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Executive Summary
On average more than 55 percent of high school seniors graduate and move onto college; more than often this means a move to a new town and or state.  With this high number of teens venturing into a new or unfamiliar surrounding one could easily deduce that these teens lack adequate knowledge of the goods and services available to them in their new environment, furthermore these young adults will be relatively oblivious to the reputations and customer perceptions of local business establishments. Whether it is the friendliness of waiters at a popular dinner, the typical wait time at a bar on the weekend or customer satisfaction with a specific banking institution an opportunity lies in the fact that these scholars are in need of information that can replace their freshman ignorance with the insight of an aware and informed upperclassman.  
Interviews were conducted on October, 18th 2010.  The interview process included an initial one-on-one interview, immediately following a group briefing.  After the conclusion of the individual interviews, the interviewees were brought back together and posed questions similar to the ones asked during their interviews; this served to generate group discussion.  
Data derived from interviewee responses and the post interview group discussion showed a potential opportunity exists in the provision of the above mentioned awareness and insight,  however the opportunity is not one that is absent of existing competition.  The competition includes the well established and powerful Google, with its “Maps” function which includes consumer reviews and ratings.  Along with the internet giant, Google, there are a number of lesser established firms that provide a similar service to “What’s Up College” in the same format of an application for mobile / handheld devices.
The possible competitive advantage is found in the shortcomings of the competition.  The interviews and group discussion revealed significant levels of dissatisfaction when it comes to certain characteristics and features of the existing competition.  By providing the needed information through a superior means boasting a simpler, more user friendly user-interface and information that is more actionable, the competition can be out-done in the specific areas that their own existing customers or users ranked as most important.  
In order to include more potential buyers and additional usage situations, “What’s Up College” will be also be accessible via a Web site featuring all the same capabilities and functions as the mobile data application.  Due to the overwhelmingly high level of awareness and acceptability of competitors such as Google, the initial strategy will be focused on providing higher satisfaction to small market niches, progressing to a larger target market after meeting and surpassing the needs of niche segments and after awareness reaches a sufficient level.  

Introduction
An opportunity exists to meet the potential needs of college students fresh to a new campus.  The opportunity takes form as a software program for user mobile devices or from any computer with internet access.  The program will provide users with useful information including peer driven reviews and rankings of local business located on campus or within the college community.  College students will have access to maps and directions to such businesses.  The local businesses will range from the obvious restaurants, movie-theaters, bars, and convention centers to the types of service business that many college students need on a regular basis such as hair-care, automotive, pharmacy’s, and the list goes on.  
The one factor that differentiates this service from one of any similarity is the reviews and rankings that come from local college students and in-turn assist their fellow scholars in making better consumer purchase decisions within their college communities.  This service won’t just tell you what establishments people like best, but it will go further by providing more in-depth reviews including what types of different people or age groups usually hangout there, what drinks or dishes are good, if the hairdresser was to chatty, or if the service technician at the auto-shop left a lingering body odor in the car.   This opportunity does not end with the immediate local college community but has the possibility of growing into a nationwide network that serves college communities all over the country.  

Proposed Product Category and Customer Needs
[bookmark: _GoBack]	 Classifying or categorizing a product such as the “What’s Up College” web application is not a simple task, however it could be said that it falls into a “Consumer Utility Service” category.  Consumers have wants and needs that must be satisfied; What’s Up College offers them an increase in utility when it comes to the decisions or choices they make in the process of satisfying their wants and needs.  Through the provision of access to new information and feedback on services and businesses within a user’s consideration set allows that consumer to achieve a higher degree of satisfaction.  



Product Innovation Charter (PIC)
Background:		The experience of being new to the college town environment has brought to light an opportunity to capitalize on a potential market gap by providing college students with information on business/ services in their local college communities that will enable these consumers to better satisfy their wants and needs.  
Focus:			The technological focus of this service concept will be the utilization of two existing channels, mediums, or portals that connect the user to the information they seek.  Users can create an online login account on the service website to access the benefits that the service provides.  Users with an Apple, Android, or Blackberry mobile device will additionally be able to access the service by downloading (purchasing) an aftermarket accessory function (AKA an application) directly from their mobile device through a WIFI internet connection or through the cellular network of their mobile service provider.  
	The consumer will be the market focus of this service; given that the consumer/user is essentially a co-producer of the service itself in that the reviews and ratings that serve as the foundation of the  service come directly from the users/consumers themselves.  
Objectives:		The primary objective in realizing this potential opportunity is to first successfully implement the provision of peer-based feedback and information to LOCAL AREA college students that will assist in the making of their consumer choices and decisions through the use of student reviews, maps & directions, and menus/ prices.  

