JSG Processing, Inc.

Marketing Plan

I.  EXECUTIVE SUMMARY

JSG Processing, Inc. is a company dedicated to reclaiming spent calcium materials used in industrial operations requiring lime or limestone products and finding new homes to make them useful once again.  Once used in their processes, the previously highly valued calcium product has its chemical properties changed to a lesser state that is not usable by the industrialist who purchased it.  The waste product has some usefulness to other companies but not in the form present on the industrialist’s site.  JSG Processing’s job is to take that calcium and remanufacture it in order to find it a new, valuable home.  This relieves companies of expensive waste management and cleans up potential environmental challenges.  After reprocessing the calcium into gypsum and limestone, JSG Processing creates a substance that lowers the amount of nitrogen entering groundwater in compliance with the Clean Water Act of 2009.  


The basis of this marketing plan comes from an evaluation of strengths, weaknesses, opportunities and threats for JSG Processing Inc.  Because of the nature of the calcium reproduction process, most of their business comes from industries.  Therefore, this plan seeks to expand their target market to the homeowner and lawn care service provider, promoting the Blue T Brand granulated limestone as the major product. 
 II. ENVIRONMENTAL ANALYSIS

A.  The Marketing Environment

1. Competitive forces.  Due to the nature of the product and the new technology behind it, there is not much competition for JSG Processing, Inc.  

2. Economic forces.  In the past five years, the success of lawn care companies has risen nearly 300%.  If that success continues to rise, the homeowner and lawn care specialist company will be more likely to spend money on new, improved ways to take care of the soil in their care.  However, there may be a low priority to both buy and use the product due to lack of interest and lack of consequence.
3. Political forces.  The Clean Water Act of 2009 is the major political force behind this product, requiring that all lawns undergo a reduction process in the nitrogen levels moving into the groundwater.
4. Legal and regulatory forces.  After the Clean Water Act of 2009 is implemented, it will be enforced by local laws.  
5. Technological forces.  Technology is constantly improving, so it is only a matter of time before the Blue T Brand limestone and gypsum mix can be improved.  These improvements may include the way it is processed and the effects it has on the soil and groundwater.
6. Sociocultural forces.  The average age of a homeowner in the United States is on the rise with baby boomers now reaching the time of retirement.  They are more likely to spend money on lawn care due to a decrease in physical strength.  The location of the customer is also important to consider as JSG Processing, Inc. will begin marketing to mainly the Great Lakes region which deals with diverse weather and climate issues.
B.  Target Market(s)


JSG Processing is currently pursuing entrance into the homeowner and local and national lawn maintenance companies who service them. The difficultly for JSG lies in the long established relationships between the service and supplier companies that has made it challenging for JSG to gain a foothold. With the 2009 Clean Water Act coming into play, this could all change. With JSG’s innovative product and given that no other competitors can have an alternative ready by 2009; JSG will have a huge advantage in being able to provide a legal solution to lawn maintenance companies. 


In addition to the home lawn care market, which is a $25 billion market, we saw that the potential in the agriculture market was also substantial. The large amounts of the product that would need to be used and it seems that the majority of the enforcement of the Clean Water Act will be directed at farmers more than homeowners. This market could be reached through farming conventions and other organizations such as the EPA, Clean Water Network, Future Farmers of America, and the Nature Conservancy. At the farming conventions we would like to see JSG Processing booths where we could inform the public on the benefits of our product and the impending law that will affect their business. With the rising cost of nitrogen, JSG’s product will be cheaper than current methods which will greatly help in getting the product into the hands of homeowners and farmers alike. In reaching the agricultural market and having JSG’s product in limited production, state fairs could also be a good opportunity in reaching some homeowners and farmers and inform them on the Clean Water Act’s implications in their lawn care or agricultural applications.


How this impending law is enforced could have a major impact on which target market JSG should focus on. If the homeowners, the biggest offenders of nitrate leaching into the groundwater, are the major focus of enforcement then that would give JSG the opportunity to capitalize by providing the legal solution and a cheaper one at that (Bormann, et al., 2001). JSG could also use TV (especially HGTV and other similar networks), magazines like Yard and Garden or Better Homes and Gardens, or through online advertising. These advertisements should stress the quality, distinctiveness, and price of the product. In reaching the lawn service providers, it would be best to send a representative to TruGreen, ChemLawn, and other such providers to get them interested and aware of the product. Placing advertisements and making the product available in stores like Home Depot, Lowe’s, Menard’s, Wal-Mart, and John Deere would also help raise awareness of the product.


