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1. Product-Service Identification 
1.1 Introduction & Company Description
Arguably, marketing plans are essential components of the success of any business. New startups require solid market plans and strategies, focusing on a specified target group of customers (Stockstrom & Herstatt, 2008). In essence, efficient marketing plans help companies in coping with the existing competition in their external marketplace. Marketing plans also form the basic foundation on which marketing strategies are developed, and objectives set out clearly explaining how they would be achieved. Most importantly, it is argued that marketing plans help new products gain momentum in the market. This marketing plans details how our company, VIXAGT, intends to bring a new product in the market, a wonder bike with better features for consumers. The company organization manufactures small automobiles and motorbikes. It is headed by the Chief Executive Officer who supervises the functions of three vice presidents –VP production, VP Marketing & VP Human Resource. It is a small but efficient company that has produced outstanding bikes and other small automobiles. The management is coherent and tightly-knit to ensure swift and efficient decision making. 

1.2 Product Description 
VIXAGT is on the verge of introducing a new product line called Wonder Bike BXL. It would be a more efficient and economical bike in the market. Over time, customers making purchases at our facility have made inquiries regarding the possibility of developing a bike with a stylish outlook, durable and sustains significant weights, and gives comfort to the riders. At this point, the organization intends to have the wonder bike released in the market. The metallic body of the bike enhances the bike’s physical outlook.  Additionally, the bike is fitted with an efficient system capable of withstanding heavyweights in contrast to the bikes in circulation currently. 
Even though the product still needs to be tested for efficiency and durability, our company boasts high innovation levels, which has ensured most of the products affiliated with this company in the market for a long period. Thus the testing procedure for the wonder bike would only require little capital investment. As a manufacturer, it is important to note that our company cooperates with another company on a partnership deal; thus, the risks of introducing a new product in the market are shared evenly between the two companies. With the added features of physical outlook, durability, comfort, and value for money, the wonder bike is expected to attract most middle class, customers. 
1.2 Direct & Indirect Competition
The bike production market has a significantly high number of players and product differentiation is an ideal way to capture more market share. For the conventional bike manufacturing, both direct and indirect competition is intense and VIXAGT has upgraded to make a more sophisticated and efficient product that would stand out on the market. A similar version of the Wonder Bike is produced on one of the neighboring countries but they units that come into the US are minimal. It implies that our new product will face minimal direct competition as it regards to the wonder bikes. The marketing department will invest lots of efforts to ensure that the Wonder Bike is well received on the market.  
Situational analysis
This section analyses the external environment associated with the new product. Since the company intends to engage in the production of a new product, it is important to understand that we would require a new equipment storage facility and equally a new separate sector for the production process. Similarly, as a new production, the company would be required to conform to the prevailing legal government regulations by obtaining the necessary clearances and licenses for such a startup. Besides, it is essential to note that the prevailing economic situation, as well as government policies, would present a significant effect on the purchase level of customers. 
SWOT analysis
By outlining the strengths, weaknesses, opportunities, and threats, SWOT analysis plays a significant role in helping business organizations identifying their weaknesses and threats, consequently focusing on the best mode of addressing these challenges to reinforce their strengths (Gurel, 2017). By doing so, business organizations can efficiently identify their most potential target group. The following SWOT analysis best illustrates the Wonder Bike BXL in relation to market conditions. 
Strength: The key strength for this new startup is that the company intends to use the old engine system with slight modifications to its capacity to meet the new customer demands. For this reason, it will not incur excessive costs in having to come up with new engines. As a result, the margins on the new product are expected to be significantly high. 
Weakness: One major undoing of this new project is the reasonable expectation that the modifications may dissatisfy a portion of our customers. Ideally, some consumers may not be attracted to the new shape and design we intend to bring along. However, based on our market research from other countries with similar models, the market enthusiasm to this product has been quite high. 
