principles (product, package, place, price, and promotion). Marketing is usually defined as the planning and executing of ways to price, promote, and distribute one's goods, services, or ideas to the largest audience of customers. An effective marketing plan must address all of these 5 P's. Your team will use all of the 5P's to begin marketing their sub-division’s product or service, and provide a consistent and uniform message.

Effective Marketing Plans: 
The 5 P's

Marketing theory is made up of 5 P's or principles that all businesses or companies need to follow in order to be competitive in the marketplace. 

1. Product: What does your company have to offer its customers? How does your product (or service) stand out from those of your competitors? 
2. Package or Packaging: How does your company 'package' or present an attractive and identifiable image for your product? 

3. Place: (also known as Positioning) Where does your product or service fit into the marketplace? How is your product or service distributed to the consumer?  What are the channels through which you want your product made available, e.g., nationally or internationally, on-line or in local stores, etc.? 

4. Price or Pricing: How much does your company charge for its products or services?  How can the product be creatively offered so that price comparisons with other companies' products won't be easy to do? 

5. Promotion: How will your company remind, persuade, and inform consumers about its products?

1. Products/Services

Products are goods such as cars, food items, and clothes. Services are like carpet cleaning and automobile repair. What does your company have to offer its customers? How does your product stand out from those of your competitors? You must understand your product from your consumers’ point of view, in terms of its features and benefits. Know what the targeted customer wants and deliver it to them. 

Be able to identify your product in one sentence that tells the audience about the type of product and the task it performs. Then be able to describe it in detail. 

Exercise 2.1: Identifying New Products/Services

Your team must identify the 2-3 products or services for the teen market that you believe are the most promising. List the pros (or benefits) and cons for each product or service.

	Products/Services
	Pros or Benefits
	Cons

	1.
	
	

	2.
	
	

	3.
	
	


Exercise 2.2: Choosing a Product or Service

Based on your previous research and your analysis of the pros and cons for each product or service, students in their teams must choose the one product or service that they feel would be most successful in the marketplace. You must state the rationale for choosing this product or service and include some of the following factors, depending upon their applicability:

· Benefits - refers to how it will help or aid the consumer, or be a better product than the competitor's product

· Seasonality - whether it would sell only at a certain time of year, such as an air conditioner

· Life cycle or stages - whether it will last a long time in its original condition, or whether it needs to be upgraded or improved with new features to compete against similar products; whether the product will become obsolete quickly or not

· Reliability - refers to the warranty offered with the product, whether it will continue to function properly or possibly fail, or need repair and servicing

· Safety - whether the product is safe for users, or requires special instructions for safe use to prevent injury or harm

· Appearance - whether the product is visually appealing, colorful, intriguing, etc.

· Technology level - refers to the level of technological knowledge or expertise required to use the product

Write your rationale for choosing this product or service using the format below. Be prepared to discuss your choice with the entire class: 

The (name of your sub-division) has chosen (name of product/service) because… (state the complete rationale for the product or service you have chosen).

	Example:

	Team X has chosen Product A because (describe rationale)…

	

	


2. Packaging

How does your company 'package' or present an attractive and identifiable image for your product? These include, as we've already learned, a name and logo. Packaging and its design help set the product apart from all other similar products on the store shelf. They also include basic marketing materials or information necessary for use, such as a list of testimonials, customer statements, or quotes from users, statements about how the product is better than anything else on the market, etc.

Exercise 2.3: Packaging the Product

Your team will be deciding upon the identifying company elements or items that must appear on the product or service, such as:

· brand and/or product name

· logo

· directions for use

· other promotional labeling or information, such as a celebrity endorsement, quotes from users, statements such as "NEW," "IMPROVED," promotions to "Buy 2 and get one free", or a coupon to cut out

Create a mock-up of what the packaging will look like for your product. The packaging should be colorful, attention-getting, motivational, and practical (i.e., protect the product from damage). 

3. Positioning or Place

Where does your product or service fit into the marketplace? How is your product or service distributed to the consumer?  What are the channels through which your product is made available, e.g., nationally or internationally, on-line or in local stores, etc.? The places where your product is available and how it is sold say a lot about the status and quality of your product. Your product’s image must match the place where it is made available. Your company must define its place in the market, before the competition does it for you.

Exercise 2.4: Positioning and Placing the Product

Write one sentence that states the positioning of your product or service, using the following format:

The (product or service) by (company name) (describe how the product or service will benefit the customer over and above other products).  

	Example: 
Product or Service A by Company X is better because…

	


List the places your product or service should be made available to the consumer.

