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Executive Summary
Marketing Plans are essential to guide a company through specific marketing activities and offer a better edge on the market. This paper presents a marketing plan for VIXAGT Company Ltd which has unveiled its new product line. It has produced a new Wonder Bike BXL, a high performance, stylish, comfortable and durable bike. It is an outstanding product that will be a first on the market due to its unique features. The plan has adequately described the product’s features, the target market, its SWOT analysis, and competition. The second section has detailed the marketing strategy including the mission/vision, the specific marketing programs, how it will be uniquely positioned, and the supportive customer care services.  The last section has provided detailed financial projections including a two-year forecast of the sales and expenses as well as the break-even analysis. The projections indicate incremental sales revenue and better performance on the market. Finally, the analysis has focused on the specific financial controls such as ratios, budgets and audits to ensure efficient financial performance, including a contingency strategy to cater for adverse events. 
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1. [bookmark: _Toc58698888]Product-Service Identification 
1.1 [bookmark: _Toc58698889]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 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. 
[bookmark: _Toc58698890]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 [bookmark: _Toc58698891]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.  
1.3 [bookmark: _Toc58698892]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. 
1.4 [bookmark: _Toc58698893]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 (Gürel, 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: This new startup's key strength 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 high 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 for 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 companies 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, the competition of the Wonder Bike BXL could rise considerably. Nonetheless, our unique marketing activities would ensure VIXAGT maintains a grip on the market share for this product. 


















2. [bookmark: _Toc58698894]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 [bookmark: _Toc58698895]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 [bookmark: _Toc58698896]Objective
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 [bookmark: _Toc58698897]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 in 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 to 2.6 times higher than how it is currently trading. 


2.4 [bookmark: _Toc58698898]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 [bookmark: _Toc58698899]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 [bookmark: _Toc58698900]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 [bookmark: _Toc58698901]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 consumers a chance 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 they will desire to purchase. As a company, we intend to establish and popularize the new bike through increased 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. 






3. [bookmark: _Toc58698902]Financials
Every marketing plan requires a sound analysis of the financial projections and controls to the project. Financial analysis is an integral part that would inform whether or not the anticipated project will be viable to the organization (Anđelić and Vesic, 2018). In addition, the financial analysis section would inform on the financial health of the project as per the anticipations. For VIXAGT, this section would avail adequate financial data and projections as they relate to the launch of the Wonder Bike BXL. This include, the break-even analysis of the project, as well as the sales forecast and expense forecast in the next three years. These would tell how the company expects the new product to perform in the market. 
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3.1 [bookmark: _Toc58698903]Break-Even Analysis
The Break-Even Analysis outlines the point at which a company sells at a profit. It also explains how factors such as fixed costs, volumes and price levels affect profitability. The follow is a detailed break even analysis of the Wonder Bike BXL sales in the next two years. 
3.1.1 [bookmark: _Toc58698904]Break-Even Analysis for Year 1 
	[bookmark: RANGE!B1:G5]Year 1- Breakeven Analysis for Wonder Bike BXL
	
	



	
	
	
	
	
	

	[bookmark: RANGE!B2]Amounts shown in U.S. dollars
	
	
	
	
	
	
	
	
	
	
	

	Sales
	 
	 
	 
	
	
	
	
	
	
	
	
	

	
	Sales price per unit
	
	
	[bookmark: RANGE!F5]1,229.00 
	
	
	
	
	
	
	
	

	
	Sales volume per period (units)
	
	
	[bookmark: RANGE!F6]486 
	
	
	
	
	
	
	
	

	
	    Total Sales
	
	
	[bookmark: RANGE!G7]597,294.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Variable Costs
	 
	 
	
	
	
	
	
	
	
	
	

	
	Commission per unit
	
	
	[bookmark: RANGE!F10:F14]200.00 
	
	
	
	
	
	
	
	

	
	Direct material per unit
	
	
	150.00 
	
	
	
	
	
	
	
	

	
	Shipping per unit
	
	
	43.00 
	
	
	
	
	
	
	
	

	
	Supplies per unit
	
	
	110.00 
	
	
	
	
	
	
	
	

	
	Other variable costs per unit
	
	
	50.00 
	
	
	
	
	
	
	
	

