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Executive Summary 
The Super-Fast shoes main goal is to create high profit margins over the 8 weeks of company’s decisions. The company aimed at providing the best shoes in the market at a lower price and also achieves more revenue. The Marketing strategy involved marketing at lower cost and this helped to enter into foreign market as early as possible. To create high profit margins the Super-Fast shoes engaged in the home, domestic, and foreign markets. The company has a unique strategy of delivering the right products to its customers. The products are evaluated for the uniqueness in the market before it be placed for sell, Nike has been the best Super-Fast shoes for the company since it is a lightweight shoe that is suitable for jogging and running suitable for the athletics.


Part I: Situational Analysis
Internal Analysis
Super-Fast Shoes has been in the industry for a long period of time. The company has been operating with different types of shoes which include sneakers, sport shoes and also skating shoes. The company has worked with other companies to promote their product in the market and stabilize their services. The Super-Fast shoes are operating in a competitive environment having some companies which have operated for more than their period of operation. 
The company had a net cumulative profit of $98,612,849 during its development period. In the first period the company had 12% return sales, $17,343,584 revenue, gross margin of $11,236,919 and net profit of $2,096, 919. In the second period of operation the company had 21% returns from the sales, revenue of $20,851,488, $14,184,735 gross margin and a net profit of $4,534,735. By the time it was on its 8th period it had a return sales of 50%, $41,425,543 revenue, gross margin of $33, 966, 436, and a net profit of $20,696,436.
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 The company’s profit increased due to the every decision made, and the use of the strategic planning in the company. It also used the company’s mission and vision to deliver the best quality shoes in the market and satisfy the customers’ needs


Market Description
The company competitors include the free runner, Skykicks, hype, spikes, the company men, Airphoria, comfort fit, fit shoes and the Epkicks. 
The main competitors for the company include the comfort fit and the fit shoes which try to offer similar products in the same environment.
Comfort fit
The company offers best quality shoes that have been designed to provide comfort of the user in sports or in any other application.
Strengths
· The company offers the best shoes at affordable prices
· The virtual stores for the company offers free delivery
· The delivery time is within specified time
· More customers of lower class are attracted 
Weaknesses
· The company operates in the same environment with other strong company placing the it at higher risk of experiencing loss of customers
· The services they offer at times do not satisfies the customers’ expectations
· The advertisements cost the company a lot, they spend a lot of money advertising their products
Market Share

The market share of the company tends to reach that of Super-Fast shoes having a market share of 12%. The market share of Comfort fit company has been ranging from 6-7% as it is selling its products in the competitive market

Current Marketing Strategy

The current market strategy includes the use of the 7ps that is product, price, place, promotion, physical evidence, people and the processes. The strategies are divided so that the company will be able to allocate responsibility effectively and ensure they effective in the market.
Fit Shoes
 The company provides excellent services to its customers. It has virtual stores that  provide the best shopping experience for its customers
Competitors’ strengths
· It has strong employees attitude
· Best customer services
· It creates personal relationship with its customers
· Large market share
Competitors’ weaknesses
· Low product cost
· It has outsourced manufacturing
· Too defendant on the US market

Market Share

The company has a total market share of 9% which is almost to that of the Super-Fast shoes. The shares have been growing since its foundation and it is competing strongly with the Super-Fast Shoes.
Current Marketing Strategy
The company applies the 4Ps in its current marketing strategy. It helps the company in planning the branding of the product, then setting of the price, how it will be distributed and the promotion techniques.

Current Marketing Mix 
The existing market mix has made the company market its products profitably without spending huge amount of money on advertising. The market mix has called for action and use of tactics that will enable the company achieve its goals, mission and vision.
The current market mix includes the product, place, pricing, and promotion. The 4Ps works as follows:
Product- Sport shoe at affordable latest design in the market suitable for the athletics and the youngsters joggers
Place- The product was distributed through the cities outlets in places where the competitors had already established their customers and market

Pricing- It was established that the price of the company’s product was 8% cheaper than the competitors brand featuring the same product. This was done through a competitive research to establish the real analysis.

