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Marketing Problem

Ruby Mountain Natural Spring Water wants to increase the businesses overall production, sales rates, and yearly income. This company is a vibrant, yet blossoming bottling distributor that is seeking fresh, new ideas to boost production and sales. You have contacted the Silver Sage Marketing team of Katie Kinsman, MaryJo Stoddard, and Cory Taylor, to identify and develop a marketing plan to achieve this.
These segments are:

· Market Analysis- Establishes, through research, knowledge of the current sales situation.
· Business Proposition- Use research to designate markets and specify goals throughout the year 2014.
· Strategies and Action Plan- describes a practical means of accomplishing the previous set goals.
· Financial Projections- outlines a budget to be followed to aid in the goals planned.
· Evaluation- monitors the success of the implemented plan.
Market Analysis

Industry Trends

The past few years, health in the American society has become a very large concern. Health foods and drinks have become increasingly popular throughout the population of many states, especially in the local areas surrounding your current location. Water though is the main health drink on the market, and more and more businesses now demand a viable water source near them that has the same qualities as the larger brands such as Dasani and Aquafina. Your spring well water provides such a source. As these trends continue, with a proper system of marketing, your income and production should continue to rise as your business progresses.
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Buyer Profile and Behavior

To keep Nevada’s economy strong, people in your area tend to buy locally. Since you are a local business people will tend to steer more towards your establishment. Schools are now conforming to the Wellness Policy and must provide only those foods and beverages that are approved by the policy. Water is at the head of the beverages list so they will strive to find a closer and cheaper water alternative. Ruby Mountain Natural Spring Water is just the business that can offer this sought after drink, so they will be more attracted to you. You fit all these criteria, so if you target such patrons, your business will prosper.
Competitors

Our competitors include the local Shadow Mountain Bottling Company, a rival water distributor, as well as the Dasani and Aquafina water brands. 

Strengths 

5 Gallon Container



Personal Water Bottle
· Low price 




Nationally recognized
· Large consumer base


Reputable
Large scale manufacturing
Weaknesses


5 Gallon Container



Personal Water Bottle
· Self purified tap



Limited Customer Service

 
· Limited customer service


Large Distribution Costs
Ruby Mountain Spring Water 

Strengths

· Locally owned and operated

· Low prices
· Natural spring well

· Superior customer service

Weaknesses

· Distribution limitations
· Aged bottling equipment
Current Sales trends and forecasts

Sales Trend: Water sales have been on a steadily increased since 1991 averaging a 10% increase yearly.

Forecast: Water sales are expected to continue to an increasingly health conscious population and the convenience bottled water offers.

Business Proposition

Key Planning Assumptions

Primary Research

We have surveyed local schools, stores, and office buildings to ascertain the demand for water in their respective establishments. This reveals prospective candidates in which to add to your list of consumers.  Small bottled water potential buyers were surveyed to determine annual sales.
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Secondary Research

Water is becoming the drink of choice for health conscious people of your area. Based on results of a survey, we found that customers will gravitate more towards locally produced water.
Primary Research

Target Market

Ruby Mountain Spring Water will be targeting local schools and stores. The scope of your target market will include the surrounding areas such as Spring Creek, Lamoille, Wells, Carlin, Wendover, Jackpot, Winnemucca, and Battle Mountain. Such places will be looking for the good quality water that you can provide, at a competitive price.
Measurable and Attainable Goals

First/Second year operation:
· Expand Target market
· Increase production by 13000 large bottle sales annually
· Increase sales/rental dispensers’ by 100  (hot/cold and cold only machines)
· Increase and expand in advertising (brochures)
· Develop website
Third year operation:
· From revenue of year one and two; reestablish small volume bottling productions 
· Expand consumer base (businesses/retail stores/residential)
· Invest and update in small water bottle facilities

· Full production in the personal water bottle plant selling 45,000 (24 pack) cases
· Increase employee base from part time to full time positions (delivery/filling dept.)
Fourth year operation:

· Maintain Target market and production levels in both large and small bottling

· Maintain advertising levels, and marketing channels

· Maintain superior customer service

· Increase 1 full time filler plant employee

Strategy and Action Plan

Strategy Statement
Ruby Mountain Spring Water can successfully reach its short term goals by increasing production, broadening your target market, and venturing into newer geographical market areas. You can also reach your long term goals by increasing advertisement, refurbishing the small volume water plant. 

