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Executive Summary
Everyday around the world, we hear stories about devastation to wildlife and the environment. Posted April 8, 2021, an article from ScienceDaily explains a third of the ice shelf in Antarctica is at risk of collapse as the planet warms, causing rising sea levels (University of Reading). In response to news such as this, marketers see a shift in expectations from customers searching for more environmentally conscious products and high moral standards from businesses. Consumers have made sustainability a priority, forcing companies’ hands to make changes in their practices. As a result of this shift, the green technology market has begun to take shape and continues to expand as the need increases. “The US green economy is estimated to represent $1.3 trillion in annual sales revenue and to employ nearly 9.5 million Full-Time Equivalents,” (Georgeson). What some consumers do not see is their individual impact on all of this. Households are one of the main causes for global emissions and consumption. In fact, “…household consumption contributes to more than 60% of global GHG emissions and between 50% and 80% of total land, material, and water use” (March 3, 2016). The consumers that are concerned with sustainable practices from their businesses have an opportunity to make a difference starting in their own home, seeing as they are a contributing factor to the devastation in the news. 
Looking at their website, Samsung has always had a clear high standard for their impact on the environment which makes manufacturing the Viva Monitor with them a perfect collaboration. Now green technology has a recognized competitor and consumers can find a product that helps them contribute to a better world. Utilizing Samsung’s current network and distribution connections will benefit sales and create a competitive advantage against lesser-known brands. As far as pricing is concerned, the goal is to meet the needs of the average household price range. Considering sophisticated technology such as this, costs would need to include that of innovation and quality to produce a monitor that exceeds expectations. The range should start from the $150-$200 price point based on target research. Additional monitoring will be implemented in the future and considered into price when that is introduced. Marketing efforts will initially begin with campaigns on Facebook and YouTube in order to focus attention on the desired market, among other media outlets. Resellers will offer a unique advertising experience by showing in real time how the monitor works at their brick-and-mortar locations. This will prove a lot to the customer, showing its functionality, its accuracy, and its adaptability to every household. Throughout the launch, the Viva Monitor will adapt their marketing tactics and product features based on customer feedback. Based on what works, marketers will zone in on this tactic and enhance it to reach many markets. By emphasizing the benefits that Viva Monitor can provide households, consumers will realize how their actions are affecting the planet and have the resources to do something about it. Viva Monitor is a product that will change the way we live, one household at a time. 
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Introduction
This document aims to introduce Samsung’s new strategic business unit and its new correlated product, the Viva Monitor. The Viva Monitor allows customers to live their best, most sustainable life.  It is an opportunity to create real and drastic change in average household impact on the planet. The monitor allows customers to have access to their personal data regarding energy consumption and make choices for their home based off their results fund in the correlated app. The app will be customizable, making analyzing fun and easy for every user. You will be able to pick the appearance of the data from an aesthetic point of view or in terms of what data you want to look at. The data is continuous and regularly updated in the app to provide the most accurate reading of energy usage per appliance or whatever it may be. The software will be developed and produced by Samsung which means it will consist of the highest innovation and quality at the minimum cost for consumer benefit. The first wave will consist of monitoring energy consumption, later introducing data on household waste production and gas emissions. Installation will be included in the price, meaning a trained representative will install and set up the monitor within 30 minutes for you. They will then teach users how to navigate the app if requested. 
Included is research concerning Viva Monitors launch, as well as additional information about Samsung and the newly developed strategic business unit. You will also find a situation analysis of Samsung, marketing objectives for the brand and product launch, target market research, and customer value plans such as pricing strategy and distribution strategy. Also included is an in depth look at the need of this type of technology as well as the target market supported by cultivated data. This marketing plan should communicate all preparations and phases within the company to ensure success for the SBU as well as the new product, Viva Monitor. 


[bookmark: _Toc69085964]Corporate Mission
“We will devote our human resources and technology to create superior products and services, thereby contributing to a better global society.” (“Mobile: TV: Home Electronics: Home Appliances.”)

[bookmark: _Toc69085965]SBU Mission
“We will develop accessible technology to better the environment, allowing every home to invest in the future.”

[bookmark: _Toc69085966]SBU Goals
· Optimize profits and services.
· Develop an affordable and approachable product.
· Promote a vibrant and effective community. 
· Inspire current businesses and new generations by creating opportunities for consumer involvement.

