Agri-innovation Marketing Plan scheme
Duration: 12 weeks
	Essence statement:
	Using Agribusiness knowledge & skills to be able to thoroughly develop a marketing plan for an agri-innovation & to present a marketing strategy & case to sell their product. 

	Big Picture: 


	To have an understanding of what is required to run marketing strategy an agri-innovation product. 
The following are important ideas within the Big Picture:

· Fully explain the marketing situation of a particular product by conducting a marketing audit & analysing various tools

· Demonstrate an understanding of different strategies that could be used to develop an effective marketing plan

· Write a comprehensive marketing plan

The students demonstrate understanding of the following business knowledge, concepts, & content:

· innovation (originality, invention, commercialisation, or improvement with reference to business formation, functions, people, management & environment)

· sustainability (economic, social, cultural (including ethical) & environmental outcomes) 

	New Zealand Curriculum Links. 

	Business Studies: Level 8

	Analyse how & why New Zealand businesses operating in global markets make operational & strategic decisions in response to interacting internal & external factors. 
Plan, take to market, review & then refine an innovative, sustainable business activity; analyse the activity & its success in the marketplace. 

	Economics: Level 8
	Understand how the nature & size of New Zealand economy is influenced by interacting internal & external factors. 

	Agricultural & Horticultural Science Curriculum Level 8:

	Contextual Strand: Markets   
	Learning Objective 2: Examine how scientific & technological principles are applied to the life processes of plants &/or livestock in order to shape the attributes of primary products for specified markets.

	Contextual Strand: Profitability
	Learning Objective 4: Examine a range of factors that influence the profitability of primary production in New Zealand.

	Principles:


	Coherence: Creating links between knowledge & skills gained within the marketing community & the agribusiness industry.

Future Focus: Marketing decisions that allow producers to enhance & sustain global primary production & enterprise.
Cultural diversity: Students examine a variety of worldviews & values when considering global markets.
Community Engagement: Agribusiness marketing events ensure that the agribusiness sector reaches out to their local community. 

	Values: 


	Excellence, by aiming high & by persevering in the face of difficulties. 
Innovation, inquiry, & curiosity, by thinking critically, creatively & reflectively.

Diversity, as found in our different culture’s languages, & heritages.   

Community & participation for the common good.
Integrity, which involves being honest, responsible, & accountable & acting ethically. 

	Key Competencies: 


	Thinking: Make sense of information, develop understanding, make decisions, & reflect on learning.
Using language, symbols, & text: To access & communicate information & to communicate this information with others.
Relating to others:  Interacting effectively with a diverse range of people in a variety of contexts.   

Participating & contributing:  To understand the importance of balancing rights, roles & responsibilities of social, cultural, physical & economic environments.


Texts.

· Basic Marketing by Paul Rose.
· Senior Business Studies for New Zealand by Lloyd Gutteridge.
YES http://yetrust.co.nz/enterprise-programmes/lion-foundation-young-enterprise-scheme-year-12-13/yes-student-resources/ 

	Depth of coverage.
	Specific Learning Outcomes. Students understand:
	Learning Activities.
	Resources.

	What’s the Big Picture?
· Why study?
· Develop a comprehensive marketing strategy for an agri-innovation product or service & evaluate how it contributes to the product’s success. 
	
	Possible brainstorming ideas may include.

· Why is an understanding of marketing important to the primary industry?

· How does understanding business & marketing improve primary production markets, & meet producer & customer needs?
· Why is writing a marketing plan important to your product?

· Do Marketing PPT pgs. 1-4.
	· Poster paper.

· Pens.
· Marketing PPT pg. 2
· https://www.youtube.com/watch?v=_jWxxxU-QS4 – Production Tips 

· Resources can be used from the Young Enterprise Scheme. 

	What is an agri-innovation product or service?

· Explain what is an agri-innovation product or service?

· A new product or service should solve a problem. 

· Innovative refers to originality, invention, commercialisation, or improvement with reference to business formation, functions, people, management & environment.

