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1.0 Executive Summary

We have all been told at one time or another that it is important to “dress for success”, but why should that success come at the cost of our comfort? This is a dilemma faced by professional women in the United States who every morning put on a pair of high-heeled shoes, which they will be forced to walk in and to endure for the remainder of the day. With the purchase of a pair of the revolutionary Hide-A-Heel™ shoes, this problem is completely eliminated as the consumer has the ability to change into a flat soled, comfortable pair of shoes quickly and easily, with the simple push of a button.

Hide-A-Heel™ shoes are a line of removable/retractable heeled shoes, which utilizes a button or screw in insert to adjust the height of, or to eliminate altogether, the heel of the shoe. The values of comfort and fashion offered to consumers through this technology are some of the strengths of this proposed product, and the large potential market of consumers suggests a good opportunity for success. Lack of brand equity and recessionary trends represent some of the weaknesses of, and threats to, the Hide-A-Heel™ and its potential success.

The Hide-A-Heel™ will be introduced initially into 5 major cities on the east coast. The target market for the Hide-A-Heel™ includes professional women within the United States who are between the ages of 20 and 55 (approximately 60 million women), and a more specific primary target market of women between ages 30 and 39 (approximately 16.5 million women) has been chosen based on various segmentation criteria, and certain financial and lifestyle factors. The dual functionality of the Hide-A-Heel™ meets the needs of the consumers in its target market, and is also the reason the product faces very little direct competition.

In addition, this dual functionality will be the factor on which the Hide-A-Heel™’s positioning strategy will be based. Based on the Hide-A-Heel™’s positioning between its more expensive direct competitor, the CAMiLEON Heel, and all other flat-soled and high-heeled shoes on the market, a price range of between $100-$150 for the shoes has been determined to be appropriate. Using markup pricing, The Gamma Group expects to earn a profit of approximately $22.50 per unit, and estimates sales of 1 million units annually. Based on these figures, a complete return on the original investment is estimated to occur within 3 to 5 years. The Hide-A-Heel™ will be distributed through partnerships with two established retailers, as well as online through the Gamma Group’s web site. A diverse marketing mix will be used to introduce the product, and these efforts, coupled with strategic alliances with established retailers and carefully chosen brand elements will build brand equity.

Thorough market research and financial analysis has been conducted prior to the introduction of the Hide-A-Heel™, with all the resulting data suggesting that the product will be profitable. Various control measures are in place to monitor the Hide-A-Heel™’s profitability over time, and a well-planned contingency plan is in place should the product prove unsuccessful in the market.  

1.0  Situation Analysis

1.1 Mission

Our mission at The Gamma Group is to become the most respected and effective manufacturer and marketer of women’s shoes. Our core business is to provide the highest quality dual functioning footwear by listening to our customers and providing for their needs and desires. 

1.2 Product or Service Description

The Hide-A-Heel™ is a line of retractable and removable high-heel shoes, which gives consumers the option of treading around the office in a variety of heel lengths, as well as the option of retracting/removing the heel for maximized comfort during “off” hours.  Utilizing a discrete button located on the base of the shoe, the Hide-A-Heel™ allows for the consumer to retract the heel,  forming a flat shoe or one with a shorter heel for increased comfort.  Depending on the circumstances, women may opt for a more professional look or a more comfortable feel, and will be able to do so without having to change into a second pair of shoes. An alternative design is a screw-in-heel version that will reduce the chance of the button malfunctioning. Different designs of the Hide-A-Heel™ shoe will be developed to encourage purchases from women of all working age groups.  Heels and other add-ons may be sold separately, allowing consumers to choose alternative styles such as block, stiletto, and straps.  

1.3 Value Proposition

The value that the Hide-A-Heel™ will provide to its consumers is footwear that is both fashionable and comfortable. The comfort offered by the flat soled shoe can be chosen if necessary, such as when excessive walking is involved. Fashion is accomplished through the creative design of the shoes, all of which offer value to the end user.
1.4 SWOT

Strengths: 

The retractable high heel products currently on the market only allow for variations in the height of the heel, whereas the Hide-A-Heel™ allows the consumer to eliminate the heel altogether. The planned price for the product is $100-$150 less than similar products currently on the market, so the consumer will essentially be able to purchase two shoes for the price of one. There will be a great emphasis placed on manufacturing a high quality product by selecting materials carefully. Approximately 5% of the initial expected sales will be committed towards a carefully planned marketing strategy which will help launch this product and should increase sales and profitability.

