Creating a Marketing Plan

Well-developed marketing and advertising plans are critical to the successful launch of a new product. To begin this project, students will develop a marketing and advertising plan for a new product by analyzing the teen market, identifying a desirable product or service, devising a marketing plan and strategy, and promoting the product. They will also examine ethical issues related to truth in advertising. The students will create a brochure and flyer with Microsoft Word, a pricing plan with Microsoft Excel, a media press release with Microsoft Outlook, and a persuasive presentation with Microsoft PowerPoint.
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Project 2 Challenge for Students

What factors entice people to purchase a product?

You have just joined a large subsidiary or sub-division of a very large multi-national company. The company has asked your sub-division (a team of students) to help it develop several ideas for new products and services that will be marketed to teens. Your sub-division must identify its own name and logo, analyze the teen market, and determine which new product or service should be launched first. Your sub-division will need to develop a marketing plan and strategy for the launch of its new product or service and ultimately deliver a persuasive presentation about the product/service to the company’s board of directors (the rest of the class). 
Project 2 Task:

For this project assignment, each team (of up to four students) will complete the following tasks:

1. Decide on a sub-division name and create a logo.

2. Analyze the teen market through research, interviews and questionnaires.

3. Identify which new product or service to launch first.

4. Compose a product press release for the product in e-mail format to be delivered electronically.

5. Create an advertising flyer and/or brochure for the product.

6. Establish a pricing plan for the product.

7. Team members will also assume one of the roles and responsibilities listed below as they develop their marketing plan and strategy: 

· Project Manager: Oversees the entire development of the marketing plan and strategy

· Marketing Specialist: Develops components of the advertising campaign

· Chief Financial Officer: Makes financial decisions (such as pricing) for the marketing plan

· Marketing Analyst: Creates methods to measure the market, such as interview questionnaires

8. Develop a persuasive presentation to the company’s board of directors that summarizes the team's marketing plan. Each team should use the Presentation Guidelines and Checklist in Module 3 for their project's presentation as a way to structure their work.

9. Each team's marketing plan and teamwork will be evaluated according to a rubric that will be provided at the start of the project.

Project 2 Details:

In this project, students will explore the world of marketing by examining how companies promote themselves and their products through logos, product advertisements, and other marketing methods. Students working in teams will have the experience of creating a company marketing plan for a product that they have chosen and developed.

This project is composed of three modules, each with an over-arching theme to be examined, and student objectives:

Module 1: 

Competing in the Marketplace

· students create a company name and logo 

· students research the teen market
Module 2: 

Planning Product Marketing

· students examine the 5 P’s of marketing
· students select their team product
· students design packaging for their product
· students identify their product’s positioning and place in the teen market
· students determine the products pricing
· student explore the issue of “Truth in Advertising”
· students create promotional collateral materials for their product
Module 3:

Delivering a Sales Pitch

· students create a persuasive presentation to summarize their previous marketing planning

Student Prerequisites and Skills

Internet

· Web site navigations

Microsoft Word

· Opening a document

Microsoft PowerPoint

· Opening a presentation

Microsoft Excel

· Opening a spreadsheet

Student Skills to be Introduced

· Use Word's Draw tools or another art program to design a company logo

· Create an advertising flyer and a brochure
· Create a pricing spreadsheet

· Create an email press release

· Develop a persuasive slide-show presentation

Classroom Technology Resources

· Internet access and Internet browser software

Instructional Resources

Instructional resources are provided on the resource CD, “Project 2 – Marketing,” for this student project.

