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Purpose and Mission Statement

Interglobal Manufactory Ltd. is a Hong Kong based company established in 1988 and is a leading manufacturer of high quality wooden educational games and toys. The company implements quality control on its manufactured products and was awarded the ISO9001 certificate by the NSF. Moreover, all toys manufactured are in compliance with the European standard, the EN71 (part 1-3, part 9), and the American standard, the ASTM.

Interglobal has also established a factory in Zhejiang Yunhe, located in China. The factory team is made up of experienced technical and research individuals who are especially strong and familiar with producing Original Equipment Manufacturer items. 

The company develops, produces and sells wooden toys and craft gifts. The products are various in styles, including educational series, assembling, and games, which are all sold to international markets such as Europe, The United States of America, Japan, and more. Interglobal Manufactory Ltd’s estimated yearly revenue is one million USD.

Interglobal’s goals are customer satisfaction, quality service and products, and regarding international clients as equal priority. The company’s management theory is “Regard the customer as the core and continue to provide high quality products and services”.

Interglobal Manufactory Ltd. seeks to maintain their reputation and product line by continuing to manufacture wooden products. However, in the changing market geared toward user experience and the personalized product world, Interglobal Manufactory Ltd. is looking to explore the business world by remarketing their products to serve a different purpose. This plan proposes that Interglobal be remarketed toward personalized wooden products in order for businesses to provide promotional products at events and to employees. In an advertising world that thrives on online presences, Interglobal will be launching the new product line campaign online with various advertisements linking to their website urging companies to add a personal touch to their next product launch or holiday event. Interglobal Manufactory Ltd. is looking toward the future of their business, and aiding other companies in doing so along the way.

Situational Analysis
Current Product

Interglobal Manufactory Ltd. prides themselves on making quality products. Only the finest wood is used for the wooden products and, as a niche market, their consumer base is made up of long standing, loyal customers. The products have a reputation for their well-made, long-lasting stamina. Also, most products are not fragile so they can be shipped anywhere without worry. 


While maintaining the high quality of wooden products Interglobal manufactures, the cost to the consumer is fairly low. As there is little market for wooden toys and games in the 21st Century, Interglobal works hard to please the loyal customer base it has attained over the years.


Interglobal Manufactory Ltd. uses many different channels in order to gain control of a wider target outside of China, and even outside of Asia. It relies on planes, trains and water transportation to ship the wooden products across to North America, Europe, and more locally, countries such as Japan. 


Currently, the wooden products are mainly marketed by word of mouth from loyal customers. The company does not spend capital advertising products due to the fact that there is not a large demand for wooden toys and games in the current technology driven society. Interglobal has a running website, yet it is only known by people already associated with the company. Also, Interglobal attends and sets up booths at toy and game conventions around the world to promote their products yet have not ventured into print, commercial or online advertising.


Interglobal Manufactory Ltd. is very committed to ensuring that their products are well received. With a small market, keeping the customer satisfied with not only the product, but the service which they give to the customers is extremely valuable to maintaining their reputation. Interglobal’s distribution is done through a third party distributor but the products are tracked by Interglobal until confirmation is received that each customer has received what they ordered.

Current Target Market

The current target market for Interglobal Manufactory Ltd. products are parents and families. Interglobal is very family oriented in their booths and website, using pictures of children and colourful styles to attract children and their parents. Most people whose families purchased the wooden toys and games in 1988 have now grown and become the generation of tech savvy adults. The target market however remains to be geared towards middle class working families, both male and female parents, with young children. Education is an important value is these families as many Interglobal toys and games are educational in nature. Most buyers are located in the Eastern part of the world yet there are some dedicated North American buyers. These consumers value quality in their purchases and expect their products to last many years. Interglobal refuses to follow the trend of planned obsolescence seen in many consumer products today. 


