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Executive Summary
Over the past 10 years Z-Wing has been able to compete successfully in the aircraft manufacturing market. The firm currently occupies a 50% of the market, and plans to use a strategic marketing plan to implement high-value improvements for customers.  Three primary areas will help create sustainability: a new and improved 888 called 888xx, the Z-Aero which is a smaller long-haul jet, and the “InTouch” ® (InTouch) platform designed to unify all airline services through an integrated interface. 
This marketing plan will focus on how to comprehensively implement the InTouch platform, while communicating organizational system thinking can solidify a working sustainable construct and inspire employee commitment through cross functional emphasis and objective/subjective cohesion.  Here at Z-Wing value our new philosophy of continuous improvement while trying to remind ourselves of how relevant data can help honestly assess, define and forecast how activities should function.
According to reliable sources, commercial aviation support services will be worth more than $3 trillion over the next 20 years (UOP Portal, Z-Wing).  With this said, the firm is preparing to be a strong part of the new airline support services market by introducing a system that addresses both external and internal elements.  Understanding stakeholder perceptions and increasing value the greatest goal.  The firm will be able to maintain this vision by generating ongoing enthusiasm.

Situation Analysis


Ever since e-ticketing and Internet/kiosk customer support services have been in use, Z-Wing management has expressed interest in designing an original system.  A high probability exists that introducing an integrated system will increase customer value, reduce costs, and expand market share.

The problem with implementing our own broadband/Internet service is the enormous cost that accompanies the project.  Other companies have had to adapt to the market instead of bothering with satellite expenses and potential incompatibility.  Thanks to our competitive analysis, we have been able to relatively predict how is Z-Wing should design the new InTouch platform. “Concept tests are external evaluations to consist of preliminary testing of the new product idea (rather than the actual product) with consumer” (Kerin et al., 2006). Z-Wing has an opportunity to secure competitive advantage by using an integrated platform to retain consumers while optimizing stakeholder relationships through an accompanying customer relationship management intranet. We plan to reduce costs and leverage value by helping the commercial airline market bring consumer convenience via reasoned platform technology and strategic alliances. 
Market Summary

“Regardless of origin, a company’s success in achieving a meaningful market-based presence hinges largely on designing and executing a marketing program that capitalizes on the unique customer value-creation capabilities of Internet technology”  (Kerin et al., 2006). Commercial airlines want consumers to experience the benefits of interactivity while sensing the individuality of a trusting buyer/seller relationship.  This is the essence of the new Z-Wing marketing program.  Now that e-ticketing is becoming an increased reality, airline services will have to include internet support services.  From new inventory control systems (ICS) websites, to global distribution system (GDS) providers, the industry is evolving at a steady pace.  In order for major airlines to remain buoyant, the firms need to have a user-friendly website supported by continuously improving infrastructure.

According to our sources, airlines can save approximately $9 on each ticket sale transaction. This translates industry savings of almost $4 billion per year.  Increased savings from scale leveraging and reduced travel agent commissions (9% to 1%) will allow airline companies to deal with diminishing yields in this global economy.  Successful firms are finding ways to expand routes, offer updated services, develop new relationships to ensure that the technological advances are supported by internal experts, and minimize accounting effort by 70%.  Z-Wing is aware of these trends and plans to accommodate consumers with appropriate products.
SWOT Analysis
Strengths


Z-Wing products occupy 50% of the market.  The best selling 888 is now being improved to a new model called 888xx. This move, along with introducing the Z-aero (long-haul jet) should continue to retain consumers, and potentially expand market share.  Implementing InTouch broadband/Internet support services will be the way Z-Wing plans to secure a future in the commercial airline industry.
SWOT-Weakness

Previous attempts at structures such as InTouch have been both good and bad within the industry.  Management believes that the platform will save the firm from technological pressures; however, employees have expressed resistance to transitions in the past.  In addition, in order to better understand consumer preferences, management commitment will have to become more important to all stakeholders.  Although the integrated platform is a critical success factor, the firm will have to produce new transparency in order to succeed with cross functional initiatives.
SWOT-Opportunities