Teacher Guide Folder:

· Teacher Lesson Plan (Project 2 – Lesson Plan.doc)
· PowerPoint presentation on the Project Challenge (Project 2 - Challenge.ppt)

· Project 2 Rubric (Project 2 - Rubric.doc)
· PowerPoint presentation for Module 1: (Project 2 - Module 1.ppt)

· PowerPoint presentation for Module 2: (Project 2 - Module 2.ppt)

· PowerPoint presentation for Module 3: (Project 2 - Module 3.ppt)
· Excel worksheet sample for Exercise 2.5: (Project 2 – PricingWorksheetSample.xls)
Student Lessons Folder:

· Student Handout on the Project Task and Challenge (Project 2 Challenge.doc)

· Student Handout for Module 1: Competing in the Marketplace  (Project 2 - Student Lesson - Module 1.doc)

· Student Handout for Module 2: Planning Product Marketing  (Project 2 - Student Lesson - Module 2.doc)

· Student Handout for Module 3: Delivering a Sales Pitch (Project 2 - Student Lesson - Module 3.doc)
· PowerPoint presentation Persuasive Presentation for Module 3 (PersuasivePresentation.ppt)
· Step-by-Step Guides Folder:
Step-by-Step Word XP: Creating a Flyer (Word-Flyer.doc)

Step-by-Step Word XP: Creating a Brochure (Word-Brochure.doc)

Step-by-Step Outlook XP: Creating a Press Release (Outlook-Press Release.doc)
Step-by-Step Excel XP: Pricing Worksheet (Excel-PricingWorksheet.doc)

Step-by-Step PowerPoint XP: Persuasive Presentation (PowerPoint-PersuasivePresentation.doc)

Excel worksheet for Exercise 2.5: (Project 2 – PricingWorksheet.xls)

Other Suggested Web Sites

LogoTypes
http://www.logotypes.ru/default_e.asp
This site provides hundreds of examples of company and product logos.

How Stuff Works: How Marketing Plans Work
http://money.howstuffworks.com/marketing-plan9.htm 
An excellent step-by-step guide to marketing, also includes a helpful glossary of terms.

How to Write a Press Release
http://www.prweb.com/pressreleasetips.php 
Provides specific press release tips and guidelines.

Marketing Basics
http://tenonline.org/art/mm1.html 
Provides easy to understand description of marketing, marketing research and the marketing plan.

United States Small Business Association http://www.sba.gov/starting_business/marketing/basics.html 
Excellent resource on marketing strategies when starting your own business.

QuackWatch: Questionable Advertisements

http://www.quackwatch.org/#ads 
A guide to health fraud, quackery, and intelligent decision-making.
Project 2 Activities

Competing in the Marketplace

In Module 1, students will be introduced to the basic concepts of marketing and product strategies, and how to promote a specific product niche. To accomplish these goals, students (in teams) will first identify their company's sub-division (with a name and logo) and then analyze teen market trends, possible product ideas, and potential competitors.  

Become familiar with the contents of this module by reading through the activities and exploring the exercises before teaching Module 1. On the resources CD, you will find the Student Lesson for Module 1 and a PowerPoint that you can use with your class.

Business 101: Market Research and Competitive Analysis 

All businesses have to establish a corporate identity in order to be set apart from competing companies. That means that they must create a distinctive and catchy company name and logo, among other things. After the company's general goals and identity have been set, then the company must research the market, decide on its core products, and analyze the competition for its targeted consumer-base.  

Market research is often subjective and may begin with educated guesses based on general observations or experiences. Through market research, an advertising or product development group can determine potential customers, the size of the target market, and perceived product value. They can also identify competitors and determine product uniqueness. Market research helps to find out how to satisfy customers and convince them to try out and then keep using the company's products. 

One method of acquiring market research is based on questionnaires given to prospective customers, to determine interest levels for possible new products or services.  Or market research can also identify trends that can affect current and future sales and profits. Marketing strategies must be carefully planned in order to retain customers and keep the company's market presence strong.

Knowing and understanding the competition is also important to a company’s survival.  A company has to learn who the top competitors are and identify their strengths and weaknesses.  It should also be able to identify how its products differ and what makes its product more desirable to its targeted consumer. 

Students should be asked the following introductory questions to stimulate their thought and interest:

· What do teen consumers want these days?

· Since you represent a typical teen, which companies do you most respect or purchase from?

· Is there one 'hot' company product today for, let's say, jeans? How do you think they became the most ‘in-demand’ company and product?

· Do you have any unique product ideas for unmet customer needs?