Weaknesses: 

Hide-A-Heel™ is a revision to an existing technology, namely high-heeled women’s shoes, and there is a current manufacturer of such shoes with established brand recognition. There is no brand recognition with the Hide-A-Heel™, and as a result an aggressive and potentially costly marketing strategy will need to be followed in order to make Hide-A-Heel™ a recognized product name.  Hide-A-Heel™ will initially be introduced to a select number of cities in one region, initially eliminating potential consumers both internationally and in other domestic regions. In addition, third-party manufacturing and distribution setups will need to be utilized to introduce the product into these other markets. This lack of control over production and distribution, while less risky, is a weakness in that our company will not retain complete control over the new product development process.

Opportunities:

With an estimated market size of 60 million consumers, there is great opportunity for large profits upon a successful marketing campaign. Our company plans to develop complementary products such as screw-in inserts, which presents immense growth potential. If the introduction of this product is successful, there are plans to acquire and operate manufacturing and distribution entities which will allow the company to have strong control over the complete value chain. Another possible opportunity is to sign licensing agreements with established foreign entities allowing the product to be marketed and distributed globally in a much shorter time period than if this task is undertaken by our company alone. 

Threats:

Recessionary trends in the American market present an emerging threat to the success of the Hide-A-Heel™. Large, well-established companies with brand recognition who may introduce similar products to lengthen their product lines pose a serious threat as well. With manufacturing and distribution processes in place, as well as a presence in foreign markets, these companies could quickly prove to be too strong a competitor for our company. In addition, the increase in cheap imports, as well as the potential for counterfeit products (should the Hide-A-Heel™ gain brand recognition) from Asian markets in particular is a serious threat that needs to be taken into consideration. 

1.5 Critical Issues

One critical issue that presents itself upon deployment of our new product is addressed within the SWOT Analysis.  The product’s uniqueness and lack of brand recognition will require that the company allocate a sizeable amount of funding in the advertising budget for different marketing strategies such as infomercials and the use of the Internet.  To introduce Hide-A-Heel™, the company would have to establish a large budget “to build awareness and to gain consumer trial” (Kotler & Keller, p. 296).  The ultimate goal is for Hide-A-Heel™ to become a household name among professional women seeking an added advantage with their shoes.  The more funds available, the easier it will be to achieve that goal.

Another issue is determining how our company will get the product into the hands of the consumers. Most retailers and wholesalers have decision makers at their headquarters purchasing products in bulk and then distributing them among the individual stores.  The Gamma Group will target a limited number of major cities for the initial roll out of the Hide-A-Heel™.  This will hinder the company from utilizing that method of distribution.  

3.0  
Market Analysis

3.1 Macro Environment

There are 6 macro-environmental forces that must be addressed in order to fully comprehend the Hide-A-Heel™ consumer market.  It is important to understand that each force may weigh on the others in a manner that could positively or negatively affect our marketing plan.

Our demographic focus is working women between the ages of 20 and 55.  Based on the current population age mix, statistics confirm an increasing amount of young women entering the workforce each year.  The substantial size of the baby boomer population has balanced out the median age of working women, and equates to a relatively even trend across age groups.  However, a drastic reduction in the median age of working women is expected within 5 to 10 years as baby boomers continue to retire.


Gauging the economic environment requires an understanding of the purchasing power of our targeted consumers.  Given the price structure of the Hide-A-Heel™, as well as the understanding that our targeted demographic are career women, the economic environment is expected to pose a minimal risk.

The social-cultural environment will play a more influential role among younger aged working women.  It is believed that the younger women will be more influenced by their peers and co-workers, and as a result, the Hide-A-Heel™ will include different styles that will match social-cultural trends of each age group.  It is expected that women over 40 years of age will be more concerned with comfort and cost-savings, while their younger counterparts are expected to value styles and fads.

Natural environment factors, while minimal, may be looked at in a positive light by Hide-A-Heel™ consumers.  The Hide-A-Heel™ concept of eliminating a pair of shoes by way of a retractable heel will reduce raw materials used, save energy costs, and will inevitably lower pollution as a single pair of shoes will substitute for two.