	
	Variable costs per unit
	
	
	[bookmark: RANGE!F15]553.00 
	
	
	
	
	
	
	
	

	
	    Total Variable Costs
	
	
	
	[bookmark: RANGE!G16]268,758.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Unit contribution margin
	
	
	[bookmark: RANGE!F18]676.00 
	
	
	
	
	
	
	
	

	
	    Gross Margin
	
	
	
	[bookmark: RANGE!G19]328,536.00 
	

	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Fixed Costs Per Period
	 
	 
	
	
	
	
	
	
	
	
	

	
	Administrative costs
	
	
	[bookmark: RANGE!F22:F26]1,200.00 
	
	
	
	
	
	
	
	

	
	Insurance
	
	
	480.00 
	
	
	
	
	
	
	
	

	
	Property tax
	
	
	160.00 
	
	
	
	
	
	
	
	

	
	Rent
	
	
	770.00 
	
	
	
	
	
	
	
	

	
	Other fixed costs
	
	
	990.00 
	
	
	
	
	
	
	
	

	
	    Total Fixed Costs per period
	
	
	
	[bookmark: RANGE!G27]3,600.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	    Net Profit (Loss)
	
	
	
	[bookmark: RANGE!G29]324,936.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Results:
	
	
	
	
	
	
	
	
	
	
	

	Breakeven Point (units):
	
	
	[bookmark: RANGE!F33]5 
	
	
	
	
	
	
	
	

	Sales volume analysis:
	
	
	
	
	
	
	
	
	
	
	

	Sales volume per period (units)
	0 
	49 
	97 
	146 
	194 
	243 
	292 
	340 
	389 
	437 
	486 

	Sales price per unit
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 
	1,229.00 

	Fixed costs per period
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 
	3,600.00 

	Variable costs
	
	0.00 
	26,875.80 
	53,751.60 
	80,627.40 
	107,503.20 
	134,379.00 
	161,254.80 
	188,130.60 
	215,006.40 
	241,882.20 
	268,758.00 

	Total costs
	
	3,600.00 
	30,475.80 
	57,351.60 
	84,227.40 
	111,103.20 
	137,979.00 
	164,854.80 
	191,730.60 
	218,606.40 
	245,482.20 
	272,358.00 

	Total sales
	
	0.00 
	59,729.40 
	119,458.80 
	179,188.20 
	238,917.60 
	298,647.00 
	358,376.40 
	418,105.80 
	477,835.20 
	537,564.60 
	597,294.00 

	Net profit (loss)
	
	(3,600.00)
	29,253.60 
	62,107.20 
	94,960.80 
	127,814.40 
	160,668.00 
	193,521.60 
	226,375.20 
	259,228.80 
	292,082.40 
	324,936.00 





3.1.2 [bookmark: _Toc58698905]Break-Even Analysis for Year 2 
	Year 2- Breakeven Analysis for Wonder Bike BXL
	
	



	
	
	
	
	
	

	Amounts shown in U.S. dollars
	
	
	
	
	
	
	
	
	
	
	

	Sales
	 
	 
	 
	
	
	
	
	
	
	
	
	

	
	Sales price per unit
	
	
	1,366.00 
	
	
	
	
	
	
	
	

	
	Sales volume per period (units)
	
	
	1,347 
	
	
	
	
	
	
	
	

	
	    Total Sales
	
	
	1,840,002.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Variable Costs
	 
	 
	
	
	
	
	
	
	
	
	

	
	Commission per unit
	
	
	230.00 
	
	
	
	
	
	
	
	

	
	Direct material per unit
	
	
	150.00 
	
	
	
	
	
	
	
	

	
	Shipping per unit
	
	
	32.00 
	
	
	
	
	
	
	
	

	
	Supplies per unit
	
	
	145.00 
	
	
	
	
	
	
	
	

	
	Other variable costs per unit
	
	
	16.00 
	
	
	
	
	
	
	
	

	
	Variable costs per unit
	
	
	573.00 
	
	
	
	
	
	
	
	

	
	    Total Variable Costs
	
	
	
	771,831.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Unit contribution margin
	
	
	793.00 
	
	
	
	
	
	
	
	

	
	    Gross Margin
	
	
	
	1,068,171.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Fixed Costs Per Period
	 
	 
	
	
	
	
	
	
	
	
	

