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[bookmark: _Toc149621008]Introduction
This paper explores the complicated aspects of introducing a new variety of a fuzzy drink by a famous food and beverage firm.   The aim is to design a thorough project management strategy, using insights from prior failed efforts.   This paper is an analytical and exploratory investigation of the project. It starts with a detailed description and then proceeds to define its scope.   Subsequently, the document provides a comprehensive overview of the work breakdown structure, which is subsequently supplemented by visual depictions in the form of a Quad Chart and Gantt Chart.   Additionally, it considers the participation of stakeholders and the allocation of resources, both of which are crucial for the project's achievement.   In addition, a comprehensive risk analysis is included to anticipate probable obstacles and make necessary preparations.
[bookmark: _Toc149621009]Description of the Project
The "New Product Launch" initiative is the driving force behind releasing a novel fuzzy drink variety into the crowded food and drink industry. This move is a strategic reaction to the company's failed product releases in the past and is made with the intention of improving the brand's standing in the market. If completed effectively, the project has the potential to increase the company's market domination and profits (Silvius and Schipper, 2014).
Each step of the project's planning, strategizing, and execution is crucial to the success of the product launch as a whole. A strong distribution network that reaches customers in places like schools, hospitals, hotels, and stores is essential, as is knowledge of the market and customer preferences, product design that caters to those preferences, and an effective marketing and sales strategy (Gido, Clements, & Baker, 2018).
In addition, the project calls for vigilant resource management to make the most of available funds and materials while minimising waste. All relevant parties, from upper management to sales and marketing to the manufacturing crew to customers and distributors, are included into the process. Analysing the risks involved in the project and developing plans to deal with them is crucial to ensuring a successful product launch.

[bookmark: _Toc149621010]Explaining the Scope of the project
The new product launch project's scope is extensive and varied, covering several ground-breaking areas from inception to realisation. During this first phase, you'll do significant market research and analysis to build a detailed product launch strategy. The next steps may then be built upon this foundation, knowing that they will be consistent with the plan's strategic goals and the market's actual conditions.
The scope also includes the planning of a marketing and promotional campaign that will reach the intended audience via the most efficient means of distribution. The success of a new product relies heavily on this tactic (Serra and Kunc, 2015). An efficient marketing mix is the result of careful consideration of client behaviour and preferences, market trends, and competition dynamics.
In addition, the project's mandate necessitates winning over the organization's upper echelons in order to succeed. This phase is crucial because it ensures that the project will achieve its desired results and that the appropriate resources will be made available for its execution (Svejvig and Andersen, 2015).
Funding the project's activities is also part of the plan, since this is an essential part of a well-run initiative. The project's "heart," if you will, is the implementation phase, which entails turning goals into actions while keeping a tight eye on progress to ensure it stays on track (Jeston and Nelis, 2014).
[bookmark: _Toc149621011]

WBS – Work breakdown structure
The WBS of this project is illustrated in Figure 1.
[image: ]Figure 1: WBS – Work breakdown structure


[bookmark: _Toc149621012]Developing the Quad Chart of the project
	Quadrant 1: Project Overview
The core objective centres on the successful market introduction of the new fuzzy drink within an allocated timeline of 20 weeks, commencing from January 2024. The target market encompasses a broad demographic spectrum, with a special emphasis on young adults and consumers with a health-conscious outlook. The key stakeholders integral to this project encapsulate the organisation's upper management, the marketing and production divisions, the distributors, and the prospective clientele.
	Quadrant 2: Technical Details
An efficient and cost-effective manufacturing process is planned. Rigorous quality control measures will be instituted to ensure the product adheres to the highest standards. A resilient distribution network will be established to effectively penetrate the target market.

	Quadrant 3: Financial Overview
A meticulous budget estimate has been formulated to encompass all stages of the project, and funding sources have been secured. Revenue projections indicate a favourable Return on Investment (ROI), signifying a potential enhancement in the company's profitability.
	Quadrant 4: Status and Risks
Noteworthy milestones have already been accomplished, although certain tasks remain incomplete. Identified risks include potential market competition and unanticipated production complications. However, proactive mitigation strategies have been devised to tackle these challenges, ensuring that the project remains on track for a triumphant launch.



