MRK200 Winter 2015: Marketing Plan Project Overview
This document outlines your term-long group project.  You will be developing a complete marketing plan for your new offering.  Below, you will find an overview of your situation; your group must decide what type of service you wish to develop.  There are many possible directions you can take; it is your group’s job to choose a good one, and to deliver the strongest plan possible.
Details of the project requirements, marks, due dates, etc., are provided in a separate document.
Research

This project will require you to do substantial research.  As you are already aware, all information from outside sources must be diligently cited using the MLA format.  Any material that is included without citation, even small amounts, will be fully penalized as plagiarism.  If you have any questions, please talk to your instructor.
The word ‘research’ can bring many things to mind, depending on your previous experiences.  If you have been in secondary school recently, you might take ‘research’ to mean ‘library research’: finding sources of information in published articles, books, library databases, on the web, etc.  If you come from a science background, you might take ‘research’ to mean doing surveys, studies or experiments.  Both of these types of research are important in marketing.

There is another form of market research, however, which is more common (and often more important) than either of those mentioned above: something you might call ‘street research’.  To learn what is really going on in the marketplace—who the competitors are, what strategies the competitors are using, what customers want, why a particular product isn’t selling well, etc.—you often can’t rely on libraries and web sites.  It is often more effective to go to the “horse’s mouth”, directly observing the marketplace and talking those involved.  Go to stores and look around! Look in the Yellow Pages (or yellowpages.ca).  Call some companies!  Talk to a sales rep!  Find typical customers, and ask them questions about what they use, and what they need!  Try out some competitor’s products or services! Etc., etc.!
‘Library research’ has important uses, and it will be a key part of your project: finding demographic information, determining market sizes, etc. But you will not find everything that you need in existing articles: competitors, positioning, pricing, promotion, etc. You simply won’t be able to build a good plan without ‘street research’. 
Scenario/Requirements Overview

While attending college, you worked as a barista in a popular coffee shop.  You enjoy coffee, and the whole culture surrounding it, and you are quite knowledgeable.  After graduation, you had the idea to start your own coffee business.  You don’t want to enter the consumer coffee market, however—too crowded and too competitive!  Rather, you believe there may be opportunities for coffee services for businesses (and other organizational customers). 
While you are confident that B2B opportunities exist, you haven’t explored this marketplace yet; an important part of your planning process will be to identify possible services and market segments, to evaluate their potential, and to make a good choice!  You have already identified several possible directions:

· Providing coffee (and possibly other items) for companies with no on-site cafeteria, and/or who want to provide coffee for their employees;

· Providing coffee (and possibly other items) for meetings/conferences/etc.;

· Providing coffee (and possibly other items) for companies’ customers (i.e., so that customers visiting the companies have coffee to drink!);

· Providing coffee service (and possibly other items) for companies that are holding special events.

There are almost certainly other possibilities!  As you will have noted from the ideas above, you need to make some decisions about what you will offer: only coffee, or other items too?  You will, of course, need to make lots of other decisions about your service as well: Whom are you targeting?  How do you want to be positioned?  What types of coffee will you offer, and of what quality?  Etc., etc.

You will need to think carefully about how your company will operate in delivering the service: What staff will be required?  What equipment? Etc.  This information is critical in understanding how much financing you will need, and to project your financial results.  You have some information about cost (see below), but you will need to make other reasonable assumptions based on the choices you make.  You will also need to consider what price you charge to make a reasonable profit.  Choosing the right pricing strategy, which aligns with the type of product and costs, is crucial.
Through relationships you have already developed, you have a good source of coffee beans.  You can purchase beans, already roasted, for $10/pound.  This isn’t specialized, gourmet coffee, but it is definitely of good quality.  If you want higher quality, or specialized coffee (e.g., fair trade), you should estimate an accordingly higher cost.  On the other hand, if you want to go with a cheaper, lower quality coffee, you can project a lower cost.  One pound of coffee can make 240 ounces of brewed coffee, at a good strength.  (You can make more than 240 ounces from a pound, resulting in weaker/cheaper coffee, or vice versa.)

Similarly, if you wish to offer other items (snacks, pastries, etc.), you will need to estimate costs accordingly.  In doing so, you will need to think carefully about the make-buy decision: do you want to make them yourself, or purchase them from another supplier?  Making them yourself may allow you to earn higher margins, but you will need to carefully think about the process/cost/etc. for manufacturing them.

Your operations will be headquartered in Markham, but you will need to make decisions about what areas you will serve.  Markham only?  Toronto?  GTA-wide?  Etc.
You are keeping administrative expenses to a minimum: you can budget $500/month for administration. 

You don’t have a pre-determined budget.  Rather, you must prepare a strong marketing plan, and if your investors are convinced, then they will provide the required funding.  You understand that this new venture might not be profitable immediately.  However, you would like to be profitable by year 3.
You must develop a marketing plan that will allow for a successful launch, as well as being convincing to your investors.  The company’s success—and yours—depends on the quality of your plan!

