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Executive Summary

Seachange Technology plan to release an eco-friendly shark repellent device which will be known as the Scuba Shark Shield, a promotional image can be seen on the report title page.

Our goal is to achieve 100% customer satisfaction so our focus will be on product quality; the Shark Shield will never fail (excluding battery life).  We will be the first company to enter this specific industry so to take advantage of our first mover advantage we will do substantial promotion to gain maximum market share before any competitors arise.
Our demographic is mainly middle-aged with above average income and they spend on average $1300 per year in scuba diving and they prefer quality over value.  After conducting a survey it was found that 50% of scuba divers would either definitely buy or possibly buy the Shark Shield.  We will be advertising the quality of our product and our target market share is 30% of scuba divers after 5 years.

The sale price of the Shark Shield is $750 including $600 in expenses and a $150 (25%) markup.  Underwater camera, underwater propulsion devices and some drysuits cost $2000+ and having the target audience prefer quality over value we expect the audience won’t perceive the price as too high.

The capital we require to start the project is $840,000 which covers all initial development expenses, ongoing expenses will be covered by sales.  The loan will be paid off over a 5 year period.

Our expected market share will grow most rapidly in the first 5 years then stabilize after 8 to 10 years.  Our promotion strategy includes: direct mail, magazine advertisements, website advertisements, sponsorship and affiliation.
Quality is our primary concern so we will be implementing quality control systems including: audits, documentation and meeting Australian regulatory standards.
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1. Introduction

1.1. Organization and product

Seachange Technology is currently producing a large range of shark deterrent products, specific to several marine sports and activities. The Scuba Shark Shield dive unit is a new product which has been developed to better suit the needs of scuba divers. The unit is an advanced development, which has been produced in line with previously tested technology. Seachange Technology has succeeded in taking the concept of electronic shark deterrents to a new level. Our product is compact, less cumbersome to scuba divers, light weighted and 100% successful in preventing attacks from the most dangerous shark species. 

The Shark Shield produces a unique conductive field which sharks are extremely sensitive to. When sharks approach too closely to the wearer of the product, the field produces temporary discomfort to the shark, which eliminates the potential for attacks. (Natal Sharks Board, 2007)

1.2.  History

A wave form which deters sharks was discovered in the early 1990’s which was then later developed into a product, the Shark Shield. The following marketing plan outlines the projected goals established by Seachange Technologies to be implemented within a ten year period, or until saturation of the domestic market occurs.

2. Strategic Plan and Focus

To attain the organisation’s strategic direction, the company’s mission, goals, objectives and competitive advantage have been established to provide a vision and foreground for the company’s success.  In addition, a measure of the scope of the product which the organisation offers, and the underlying environmental commitments held in relation to both the marine equipment industry and the marine environment itself, are also key players in the company’s strategic direction and focus. 
2.1.  Mission Statement

Seachange Technologies endeavour to become the number one leader in electronic safety devices for marine adventure; providing the highest protection at no cost to the environment. 
The confidence you need to expand your underwater playground. 
2.2.  Goals and Objectives

Non- Financial
Seachange Technologies endeavour to achieve the highest level of customer satisfaction in relation to both the product and service provided by the company. This is further achieved by ensuring that the highest quality standards are adopted on all levels of manufacturing and production, for guaranteed 100% customer protection when using the product. This guarantee extends to the protection of all marine life.

