Marketing Status Report

“To dominate the oscillating tweetometer market in sales, revenue and ultimately profits by providing a product comparable to our competitors at a price they cannot profitably meet”

Marketing and RGC’s Mission Goals.

RGC’s mission is to dominate the OTM market.  Marketing’s role is therefore a crucial one to the company, as marketing’s role is to get buyers for our product , mainly through advertising.  The Marketing department also covers the areas of Price and Salespeople.
All these areas adjust how many units of our OTM’s we sell each quarter, so it is important to get the balance right, firstly to keep our marketing margins low, in keeping with our company mission, and secondly to aggressively market our product so that we have a high buyer uptake to achieve our market share goals.
The Marketing Policies
Or How are we going to sell this stuff??
Marketing’s decision areas were advertising,  salespeople and indirectly price.

A full set of policies was made up for each of the areas.

For Advertising, the amount spent on advertising was increased buy half the percentage increase in sales of the previous quarter, and only increasing going into quarters with a seasonal factor of less than 1.00.  This meant that the rate it was increased was linked to the rate of sales.  
For the Salespeople, we made sure that we had enough to meet the expected demand by estimating the number of units a salesperson could sell was 12000.   Therefore, if the expected number of sales was higher than could be met by the current numbers of salespeople, more salespeople were trained.  The salaries for the salespeople, and the commission rate were fixed to increment with CPI so as to reduce the fluctuations in salesperson numbers, thus reducing some of the variations for predictions.
Price is normally one of the main areas for determining sales, however, as it was so tightly tied in with our mission, it was determined quarterly at the quarterly meetings.

What really happened?



Or, Out there in the Big Bad World 3.
From the beginning of the simulation, the policies were roughly formulated, especially in the case of marketing which was mainly a short term system of demands and outputs, i.e. sell lots of units, and as such, it was constantly revised and refined.  

These developments were put into a spreadsheet that was used at the group meetings to decide on the next quarter’s options.
The spreadsheet that was developed to automate a large amount of decisions was used as the main tool in deciding the price at these meetings, and as such was one of the most useful tools that the company had at its disposal.  
The results of the refinement of the policies resulted in some changes to the marketing policy.  The decisions about the salespeople remained the same and worked as planned, with very low leaving rate for our salespeople.  However, we found that increasing the advertising amount by half the percentage increase in sales for the previous quarter was too low and so it was changed to a 120% increase every quarter.
One of the biggest problems facing marketing almost right from the start was the lack of product.  With a policy based around high volume sales, the fact that we weren’t able to match the potential demand with enough units from manufacturing, was a big problem.  This demand also led to selling out in some regions which is highly undesirable, as other companies sold more units as a result.  Following this occurrence, times that it appeared we would not be able to meet demand we raised the price so that the demand lessened.
Changes to the Plan –

Or what would I do if we had our time again.

If we were to start another company right now in the Oscillating Tweeter-Meter manufacturing business, we would expand early, and at a much greater rate, hopefully hitting the ceiling of the number of factories late in year 4.  As it was, we expanded at a very cautious rate in the beginning, becoming more aggressive as the game progressed, and only able to meet our aim of a large market share very late in the game, with us unable to exploit our position.  

This would also help alleviate the problem of being unable to keep low prices as we weren’t able to manufacture enough units to meet demand.
The Crystal Ball

Or, what would we do if the game was to continue

It is quite annoying, frustrating almost, that we finished the simulation when we did.  We, as a company, were just starting to start to consolidate our position of having 49.8% market share in the OTM marketplace.  If we were to continue from the position we were in, as marketing, I would be looking to keep up advertising spending to maintain our position.  It would also be important to continue to reduce our manufacturing and sales costs to make sure that our margins are sufficient to keep being profitable.  
 In our world, company 2 was our main direct competitor, however they had nowhere near the production capabilities of our company.  In the future, they would be targeted with lower pricing in their home area so as to continue to increase our market share.
The consolidation of the company would be an important next step, to move it out from the risky area of very low margins to one with more stability.  If Production was switched to a quality 1 model, we would be in a position to lead all the companies on the world in pricing.  Maintaining a high sales presence for that next stage is important to continue our high sales.

The Rearview Mirror

Or looking at where we’re from, where we’ve been, and come to.
When our management team took over the company in year 2, our company was just one of the 4 that existed on the world.  Our quarterly advertising expense was just roughly $M 150,000, which was 3.7 % of our quarterly sales.  By the final quarter it was just 3% of the quarterly sales, however the value was now M$ 803,000, highlighting the successful maintenance of low selling costs, during the company expansion.  
The company is currently in a very strong position, with the (obviously) largest manufacturing capabilities, a strong efficient sales team and the best Market position on the world.  
I personally think that we have achieved a great deal with our company.  To come from an equal position with 3 other companies and wind up manufacturing half of all the OTM’s that are bought in the world today is a great achievement, especially when one takes it in perspective of the time that it took us.  Just 4 years.  I feel it is equivalent to Apple computers manufacturing half of all the PC’s that are bought in the year 2007.

