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[bookmark: _mbiktipzjzim]Executive Summary

Streets ice cream is one of the most popular ice cream brands in Australia and New Zealand. Unilever Street intends to launch a wide range of high-quality goods to fulfill its vision of being a leading provider that meets the evolving needs of consumers around the world. The mission of the brand is to focus on sustainability and innovation in the future. However, there were several issues due to the changes in consumer consumption, which resulted in numerous heating discussions. The purpose of this essay was to critically examine the innovation, current issues, and resolution for Unilever Street to develop successfully. 


[bookmark: _9m7bntf1ebkm]Company Overview

Founded in 1923, Streets ice cream is one of the most popular ice cream brands in Australia and New Zealand and has become a global leader in the ice cream market, delighting consumers in over 60 countries. Australia exported ice cream worth a record-breaking $46 million in the year ending June 30, 2021, demonstrating the growing popularity of Australian ice cream abroad (Serena, 2021). Based on that, Unilever has made significant investments in expanding its presence in the Asia-Pacific region, including in the ice cream market. It also reported that strong sales almost come from its home-care and ice cream segment (Vinni, 2022). In addition to winning numerous awards over the years, Unilever's street ice cream brands have significantly succeeded in terms of global reach, sustainability, and product innovation. For instance, Magnum has received recognition for its cutting-edge flavors and packaging design, while Ben & Jerry's has received praise for its social and environmental initiatives. With Unilever's strong reputation for responsible and sustainable practices and its ongoing commitment to innovation and customer satisfaction, Streets ice cream is poised for continued success in the years to come.





























1. [bookmark: _m81jllq5ie5g]Evaluation of current innovations 

The company has used numerous innovations to create value inside the firm, as is evident from over 90 years since the establishment of Unilever Street's brand and its successful history. Two significant innovations that have successfully enhanced Unilever Street's overall paradigm are the introduction of intelligent packaging and the offering vegan and plant-based options for consumers. 

[bookmark: _6ogleoiioi8d]1.1 Vegan and plant-based options

In Australia, 42% of individuals in 2019 plan to eat less or no meat. One in ten declared themselves vegetarian or vegan (Statista Research Department, 2023). That is why Unilever has introduced vegan and plant-based options for its street ice cream brands, such as Magnum, Cornetto, and Ben & Jerry's.

The innovation resulted from perceptual changes in the social environment. Vegan dairy alternatives and dairy-free are in high demand due to changes in how people see dairy's health impacts. The health and wellness goods and services market is expanding by 5 to 10% annually (Eric et al., 2021). Because of the ongoing increase in vegan customers, there will likely be a greater need for vegan products. This represents incremental innovation because the product uses existing technology to cater to vegan consumers' demands. 

Vegan cheese has gradually adapted to the need for cultural customs and norms related to the vegetarianism movement (Kaycee E 2022). This is a product innovation since it introduces a new product category to the Australian market that was not previously accessible. Due to the limited supply of vegan items, this product has seized the bulk of the market (Kateman, 2020). 

[bookmark: _22vjfwcdnh5j]1.2 Smart packaging 

According to research by Unilever (Unilever PLC, 2023), one-third of customers increasingly choose companies based on their social and environmental effects. Concerning its goods, including its street ice cream brands, Unilever committed to using less plastic packaging. By making its packaging more recyclable (cones and bars), exploring alternative materials (Cornetto product), testing refillable packaging options (Magnum product), and sourcing materials sustainably. 

By improving their processes, Unilever Street attracted consumers concerned with the environment with the changes they made to their product packaging. One of the company's notable achievements was preventing the dumping of more than 3,000 tonnes of ice cream trash annually (Unilever, 2023).

Unilever Street has successfully created value within its brand by adopting incremental innovation steps. Due to the restructuring of Australia's recycling infrastructure, manufacturing did not need to stop to create soft packaging, resulting in no lost sales. With this kind of incremental innovation, Unilever Street avoided dealing with a sharp rise in manufacturing or marketing expenses as their goods were already on the market.

The business strategy for Unilever Street has effectively embraced the products and processes of the dimensions of innovation as a tool to reinvent themselves and propel the innovation process continuously. Customers who care about the environment will have their requirements fulfilled by Unilever Street's introduction of an improvement with new packaging options. 