Goals:			Beyond the primary objective and initial LOCAL launch of the service, the overall goal is to gradually increase the number of college towns covered by the service and then to eventually cultivate a nationwide network with the ability to reach mass numbers of college student and to provide to them a uniform, reliable, high quality, user friendly service that fosters a higher degree of consumer satisfaction.  
Guidelines:		Since student feedback on LOCAL business forms the initial groundwork for the service, ample data must be collected, analyzed, and outputted before the service can be of any value to its users.  With sufficient data, the service can enter into the initial stages of servicing early users; in these early stages it is critical that ample revenue be generated in order to secure a future for the business.  Revenue derived from the users purchase of the mobile application or login account on the service website will serve as the bread and butter early on, however as time progresses further revenue may be necessary and will be generated by leasing or selling advertisement space on the service website as well as the possibility of a free “lite” version of the application that presents the user with quick-flash advertisement messages.  

Current Product Category Problems & Customer Needs
· Description of open ended interview with potential clients
On October, 18th 2010 five potential clients ranging in age from eighteen to twenty-one were questioned on their own personal needs, wants, and problems with the product category, additionally participants were asked to fill out survey information pertaining to the product.   
· Interview Process
Participants were selected at random and meet at the Sigma Chi fraternity house, where they were sat down collectively and briefed on the nature of the project.  The participants were then separated and questioned and questioned on the product.  After all participants had been interviewed separately, they were brought together for a group discussion.  Finally the respondents provided survey information before the process concluded.     
· Interview Results
The feedback from those interviewed suggests that converting non-users into actual users may be somewhat of a hindrance.  While likelihood to purchase the product was more than expected, the potential frequency of use was less than an average of one use a day.  However the data pertaining to the satisfaction of these consumers with product they currently use, shows a considerable amount of dissatisfaction 
· Importance Ranking
The participants rank the importance of the following qualities on a scale of 1-10
1) Ease of Use - 6.3   
2) Variety of Available Choices - 6.0
3) Simplicity, User Friendliness, Detail of Information Provided, Actionable Information, Response Time - 5.8
4) Layout- 3.0  

Concept Statement
What it is:		What’s Up College is a program that is designed for people beginning the college experience or who are new to a college town. The purpose of this program is to enable college students to improve their consumer purchases through the use of peer ratings and reviews of local businesses in their town.  
What it Does:		What’s Up College is a compiled system of ratings that anyone who is a patron of that business can intern rate the business themselves. The business is rated on a variety of factors depending on what kind of business it is. Anything can be rated from grocery stores, to salons, restaurants even bars. What’s Up College can quickly and easily tell a person new to town which places are less expensive, more popular, or which places to avoid. 
How it works:	What’s Up College requires internet access to be used and can be accessed either online for free or as an application for the iPhone or Android, available at the application marketplace. When using “What’s Up College” a person gains access to peer rated information on local businesses. It can provide general information like ratings on a business’s cleanliness, timeliness and quality or an overall rating. It can also provide more specific information like maps and directions and customer comments and reviews. What’s Up College provides fast, reliable unbiased, information on a business, which might take much longer to compile otherwise. 



Patent Search Results
See Appendix A














Questionnaire Development
Knowing that failure is destined for any development effort that lacks a sound questionnaire as its cornerstone; it was clear that understanding the research objectives was the initial step in developing the questionnaire   After the back-and-forth dialog with potential prospects following the one-on-one interviews, it was possible  to create a preliminary set of questions from which the questionnaire developed.  As familiarity with the research objectives increased; a final list of questions was produced through a process based on a series of drafts, reviews, redrafts, and further reviews.   
Data Collection and Sample
The data was collected mainly through the use of Qualtrics, an online survey site. There was also a series of one-on-one interviews conducted. A random sample of 500 respondents who are currently students at Oklahoma State University were drawn from the student e-mail list. An e-mail message with a direct link to the online survey was sent to the sample. Respondents were then entered into an online database and exported to SPSS for analysis. With 55 questionnaires fully completed the sample response rate was far less than anticipated. 
Analysis and Results for Concept Test
The concept test identified information that is valued by potential customers.
Specifically, the concept test found that age is the determining demographic of who would use the product. The initial target audience for “What’s Up College” of 15-19 year olds or college freshman was not the demographic most likely to use the product. Instead, the 21-24 year old demographic had the most positive responses toward the product. 
Purchase Intention:		 The “What’s Up College” survey demographic variables were subjected to a bivariate correlation analysis in order to identify which variables most strongly affected the likelihood to purchase. The table below reflects that there is a positive correlation between age and purchase intention. Age is the most significant factor in determining if a consumer will purchase “What’s Up College.” Because the product is inexpensive, and can be such a widely used tool, other factors like household income had little effect on the intention of purchase. 