Now is the time for Z-Wing to reorient business processes with a refreshed outlook on how to align planning with marketing objectives.  The current market will be transitioning to a focus on increased the ticketing, which will be accessible through the InTouch platform.  Working with Abner Tech will help the firm develop a new decision support system to enable smoother CRM functionality (UOP Portal, Z-Wing).  This will also be an opportunity to finally establish a central system which will support activities and reinforce training.  New forecasting constructs will be introduced to prepare for the new technologically evolving airline industry.
SWOT-Threats

Janssen has been able to capture approximately 47% of the same market. Rest assured that this primary competitor is also working on a new aircraft and planning on offering internet services. Our market analysis indicates that online services is the future, therefore, we have our work cut out for us.  Competition is also increasing as demand for high convenience is being satisfied by innovators and automation.  This has created concern amongst our employees, and we plan to address this predicament within the integrated CRM system.
Competition

As mentioned previously, Janssen has captured a major portion of the market share.  We will continue to closely monitor the strengths/weaknesses of competitors and attempt to optimize our own decisions.  Product quality is a number one priority which we hope will reflect in retention rates.  An important cognitive leap management has taken is a newer positive perspective of competitors.  With a quality of life philosophy (QOL), we will find maximum shareholder value and hopefully encourage learning organization principles internally.
 “QOL marketers should be challenged by competitors to provide products that are more effective in securing consumes’ well-being at the lowest price possible” (Sirgy, 2009).  By favoring a holistic, proactive, strategic/efficient alignment, we believe our competitors will develop a new perspective of Z-Wing.  Though the firm goal is to sustain through increased market share, and overarching philosophy of well-being must be communicated within all stakeholder channels.  This will help set a good example for the other firms challenged by the accelerated evolution of the industry.
Product Offering

During this time of a global recession, our products will be welcomed despite conjecture that product demand will decrease.  Commercial airlines need to buy new airplanes during this time because products such as 888xx are more fuel-efficient.  This will help consumers achieve higher productivity and maximize asset use.  According to our sources, air travel grows by approximately 5 .0% every year, regardless of international events.

Our Z-Aero received attention in Paris, and should add value to airlines of emphasizing point-to-point travel.  Jet flights within regions are said to be on the rise, however will be transitioning to single aisle formats.  Z-Wing hopes to help consumers reduce costs and improve productivity by offering realistic products such as the 888xx and Z-Aero.
InTouch is our attempt to provide Internet functionality to our product offering.  “Research indicates that about 80% of all adult Internet users have sought online product or service information at one time or another” (Kerin et al., 2006). Airlines have opportunities to develop internal and external support services that can help address inventory control, distribution, and e-ticketing. All this will be possible in flight as a result of our InTouch product.
Keys to Success

“Well-designed management systems and business processes operated by happy employees cause customers and owners to be satisfied or delighted” (Pyzdek, pg 8).  Z-Wing analysts have carefully mined through vast amounts of information in order to arrive at our three primary product offerings.  The key to our success will be how well we can link final objectives to planning.  While data interpretation combined with consumer response has shaped our decisions, we also plan to continue to innovate from the inside out.  Our customers have been satisfied for many years, and we expect to continue to deliver products that contribute to sustainability and profitability.

