Details:
This is a Collaborative Learning Community (CLC) assignment.
Your team will create the Final Report to the Board (1,000-1,250 words), which will be a written summary of performance. The Report to the Executive Board should include the following components:
1. Review your financial and market performance during the second year.
Highlight the key features of the business plan that was presented to the venture capitalists: Brand Strategy, Pricing Strategy, Advertising Strategy, and Sales Channel.
2. Assess your business strategy and performance during the second year.
3. Compare actions taken in regard to the marketing plan.
4. Discuss departures from the marketing plan, justification, and outcome.
5. Review significant events that affected the company or market.
6. Assess your current situation and the market (What are your firm's strengths and weaknesses?)
7. Summarize how you have prepared your firm to compete in the future.
8. What were the lessons learned and recommendations?
Prepare this assignment according to the guidelines found in the APA Style Guide, located in the Student Success Center. An abstract is not required.
This assignment uses a rubric. Please review the rubric prior to beginning the assignment to become familiar with the expectations for successful completion.
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	100.0 %Content
	 

	10.0 % Performance Review for Second Year
	No performance review information for the second year of business is present.
	The performance review information for the second year of business is present, but lacks details or is incomplete.
	The performance review information for the second year of business is present.
	The performance review information is present and fully analyzes performance during the second year.
	The performance review information is present and provides a detailed report that fully analyzes performance during the second year.
	

	15.0 % Marketing Strategy
	No marketing strategy is present.
	The marketing strategy is incomplete.
	The marketing strategy is included and addresses brand, pricing, and advertising strategies. A sales channel is determined in the market plan and supported by marketing and consumer research. There is some explanation for the actions taken in the marketing plan.
	The marketing strategy is included and addresses brand, pricing, and advertising strategies. There is a description to justify at least two of the marketing strategies. A sales channel is determined in the market plan, supported by marketing and consumer research, and includes an explanation to support the decision. There is an explanation for the actions taken in the marketing plan.
	The marketing strategy is included and addresses brand, pricing, and advertising strategies. There is a detailed description to justify each of the marketing strategies. A sales channel is determined in the market plan, supported by marketing and consumer research, and includes an explanation to support the decision. There is a detailed explanation for the actions taken in the marketing plan.
	

	10.0 % Financial and Market Performance 
	No financial and market performance information is present.
	The financial and market performance information is incomplete.
	The financial and market performance information is present and mentions actions taken against the marketing plan, departures from the marketing plan, and significant events that affected the company. There is mention of an outcome after departing from the marketing plan.
	The financial and market performance information is present and provides clear justification for actions taken against the marketing plan, departures from the marketing plan, and significant events that affected the company. There is some indication of an outcome after departing from the marketing plan. 
	The financial and market performance information is present and provides a thorough justification for actions taken against the marketing plan, departures from the marketing plan, and significant events that affected the company. There is clear indication of the outcome after departing from the marketing plan.
	

	15.0 % Current Situation and Market Evaluation
	The current situation or market evaluation is missing. 
	The current situation or market evaluation is incomplete.
	The current situation or market evaluation is present and identifies the internal strengths and weaknesses, and external opportunities and threats. 
	The current situation or market evaluation identifies the internal strengths and weaknesses, and external opportunities and threats. There is an explanation of goals, focus, culture, customers, and competition. 
	The current situation or market evaluation thoroughly identifies the internal strengths and weaknesses, and external opportunities and threats. There is a detailed explanation of goals, focus, culture, customers, and competition with evidence to support the assessment.
	

	10.0 % Investments in the Future
	No investment summary is present.
	The investment summary is incomplete.
	The investment summary is included and describes how the firm will compete within the market in the future.
	The investment summary addresses the economic outlook of the industry and provides a plan on how the firm will compete within the market in the future.
	The investment summary clearly addresses the economic outlook of the industry and provides an extremely detailed plan on how the firm will compete within the market in the future.
	

	10.0 % Lessons or Recommendations for Market Plan
	No lessons or recommendation are present.
	The lessons or recommendations are incomplete.
	The lessons or recommendations are present.
	The lessons or recommendations are presented and clearly outline controls for monitoring and adjusting plan implementation.
	The lessons and recommendations are exceptionally presented and outline controls for monitoring and adjusting plan implementation.
	

	20.0 % Mechanics of Writing (includes spelling, punctuation, grammar, language use) 
	Surface errors are pervasive enough that they impede communication of meaning. Inappropriate word choice and/or sentence construction are used.
	Frequent and repetitive mechanical errors distract the reader. Inconsistencies in language choice (register), sentence structure, and/or word choice are present.
	Some mechanical errors or typos are present, but are not overly distracting to the reader. Correct sentence structure and audience-appropriate language are used. 
	Prose is largely free of mechanical errors, although a few may be present. A variety of sentence structures and effective figures of speech are used. 
	Writer is clearly in command of standard, written, academic English.
	