Product Attributes

· Locally owned and operated.

· Fresh natural spring water

· Constant 100 gal/min water pressure

· Great customer service
· Previously established

Marketing Channels

· Sale orders can be place over the phone, through email, and fax.

· A website will be established for the convenience of the customer

· Brochures and flyers will be placed on local supermarkets and businesses to further spread the work of your product.

· A weekly ad will be placed in the Elko Daily Free Press, and the Elko Shopper.

Public Relations

Scholarships awards (local schools)
Sponsor water for school sports, and activities

Run tours of the processing plant
Price Structure

Five Gallon Bottle= $6.00                                   
      Hot and Cold dispensers= $250.00 
Cold dispenser= $ 200.00



  

Hot and Cold dispenser rental = $13 per month 
Cold dispenser rental = $10 per month
Budget
	Income
	Year 1
	Year 2
	Year 3
	Year 4

	Five Gallon Water Sales
	702,810
	780,810
	780,810
	780,810

	Hot-Cold Dispenser Rentals
	62,400
	66,300
	66,300
	66,300

	Cold Dispenser rental
	24,000
	27,000
	27,000
	27,000

	Dispenser Sales 

(Hot-Cold/ Cold)
	11,250
	11,250
	N/A
	N/A

	Personal Water Bottle sales ($6/case)
	N/A
	N/A
	180,000

(30,000 cases)
	270,000

(45,000 cases)

	Total
	800,460
	885,360
	1,054,110
	1,144,110

	Expenses
	Year 1
	Year 2
	Year 3
	Year 4

	Purchase (rental/sale) dispensers
	12,500
	12,500
	N/A
	N/A

	Vehicle Maintenance 
	7,350
	7,350
	7,350
	7,350

	Fuel
	73,147
	73,147
	90,000
	90,000

	Payroll
	150,000
	150,000
	174,000
	270,000

	Lab Testing Fees (State)
	1,400
	1,400
	1,400
	1,400

	Lab Testing Fees (National)
	4,800
	4,800
	4,800
	4,800

	Business Liability Insurance
	11,156
	11,156
	11,156
	11,156

	Auto Insurance 
	6,780
	6,780
	6,780
	6,780

	Advertising
	587
	750
	1,150
	1,150

	Public Relations
	2,000
	2,000
	2,000
	2,000

	Large Bottle Materials 
	3,200
	3,200
	N/A
	N/A

	Small Bottle materials
	N/A
	N/A
	252,000
	378,000

	Small Bottling Equipment
	N/A
	N/A
	600,000
	N/A

	Total Expenses
	272,920
	273,083
	1,150,636
	772,636


	Budget Summary
	Year 1
	Year 2
	Year 3
	Year 4

	Income
	800,460
	885,360
	1,054,110
	1,144,110

	Expenses
	272,920
	273,083
	1,150,636
	772,636

	Total Profit
	527,540
	612,277
	-96,526
	371,474


Evaluation

The previous plan explains how the Silver Sage FFA Marketing team plans to help successfully increase income for Ruby Mountain Spring Water. Silver Sage Marketing encourages seasonal analysis of the income statements and continues to monitor the promotional techniques also continue to survey customers and evaluate feedback for improvements/changes.

Accomplishments

Ruby Mountain Water will greatly increase income
Short & Long term goals will be met

Great customer service will ensure repeat business

Recommendations

Expand and increase advertising avenues such as television or radio.
Expand into other areas of water production 
Sponsor and furbish water for concession stands. 

Modernizing bottling equipment
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THANK YOU!

Annual Small bottle sales (24 packs/16oz)
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Infographic by Rende Gordon
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