Technological environmental factors may have an insignificant impact on our Hide-A-Heel™ campaign.  Hide-A-Heel™ is not expected to have an impact on other industries nor make a significant technological contribution to society.

With regards to the political-legal environment, the Hide-A-Heel™ name and product will be trademarked and patented to protect our brand, our customers, as well as conform to industry standards.  There is no known impact that special interest groups will have on Hide-A-Heel™, nor is there any know form of legislation that governs the manner in which Hide-A-Heel™ is produced.  To promote Hide-A-Heel™ as “American Made”, the development and production process will be located exclusively in the United States, no outsourcing internationally will occur.
3.2 Market Size and Growth
The NPD Group, a market research firm, released data that shows that “fashion-focused shoes, along with low performance athletic and skateboard shoes, posted the highest growth rates last year in the $44 million domestic footwear market” (Critchell, 2008).  This data shows that despite consumer’s continuing desire to be fashion-conscious, comfort is a prominent sought-after feature in the purchasing of footwear.  Hide-A-Heel™ provides both the fashion and comfort aspects that consumers desire, which provides a great opportunity for The Gamma Group to build market share in the industry.  

3.3 Market Trends
The number of women entering the workforce is on the rise, and many of them live very hectic, active lives.  Therefore, market trends are in line with the Hide-A-Heel™ concept of dual functionality. Turning a flat, comfortable shoe into a high heel (the height of the level up to the patron) is in alignment with the trends of the workplace and fashion markets.

3.4 Target Market Analysis

As a result of our analysis of our potential market, we will demographically segment our target customers by age.  Age segmentation may be refined to 10 year intervals that coincide with the life-stages of the majority of women.  Grouping women by decade intervals equates to four target markets consisting of women in their 20’s, 30’s, 40’s and 50’s.  Analyzing each age group by size, spending power, priorities, and other influences has yielded a primary target market of women between the ages of 30 and 39. 

 Based on the Department of Labor statistics the size of this market is roughly 16.5 million women; second only to the baby boomer generation, which is currently in rapid decline as many are beginning to retire (see chart below).  Spending power of our primary target segment is very stable, and these women are financially secure, as the majority of them are seasoned professionals entrenched firmly within their career field.  The spending habits and personal priorities of this segment is a key factor in choosing them as a primary target market.  The majority of these women are realizing a transitional life-stage as they begin to raise children and maintain families.  However, women in this segment are not yet fully engrossed in family priorities as are their 40 and 50 year old counterparts, but at the same time these women maintain a fashion maturity sense that rivals women in their 20’s.  
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3.5 Customer/Consumer Analysis
As has been mentioned previously, the demographics of our primary target market will include women of all races and cultures between the ages of 30-39, who are in similar life-cycle stages (i.e., working professionals not yet fully committed to family responsibilities). Based on psychographic variables, we will target in particular women who may be referred to as “innovators”; innovators being those consumers with high resources who tend to be very rational in their ideals and decisions, and who are achievement oriented. We believe women with these personality traits will be most likely to purchase the Hide-A-Heel™. Finally, we will target both those seeking the convenience of having a high heel shoe that can quickly become a flat-soled shoe, and those more interested in the cost-effectiveness of paying for a pair of shoes that can function as “two” pairs of shoes.  Furthermore, we plan to target women who are highly ready to purchase the product, and those that indicate a positive or indifferent preference with regard to the Hide-A-Heel™.
3.6 Need Analysis
Our need analysis details what working women expect from their footwear, and the effect age and experience have on those expectations.  Information was gathered through independent surveys conducted across different age groups of working women.  According to surveys of working women in their 20’s and 30’s, the need for a stylish shoe was in many cases more important than the level of comfort it provided.  However, the vast majority of these women indicated that they would prefer a stylish shoe with a removable heel that provides extra comfort during down times.  Hide-A-Heel’s™ trendy designer line will offer these women fashion and comfort, and is expected to meet the needs of this age group.

Surveys conducted on middle aged women from 40 to 55 demonstrated a different trend in every day needs.  Women in this age group often had families and more priorities that existed external to their career, and as a result, favored a cheaper and comfortable shoe which can be adapted to different situations.  The Gamma Group recognizes the needs of this group of women, as evidenced by the generic, cost-saving Hide-A-Heel™ line which is offered at a lower price, but still maintains superior comfort.