	
	Administrative costs
	
	
	1,200.00 
	
	
	
	
	
	
	
	

	
	Insurance
	
	
	450.00 
	
	
	
	
	
	
	
	

	
	Property tax
	
	
	165.00 
	
	
	
	
	
	
	
	

	
	Rent
	
	
	800.00 
	
	
	
	
	
	
	
	

	
	Other fixed costs
	
	
	1,210.00 
	
	
	
	
	
	
	
	

	
	    Total Fixed Costs per period
	
	
	
	3,825.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	    Net Profit (Loss)
	
	
	
	1,064,346.00 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Results:
	
	
	
	
	
	
	
	
	
	
	

	Breakeven Point (units):
	
	
	5 
	
	
	
	
	
	
	
	

	Sales volume analysis:
	
	
	
	
	
	
	
	
	
	
	

	Sales volume per period (units)
	0 
	135 
	269 
	404 
	539 
	674 
	808 
	943 
	1,078 
	1,212 
	1,347 

	Sales price per unit
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 
	1,366.00 

	Fixed costs per period
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 
	3,825.00 

	Variable costs
	
	0.00 
	77,183.10 
	154,366.20 
	231,549.30 
	308,732.40 
	385,915.50 
	463,098.60 
	540,281.70 
	617,464.80 
	694,647.90 
	771,831.00 

	Total costs
	
	3,825.00 
	81,008.10 
	158,191.20 
	235,374.30 
	312,557.40 
	389,740.50 
	466,923.60 
	544,106.70 
	621,289.80 
	698,472.90 
	775,656.00 

	Total sales
	
	0.00 
	184,000.20 
	368,000.40 
	552,000.60 
	736,000.80 
	920,001.00 
	1,104,001.20 
	1,288,001.40 
	1,472,001.60 
	1,656,001.80 
	1,840,002.00 

	Net profit (loss)
	
	(3,825.00)
	102,992.10 
	209,809.20 
	316,626.30 
	423,443.40 
	530,260.50 
	637,077.60 
	743,894.70 
	850,711.80 
	957,528.90 
	1,064,346.00 



From the presentation above, it is clear that the break-even point is 5units for both years one and two. In year 1, a sale of zero units offers a loss of $3600 and in year two the loss would be $3825. In both years, therefore, the company has to reach the break-even point if the sales units are five. It means that sale of four units and below would guarantee a loss, factoring in the other costs such as commissions, shipping, direct materials, insurance and property taxes among others. The following two figures summarize the break even costs analysis in a graphical presentation. 



3.1.3 [bookmark: _Toc58698906]Summary of Break-Even Analysis for Year 1&2



3.2 [bookmark: _Toc58698907]Sales Forecast
3.2.1 [bookmark: _Toc58698908]Sales Forecast for Year 1
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	YEAR ONE
	Jan-21
	Feb-21
	Mar-21
	Apr-21
	May-21
	Jun-21
	Jul-21
	Aug-21
	Sep-21
	Oct-21
	Nov-21
	Dec-21
	 

	 
	UNITS SOLD
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	TOTAL

	 
	Wonder Bike BXL
	9
	17
	26
	24
	31
	21
	24
	39
	49
	66
	86
	94
	486

	 
	TOTAL UNITS SOLD Y1
	9
	17
	26
	24
	31
	21
	24
	39
	49
	66
	86
	94
	486

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	UNIT COST OF GOODS  |  COGS
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	AVG

	 
	Wonder Bike BXL
	$550.00 
	$550.00 
	$550.00 
	$550.00 
	$550.00 
	$550.00 
	$555.00 
	$555.00 
	$555.00 
	$555.00 
	$555.00 
	$560.00 
	$552.92 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	UNIT PRICE
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	AVG

	 
	Wonder Bike BXL
	$1,200.00 
	$1,200.00 
	$1,200.00 
	$1,200.00 
	$1,200.00 
	$1,200.00 
	$1,250.00 
	$1,250.00 
	$1,250.00 
	$1,250.00 
	$1,250.00 
	$1,300.00 
	$1,229.17 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	REVENUE
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	TOTAL

	 
	Wonder Bike BXL
	$10,800 
	$20,400 
	$31,200 
	$28,800 
	$37,200 
	$25,200 
	$30,000 
	$48,750 
	$61,250 
	$82,500 
	$107,500 
	$122,200 
	$605,800 