· What kinds of sales or promotional efforts work and don't work?

· Is there a price point that ‘makes or breaks' a product-buying decision by a consumer?

Company Names and Logos

A company name and/or logo (or logotype), often known as corporate branding, is a critical distinguishing feature or identifying symbol for a company. A logo is usually a combination of text characters (composed of the company's name or initials) and/or graphics that creates a single design used to clearly identify or symbolize a company. Although often taken for granted, a logo makes a company "stand out" and be "noticed". For example, the red-and-white Coca-Cola logo in script text is recognizable even if it is written in Chinese or some other language.
Also, think about the company names Kleenex or Xerox, and how commonplace they have become.

· Do you say? "I need a Kleenex," or "I need a facial tissue."

· Do you say? "I have to go Xerox this paper," or "I have to go photo-copy this paper."

The name Kleenex has become synonymous with facial tissue, and the name Xerox with photo-copying. Or when you see the golden arches, what do you think of? McDonalds, naturally. 

Exercise 1.1: Company Name and Logo Recognition

	In teams, students should make a list of all the products or companies that have instant recognition from a name or logo. They should be prepared to share with the rest of the class.



	

	Provide graphic examples of various company logos for the students to identify. 

	Have the students examine the following questions for the logos:

	Is the logo easily recognizable? (Why or why not?) Are there any general characteristics of logos that you can think of?

	

	Is the logo effective? (Why or why not?)

	


Exercise 1.2: Creating a Company Name 

Within teams, students will brainstorm a list of names for the sub-division of the company that they are working for.  Talk about the common rules of brainstorming with students, to help them know how to conduct their discussion:
1. Collect as many ideas as possible from everyone.

2. All ideas are listed.

3. No discussion until brainstorming is complete.

4. Do not judge or criticize any idea.

5. Build upon ideas.

6. Set a time limit.

After teams have brainstormed a list of potential names for their company’s sub-division, they should vote on one for their team, and announce the name to the class.

	Company sub-division name is:
	


Exercise 1.3: Creating a Company Logo

Students design a logo, first with paper and pencil, and then use Microsoft Word’s Draw tools or any other art/drawing program. Or students may use a scanner to ‘digitize’ their drawing, and then present the logo to the rest of the class. 

The Target Market: Teens

Target markets are specific consumers that have wants and needs in common, and therefore would be looking for the same specific product. The teen market is one of the fastest-growing markets worldwide.  Teens have significant buying power and considerable influence in purchasing decisions made by families.  It is important to understand the teen market, to know their needs and to be able to predict or forecast their consumer behavior. 

Exercise 1.4: Developing, Administering, and Analyzing a Marketing Interest Questionnaire

1. First, teams create an interest questionnaire that includes at least ten questions to help their company’s sub-division analyze the teenage marketing audience and its buying interests.  

You may want to brainstorm with the class some sample questions in order to help get the groups started in developing their questionnaires. Here are some sample questions:

(1) Which role models (such as movie or sports stars), if any, would influence your buying decisions?

(2) What radio stations, TV shows, or magazines do you use?

(3) How can advertising effectively reach the teen market?

(4) What three or four products do you regularly purchase? In other words, what’s ‘in’ or ‘cool’ right now?

(5) Which of the following would influence your buying?

Quantity discounts or cash discounts

sweepstakes, prize or lottery drawings

product promotions

(6) Rate the following categories of teenager’s interests:

	
	Music

	
	Beauty

	
	Fashion

	
	Sports

	
	Clothing

	
	Food/drink

	
	Videos/DVDs

	
	videogames


2. Second, teams deliver the questionnaire to the target audience, by either face-to-face interviews or questioning, or by handing out forms to be completed.