[bookmark: _Toc69085967]Marketing Plan Objectives
· Promote the Viva Monitor and all it has to offer, plus related services such as tech support.
· Grow a digital presence that inspires community while marketing it to many consumer markets.
· Develop brand loyalty to Samsung for eco-friendly technological innovations. 
· Generate customers with lifetime value. 
[bookmark: _Toc69085968]Situation Analysis 
[bookmark: _Toc69085969]Strengths
 	Samsung has many strengths, starting with their position in the electronics market. They remain a top competitor against, but not limited to Apple, LG Electronics, and Sony (Posts). Additionally, Samsung has dedicated efforts to reducing their global footprint and made serious strides in order to do so. They were able to decrease greenhouse gas emissions by 243.1 million tons which is equivalent to the energy 1.5 billion households use for their fridge by 2019 (Newsroom). Another strength is their product line. Samsung makes many products, such as washing machines, computers, memory chips, and smartphones. They reclaimed the top market share with 22.7% and shipped 80.4 million smartphones in 2020 (“Samsung Reclaims…). They have recently won awards for their reliability and eco-friendly approach. In 2020, they won 48 awards at the IDEA awards ceremony and continue to be India’s most trusted brand (“Samsung Wins…). It is also true that Samsung has won the EPA’s highest honor in the Energy Star program (Mobile:). With these in mind, the Viva Monitor is a perfect fit to be released with the Samsung label.
[bookmark: _Toc69085970]Weaknesses
While Samsung is a well-recognized brand, they have many weaknesses to manage. The American economy is unreliable due to the recent effects of COVID-19 but continuous change in leadership which makes a heavy reliance on it a sensitive trait. It is smarter to spread their devotion to multiple economies and succeed in each one. Another weakness for Samsung is the very public product failure. In 2016, the Galaxy Note 7 had reports of explosions and overheating, and it was well documented on the internet (Newcomb). This was due to an oversight with the battery and producing the smartphone as fast as possible. Lastly, a big weakness to consider is the scandal Lee Jae Yong is involved in. He started as the acting head of Samsung in 2014, inheriting it from his father. He was sentenced to 2 years and 6 months in prison on account of bribery, embezzlement, and concealment of criminal proceedings (Lee Jae Yong:). There are still court rulings and decisions being made but the scandal overall is bad press for the company and a concern regarding leadership.
[bookmark: _Toc69085971]Opportunities
Samsung, as an electronics company, has the ability to capitalize on 5G technology. 5G technology is the newest mobile network that delivers faster performance and improved efficiency. Many of the newer smartphones and other technology has 5G capability, including Samsung.  More opportunities for Samsung will come with this improved wireless network. There is also room to improve management. As we discussed before, the leaders of Samsung are not perceived as reliable and loyal. Establishing an ethical and effective management team would make massive improvements in every aspect of the company. Additionally, there is an opportunity to diversify their market concentration. Putting less emphasis on US economies allows for growth in other markets that would not have been explored prior. Finally, Samsung is a company known to try to things when it comes to technology. Producing more innovative technology, such as the Viva Monitor, is an opportunity for Samsung to shine and make a difference in the world. 
[bookmark: _Toc69085972]Threats
There are many technology companies that are a threat to Samsung. Apple, LG Electronics, Sony, Huawei, Xiaomi, and many more are strong competitor not only in the smartphone game, but in every regard. New innovations from any of these companies is a threat to Samsung’s revenue. In addition to competition, management has had proven traits of corruption. The scandal I mentioned early is a threat to brand perception as well as many legal concerns regarding finances and deeper issues. It is also important to consider the economy is unstable in many places, especially following the Covid-19 pandemic. Most, if not all business were hurt by the virus in 2020 and Samsung is not an exception. Also, the technology world is rapidly evolving and working on new things that can threaten Samsung’s stability and relevance. Legal threats are still relevant to Samsung and other modern companies. In 2011, Apple filed a lawsuit against Samsung for patent infringement. This was a 7-year court battle involving two of the most popular electronic brands. In the end, Samsung was ordered to pay $539 million dollars in addition to a previous payment of $399 (“Samsung Has…). This hurt finances as well as the publics perspective of Samsung as a whole. Legal threats such as these, or everchanging guidelines and laws, adds pressure to Samsung’s image. 
Regarding the strategic business unit responsible for the Viva Monitor, all of these traits apply. Samsung as a recognizable brand generates a certain perspective and ability that these strengths, weaknesses, opportunities, and threats support. The new SBU must take the bigger picture traits into account when analyzing their market as well. The Viva Monitor creates an opportunity for innovative sustainability monitoring that Samsung has not had before. Many companies have the capability to produce a similar product, however, none have yet which threatens innovation. Another trait to address would be the corporate leadership controversy. That cannot affect the SBU management team and should not be a problem in the near future. 