[bookmark: _Toc149621013]Developing the Gantt Chart of the project
The GANTT Chart of this project is illustrated in Figure 2.
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Figure 2: Gantt Chart of the project

[bookmark: _Toc149621014]Stakeholders' engagement in the project
Most important stakeholders
The identified stakeholders for the New product Launching plan include consumers, the project management team, the higher management of the company, and the company's stockholders.
Consumers are at the forefront of the stakeholder hierarchy due to their direct influence on the product's success in the market. Their expectations revolve around the quality, affordability, and accessibility of the new product (Eskerod and Jepsen, 2016). The project management team, composed primarily of employees from the marketing department, plays a pivotal role in the product launch. They are tasked with developing and executing the marketing strategy, thereby directly impacting the project's outcome. Their priorities would most likely centre on receiving regular updates, having access to necessary resources, and having the backing of upper management (Eskerod and Huemann, 2013).
The company's upper management (those in charge of making strategic choices and allocating resources) is counting on this initiative to help achieve the company's overarching business objectives and provide a healthy return on investment (Mok, Shen, & Yang, 2015). In the end, the investors of the firm have a vested interest in the success of the new product since they believe it will increase the company's market position and profitability (Eskerod, Huemann, & Savage, 2015). These individuals or groups are deemed pivotal because of the significant impact they will have on the outcome of the project. Stakeholders are given more weight due to their potential influence on the project and the seriousness of their requirements (de Oliveira and Rabechini Jr, 2019).
In order to meet the requirements of these parties, the project team must take the initiative by maintaining open lines of communication, setting reasonable expectations, and encouraging teamwork. To achieve this goal, one must first identify the many stakeholders involved in the project, then determine how best to engage them, and then make sure that their input is included in the project's overall strategy (Eskerod, Huemann, & Ringhofer, 2015).
Keep them satisfied
While they may not be at the centre of the project, stakeholders including retailers, suppliers, local authorities, regulatory agencies, and food quality control authorities all have demands and expectations that must be taken into account as part of the new product launch strategy. These parties are crucial because they ensure that the product launch goes off without a hitch (Walker, 2015).
Since they act as a go-between for the firm and the customer, retailers have high standards for profit margins and prompt deliveries. Cooperation and happiness from them is essential for the product to reach the customers (Morris, 2013). The companies who provide the ingredients for Fuzzy Drinks anticipate being paid promptly and seeing a consistent demand for their goods. The success of the project and the upkeep of the manufacturing line depend on their participation (Hall, 2012).
Environmental and employment laws, among others, are examples of rules that local authorities and regulatory agencies demand the corporation to follow. To minimise legal issues and guarantee the project's continuance, their consent and collaboration is crucial (Meredith, Shafer, & Mantel Jr, 2017). The regulatory body in charge of ensuring food is up to par requires that all applicable regulations be followed. With their stamp of approval, buyers may rest certain that the product is safe and of high quality (Harrison and Lock, 2017).
A stakeholder management plan, which includes frequent communication, negotiation, and relationship-building activities, should be developed by the project team in order to satisfy these expectations (Burke, 2013). Some strategies to meet the requirements of these stakeholders include making prompt payments to suppliers, providing retailers with competitive margins, adhering to laws, and keeping quality standards high. Building trust with these parties is crucial to the project team's ability to roll out the Fuzzy Drink as planned (Brewer & Dittman, 2018).
Keep informed
Public opinion and analyst mood towards a product or firm are heavily influenced by the media and industry experts (Gustavsson and Hallin, 2014). Media outlets and market researchers need up-to-date, precise details on the product launch as soon as possible. They are considered crucial stakeholders because of the impact they may have on brand image and product success (Armenia et al., 2019). The project team should create a comprehensive plan for communication that includes press releases, briefings, and updates to meet their requirements. This method will guarantee that these parties are well-informed about the product launch and can report on or assess it effectively.
[bookmark: _Toc149621015]Resource allocation
	Resource
	Projected Cost

