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INSTALLMENT 2:

How will you get to your goal?
Grade value: 30%

DEADLINE: AS INDICATED IN COURSE OUTLINE AND AGENDA

(( ABSOLUTELY NO LATE SUBMISSIONS WILL BE ACCEPTED ((
READ THESE INSTRUCTIONS CAREFULLY

This is the second of three installments that will lead to the creation of your complete marketing plan:

	Marketing Plan (in 3 installments) 






 
	70%

	Installment 1: Self-Assessment & Situation Analysis Strengths
	20%

	Installment 2: Marketing Strategy: Target Strategy & Marketing Mix
	30%

	Installment 3: Execution & Cover Letter & Resume 
	20%


OBJECTIVES

This installment is designed to achieve two broad objectives. First, it is intended to give you the opportunity to put into practice the various concepts covered in the course, notably the notions of targeting and segmentation and the idea of designing a marketing mix to satisfy the needs of your targeted customers. Secondly, this installment will give you the chance to spell out, in a systematic and disciplined manner, the strategies that you intend to follow to achieve the objectives you established in Installment 1. In Installment 3, you will be asked how you intend to implement these strategies by setting out the tactics that will enable you, hopefully, to reach your objectives.

Plagiarism and Help with Referencing and Citations

Plagiarism is the most frequent violation of the University’s Academic Code of Conduct. Please read the material at these links thoroughly and make sure to follow proper referencing and citation guidelines. Failure to do so may result in plagiarism charges brought against you.

· http://www.concordia.ca/programs-and-courses/academic-integrity/
· http://library.concordia.ca/help/howto/refworks.php
· http://library.concordia.ca/help/howto/annotatedbibliog.php
· http://www.apastyle.org
IMPORTANT: Your GRADE WILL BE LOWERED if you do not follow these guidelines
You must demonstrate that you have conducted adequate research to prepare for this installment. You do this by properly referencing the sources you consulted. You are required to use in-text citations, meaning that immediately after the material cited or inspired or adapted from another source, you must indicate the source in parentheses with the (author, date) format. If you borrow material word-for-word you must place it between quotation marks. Ensure you provide page number(s) for all direct quotes.
· Make sure to check out the Research Guide in the Resource Centre of the course website. If you need further help with research please contact Concordia’s business librarian: Olivier Charbonneau (o.charbonneau@concordia.ca). 
· Wikipedia, Investopedia, and other similar open-source websites are not acceptable sources for university-level work.
· Your references must conform to APA standards. Consult the Publication Manual of the American Psychological Association (6th ed., 2010), http://www.apastyle.org if you have any questions about these standards.

· When citing an article in a paper periodical, do so as follows: Surname, A. A. (year). Article title. Title of Periodical, volume number(issue number), inclusive page numbers.
· Example: LeBel, J. L. (2005). Beyond the Friendly Skies: an integrative framework for managing the air travel experience. Managing Service Quality, vol. 15(no. 5), 437-451.

· When citing a book, do so as follows: Surname, A. A. (year). Title of book. Publisher location: Publisher Name.
· Example: Brown, T. (2009). Change by Design. New York: Harper Collins.
· For referencing an online or youtube video, see: http://blog.apastyle.org/apastyle/2011/10/how-to-create-a-reference-for-a-youtube-video.html
· For online sources with no official authors, you must use (anonymous) and if you have multiple sources of this types then add a letter (anonymous a) then (anonymous b).  For installments 1 and 2, a separate box will be provided for you after each answer to list your references. Please note the proper format for citing online sources: Surname, A. A., Surname, B. B., & Surname, C. C. (2000). Title of article. Title of publication, if applicable: volume number(issue number), if applicable: publication date, URL/web address, retrieved on (insert date you retrieved it).
· Example: Carter, A. (2012). Marcus Samuelsson, a Chef, a Brand, and Then Some. New York Times, published August 4, 2012, http://www.nytimes.com/2012/08/05/
business/marcus-samuelsson-both-a-chef-and-a-brand.html?_r=1&ref=dining, retrieved on 08/12/12.
This installment has three parts: 

a) Your marketing objectives. Here you have the opportunity to fine-tune the objectives you established in Question 13 of Installment 1. 

b) Your target market. Here you should provide evidence that you’ve taken the time and effort to determine who your prime prospects will be, what may motivate them to buy (or not buy) your product and their stages in the buying process. Also, you need to demonstrate that you can use the concepts and terminology learned so far in the course.

c) 
Your marketing mix (4Ps). Here you must demonstrate evidence that you understand what objectives and strategies are and that you can apply them to yourself and your career. Make sure that your proposed strategies align with the marketing objectives you set for yourself.