The customer is increasingly gaining more control of interaction as e-ticketing becomes more prevalent. This is why we try to communicate our support for customers, especially as the internet replaces traditional platforms.  Sales will mostly occur through websites as well as flight changes and customer service issues.  While these facts will introduce new savings to consumers, the new infrastructure will also cause friction as employees have to transfer or find new jobs.  Our marketing mix configuration has been thoroughly processed according to market share variable weights and should prove to increase value at all shareholder levels.
Critical Issues

Identifying strengths and weaknesses within the company will help us achieve proper attention to critical issues while addressing risk.  As with any transformation, Z-Wing will have to encourage all employees take ownership of activities and daily reinforce tasks with updates from the CRM system.  In addition, we are preparing for market aptness by our heuristic methods of inquiry and engaging the consumer.  For example, we have learned that InTouch must be adaptable considering the trend of alliances and technology barriers.  Employees should understand the importance of being informed about progress, while also alerting management of critical issues when they occur.  Solving problems early will help our firm mitigate unnecessary challenges, and we expect continued objective prioritization to help us towards this goal.

The CRM system will provide decision support and connect business functions.  Abner Tech is our state-of-the-art vendor, and we plan to have the system fully operational within months.  When implemented, the system will encourage training, add insight to cycle length uncertainties, link departments to the consumer, help synthesize data, and create a sense of belonging to stakeholders involved.

Historical Results

Our decision to restructure business processes is the result of proactive thinking within the company. Still the world leader in commercial and military aircraft manufacturing, we are the creators of the 888, which lead to annual revenues of $60 billion.  For 10 years we have been competing for market share successfully.  Although the Internet age is changing the industry, we are confident that we will grow as we have in the past.

Employees helped us get to where we are and are being included in the restructuring planning.  Training was integral in supporting our ability to build trustworthy aircraft, and the new sophisticated technology requires the same degree of attention.


Z-Wing has dealt with all kinds of changes, most of which were the result of new flight technology.  Industry transformation such as the current one will have to be dealt with by accessing our historical strengths and propelling them forward.  Our products have always carried the highest quality, which will be transferred into the 888xx, Z-Aero, and InTouch.  The success we achieve is a result consistent focus and will only be amplified by a new CRM system and refreshed corporate philosophy of continuous improvement. “Whatever movement occurs is amplified producing more movement in the same direction” (Senge, pg 81).
Macro environment
Though air travel continues to grow, the global economy is slowing, oil prices are increasing, and competition for greater efficiency is challenging every company. With that said, consumers are searching for products that can help them keep pace for the long-term.  As a reaction to energy scarcity, we have been preparing for this time by developing aircraft capable of higher productivity, alternative fuels, and more advanced technology.
“Asia Pacific is the largest market for new airplanes in terms of units required and market value” (Boeing-Current Market Outlook, pg 5).  Z-Wing has been aware of impending shifts in market volume by studying the macroeconomic environment through our relationships with aggregate research companies, and our team economists.  Companies have been restructuring operations, crews have been reorganized, new routes have been established, and of course, reduced costs remain a priority.
Air travel is highly valued by society and is projected to continue to be.  As fuel prices begin to increase, companies are transferring costs more easily when implemented industry wide.  Firms with higher costs will focus on short-haul lights, and prime destinations.  We have noticed a growth in continuous improvement language, which has proven to contribute to higher value products and services.  Within this refreshed climate, updated technology is helping many firms survive the challenging global economy.

Marketing Strategy

We are focusing on three primary areas: 888xx, Z-Aero, and InTouch.  Z-Wing believes these products are timed to the market and will be professionally supported by our experts.  According to marketing strategy scholars, for essential components of the present: “Strategy: devise and maintain a clearly stated, focused strategy…Execution: develop and maintain flawless operational execution…Culture…Structure: Build and maintain a fast, flexible, flat organization” (Kerin et al., 2006).  Due to extensive analysis of past, present, and statistical studies, we are confident that our plan line with our objectives.

All product offerings are results of in-depth strategic gap analysis that has lead to success.  We are attempting to integrate lessons learned from the industry and from our own assessments.  The new CRM system will be geared toward outlining where problems exist, and developing a network to discuss issues followed with reasoning and resolution.  An integrated information system will help Z-Wing survive these current times.


Creating enhanced strategic perceptions will remain a priority at the firm.  In addition, we are set to introduce new controls to ensure sustainability. “The critical point in this definition is that control is not defined as a complete absence of variation, control is simply a state were all variations are predictable variation” (Pyzdek, 2003).  We are in the process of defining quantitative and qualitative guidelines for internal results that will be reflected by the new CRM system.

