
ECONOMICS WEEK 7 GUIDE 

Overview of Week 

This week is going to be a little different as we will be working on a project all week.  You have 

learned about government regulations in business, how to be a wise consumer, and basics of 

economics.   This week you will be creating your own business and the Business Plan Project is 

due next Monday, February 22nd.  

Day One (2/15): NO SCHOOL 

Day Two (2/16) 

Today, you will read about the basics of a business plan.  This reading should give you an 

understanding that can be used to complete the Concept Statement assignment.  You will also 

have a few pages over supply & demand.  The questions on the Supply & Demand reading will 

help you with the Business Plan Project.  

 Read: Supply & Demand 

 Read: Business Plan  

 Assignment: Concept Statement 

Day Three (2/17) 

Today, you will read or listen to an interview that discusses how marketing can make or break a 

business.  The assignment goes along with the interview giving you the opportunity to fill out 

the first column as you listen or read.  The other reading, Marketing your Product, includes 

instructions on what needs to be included in your Business Plan Project.  

 Read: Market (the website link below will take you to the podcast of the interview) 

o https://knowledge.wharton.upenn.edu/article/basics-of-entrepreneurship-why-

start-ups-fail-at-marketing-and-possible-solutions/  

 Assignment: Marketing  

 Read: Marketing your Product 

Day Four (2/18) 

I have included a business plan sample and rubric to help you with your Business Plan Project.  

Use today to complete the project and ask any questions as it is due next Monday, February 

22nd.  Send pictures of completed assignments or turn them all in on Monday with the project 

as you will need them to help create the project.  

 Read: Business Plan Instructions 

 Read: Business Plan Rubric 

 Activity: Complete your business plan, due Monday February 22nd. 

Contact Information 

Email: ctrudo@floydbroncos.com     Phone: (575)799-6588 School:     (575)478-2211 ext. 1020 



 

[if PowerPoint is not available these are the slides to go along with the 

designed lesson plan]  
  

Slide1:  

Supply and Demand 

  

Slide2:  

Law of Supply 
As the price of a produce 
increases, the supply of that 
product will also increase.  In 
other words, think about it in 
terms of a product.  The 
higher price a product can 
sell for, will motivate a 
company to produce a lot of 
that product.  As the price 
goes up the quantity will go 
up.  
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Slide 3:  

  Law of Demand 
Demand is the opposite.  Think 
about it like this.  If you have a big 
demand for something, but there 
are not a lot of those items 
available, then the seller can raise 
the price.  When demand is high 
that means a higher price for lower 
quantity.  Now if there is a lot of a 
product available but the demand is 
low, then the price will drop.  

  

Slide 4:  

Relationship 

When we look at 
the graphs 
together you get 
something like 
this. Equilibrium 
is when the 
supply matches 
the demand.  It 
usually means 
the right quantity 
of the product is 
being produced 

and the price is fair for the consumer and 
producer.  Everyone is happy at 
equilibrium. 
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Slide 5:  

Sometimes the market  
place is not at 

equilibrium.  So what 

does that mean?  What 

happens if the supply is 

higher than the 

equilibrium? 

In this case 

the demand 

is going to 

determine the 

cost.  So if 

the demand 

is high then 

the price will 

go up and the 

quantity will 

go down. 

  

Slide 6:  

New situation… 

In small groups try to figure out this 

one.  What happens if the demand of 

a product goes down. 

 

What happens  

if … 

OR the demand will  
go down then the  
price will go down  
and there were be  
a lot of extras. 
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Slide 7:  

Questions to keep you thinking… 

• Lets say you were entering the market 
with a new product but there were 
similar products like yours on the 
market.  At the time you enter the 
demand is very high.  How would you 
price your product and how much 
would you produce.  Explain and 
support your answer. 

• Lets say you wanted to enter the 
market but you didn’t know what type of 
product to sell.  How would supply and 
demand help determine what type of 
product you might decided to invest in? 

• The market is always shifting and never 
remains at equilibrium.  Why do you 
think that is?  
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How Entrepreneurs Can Create Effective Business Plans         (short section from full article)  
Published: March 02, 2010 in Knowledge@Wharton   

  
When an entrepreneur has identified a potential business opportunity, the next step is 
developing a business plan for the new venture. What exactly should the new plan contain? 
How can the entrepreneur ensure it has the substance to find interest among would-be 
investors? In this installment of a series of podcasts for the Wharton-CERT Business Plan 
Competition, Wharton management professor Ian MacMillan explains that business plans 
must contain several crucial elements: They must articulate a market need; identify 
products or services to fill that need; assess the resources required to produce those 
products or services; address the risks involved in the venture; and estimate the potential 
revenues and profits.  