You may want to suggest to the students the most common methods of delivering questionnaires:

1. face-to-face interviews

2. pencil-and-paper completion

3. Internet or e-mail surveys, such as Zoomerang.com or Microsoft FrontPage forms (may not be appropriate for this exercise)

4. Direct mailings (may not be appropriate for this exercise)

3. Third, the responses to the questionnaire will be summarized and analyzed to help each team decide upon the best product (or service) to launch. Each team should write-up a one-page summary report of their conclusions about the teen market that they have derived from the responses.
You should be available to assist the students if they need help in summarizing or concluding the responses that they have attained from the questionnaires. For instance, the summary report should include information about the following:

1. The participants (age, number, gender, etc.)

2. Survey details (how many were answered or completed? Were any questions skipped? etc.)

3. Summary of responses (20 out of 25 respondents…)

4. Analysis of responses (Based on the responses, our team concludes that…)
Planning Product Marketing 
Module 2 introduces students 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. Students will use all of the 5P's to begin marketing their sub-division’s product or service, and provide a consistent and uniform message.

Become familiar with the contents of this module by reading through the activities and exploring the exercises before teaching Module 2. On the resources CD, you will find the Student Lesson for Module 2 and a PowerPoint that you can use with your class.

Effective Marketing Plans: 
The 5 P's

Marketing theory is made up of 5 P's or principles that all businesses need to follow in order to take a competitive stance in the marketplace. Of course, one of the 'unspoken' P's is people. This refers to the knowledge, creativity, and foresight of the members of your team who make up your company's sub-division and provide customer support and service.

1. Product: What does a company have to offer its customers? How do its products (or services) stand out from those of the competitors? You must understand each product from the consumers’ point of view. Know what the customer wants and deliver it to them. Be able to identify each product in one sentence that tells the audience about the type of product and the task it performs.
2. Package or Packaging: How does a company 'package' or present an attractive and identifiable image for its products? 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.

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

4. Price or Pricing: How much does a 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 each product's positioning in the market before setting a fair and reasonable price that will still make a profit.

5. Promotion: How does a 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 a company gets the word out to its consumers, and effectively makes them desire its product.

1. Products/Services

What does a company have to offer its customers? 

· Products are goods such as cars, food items, and clothes. 

· Services include carpet cleaning and automobile repair. 

How do its products (or services) stand out from those of the competitors? A company must understand each product from the consumers’ point of view, know what the customer wants, and deliver it to them. As representatives of a company, students will have to be able to identify each product in one sentence that tells the audience about the type of product, the task it performs, and then be able to describe it in detail. 

The students will decide on two or three promising new products or services for the teen market that their company's sub-division should develop. They should use the conclusions and summary report created for the questionnaire responses in the previous exercise (Exercise 1.3) to help them identify which products/services would be most suited to the teenage market.

Exercise 2.1: Identifying New Products/Services

Each team must identify the 2-3 products or services for the teen market that they believe are the most promising. Have them 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 previous research and 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. They 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

Sentence structure for rationale:  

The (name of the team's sub-division) has chosen (name of product/service) because… (state the complete rationale for the product or service the team has chosen). Have each team be prepared to discuss its choice with the entire class.

	Example:

	Team X has chosen Product A because (describe rationale based on factors listed above)…


2. Packaging

How does a company 'package' or present an attractive and identifiable image for its products? 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. You may want to bring in samples of packaged products or ads for services to show how important packaging is.

Exercise 2.3: Packaging the Product

Each team will be deciding upon the identifying company elements or items that must appear on its product, 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

It is recommended that teams sketch out a mock-up of what the packaging will look like for their product. The packaging should be colorful, attention-getting, motivational, and practical (i.e., protect the product from damage). 

3. Positioning or Place

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

Exercise 2.4: Positioning and Placing the Product

Each team will write one sentence that states the positioning of its product or service, using the following format:

Sentence structure for product or service positioning:

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…


Teams should list the places where their product or service should be made available to the consumer.

