Demand Forecasting/Marketing Plan Methodology Guidelines
Above the Line component – Market Analysis:

Validates the existence of a market for the product/service by gathering national and regional consumer trends and applying them to your client’s geographic restraints.   Identifies market potential
This is not necessarily specific enough about who your client should target.
Below the Line component – Marketing/Communications Plan

· Current State Analysis/Base Line information

· Identifying current customers, what they buy, where they buy, why they buy, when they buy

· Products and services in more detail, pricing, quality, distribution
· Brand/Image/Message portrayed, position within the market
· Promotional activities, how their success is measured

· Discussion of where the competition stands – apply info from ‘above the line’ components and if you feel that you need more info about the competition’s position, branding and target markets, put here.

· Target Market Analysis: This identifies specifically who your client should target as their primary/secondary markets.
· Identify these markets through discussions with SC colleague. Discussion and conclusions based on

· Applying information from ‘above the line’ analyses (industry, market & competition)  
If you feel more information is needed to consider who the target markets are, consider IBIS World, Mediamark, and Mintel.
· Applying competitive advantages/strengths; Identifying opportunities of market niches not being served by competition.
· Define the target market by primary and secondary market segments
· Include further geographic restrictions if applicable
· What are this market’s demographics/psychographics?  If its B2B, what are industries are the markets in, how big are they in $ and employees?

· Quantify target market size

· Apply demographics and B2B trends to your geographic constraints, in a similar fashion to the market analysis, to come up with a base number.  Get this information from census/county profiles

· How much of this target market is already being captured by the competition? – currently penetrated market
· Show the math

· Promotional (including sales) Tactics/Initiatives to Capture Target Market - BUDGET
· Establish goals for the promotional efforts, i.e. brand awareness?  Becoming the leading provider?  Increasing sales of a particular product/service?
· Identify these through discussions with SC colleague. Discussion and conclusions based on

· Applying information from ‘above the line’ analyses (industry, market & competition) – what would the target market respond to, what does the competition do?

· Then, look to CSA/Baseline info – see which ones should be kept/improved upon based on above information.  Do we need to change anything from the baseline in order to reach the target markets?
· Be creative – what are some other ways to target key potentials.

· Describe each tactic/initiative (can separate by broad vs. targeted tactics)

· What it is and its purpose - How it helps reach ultimate goal of promotional activities

· Consider costs, time and resource implications of each and expected return.  Will this effect other business processes?  Show the math –
· Target Market Size

· Response Rate to the Initiative
· Duration – how often the client will get this response
· Conversion rate
· Equals = Target Market Captured

· What does this equal in dollars? Apply units purchased.
· How are the client will track the effectiveness of the initiative
· Make sure that each tactic/initiative is actually meeting the goal that it was established – if not, after the analysis, it might need to be nixed 

Resources to help!

Marketing and Sales Toolkits!

Applying Marketing Plan to Financial Projections

· Possible Variations from SC Colleagues– 
· Some base demand on what the client estimates demand to be (new ventures)
· ??

· Possible Variations for Sales projections– 

· Existing businesses with historical financial information – can use to extrapolate future demand
· Observing the market – actually going out and viewing what real consumers do in the product-market of interest – much of our research is based on this from secondary sources
· Surveying or focus groups – especially for new product concepts
· Regression analysis