Interglobal’s products serve to provide families with quality time together. The games do not run themselves on batteries or electricity and therefore require a present parent to assist and aid in their child’s learning experience. Family time together is highly valued by Interglobal Manufactory Ltd. and is evident in their plan to sell the same products throughout the years.
SWOT Analysis
Strengths

Interglobal Manufactory Ltd.’s strengths include its established reputation of being a reliable manufacturer of quality products. This developed network of buyers and this demographic of younger, innovative businesspeople will aid in establishing a start-up network for this new marketing strategy. Interglobal’s strong values for durability and reliability will allow for their reputation to reach a greater audience by initial reviews by consumers. The fact that they are a niche market will make an innovative redirection one of a kind. Interglobal is also well established, especially in Hong Kong, and the fact that they are located in one of the business centrals of the world will continue to be a strength with any business venture they pursue.

Weaknesses

One of the greatest weaknesses of Interglobal Manufactory Ltd. lies in the fact that there is not a large demand for wooden toys or games in the world today. The 21st century world relies on electronic, plastic, bendable, movable, battery powered toys and games. Parents use technology to teach their children instead of sitting down with them and playing an educational game. Another weakness, solely based within the company itself is their lack of marketing and advertising efforts. Interglobal has always relied on its small collection of buyers instead of actively pursuing more through advertising. Most of the marketing opportunities they take occur at game and toy conventions attended around the world. However, these conventions allow the potential for Interglobal’s booth to be lost among the hundreds that look very similar. Also, the new technology developed by other toy and game companies are showcased at these conventions and tend to outshine the traditional booth of Interglobal Manufactory Ltd.
Opportunities

One opportunity that Interglobal possesses is that their products can potentially be volatile. The fact that many consumers already use their wooden products as decorations proves that the same products can be repurposed into new directions. Another opportunity is that this proposed marketing strategy comes at a time when the children who used to play with Interglobal’s products when they were young now have a good rapport with the company and are at an age where they are innovators coming into the business world and could use their connections with Interglobal to make good decisions for their own companies. A large opportunity that Interglobal is already establishing is an online presence. Having an online presence is one of the most crucial steps companies need to take in an Internet driven society. It gets the word out about the products and also gives consumers a way to research on their own before they decide to buy the products.

Threats

Technology still and always will pose the largest threat to Interglobal Manufactory Ltd. Aside from technology, other threats include companies that are merging into a technological product environment while also maintaining an aura of tradition by including product lines of wooden toys as well as technologically advanced toys. This gives these major corporations an advantage because consumers may question why they would buy wooden products from one company and plastic from another when they can get both from the same manufacturer. 

Marketing Strategy and Objectives

While researching Interglobal Manufactory Ltd. it became apparent that this company, which relies on traditional values, was beginning to fade into the background of yesterday’s market. We decided to maintain something that people miss about the way products used to be made, reliable, but begin targeting a new market where the same products could thrive under a different circumstance. One of Interglobal’s attributes that work well in their niche market is their personalized approach to business. The marketing strategy developed allows them to share this wealth of knowledge that makes a difference in customer satisfaction with other industries in order to benefit the companies as well as their customers. 

The market strategy proposed involves finding new markets for Interglobal Manufactory Ltd. to sell their products. Interglobal will now also be selling their wooden products to established companies of various industries in order to be used as a promotional product for the company. Interglobal will manufacture products that reflect this company. Then, Interglobal will place the client’s logo on the product and produce as many as needed so the client can use them as promotional material at their next function whether it be a product launch or a holiday event. Similar to when gift bags are given out at company functions, these products will be given out to reflect the company hosting the event. An authentic wooden train for a VIA Rail Christmas function or a penholder for a large book publishing company. These products are not only durable, so people will keep them, but functional as well and can be used as decoration in a home or actually be used as a penholder on a desk in an office space. Items like these given out to consumers or even employees allow promotion for the company to always be present in many environments. This is also advantageous to Interglobal because people will likely ask where the product was made. This is an opportunity for Interglobal to remarket their products for the purpose of allowing companies to make better connections with their own clients. If the companies as clients do well with these promotional products, in turn, so does Interglobal Manufactory Ltd.