Furthermore the company is committed to maintaining good employment opportunities and working conditions for all employees, to build a reputable organisation culture. This concerns promotional and sales staff, management and the like. 
The company is committed to further enhancing an already existing corporate social responsibility in relation to marine wildlife and its protection in Australia. 
Financial
The primary financial goal of this product is to gain maximum market share over the first 5 years, and reach market saturation within the following 5 years (see section 6.5).  As we reach market saturation, sales will gradually decrease as the product lifespan is 20 years long; as sales slow in Australia we will decrease production and expenses in Australia and start to globalize the product, the capital will come from the revenue made in the Australian market.  On the initial $840,000 capital we expect to make $5.4m profit each year for the first 5 years then decreasing annual profit for the next 5 years and onwards, the loan will be paid back over the first 5 years (see section 6.2).
2.3. Core Competencies / Competitive Advantage

The company’s competencies include world-class innovative technology, partnered with highly skilled engineers, which will provide consumers with a product that provides 100% protection from sharks without harming them or other marine life. Such a product has been designed by experienced divers to ensure safety and ease of use by swimmers and divers, in order to not detract from the consumer’s experience. Shark Shield is increasing the levels of participation in water sports and helps make people’s working environment much safer – peace of mind, for individuals, families and employees. (refer to Appendix 1)

3. Situational Analysis

3.1. SWOT Analysis 
Seachange Technologies is entering an industry as a sole producer of electronic shark deterrents. As such, a myriad of opportunities lie in the fact that as a first mover, there are no direct substitutes to compete against. The key threat therefore, is the potential for competitors entering the market (see section 3.3). The following analysis highlights the opportunities and threats faced in the marine sporting equipment industry. The development of strategic measures is the key to manifesting the strength of having obtained a unique product concept. However development will be required in terms of building relationships with retailers and direct customers through research and communication. (refer to appendix 3) 
3.2.  Industry Analysis

As a wholesaler in the marine sporting equipment industry, the Scuba Shark Shield is being produced in an industry worth over $656.3m (ABS, 2007).  Scuba divers spend $1253 per year on average on scuba diving.

3.3.  Competitor Analysis

Here, consideration is drawn to our indirect competitors. Our organization is currently the sole licensee to the Shark Shield technology. As such, we are only vying against a range of substitute methods of protection against shark attack. Such alternatives include the highly unethical shark gun, which is a trigger activated spear releasing device which kills the animal upon attack. Alternatively, the US Navy has previously utilized a projectile injection of gas which paralyses the Shark and prevents movement. (E.S. Organs, 2006, p27) Barrier strategies have proven popular in Australia, however are somewhat limited to coastal regions and are not specific for use by Scuba divers. Meshing was developed in Australia in 1937 (Fisheries Scientific Committee, 2004, 2), and kills sharks by entangling them and causing a lack of oxygen and ultimately death. Whilst it is a successful method of preventing shark attack, it is also successful in killing many sharks. 
3.4.  Company brief

The structure of the organisation has been strongly developed during the development of the initial range of electronic shark deterring products. With the addition of a new factory for production of the Scuba Shark Shield, and as an investment in future development and research, the organisation will require additional workers for manufacturing and production. These staff will fall under existing management structures.
3.5. Customer analysis

A study conducted on an actual diving list of 300,000 diving customers was established in the United States to determine customer lifestyles and demographic characteristics. Such statistics included 76% of participants to be males, with 80% holding a white collar, Professional or Technical management occupation. Such research indicates similar anticipated findings within the Australian target market.

In addition, an independent survey conducted by the company has provided the initial grounding for the products potential consumer.  As outlined in section 4.2 target market, key characteristics have been identified and complement those of macro research. (refer to appendix 4).
3.6.  Environment analysis 

At the core of our product, is the confidence that the product in no way causes harm to Sharks. Research conducted in the initial development stages indicates that the Shark Shield only causes a temporary discomfort to Sharks, but negates any long term harm. Our product reflects the goals of the Australian government to protect threatened sharks species.
4. Market-product Focus

4.1. Marketing and product objectives

Seachange Technologies has identified its target market as Scuba divers, 45% of which are either a little afraid, or quite afraid of sharks (refer to Appendix 4). It was also identified that 50% of the market would either definitely or possibly buy the product. The organisation aims therefore, to achieve a market share of 40% within a ten year period, and a 30% share after five years. The ten year goal reflects the possibility of other competitors entering the market and also takes into consideration our first-mover advantage. At the point of saturation, or thereabouts, the organisation would propose an expansion phase into the international market. 