An edited transcript of the interview appears below:  

Knowledge@Wharton: Professor MacMillan, thank you for speaking with us about the 
necessity of entrepreneurs writing business plans. To start with a basic question, what exactly is 
a business plan?  

Ian MacMillan: A business plan to me is a 25-page, maximum 30-page, document, which is a 
description, analysis and evaluation of a venture that you want to get funded by somebody. It 
provides critical information to the reader -- usually an investor -- about you, the entrepreneur, 
about the market that you are going to enter, about the product that you want to enter with, your 
strategy for entry, what the prospects are financially, and what the risks are to anybody who 
invests in the project.  

Knowledge@Wharton: Could you explain some of these elements in a little more detail and 
describe how entrepreneurs can develop an effective business plan?  

MacMillan: Let me start by saying that you probably want to avoid developing a detailed 
business plan unless you have done some initial work. Basically what happens is that by doing 
a little bit of work, you earn the right to do more work. The first thing I would do before you 
start a business plan is think about a concept statement. A concept statement is about three to 
five pages that you put together and share with potential customers or investors just to see if 
they think it's worth the energy and effort of doing more detailed work.   

The concept statement has a few pieces to it. You are going to have a description of the market 
need that has to be fulfilled; a description of the products or services that you think are going to 
fulfill that need; a description of the key resources that you think are going to be needed to 
provide that product or service; a specification of what resources are currently available; an 
articulation of what you think the risks are; and then a sort of rough and ready estimate of what 
you think the profits and profitability will be.  

The idea is to put together this concept document and begin to share it around with people who 
are going to have to support your venture if you take it forward. This allows you to rethink as a 
result of feedback that you get. You might get word back from the various stakeholders -- like 
potential customers or distributors -- that this really wasn't such a good idea after all. That 
saves you the energy and effort of putting together a big business plan.   

(overview of business plan, what we are using for this project, organizational chart)  
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Concept Statement Outline Worksheet  

Directions:   The sections are components of a concept statement.  Your group will write some 
notes for each section.  Do your best to complete it, but if you don’t know something or are not 
sure what your answer might be, write down some notes.  This outline is going to be your tool to 
construct your concept statement and begin writing a business plan.  If you need more room, use 
the back of the paper.  

Description of the product…  

Description of the market need…  

Description of the resources you will need to create your product…  

What resources are currently available?  

What do you think the risks are?  

What do you think your profit could be?  
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INNOVATION 

Basics of Entrepreneurship: Why Start-
ups Fail at Marketing — and Possible 
Solutions 

 

Mar 02, 2010  North America  Podcasts 

 

Why do more than half of all start-ups fail? Because they bungle their 

marketing, according to Leonard Lodish, a professor of marketing at Wharton, 

and co-author of two books, Entrepreneurial Marketing and Marketing That 

Works. “The dogs won’t eat the dog food is the way venture capitalists describe 

it,” Lodish says. The key lies in how a marketing plan is crafted. In this 

installment of the podcast series for the Wharton-CERT Business Plan 

Competition, Lodish explains that marketing plans must take into account three 

critical strategic and tactical factors: positioning, targeting and pricing. 

The following are edited extracts of the conversation. 

Arabic Knowledge@Wharton: Professor Lodish, you have said that marketing is the reason why most 

ventures fail. Could you explain why? 

Leonard Lodish: The biggest problem is that when push comes to shove, whoever needs to buy the 

product or service that the venture is selling either won’t buy it or won’t buy it at a price that justifies all 

the costs involved in making and selling the product. The dogs won’t eat the dog food is the way 

venture capitalists describe it. And depending on whose numbers you look at, 50% to 60% of ventures 

will fail because of reasons related to marketing, and the reason I just mentioned is probably the 

biggest one. 

Arabic Knowledge@Wharton: So a new venture or start-up needs a marketing plan. What should the 

main elements of a plan be? 
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Lodish: Three decisions are crucial to the success of any entrepreneurial venture…. Two of them are 

strategy decisions and one is the tactics that implement it. If you do them well, the venture is much 

more likely to be successful. If you do them poorly, no matter if you do everything else right, you are 

still probably not going to do well. If you … do a reasonable job with those three, even if you are not so 

good on some of the tactical things which we will discuss, you will do okay. The three things are 

positioning, targeting and pricing. 