	5.0 % Paper Format (Use of appropriate style for the major and assignment) 
	Template is not used appropriately, or documentation format is rarely followed correctly.
	Appropriate template is used, but some elements are missing or mistaken. A lack of control with formatting is apparent.
	Appropriate template is used. Formatting is correct, although some minor errors may be present. 
	Appropriate template is fully used. There are virtually no errors in formatting style.
	All format elements are correct. 
	

	5.0 % Research Citations (In-text citations for paraphrasing and direct quotes, and reference page listing and formatting, as appropriate to assignment) 
	No reference page is included. No citations are used.
	Reference page is present. Citations are inconsistently used.
	Reference page is included and lists sources used in the paper. Sources are appropriately documented, although some errors may be present.
	Reference page is present and fully inclusive of all cited sources. Documentation is appropriate and GCU style is usually correct. 
	In-text citations and a reference page are complete and used as needed. The documentation of cited sources is free of error.
	

	100 % Total Weightage 
	 
	









[bookmark: _GoBack]Marketing Plan – Action
Our marketing plan included adopting the five elements identified in the promotion mix concept as a marketing tool (Keller & Kotler, 2016), in which we were able to increase our advertising efforts by rolling out several new advertising campaigns including, The Orange 1W, Orange 2T, Orange 3I, and Orange 1C. Our sales promotions to offer rebates and customer loyalty rewards have been very successful in the past and we continue to offer these incentives. Public relations have increased from a direct result of our expansion of stores nationally and internationally. Direct marketing and personal selling increased due to peer to peer marketing from satisfied clients. We relied heavily on this type of marketing realizing that most people are likely to trust someone else that can attest to the quality of the product or service (Brechon, 2014). Our marketing efforts also included the announcements of a few really innovative press releases, several email marketing campaigns, distribution of e-coupons, and social media blitzes. 
Changes/Adjustments to Marketing Plan
During the 2-year period there were many events that led to decisions and changes affecting the marketing strategy. In the first 4 quarters our division spent much of the time researching and discussing the initial strategy and how we would enter the market. The main goals were to build our market position with a model that could be defended while keeping a high market share and prices that fit our four demographics willing to pay ranges. The pricing strategy remained that of a penetration strategy that kept prices at average market price.
After obtaining our market share results in quarter 5 our firm noted great success with the initial decisions that started by adjustments made to Orange and Orange T, also added two new models, Orange I1 and Orange C1 in order to accommodate the needs of the Costcutter, Innoverters, Workhorse and Travelers demographic. For all demographic segment our division exceeded all other competitors for market share 50% for Costcutter, 37% for Innovator and Traveler, and 40% for Workhorse with a total market share of 41%. The Customer Union granted our initial designs an acceptable rating for the Costcutter demographic for our Orange C1 model. This was not our initial goal as this model was designed for the Workhorse market of which no brands received a recommendation. This led to a redesigning phase of all our models and a complete overhaul of both initial advertising campaigns with new changes that were focused on the target markets for our newly opened offices in Paris, Tokey,Sydney and Abu Dhabi, and Sao Paolo.
In Quarter 7 we received data that our firm had fallen behind Apollo who took an aggressive approach by opening new sales offices and hiring an immense amount of new sales people across the globe. This led to them overtaking a majority market share of 38% while ours dropped to 30%. This loss was very alarming and caused our firm to relook and redesign all our models. Another complete overhaul of the advertising campaign was completed as well as our ads were successful in NORAM, MEA, LATAM, APAC, and Europe. In quarter 9 we received the results of the market research which was very encouraging as we had again retaken the number market share of 36% compared to 21% for Apollo, 15% for Itanium. 
Significant events that affected our company and/or market
After looking at the competitor’s designs, two new models were created Orange I1 and Orange C1 in order to accommodate the needs of the Costcutter, Innoverter, demographic with invention, those models later on envaulted to become Orange D Aaron, Orange L Malith, Orange L Khaled, and Orange D Derek. In quarter 7, we lost market shear, however, we kept the lead in Cumulative Balanced Scorecard. Minimal changes were made to any of the four brands. The advertising campaign had mixed results but remained successful.
In Quarter 8, we had again lost total market share, but kept majority share for both Costcutter and stayed a leader in total Cumulative Balance Scorecard. This led to incentives for sales in hopes of recapturing the lead. By this time our balanced scorecard was showing all positive outcomes from the previous 7 quarters of business financial performance of 36.90, creation of wealth 3.258, with total performance 113.889 being the most significant. Sales had reached almost $32.3 million for a total of 11,623 units sold.
For the final quarter, revenues were over $55.6 million with a gross margin of $29.4 million in sales that reach 20,009 units sold and a 37% total market share. Data showed that the marketing campaign was successful as all changes maintained number 1 status for sales with our four target demographics. Brand judgment data showed at all our models rated top on all four targeted markets. Balanced scorecard shows lead in all aspects. At the end of two years market research, our company Orange came on top in all areas.   