Together, Part B and Part C will constitute your marketing strategy.  In creating your strategy, it’s essential to start by describing the number, types and locations of the organizations and/or people that your marketing plan will be targeting.  Next you’ll set out the marketing mix that you believe will best satisfy this target market.  With your target market foremost in mind, you’ll now have to establish your objectives and strategies for each P. In Installment 3, we’ll ask you to spell out your tactics.

Preparing for Installment 2

To submit Installment 2, you’ll follow the same submission process as in Installment 1 and cut and paste answers to every question in specially designed text-boxes (one text-box per question). Write and save your answers in a Word document prior to performing this task. When preparing this installment, it’s essential that you clearly establish your broad career path —job seeker, entrepreneur, artist or professional—and stay on that path throughout your work.  In defining your target market, keep in mind that if you want to market yourself to companies or other organizations, then these become your target.  On the other hand, if you’ll be marketing goods or services—your art, your professional services, your production output—to prospective clients, then these will be your target. Make sure you’re clear as to what your desired career path is, and stick to it.
How can you tell which perspective to adopt?   Here are some guidelines.

· You’ll be a job seeker if

· your paycheque will be signed by someone else

· your workload and conditions will be decided by someone else

· you’ll be reporting to someone else (like a boss!)
· note: if you wish to apply to graduate programs, you can essentially think of yourself as a job seeker where your “employer” would be the school you’d like to study at.
· You’ll be an artist if

· the majority of your income will come from the sale of your creative output to individual or business customers, whatever art form you pursue

· You’ll be a professional if

· the majority of your income will come from the sale of your services – for example, consulting, dentistry, interior design, personal fitness training -  to individual or business customers services in some cases, you may be self-employed (and thus be like an entrepreneur) or work for someone else (and thus be like a job seeker)

· You will be an entrepreneur if 

· the majority of your income will come from the sale to individuals or business customers of goods or services — for example, owning and operating a restaurant, a landscaping business, a clothing factory  or a communications company —  that you produce and/or distribute yourself.
After completing this installment, you should have a very clear idea of what your personal marketing objectives are and how to go about achieving them. Essentially, the installment is a series of questions designed to get you thinking about your career goals, then articulating them and finally creating a strategy for their attainment. The questions – and your answers – flow as a logical sequence as follows:
1. Your Marketing Objectives: What do you want to achieve?
2. Your Target Market and Prime Prospects: Who are you talking to?
3. Your Brand and Value Proposition: What are your promising?
4. Your Marketing Mix: How will you deliver on that promise and achieve your objectives?
· Your product objectives and strategy

· Your place objectives and strategy

· Your promotion objectives and strategy

· Your price objectives and strategy

GRADING CRITERIA: What do we expect?

· Completeness and thoughtfulness: objectives, strategies, tactics are sufficiently clear and detailed, showing signs that you’ve applied the concepts covered in the course and you have conducted  the necessary and genuine introspection and research needed to articulate your marketing strategy.

· Understanding: do you understand the concepts you used? What is an objective, a strategy, a tactic? Review these concepts before preparing your installment.

· Cohesiveness and alignment: are your strategies aligned with your objectives? Do your tactics support your strategies?

· Professionalism: are you thinking like a marketer? Are you using the terminology you learned in the course correctly?

· Citation/Referencing: You need to show that you’ve done your research by properly referencing sources used and by making sure you’ve found and identified some of the key references, sites and sources of information in your chosen field.

· Grammar & Spelling: Use complete and varied sentences with proper grammar and spelling.  Use an appropriate tone and word choice given the purpose of the submission. Ensure that it is economically written. You have limited word count, so choose your words carefully, make each one count. While occasional mistakes and typos will be tolerated, excessive errors will be penalized. 

IMPORTANT: DON'T CHEAT!

Every semester, in spite of our best efforts to warn students about the negative consequences of not respecting the University's Code of Conduct, we face the difficult task of pressing charges against some students for plagiarism. Plagiarism is a serious offense and charges against you can tarnish your record and your reputation for years to come. While getting help and collaborating on an assignment is acceptable, turning in work that is not yours is not acceptable and can result in severe and long-lasting consequences. 

Plagiarism is the most frequent offense within the Academic Code of Conduct. Please read the material at these links thoroughly and make sure to follow proper referencing and citation guidelines. Failure to do so may result in plagiarism charges being brought against you.