[bookmark: _6ev8nfginguo]
2. Current Marketing Analysis

[bookmark: _3q77buhpwz95]2.1 Target market

Streets combine traditional ice creams flavors like strawberry, chocolate, and vanilla to make unique variations of the frozen treat that can be combined with a vast selection of toppings to produce a wide range of ice cream flavors that appeal to different tastes and preferences.

Besides, Dairy Bell and Baskin Robbins are two ice cream producers ranked among the most expensive brands available in the Australian ice cream industry. These producers are renowned for offering a wide variety of ice cream flavours along with the more common ones.

The Streets Ice Cream brand focuses on low and middle-class customers who taste ice cream and do not set high standards on flavour. Regarding the two ice cream brands, Dairy Bell and Baskin Robbins, their pricing is suitable for consumers with high incomes who are frequently interested in indulging in new flavours other than those typically found in grocery store chains. Moreover, Dairy Bell and Baskin Robbins also offer a wide range of customized versions of their ice cream, such as cakes made of their signature flavours, the combination of doughnuts and ice cream, and beverages created with ice cream flavour combinations. 

[bookmark: _kmvaur14av3]2.2 4P's Marketing

	4P’s Marketing
	Streets
	Baskin Robbins
	Dairy Bell 

	Product
	With various small brands and flavours: Magnum, Cornetto, Golden Gaytime, Blue Ribbon, Viennetta.
	Wide variety of offerings such as ice cream, milkshakes, sundaes, ice cream cakes.
	Using local ingredients to make their unique flavours of ice cream. 


	Price
	Reasonable price for the target market.

	Using promotional pricing and psychological pricing strategies, for example not round the selling price. 
	The price of Dairy Bell is competitive with other ice cream brands of the same type in the market. The company should combine many forms of packaging and food servings to offer better prices. Besides, it is necessary to consider promotions to attract more customers.


	Place
	Grocery store chains, convenience stores, and local shops. 

	There are many stores across the globe, Baskin Robbins stores are usually easily found everywhere. 
Baskin Robbins also has ice cream products sold in supermarkets.
	It is known as a famous ice cream shop among locals in Victoria. However, Dairy Bell products are difficult to find in distribution channels such as supermarkets and convenience stores.

	Promotion
	There are regular promotions for customers to help customers experience a variety of ice cream from many small brands of Streets.

Moreover, Streets also has partnerships with other brands to attract more customers for their business, like OAK Chocolate.
	Using communication channels, social networks, marketing campaigns and the business expansion of this business all over the world. 
	It is quite tough for Dairy Bell to enter into consumer markets around the world. Dairy Bell should seek and extend forms of brand and product promotion to reach more consumers. Use social media and communication platforms to raise brand awareness and revenue. 



[bookmark: _u87jpkbaq618]2.3 SWOT analysis

	
	Streets 
	Baskin Robbins
	Dairy Bell

	Strengths
	Many small brands with many different types of ice cream in taste and texture: Magnum, Cornetto, Calippo

Strong distribution network: supermarkets, convenience stores, cream trucks

	Many new flavours of ice cream, the combination of ingredients together create many taste explosions.

Strong brand recognition and reputation. 

Appears in many stores present in many countries.
	There are many ice cream flavour options for vegans and those with lactose intolerances. 

Dairy Bell is proud that the ingredients used to make its ice cream are of high-quality standards.

	Weaknesses 
	Streets' ice cream flavour does not have its own brand identity. Because it mainly uses basic ice cream flavours such as vanilla, chocolate, and strawberry, it is difficult to see the differences from Streets.
	There are very few options for non-dairy ice cream or vegan ingredients.

The price is high compared to other ice cream brands on the market today.
	There are not many distribution channels for goods in supermarkets and convenience stores.

Dairy Bell has not been able to reach many places in the Australian market. The brand is mostly concentrated in Victoria.



	Opportunities 
	The ice cream industry is expected to grow strongly in the next five years. The ice cream product lines will be highly advanced and increase production to suit the tastes of today's users (IBIS World, 2022). 

In addition, the revenue of this industry is also predicted to increase with an annual growth rate of 2.9%, possibly reaching $1.5 billion within five years (IBIS World, 2022).

	Threats
	According to a report by IBIS World, consumer trends will significantly affect the ice cream market. Consumers always prioritize their health. Thus this will have an impact on their consumption behavior specifically. 