· Areas that can be explored are improvements, growth & development, technology & innovation, policies & regulations, costs, inefficiencies, inconveniences, disasters, parallel activities, current events. 

· Provide examples of agri-innovation products. E.g., from Fieldays Grassroots Innovation.   
· Consider competition, copyright, value added, illegal material, intellectual property, patents, cultural property, school reputation & legal considerations for the brainstormed agri-innovation products or services.
	· What does agri-innovation mean? 
· Why study innovation?
· Why should the innovation solve a problem? 
	· Go over the understanding of what is an agri-innovation product or service. 
· Brainstorm types of agri-innovation products. 

· Examples of ideas are. 

· Gallagher celebrates the spark.

· https://nzfarmlife.co.nz/m-bovis-acid-test-for-calf-milk/ 

· A fenceless future.

· Making connections.

· Progressing the electric fence.

· Pushing the boundaries of livestock farming.

· Intellectual property lawyers called in to safeguard students
· https://farmersweekly.co.nz/section/agribusiness/view/spray-alert-achieves-wide-reach 
· https://www.croptracker.com/blog/10-emerging-innovations-in-agtech.html 

· https://eos.com/blog/top-5-newest-technologies-in-agriculture/ 

· https://www.anthropocenemagazine.org/2020/05/to-transform-our-food-systems-we-need-to-tap-into-the-agricultural-innovation-thats-at-our-fingertips/ 

· https://hbr.org/2017/09/what-your-innovation-process-should-look-like#:~:text=But%20done%20right%2C%20innovation%20requires,gathering%20data%2C%20testing%20and%20refactoring. 

· Wool 

· https://www.rnz.co.nz/national/programmes/ninetonoon/audio/2018794375/a-25-year-old-s-mission-to-revolutionise-the-wool-industry 

· https://www.tvnz.co.nz/one-news/new-zealand/nz-inventor-creates-worlds-first-boat-made-wool?fbclid=IwAR2GnewbMUAkOMO0cnWdiJGwYPj3cheP5URPFqdfzNskLlnyQcfqxnz6XKQ 
· Brainstorm agri-innovation products that solve your problem.  Select the top ones & judge them on criteria that suits your needs.  Choose one to market.

· Read Added Value. 
	· Added-value

· http://www.consumeraffairs.govt.nz/businessinf
· Gallagher celebrates the spark.

· https://nzfarmlife.co.nz/m-bovis-acid-test-for-calf-milk/ 

· A fenceless future.

· Making connections.

· Progressing the electric fence.

· Pushing the boundaries of livestock farming.

	Marketing. 

· What is marketing?

· What does marketing include?

· Marketing goals

· Market research 
· Position in the marketplace

· Marketing strategy 

· Sales forecast

· Marketing budget

· Contingency plans

· Action plans

· Monitoring
	· What is marketing?

· Why do we need to study it?
	· Brainstorm what concepts marketing would look at?

· Go over the understanding of why marketing is needed for the agri-innovation product.

· Do Marketing PPT pgs. 4.

	· Marketing PPT pg. 4

· Basic Marketing pg. 16-24. 
· https://www.ruraldelivery.net.nz/stories/Kiwigarden - Agmardt & Kiwigarden 

	Understanding a Market Plan 

· A marketing plan is a business document written for the purpose of describing the current market position of a business & its marketing strategy for the period covered by the marketing plan. Marketing plans usually have a life of from one to five years. 

· The purpose of creating a marketing plan is to clearly show what steps will be undertaken to achieve the business' marketing objectives.

· What needs to be in a marketing plan? Description of the product, budget & sales forecast, advertising & promotional plan, pricing strategy, target market & market segmentation, information about the competition, strengths & weakness of the product & anything else that might aid in the effective marketing & selling of the product.
· Developing a marketing plan would typically involve:

· setting marketing aims to support corporate objectives

· completing a marketing audit evaluating existing marketing against marketing aims

· conducting market research to address issues arising from marketing audit

· analysing & evaluating market research data

· developing a comprehensive marketing strategy to meet marketing aims

· evaluating sales forecasts & creating marketing budget

· developing a contingency plan

· writing a comprehensive action plan for implementation & future monitoring.
	· What is a marketing plan?