Promotions- The product is promoted through the initial buy at 30% when one buys two. And this will last for the first three months


The Organization’s SWOTT Analysis
Internal:
These are the activities that happen inside the organization premises affecting its production.
Strengths
Company stock- The organization has a strong capital stock established from its parent company
Good management team- The Company has an established strong team, composed of the members from the competitors companies therefore expanding the organization knowledge on the marketing plan
Weaknesses
 Lack of experience- There is few people with experience on the footwear and in most cases there is no experience in the footwear
Advertisement: The Company uses the modest advertising budgets

External:
These are the activities happens outside the organization premises.
Opportunities
Looking for change- The Company is looking for the best brand having unique designs
Lesser prices- The prices of the company are reduced than that of the competitors brand to set a market in a specific area
Threats
The economy- The changes in the economy threatens the growth of the company due to its irregular pattern
Legal- Lack of informed knowledge on the rules and regulations that may apply
Trends
Growth of the footwear- The footwear industry of the Super-Fast shoes has shown an impressive growth for the past years
Lightweight shoe- The Company manufactures the best shoes in the market that is suitable for all environments.



Part II:  Market Analysis
Objectives and Issues
· To sell over one million different types of shoes and sandals by the end of 7 months
· To add extra 600 pairs by the end of the 8th month in the manufacturing process and be sold by 9th month
Marketing Strategy
Branding
The product will be branded through considering the overall business strategy, identifying the target customers, researching in the customers target groups, developing the brand position, developing the messaging strategy, developing the logo having specific name and tagline, and finally developing the content of the market strategy. The best strategies for branding include the line extension, brand extension, new brand strategy, and flanker brand strategy.
Positioning
The company plans on reinventing the designs of the shoes and sandals that they have in the United States market.
The product is then expected to be advertised on how it is important to the human feet and this will help the brand secure its position in the market

The product is important to the customers for their footwear and sporting activities. It provides the customers with lightweight variety of shoes that can be suitable for all age group

Target Market (Market Segmentation).
Messaging by Audience-
Children- The shoes comes with some lights on the sides that turns on and off when the child walks wearing it
Men-For the lovers of basketball, you have a variety of lightweight sneakers for the game
Women- For morning practices, we offer variety of best shoes for sports at affordable prices

Targeted Consumer Demographics-
Age- the Company targeted foot wearers between the ages of 8 years old to 40 years old
Gender- it targets both genders male and female and also offers unisex shoes
Income- the Company targets both the high and low income levels customers because they offer variety of shoes and sandals categorized from cheap to expensive


Part III: NEW Proposed Marketing Mix for your New Shoes Company
This should be based on the decisions that you have made throughout the New Shoes simulation. Provide a description and explain the situation based on the New Shoes simulation

Product
     The shoes capture a unique classic design for both genders. It has a zoom air unit in the unit that gives responsive cushioning. It is also lightweight durable foam that delivers a smooth and responsive ride. The skin overlays surround the forefoot for enhanced durability. Padded tongue help relieve the pressure from the lacing system. It has segmented rock plate that shield the foot from rough terrain. The sticky rubber pods help deliver wet surface traction. 
Packing of the product was done on the boxes which were then branded. The boxes are written the name of the product with some decorations. The boxes are then stored in the stocked rooms.

The form-factor included the size of the product which varies; the shape resembles that of an anatomy of foot so it can fit perfectly like the second skin. The shoes take a unique form of design and the variety of colors. The pricing of the shoes ranges from $25.00 to $75.00 having an attractive outlook to the buyers. The strategy of the company product includes the market of the product which focused on Americans individuals and for the online buyers it is worldwide, the selling proposition and the goal of the company which was to tell market their product worldwide.
The most fulfillment issues are that of delays in the product deliveries. It can occur when the product took long to be packed and made ready for delivery. The company takes responsibility by responding by giving the buyer appropriates explanation for the delay and free delivery for that case as compensation.


The main changes that can be recommended are the change in the price of the product. It should be slightly changed to start to $20.00 to $61.59. The product should also include promising descriptions and to avoid exaggerations that may chase away customers once they have bought and fail to satisfy their needs. There will be no need of changing the product since it has gained fame for many years, the main change will improving the features of the  product and making the product more of customer based and customer benefits.  The product will need to improve its delivery services and the police on after sale return to perform effectively in the competitive environment.