	Social Media Promotional Costs
	£10,000

	Personal Selling
	£15,000

	Marketing Materials Printing
	£5,000

	Digital Promotion and Advertising
	£20,000

	Market Research
	£10,000

	Product Development
	£30,000

	Public Relations
	£8,000

	Event Hosting for Product Launch
	£25,000

	Packaging Design
	£7,000

	Distribution and Logistics
	£15,000

	Employee Training
	£10,000

	Website Development and Maintenance
	£12,000

	Search Engine Optimization
	£9,000

	Product Sampling
	£6,000

	Customer Service Setup
	£11,000



These costs are projected based on industry benchmarks and average costs associated with each resource.
[bookmark: _Toc149621016]Risk Analysis
Supply chain disruption is a significant risk with a high possibility and impact on the new product launching project. It can lead to delays in production and distribution, potentially affecting the timely launch of the product (Rodrigues-da-Silva and Crispim, 2014). Diversifying suppliers and maintaining inventory buffers can mitigate this risk by ensuring continuity of supply even if one or more suppliers fail to deliver as expected (Pritchard and PMP, 2014).
Regulatory non-compliance is another risk that could have severe repercussions on the project. The possibility is medium but the impact is high, as it could lead to legal penalties and damage to the company's reputation (Damnjanovic and Reinschmidt, 2020). Regular audits and legal consultations can help the project team stay abreast of relevant regulations and ensure compliance (Marle, 2020).
Negative public perception, with a medium possibility and high impact, could undermine the success of the product launch. Negative publicity could deter potential customers and damage the brand's image (Dandage, Mantha, and Rane, 2019). Proactive reputation management and crisis communication plans can help mitigate this risk by allowing the company to respond swiftly and effectively to any negative perceptions.
There is a typical risk in new product launch projects of going over budget, with a medium likelihood and effect. Financial hardship and other components of the project might result from poor management (Nikolova, Kuporov, & Rodionov, 2015). Regular financial monitoring and the creation of a buffer fund are two essential components of any effective mitigation strategy. Overspending may be avoided if the project team sticks closely to the allotted budget and makes necessary modifications as needed (Kim, Chang, & Castro-Lacouture, 2020).
Although product quality concerns are unlikely to occur, they may have a significant effect on the launch's overall performance if they do occur. Reputational harm and lost sales may occur from low-quality products (Lee et al., 2018). To reduce the likelihood of this happening, the project team must establish rigorous quality control methods and carry out extensive testing to identify and address any defects in the product well before it hits the market.
The product's exposure and allure to the intended consumers might be damaged by marketing that falls short of the mark in terms of both potential and impact. By monitoring key performance indicators and making appropriate modifications to your marketing strategy, you may lower your exposure to this danger (Mavi & Standing, 2018). In order to be successful, the marketing strategy must be flexible and responsive to changes in the market and responses from target audiences.
[bookmark: _Toc149621017]Conclusion
Managing the risks associated with a new product launch needs careful preparation. Financial commitment is required due to the high expense of resources such as marketing, direct sales, and online advertising. Potential dangers to the project's success include supply chain disruption, regulatory noncompliance, poor public impression, financial overruns, product quality difficulties, and ineffective marketing. These dangers are real, but they may be lessened by preventative measures such as a diversified supply chain, frequent audits, crisis communication plans, stringent quality control procedures, and evaluations of performance metrics.


