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Introduction
	Tech Bike’s main goals for success and maximizing market shares involve expansion in placement, adjustments in product, strategic market pricing and improved promotions of our brand name. The potential for Tech Bike will yield exponential growth for the $5 million investment.
Marketing Plan
Our marketing plan will include strategies to reach new audiences, open new store locations overseas, and advertise new rebate promotions to keep existing customers and entice new groups to the brand we are selling. The return on $5 million we have been given to invest is reflected in the progress seen in the past four quarters’ financials. Reflection analysis of our choices in purchasing of largest sample size, the number stores we have opened and investments in advertising will show us our next steps in quarter 5 and beyond. The profit we have made will indicate which existing stores to keep open and what to tweak in our advertising ads in order to bring in more customers. The affordability of our bikes, our carbon bike brand production and the amount of staff we have, will be streamlined for upcoming quarters. In the future, we plan to purchase more stores in wide open markets to increase sales and meet company needs. According to the recent data of the bike sales, all four quarters have shown us what our competitors have done and what we can work on. With the following information we can then determine marketing strategies, reflection analysis and a tactical plan.	Comment by Heidi McLaughlin: No comma
Reflection Analysis
The first four quarters of our simulation gave our team a better understanding of what direction our company should be heading. In quarter one, our tasks were to create a brand name, establish individual responsibilities and purchase our market research. We believe Tech Bike was suitable to reach out to a broad spectrum of potential customers. As a team we decided to purchase the largest sample size of 1,000 people costing us $88,000. Our selection gave us the lowest standard of error of 2.85% and unit cost at 88. In quarter 2, we were to choose which market to target, create our bike and establish our target regions.
Our number one target market is the recreational segment. Focusing on large, competitive segments would benefit us in the long run. The Tech Bike Daily is a comfortable bike that appeals to all ages. We chose to open up locations in Portland and New York City due to their large population. In quarter 3, we created the Daily 7. This was a comfortable bike that cost $30,000 to design. One of the biggest decisions this period was to create an advertisement. Our main priorities were to mention the brand name, the durability of the carbon bike and the affordable price point. The advertisement and media placement cost us $29,786.
The price of the Daily cost $911 per unit. We believe this was a reasonable price for a quality bike. We employed 11 total individuals to work at both the Portland and New York City locations. Lastly in quarter 4, we placed the Daily 7 on the market. This bike was similar to the Tech Bike Daily but offered at a special price rebate. We also launched stores in Amsterdam and Nantes. There is opportunity to take control of these large target markets because of the lack of presence from other companies.
Marketing Strategy and Tactical Planning
Our marketing strategy going forward focuses on methodical expansion and adjusting to consumer response to our brands and advertising. After conducting the analysis of the firm’s financial standings, Tech Bike will start investing more aggressively starting in the 5th Quarter with the additional investment money. 
	We have shifted our focus from the Work bike consumers to the Recreation consumer due to increasing consumer demand of our company in that category. Our brands hold the highest demand in Recreation by a large margin. The Tech Bike Daily ranks at 221, nearly 50 more than the closest competitor. We also hold the second most demanded brand with the Daily 7 at 182. We hold a significant portion of the Recreation bicycle market, increasing from 30% of shares in quarter 4 to 38% in quarter 5. However, results from previous quarters show that adjustments still need to be made to our existing products. The Tech Bike Daily has been selling decent with consumers that fall under the Work category despite it being geared for Recreation. The firm has decided that equipping the Daily 7 design with a utility frame will allow it to sell well with consumers using it for work, while we still have the Daily for the recreational consumers. 
	 As we bolster our share of the Reaction market and make strides in improving our appeal in the Work category, Tech Bike will also create a bike geared towards the children’s market. By investing in Research & Development for carbon fiber riser handlebars that improve our bicycles’ utility, comfort, and child-sizing, the firm is hoping that these changes will make our bikes more attractive to consumers in multiple markets. We will continue to focus on Recreation popular markets, specifically Amsterdam and New York. 
	In the past four quarters, no carbon fiber bicycle market has been established in Latin America. Tech Bike is looking to expand and open a store in Rio de Janeiro with a minimum of 4 workers (1 service worker, 1 children’s bike, 1 work bike, and 1 recreational bike). Part of the plan for our expansion will include buying market research for South America and Asia for further expansion in the future.
	Overall, advertising for the carbon fiber market bicycle has been poorly reviewed. Investments to modify our current ads will look to improve our Organic Search Engine marketing. Our Daily design holds an average of second place in internet searches with a decent 11.95%. However, this is much lower than the leading 24.05% CTR by our competitor. Adjusting our ad design in quarter 5 and monitoring consumer response will help determine if additional advertising investments should be made, with strong a consideration in a social networking investment.
	Tech Bike’s 6th Quarter’s plans involve monitoring and improving upon the heavy investments made from the previous quarter. After evaluating the marketing report, Tech Bike is ready to continue adjustments products to better suit the consumer’s needs. Also, the insights from the marketing report will allow the firm to further expand by opening another store in Asia. The opening of the store will be dependent on which city has the least amount of competition. The store will have a minimum of 4 employees (1 service worker, 1 children’s bike, 1 work bike, and 1 recreational bike). Finally, the tactical plans for the 7th and 8th quarter will be to improve the firm’s standing based on the previous quarter’s performance. Our plans are to strategically expand our store locations if the market it untapped as well as make product and pricing adjustments to keep our company competitive in the market.	Comment by Heidi McLaughlin: Clarify what these figures represent.  	Comment by Heidi McLaughlin: See comment above	Comment by Heidi McLaughlin: decently	Comment by Heidi McLaughlin: Recreation?	Comment by Heidi McLaughlin: adjusting	Comment by Heidi McLaughlin: where in Asia?
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