· The need for having a market plan. 

· The importance of marketing. 

· What needs to be in a marketing plan. 
	· Start implementing a marketing plan for the agri-innovation product. 

· Describe what a marketing plan is? 

· Explain its purpose.

· What the contents of marketing plan might be.
· Look at Marketing Plan. 
· Go through 

· 3.4 Marketing Strategy & Budgets-1 PPT

· Marketing PPT pgs. 6.

· Examples of marketing plans are: 

· http://home.ubalt.edu/ntsbpitt/SpreeMPE.htm 
· http://college.cengage.com/business/pride/foundations/2e/resources/pf_found_sample_mkt_plan.pdf 
· Marketing plan – how to get started http://www.youtube.com/watch?v=_lo4-GOADVY
· How to write marketing plan in 5 steps http://www.youtube.com/watch?v=j4HjB8TUIOE
· How to Write a Strategic Marketing Plan http://www.youtube.com/watch?v=-ul65NjOMzo

	· Basic Marketing 

· Marketing Plan 

· 3.4 Marketing Strategy & Budgets-1 PPT.
· Marketing PPT.

· The Differences Between Marketing Goals & Objectives.

	1. Marketing Aims

· Set marketing aims to support agribusiness objectives for the new agri-innovation product.

· A mission statement & corporate objective should be set.  These headings could be utilised.
· Financial

· Personnel

· Personal 
· Organisational Life Plan
	· 
	· Go through Marketing Aims & Audits PPT pgs. 3-4.
· What are the marketing aims that support the agribusiness objectives for the new agri-innovation product?

· Complete the Marketing Aims & Objectives worksheet. 

· Read The Differences Between Marketing Goals & Objectives.

· Watch video on SMART goals https://www.khanacademy.org/college-careers-more/learnstorm-growth-mindset-activities-us/elementary-and-middle-school-activities/setting-goals/v/learnstorm-growth-mindset-how-to-write-a-smart-goal 
	· Marketing Aims & Audits PPT
· Marketing Aims & Objectives worksheet.

· The Differences Between Marketing Goals & Objectives.

	2. Marketing Audit

· A marketing audit is a summary of the current market situation. It helps to identify opportunities & threats in the marketplace & helps to identify where the product fits in the marketplace. 

· A marketing audit should include a: 

· Market analysis 

· Customer analysis 

· Competitor analysis 

· Environmental analysis 

· SWOT analysis 

· Marketing assumptions 
· Using primary & secondary data to determine.
· feasibility of the product or service. 

· target market – who, where, why what, when & how. 
· the structure of the market(s) available.

· the size of the market(s)
· market share 

· risk assessment using SWOT analysis 

· key competitors (PMI)
· market growth
· market targets

· key market segments

· key customers
· market share
	· The importance of carrying out market research.

· The key differences between primary & secondary data.
	· Use the Marketing Audit to determine existing marketing activities.

· Go through Marketing Aims & Audits PPT.

· Read Marketing Audit.

· Get a guest speaker in to talk about market research.
· Do Market PPT pgs. 9-12.
· Go through Marketing Research PPT.
· Complete a marketing audit evaluating existing marketing against marketing aims
	· Marketing Audit
· Marketing Aims & Audits PPT
· Market PPT
· Market Research PPT.

	a) Market Analysis

· Research & analyse the market you are selling into. 

· Conduct market research to address issues arising from the marketing audit & to look at possible markets for the agri-innovation product.  These could be domestic, local & international market opportunities.
	· How to conduct market research.
· Secondary research 

· Market & marketing research principles. 
· The difference in markets.
	· Carry out secondary research to try to establish the size of the potential market, to identify any growth in the market & to identify current trends in the market.
· Do a simple Google search or use Figure.nz & Stats NZ.
· Go through Market PPT pgs. 13.
	· Basic Marketing pg. 37-50.
· Marketing PPT.
· Senior Business Studies for New Zealand pg. 102 – 112.