The first two are basically asking: What am I selling and to whom, and how am I structuring the 

perception of my offering? I’m using the word “offering” instead of “product” or “service” because it is 

a bundle of attributes that people perceive. And then: How is my perception going to be different than 

that of competitors in a way that is attractive enough to a target group of people, who we have to de ne 

and who want to buy it for enough [money] to make the whole thing work? It’s important to understand 

that you need to make these decisions in an environment where you are concerned about not only the 

present, but also the future. Your major concern has to be [achieving] sustainable, competitive 

advantage, which is crucial for an entrepreneur because with little resources, little time and few people, 

you can’t compete on commodities. It’s just not going to work. You can’t compete on price. You have to 

have a differentiated offering.  

You need to develop or leverage distinctive competencies and make sure your positioning [guides] how 

you are perceived. Leverage those distinctive competencies in a way that the purchaser will see value 

versus your competition, buy your product for a price that makes sense, and give you some insulation 

from your competition over the foreseeable future. 

It’s not as simple as that because invariably your competition does something that you don’t anticipate 

and you have to readjust continually. But [it requires] thinking in basic terms about what am I selling 

and to whom. Why am I different? How can I get sustainable competitive advantage? What are my 

distinctive competencies? And you need to come up with distinctive competencies that have value to 

an end user. Putting them in a package is what makes successful ventures. 

Once you get that making sense and you have a [proven] group of people who would buy your product, 

the rest of the marketing plan decisions — the distribution, advertising, promotion, PR, logos and all 

this other stuff — is much easier to determine. Sometimes it is pretty obvious…. But a lot of 

entrepreneurs don’t think about it that way when they start their companies. 

Arabic Knowledge@Wharton: As you correctly noted, when entrepreneurs start companies, they are 

strapped for resources, and marketing budgets are especially small. Are there any creative ideas that 

they can use to become effective marketers with little money? 

Lodish: The most effective marketing vehicle by far — for new and existing companies — is word of 

mouth from existing customers. You need to treat your first customers as if they were gold and make 

sure they are delighted with every aspect of what they are buying from you, then encourage them to 

tell their friends. If you can do that, you can be successful without spending anything. An example is a 

company called Milo.com, started by a Wharton undergraduate student, which allows you to check if a 

product is in stock at your neighborhood retailer. It has a million users and has not, as far as I can tell, 

spent any money on marketing. But it has optimized Google’s search engine. 
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Another example of a company that has done this very well is Diapers.com. Again, it was started by a 

Wharton student, and 35% of its new users comes as word of mouth from existing users. It has been the 

fastest-growing Internet retailer for four years running. 

Arabic Knowledge@Wharton: What are some of the most common errors that entrepreneurs make in 

marketing, and how can these be overcome? 

Lodish: The most common, as opposed to the most important? The most important error is developing 

and coming to market with the product and not being able to sell it. You end up failing. I described that 

a little bit earlier.  

There are all kinds of other errors involving people thinking they have to advertise to get their brand 

out there. In a lot of cases, you can do that much cheaper because the biggest asset, again, is word of 

mouth. If you have people telling their friends about you — and there have been studies about this — it 

is 10, 15, 20 times more valuable than having somebody see an ad. [So the error occurs with] people 

wasting a lot of money and being more concerned about tactics than strategy.  

For one of the data points in our entrepreneurial marketing book, Marketing That Works, we surveyed 

two groups of people about their marketing activities. One was a group of run-of-the mill Pennsylvanian 

entrepreneurs; the other was Inc 500 CEOs [of the fastest-growing companies in the U.S.] When you 

asked the run-of-the-mill entrepreneurs what the most important marketing decisions are that they 

need to make, they talk about tactics. When we asked the Inc 500 CEOs the same question, they talked 

about positioning and targeting. That explains a lot. 

Arabic Knowledge@Wharton: What is the relationship between marketing and sales? And what do 

entrepreneurs need to understand about this relationship to succeed? 

Lodish: Marketing is the process of structuring exchanges so that they are valuable. Sales people 

implement those exchanges. In successful companies, the marketing people and the sales people work 

very closely together. In fact, in the second of the two books we’ve done — Marketing That Works — 

we added a chapter on marketing-enabled sales because for your sales people to be successful, there 

are a lot of things marketing can do to support them, including explaining to the customer how the 

product works and developing proposals that the sales people can use. Marketing amplifies sales, and 

sales amplifies marketing. But marketing has to happen first. If you have the right product and service 

and the right target, sales is an implementation vehicle. 