· http://www.concordia.ca/programs-and-courses/academic-integrity/

Part A: Your Objectives (0 points)

Question 1 — What path have you chosen (0 points)

Pick one of the following paths (pick the one that best suits what you wish to do in the 3 years following graduation). To answer, revisit your answer to Q13 in Installment 1, here’s your last chance to change your mind, the path you chose here will have to be the same throughout Installments 2 & 3.   note: if you wish to apply to graduate programs, you can essentially think of yourself as a job seeker where your “employer” would be the school you’d like to study at.
· You’ll be a job seeker 
· You’ll be an artist 
· You’ll be a professional
· You will be an entrepreneur 

Question 2 —Your Objectives (0 points)

Building on your answers in Installment 1 (especially Questions 11 to 13), answer the following questions. You can use bullet form in your answer, making sure you provide sufficient and clear details.  Make sure that you’re fully familiar with the characteristics of good goals (review the course readings if necessary). Maximum 150 words in total.
· Twelve-month outlook: Within twelve months of graduating, what type of work would you like to be doing? What job would you like to have? What industries and sectors within these industries are attractive to you?  Be as specific as possible.
· Three-year outlook: Within three years of graduating, what type of work would you like to be doing in the area(s) that you have identified as being attractive to you? Again, be as specific as possible.
· Income: What level of income would you like to earn a) immediately upon graduation, b) within twelve months of graduation, c) within three years of graduating? 

· Region: In which regions (countries, provinces, states or cities/neighborhoods do you want to work upon graduation? Within twelve months of graduation? Within three years?
Part B: your Target Market (Total - 26 points)

Who are you targeting? Who will you be your prime prospects and most likely to buy from you in the near future to help you meet the objectives you set out above in Question 2? We can’t overstate how crucial your target market selection will be to the ultimate success of your marketing plan. Almost everything you’ll be proposing from here on in will have one overriding purpose: to satisfy your target market.  So in this section, we want to see that you’re clear on what your target market will be. You need to display evidence that you have a good handle on who your prime prospects are and that you’ve done the necessary research to identify how to communicate with them and appeal to them. Try to think and feel like your prime prospects. Do everything you can to see the world through their eyes.
Question 3 — Your Prime Prospects (10 points)

Who are the prime prospects for your goods or services? Who are your potential employers or clients (organizations and/or individuals)? What are the relevant characteristics of your target market? If you have identified more than one target market, focus on the one(s) that are most likely to pay the bills and generate your desired level of sales/income within the time horizon of your marketing objectives stated in Part A. Describe the key characteristics of the organizations and/or clients that you’ll be targeting.  Be as specific as possible. Paint a complete portrait of your target using all the relevant information available to you. Organize this information in a logical, easy to read and understandable manner. If your goal is to find employment with a company or other organization, then focus on the key characteristics of the employers you’ll be targeting (e.g., industry, size, location, ownership, organization structure, desired benefits, hiring practices, etc.). If your goal is to become an entrepreneur, professional or artist, then think in terms of your future customers or clients and describe their demographics, psychographics, benefits sought, media preferences, and purchase behaviors. You may want to revisit Module 5 before you tackle this question. You must demonstrate that you have a crystal clear understanding of the individuals or organizations you will be targeting to get sales or job opportunities. MAXIMUM 250 words
Question 4 — Market size (6 points)

What is the size of your target market? Clearly quantify (as in: provide an actual number) the number of potential companies, organizations, open positions, clients and/or customers in your target market. Make sure to justify your answer by using appropriate sources and references. This may be an educated estimate and if so make sure to describe how you arrived at your estimate. Is the size of the market (even is estimated) sufficiently large for you to succeed? Maximum 150 words
Question 5 — Cost, Salaries (5 points)
How much do your prime prospects usually pay for what you have to offer? What are the average salaries, fees and/or selling prices in your chosen field? What is the price sensitivity of your prime prospects? Clearly provide evidence that you have researched this aspect thoroughly. MAXIMUM 125 words 
Question 6 — The problem you solve (5 points)

What problem are your prime prospects hiring you or buying your goods or services to solve? If you're within a business-to-business context, how can you help your clients make money or save money? Here you need to show that you can think and feel like your target market. Show that you understand the benefits that your prime prospects are seeking and that you understand what a benefit is. You may want to revisit Module 6.  MAXIMUM 150 words
Part C: MY Marketing Mix (74 points)
Before you start working on this section, you may want to revisit the course material and readings, especially with regard to objectives and tactics. This section focuses on breaking down the overall objectives you outlined in your answer to Question 2 in Part A and creating the strategies (not actions and tactics; those come in Installment 3) that will enable you to achieve those objectives. Your answers to Part A and B along with your answers to Questions 7 and 8 should guide your thought process for answering Questions 9 to 16.
Question 7 — MY Brand (8 points)

Think of yourself or your product as a brand (refer to Module 7). What are the four key characteristics that you’ll want your prime prospects to associate with your brand? These should be aligned with your strengths outlined in Installment 1 and with your core and augmented products. Demonstrate how these help you exploit the window of opportunity that you identified in Installment 1. Maximum 125 words
Question 8 — MY Brand’s Value Proposition (10 points)

What will be your brand’s “VP” or value proposition? Refer to Module 7. Your VP will be evaluated on whether it is clear, concise, focused on the key benefits desired by your target market, relevant and compelling. Remember: a VP is NOT a slogan. Maximum 100 words