· https://www.youtube.com/watch?v=Ah5qJBKGHBw – Business Planning Part 3


	b) Customer Analysis
· Research & analyse the target market to identify & understand the needs of the ideal customer.
· Carry out primary research to identify the ideal customer(s).
	· How to conduct market research.
· The importance of carrying out market research.

· Primary research.
	· Carry out market research using both primary & secondary data into the possible agri-innovation product or service, using the headings in the left-hand column. 
· Carry out primary research to identify the ideal customer(s). This should include both demographic factors “who is the target market?” & psychographic factors “what are their attitudes & values?”, “what are their wants & needs?”, “why will they buy the product?”. 

· Suitable primary research methods could include product testing by taking an MVP to market, interviews & focus groups. 

· Use online statistics to find out the size of the target market.
· Do Market PPT pgs. 23-29.
	· Marketing PPT 

	c) Competitor Analysis 

· Research & analyse your main competitors. 

· Who is your main competition? What is their market share? What products do they sell? At what price? Where do they sell? What is their unique selling point? What are the advantages & disadvantages of their product? 

· How can you differentiate yourself from the competition & offer something better?
	· 
	· Do Market PPT pgs. 14.

· Students to answer. 

· Who is the main competition? 
· What is their market share? 
· What products do they sell? 
· At what price? 
· Where do they sell? 
· What is their unique selling point? 
· What are the advantages & disadvantages of their product? 
· How can you differentiate yourself from the competition & offer something better?
	· Marketing PPT 

	d) Environmental Analysis 

· Use PESTLE (Political, Economic, Social, Technological, Legal & Environmental) analysis to identify & evaluate any significant external factors that may influence the success of the product. This could include opportunities & threats. 
· Analyse the findings & evaluate how these will affect marketing & sales. These should include both positive influences that may help the business to be successful & negative influences that may prevent the business from being successful. 
	· PESTLE
	· Do Market PPT pgs. 15- 22.

· Carry out a business environment scan using PESTLE (Political, Economic, Social, Technological, Legal & Environmental)
	· Marketing PPT 

	e) SWOT Analysis

· Findings from the Environmental Analysis should be included as part of your SWOT analysis.
	· SWOT Analysis
	· Read SWOT

· Prepare a SWOT analysis.

· Watch SWOT analysis video, https://www.youtube.com/watch?v=JXXHqM6RzZQ&feature=emb_logo
· Use the information you have collected to prepare a detailed SWOT analysis for your product which identifies and explains: 

· the current strengths of your product 

· the current weaknesses of your product 

· the main opportunities that can benefit your product 

· the main threats that may prevent your product from being successful 

· Include relevant findings from your environmental (PESTEL) analysis in the SWOT analysis.
	· https://www.youtube.com/watch?v=JXXHqM6RzZQ&feature=emb_logo
· SWOT

	f) Other Marketing Analysis Tools. 

· Identify your business’ position in the marketplace

· Tools to use such as. 

· Ansoff Matrix – to identify the best growth strategy for your product (market penetration, market development, product development & diversification) 

· Boston Matrix – to identify growth opportunities for your product (cash cow, star, problem child, dog) 

· Porters Five forces model - to determine how well you can compete in the marketplace (supplier power, buyer power, competitive rivalry, threat of substitution & threat of new entry).
	· Your business’ position in the marketplace.
· Tools that can be used to determine a business’ position in the marketplace. 
	· Now that the customers & competitors are understood, use one of the marketing analysis tools to identify the product’s position in the marketplace. 

· Identify & describe your target market & how your product meets the needs of this market 
· What is the target audience for the agribusiness?
· Go through 

· Ansoff’s Matrix PPT.

· Market Analysis PPT.

· Marketing PPT pgs. 30-47.

· Porters Five Forces PPT
	· Marketing PPT 

· Basic Marketing 

· Marketing Audit hand out. 