[bookmark: _Toc69085973]Segmentation, Targeting, and Positioning 
[bookmark: _Toc69085974]Samsung is a globally established competitor in the technology market and introducing the Viva Monitor allows them to branch into other industries. The industry that environmentally focused innovations such as the Viva Monitor fall under is the green technology and sustainability market. While it is relatively young, green technology is attractive to modern businesses and their customers. The industry is defined as “an applicable combination of advanced tools and solutions to conserve natural resources and environment, minimize or mitigate negative impacts from human activities on the environment, and ensure sustainability” (Green). Due to political conversations, social media, and many other factors, the sustainability market has been rising and is predicted to grow from 8.7 billion dollars to 28.9 billion by 2024” (ReportLinker). The range of consumers is growing accordingly and will continue to do so. Samsung will be able to create lifetime customers by selling sustainable technology now while the market is expanding. 
[bookmark: _Toc69085975] That being said, here is compiled research to analyze segment dimensions regarding marketing strategy. It looks at the amount of resource consumption by each of the 5 main regions of the United States. Segmenting potential factors of the market will aid in developing marketing strategy for the monitor as well as future products. The table displays the number of open landfills, electric power consumption, and CO2 emissions per region from recent studies. Household behaviors contribute to all these factors, therefore breaking them down is helpful to see what region contributes the most to environmental conditions and vice versa. Samsung is a top competitor in the American economy, making it perfect to construct a marketing plan for the US. The country shows many different cultures and lifestyles from coast to coast, making the research valuable and applicable. 
Behavior (Resource Consumption/Production) by Geographic Location in the US
	
	
	
	
	
	
	
	
	
	
	

	 
	Dimension 2: Geographic Location in US

	Dimension 1: Behavior
	Level 1: East Coast (38% of Housing Units)
	Level 2: Gulf Coast (14% of Housing Units)
	Level 3: Midwest      (27% of Housing Units)
	Level 4: Rocky Mountain (4% of Housing Units)
	Level 5: West Coast (18% of Housing Units)

	Type of Resource
	Amount
	% Total of US
	Amount
	% Total of US
	Amount
	% Total of US
	Amount
	% Total of US
	Amount
	% Total of US

	Level 1: Waste (Open Landfills)
	334
	26.40%
	194
	15.35%
	432
	34.18%
	107
	8.47%
	197
	15.59%

	Level 2: Energy (Electric Power)
	1,264 TWh
	34%
	654.4 TWh
	18%
	1113 TWh
	30%
	130 TWh
	4%
	524.9 TWh
	14%

	Level 3: Transportation (CO2 Emissions in Million Metric Tons)
	1,466.90
	27.80%
	1,212.90
	22.97%
	1,677.90
	31.77%
	263.2
	4.98%
	663.6
	12.57%


East Coast: CT, DE, FL, GA, ME, MA, MD, NH, NJ, NY, NC, RI, SC, PA, VT, VA, and WV
Gulf Coast: AL, AR, LA, MS, NM, and TX.
Midwest Region: IL, IN, IA, KS, KY, MI, MN, MO, NE, ND, SD, OH, OK, TN, and WI.
Rocky Mountain: CO, ID, MT, UT, WY.
West Coast: AK, AZ, CA, HI, NV, OR, WA.
(“State and Regional Energy Risk Profiles”), (State Carbon Dioxide Emissions Data”), (Zitzman)
*Data spanning from 2014-2020