Buyer Profile: 		The average buyer for “What’s Up College” is 21-24 year olds. This is surprising, considering that the target audience for the product is incoming freshman, not juniors and seniors. Gender, race and household income have little effect on who will purchase the product. 
Perceptual Maps: 		The perceptual maps indicated that both buyers and non-buyers have a high expectation for the product category. The buyer’s expectations of the important aspect of the product were surpassed by “What’s Up College,” while the competition fell short of meeting their high standards. “What’s Up College” came very close to the buyer’s ideal of what an optimum rating service should be like. Buyers were more satisfied with the information “What’s Up College” provided regarding local businesses than that of the competition, while the non-buyer’s ideal was too close to what they expected about the product so to them, no matter how good the product is or how much advertising they are exposed to, they would still remain non-buyers. 



 











Sales Forecast		


*The results from the sample were adjusted using the study: Jamieson and Bass Adjusting Stated Intention Measures to predict trial purchase of new products. Journalism of marketing research 1989. 
The number of users forecasted for the incipient year will be 65,392 and in 10 years the number of users of “What’s Up College” is expected to peak at 229,139.

Recommendations
The Web site should launch immediately because the sales forecast is favorable. The Web site should be free to attract as many customers as possible. Once they are familiar with the product customers will also purchase the application for 99 cents so they can use “What’s Up College” on the go Based on the data, the best target market for the product is 21-24 year olds. 



Limitations
The main limitation for this project was the small sample size, which wasn’t adequate enough to give as much detailed information to make the most accurate projections for the product. Having a small sample size hinders the determination for further limitations. 
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Default Question Block

This study is being conducted by a group of Oklahoma State University new products development
students. The study’s objective is to collect information from OSU’s students regarding the perceptions and
opinions of a new website to be developed. Your participation in this study is completely confidential,
carries no foreseeable risk and is strictly voluntary. If you choose to participate, you have the right to
withdraw from the study at any time. Please read the questions carefully and answer them as accurately as
possible. Thank you for your help!

Using a 1-7 scale, where 1= not at all important and 7= very important Please rate the importance of each of
the following characteristics for an online service that’s rates local businesses:

Not at all Extremely

Important Important
Ease of use: o] ] (o] o] © © o}
Simplicity: [e] o o] o] o] (o] (o}
Layout: e} (o] (o] - ©° o o [}
User friendliness: o o} o o] o © (o]
Detail of information given: o o] o] o o o o
Actionable information: o] (o} (o] o} [e] o}
Variety of choices available: [¢] (o] o 0} o o

Please indicate how important each of the following items to be considered in an evaluation of local
businesses in Stillwater

Not at all Extremely

Important Important
Fast Service: o] o ] [e] (o] e}
Fair Price: o © o] (o] o o]
Businesses’ Atmosphere: [] o o o (e} [e] [¢]
Service Timeliness: o o © [o] (o} (o] o
Availability (Open hours) (o] (o] e} o (o] © o
Knowledge of Personnel: (o] (o] (] [e] © o] o

“What's Up College” is a program that is designed for people beginning the college experience or who are
new to a college town.” What’s Up College” is to enable college students to improve their consumer
purchases through the use of peer ratings and reviews of local businesses in their town. It is a compiled
system of ratings that anyone who is a patron of that business can add to. The business is rated on a
variety of factors depending on what kind of business it is including “Fast service”, “Fair price”,
“Businesses’ atmosphere”, “Service timeliness”, Availability, Knowledge of personnel. Anything can be
rated from grocery stores, salons, restaurants even bars. “What’s Up College” can quickly and easily tell a
person new to town which places are less expensive, more popular, or which places to avoid. “What’s Up
College” will use a Windows like homepage, making navigating the site as familiar as the Windows desktop
Customers who are interested in our product can either access our website for free or buy an application
for the iPhone or Android available at the application marketplace for a reasonable price. To rate the
businesses, however, users need to create a free account, which takes them less than 2 minutes.
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Based on this description, how would you expect your experience with “What’s Up Collge” to be? Using a
1-7 scale, where 1= poor and 7= excellent, please rate “What’s Up College” on each of the following
characteristics by choosing the appropriate number:

Poor Excellent ]
Ease of use: [o] o] o o o] [e] o
Simplicity: © © © o} (o] (s} ©
Layout: o o [e] o} o (o] o
User friendliness: o} (] © o ¢] o} (o)
Detail of information given: o e} [e] o o] [e] o
Actionable information: o} (o} e} o} © o (o]
Variety of choices available: [e] [o] (o] o] (o] (5] o}

To what degree does “What’s Up College” provide needed information about each of the following?

Very Very
Ineffective ) - o Effeqiver
Fast Service (] (o] [o] o (o] [o) ]
Fair Price: o o © o (o} o} o
Businesses’ Atmosphere: o] (o] [e] o o] © O
Service Timeliness: o] [¢] o [e] o} o] O
Availability (Open hours) : © (o] [e] [e] (o] [¢] o
Knowledge of personnel: el o] o] [e] (o] (o] [¢]

What is the fair price for “What’s Up College” smart phone application?

Using a 1-7 scale, where 1= not at all likely and 7= extremely likely, please indicate the likelihood that you
would use What’s Up College:

Not likely at Extremely
all likely
(o] o] (o] o] © o) o

Which device would you most likely use What's Up College on?
© Cell phone

© Laptop
© Desktop

Which of the following places would you most likely use “What’s Up College” to get information with 1 =
most likely and 10 = least likely

12/8/2010 3:27 PM
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How often do you think you would use "What’s Up College"?

© Special Occasions
© Once a Month
© Once aday
o

More than once a day

Where would you likely to hear about “What’s Up College”? Please check all that apply.

B Tv

Radio
Newspaper
Intemet

Magazine

B B B O B

Friends or family

If “What’s Up College”did not exist, what ONE source would you use to most get information?

Using a 1-7 scale, where 1 = Poor and 7 = Excellent, please rate the performance of each of the following

characteristics for the product you listed above:

Ease of Use

Simplicity

Layout

User Friendliness

Detail of information given

Actionable information

Poor

o

® o6 & 60 o

e]

® 0 ©o

o

Excellent
o] [e] [¢] [e] el
o © o © ©
o (¢} (o] [}
o o] (o} e} [e]
o o o] e} o}
(2] [} o (o] e}
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Poor : Excellent
Variety of choices available 7 [o] o} o} o} o} © (o}
To what degree does the product you listed above provide needed information about each of the following?
Very Very
Ineffective Effective
Fast Service o} (o] (o] o} (o] ©
Fair Price o © (o] o o [}
Businesses' Atmosphere [e] o] [¢] [} o] [¢] [o]
Service Timliness o} © o o} o ]
Availability (Open hours) o o e} o © (o]
Knowledge of Personnel © o] [o) o] o] o]
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What television program do you most watch? (Optional)

What type of music do you most often listen to? (Optional)

What Newspaper do you read most often? (optional)

What type of magazine do you read most often? (Optional)

What time do you most likely to watch television?(Optional)

What time do you most likely to listen to radio? (Optional)

Please place a check mark on the appropriate line to show your choice:

What is your gender?
< Male

© Female

192/2/°5°010 297 PN\
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What is your age?

© 15-19

o 20-24

e © o o

25-29
30-34
35-39

40 and over

What is your family household income?
© Below $10,000

e 6 0 © 0o o

$10,000-$19,999
$20,000-$39,999
$40,000-859,999
$60,000-$74,999
$75,000 - $99,000

$100,000 and above

What is your classification?

© Freshman

e ©¢ & o 6 & o

Sophomore

Junior

Senior

Master

Ph.D

Parent of a student

Grand parent of a student

Are you Domestic or International?

o

o

In which of the following OSU colleges do you currently attend? (Please select one)

o]
o]
o]
o]
o]

Domestic

International

Agricultural Sciences and Natural Resources
Arts and Sciences
Center for Veterinary Health Sciences

Education

https://new.qualtrics.com/ControlPanel/PopUp.php?PopType=Survey...
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Engineering, Architecture and Technology
© Human Environmental Sciences
© Spears School of Business

© Other
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