· Ansoff’s Matrix PPT.

· Market Analysis PPT

· Porters Five Forces PPT

	g) Marketing Assumptions
· Analyse & evaluate market research data 

· Identify & describe your target market & how your product meets the needs of this market 
· Look for patterns, issues & opportunities. 

	· How to analyse & evaluate market research. 
· The implications of the evaluation. 


	· Use the information gathered to draw assumptions or conclusions from the findings & fully explain how these assumptions will impact on the success of the business idea. 
· Analyse & evaluate the market research data collected on your agri-innovation product or service. 

· Understand the implications of the evaluation. 

· Is there a clear market for your product or service?

· Do Marketing PPT pgs. 30-31.

· Do a risk analysis using SWOT analysis & then how you are going to manage the risks identified.
	· Basic Marketing.
· Marketing PPT pg. 28-29.

	3. Marketing Strategy

· A marketing strategy is a plan to help you to attract more customers and create more sales. It outlines your marketing objectives and the techniques you will use to achieve them.

· Develop a comprehensive marketing strategy to meet marketing aims for the new agri-innovation product or service using;

· evaluated market research data

· the business’ marketing objectives & the business’ SMART goals.

· the 7 p’s of marketing (product, price, place, promotion, people, process, physical evidence).

· Forecasting.

· Branding (name, loyalty & image). 
	· Marketing objectives.

· The 7 p’s of marketing.

· The concept of branding. 

· Risk management

· Contingency plans.
	· Develop a comprehensive marketing strategy for their agri–innovation product or service using;
· their market research, 
· businesses objectives & SMART goals, 
· the 7 p’s of marketing.
· Create an image or brand for their agri-innovation.  

· See Advertising folder on costs for advertising. 

· Read Marketing Strategy.   

· Go over Marketing PPT pgs. 48-58.
· Go over Marketing Strategy & Budgets PPT
	· Basic Marketing 
· Marketing PPT pg. 48 – 58

· Senior Business Studies for New Zealand pg. 112 – 116.

· https://www.youtube.com/watch?v=Ah5qJBKGHBw – Business Planning Part 3
· (http://en.wikipedia.org/wiki/Pricing_strategy)
· Marketing Strategy & Budgets PPT.
· Marketing Strategy.

	a) Marketing Objectives 

· Set SMART marketing objectives that support your business objectives. 

· A marketing objective is any objective that relates to the marketing, promotion or sale of your product.
	· Marketing Objectives 
	· Set SMART marketing objectives that support your business objectives. 
	

	b) Marketing Mix 

· Product: What you selling? What are the features of your product? What is your unique selling point? How does your product benefit your target market? 

· Price: What is selling price is best for your target market? How does it compare to your competition? What will your profit margin be by selling at that price? What pricing strategy(ies) are you using and why? 

· Promotion: What promotional strategies will you use to let your target market know about your product and its benefits and why will these strategies be effective? 

· Place: Where will your products and services be available for purchase and why? Will you sell online? Identify and justify your channels of distribution.
	· Marketing Mix
	· Develop a marketing mix to help you achieve your marketing objectives. 

· Use the findings from your Marketing Audit to identify and justify the best product, price, promotion and place for your product. 

· Marketing Strategy & Budgets PPT

· Read https://www.stuff.co.nz/business/prosper/advice/300372277/how-to-promote-a-business-from-smiley-face-balloons-to-number-plates 
	· Marketing Strategy & Budgets PPT

	c) Sales Forecast 

· Identify how many units of the product you plan to sell each month & how much sales revenue this will generate for the business. 

· Justify why sales will be at this level each month.
	· Sales Forecast
	· Identify how many units of the product you plan to sell each month & how much sales revenue this will generate for the business. 

· Justify why sales will be at this level each month.
	· 

	d) Contingency plans. 

· A contingency plan is a back-up plan (often called Plan B or Plan C). It is an action that could be taken to improve the success of the business. 