	 
	TOTAL REVENUE Y1
	$10,800 
	$20,400 
	$31,200 
	$28,800 
	$37,200 
	$25,200 
	$30,000 
	$48,750 
	$61,250 
	$82,500 
	$107,500 
	$122,200 
	$605,800 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	MARGIN PER UNIT
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	AVG

	 
	Wonder Bike BXL
	$650.00 
	$650.00 
	$650.00 
	$650.00 
	$650.00 
	$650.00 
	$695.00 
	$695.00 
	$695.00 
	$695.00 
	$695.00 
	$740.00 
	$676.25 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	GROSS PROFIT
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	TOTAL

	 
	Wonder Bike BXL
	$5,850 
	$11,050 
	$16,900 
	$15,600 
	$20,150 
	$13,650 
	$16,680 
	$27,105 
	$34,055 
	$45,870 
	$59,770 
	$69,560 
	$336,240 

	 
	TOTAL GROSS PROFIT Y1
	$5,850 
	$11,050 
	$16,900 
	$15,600 
	$20,150 
	$13,650 
	$16,680 
	$27,105 
	$34,055 
	$45,870 
	$59,770 
	$69,560 
	$336,240 


3.2.2 [bookmark: _Toc58698909]Sales Forecast for Year 2
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	YEAR TWO
	Jan-22
	Feb-22
	Mar-22
	Apr-22
	May-22
	Jun-22
	Jul-22
	Aug-22
	Sep-22
	Oct-22
	Nov-22
	Dec-22
	 

	UNITS SOLD
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	TOTAL

	Wonder Bike BXL
	101
	105
	104
	108
	111
	118
	117
	110
	114
	119
	120
	120
	1,347

	TOTAL UNITS SOLD Y2
	101
	105
	104
	108
	111
	118
	117
	110
	114
	119
	120
	120
	1,347

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	UNIT COST OF GOODS  |  COGS
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	AVG

	Wonder Bike BXL
	$560.00 
	$560.00 
	$560.00 
	$560.00 
	$580.00 
	$580.00 
	$580.00 
	$580.00 
	$580.00 
	$580.00 
	$580.00 
	$580.00 
	$573.33 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	UNIT PRICE
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	AVG

	Wonder Bike BXL
	$1,300.00 
	$1,300.00 
	$1,300.00 
	$1,300.00 
	$1,400.00 
	$1,400.00 
	$1,400.00 
	$1,400.00 
	$1,400.00 
	$1,400.00 
	$1,400.00 
	$1,400.00 
	$1,366.67 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	REVENUE
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	TOTAL

	Wonder Bike BXL
	$131,300 
	$136,500 
	$135,200 
	$140,400 
	$155,400 
	$165,200 
	$163,800 
	$154,000 
	$159,600 
	$166,600 
	$168,000 
	$168,000 
	$1,844,000 

	TOTAL REVENUE Y2
	$131,300 
	$136,500 
	$135,200 
	$140,400 
	$155,400 
	$165,200 
	$163,800 
	$154,000 
	$159,600 
	$166,600 
	$168,000 
	$168,000 
	$1,844,000 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	MARGIN PER UNIT
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	AVG

	Wonder Bike BXL
	$740.00 
	$740.00 
	$740.00 
	$740.00 
	$820.00 
	$820.00 
	$820.00 
	$820.00 
	$820.00 
	$820.00 
	$820.00 
	$820.00 
	$793.33 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	GROSS PROFIT
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	TOTAL

	Wonder Bike BXL
	$74,740 
	$77,700 
	$76,960 
	$79,920 
	$91,020 
	$96,760 
	$95,940 
	$90,200 
	$93,480 
	$97,580 
	$98,400 
	$98,400 
	$1,071,100 

	TOTAL GROSS PROFIT Y2
	$74,740 
	$77,700 
	$76,960 
	$79,920 
	$91,020 
	$96,760 
	$95,940 
	$90,200 
	$93,480 
	$97,580 
	$98,400 
	$98,400 
	$1,071,100 



Concerning the projection on the sales, there is a fairly upward trend in the performance of sales for both years. In year I, the growth is rather slow but steady. For instance, in the first month, only 9 units are sold on the market but by the end of the year, the sales volume would have reached 94 units. Cumulative sales for the first year stands at 486 units providing a revenue base of $605,800. In the second year, the sales are more aggressive and it points to familiarity of the brand. At the end of year 2, a total of 1347 Units would have been sold registering a cumulative revenue of $1,844,000. However, it does not mean that the sales curve is perfectly slopes but some would record lower sales than others. Overall, it is anticipated that there would be a general rise of both the sales units and the associated revenue. 