After looking at the data above, it is important to note that the greatest percent of households reside in the East Coast region of the United States. They have the second greatest number of landfills, use the most electric power, and have the second greatest amount of CO2 emissions. The SBU needs to take advantage of this and market towards them, not only for business but for the environment’s sake. This region has the most potential for customers in terms of marketing because making concerned households aware of their impact will strike a nerve and inspire action, such as purchasing Viva Monitor. Viva Monitor will enable each household to watch their resource usage and make lifestyle changes accordingly. Of course, every region will benefit from using the monitor, but it is apparent that the East Coast can make the greatest improvements for sustainability. 
Consumers have many options to navigate in every market, but green technology is a newer industry and possibly confusing to fresh customers. The SBU emphasizes accessibility but also innovation in product and related services. The best way to know what people want is by comparing what already works and what does not, which is why researching potential competition and their products is beneficial. Other companies that have developed similar products to Viva Monitor have been successful up to this point. Below are potential competing products in the market today and a few comparable features. 
	Product
	C/S
	Producer
	Mobile App Availability
	Continuous Data
	Appliance Monitoring
	Warranty
	Retail Price

	[bookmark: _Toc69085976]Sense Energy Monitor
	C
	Sense
	Yes
	Yes 
	Yes 
	Yes (Manufacturer Site)
	$264.00

	[bookmark: _Toc69085977]Eyedro 
EYEFI-2
	C
	Eyedro
	Somewhat (My Eyedro Cloud)
	Yes 
	No
	Yes (Manufacturer Site)
	$149.00

	[bookmark: _Toc69085978]Emporia Vue 
	C
	Emporia Energy
	Yes
	Yes 
	Yes
	Yes (Manufacturer Site)
	$69.99

	Efergy True Power Meter
	C
	Efergy
	Yes
	No
	No
	Yes (Manufacturer Site)
	$99.99

	Plug-In Usage Monitor
	S
	Poniie
	No
	Cumulative Time
	No (only what it is plugged into)
	1 Year
	$43.99


C: Competitor; S: Substitute.
Retailer: Amazon.com (3/10/2021)

From this data, you can see that most competitors will have a mobile app or some sort of software to make monitoring easy and accessible. This makes viewing and analyzing the data simple because it contains all the history of energy usage that can be easily compared to present data. Similarly, competitors use some form of continuous data to make sure there are no missing points when collecting but also to record usage throughout time. Another feature to look at is appliance monitoring capabilities. To make things again, simple and easy, modern energy monitors are able to record data throughout the entire house for multiple applications. It makes it comprehensive for a big picture view of household emissions, in turn allowing consumers to see what is using the most energy and similar data all at once. Lastly, a warranty is important for bigger technology purchases and each competitor above has one. Consumers feel respected and safer making an expensive purchase with a warranty compared to those without one. In the same regard, having a competitive price is important to succeed in every market but we feel it is especially important with technology. It is hard to balance the consideration for consumers as well as profit for the company. Innovative products take a considerable amount of time and money to develop which makes pricing difficult. However, the lower the price the higher the competitive advantage. If the product is fairly priced, the company has income to dedicate to developing more technology. 
The SBU would make all of these features a priority for the Viva Monitor as well as future innovations. Within this research, the SBU can see the desired features of competing products and create the high-quality products and services it aspires to. What is clear is the practicality of a mobile/ online presence. By capitalizing on this in terms of a simple yet cohesive design as well as unique features, Samsung can develop the community and presence it plans on creating. Developing a strong app that includes a record of continuous data and monitors multiple sources is not enough to make the SBU competitive. The brand name Samsung is a definite advantage but establishing a competitive edge within this new sustainability market is necessary. By including unique features like a direct help service, recommendations for minimizing usage, and possibly a rewards program, the monitor and SBU will stand out as one of a kind.  




[bookmark: _Toc69085979]Customer Value Plan: New Product

	New Product Information

	Product name (tentative; subject to market testing)
	The Viva Monitor

	Product function
	The product is meant monitor your energy consumption and make it easy to track through the corresponding app. How it would work is it would be attached to your power cables (near the fuse box) and with an easy set up, it would continuously update the data on the app to analyze. It would make suggestions to lower consumption and have a questions service for customers to use for a personal service. With each purchase, a dedicated electrician would come install it. In the future, it will include monitoring of car emissions and/or waste production on the app to make it a universal monitor.