3.7 Competitive Analysis 

Shoe manufacturers are becoming more aware that consumers want both luxury and comfort when it comes to purchasing footwear.  Hide-A-Heel™ is a unique product that we foresee little direct competition for as it provides two pairs of shoes in one.  However, the shoe makers who were solely focusing on comfort and are now designing stylish shoes could be an indirect threat, as well as those designers who are adding more comfort to their top stylish shoes.  The advantage of the Hide-A-Heel™ is that women will have the ability to choose heel length for their shoes.  This could potentially be a weakness if consumers are more concerned with overall comfort level instead of the length of the heel.

3.7.1 Direct Competition 

The only direct competition for the Hide-A-Heel™ is the CAMiLEON heel, a line of retractable heel shoes which allows the consumer to adjust the height of the heel from a 31/4” heel to an 11/2” heel. One of the strengths of this shoe is its ability to adjust the height of the heel “on the go.” The CAMiLEON heel is the first adjustable high-heel shoe to be introduced in the market, and a result the brand enjoys a strategic positioning among target consumers. The CAMiLEON heel is already being sold in fashionable specialty shoe stores across the country, and as a result, the CAMiLEON heel has already established brand recognition among the target market for retractable/removable high heel shoes. Weaknesses of the CAMiLEON heel include the fact that the heel can only be adjusted from one height, to one height. Furthermore, unlike the Hide-A-Heel™, the heel can only be adjusted and cannot be removed completely. Finally, the CAMiLEON heel is very expensive, ranging in price from $225-$350 dollars.  

3.7.2 Indirect Competition
Indirect competition for Hide-A-Heel™ shoes are all other flat and heeled style shoes.  Because these two styles of shoes are independent of each other, and are not combined as our product is, they would offer very little competition that would covertly affect our sales.
4.0 
Strategy 

4.1 Marketing Objectives
Our marketing objectives are to target women between the ages of 20-55, by providing two types of Hide-A-Heel™ versions. We will have a goal of introducing our product in 5 major cities on the East Coast (Baltimore, Boston, New York, Washington D.C., and Philadelphia).  Our company will utilize a research firm to coordinate, track, and revamp if necessary, all advertising, sales, and marketing designs/systems. The Gamma Group will employ the differentiation strategy, achieving superior performance in the high heel shoe market segment by designing, producing, and marketing, comfortable and stylish footwear.  We will position ourselves in the market as the premier dual functioning shoe organization, which will be achieved through advertising campaigns, initial monetary discounts, and the strategic product positioning of our shoes in popular retail outlets.
4.2 Financial Objectives
Hide-A-Heel’s target market of working women between the ages of 20-55, demands a pricing plan that is equally as diverse.  For the corporate consumer, price pointing will begin at $100.00 and extend to as much as $150.00 for the ritzier and designer styles.  Given our cost structure, the break-even analysis of the Hide-A-Heel™ shoe requires an estimated sale of 6 million units to recoup investments costs.   A 1% annual increase of women entering the workforce, as identified by the Department of Labor, may yield 6 million units of sale within 3-5 years.  Development of the Hide-A-Heel™ is estimated to take 18 to 24 months, with the understanding that a prolonged development phase may occur if customer feedback merits such a change.  Overall, profit realization may be attained within  3 years, along with a maximum of 7 years to recoup all investment costs from the initial research and development stage.
4.3 Positioning Strategy

Because the Hide-A-Heel™ shares only one attribute of our competitor’s product, and is unique in terms of its other attributes, it will enjoy a unique positioning in the marketplace. Our strategy for positioning this product will be to introduce it into two popular retail stores at half the price of our direct competitor, the CAMiLEON Heel. We will also aggressively market the fact that with our product, the heel can be adjusted to a variety of lengths, as well as be removed altogether, which is an attribute unique to the Hide-A-Heel™. As a result of these unique attributes, our strategy will be to position our product between the lower cost stationary high-heels on the market, and the pricey retractable heels offered by our direct competitor. This strategy will help to distinguish our product from all others both in the marketplace and in the minds of our consumers.    
4.4 Product Strategy