[bookmark: _Toc149621018]References
[bookmark: _Hlk112365975][bookmark: _Hlk113155317]Armenia, S., Dangelico, R. M., Nonino, F., and Pompei, A. (2019). Sustainable project management: A conceptualization-oriented review and a framework proposal for future studies. Sustainability, 11(9), 2664.
Brewer, J. L., and Dittman, K. C. (2018). Methods of IT project management. Purdue University Press.
Burke, R. (2013). Project management: planning and control techniques. John Wiley and Sons.
Damnjanovic, I., and Reinschmidt, K. (2020). Data analytics for engineering and construction project risk management (No. 172534). Cham, Switzerland: Springer.
Dandage, R. V., Mantha, S. S., and Rane, S. B. (2019). Strategy development using TOWS matrix for international project risk management based on prioritization of risk categories. International Journal of Managing Projects in Business, 12(4), 1003-1029.
de Oliveira, G. F., and Rabechini Jr, R. (2019). Stakeholder management influence on trust in a project: A quantitative study. International journal of project management, 37(1), 131-144.
Eskerod, P., and Huemann, M. (2013). Sustainable development and project stakeholder management: What standards say. International Journal of Managing Projects in Business, 6(1), 36-50.
Eskerod, P., and Jepsen, A. L. (2016). Project stakeholder management. Routledge.
Eskerod, P., Huemann, M., and Ringhofer, C. (2015). Stakeholder inclusiveness: Enriching project management with general stakeholder theory1. Project Management Journal, 46(6), 42-53.
Eskerod, P., Huemann, M., and Savage, G. (2015). Project stakeholder management—Past and present. Project management journal, 46(6), 6-14.
Gido, J., Clements, J., and Baker, R. (2018). Successful project management. Cengage Learning.
Gustavsson, T. K., and Hallin, A. (2014). Rethinking dichotomization: A critical perspective on the use of “hard” and “soft” in project management research. International Journal of Project Management, 32(4), 568-577.
Hall, N. G. (2012). Project management: Recent developments and research opportunities. Journal of Systems Science and Systems Engineering, 21(2), 129-143.
Harrison, F., and Lock, D. (2017). Advanced project management: a structured approach. Routledge.
Jankowicz, A. D. (2013). Business research projects. Springer.
Jeston, J., and Nelis, J. (2014). Business process management. Routledge.
Kim, S., Chang, S., and Castro-Lacouture, D. (2020). Dynamic modeling for analyzing impacts of skilled labor shortage on construction project management. Journal of Management in Engineering, 36(1), 04019035.
Lee, C. Y., Chong, H. Y., Liao, P. C., and Wang, X. (2018). Critical review of social network analysis applications in complex project management. Journal of management in engineering, 34(2), 04017061.
Marle, F. (2020). An assistance to project risk management based on complex systems theory and agile project management. Complexity, 2020, 1-20.
Mavi, R. K., and Standing, C. (2018). Critical success factors of sustainable project management in construction: A fuzzy DEMATEL-ANP approach. Journal of cleaner production, 194, 751-765.
Meredith, J. R., Shafer, S. M., and Mantel Jr, S. J. (2017). Project management: a strategic managerial approach. John Wiley and Sons.
Mok, K. Y., Shen, G. Q., and Yang, J. (2015). Stakeholder management studies in mega construction projects: A review and future directions. International journal of project management, 33(2), 446-457.
Morris, P. W. (2013). Reconstructing project management. John Wiley and Sons.
Nikolova, L. V., Kuporov, J. J., and Rodionov, D. G. (2015). Risk management of innovation projects in the context of globalization. International Journal of Economics and Financial Issues, 5(3), 73-79.
Pritchard, C. L., and PMP, P. R. (2014). Risk management: concepts and guidance. CRC Press.
Rodrigues-da-Silva, L. H., and Crispim, J. A. (2014). The project risk management process, a preliminary study. Procedia technology, 16, 943-949.
Serra, C. E. M., and Kunc, M. (2015). Benefits realisation management and its influence on project success and on the execution of business strategies. International journal of project management, 33(1), 53-66.
Silvius, A. J., and Schipper, R. P. (2014). Sustainability in project management: A literature review and impact analysis. Social business, 4(1), 63-96.
Svejvig, P., and Andersen, P. (2015). Rethinking project management: A structured literature review with a critical look at the brave new world. International journal of project management, 33(2), 278-290.
Walker, A. (2015). Project management in construction. John Wiley and Sons.


pg. 2

image1.png
W-4 W-5 W-6 W-7 W-8 W-9 W-10 W-11 W-12 W-13 W-14 W-15 W-16 W-17 W-18 W-19 W-20)]

Developing a new product launching
Market Research and Feasibility Study
Product Design and Development

Devising marketing and promotional plans
Identifying Target Market Segments
Developing Promotional Materials

Selecting the marketing channels
Assessing Digital and Traditional Channels
Metrics and KPls for Success Evaluation

Management approval of the plans.
Initial Presentation to Management
Addressing Feedback and Revisions

Fund management for implementation
Budget Allocation
Financial Risk Assessment

Project implementation
Product Manufacturing
Marketing Campaign Execution

Information dissemination among employees.
Initial Team Briefing
Employee Training and Skill Enhancement

Project closure





image2.png
Tasks

WA W2 W3 WA W5 W6 W7 WB W9 WA0 W-11 W12 W13 W14 W15 W-A6 W-17W-18 W19 W-20)

Developing a new product launching plan
Devising marketing and promotional plans
Selecting the marketing channels
IManagement approval of the plans

Fund management for implementation
Project implementation

Knowledge dissemination

Project closure