	Value proposition
	Customers will feel good knowing they have the power to make change starting in their homes and the app will make it easy to comprehend and act on. Our product is produced by Samsung and therefore comes with the status and quality Samsung brings as a well-known brand. The app in of itself will be easy to access and compiled to make analyzing data easy. When the updates such as waste and gas monitoring are introduced, the app will seamlessly incorporate that data as well. 

	Supporting evidence (of customer need)
	The data regarding household emissions and consumption makes it clear that households are a major factor in climate change (see table Behavior by Geographic Location in the US). Consumption and waste only add up as time continues which means acting now is important to combat negative effects on the earth later.

	Who is the intended customer?
	The intended market is households that are concerned with their environmental impact and want to make a difference.

	New product category
	First, we will address any needs or suggestions made by consumers and update the monitor and/or app. Once the Viva Monitor is out and successful, the next stage of the plan is to include monitoring of waste production and emissions. All of this will be accessible on the app as well, but different software will need to be developed to monitor these separate things. If consumers want the option to just monitor certain things like only energy or only waste production that can be a cheaper option for them with the option to upgrade. In the future, Bluetooth technology may allow a less invasive approach to setup and users can connect everything themselves.

	Product life cycle stage
	Before launching, our focus is to advertise on Facebook and YouTube, but not limited to these media outlets. Advertising will continue to announce the benefits and features of the Viva Monitor as launching comes closer. Obviously, the software will be finalized so additionally a support link will need to be established on the Samsung website and in the app itself. Retailers will receive early access to place orders for their inventory and receive required training or information necessary regarding the technology or setup. Once shipped and units start selling, we will take feedback from customers and put revisions into action. Support will be found on the app and website, helping with any troubleshooting and questions. By now consumers have seen the ads, so fresh advertising efforts will create excitement around the new tech. When available, updates to the app will be released. Demand will be monitored, and supply will need to meet the demand.  Now that the product is stable with regular maintenance and check ins, maintaining the relationship with retailers and customers is crucial to remain in business and avoid a decline. 

	Keys to success
	· Affordability- the average person is does not want to spend money on things that do not seem necessary. This means that the monitor must be fairly priced and attainable by a reasonable standard.
· Simplicity- navigating the data and the app needs to be simple and easy, as well as initial setting up of the software and connecting the app to it. 
· Effective- It needs to do what it claims and help lower households impact on the planet. It needs to be applicable to the average person and make change easy and smart.





Concept Testing Information
	#
	Question
	Mean
(SD)[footnoteRef:1] [1:  In Excel, “=average(range)” and “=stdev.s(range).”] 

	Skewness[footnoteRef:2] [2:  In Excel, “=skew(range).”] 

	Issue to be addressed by marketing mix and launch planning
(Required for any Q1-Q10 Mean <= 2.5 or Skewness >= 1)

	
	For the new product concept I just read to you, to what extent do you think that it …:[footnoteRef:3] [3:  Note: For questions 1-10, use a 1-to-5 scaling approach as follows: 1 = Not at all … 5 = Very much.] 


	1
	… could have advantages over other products like it.
	
4.1
	-0.1659504

	N/A

	2
	… seems better than what is already available on the market.
	4.2

	-2.26102

	N/A

	3
	… is understandable in terms of what it does.
	3.8

	0.407485

	N/A

	4
	… could fit how you are living your life.
	2.5

	0


	The mean is equal to 2.5, therefore the marketing plan needs to consider emphasizing ease and benefits of having the monitor. It is close to being less so some consumers already see how it could fit in their life but there needs to be a focus on this.

	5
	… could be beneficial in ways that you could see with your own eyes.
	4.5
	0
	N/A

	6
	… allows you to try it before buying it.
	1

	N/A
	The mean is less than 2.5 and 
skewness could not be determined. The issue is that a trial period has not been implemented yet and will need to be discussed. I think the financials would have a big impact on this but from a marketing standpoint it is a good idea. 