4.2. Target Market

The target market for Seachange Technologies is active Australian scuba divers, who are part of a distinct segment (refer to Appendix 4).

The geographical location of the market will initially be Brisbane, Sydney and Melbourne which each have over 1,000,000 people including roughly 35,000 scuba divers (Australian Bureau of Statistics, 2007) living mainly in an urban setting.  

The demographic of the market is approximately 70% male 30% female, primarily between the ages of 25 and 60, finished year 12 or a university degree, have a household income of over $80,000 per year and have no children.

The psychographic qualities of the market are middle or upper class citizens who hold quality in higher esteem than price.

The behavioural qualities of the market are that they participate in the sport on a regular basis and do value a recognized brand name. 
4.3. Points of Difference

The advantages of marketing such a product include there are no products on the market that can be compared to Seachange Technologies new line, and such offerings. Seachange Technologies offer innovative, effective technology that deters sharks from swimming within a certain radius of users. Concerning our indirect competitors, it is the competitive advantage of producing a product that has a zero shark fatality rate, which makes our product unique as a substitute. As well as this, the Shark Shield is easy to operate, acts as a personal device and is high quality. 
4.4. Positioning

The Shark Shield will be positioned as product that offers uncompromising protection for scuba divers, as well as preventing harm to sharks. This method of positioning would involve communicating the importance of environmental conservation in line with Australian government protection policies (Environmental Protection and Biodiversity Conservation Act, 1999) which indicates the grey nurse shark as critically endangered and the great white shark as vulnerable (Department of the Environment and Water Resources, 2007). This positioning would be through emphasises on the harmlessness of the Shark Shield. The high level of perceived benefit is associated with the quality engineering and reliability of the product as a safety device. As such the Scuba Shark Shield is positioned as having an immediate, tangible benefit for the consumer (Aaker, 2001, 98).

5. Marketing Program Strategy and Tactics

5.1. Product Line

Seachange technologies have designed a product line that will create positive impressions in the leading market today. Products need to be readily available to consumers and distinguishable from competitor’s products. This plays a positive role in marketing Seachange Technologies products, as the designs are unique and eye-catching to draw the curiosity especially of first time scuba divers. The key to this product line is promoting our most advanced product, the Scuba Shark Shield. The unique product qualities include our focus on both environmental conservation, and maximising the scuba experience by ensuring peace of mind for the consumer. 
5.2. Packaging

Seachange Technologies products are sold in recycled packaging, in order to reflect the company’s ethical stance on environmental conservation. Seachange have a relatively low reliance on packaging of the product, but rather rely strongly on the recommendation of the Scuba Shark Shield by retailers and directly by the company.  The only essential feature would be appropriate labelling and marking key benefits in an easy-to-read manner including battery life and brief overview of technology. 
5.3. Promotion

The promotional plan to be adopted by Seachange Technologies, has two key objectives. That is, gaining new product acceptance and increasing sales for the company. Promotion of the Shark Shield brand will mainly involve above-the-line promotion techniques including advertising in specialised industry journals and magazines, internet promotion and to a more limited extent; television. Our focus on magazine advertisement reflects a growing Australian trend, with 8 out of 10 Australians reading at least one magazine, with readership increasing by 6.4% over the past five years (Magazine Publishers of Australia, 2007). Combining this with internet advertising will reflect a recent study which revealed natural synergies between magazines and the internet (MPA, 2007). Any below-the-line promotion will be based around scuba diving expo and trade show appearances, as well as direct contact with scuba diving charter businesses.

Seachange Technologies will be adopting a product development strategy, in relation to the promotion of the Scuba Shark Shield. This will involve targeting an existing market of marine sporting equipment consumers, with a new and more advanced version of the Shark Shield especially for scuba diving. 
5.4. Place

Seachange Technologies will be acting as a distribution channel to retail stores, initially in three Australian capital cities (see section 4.2). These retail stores will consist of specialised dive shops which have been identified in our demographic research. These will be distribution points for a wider region of locations, and have been identified as having a large proportion of the scuba diving population. Our intentions would be to expand distribution to every state within five years. Our website will also allow for direct sales. 

