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Marketing Plan

Allstar Brand’s OTC Simulation

[NAME]
January 5, 2020
Executive Summary

The Vice President of Marketing has assigned me to the over-the-counter cold medicine group of the company. Allstar Brand is one of the five companies that are competing in the OTC cold medicine market. My role as a Brand Assistant will be to complete a simulation and make marketing decisions. The outcome of the simulation will provide a marketing plan with recommendations. 
Situation Analysis

Allstar Brands Corporation is one of the leading manufacturers of packaged goods. It has also been a market leader within the cold and allergy market since 1924. More recently, the market has increased with competitors and the executives have become concerned. Based on the performance reports for the year, the brand has lost one full share point in the last year. 

The four other firms that Allstar Brands Corporation is currently competing with are B&B Health Care, Curall Pharmaceuticals, Driscol Corporation and Ethik Incorporated. Within all five of the firms, there are 10 brands that are offered. Those ten brands are Allround, Believe, Besthelp, Coughcure, Defogg, Dropstop, Dryup, Effective, End and Extra. With all the competition, Senior Management believes that skillful marketing will help long term success. The Marketing department will be using Brand Managers, Assistant Brand Managers and Brand Assistants to work as a team to make decisions for the corporation. Decisions can be made as a group, but each member of the team has a different role in decision making and analysis. The Brand Assistant will have major decisions on the price, promotion, advertising and sales force. The Assistant Brand Manager has input of all the same issues but in greater depth. They are also in charge of pricing discount structure and specifics of promotional programs. The Brand Manager is responsible for all aspects of the brand and decisions. 
[The Situation Analysis describes the current state of affairs in terms of the environment of your marketing activities. The Situation Analysis should address your products, sales, competitors, the marketplace for your products, et cetera. You will generally include a SWOT analysis, PESTLE analysis, and other analyses, as appropriate, to frame the current context of your market. You are encouraged to use figures and tables to summarize the presentation of relevant data. Be sure to interpret the information in the figures and tables. Here are some resources that might help you develop your Situation Analysis: 
· English, D. (n.d.). Key elements of a marketing plan situation analysis. Retrieved from http://smallbusiness.chron.com/key-elements-marketing-plan-situation-analysis-65457.html
· Lorette, K. (n.d.). A situational analysis of a strategic marketing plan. Retrieved from http://smallbusiness.chron.com/situational-analysis-strategic-marketing-plan-1474.html
· Schieltz, M. (n.d.). How will a situational analysis help create the SWOT analysis? Retrieved from http://smallbusiness.chron.com/situational-analysis-create-swot-analysis-13204.html]
Marketing Strategy

[In this section of your marketing plan, you should describe the overall marketing strategy for your product. This discussion should include a description of your competitive positioning and other factors relevant to your overall marketing approach. Among the factors you should consider in this section are your overall strategy (for example, cost leadership, differentiation) and other higher-level considerations about how you plan to be successful in the marketplace.]

Marketing Tactics
[Marketing tactics are the specific approaches you will take to implement your marketing strategy. Consider, for example, pricing, channels, communications, and specific things you will do to make your product successful in the marketplace.]

Financial Projections

[This section of your marketing plan will address some financial projections. You should discuss your marketing budget and how you intend to allocate that budget. For your draft marketing plan, you should be able to make some sales projections and discuss the expected financial outcomes of these projections. You will gain more information throughout the first five units of the course to further flesh out your final marketing plan. Presentation of financial data is generally much easier if you use figures and tables to present the data.]

Controls

[No marketing plan is complete without identified controls to determine the effectiveness of the marketing tactics. This section will generally include metrics such as the following:

· Increase sales by 15% by Period 6.

· Increase salesforce by 10% by Period 4.

The general approach to marketing controls is that the controls need to be specific and measurable. As you move from your draft marketing plan to your final marketing plan, you will develop a much better grasp of the controls that are important for measuring the effectiveness of your marketing plan. Remember, your final marketing plan will be developed as you hand off your brand to the new brand management team. As such, you need to be as specific as possible in providing appropriate metrics—that have worked for you—to guide future management of the brand.]

Summary

[The summary should include a 3–4 paragraph summary of the plan that highlights the key point of the plan. While a summary is general backward-looking, you should also include some forward-looking statements that are compelling and supportive of the future success of the product.]

�  Adapted from Kotler, P. T., & Keller, K. L. (2016). Framework for marketing management (6th ed.). Boston, MA: Pearson.
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