Opportunity: Our project comes at a time when none of the competitors has offered upgraded or new bikes. Our market survey affirmed that currently there are no new, sophisticated bikes being produced. This presents a unique opportunity to intensify marketing activities so that the market tastes our new and upgraded bike. 
Threats: Recent media reports indicate that one of the overseas rival company having a similar make of the product has finalized plans of setting a production plant in the local market. It means that in the long term, competition of the Wonder Bike BXL could rise considerably. Nonetheless, our unique marketing activities would ensure VIXAGT maintains a grip of the market share for this product. 





2. Marketing strategy
Marketing strategy need to capture the appeal and interest of the consumers to the brand.  VIXAGT’s holistic strategy is about improving the visibility of the new Wonder Bike BXL on the market and stimulate interest to purchase the product. The following are elements of our marketing strategy. 
2.1 Mission
This current project's main mission is to particularly replace the older version of the bike manufactured by the company besides creating an improved bike with efficient performance and comfortability. As a company, we hope that by employing this strategy, we would not lose a significant portion of the market share since we expect no large shifts of customers to our competitors. 
2.2 Objectives
Since this is an improved version of the older bikes, we intend to reach a considerable portion of the current and former customers so they can get a feel of the company’s new innovation. 
2.3 Financial Objectives
As observed initially, we are keen on cutting production costs while maximizing profits for the company. It is projected the use of current engine models in production instead of new ones would cut the production budget by 35%. This would translate to 20% more income margins after factoring all other costs. Within the first year therefore, VIXAGT anticipates to realize $64800 more profits than last year. By the third year, revenue streams associated with the Wonder Bike BXL would rise up to 2.6 times higher than how it is currently trading. 
2.4 Target markets
As a company, even though we do not intend to initiate unhealthy competition, we target markets where bikes with such a model have gained popularity. The marketing team will target employed millennials and middle aged adults who seek comfort, uniqueness and better performance in bikes. As such, we shall level our marketing operations mainly on YouTube and social media sites to gain our brand visibility and engage consumers. 
2.5 Positioning
The company's research review indicates that the new product would be placed among the top 5 models in the country currently. This projection is based on price, convenience and brand uniqueness. The Wonder Bike BXL will be a strong and appealing product that would be loved for better performance and affordability. Therefore, we project a high positioning on the market. 
2.6 Customer Service
Good customer service means a good impression for an organization to its stakeholders (Voorhees et al., 2017).The culture at VIXAGT is conscious about developing interpersonal relationships at all levels. The company will hire and adequately train a customer service team that will be effective in developing good rapport with customers, both online and at our centers. Emphasis will be on warmth, openness and meeting the customer needs in the best way possible. The activities of the team will be reviewed regularly and ways sought to improve operations. 
2.7 The Marketing Programs 
To promote the new product's sales and enhance its popularity, the company has adopted a brilliant idea where the old bike owners would be presented with an opportunity for free rides. The use of “free sample” is an ideal strategy offering a chance for consumers to taste the product and stimulate purchases (Shamout, 2016). For our Wonder Bike product, we believe that the new customers would also want to have a feel for the new ride, which will now cost them. As a company, we intend to establish and popularize the new bike through increased of communication and anticipation. 
Additionally, we shall rely on discounted pricing as another great tool that guarantees more product and service purchases (Lee, and Chen-Yu, 2018). We would place our premium prices 5% lower than the prevailing market prices, and as a form of appreciation and a retention strategy, our old customers would receive up to 10% of the cut in prices. The reduction in prices, as a company, we believe, would be motivation enough for the new and old customers (Schindler & Schindler, 2011). However, we will still engage in high voltage advertisements and promotions on social media platforms to popularize the new product. Finally, as an ideal tactic to reduce storage costs and smoothen distribution, VIXAGT shall hire agents who would be awarded an increment of 5% on the sales to travel to different regions. Out of these strategies, our sales forecast indicates a projection of 0.002% sales per week, with every region having at least a distribution center to facilitate operations. 
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