	
	After hearing this concept for a new product, to what extent are you …:

	7
	… interested in learning more about this new product.
	4.3

	-2.07582

	N/A

	8
	… curious to try this new product.
	3.6
	-1.0718

	N/A

	9
	… open to purchasing this new product.
	2.8

	-0.60138

	N/A

	10
	… willing to say good things about this new product to other people.
	3.7

	-0.34212

	N/A

	
	
	
	
	

	11
	“Finally, what price (in U.S. dollars) do you think a customer should be willing to pay for this product?” ____________
	157

	1.168771

	N/A




























Intended Brand Personality


	Dimension[footnoteRef:4] [4:  Aaker, J. 1997. Dimensions of Brand Personality. Journal of Marketing Research, 34(3), 347-356.] 

	%[footnoteRef:5] [5:  Where 100% would equate to complete possession of this personality dimension (e.g., completely sophisticated, rugged, exciting, etc.)] 

	Justification
	Signaling/reinforcement planned for …

	
	
	
	Product design[footnoteRef:6] [6:  Including packaging.] 

	Promo.
	“Place”
	Pricing

	Ruggedness
	40%
	Due to their aspirations for innovation and quality technology, Samsung does not score high in the ruggedness category. It does not appear as a tough outdoorsy brand in any regard. Compared to competition such as Apple it may seem more rugged but objectively is not.
	
	
	
	

	Sophistication
	85%
	Samsung is a recognized technology brand therefore aims to be a sophisticated personality. While sophistication is the goal, Samsung is not there just yet. Other brands that are categorized as sophisticated would-be Mercedes, Gucci, and many more high-level brands. Samsung does have high status/class, but it is not at the top of the charts.
	
	
	
	

	Competence
	80%
	Competence refers to brands level of intelligence, reliability, and successfulness, all of which describe Samsung. They shoot to produce quality technology and foster ideas for the future. Some product malfunctioning in 2016 damaged their reputation but it is something Samsung has worked to prevent.
	
	
	
	

	Excitement
	50%
	This is an area for improvement; however, Samsung still creates a level of excitement around its products and vision. Competition like Apple have fantastic marketing and advertising that supports this trait for their brand. By stepping up to the plate, Samsung can meet and exceed the competition. Attracted younger demographics would help in this area.
	
	
	
	

	Sincerity
	45%
	One of Samsung’s goals is to contribute to a better global society, which appeals to the sincerity aspect. They are not however a “warm and fuzzy” type of brand. Their products can be family oriented, but the brand overall does not focus their advertising efforts on that a lot. 
	
	
	
	


[bookmark: _Toc69085980] 	Samsung overall is seen as an innovative technology brand with a recognizable status and reasonable competence. Due to its focus on technology, ruggedness is not a main concern for Samsung’s marketing but is still achieved in a specific way. They appeal to the “regular man” archetype, which makes them feel approachable, relatable, and affordable. Other brands that target this type of consumer is Budweiser and Chevrolet. These companies differ in that ruggedness is something they strive for, while Samsung does not necessarily shoot for that.  The company in of itself is not rugged, but because of the target market can hold a bit of ruggedness to its name. On the opposite of the spectrum, Samsung aims to hold status and a high level of sophistication for its brand. They want to produce quality, high performing products but maintain their approachable nature, therefore preventing them from reaching a certain level of sophistication. As for competence, intelligence and reliability are traits they want to uphold and continue to produce in their personality. Innovating technology supports this endeavor, but as a result of the malfunctioning of the Galaxy Note 7 in 2016 their reputation for quality has been damaged (Newcomb). Samsung will improve their competence by keeping innovation and reliability at the forefront of their brand. Excitement typically refers to its appeal to younger demographics and generally trendy, modern image. Consumers get excited for the new developments Samsung releases but in comparison to competition like Apple, this trait can be improved. Their image is modern but simple and classic, while Apple is trendy, creative, and unique. This can be improved, as well as their perceived sincerity towards customers. One of their goals identified in their mission statement is to contribute to a better global society which is very appealing to our targeted market. Sincerity is the consumers view regarding honesty, being down to earth, friendliness, and even integrity. Samsung shoots for all of this, but do not advertise it. They are not described as a “warm and fuzzy” type of brand such as Campbells Soup, or TOMS. Samsung cares about creating a better global society and act on that in the materials they use and other practices during production. So, this trait can be improved for overall company image. Samsung with all of this considered is a well-recognized technology brand with a high level of success but has the ability to improve overall brand personality.