The Hide-A-Heel™ will come in different heel styles such as block, flared, and stilettos in both the retractable and removable versions of the shoe, in addition to designs with and without straps. When a customer purchases a pair of Hide-A-Heel’s, the package will include the shoe, an instructional pamphlet, and an extra pair of heel tips.  On our extended accessory line, customers will have the opportunity to purchase replacement heels for their shoes. 
Every pair comes with The Gamma Group's 6 month limited product warranty and prepaid labels for easy, no-charge return shipping. For online orders, shoes will be shipped via UPS with several delivery options available to choose from. Customer service will operate during normal business hours, Monday through Friday.  
4.5 Price Strategy 

The final price range of $100-$150 for the Hide-A-Heel™ was set to satisfy the pricing objective of earning the maximum current profit. Due to our small number of direct competitors and our positioning in the market, the demand for our product is inelastic, and as a result, we believe that our customers will not be highly price sensitive. However, as we have positioned our product strategically between the more expensive CAMiLEON heel line, and less expensive stationary heel shoes, we need to maintain an appropriate price point. We will use markup pricing, with the initial goal of earning 20% on each unit sale. Using estimates of annual fixed and variable costs, as well as expected annual unit sales, we have developed an approximate calculation of both unit price and markup price, which is depicted below: 
Variable cost per unit:
$10.00





Fixed cost:


$80,000,000  (5 years)

Expected unit sales:

$1,000,000
(Annually)

Unit Cost= Variable Cost + [image: image4.png]Fixed costs
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 = $112.5

By subtracting the unit cost from our markup price, we estimate an approximate profit of $22.50 per unit sold. We believe that the price range of our product will allow us to achieve our estimated sales of 1,000,000 pairs of shoes per year.  
4.6 Distribution Strategy (Direct and Indirect)

The Gamma Group plans to incorporate two channels of distribution; through retailers such as Nine West and Steve Madden and online through the company’s website.  There are also plans to team with a variety of other online shoe retailers after the first year of sales.  The first approach will consist of establishing a line extension of the high heel category through the Nine West and Steve Madden brands.  This will allow the Gamma Group to capitalize on the brand recognition and customers that these two companies have already acquired. 
By making the Hide-A-Heel™ available online, the second approach is cost-effective and will give the product enhanced exposure in the market.  Customers can securely shop from the comfort of their homes, which will also allow the Gamma Group to compete with the many other shoe manufactures who offer online shopping to the public.  Both approaches will help to keep operating costs down while increasing profits.

4.7 Integrated Marketing Communications Strategy

Gamma Group’s Integrated Marketing Communication Strategy will consist of a combination of tools the company will incorporate to promote the product and establish brand knowledge to the customer.  

Advertising

Gamma Group will utilize premier packaging to create awareness and highlight the strength and quality of our brand, Hide-A-Heel™.  Leaflets, point-of-purchase displays, and billboards will be supplied to advertise our product and create excitement for trial and repeat purchasing at retail.

Direct Marketing

The Gamma Group will utilize a number of direct marketing channels. We plan to utilize telemarketing for both inbound sales calls from customers, for customer service and technical support as well as possibly for developing new leads. In addition, promotional materials will be distributed via direct-mail, and we will use highly-selective mailing lists to ensure our efforts reach the selected target market. We also plan on airing infomercials on the Hide-A-Heel™, particularly during the period immediately following our initial introduction of the product. Finally, our interactive web site will be the main catalyst of our direct marketing efforts.
Public Relations

Gamma Group will also use marketing public relations to promote the new product and introduce the company’s image while establishing brand knowledge across communities where the product will be sold.  To draw attention to the new product, the company will participate in trade shows and exhibits, sponsor one or two community children’s sports team, and promote the company’s logo on various products such as shirts, business cards, stationary, and signs.

Sales Promotions

A series of sales promotions will accompany Hide-A-Heel™ market entrance.  This is necessary to stimulate consumer trial, as well as compensate for the large advertising budgets of other market leaders.  As a small-share competitor Hide-A-Heel™ does not yet run a risk price promoting too often and therefore may do so to gain market share.  Sales promotions will include 20% cash refund offers for the first 30 days Hide-A-Heel™.  is on the market; proof of purchase is necessary to obtain the refund.  Also, cross promotions with other non-competing brands such as women’s hiking, running, and tennis shoes, will take place to boost exposure to a greater potential market.