3.3 [bookmark: _Toc58698910]Expense Forecast
The following outlines the monthly expenses that VIXAGT anticipates to incur in the course of the production of the Wonder Bike product. A 24-month projection of expenses is summarized in the table below;  
	Year
	Operating Exp
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	July
	Aug
	Sept
	Oct
	Nov
	Dec
	Year

	
	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	 

	Year2
	
	$31,175 
	$30,675 
	$31,175 
	$31,175 
	$32,075 
	$34,375 
	$34,175 
	$34,150 
	$34,775 
	$34,675 
	$35,575 
	$35,575 
	$399,575 

	
	[bookmark: _Toc58698682]Salaries & Wages
	[bookmark: _Toc58698683]10000
	[bookmark: _Toc58698684]10000
	[bookmark: _Toc58698685]10000
	[bookmark: _Toc58698686]10000
	[bookmark: _Toc58698687]10000
	[bookmark: _Toc58698688]13000
	[bookmark: _Toc58698689]12000
	[bookmark: _Toc58698690]12000
	[bookmark: _Toc58698691]12000
	[bookmark: _Toc58698692]12000
	[bookmark: _Toc58698693]12000
	[bookmark: _Toc58698694]12000
	[bookmark: _Toc58698695]$135,000 

	
	[bookmark: _Toc58698696]Raw Materials 
	[bookmark: _Toc58698697]3000
	[bookmark: _Toc58698698]2500
	[bookmark: _Toc58698699]3000
	[bookmark: _Toc58698700]2500
	[bookmark: _Toc58698701]3000
	[bookmark: _Toc58698702]2500
	[bookmark: _Toc58698703]3300
	[bookmark: _Toc58698704]2800
	[bookmark: _Toc58698705]3300
	[bookmark: _Toc58698706]2800
	[bookmark: _Toc58698707]3300
	[bookmark: _Toc58698708]2800
	[bookmark: _Toc58698709]$34,800 

	
	[bookmark: _Toc58698710]Rent
	[bookmark: _Toc58698711]4575
	[bookmark: _Toc58698712]4575
	[bookmark: _Toc58698713]4575
	[bookmark: _Toc58698714]4575
	[bookmark: _Toc58698715]4575
	[bookmark: _Toc58698716]4575
	[bookmark: _Toc58698717]4575
	[bookmark: _Toc58698718]4575
	[bookmark: _Toc58698719]4575
	[bookmark: _Toc58698720]4575
	[bookmark: _Toc58698721]4575
	[bookmark: _Toc58698722]4575
	[bookmark: _Toc58698723]$54,900 

	
	[bookmark: _Toc58698724]Advertising
	[bookmark: _Toc58698725]9600
	[bookmark: _Toc58698726]9600
	[bookmark: _Toc58698727]9600
	[bookmark: _Toc58698728]9600
	[bookmark: _Toc58698729]9600
	[bookmark: _Toc58698730]9600
	[bookmark: _Toc58698731]9600
	[bookmark: _Toc58698732]9600
	[bookmark: _Toc58698733]9600
	[bookmark: _Toc58698734]9600
	[bookmark: _Toc58698735]9600
	[bookmark: _Toc58698736]9600
	[bookmark: _Toc58698737]$115,200 

	
	[bookmark: _Toc58698738]Insurance
	[bookmark: _Toc58698739]2500
	[bookmark: _Toc58698740]2500
	[bookmark: _Toc58698741]2500
	[bookmark: _Toc58698742]2500
	[bookmark: _Toc58698743]2500
	[bookmark: _Toc58698744]2500
	[bookmark: _Toc58698745]2500
	[bookmark: _Toc58698746]2500
	[bookmark: _Toc58698747]2500
	[bookmark: _Toc58698748]2500
	[bookmark: _Toc58698749]2500
	[bookmark: _Toc58698750]2500
	[bookmark: _Toc58698751]$30,000 