Conventional ice creams that use sweeteners or add excessive amounts of sugar and milk will have to compete with ice cream manufacturers to develop new ice cream flavors suitable for a healthy lifestyle, protecting consumers' health by converting dairy substitutes for ice cream into vegan-friendly ingredients.

Consequently, large businesses like Streets and high-end ice creams brands like Dairy Bell and Baskin Robbins must consider inventing new flavors of ice cream without milk or sugar to keep up with current customer trends. 



[bookmark: _kihx8sna64gz]
2.4 PESTLE analysis

Political Factors: The Australian government's regulations on food safety and labeling significantly impact the ice cream industry. Businesses must comply with the Australia New Zealand Food Standards Code to ensure the safety and quality of their products (FSANZ, 2021). Furthermore, the industry is influenced by trade policies, such as import tariffs on raw materials and potential regulation changes due to international agreements (Grimwade et al., 2018).

Economic Factors: The Australian ice cream market is expected to grow due to rising disposable income and changing consumer preferences (Euromonitor International, 2021). However, fluctuating global dairy prices may affect the cost of production for these companies. 

Sociocultural Factors: As customers become health-conscious, there is a greater demand for better and innovative ice cream options, such as low-fat, dairy-free, and organic goods (Euromonitor International, 2021). Furthermore, the diverse cultural landscape in Australia influences flavor preferences and consumer choices, which can impact product development and marketing strategies (Euromonitor International, 2021).

Technological Factors: Advancements in cold chain management and distribution technology have allowed for more efficient transportation and storage of ice cream products (Tompkin, 2017). Additionally, digital marketing and e-commerce platforms have become essential for businesses to reach consumers effectively.

Legal Factors: Companies in the ice cream industry must comply with various laws and regulations related to advertising, and workplace safety (Safe Work Australia, 2021). In addition, intellectual property laws play an essential role in safeguarding product innovations and brand identities (Grimwade et al., 2018).

Environmental Factors: Sustainability and eco-friendly practices have become increasingly crucial for businesses in the ice cream industry. Companies like Streets, Dairy Bell, and Baskin Robbins are focusing on reducing their carbon footprint, minimizing waste, and sourcing ingredients responsibly (Australian Government, 2021). Climate change also has potential implications for the availability and cost of raw materials, such as dairy and sugar (Grimwade et al., 2018).
[bookmark: _gq90wr2jl217]2.5 Marketing campaign
Streets Ice Cream: The Goodbye Serious Campaign
The "Goodbye Serious" campaign intends to bring joy and happiness to consumers by emphasizing the playful nature of ice cream (Williams, 2019). The campaign targeted a broad audience, focusing on families and young adults (Williams, 2019). Streets aimed to break away from traditional ice cream advertisements by opting for humorous ads featuring ordinary people in amusing situations (Williams, 2019).
The campaign utilized various media channels, including TV, outdoor billboards, and digital platforms like YouTube (Williams, 2019). Streets also leveraged social media platforms like Facebook and Instagram to encourage consumers to share their "Goodbye Serious" moments (Williams, 2019). The campaign was accompanied by influencer partnerships, with famous Australian comedians and actors promoting it on their social media channels (Williams, 2019).
Dairy Bell: Australian Heritage and Locally-Sourced Ingredients
Dairy Bell, an Australian ice cream company, focused on its Australian heritage and commitment to using locally-sourced ingredients in its marketing campaign to appeal to consumers who value supporting local businesses and products (Martin, 2020). Dairy Bell emphasized its long-standing history in Australia and the use of high-quality ingredients sourced from local farmers (Martin, 2020). The campaign targeted families and environmentally conscious consumers who prioritize sustainability and local sourcing (Martin, 2020).
The marketing campaign employed traditional media channels such as print ads in magazines and newspapers, billboards in high-traffic areas, and radio spots (Martin, 2020). Dairy Bell also utilized digital platforms like its website and social media (Martin, 2020). The brand used Facebook and Instagram to engage consumers through interactive posts, contests, and giveaways, offering exclusive Dairy Bell merchandise and ice cream vouchers (Martin, 2020). The campaign resonated with consumers, increasing brand loyalty among Australian customers and heightened awareness of Dairy Bell's commitment to local sourcing (Martin, 2020).
Baskin Robbins: Celebrate 31 Campaign
The "Celebrate 31" campaign to increase brand awareness and generate consumer excitement (Green, 2021), aimed to capitalize on the company's "31 flavors" concept and offered special promotions and discounts on the 31st of each month, such as discounted ice cream scoops or a buy-one-get-one-free deal (Green, 2021). The campaign targeted various consumers, from families to young adults, appealing to their desire for variety and value (Green, 2021).
The "Celebrate 31" campaign utilized traditional and digital media channels, including print ads in magazines and newspapers, in-store displays and signage, and online promotions through email marketing and the company's website (Green, 2021). Baskin Robbins also utilized social media platforms like Facebook, Instagram, and Twitter to engage with customers and partnered with Australian food bloggers (Green, 2021).