The placement of the main warehouse in the Port of Brisbane will allow distribution via both land and sea. The Scuba Shark Shield is relatively light and small and so transport will be easily contractible to either Toll Logistics for both Queensland and NSW, and Vic Express for Victoria. 
5.5. Pricing

By employing a cost-plus pricing strategy, the organisation will be earning fixed gross profit. This will also enable a better control of costs, to ensure that manufacture of the Shark Shield does not exceed $750. This price is derived from a development cost of $600 per unit and a mark-up of 25%. This mark-up is based on rule-of-thumb mark-up figures provided by The University of Tennessee (K. Wolfe, 1999, 1).

Almost half of survey participants indicated that the quality of the product was of higher importance than the price or value of the good (refer to Appendix 4). This suggests that the demand for the product is relatively inelastic. For this reason, we have no hesitation in suggesting that the price of our good reflects the willingness of consumers in our target market to buy. 

6. Financial Data and Projections

6.1. Expense Distribution

Initial Expenses

We estimate that the capital required to bring the business into operation will total $840,000 which includes construction, land, equipment, fees, brand development and graphic design.  The costs of each are illustrated below.  

Construction ($500,000) – Construction is our largest initial expense which is the cost of building a new factory.

Land ($200,000) – The land where we will place our factory and warehouse will be located near the Port of Brisbane (Port of Brisbane, 2007) so we will have access to inter-state transport services and have the opportunity to export to outside countries.  The Port of Brisbane also offers a warehousing service which we will take advantage of.  

Equipment ($100,000) – The equipment and machinery required to build the Scuba Shark Shield.

Fees ($20,000) – The legal fees and various fees associated with registering a copyright and various other fees.
Brand Development and Graphic Design ($20,000) – We will be hiring a design team to develop a professional brand image, which will extend to our wider range of Shark Shield products.  
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6.2. Operating Expenses

The annual operating expenses necessary to run the business will initially total $900,000 including staff, utilities, marketing, loan repayments and interest.  These expenses will vary each year and will gradually drop; yearly estimates follow.

	Expense
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5

	Staff
	$600,000
	$600,000
	$500,000
	$400,000
	$200,000

	Utilities
	$50,000
	$50,000
	$50,000
	$50,000
	$50,000

	Marketing
	$100,000
	$100,000
	$50,000
	$50,000
	$50,000

	Loan Repayment
	$168,000
	$168,000
	$168,000
	$168,000
	$168,000

	Interest
	$50,000
	$40,000
	$30,000
	$20,000
	 $10,000

	
	
	
	
	
	

	Totals
	$968,000
	$958,000
	$798,000
	$788,000
	 $478,000


6.3. Gross Profit per Unit Sold

The gross profit made on each sale is the sale price minus the unit’s development cost, the gross profit per unit sold of the Shark Shield is $150 (see section 5.5).
6.4. Expected Market Share

The number of current scuba divers in Australia exceeds 700,000 people (EIED, 1997) who each spend $1253 per year on average (ABS, 2003), making scuba diving one of the most expensive sports.  The Shark Shield will retail at $750 and have an expected lifespan of 20 years, which adds but 3% to the total cost of scuba diving.  In relation to some other scuba diving products such as Underwater Propulsion Devices which retail for $2500, Underwater Cameras which retail for ~$2000 and Drysuits which retail for as much as $1700 (Amazon, 2007), $750 for a Shark Shield is not an enormous amount
We surveyed 100 scuba divers and asked them whether they would purchase a Shark Shield, knowing the benefits and the price (refer to Appendix 4); 20% said they would purchase it if it was available in scuba diving stores, 30% said they might buy one, 25% said $750 is too expensive and the remaining 25% said they are not afraid of sharks so wouldn’t buy one, as illustrated below.  As to not overestimate, the figure 30% will be used as the target market share over the first 5 years.
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6.5. Expected Net Revenue