C. Current Marketing Objectives and Performance



Currently, JSG’s product will be mainly marketed to lawn care providers and would also be available in farming supply stores like Tractor Supply and Rural King stores. Home owners should be able to find the product available in major retail stores. The product would be priced around $3 to $5 for a 40 pound bag and would be in a convenient pellet form that could easily be spread like similar lawn products. One bag should be used across an area of a thousand square feet. With Americans using 20 million acres for lawns, there is plenty demand for this product across the nation. Marketing the product to older Americans (50 and older) is pivotal since they comprise the largest users of lawn care services, spending $7.1 billion in 1997. The potential for success is huge. The challenge is marketing to the 14.3 million users of lawn services and establishing supplier relationships with their service providers (Gallup). Since there is currently no product on the market yet, there is no performance analysis to be done. 

III. SWOT ANALYSIS

A. Strengths

1. Eventually, because of the Clean Water Act that will be established in ’09, everyone will have to use the technology and services that JSG provides.

2. The product is environmentally friendly because it does not promote harmful leakage into ground water.

3. The company will have first mover status in this area of lawn care.

4. The material the product is made from is cheap for JSG to acquire and, because of this, they are able to offer the product to their customers cheaply.

5. JSG and its employees have a very thorough understanding of the process that creates their product and how their product will affect their consumers.

6. The product is user friendly- it comes in manageable bags and the product itself comes in small pellets.

7. JSG has many different ideas of products to offer to their customers.

B. Weaknesses

1. Not focused on one particular product- the company has many different things going at once.

2. There is no name recognition either for the product or for the company itself.

3. The product is not yet ready to go.

C. Opportunities

1. The Clean Water Act of ’09 will force lawn care services and those who work in their yard to use a product such that JSG is providing.

2. The rising cost of nitrogen makes the conventional lawn care products more expensive than the product offered by JSG.

3. There is already a $30 billion lawn care market.

4. People are starting to become aware of the effects of environmental effects of using nitrogen on their lawns and are beginning to look at other lawn care options.

5. The large number of farmlands and gardens in the Midwest provide a ready market for JSG Processing, Inc.’s product.

D. Threats

1. Although the public is becoming aware of nitrogen’s effects on the environment, the knowledge is not spread universally and people don’t know about the Clean Water Act coming in 2009 that will eventually force them to eliminate all nitrogen from their lawn care process.

2. As the CWA deadline approaches, more competitors in the area of alternative lawn care processes will come into the market.

3. This product, as it is for lawn care, is seasonal and couldn’t be used during the colder months.

E. Matching Strengths to Opportunities/Converting Weaknesses and Threats

1. The Clean Water Act of 2009 allows JSG Processing to encourage the use of their product because of the legal implications

2. JSG has first-mover status in this area of lawn care because other lawn care product/service providers have not yet started to look into the environmental effects of nitrogen nor do many of them know about the CWA of ’09.

3. The material JSG uses for their product, byproducts of waste, are easy to come by from the sanitation centers of the city.

4. JSG should promote its product by informing their customers and consumers about the 2009 water act in order to encourage them to use the product.  One of the only reasons homeowners and lawn care specialists would use this product would be because of the legal ramifications of going against the CWA.

5. As the CWA comes closer, more companies will be looking in to alternative uses to nitrogen, and JSG should keep their edge in the market by continuing research and testing to improve their product and keep it top of the line.

IV. MARKETING OBJECTIVES

JSG Processing has a great opportunity to capitalize on their first-mover status into a market that is really just beginning to form.  Because of this, they should establish an objective to be the majority (>50% of market) supplier of any nitrate-decreasing product to national lawn care companies by the year 2010.  Along the same lines, they should make it an objective to sell 50,000 bags of product ($150,000-250,000) to national lawn care companies and 20,000 bags ($60,000-100,000) to homeowners’ retailers by 2010.

A promotional campaign geared toward national lawn care companies should be in full effect by 2007, giving the lawn care companies enough time to get comfortable with the brand before the Clean Water Act of 2009.  This promotion should be in the form of information booths at agriculture/horticulture conferences, special interest magazine ads, and personal contact with larger companies.