4.8 Branding

The Gamma Group will engage in a joint-venture, co-branding tactic for the Hide-A-Heel™ by teaming up with both Nine West and Steve Madden shoe manufacturers.  By doing so, we will capitalize on the existing brand equity of the aforementioned companies thus accelerating potential adoption, while at the same reducing production costs.    
Our initial brand element decisions include the Hide-A-Heel™ name, HAH! as our logo, and our slogan which reads, “Put Your Best Foot Forward.”  These elements will further brand awareness and image by helping consumers identify and recall our brand. The Gamma Group will personalize our marketing efforts by creating Hide-A-Heel™ designs and accessories that match local trends, thus providing options for different consumer demands. Furthermore, our organization will distribute mail to our targeted population offering savings on our accessories.  Promotional sweepstakes will be constructed and communicated via print advertising, and “in store handouts” to incite trial.

4.9 Marketing Research

In order to better understand the problems and opportunities the Gamma Group may face in our introduction of the Hide-A-Heel™, we will conduct various forms of market research. The main question we hope to answer through this research is: will offering a shoe with a retractable/removable heel appeal to enough women to justify our marketing and development costs? Our specific research objectives are: 1) What types of women will respond best to a shoe with a retractable/removable heel? 2) How many women are willing to purchase the Hide-A-Heel™ at different price levels? 3) How many women might choose to buy from the Gamma Group as a result of the Hide-A-Heel™? 4) What competition will the Hide-A-Heel™ face in its target market?

The Gamma Group will collect secondary data through industry reports already in existence, thereby educating our selves with regard to our competition. We will utilize various databases containing information on the industry and our competition to forecast, competitively analyze, and to try to identify any current market trends. Approaches for collecting primary data will include utilizing observational research, focus-groups and surveys. Members of the Gamma Group will spend time in women’s shoe stores in the 5 major cities which have been chosen for the introduction of our product. We hope to learn about the shopping habits of our target market through this observational research. 

Additionally, the Gamma Group will hire a professional moderator to oversee a focus group made up of consumers from our 5-city target market, as well as distribute surveys to professional women within these cities. Our research methods were chosen due primarily to the limited budget we have available.  Our observations, in conjunction with the data acquired from the surveys and focus-groups will provide primary data about the first three of our specific research objectives. Using the primary data obtained through our research methods and the secondary data from industry reports, the Gamma Group may knowledgably plan for market variables, and make informed decisions about business development strategy.  We estimate that our market research will suggest a high percentage of target women interested in a retractable/removable high-heel shoe, thereby justifying development and marketing costs.
5.0  Financial Analysis 

6.0 
6.1 Break-Even Analysis

According to the chart, the total revenue and total cost curves cross at 778,210,11 units.  

This is the break-even volume.  This is verified by the formula:

Break-even Volume Formula = Fixed Costs / (price - variable cost)

Break-even Volume = 80,000,000/ (112.80 -10) = 778,210.11
Break Even Analysis Chart









6.2 Sales Forecast

5.2 Sales Forecast

Sales forecasting is based on demand estimates, and  is used by our finance department to plan for investment and operations; by our manufacturing department to establish capacity and output levels; by our purchasing department to acquire the right amount of supplies; and by our human resource department to hire the needed number of workers.  Because we are targeting two different groups of women (conservative and contemporary), we will need a two pronged sales forecast. The expected sales for our contemporary shoe segment will be 750,000 units x $100.00 = $75,000,000.  While our conservative shoe segment forecast will render 250,000 units x $150.00=$37,500,000.  It is anticipated that due to the current economic environment, more of the moderate priced Hide-A-Heel™ shoe styles will sell, as opposed to the more lavishly priced versions (this is based on the assumption of a recession environment). 
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7.0 
7.1 Expense Forecast

Costs of the Hide-A-Heel™ shoe line include production, distribution, selling, and a fair value of return for effort exerted and risk taken.  Our costs occur in two forms, fixed and variable.  Fixed costs, or overhead, include monthly utility bills at our headquarters and production plants, worker salaries, rent, and communication devices for our marketing representatives, and interest paid.  Our variable costs are expected to be more volatile during the first 5 years of operations, as they are directly related to our levels of production.  The single most important cost will be the prices of materials which will fluctuate in unison with demand.  Transportation costs include rental fees, maintenance costs, and fuel consumption; these items being directly related to the volume sold on a daily basis.  Our overall cost/unit of production is expected to decrease as production increases due to fixed costs being spread over a larger volume of merchandise.  As production volume is increased, overall operational time and procurement costs will fall, shortening manufacturing learning curves which will decrease the average cost/unit.
	 