· Identify any risks that may arise in your business.
	· Contingency plans. 


	· Develop & write a contingency plan to eliminate or eradicate risks to the business.

· Do Contingency Planning PPT.
· Do Marketing PPT pgs. 61-63.

· Marketing Strategy & Budgets PPT.

· Monitor the sales regularly to see if you are meeting your sales forecast & if you are on track to meet the marketing objectives. If sales are below target, use one or more of the contingency plans to help increase the sales.
· Identify & explain the contingency plans that could be taken by the business to help achieve the sales forecast if there is a variance between actual & predicted sales figures. 

· Consider all areas of the marketing mix when developing the contingency plans. Try to come up with a contingency plan that addresses at least 3 of the 4 P’s. Product – could you sell something else with your product? Promotion – could you promote in a different way? Place – could you use a different sales channel? 

· Be specific when suggesting your contingency plans & for excellence, explain these contingencies & justify why they will be successful.
	· Marketing PPT pgs. 61-63.

· Marketing Strategy & Budgets PPT.

· Contingency Planning PPT.

	4. Marketing Plan   

· A Marketing Plan provides more detail about HOW you will achieve your marketing objectives. It gives details of the timings & costs of the planned marketing & sales activities. 

· Prepare a Marketing Plan for your product that includes a: 

· Marketing action plan 

· Marketing budget 

· Plan for monitoring sales 

· Write a comprehensive action plan for implementation & future monitoring.
	· Forecasting of sales
	· Write up the market plan, a detailed action plan for implementation.

· Forecast the predicting number of sales & to whom.
· Do Marketing PPT pgs. 64-68.
	· Marketing PPT pg. 64 - 68
· https://www.youtube.com/watch?v=Ah5qJBKGHBw – Business Planning Part 3
· Basic Marketing.

	a) Marketing Action Plan 

· Complete an action plan or timeline to show how & when you will implement your marketing strategies. 
· Note: this action plan is for activities relating to marketing and sales only. It should not include activities relating to production and finance.
	· Marketing Action Plan 
	· Complete an action plan or timeline to show how & when you will implement your marketing strategies. This will show your company what marketing actions need to be completed to achieve your marketing objectives & by when. 
· Write an action plan of what needs to be done, when & who is going to be doing it. 
· Check that all promotional & sales activities that you suggested in the promotion & place sections of the Marketing Mix have been included in your action plan. 
	· 

	b) Marketing Budget.
· This identifies the costs involved in implementing the planned marketing & sales activities. This should include all costs associated with how you plan to promote & sell your product as identified in the promotion & place sections of the Marketing Mix. 

· Examples may include market stall fees, expo stall fees, website costs, advertising costs, company uniforms, business cards, flyers, giveaways, competition prizes etc. 

· Note: this marketing budget should include marketing and sales costs only. It should not include your costs of production.
	· Marketing budget.
	· Create a marketing budget.

· Work out a marketing budget for your agri-innovation product for different prices & show it as a graph. 
· Analyse & make recommendations on price.
· Calculate net profit from breakeven.

· Do Marketing PPT pgs. 58-61.

· Do Marketing Strategy & Budgets PPT

· Read How to Prepare a Marketing Budget.

· Justify why this expenditure will benefit your business. 
	· Marketing PPT pgs. 58-61.

· Marketing Strategy & Budgets PPT.

· How to Prepare a Marketing Budget

	c) Plan for Monitoring Sales 

· Explain how & when you will monitor the marketing actions & sales forecasts throughout the year to see if you are on track to meet the marketing objectives. Plans for this could be included in your timeline/action plan.
	· Why it is important to monitor the business.
	· Explain how & when you will monitor the marketing actions & sales forecasts throughout the year to see if you are on track to meet the marketing objectives. Plans for this could be included in your timeline/action plan.
· Set up a plan of what monitoring is going to be done on the business.
	· 

	Possible Assessment:
	AS91382 Business Studies 3.4 Develop a marketing plan for a new or existing product. (6 credits, internal).
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