4. Price

How much does a 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 each product's positioning in the market before setting 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)

· Wholesale price = the cost of the product to the retail merchant; products are usually bought in large quantities by the retailer, to be resold to customers

· Price/cost for consumers (retail price)

· Retail price = the cost of the product sold directly to the consumer; products are usually bought in small quantities by the customer, and not to be resold

· Retail price can either be the list price (the same as the manufacturer's suggested price in a catalog or price list), or it can be the asking (or selling) price set by the retailer, in order to promote a sale by offering a discount

Exercise 2.5: Product Development Costs and Pricing Worksheet

Using Microsoft Excel, each team must calculate what the pricing should be for their product.  The Step-by-Step Excel: Pricing Worksheet guide provides instruction for using Excel to create the spreadsheet.  A sample worksheet is included here, in table form that 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)

	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 


Each team should also present something about its product's sales goals, and be ready with answers to the following:

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

· How many products do they 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 the company?  ________________

5. Promotion

How does a 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 a company gets the word out to its consumers, and effectively makes them desire its 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. Untruthful forms of advertising usually deliberately exploit the vulnerable (the elderly), low-income groups, or those hoping for medical breakthroughs. For example, "cure-all" miracle products, hormone replacement therapies, weight-loss remedies, or claims of tobacco companies about the few health risks in using their products have proven to be questionable. Students engaged in marketing should 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

To examine the issue of truth-in-advertising, each team member will be required to bring in a copy of a product advertisement (from a newspaper, magazine, a print-out from a web page, flyer, etc.) that should contain statements or claims that may be considered 'truthful' but may actually be questionable. Each student should be able to point out to the others in the class how the advertisement could be misleading, exaggerated, or untrue.

To help focus the discussion back to each team's product, ask the following questions of the groups as they work together to plan the promotion and advertising for their own products:

· If you make objective advertising claims (e.g., "Tests prove that…"), will you be able to support each claim, especially in regards to the safety and performance of your product?
· Can you truthfully represent the experiences, testimonials, or opinions of celebrities or well-known endorsers if your advertising uses them?
· Will you be including a 'disclaimer' statement in your marketing materials?
· In a product demonstration, did you realize that advertisers must show how the product will perform under normal use?
· Will you provide refunds or a money-back guarantee for dissatisfied customers - if so, under what conditions?
Exercise 2.7: Product Promotion

Each team will create the following collateral materials that will be used to promote its 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). The Step-by-Step Guide Word – Creating a Flyer also includes brief instructions 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 – Press Release, for instructions)


Recommended Product Press Release Should Include (in this order):

1. A compelling e-mail Subject 

2. A bold, informative and attractive headline at the top of the Press Release.

3. The press release date - and city/state/country in first paragraph. Also a sentence that begins: "The ______ (name of company) announced today the release of…."
4. Text should be organized into five, short two to three sentence paragraphs, to include any relevant information about your product or service. Summarize what your product does, its benefits, and why your product or service is unique. 

5. Some quotes from industry experts, or endorsements from satisfied customers.

6. Pricing information, where the product may be purchased.

7. A brief description of company and its background or history.

8. Company contact information (these can be fictitious), including email address, phone number and web site address, where photos, media kits, and other additional items may be obtained. 

Delivering a Sales Pitch

Module 3 concludes all of the marketing planning for each team's product. Each team must pull together all of its information, product analysis, and marketing theories, and present an effective and persuasive 'sales pitch' for their product or service. The presentation should be assembled with the content of all of their experiences in the previous exercises and activities. Teams will be competing with each other for the top recognition - a vote by the company's board of directors for the best product to launch at this time.

Become familiar with the contents of this module by reading through the activities and exploring the exercises before teaching Module 3. On the resources CD, you will find the Student Lesson for Module 3 and a PowerPoint that you can use with your class.

Persuasive Presentations of Marketing Plans

Exercise 3.1: Persuasive Presentations

Now that each team has chosen a product, priced it, packaged it, and decided upon some promotional strategies, each team will create a Microsoft PowerPoint presentation for the larger company's Board of Directors (the entire class). Each presentation should be an overview of the entire marketing plan that has been developed.

Teams must promote the choice of their product, over the production of products being promoted by the other teams. Each team must present everything in such a persuasive and positive way that the Board will select its idea. They must be confident, as a result of their presentation, that the targeted teen market will buy the product instead of the competitor's product.