Arabic Knowledge@Wharton: Most entrepreneurs I have met have been intuitive marketers. When 

they launch a start-up, what aspects of marketing are innate? And what do they need to learn about 

marketing? 

Lodish: They need to understand the important strategic concepts and how to make some of these 

tactical decisions. There have been a lot of people in a lot of marketing departments — especially here 

at Wharton — who have spent a lot of time working on those decisions. But the biggest thing they can 

do is go into the marketplace and generate evidence about whether people want to buy their offering 

at a price that makes sense. You can do that by very simple in market or concept testing. You can do 

stuff on the web. But you need to, in a structured way, get people’s reactions and get their intent to 

purchase. That is very low in cost but extremely valuable. 
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A good example of that is a company called CarsDirect.com, which is the largest automobile dealer in 

the U.S. It is part of Internet Brands. It started in 1999 when somebody asked, “Could we sell 

automobiles over the Internet and deliver them to people with a bow on them?” They glued together a 

site over a weekend, bought some search words in what was the prelude to Yahoo’s overture search 

called Goto.com and sold cars at something like $50 over invoice. They sold four cars over the weekend, 

but they proved they could sell $30,000 or $40,000 cars over the Internet. That cost them $15,000, 

including what they lost on each car because they weren’t buying in bulk. From that, they got $200 

million in venture capital and are now the largest auto dealer. 

Arabic Knowledge@Wharton: Could you give one or two points of practical advice for entrepreneurs 

who want to be better at marketing? 

Lodish: Don’t be afraid to do something different to be noticed. Once you’ve done your positioning and 

targeting, the first thing you want to do is leverage your happy customers. Give them as much 

inducement as you can to tell their friends — coupons to give their friends or a reduction o  on 

their order when they sign up friends. That’s what Diapers.com does. 

If you are not going to do that, the next thing to do is leverage public relations and publicity. The best 

example of that still is what Josh Kopelman did when he launched Half.com [a website selling used CDs, 

DVDs, books and video games]. He went to Halfway, Oregon, [in 1999] and convinced the town council 

in return for [financial donations] to change the name of the town from Halfway to Half.com. That got 

him on Katie Couric’s “Today” show for five minutes talking about his website. When it was launched, 

even though he thought he had industrial strength servers, the demand was so high that the servers 

went down. A year later, [Half.com] was bought by eBay [in a stock deal valued at about $350 million]. 

It was a good purchase for eBay because Kopelman had created so much value. But he had to fight with 

his VC firms that financed him to not spend money on TV advertising, which everybody else was doing, 

and to do these creative things. 

The other thing he did that summer was what he called “guerrilla marketing” — he gave some Wharton 

students rubber gloves with holes in them that said, “Don’t piss away half your money. Go to Half.com 

to save half,” and put them in every men’s room in New York City…. That got him a lot of notoriety, but 

that was the one of his marketing activities that Meg Whitman stopped when eBay bought Half.com. 

 

All materials copyright of the Wharton School (http://www.wharton.upenn.edu/) of the University of Pennsylvania 

(http://www.upenn.edu/). 

Report accessibility issues and get help (https://accessibility.web-resources.upenn.edu/get-help) 
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Worksheet for article “Basics of Entrepreneurship: Why Start-ups Fail at 
Marketing – and Possible Solutions”  

  
Directions:  You will be reading the article, which is a transcript of an interview of Professor Leonard 
Lodish.  He talks about entrepreneurs and marketing.  As you read, fill out the first column of the worksheet 
“According to Professor Lodish..”  Once you have finished, with your group you will fill out the last column 
“How it pertains to our product.”  You will use this as you begin to analyze how similar products are 
marketed and begin creating your own marketing plan.  

  

  According to Professor Lodish    How it pertains to our product?  

What are the 
biggest 
reasons 
entrepreneurs 
and new 
products fail?  

  For our 
company, how 
will we use 
this  
information to 
help ensure 
success?  

  

What are the  
3 critical 
decisions he 
talks about.    

  Briefly 
describe how  
your company 
will speak to 
these 4 critical 
factors.  

  

What are 
some types of 
marketing 
strategies he 
describes?  