Question 9 — My Product Objectives (8 points)
What are your product objectives?  What are your core and augmented products and what are your objectives for these? These objectives should be in line with the objectives you stated in Part A. Before answering this question, revisit Module 7. Maximum 125 words
Question 10 — My Product Strategies (8 points)

What strategies will you use to attain your product objectives?  How will you develop and/or improve your core and augmented products so that they will satisfy your target market’s needs? Make sure these are strategies, not tactics, and that they’re logically connected to the objectives you outlined in your answer to Question 9. Maximum 125 words
Question 11 — MY Place Objectives (5 points)
What are your place objectives? Where would you like to work upon graduation and in the next three years? What are the key geographic locations in which to be present in your chosen field? To get a handle on these questions, research the places—countries, regions, provinces, states, cities, neighborhoods—where the markets are strongest and most promising in your chosen field. If you’re an entrepreneur, artist or professional, then your place is where you would like your product to be accessible to potential clients. If this is to be a physical location (e.g., as in the case of a location-based service such as a restaurant) then be as precise as possible. What is your plan B? That is, besides your number one location of choice, what other place would be appropriate given your chosen path and industry of choice. Maximum 150 words
Question 12 — MY Place Strategies (5 points)

What strategies will you use to attain your place objectives? If you're going to be an employee, would studying or working abroad help you attain your place objectives? If you’re an entrepreneur, artist or professional, what strategies will get you closer to achieving your place objectives? For instance, if you’re an artist and you would like to be showcased and sold in the most prominent gallery in town, what strategies will get you there? Maximum 150 words
Question 13 — MY Promotion Objectives (8 points)

What are your promotion objectives? Typical objectives include creating awareness, knowledge, liking, preference and trial. For job seekers, trial could mean securing job interviews, internships and part-time or contract work. For entrepreneurs, artists, and professionals, this means attracting future clients and getting them to act by purchasing your good or service. For job seekers, entrepreneurs, artists, and professionals, this also invites you to think how this final P of your marketing mix will support your branding efforts.  Maximum 150 words
Question 14 — MY Promotion Strategies (7 points)

What promotion strategies will you use to attain your promotion objectives? What strategies will you use to communicate your brand and establish a clear position in your prime prospects' minds? Which promotional tools—public relations, direct marketing, advertising, personal selling, sales promotion, word-of-mouth and electronic/digital—will you use? Maximum 150 words
Question 15 — MY Price Objectives (8 points)

What are your price objectives? Reviewing Module 8 before completing this portion will be very helpful. For job seekers, think of how much you would like to be earning upon graduation and within the next three to five years. For entrepreneurs, artists, and professionals, think how much you would like to earn personally, and how much your product (art, service, production output) would be selling for. What is your price objective for your product? Will that be sufficient to satisfy your personal income objectives?  Maximum 100 words
Question 16 — MY Price Strategy (7 points)

What price strategy will you use to attain your price objectives? With your three year objectives in mind, how should you price yourself or your product now to reach those goals, to support your brand and your value proposition? Is your price strategy aligned with your brand’s VP and desired positioning? Maximum 150 words
Question 17 — References (0 point)

List the references, if any, used in this section. Make sure to use APA format. References must be listed in alphabetical order (by last name of first author).
( ( CHECK YOURSELF  ( (
· Have you shown that you’ve done your research?

· Have you shown that you clearly understand what is a good objective?

· Have you shown that you clearly understand what is a strategy?

· Have you developed a marketing mix that will satisfy your target market?
IMPORTANT: SUBMISSION PROCEDURE
You’ll be submitting your installment by copying and pasting it into text-boxes. To submit Installment 2, you’ll need to cut and paste answers to every questions in specially designed text-boxes (one text-box per question). Write and save your answers in a Word document prior to performing this task. It is your responsibility to save this document.

IT IS YOUR RESPONSIBILITY TO ENSURE THAT YOU PASTED THE CORRECT ANSWER IN EACH TEXT BOX.

1. Once you’re ready to submit your installment, log-on to eConcordia and click on the ASSESSMENTS link for COMM 299M. The click on the Submit Installment 2 link. 

2. Following each question is a textbox where you are to copy and paste your answers from your Word document into the appropriate text-boxes. Do not include any tables when submitting your text in the text-boxes and do not e-mail any additional material that you have prepared

3. Once you have copied and pasted all your answers, click the Submit Installment 2 button.

Should you receive an error message during the submission process, send the Word version of your installment to your TA as an attachment and copy the message you received into the body of your email. Make sure to include your name and student ID number. Your installment must be e-mailed prior to the midnight deadline to be considered on time. Please keep a back-up copy of all your installments for the course on an external storage device. Do not delete your back-ups until your letter grade for the course has been submitted.

ABSOLUTELY NO LATE SUBMISSION WILL BE ACCEPTED
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