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LSM521: Essentials of Marketing Strategy
Samuel Curtis Johnson Graduate School of Management

Course Project Template

Instructions:
Evaluate your company’s general use of the strategic marketing principles.
See the course page for instructions for submitting this assignment.

	Who are your customers?

Who are your competitors?
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	Our customers are people who are considering starting a food business in the United States.  

Our competitors are other author’s writing about how to start up a food business.  There are over 78 different hard-copy and eBook offerings in the Amazon catalog that are targeted to start-up restaurants/food businesses.

Our company has a goal that is larger than just selling products.  The Food Business 101 franchise has a BHAG* to double the success rate of food business start-ups in the United States through education and collaboration.  
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Based on the customers you identified and the companies you’re competing with for those customers, describe how you choose to separate your offering, your product, or your service from those competitors.



	Segmentation
Segmentation is based on occupation, age and geographic location.  

Target
There are two target groups.  The first and primary target is food entrepreneurs in the United States between the ages of 23-35.  This target was chosen for three reasons.  The first is that as younger entrepreneurs they have the time to learn Food Business 101 principles while working for others.  This longer time window allows them to succeed in their own smaller food ventures before starting a large scale, capital intensive enterprise.  The second is that they are more technically savvy and will be more receptive to our online offerings.  Finally, the principal’s area of expertise is in the United States.

The second target is food entrepreneurs in the United States between the ages of 36-55.  The main reason we pursue this group is to assist older Americans that are displaced from corporate jobs about making prudent decisions when moving forward with a food business.  Again, the principal’s area of expertise is in the United States.
Position
While we are offering a similar product as our competition, we are offering additional free resources and access to other paid products.  Also, our BHAG holds us to a higher standard than our competition.  Our position is to help our readership community succeed in their food businesses.


	Tactics include product, price, promotion, and place. What are some indicators that your company is successfully implementing its strategy?
Suggest some improvements to the tactics used in implementing your company's strategy.
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	Tactical Discussion

Product: Food Business 101: Startup eBook and supporting ancillary materials

Price: $2.00
There are three reasons for this price point.  The first is related to our franchise BHAG described earlier – we do not want price to be a barrier.  The second is because the authors are currently not well-known.  Finally, pricing on the dollar rather than $1.99 is intentional, because “our customers are too smart to be fooled by a penny.”
Promotion

· Web presence that has ancillary materials related to the eBook 

· Facebook community 

· Free Weekly informational webinars that are advertised where start-up restaurateurs live: Facebook and Craig’s List 
· YouTube videos of summaries from the informational webinars 

Place: Amazon through their Kindle Direct Purchasing program.  The Amazon program is more favorable to independent publishers than that of Barnes and Noble.

Success Indicators

Indicators that our company is successfully implementing its marketing strategy is linked directly back to our BHAG: 1) Number of end user posts to the Facebook community and 2) Statistics released about the failure rates of Food Businesses from the US Department of Labor.

Improvements

Improvements for future implementation:

· The end product of an eBook may well have less utility to our end customers than an audio book would have.  Busy restaurateurs are more inclined to listen as they work rather than sit down to read.

· We will be producing an audio book of the existing eBook to be released at a later time.   In the future, both written and audio books will be released at the same time.
· Promotional webinars to be held in conjunction with SBA and SCORE
· Online courses



* “A BHAG (pronounced bee-hag, short for ‘Big Hairy Audacious Goal’) is a huge and daunting goal – like a big mountain to climb.  It is clear, compelling, and people ‘get it’ right away.  A BHAG serves as a unifying focal point of effort, galvanizing people and creating team spirit as people strive toward a finish line” (Collins, 2001, p. 202).
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