3. [bookmark: _gkw4vx9qrxjb]Microeconomic Analysis of Unilever's Streets Ice Cream, Dairy Bell, and Baskin Robbins in the Australian Marketplace

The ice cream industry in Australia can be characterized as monopolistic competition, where many firms offer similar but differentiated products, with each firm having some control over the pricing due to product differentiation (Perloff, 2021). In this market, Unilever's Streets, Dairy Bell, and Baskin Robbins compete with other players like Connoisseur, Peters, and Ben & Jerry's. 

The demand for ice cream in Australia has been influenced by changing consumer preferences, health consciousness, and the rise of artisanal and premium products (IBISWorld, 2021). Factors like the cost of raw materials, labor, and technological advancements in production processes impact supply. Consumers increasingly prefer healthier options and premium products with unique flavors (Euromonitor, 2021). This trend has introduced low-fat, sugar-free, and vegan ice cream options. Unilever's Streets, Dairy Bell, and Baskin Robbins have adapted to these trends by expanding their product offerings. Growing consumer health consciousness has led to a shift in demand toward healthier alternatives (Euromonitor, 2021). Unilever's Streets has responded by introducing healthier options like its Blue Ribbon Light ice cream range. 

Lastly, ice cream generally has elastic demand, as consumers are sensitive to price changes and can easily switch to alternative products or brands (Perloff, 2021). This pricing flexibility pressures Unilever's Streets, Dairy Bell, and Baskin Robbins to offer competitive prices while maintaining profitability.

[bookmark: _qj4059k6bu4]3.1 Factors lead to change in demand and supply curve

Unilever Australian Street Ice Cream
Unilever Australian Street Ice Cream has a limited range of flavors, so any changes in consumer tastes towards these flavors could affect the demand for their products. This could lead to a shift in demand to other brands. Unilever's products are moderately priced, so any changes in consumer income could affect their demand as consumers may switch to cheaper ice cream brands, leading to a shift in demand away from Unilever. Moreover, changes in government policies or regulations, such as taxes or import/export laws, could affect the supply chain and production costs, which could in turn affect their supply curve.
Dairy Bell
Dairy Bell also has a limited range of flavors, so any changes in consumer tastes towards these flavors could affect the demand for their products which could lead to a shift in demand to other brands. Its products are moderately priced, so any changes in consumer income could affect their demand. For example, if there is a decrease in disposable income, consumers may switch to cheaper ice cream brands, leading to a shift in demand away from Dairy Bell. As a small company, Dairy Bell's production costs may be higher than larger competitors, which could affect their ability to supply their products at a certain price point.
Baskin Robbins
Baskin Robbins has a wide range of flavors, which may make them less susceptible to changes in consumer tastes compared to brands with more limited offerings. Baskin Robbins' products are higher priced compared to Unilever and Dairy Bell, so changes in consumer income may affect their demand differently. If there is an increase in disposable income, consumers may be more likely to buy premium ice cream brands like Baskin Robbins, leading to a shift in demand towards them. As the brand has an extensive marketing campaign, which could affect their demand and supply. Additionally, successful marketing campaigns could help them negotiate better deals with suppliers, affecting their supply curve.
4. [bookmark: _hjuh3jtq72lq]Problem Identification

One of the primary challenges that Street ice cream faces in the Australian market is seasonal demand. In Australia, ice cream sales are highly seasonal, with peak demand during the summer months that can lead to supply chain management and production capacity challenges. Street ice cream must ensure it can meet demand during peak periods while avoiding waste during off-peak periods. Weather patterns and other environmental factors can also impact demand, making it difficult to predict sales accurately. 