Not only will Interglobal be moving into a different market segment but this campaign to get this new product line started will be strictly online. The online advertisements will vary from leaderboards to banners to rectangles but will all follow a similar style so consumers are able to recognize the company from one advertisement to the next. The purpose of doing an entirely online campaign is first to begin to establish an online presence and second, to reach as many potential consumers as possible, without breaking the budget for marketing at Interglobal. Interglobal plans to spend $1,500 on the online portion of a new campaign to increase sales of their products in 2011 and 2012 by 15%. Interglobal also wants to increase brand awareness, particularly in North America, with a focus on mid-sized corporations in the United States. 

Tactical Marketing Programs
Tactical Decisions: Target Market

The target market perceived for this new marketing strategy will be CEOs, President’s and high decision makers in mid-sized to large corporations. Small companies will not be targeted as these companies have a small market and therefore have personalization already in place. These decision makers are ideally looking to add or develop personalization techniques within their company in order to increase brand awareness, market or simply use for customer or client satisfaction. Both male and females would be targeted and the income levels of the targets companies would have to be at a fairly high range to allow enough to go the extra mile to purchase and give away branded authentic wooden items. These target markets will be further researched to determine which market sectors look to add personalization to products.

Tactical Decisions: Product

The products that Interglobal Manufactory Ltd. will produce for this new market strategy will be made the same as the products already on sale for children and families. However, the process of development and execution will be different. A designer will need to obtain the client’s vision of the product made for the specific company. There will be a product line of office supplies to put the logos of companies on such as pencil holders or cardholders. Otherwise, companies may further personalize the items by designing them to suit their particular industry. There will also be a choice of a variety of wood types and finishes on the wood to suit every budget of the client. 

Tactical Decisions: Promotion

This particular marketing campaign will be marketed online as an online campaign. Banners, leaderboards, and a variety of rectangles will be used in conjunction with one another to get the word out about the promotional products and the benefits they have for companies. All online advertisements will lead by click to a webpage off of the main Interglobal Manufactory Ltd. webpage as a promotion page for purchasing the product. The webpage will include images of sample products, the entire line of office supplies and, it will explain in detail exactly how the products should be used.


 We decided to make the advertisements a tad mysterious to create excitement or buzz about Interglobal and what exactly they are promoting. The advertisement’s voice through the words speaks directly to the viewer so as to create a personal approach to a personal product. However, the mystery as to what Interglobal can do for you is concealed until you click on the advertisement to link to the webpage. Therefore, the main target of the ads are to attract traffic to the website where all information and purchasing arrangements can be made. 


The advertisements follow a similar design so as to create a sense of unity among the campaign. Simplicity and consistency are two aspects that we strived toward when designing the ads. For this particular campaign, the colors black, white and red are the core colors of the ads because our target audience is mainly mid-sized to large corporations. The colors are suitable because black and white are usually the colors of business suits, the color red ads a bit of freshness to the ads, also representing a new age, a more modern and innovative direction that Interglobal is striving toward. The reason for using the silhouettes of businessmen is so that when potential clients look at the ads they can subconsciously place themselves within these roles, allowing them to believe that Interglobal can assist them with promoting their companies. The slogan, “Trust in Us” is used consistently in the ads, in hopes to build recognition.


The websites that these advertisements will appear on will be sites that are geared towards businesspeople such as stock market sites, news websites and online newspapers, travel sites, certain hotel websites and even online gaming websites such as PartyPoker.net. Google ads will also be used as millions of people pass through the Google site on a consistent basis throughout the day.

Additional Considerations
Internal Factors

An internal factor that could affect this campaign would be lack of advertising funds. Although online advertising is an ideally less expensive form of advertising, the money would be coming from another sector of the company and therefore could run out if the campaign does not hit desired targets.

External Factors
External factors that may affect the success of this campaign would be that because many people do not know about Interglobal, and the fact that the name does not explicitly state what the product is, people might not click the ads. This is the reason the Interglobal need to build brand awareness on and off the Internet. Also, the target market selected for this campaign may be too large and it could be easier to directly target a market that is much smaller, as this is what Interglobal has done in the past with their niche market. Research and trial and error with certain sites for the advertisements will make this clear as the campaign continues.