[bookmark: _Toc69085981]Customer Value Plan: IMC Strategy/Tactics

	Pull versus Push Strategy
	The end goal is to inspire consumers to make a difference, which relates to the pull strategy. This is appealing to consumers on an emotional and intellectual level because it convinces consumers with their own data that they can create change. The connection this builds between consumer and the planet is what will lead to more purchases. Satisfied customers will talk about how good they feel by having the Viva Monitor to help and attract more consumers.   

	Recommended Promotion Mix
	We will be using advertising in our promotional mix. While there is a need for the monitor, some households may not be aware of technology such as this given the newer market for green tech. By communicating the benefits and ease of the software, potential customers both from the targeted market and not will be attracted and see the need for it. 

	Recommended Media Mix
	Our targeted market is households with a concern for sustainability. Typically, homeowners range from mid-30’s and up so there is potential to use many different forms of media. Facebook is a very effective platform to reach many ages as well as YouTube ads. Facebook alone has 2.74 billion monthly users consisting of 6/10 adults checking it every day (27 Facebook Demographics). These two platforms attract every one of every age which makes advertising on them a viable solution.

	Unique Selling Proposition
	There should be options for customization in possibly the visuals of the app in terms of layout and data reports. It would be beneficial to include a reward or discount if other appliances in the house are Samsung brand. 

	 Recommended Tactics[footnoteRef:7] – Resellers [7:  Specific actions, usually shorter-term in nature, that are aligned with strategy.] 

	Businesses can use and display the monitor on their own store to prove reliability and show it in action. Customers see it on display and get a taste of what it can do for them. In order to maintain good relations with resellers, allowing a discount on the monitor will bring business to the store and demand for the monitor. One more option is to have employees of these stores or bring Samsung specific employees to be trained for setting up the software or any other questions regarding the device. The store gets more action and customers can be familiar with the trained employees near them.

	Recommended Tactics – End Users
	Through advertising and other marketing tactics, consumers will be able to feel like part of something bigger than themselves. Driving home the benefits of using this technology will bring concerned households in and persuade. Another tactic is to showcase the actual data proving that Viva Monitor makes a difference. This way concerned customers can see for themselves what good using this software can do. One last strategy is to show influencers or celebrities raving about it. A lot of celebrities now a days are vocal about different movements and organizations to support the wellbeing of people and the planet. There are some celebrities that would already fit the target market so asking them to talk about their experience with it would increase demand as well.





[bookmark: _Toc69085982]Customer Value Plan: Channel Relationships Strategy/Tactics 

	Proposed channel of distribution structure (including diagram), with justification
	The Viva Monitor will use multiple distribution strategies. Due to the opportunities Samsung brings to the table, the main distribution strategy is in-person stores at resellers like Best Buy, etc... but not limited to this. Samsung does have online shopping options which satisfies the direct distribution, but it is not as well-known as far as bigger appliances go. Indirect distribution is more popular for Samsung’s appliances and will be the main source of selling the Viva Monitor.
[image: Diagram

Description automatically generated]

	Recommended level of distribution intensity, with justification
	Distribution intensity would be selective due to the nature of the product. It is not a household item and therefore requires a focus on how the monitor is sold and at what price. Not everyone will be able or want to obtain the monitor due to selective reasons, which excludes intensive distribution. As far as exclusive distribution, this is still meant for the average consumer and household, it is not exclusive or high class. The monitor will still require high volumes to be sold but not as many channels are necessary for it to meet its goal.

	Recommended channel members, with justification
	https://www.bestbuy.com/site/electronics/bestbuy-business/pcmcat230900050001.c?id=pcmcat230900050001 
https://sellercentral.amazon.com/forums/ 
https://corporate.target.com/about/products-services/suppliers;  
The first reseller to consider would be Best Buy. They are known for selling all your electronic needs in stores and on online. They sell everything from appliances to computers, and even have a sustainable living section on their website. They are a perfect fit since they already sell Samsung and have a separate section for sustainable living. They can use the monitor in their brick-and-mortar locations to display it in real time, which spread very far and populate most areas. 

The second reseller to recommend would be Amazon. Like Best Buy, Amazon already has a connection with Samsung, but Amazon opens the door for many consumers to access the monitor on its site. Anything you could ever want really is offered on Amazon. It is also to note that the biggest competitors are available on Amazon, making it essential to reach that existing market. Their online presence is undeniable and Amazon Prime incentives keep consumers coming back. 