Health and wellness concerns are also a significant challenge for Street ice cream in the Australian market. Consumers are becoming increasingly cautious about their foods' sugar and fat content, which may influence traditional ice cream sales. 59% of Australians are concerned about sugar consumption, while 46% are concerned about fat consumption (Roy Morgan, 2019). Street ice cream must adjust its goods to evolving consumer demands, such as introducing low-sugar or dairy-free choices, to preserve and extend its market share. 

Finally, pricing is also a significant challenge for Street ice cream. Consumers are price-sensitive, and Street ice cream must balance affordability with profitability to compete effectively. Furthermore, production and shipping expenses may be significant, making it difficult to offer competitive rates while retaining a profit margin. Furthermore, because it might be expensive to create and deliver items, competitive prices may only be accessible on occasion while profit margins are maintained. Ice cream prices in Australia have increased by 19% over the past five years due to rising milk and sugar prices (Australian Competition and Consumer Commission, 2021)


5. [bookmark: _4zbgjuxlojrk]The New Innovation & Target Market Profile
To address the challenges in the ice cream market in Australia, Unilever Australian Street Ice Cream can introduce a new innovation in the form of a low-sugar or dairy-free range of ice cream products. This new range would cater to the growing demand for healthier and more sustainable food options, which is a significant concern for Australian consumers. By introducing a low-sugar and dairy-free range of ice cream products, Unilever Australian Street Ice Cream can capture this segment of health-conscious consumers and gain a competitive advantage in the market.
To develop this new range of ice cream products, Unilever Australian Street Ice Cream can leverage its existing supply chain and production capacity. The company can use alternative sweeteners and plant-based milk to create low-sugar and dairy-free ice cream products. The new range can be marketed under a separate brand name, which would position Unilever Australian Street Ice Cream as a forward-thinking and innovative company that cares about the health and well-being of its consumers. 
The target market for the new low-sugar and dairy-free range of ice cream products would be health-conscious consumers who are looking for healthier and more sustainable food options. There is a growing demand for plant-based food products in Australia, with 44% of consumers stating that they would like to see more vegan ice cream products in the market. The new range of ice cream products from Unilever Australian Street Ice Cream would cater to this demand and provide an option for consumers who are looking for plant-based and low-sugar ice cream products. 
The target market for the new range of ice cream products would be aged between 18 to 35 years, as this segment is more health-conscious and aware of the impact of their food choices on their health and the environment. According to a study by Euromonitor International (2021), younger consumers are more likely to purchase ice cream online or through a mobile application as part of their everyday life, which presents an opportunity for Unilever Australian Street Ice Cream to reach this target market through online channels.
6. [bookmark: _lf4hs88gvfaw]The new marketing mix strategy

[bookmark: _ezpnddu424td]6.1 Product

Streets Ice Cream Company should take into consideration some of the following innovative offerings given that consumers prioritise healthy products. It is challenging to entirely alter the ingredients used to manufacture ice cream, because of its creamy texture and flavour, it is an irresistible delicacy. The brands may alternatively think about using nutritious components like skim milk, unsweetened milk, or nut-based as a substitute of ice cream's traditional components including milk, sugar, sweeteners, and artificial flavours. This will broaden the options available to customers, allowing them to still enjoy the flavour of Streets ice cream even when they strive to eat healthier. Additionally, Streets Ice Cream should provide customers with more alternatives for low-sugar, sugar-free ice cream items or utilise easily digested milk for those who have milk allergy symptoms. Besides, Streets should offer many different sizes of ice cream packs so that buyers will have more choices and consideration in which type to purchase.

[bookmark: _3m20c8lwtbmh]6.2 Price

In order to reach customers more easily, Streets should imply pricing solutions for new items. Streets should provide reference pricing for ice creams that come in tubes with different quantities. When comparing the costs of large containers and tiny containers, this not only enables Streets to sell items in huge quantities but also appeals to the psychological needs of customers who will be willing to spend more on a larger ice cream container. Moreover, Streets ought to offer goods bundles with multiple unit pricing. Consumers will have the chance to sample many various flavours of ice cream using this sales strategy when they put them in combo. Streets should additionally offer buyers with several promotions to enable them sell their goods and engage more purchasers.