Mission

“The mission identifies ‘what we want to become’ or the raison d’ etre” (Gray and Larson, 2006). Z-Wing hopes to bring continued value to the aircraft manufacturing market.  By defining a clear mission based on sound and innovative practices, the organization will be able to achieve this.  Commercial aviation support services will be worth over $3 trillion within the next 20 years.  This industry wide prediction is driving us to become leaders in state-of-the-art aircraft, and communication advocates.  As problems occur, we encourage employees to take ownership of activities and openly report root causes of issues.  The CRM system will develop into a hub that serves as a reliable platform to reiterate our commitment to mission ideals.

Z-Wing believes that optimized automated inventory control, improved distribution channels, and e-ticketing will remain in the industry.  Mission adherence is a primary concern to senior leaders.
Therefore, measures are being taken to ensure that day-to-day interactions are reinforced with the best information.  Lessons tend to fade when not updated, and we engage our employees better by offering interesting memos. “It is the responsibility of senior management to set policies that show a distinct link between organizational strategy objectives and products that implement those strategies” (Gray and Larson, 2006). 

With three projects receiving company energy, our CRM system will have to successfully refocus the multiproject environment.  After we communicate the particulars of the Z-Wing transformation, clear deadlines and responsibilities will be clarified.  By using a proactive decision-making system, supported by the integrated CRM, we are confident we can accomplish our high-value mission oriented goals.
Marketing Objectives

Developing realistic and sustainable marketing objectives requires relevant research and should encompass the mission of bringing value to consumers.  An enlightened conceptual construct is also helpful in guiding strategic objectives that ultimately ended marketing practices.  Hopefully, these decisions will be supported by sufficient planning that considers the variability of human interactions and routine.  We at Z-Wing believe our primary projects exemplify evolved marketing mix combinations, and should be reinforced by our internal network.  Though staying ahead of the world market is the spark for our impulsion, the aircraft industry needs a company such as ours to take the lead and secure the future.

Every person in senior leader positions has a different perspective on which product should receive the most resources.  Whether we need to reanalyze the Z-Aero prototype or accelerate InTouch, we all agree that each will deliver transformational qualities to the industry.  This is a result of our continued commitment to market research that allows us to understand the consumer, while building lasting relationships with stakeholders.
Financial Objectives

With the expected aircraft travel growing approximately 5% per year, Z-Wing is confident that revenues will grow. Our finance team is one of the best in the industry and has helped us maintain sustainable profitability.  In addition, competition with Janssen has kept us on alert of better ways to lower the cost of capital, and generally succeed cash flow projections. We plan to be able to increase net worth by 40% over the next year, while improving our ability to leverage unnoticed areas of efficiency.  This does not mean we are planning on downsizing; we hope to restructure our organization to make better use of resources we already have.


A common practice in any challenging time is to raise prices and transfer burden to others.  We do not believe in this practice, and find that consumers express concern for such issues.  Although the global economy and financial markets are experiencing a recession, we expect to help our consumers minimize losses, while providing high-quality products and services.  Our revenue building initiatives are cutting edge and have gained respect from competitors for many years now.  This is an exciting time to reframe problems opportunities and clear the path for a bright future in aircraft manufacturing and flight technology.

Target markets

“Only by providing value that customers are willing to pay for can an enterprise generate sales, and only by creating these values at a cost less than the price can it produce profits for owners” (Pyzdek, pg 70). Z-Wing research analysts have been able to use relevant test data to formulate statistical inferences on how to redirect our processes; however, we learn tremendous amounts of information by connecting with consumer opinions and those of the competition.  We found that commercial and military aircraft purchases will increase by our continued attention to improvements on 888, long-haul/point-to-point jet design, and innovation in flight support services technology.