  Pick 2 or 3 of 
these that your 
company  
would like to 
use and 
explain why.  
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After you have completed the assignment and other reading for today, you should be thinking 

about how you will create your market planning.  The marketing plan includes: 

 How you are going to market your product 

o Advertisement method: magazine, TV, coupon, newspaper, etc. 

o You need to include how the advertisement will look (what is included, 

information, advertisement method, reason you chose this method/why it is 

best for your product) 

 Give details about your product or service 

o What does your product do? 

o What service do you provide?  

 How customers can buy your product? 

o Grocery store, website, directly from you (your website, social media page, 

and/or physical location) 

The marketing plan then leads to the Customer Analysis aspect of your Business Plan Project.  

The Customer Analysis will be where you state who your target customers are, why you are 

choosing to market to them, and how your product relates to them.  
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This list is what needs to be included in your business plan.  You can create a poster, slideshow, 

or paper.  State the name of your business at the top or make a title page on PowerPoint and 

follow the formatting provided for each section.  Executive Summary and Marketing Plan are 

the only sections you are required to follow proper formatting in a sentence structure, but 

organize your project to make it easy to follow—put your information in sections where you 

can label it with the section names.  The rest you are free to listed.  I included a rubric to show 

the grading format.  This project will count as a test grade.  

 

Executive Summary- 4-8 sentences  

 A brief and concise summary/explanation of your company.  

 You need to state what is unique about your company and any qualifications. 

Company Overview- does not need to be properly formatted, simply state or list answers 

 Tell me about your business.  

 How will you organize it? (sole proprietor, partnership, etc.) 

 Any accomplishments so far?   

 How/why did you form it?  

o Be creative and come up with a reason for creating your company.  

o Example: I saw a need for the good or service in the market. The market did not 

have the product I needed so I made it myself.  

Customer Analysis- does not need to be properly formatted, can simply state answers 

 Target customers 

 Reason they are target customer/how product relates to them 

 Why they are your chosen target market 

Marketing Plan- 2-8 sentences 

 How you plan to market the product or the advertisement method 

 Details about your good or service 

 How customers will buy it 

Entrepreneurial Ramifications- list 2 possible ramifications  

 How will your business affect the economy?  

 Positive or Negative, why?  

 Better or cheaper product causing consumers to buy more of yours versus competitors? 

 Your good or service set the trend?  

o Be creative here too and simply state how you think your good or service will 

affect the economy in a good or bad way.  
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 5 points 4 points 3 points 2 points 1 point 

Executive 
Summary 

Brief, concise, 
and states 
something 
unique  

Concise and 
states 
something 
unique but 
longer or 
shorter than 
required 

Brief and 
states 
something 
unique but is 
not concise 

Brief but is not 
concise and 
does not state 
anything 
unique 

No 
requirement 
is met 

Company 
Overview 

Creates a reason 
for forming the 
company, states 
organization, and 
any 
accomplishments 

States 
organization of 
company and 
gives a small 
overview of 
why the 
company was 
formed 

States 
organization of 
company and 
does not fully 
explain reason 
for company 
forming 

Only states 
organization of 
company 

No 
requirement 
is met 

Customer 
Analysis 

States target 
customer, reason 
they are the 
target, and how 
product relates 
to them 

States target 
customer and 
why they are 
the target not 
how product 
relates directly 
to them 

Intentionally 
left blank 

Only states 
who the target 
customer is 

No 
requirement 
is met 

Marketing Plan States 
advertisement 
method and 
small 
explanation of 
the 
advertisement 
itself, explains 
what the good or 
service is, and 
how customers 
can buy it 

States 
advertisement 
method but 
does not give 
explanation or 
example of 
advertisement, 
explains what 
the good or 
service is, and 
how customers 
can buy it 

Only states 
advertisement 
method and 
what the good 
or service is 
with no 
explanation 
but does tell 
where 
customers can 
buy it 

Completes 
only one 
requirement 
(state 
advertisement, 
what good or 
service is, or 
where 
customer can 
buy it) without 
any detail 

No 
requirement 
is met 

Entrepreneurial 
Ramifications 

Explains 2 
possible 
ramifications of 
the business  

Explains 1 
possible 
ramification 
but does not 
give an 
explanation for 
the 2nd 

Gives 2 
ramifications 
but does not 
explain them 

States an 
ramification 
but does not 
give an 
explanation 

No 
requirement 
is met 
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