[bookmark: _5ulkcakqjyi2]6.3 Place

As a subsidiary of Unilever, Streets Ice Cream in Australia benefits from a robust distribution network. In addition to restaurants, cafés, and ice cream parlours, Streets Ice Cream can be found in other dining establishments. The products can also be purchased from online grocery retailers for direct home delivery. This extensive distribution of Streets products serves consumers in both urban and rural areas. By employing a well-thought-out distribution strategy, Streets has effectively ensured that its ice creams are available wherever consumers may look, allowing for immediate purchase when the craving strikes (Smith & Johnson, 2021).

[bookmark: _72p1juz00lqr]6.4 Promotion

Streets Ice Cream deploys a range of promotional strategies to connect with its target market, drive brand awareness, and stimulate sales (Smith & Johnson, 2021). The company utilises a mix of advertising mediums, including television, print, and digital platforms, to communicate its brand message and product offerings. Streets' advertisements are typically vibrant and engaging, often tapping into emotions and humour to resonate with consumers. Social media platforms like Facebook and Instagram are also integral parts of Streets' promotional strategy, used to share product information, promotional offers, and to interact with consumers. In addition, Streets often provides sales promotions, such as discounts or buy-one-get-one-free deals, to incentivise purchases. The brand also collaborates with celebrities or influencers for promotional purposes, enhancing its reach and visibility. Furthermore, Streets uses in-store promotions such as product displays, signage, and taste-testing opportunities to attract customers at the point of purchase. Through this comprehensive promotional mix, Streets effectively engages with its audience, increases its brand visibility, and stimulates product sales.
[bookmark: _lir4bog2kujo]
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Appendix 3. Assigning Teams’ Tasks
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Entrepreneurship Report - ASSIGNING TEAM’S TASKS

	What needs doing? 
As per the “Marking criteria & standards”.
	List required tasks.  
How long will it take to complete each task?
	List names of team members who collaborated in completing each task. This is not an individual task!

	1. Critically evaluate any two current innovations, of your choice, selected from your team’s allocated industry (comprising various enterprises) within the Australian marketplace. Refer to chapter 1.

	· [bookmark: _gjdgxs]List out 2 current innovations
· [bookmark: _eorq9eeyqa81]Explain how each innovation adapt in the company
· [bookmark: _jjqar9uavc5c]Aspect of innovation, Stage and Types of innovation
· illustrate good innovation insights 
· compare and contrast any two successful innovations 
-> Time: One week
	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959


	2. Critically analyse current marketing activities of your allocated ‘Enterprise – brand’s product category’ and its two main competitors in the Australian marketplace. Refer to chapters 3-5.
	· 2 main competitors: Dairy Bell & Baskin Robbins (define target market) 
· Pestle
· 4P 
· SWOT analysis 
· Marketing Campaign of each company 
· Perceptual Map 
-> Time: One week
	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959

	3. Critically analyse current microeconomics conditions facing your allocated ‘Enterprise – brand’s product category’ and its two main competitors in the Australian marketplace. Refer to chapters 6 & 8.
	· Microeconomics conditions explanation 
· Demand and Supply
· Factor causing a shift to left and right of demand and supply and explain
-> Time: One week

	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959


	4. Link your team's research analysis in steps '1-3' to identify 
and explain one (1)  problem facing your allocated ‘Enterprise - brand’s product category’’ in the Australian marketplace.
	· From research and analysis from Task 1 to Task 3, identifying all problems that Street Ice Cream are facing
· Choose one problem to analyze and explain
-> Time: One week
	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959

	5. Apply creativity to transform the one (1) problem, see task 4, to an innovation for a new product within the same allocated ‘Enterprise – brand’s product category’. Refer to chapters 2 & 1.
	· Based on problems in Task 4, put forward the innovations
· Discuss and finalize the new innovation
· Build the target market profile 
-> Time: One week
	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959

	6. Develop a marketing mix strategy to launch your new product in the Australian marketplace. Refer to chapters 4 & 5.
	· Based on the new target market, do the consumer behavior research
· Plan marketing mix strategy for the new innovation
-> Time: One week
	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959

	7. In-text citations – Harvard WesternSydU style.
	· Check and cite all references
· Arrange references in alphabetical orders
-> Time: One day
	Xuan Bach Mai - 22060555
Xuan Loc Nguyen - 22080699
Hoang Thai Vo - 22076854
Yen Ngoc Ngo - 22077505
Thi Thu Ngan Nguyen - 22076959
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