The last reseller would be Target. As far physical locations go, Target is one of the most popular options and can be found mostly everywhere. They have a great selection of technology that can easily include the Viva Monitor. Target attracts the average consumer and have declared environmental sustainability standards for their business uphold. They have an online shopping option which is helpful in giving everyone access to it.

	Logistics, with justification
	Transportation is a big factor in the logistics of the monitor’s success. Damage done during shipping to resellers or customers can cost the company, which is why safe yet fast delivery should be a priority for distributors and retailers. On a similar note, storage is crucial too in shipping as well as at physical locations. It is important for every product to avoid breaking, but especially technological products. Storing them so that nothing can penetrate or mess up the product is necessary for success. Packing the monitor in a way that protects it from the bumps and scrapes that come with transportation is another priority. Packaging is considered for marketing and aesthetics, but it needs to be functional as well as attractive. 

	App distribution, with justification
	It is obvious that we need to have a strong and reputable team of developers to design and prepare the app for consumers to use. They will create a continuous data feature and implement fast responsiveness for connecting the home network. The app will also need to include a feature that connects users to Samsung representatives in order to help with any support, questions, or feedback. Once the app is created and ready to be published, it needs to be available for Apple users, Android users, and additionally the Amazon Appstore. Making it available on each of these platforms ensures that every customer will have no problem accessing their data. When it is published, it is important to remember software updates based on feedback or obvious glitches that must be addressed. Updates guarantee that every user can access their data in real time and continue to use their Viva Monitor as intended. 
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	Marketing environment considerations
	While there are products on the market in the green technology market, we have an opportunity to capitalize on it because there are not many big names established in the industry. This would correspond with market introduction stage of the product life cycle due to the limited competition and initial creation of demand. Typically, this stage includes higher costs and initially slower sales volumes. Another factor in pricing would be the demographic attracted to this market. Demographics are closely monitored by marketers as a tool for advertising tactics and product development. The targeted market is younger adults to middle-aged people which is a broad range. Because of this, there are a lot of budgets to satisfy. Lastly, a big factor at play is the socio-cultural aspect of the environment. This is the basic values and beliefs a cultural group holds. Interests shift and change so continuously satisfying the market is difficult but not impossible. How this relates to pricing is with a bit more inflow of cash we can keep innovating and adding to the app and monitor functions in order to satisfy customers. There needs a big enough profit to allow developers to keep working on new features or even additional products. The last two environmental factors would relate to the growth stage regarding the product life cycle. Profitability rises here as well as sales volume. Prices decrease when competition arises which is good for every wallet.  
(Learning) and (Claessens)

	Anticipated demand type, with justification
	Due to the nature of the product, demand would be elastic. This is a “bigger” purchase, meaning you do not buy it frequently so it can be seen as an investment. Purchasing items like this can be postponed till the best price is available. When the price rises, demand falls, and vice versa. Basically, it is implied that price and demand have an inverse relationship for this type of demand and product.

	Recommended price strategy, with justification
	For a product like this, it seems rational to implement a skimming price strategy. The Viva Monitor is unique in a somewhat new market, so offering it at a higher price than necessary will bring in less sales that a low price but still a big profit margin. After some time, the price can be dropped to attract even more customers. The brand name that Samsung carries will bring attention to its launch because it is the biggest name among products like this. Skimming is by no means perfect, but it seems like a better fit than penetration pricing.

	Anticipated retail price
	Considering the feedback received from market sample, it should be in the $150-$200 range to be competitive, obtainable, and high tech. Future additions when fluctuate this price point.

	Plan for minimizing, where appropriate/needed, nonfinancial costs
	It is difficult to determine what exactly can be dropped in the future but going off what I know there are some options. Negotiating with suppliers is always a good option in order to produce at the lowest cost available. Outsourcing aspects of production can be a cheaper alternative as well. As far as psychological costs, having a trained representative install the monitor for you minimizes a mental cost of purchasing the Viva Monitor. It will be quick as well, which is a weight lifted from time demands. Feedback is crucial for determining more ways to minimize nonfinancial costs.
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