
EXECUTIVE SUMMARY

This marketing plan will detail Virtual Diplomacy's launch of The Universal

Passport, a new product for First and Business Class service in international long-haul

airplane flights. lt delivers language and culture training with the use of advanced sound

and artificial intelligence technology. The product is aimed at business travelers and

CEOs who need to enhance their language skills and know the appropriate cultural

pmctices for conducting business in the country to which they are traveling. This

customer segment is very selective of how they spend their time during an airplane

flight.

Virtual Diplomacy's chief strength is that its chief officers, two linguists and an

entrepreneur, have the technical and financial acumen to launch this unique product.

Although the company is new to the mercurial airline industry, the projected increase of

passengers in the next ten years means that airlines will be lookinS for new products to

build customer allegiance. We believe that the Universal Passpon can do iust that.

Virtual Diplomacy will use niche marketing to position the Universal Passport as the

"deal closer" for international executives. \ y'e will promote the Universal PassDoft wrm

direct sales to the six largest airline companies, advertising with in-flight magazines, and

reviews in trade industry magazines. Using the latest wireless technolo8)/, Vinual

Diplomacy will be able to distribute the product to each passenger seat and provide 24-

hour customer support. Because the Universal Passport will have superior technology

and features, we can justify a prestige pricing obiective for the producr By skimming fie

top of the airline passenger market, Virtual Diplomacy will be able to recover its initial

inveslment in a short amount of time and exDand into secondarv markets such as retail

stores and coTporate lets,
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