Based on our 5 year market share target we can expect to gain 8.5% market share in the first year which equates to 59,500 sales.  With a $150 gross profit per unit sold, our first year of expected annual gross profit will be $8.9 million.  Our target market penetration is 30% over 5 years and 40% over 10 years.  The yearly market penetration is illustrated below.
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The expected net revenue of the business will decrease each year until it stabilizes after 10 years, it will always turn a profit.  This expected net revenue is illustrated below.

	
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5

	Sales
	$44.6m
	$41.0m
	$35.2m
	$27.8m
	$20.0m

	Cost of Goods
	$35.7m
	$32.8m
	$28.1m
	$22.3m
	$16.0m

	  Gross Profit
	$8.9m
	$8.2m
	$7.1m
	$5.5m
	$4.0m

	less Expenses
	$1.0m
	$1.0m
	$0.8m
	$0.8m
	$0.5m

	  Net Profit
	$7.9m
	$7.2m
	$6.3m
	$4.7m
	$3.5m


7. Implementation Plan
7.1. Gantt chart
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7.2. Promotion Schedule

The implementation of Seachange Technologies promotional schedule is a critical aspect of the success of the product. Figure 7.3 demonstrates the companies schedule in a 4 stage format in order to build a solid implementation strategy. As seen in 7.1 advertising, direct marketing and magazines are initiated between 11/4/2007 and 28/11/2007. Such crucial promotion over the 7 months will be re-introduced after the 4 month rest period. 

The company’s promotion will include the following as broken down in 7.3 – 

· Direct Mail to scuba diving schools to help spread our brand name.

· Paid magazine articles and advertisements to generate sales and brand awareness.

· Scuba diving event sponsorship to create brand awareness.

· Creating affiliations with sales websites such as Amazon.com to capture the online sales market.

· Placing classified advertisements in newspapers.

	Stage
	Implementation Strategy

	Stage 1
	Advertisements on scubadive.com and Nautilus scuba.com will have links to Sharkshield.com to provide more in depth information on the product. In the initial stage of development of promotion this will allow for the company to reach the target audience and to educate them on the benefits the product has. This is important in the initial stage to attain as it will build the reputation, quality and make the product known to target audience. 

	Stage 2
	Stage 2 will see to the company informing direct retail stores within the marine sporting equipment industry about the innovative Seachange product offerings. This is a crucial stage of the promotional schedule as the company will rely heavily on retail distributors to be well informed about the product in order to make a better recommendation to both recreational and commercial scuba divers.  

	Stage 3
	Stage 3 will work in accordance with stage 2 as the company will take part in scuba diving expos, trading fairs. Pamphlets and product demos will be distributed to Allways Diving Brisbane, Nautilus Scuba Diving, Abyss Scuba Diving Charter companies. The company endeavours to promote the product through such companies to reach the target market. 

 In addition advertisements will be placed in magazines; including Sport Diving and Dive Log, to have the same impact.

	Stage 4
	Stage 4 will see to the implementation of television advertisements. Seachange technologies endeavour to promote the product through television in order to create the perception that the product is already widely used by scuba divers, and that it is a product of high demand by scuba divers. Television advertisements will appear in commercials during Extra at 5pm and Getaway (8pm on channel 9) 
 to reach target audience.


8. Evaluation and Control
Seachange Technologies pride themselves on high levels of control and evaluation methods. These have been depicted by the company in extensive quality control, risk analysis and evaluation. 
8.1. Quality Control

It is an ongoing process for Seachange Technologies to ensure Total Quality Management (TQM) is met within the company. Seachange Technologies works in accordance with government regulations in order to meet Australian standards. 

Such standards will be met through employees checking 1 in every 5 Shark Shields for 100% accuracy in design, functions and technical features. 