Technology will play an integral role in satisfying our target market.  We will be focusing on delivering long-term value to companies that need to purchase more productive/efficient aircraft, and those who are dealing with cost barriers due to increased online systems.  For many firms this requires an enormous investment, however, we are prepared to implement an efficient plan supported by respectful industry alliances.

Positioning

Now is a critical time for Z-Wing. With the industry need for products offering increased efficiency and longevity, we are strategizing to significantly improve our competitive position.  Our competitors are aware of the demand for updated technology, and we are confident that our products are exceptional examples of how the industry hopes to progress.  We have conducted in-depth business analysis and have developed relevant objectives. “Business analysis is the stage of the new product process that involves specifying the product features and marketing strategy and making necessary financial projections needed to commercialize the product” (Kerin at el., 2006). Production levels will increase as soon as orders for the 888xx are official, which should satisfy or 888 customers very well.


Though we are positioned to expand market share, we are also cognizant of the fact that our main competitors are designing similar technology.  The successful 888 has pleased to major consumers for years, and we have developed loyal relationships.  While the 888 continues to maintain a common role in air travel, we found that by openly announcing the 888xx, the firm was able to thoroughly investigate how competitors would respond.  By learning where we can leverage strengths, we are closer to meeting the new challenges.  Our refreshed corporate philosophy is gradually creating a paradigm shift that carries tremendous insight into how a firm can realistically bring value to commercial airlines and the military.  The current climate needs leaders such as us to introduce ways of solving efficiency problems, delighting stakeholders, and contributing to higher profit margins.
Strategies

Strategic planning is the most critical part of any project.  Without a clear realistic plan, efforts will be exerted for nothing. “The planning phase of the strategic marketing process usually results in a marketing plan that sets the direction for the marketing activities of an organization” (Kerin et al., 2006). Z-Wing marketing experts have been working on a plan that encompasses exceptional marketing mix variables, while exhibiting elements of industry competitive advantage and cost leadership, focus, and differentiation.  Our products have been designed to delight the market in a way that will help create additional room for our newer offerings.  Future strategic planning will reflect our research contingent upon a global economic climate and consumer needs.


We have continued to produce strong financial results in spite of the recession.  Scholars attribute this to our abilities in forecasting demand and strategy.  Though our research and development costs increase our investment risk, we are confident that the 888xx, Z-Aero and InTouch will go far beyond our expectations.  An experienced team of engineers, strategists, economists, and statisticians have helped the firm formulate a plan relative to the direction of the aircraft market.  Employees have expressed interest in our new integrated conceptual construct, which should considerably strengthen our timing and placement of products.

Marketing Mix

Bringing a product to the market involves a process of sifting through evaluative criteria which ultimately should meet demand.  The four P’s: product, place, price, and promotion are often used to define the optimal marketing mix.  We have followed pricing strategies of competitors for years, and found our own way of increasing operations efficiency which passes the savings on to the consumer.  The 888 is a wonderful example of how we have been able to satisfy the market, and we plan to use the same techniques in launching our new additions.  Z-Wing is known around the world as a leader in aircraft manufacturing quality, therefore, we participate in global networking to connect with the consumer.  As soon as we are clear on planning/contingencies we will follow through with a promotion technique that alerts interested parties (while monitoring competition response). 
Marketing mix elements are a reflection of how well we have studied the market.  Having succeeded in our industry for many years Z-Wing targets the same general areas, with knowledge of necessary innovations and supportive needs.  Our public relations team works diligently to communicate our mix of strengths to nurture perceptions that lead to constructive inquiry.  Consumer opinion is very important to the firm, and we believe that companies have a responsibility to process the information within reason.  Our products are extensions of how Z-Wing planning has gathered consumer input, processed the information, and manifested an appropriate product.  This kind of thinking is the center of our organizational conceptual construct.
Marketing Research

Z-Wing employs various different professional research techniques to assess trends within the industry. “Learning what customers value is primarily determined by first-hand contact with customers through customer focus groups, interviews, surveys, etc” (Pyzdek, pg 188). When we gather relevant data from the market, we understand the importance of directing our objectives on worthwhile goals.  For example, analysis of consumer response helped us develop the design for our follow-up to the 888.  The 888xx is a culmination of numerous studies on how consumer preference aligns with our research and development work.  In addition, the primary decisions for projects were based upon research priority weights designed to pinpoint the target market.