Because gaining a customer base is key to a start-up company, JSG Processing should also advertise to the homeowner’s market through magazine ads by 2007.  This could be in correspondence with the lawn care service campaign.  They should advertise to the homeowner’s market by mail with postcards before 2009.  This will act as a friendly reminder of the Clean Water Act that is approaching and will educate and inform the recipient of the whole process and their need for this product.

JSG Processing should make sure they keep their product innovative and at the forefront of technology.  So they should establish a position or department specifically for product research and development by the year 2009.  This position or department should be focused solely on the chemical composition, effectiveness, and quality of the limestone/gypsum product.

V.  MARKETING STRATEGIES

A. Target Markets

Target Market 1:  The local homeowner

Example:  The local homeowner that takes care of his or her own lawn is responsible to uphold all agricultural laws.  Not only will Blue T Brand limestone and gypsum allow him or her to do that, but it will also improve the health and life of the soil being cared for and follow the Clean Water Act of 2009.  This market will benefit JSG Processing, Inc. by both bringing in profits and educating the general public to the benefits of using a limestone-gypsum mix to reduce nitrogen in the groundwater.
Target Market 2:  The lawn care specialist company

Example:  Lawn care specialist companies spend millions of dollars per year on soil improvement.  Blue T Brand limestone and gypsum offers a 50/50 mix that no other company does that offers several benefits the environment as well as the lawn being cared for.  Also, the lawn care specialist companies will not have to sacrifice quality in order to comply with the Clean Water Act of 2009.  This will benefit JSG Processing, Inc. by breaking into the huge market of lawn care and allow the specialists to meet the terms of the Clean Water Act of 2009 without forfeiting excellence in lawn care.

B. Marketing Mix

1.  Product.  The product we are working with is going to be a “user friendly” granulated substance that penetrates into the ground reducing the levels of nitrogen moving into the groundwater.  This product is the first of its kind, using a 50/50 split of gypsum (calcium sulfate) and limestone (calcium carbonate) to bring the nitrogen rate down to 0.5-0.75 pounds per 1000 sq. feet.  This will correlate with the Clean Water Act of 2009.

2.  Price.  The price for this product will be $3-5 per 40 pound bag.  It should be relatively cheaper or about as much as the current nitrogen regulating products.  If the price of nitrogen continues to go up as it has in the past year (it’s up 30%), then JSG Processing’s product will continue to drop in price.  Homeowners, on average, spend about $180-400 per month on full-service lawn care, depending on the size of the yard.  With that number continuing to rise and the new law coming into effect in the next few years, demand for this product should be extremely high by the time it hits the market.

3.  Distribution.  We are awaiting an answer on the product name, but we’d like to make the brand name and design to be distinct and bright.  These bags should be sold at Home Depot, Lowe’s, Menards, Wal-Mart, and large farming centers like John Deere enterprises.  We’d also like to see large distribution centers in several of the Midwest states to make industrial-sized portions of this product.  We’d like to see the final product on the shelves, tested and ready to go by early spring 2008 so people can begin implementing this new product into their yard work systems a year before the act comes into effect.  
4.  Promotion.  We are responsible for informing individuals and groups about this product.  Since we don’t have the money (or the ideas) for a celebrity endorsement, we have to focus on making clear the environmental benefits of the product.  These benefits include cleaning soil to make it healthier, removing calcium that nitrate binds to, encouraging better and healthier plant growth, improving pH levels of the soil solution, softening soil, encouraging water movement into the surface reducing erosion and runoff, keeping sedimentation in rivers and streams to a minimum, and improving aquatic life.  We will inform the public of these positive by first informing environmental groups.  The groups we’d like to inform are the EPA, Clean Water Network, FFA, and the Nature Conservancy.  In order to do this, we would like to have a speaker at each of the different group’s meetings.  If ever there are environmental conventions, we’d also like to have an information booth set up in order to answer questions.  In order to inform homeowners, we’d like to get the internet site up and running as soon as possible.  We’d like a product information section complete with environmental benefits and information on the Clean Water Act of 2009.  There should also be an area where customers can order online.  We’d like to begin advertising in magazines like Yard and Garden or Better Homes and Gardens.  These ads should use bright colors and simplistic statements.  We are still working on the layout of the advertisements pending product name and look questions.  We will be stressing the quality, distinctiveness, and price of this product.  In order to inform the lawn care service providers, we think it would be best to send a representative to national lawn care corporations like TruGreen chemical lawn services to get them interested and aware.  