	Type of Cost
	Amount

	Fixed Costs (monthly)
	Utility Bills
	$2,000.00

	
	Salaries (30 hourly employees/$6.25/hour)
	$6500.00

	
	Rent 
	$5,000.00

	
	Communication Devices
	$500.00

	Variable Costs (monthly)
	Fuel for Transportation
	$16,000.00

	
	Maintenance Costs
	$500.00

	
	Rental Transportation 
	$20,000.00


6.0 Implementation and Control

7.0 
7.1 Implementation

Our implementation schedule over a one-year period will encompass distribution, marketing, and sales of Hide-A-Heel TM within our five target markets.  Beginning in January of 2009, Hide-Heel TM will be distributed amongst our Baltimore and Boston markets.  Upon completion of distribution, marketing representatives will be dispatched to selected areas to begin advertising campaigns.  The New York City market will receive Hide-A-Heel™ in the beginning off March.  As the largest of our five introductory cities, initial marketing efforts will be more costly and expected to last until the September timeframe.  August of 2009 marks the beginning of entry into our 4th and 5th cities, Philadelphia and Washington DC, with rollout efforts that are scheduled to last until the end of the calendar year.
7.2 Controls

The Gamma Group plans to incorporate three methods of control to monitor progress and if need be, to proactively react to potential crisis.  The implementation of these control measures is essential in tracking progress in regards to profits, brand equity, and customer satisfaction. 

Quarterly Progress: This is to assess the product’s broad performance in sales and market share.  These numbers will be gathered and presented at monthly staff meetings and encapsulated into a report for quarterly review by management.  This will assist in evaluating how effective the company is achieving its goals and objectives and also identifying any issues that are impeding performance.

Profitability: On a monthly basis the company will measure gross and net profit margins, return on investment, assets or equity, along with annual reviews of profit-and-loss results of the product in each market segmentation and distribution channel.  This will help our company to identify our product’s strengths and weaknesses, and adjustments will be made accordingly.

Productivity: Weekly reporting on the efficiency of promotions, sales force activities, and advertising campaigns will also be used to measure the product’s progress.  This information will tie into how customers are responding to and their satisfaction with the product.  It will also help the company to identify its success level in establishing brand recognition and customer loyalty.    

7.3 Marketing Organization

Due to our relatively simple organizational structure and our narrow product line, we will organize our marketing department based on the functional organization model. The vice president of marketing will be responsible for overseeing and coordinating the entire marketing department, which consists of two divisions; namely Product and Communications. The product marketing division will be responsible for driving the understanding of the Hide-A-Heel’s™ target customer bases, as well as developing and executing strategic marketing plans. This will include identifying new markets, analyzing our position in relation to our competition and performing other such tasks. The marketing communications division will be responsible for overseeing the development and launch of strategic communication efforts that reach our targeted consumer base and set us apart from and above the competition. This group is responsible for our public relations efforts and developing and implementing advertising campaigns. These individuals are responsible for building brand identity in the market, as well as developing our web site and other creative services used to market the Hide-A-Heel™. 

The organization of the marketing department is illustrated below. As we lengthen and widen our product mix, as well as move into markets in other geographical locations, the organization of the marketing department is expected to change.  [image: image12.jpg]



7.4 Contingency Planning

If perhaps the economy falls into a recession and disposable income becomes less abundant, the Gamma Group will revisit our pricing structure.  Adjusting the retail selling price, additional price promotions, coupons, or rebates may be employed to maintain market attractiveness if there is a lull in consumer spending.

Our company will build partnerships/alliances with additional major retail outlet stores, to add Hide-A-Heel™ to their product lines.  This will expand our reach, brand awareness, and consumer purchasing if we find that established shoe companies introduce similar products.  Likewise, the aforementioned price re-structuring may also help to defer any negative impact of competitive products surfacing in the market place.
The budget allowing, Gamma Group will capitalize on various media outlets: radio, direct marketing, company website, brochures etc. to strengthen and differentiate the attributes and benefits of the Hide-A-Heel™ brand to nullify any confusion surrounding possible counterfeit products.  Moreover, these mediums will serve to reiterate the superior parts, craftsmanship, comfort, and style of our product to counter any claims from cheap imports looking to gain market share.
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