Each presentation should be the work of the entire team, and be a maximum of ten minutes in length, but no less than five minutes. The presentation will be a culmination of all activities and exercises packaged into one presentation.  It is recommended that student teams divide up the responsibility for the slides for each part of the presentation.

The Step-by-Step PowerPoint XP: Persuasive Presentation guide will help students create their presentations if the teams need assistance.

Presentation Guidelines and Checklist

Student teams must include the following in each presentation:

	Team Member Assigned
	Slide(s) 
for Task Completed

(
	Tasks

	
	
	1. Introduction - a creative, attention-getting opening.

	
	
	2. Summary of teen market analysis (research summary including findings, assumptions). Exercise 1.4

	
	
	3. Description of product/service chosen and why. 
Exercise 2.2

a. What is unique about it? - special features, benefits, etc.

b. How does it meet the needs of the teen market?

c. Why would anyone buy it?

	
	
	4. Packaging. Exercise 2.3
a.  How will the product look when packaged for sale?

	
	
	5. Positioning and Place. Exercise 2.4
a. How will the products or services be delivered to the customers?

b. Where should the products be made available for sale?

	
	
	6. Pricing. Exercise 2.5
a. Describe the results of the product development/costs and pricing worksheet.

	
	
	7. Examples of Promotional Materials or Ideas. 
Exercise 2.7

	
	
	a. Print advertising - One-page colorful flyer or brochure (with graphics), or flyer (as web page)

	
	
	b. Direct mail or marketing - Press release to be distributed via email

	
	
	8. Conclusion


Evaluation and Assessment

Evaluate student presentations using the rubric provided in the Teacher Guide folder. 

(The rubric should have been provided to the students at the same time that the challenge was introduced.)

Have students complete the Presentation Guidelines and Checklist. Students can also use the rubric as a self-evaluation tool.

Evaluation will be based on completed assignments, effective use of equipment and materials, cooperative work, and finished product.

Enrichment Activities

To become better acquainted with the actual practices of marketing in the real-world, students should regularly read the "Business" section of a local newspaper or a business-oriented magazine, and seek out current events related to economics and marketing. Students may also be able to conduct a personal visit to a local business or industry and find out how it operates. They should also check in their area for organizations, such as Junior Achievement or Future Business Leaders. Optional: To enhance their presentation, some teams may wish to create a video or other type of multimedia recording, if they have access to media equipment and the appropriate tools. 

Support Strategies

Carefully structure the student teams to include a variety of skill sets.  This project requires a great deal of organization, time-management and creativity.  Each team should use the Presentation Guidelines and Checklist for their project's presentation as a way to structure their work. Each team (of four members) should be configured with a student leader who has efficient organizational and time-management skills, who can keep the team on task to complete all parts on time. Students can be often be paired within their teams to assist each other in the development of marketing plans, or work in their areas of strength (i.e., an artistic student may want to create the packaging for the product).

Standards aligned


Follow the links for detailed explanations of these standards:





� HYPERLINK "http://cnets.iste.org/students/s_stands.html" ��National Educational Technology Standards for Students� �NETS*S �3, 4, 5, 6 





Business Education Standards – Marketing (from �� HYPERLINK "http://www.nbea.org/curriculum/s_market.html" ��National Business Education Association�) �1,2,5,6


� HYPERLINK "http://www.ncte.org/about/over/standards/110846.htm" ��National Council of English Teachers�


5,6,12





� HYPERLINK "http://www.socialstudies.org/standards/" ��National Council for the  Social Studies�
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Project Duration


About 10-15 hours





Project 


2


Teacher Lesson Plan





Project Objectives


In this project, students will:


examine truth-in-advertising.


select a company product to promote.


analyze the teen market.


develop an interest questionnaire and a pricing plan.


create various promotional materials, including a brochure, flyer, a media press release, and a slide show presentation.





Module


1


Teacher Lesson Plan





Module


2


Teacher Lesson Plan





Module 


3


Teacher Lesson Plan











Project 2: Creating a Marketing Plan  





     
Page 19 of 20
Teacher Lesson Plan