One of the ways Z-Wing assesses a comprehensive view of the market is by reinforcing our alliance with aggregate research professionals.  We purchase published documents that discuss how accepted methodologies have unearthed valuable research data on consumers, industries, and countries.  These reports cover trends, demographics, and econometrics from primary and secondary sources.  We believe that our firm knows how to build the highest quality aircraft when we are properly aligned with the consumers.  The valuable insight regain continues to transform the industry, and we look forward to the launching of our newest contributions to the industry.
Break Even Analysis

“In project benefit-cost analysis these breakeven quantities are compared to the sales forecast to determine the probability that the expected return will actually be earned” (Pyzdek, pg 213). The chairman has allocated $5 million for this year and expects the CRM system to be implemented in phases.  InTouch will become our first priority as the year begins.  We need to get this project going in order to increase our understanding of consumers, while securing a place in the market.  An additional $2 million allocated for training, and $20 million to implement InTouch. Our breakeven point will be $27 million, and we expect to stay on target.

Sales Forecast

Forecasting is the basis for our long-term plans.  Our in-depth market research (described earlier) and industry analysis forms the structure of our projections.  Use a variety of techniques that include both quantitative and qualitative work.  Our analysts conduct studies on past data relevant to capacity state of the firm (independent demand/increased sales or at excess capacity-accepting demand).  Some of our favorite methods are linear regression, Shiskin analysis, an exponential smoothing to name a few.

Decisions on which method to use depends on our time, horizon, required budget, and availability of resources.  For example, for moving averages, we need to collect immense amounts of data for sufficient accuracy.  Weighted moving average has been helpful because appropriate weights are assigned to the variables.  We hope our new CRM system will help us expand our forecasting into a platform that efficiently/effectively organizes collaborative planning, forecasting and replenishment.
Implementation
	Deliverable
	Timeline
	Responsibility

	Decide on marketing objectives for InTouch
	2 weeks
	Management

	Finalize CRM responsibilities
	1 week
	Board and Management

	IT department breakdown of milestones
	2 weeks
	CTO

	Comprehensive InTouch and CRM plans
	1 month
	Management

	Implement/Activate consumer response data mining functions
	1 month to 1 ½ months
	VP, CTO, COO

	Fully operational InTouch, and CRM
	2 months
	Management


Contingency Planning

Z-Wing strategists have spent years studying marketing analysis that indicates clear success for new projects.  Though economic challenges are said to threaten our chances of achieving long-term sustainable growth, we have an opportunity continue as leaders within the aircraft manufacturing industry.  Consumers are enthusiastic about our efforts to increase productivity and efficiency by offering 888xx, Z-Aero, and InTouch.  Should we experience any trouble with the positioning due to insufficient forecasting, the firm is prepared to leverage our strategic alliances with key industry companies.


Relationships have been built to increase aggregate value and are consistently professional.  The climate within the industry is changing fast due to automation; however, we are aware of impending trends and how to create fundamental structures to support them.


“Change will not occur unless there is motivation to change.  This is often the most difficult part of the process” (Kreitner et al., 2002).  Creating a user friendly CRM system will help senior leaders communicate at all times during day-to-day routines that tend to generate hidden barriers to organizational alignment.  Employees are the center of the firm, and when perceptions evolve so does behavior.  This is an exciting time for the company that requires genuine effort at all levels. We know that Z-Wing can deal with any predicament when our staff believes in the products and culture. Our refreshed cross functional approach will capture this window of opportunity in time which is of the essence.
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