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


4. Price

How much does your company charge for its products or services?  How can the product be creatively offered so that price comparisons with other companies' products won't be easy to do? Justify the product's pricing, in terms of the product's features. The pricing mustn't be too high (or it will scare away potential customers) nor too low (customers may feel something is wrong with a cheaply-priced product). It is important to understand your products' positioning in the market before you set a fair and reasonable price that will still make a profit. 

Product pricing usually includes three kinds of calculations:

· Price/cost for producer (total expense of production)

· Price/cost for retailers (wholesale price)

· Price/cost for consumers (retail price)

Exercise 2.5: Product Development Costs and Pricing Worksheet

Using Microsoft Excel, your team must calculate what the pricing should be for its product.  A sample worksheet is included here, in table form, which shows the kinds of elements that should be included in basic pricing estimates. 

Note: The sample pricing estimates below are based upon a product ultimately being sold to the consumer for $2.28.

	Production/Development Costs and 
Pricing Worksheet
for One Item (or Unit)

	Costs and Expense Items for One Unit
	Estimated Amount
(Sample amounts given below)
	Estimated Amount
(Place your teams estimates below)

	Cost of Marketing Research/ 
	$0.20
	

	Basic Cost of Product itself/Product 
	$0.60
	

	Cost of Product Packaging
(including printing, materials, etc.)
	$0.10
	

	Cost of Distribution/Place or Positioning
	$0.25
	

	Cost of Advertising/Promotion
(include sales promotion and publicity, could include expense of celebrity endorsements)
	$0.40
	

	
	
	

	A. Total Expense of Production
(calculate by adding all costs above)
	$1.55
	

	B. Profit Percentage to Product Manufacturer
Each team must decide what percentage of profit they want for each product.
	(13%)


	

	C. Profit to Product Manufacturer
(calculate by multiplying A by  ___ % -
called "company profit margin")
	$0.20
	

	D. Total Cost to Retailers 
(Wholesale Price)
(calculate by adding A and B)
This is the wholesale price of the product as it is sold to distributors/retailers. 
	$1.75
	

	E. Profit Percentage to Retailers

Each team must decide, hypothetically, what a normal retailer 'marks-up' their products in order to make a profit.
	(30%)


	

	F. Profit to Retailers
(calculate by multiplying C by ___ % - 
called "product markup")
	$0.53
	

	G. Total Cost to Consumers 
(Retail Price)
(calculate by adding C and D) 
	$2.28 
	


The step-by-step guide, Excel – Pricing Worksheet, provides instructions on how to set up your spreadsheet and create formulas for calculations. 

Your team will also present something about its product's sales goals. Be ready with answers to the following:

· How many potential customers are expected to be interested in this product? ________________

· How many products do you plan on selling in the first six months, or in the first year?  ______________

· How much actual profit (income minus expenses; multiply B by the number of products sold) does that mean for your company?  _________________


5. Promotion

How will your company remind, persuade, and inform consumers about its products?  Promotions usually are linked to price, such as "Save 15% if you buy before…" Promotional efforts must be credible and truthful - if not, consumers will turn away. Promotion includes advertising, public relations, special events, and the efforts of the sales force, and the way your company gets the word out to its consumers, and effectively makes them desire your product.
Truth-in-Advertising

One of the concerns that consumers often voice is how truthful (or not) companies are about their products. Fraudulent, misleading and deceptive commercial practices, especially with the rise of Internet advertising, have grown substantially. Be aware of the following cautionary advice about bogus, misleading, and dishonest ad-marketing:

· Beware of products or treatments that are advertised as a quick and effective cure-all for a wide range of ailments

· Be cautious of testimonials claiming amazing results ("New wonder solution - guaranteed results")

· Advertisements should not suggest that any product is safe or effective merely because it is "natural"

· Watch out for advertisers who use phrases such as "scientific break through," "miraculous cure," "exclusive product" and "secret ingredient"
Exercise 2.6: Truth in Advertising - Examine Real Ads

Each team member must bring in a copy of a product advertisement (from a newspaper, magazine, a print-out from a web page, flyer, etc.) that contains statements or claims that may be considered 'truthful' but may actually be questionable. Be prepared to point out to the others in the class how the advertisement could be misleading, exaggerated, or untrue.

	

	

	

	


Exercise 2.7: Product Promotion

Your team will create the following collateral materials that will be used to promote your product. There are Step-by-Step Guides for each of the promotional materials:

	Promotional Area
	Format

	Print advertising
	One-page colorful flyer or brochure with graphics (created with Microsoft Word, see Step-by-Step Guides, Word – Creating a Flyer, or Word – Creating a Brochure, for instructions). Instructions are also provided on how to convert the flyer to a web page.

	Direct mail or marketing
	Product Press release (to be distributed via email using Microsoft Outlook, see Step-by-Step Guide, Outlook – Creating a Press Release, for instructions)
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