Through audits, team leaders and management staff will document progress in order to continually improve quality of all production. 

8.2. Risk Analysis

Seachange Technologies employ a 24hr security system to secure the Port of Brisbane warehouse. Seachange Technologies also have insurance on equipment, vehicles and the warehouse if stolen or damaged.

Furthermore, if malfunctions occur within the machinery, it will automatically close down itself to ensure the safety of employees. If employees are working in the warehouse, it is mandatory that steel capped boots are worn along with safety glasses where necessary. 

In terms of deliveries, Seachange Technologies will keep a record of receipts in order to ensure that purchasing is performed correctly. 

8.3. Evaluation Analysis 
Seachange Technologies evaluations will be based primarily on meeting sales and market share expectations as described in section 6.  We will be conducting sales analysis every 6 months and adjusting the promotion budget accordingly.

Furthermore, key performance indicators (KPI) will be undertaken by all employees in order to maintain a high standard of achievement within the organisation. 

In relation to the company’s promotional schedule, it will be reviewed every 3 months in order for the company to meet deadlines. 

References 
Fisheries Scientific Committee. 2004. Current Shark Meshing Program in NSW Waters. http://www.fisheries.nsw.gov.au/__data/assets/pdf_file/0005/5279/FSC-Shark-Meshing-Info-Sheet.pdf (accessed September 12, 2007)

Australian Government Department of the Environment and Water Resources. 2007. Sharks in Australian Waters. http://www.environment.gov.au/coasts/species/sharks/index.html (accessed September 20, 2007)
International Shark Attack File, Florida Museum of Natural History. 2007. Graph of Worldwide Trends in Shark Attacks over the Past Century. http://www.flmnh.ufl.edu/fish/sharks/statistics/Trends.htm (accessed September 25, 2007)
Wolfe, K. 1999. Getting a Food Product to Retail. http://cpa.utk.edu/pdffiles/adc40.pdf (accessed September 14, 2007) 

Magazine Publishers of Australia. 2007. Media Matchmaker. http://www.magazines.org.au/default.asp?page=/advertising+%26+engagement/media+matchmaker (accessed September 27, 2007)

Scuba Australia. 2007. Scuba Dive Centres. http://www.scubaaustralia.com.au/61/2/divecentre_state.php/61/2 (accessed September 8, 2007)

Australian Bureau of Statistics. 2007. Catalogue 4156.0 - Sports and Physical Recreation: A Statistical Overview, Australia, 2007 Edition 1. http://abs.gov.au/AUSSTATS/abs@.nsf/Latestproducts/B91F26389CCFEAE5CA25733A00154DD3?opendocument (last accessed September 28, 2007)
Natal Sharks Board. 2007. Electrical Shark Repellent. http://www.shark.co.za/repel.htm (accessed August 30, 2007) 
Organs, E.S. 2006. Shark Attack Awareness. http://64.233.179.104/scholar?hl=en&lr=&q=cache:naddKnbpcqYJ:my.fit.edu/~jgreen/Shark%2520Attack%2520Paper.doc+shark+awareness (accessed September 19, 2007)

Aaker, David A. 2001. Strategic Market Management. 6th ed. New York: John & Wiley Sons, Inc.
Port of Brisbane, 2007.  ‘The Port of Brisbane’ accessed September 19. <http://www.portbris.com.au/>
EIED, 1997.  ‘Ocean Facts and Figures’ accessed September 16 2007. <http://eied.deh.gov.au/coasts/oceans-policy/publications/ocean-facts-figures-ch4.html>

Amazon, 2007.  ‘Scuba and Outdoors’ accessed 20 September 2007.

<http://www.amazon.com/s/ref=sr_st/102-1327759-2410568?keywords=scuba&rs=3375301&page=1&rh=n%3A3375301%2Ck%3Ascuba&sort=-price>

Appendices
Appendix 1
Competitive advantage

The competitive advantage is strongly linked with the environmental commitment to the protection of both divers and sharks. The Scuba Shark Shield is scientifically proven to be harmless to sharks as well as humans (Natal Sharks Board, 2007), whilst serving as a successful means of keeping deep sea spectators at a safe distance from the most dangerous species. 