	
	[bookmark: _Toc58698752]Other
	[bookmark: _Toc58698753]1500
	[bookmark: _Toc58698754]1500
	[bookmark: _Toc58698755]1500
	[bookmark: _Toc58698756]2000
	[bookmark: _Toc58698757]2400
	[bookmark: _Toc58698758]2200
	[bookmark: _Toc58698759]2200
	[bookmark: _Toc58698760]2675
	[bookmark: _Toc58698761]2800
	[bookmark: _Toc58698762]3200
	[bookmark: _Toc58698763]3600
	[bookmark: _Toc58698764]4100
	[bookmark: _Toc58698765]$29,675 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Year1
	
	$29,700 
	$29,700 
	$29,700 
	$30,200 
	$25,800 
	$28,100 
	$25,100 
	$25,575 
	$25,700 
	$26,100 
	$27,000 
	$27,500 
	$330,175 

	
	[bookmark: _Toc58698766]Salaries & Wages
	[bookmark: _Toc58698767]7500
	[bookmark: _Toc58698768]7500
	[bookmark: _Toc58698769]7500
	[bookmark: _Toc58698770]7500
	[bookmark: _Toc58698771]7500
	[bookmark: _Toc58698772]10000
	[bookmark: _Toc58698773]7500
	[bookmark: _Toc58698774]7500
	[bookmark: _Toc58698775]7500
	[bookmark: _Toc58698776]7500
	[bookmark: _Toc58698777]7500
	[bookmark: _Toc58698778]7500
	[bookmark: _Toc58698779]$92,500 

	
	[bookmark: _Toc58698780]Raw Materials 
	[bookmark: _Toc58698781]2000
	[bookmark: _Toc58698782]2000
	[bookmark: _Toc58698783]2000
	[bookmark: _Toc58698784]2000
	[bookmark: _Toc58698785]2000
	[bookmark: _Toc58698786]2000
	[bookmark: _Toc58698787]2000
	[bookmark: _Toc58698788]2000
	[bookmark: _Toc58698789]2000
	[bookmark: _Toc58698790]2000
	[bookmark: _Toc58698791]2500
	[bookmark: _Toc58698792]2500
	[bookmark: _Toc58698793]$25,000 

	
	[bookmark: _Toc58698794]Rent
	[bookmark: _Toc58698795]8000
	[bookmark: _Toc58698796]8000
	[bookmark: _Toc58698797]8000
	[bookmark: _Toc58698798]8000
	[bookmark: _Toc58698799]2700
	[bookmark: _Toc58698800]2700
	[bookmark: _Toc58698801]2700
	[bookmark: _Toc58698802]2700
	[bookmark: _Toc58698803]2700
	[bookmark: _Toc58698804]2700
	[bookmark: _Toc58698805]2700
	[bookmark: _Toc58698806]2700
	[bookmark: _Toc58698807]$53,600 

	
	[bookmark: _Toc58698808]Advertising
	[bookmark: _Toc58698809]8200
	[bookmark: _Toc58698810]8200
	[bookmark: _Toc58698811]8200
	[bookmark: _Toc58698812]8200
	[bookmark: _Toc58698813]8200
	[bookmark: _Toc58698814]8200
	[bookmark: _Toc58698815]8200
	[bookmark: _Toc58698816]8200
	[bookmark: _Toc58698817]8200
	[bookmark: _Toc58698818]8200
	[bookmark: _Toc58698819]8200
	[bookmark: _Toc58698820]8200
	[bookmark: _Toc58698821]$98,400 

	
	[bookmark: _Toc58698822]Insurance
	[bookmark: _Toc58698823]2500
	[bookmark: _Toc58698824]2500
	[bookmark: _Toc58698825]2500
	[bookmark: _Toc58698826]2500
	[bookmark: _Toc58698827]3000
	[bookmark: _Toc58698828]3000
	[bookmark: _Toc58698829]2500
	[bookmark: _Toc58698830]2500
	[bookmark: _Toc58698831]2500
	[bookmark: _Toc58698832]2500
	[bookmark: _Toc58698833]2500
	[bookmark: _Toc58698834]2500
	[bookmark: _Toc58698835]$31,000 

