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Marketing Plan Part 1 &2











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. My company intends to bring a new product in the market, a wonder bike. 
My organization manufactures small automobiles and motorbikes, and it intends to introduce an arguably efficient and economical wonder 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. 
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. By doing so, business organizations can efficiently identify their most potential target group. This new startup's strength is that the organization intends to use the old engine system with slight modifications to its capacity to meet the new customer demands. For this reason, there would be no extra costs for the trial and tests. 
It is believed that the modifications we intend to initiate may dissatisfy a portion of our customers. Observably, this remains to be the most significant weakness. Some customers may not be attracted to the new shape and design we intend to bring along. However, according to market research from other countries with similar models, we believe there would be better opportunities for new products. It has been received with a lot of enthusiasm in other countries. Although we are focused on bringing in a new product in the market, as a company, this product presents us with an imminent challenge, especially on the old stock of motorbikes. With the improved performance, comfortability, and new physical outlook, we project dwindling sales of the older bikes over the next few years. 
Part II
Marketing strategy
As a company, we have put in place the best strategy that is particularly focused on ensuring sustainable monetary realization. In essence, we have used the old engine system with slight adjustments to meet the current customer demands, significantly reducing the costs involved. Also, we have also given an offer of exchange to our customers with the older designs, as this would create a better strategy to access raw material for continued production. Admittedly, this strategy is both beneficial to the company and presents a low-risk idea to the company. 
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. 


Objectives: Since this is an improved version of the older bikes, we intend to reach a considerable portion of the old customers so they can get a feel of the company’s new innovation. 
Financial objectives: As observed initially, we are keen on cutting production costs while maximizing profits for the company. For this reason, we intend to use the older engine system of the old bikes to produce new ones for the wonder bikes. It is believed that this would help the company regulate production costs and expenses. 
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. However, we shall try to retain control of our current customer base. We shall also put reenergized effort at our advertising to target bike users on social media particularly. 
Positioning: The company's research review indicates that the new product would be placed among the top 5 models in the country currently. For this reason, we project a high positioning. 
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. It is believed that this strategy would present the riders with the opportunity to experience the feel, consequently reducing the burden of advertisements (Egan, 2008). 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. Above all, 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. 
It is essential to understand that producing new bikes using the old engine systems only requires 20% of the production's general cost. For this reason, even with a reduction in prices, we still stand to gain a significant amount of profits. 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. Similarly, to reduce storage costs and as a form of distribution strategy, the company shall hire agents who would be awarded an increment of 5% on the sales to travel to different regions.
Sales forecast -We project 0.002% sales per week, with every region having at least a distribution center. However, we expect optimum returns from this new product. 
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