Seachange technologies through the new product; Shark Shield, will reduce the slaughter of sharks directly, by ultimately replacing shark nets and indirectly, by protecting all types of ocean users. This is expected to reduce the clamour to kill sharks. Shark Shield has no long term effect on sharks or indeed any other creature.
Shark Shield is increasing the levels of participation in water sports and helps make people’s working environment much safer – peace of mind, for individuals, families and employees. The company’s experience within the industry and positive attitude towards helping marine life has provided the foreground for the exceptional marketing strategy to facilitate the success of the product. 
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Appendix 2
Source: International Shark Attack File, 2007
Appendix 3

SWOT ANALYSIS

	STRENGTHS

· Sole licensee of intellectual property/ technology

· Environmentally conscious product

· Size of product (small)

· Five year warranty on product

· Unique product concept

· Australian owned and made

· Current relationship with suppliers


	WEAKNESSES

· Reliant on perceived danger of sharks/ level of fear



	· Technological advantages promoting expansion of the business
· High profit growth

· First-mover advantage

· No direct substitutes 

· Growing product line 

· Up to 50% of divers do not see the shark before it attacks (Shark Shield, 2007)

OPPORTUNITIES
	· Threat of competitors entering the market
· Target market not having fear of sharks
· Retailer’s distribution of product

· Concern for endangered and vulnerable shark species

THREATS


Appendix 4

SURVEY

Seachange Technologies is currently conducting a survey of current scuba divers as consumer research for our new product Shark Shield.  The Shark Shield will be a shark repellant and will cost $750. Seachange technologies would appreciate your time in completing the following questions by circling or writing the appropriate answer that best describes your current position. Thank you for your time.

1. Age:

a. <18 - 3
b. 18 – 25 - 17
c. 25 – 40 - 39
d. 40 – 60 - 37
e. 60+ - 4
2. Sex:

a. M - 71
b. F - 29
3. Education Qualifications: 


a. Primary school - 0
b. Year 10 certificate - 11
c. Year 12 certificate - 40
d. Tafe - 13
e. University - 36
4. Total Average Household income:

a. <50,000 - 1
b. 50,000 - 80,000 - 14
c. 80,000 - 100,000 - 38
d. 100,000+ - 47
5. Amount spent on scuba diving in the past 12 months:

a. <$500 - 22
b. $500 - $1000 - 20
c. $1000 - $1500 - 28
d. $1500 - $2000 - 17
e. $2000+ - 13
6. Are you afraid of sharks?

a. Very - 20
b. Quite - 25
c. A little - 30
d. No - 25
7. How frequently would you scuba dive?

a. Daily - 0
b. Weekly - 15
c. Fortnightly - 30
d. Monthly - 35
e. Rarely - 20
8. Where do you mostly purchase your equipment from? 

a. Dive Shops - 52
b. Online – New - 21
c. Online - Second Hand (eBay etc) - 10
d. Newspaper – Second Hand - 12
e. Other - 5
9. What would be the most important factors in choosing diving equipment?

a. Value/Cost - 18
b. Quality/Performance - 46
c. Recognized brand name - 30
d. Convenience - 6
10. Which of the following is the most influential when buying a product? (pick one)

a. Commentary on the internet - 18
b. Word-of-mouth - 24
c. Sales representative - 20
d. Advertising - 22
e. Endorsements - 9
f. Guarantee - 7
11. Will you buy the shark shield?

a. Yes - 20
b. Maybe - 30
c. No - too expensive - 25
d. No - not afraid of sharks – 25[image: image5.png]
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		Expense		Amount

		Construction		$500,000.00

		Land		$200,000.00

		Equipment		$100,000.00

		Fees		$20,000.00

		Brand Development and Graphic Design		$20,000.00
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