	
	[bookmark: _Toc58698836]Other
	[bookmark: _Toc58698837]1500
	[bookmark: _Toc58698838]1500
	[bookmark: _Toc58698839]1500
	[bookmark: _Toc58698840]2000
	[bookmark: _Toc58698841]2400
	[bookmark: _Toc58698842]2200
	[bookmark: _Toc58698843]2200
	[bookmark: _Toc58698844]2675
	[bookmark: _Toc58698845]2800
	[bookmark: _Toc58698846]3200
	[bookmark: _Toc58698847]3600
	[bookmark: _Toc58698848]4100
	[bookmark: _Toc58698849]$29,675 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL EXPENDITURES
	$60,875 
	$60,375 
	$60,875 
	$61,375 
	$57,875 
	$62,475 
	$59,275 
	$59,725 
	$60,475 
	$60,775 
	$62,575 
	$63,075 
	$729,750 
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4. [bookmark: _Toc58698911]Controls 
Financial controls are techniques and approaches through which a company monitors, and controls the allocation and usage of finance in its operations (Ibrahim and Mustapha, 2019). It is about how managing efficiency and optimal usage of the funds. In the case of VIXAGT, prudent decisions will be undertaken to ensure that the funds are optimally used to support the development of its new product line which is the Wonder Bike BXL. This section outlines the implementation and contingency planning as it involves the use of money in the company. 
4.1 [bookmark: _Toc58698912]Implementation
At VIXAGT, three main tools will be used to manage the finances throughout the organization. These incudes;
4.1.1 [bookmark: _Toc58698913]Ratio Analysis
The use of diverse financial ratio offer a simple but reliable guide to determine the effectiveness of the use of funds in relation to profitability. The management will periodically generate ratios to help map proper ways of using funds to generate profits. For instance, profitability ratios such as Profit margin (ratio of profit to sales) will be determined and ways sought to increase the margins such as through reducing the operational costs. On the other hand, debt ratios will determined the extent to which the assets are funded by debts. Activity ratios will inform how activities such as sales are efficient to generate profits. Then, corrective action will be taken to ensure better financial performance and keep the profitability high. 


4.1.2 [bookmark: _Toc58698914]Budgeting & Variance Analysis
Additionally, the Management will rely more on budgeting where the budgeting process will indicate the financial needs and how to meet them. As a powerful instrument to ensure financial control, the budget will help allocate resources in a most optimal way. In addition, regular variance analyses will be undertaken to identify if deviations exist in the actual performance, versus the expected performance. For example, variance in sales revenue art a specific time, such as June 2021, would tell that sales fell short of the expected sales revenue estimates. Therefore, more resources and efforts may be channeled to reduce the gap between the actual and planned sales revenue. 
4.1.3 [bookmark: _Toc58698915]Financial Audits
Finally, the management will conduct regular audit of the finances to identity areas of wastefulness, inefficiencies or shortfalls. For instance, if a debt was borrowed to finance a certain area of production, a comprehensive audit will reveal whether such funds were effectively used. The audits may be conducted by internal personnel or by the help of independent auditors. Importantly, the use of audits will ensure more transparency and better use of financial resources to accomplish the set goals. 
4.2 [bookmark: _Toc58698916]Contingency Planning
Having a contingency plan is crucial in marketing as it prevents business failure and disruptions in the marketing activities (Fernandes and Saldanha-da-Gama, 2008). The company will ensure prudent planning to get ahead of any eventualities such as an unanticipated shortage of raw materials or non-timely delivery by suppliers. One way to ensure contingency is having a good credit rating with bankers so that when unforeseen event happens and the company needs financial injection, it would be relatively easy to get loan facilities. The company will also keep several partners to ensure operations are not disrupted. For instance, when one supplier fails to submit crucial parts, another supplier will be sought immediately. Additionally, in the marketing functions, the company will be dynamic to look for options to ensure continuity. For instance, when one distributor/sales agent fails to perform/becomes bankrupt, other partners can be relied upon to get the products to the market. The company therefore, will develop a comprehensive contingency plan that will cover areas of production, finance and sales to cushion itself against unexpected events. This plan will be reviewed regularly to ensure it is up to date. 
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Y1- Breakeven Analysis Chart
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