Price
The main pricing strategy is the competitor-based pricing which will allow the company to evaluate the company competitors having the same product in the market. The price will help the product get its own buyers in the same competitive environment. The pricing strategy had to change so that the product will secure its place in the market having many competitors with the same product. For the lower price shoes the pricing will range from $20.00 to $35.00 and the high price shoes it will range from $35.00 to $75.00. The pricing policies included meeting the marketing conditions and using the pricing for the market penetration. The policy enables the product to stand firm in the market however the condition and situation of competition in the market. Once the product has penetrated in the market it will be easy to establish costumers in the same competitors’ environment.

Place
The product will work through the virtual stores and the retail shops in different places. The reason for this kind of distribution is because the buyers are from different places of the world and they would want the product shipped to them whoever the distance. The virtual stores also provide a wide variety of viewing of the product and the prices set. The stores will also save those who would want the product but they can’t get it within their areas. The physical retail shops will favor those buyers within the reach, the strategy help balance the income from both sides. The channels of distribution include direct distribution, retailers, wholesalers and the online stores. The direct distribution involves the company direct distribution of the product to the customers. Retailers involve those shops established physically in different places to sell the product. The wholesalers take high number of the product and sell it in large scale to the customers; this plays a key role of improving the company’s income. The online stores market the product to the entire world since it can view anywhere around the world and make the choice of the product. The company is also able to communicate with the customers and listen to their opinions; the customers are also able to make reviews on the product.
The distribution channel will take the following percentage: Online stores are the channel 4 with 75%, wholesalers is the channel 2 with 65%, direct distribution is the channel 2 with 62%, and retailers is the channel 1 with 60%.


Vertical Markets/Segments
The segment opportunities enables the company know the profits and sales opportunity customers represent. The vertical markets that represents itself for the company includes the insurance, banking, retail and transportation
The specific market segment opportunities for the company include the demographic segmentation, psychographic segmentation, geographic segmentation, and the behavioral segmentation. The demographic segmentation includes the age, gender, and income level of the consumers. The psychographic segmentation includes the reason for the use of the product which can include the life goals and lifestyles. The geographic segmentation includes the city of the product and finally the behavioral segmentation includes purchasing habits, browsing habits, interaction with the brand, loyalty to the brand and the previous product ratings.
The main marketing strategy for distribution includes the online retailers, wholesalers and the direct distribution
The third party has expanded the income of the company by ensuring the company is well insured from loss. They have greatly changed the consumers shopping experience to another level.
International
International Distribution
The company is using two main strategies to supply its products internationally, the main strategies of distribution include use of online shops and the retailers established in different places.
The main issues related to international distribution is the delay of products to arrival and the damage of the products before it’s arrives to its destination
International Pricing Strategy
The main marketing strategy of the product in other country includes use of uniform brand names, use of identical packing, use of similar products, using standardized advertising messages to attract the attention of the customers, use of synchronized pricing, and use of coordinated product launches.
Translation Issues
The requirements for local product variations include:
· Testing the price
· product naming
· Designing the offers for the product
· Using unique designs
Promotion
The most effective promotional tools will be advertising and sales promotions. Advertising exposes the product of the company more than any other strategy of promotion. Advertisement enables the customers to get the exact description of the product and its specification. Use of sales promotion enables the customers to get the offers from the product marketing.
I would change the company’s previous promotional strategy through the use of personal selling of the product and use of the public relations. Also use of advertisement strategy the company can use online advertisements in popular websites and use of billboards.
Promotional Schedule

Public Relations Strategy and Execution
The PR strategies includes knowing the customers’ needs, getting your product organized, conducting a market research, ensuring there is team work, create an effective online interaction platform, knowing your competitors in the same environment and the having products with compelling content.
The PR plan highlights include the following: Situational analysis, objectives, implementation, evaluation, and investment.
Backup PR plan for the product will include the records of the editorials that will preserve the content of the product in case of file loss, the speaking engagements on the customers and the company as a back of the company review. 

Advertising Strategy and Execution
Overview of strategy.
Overview of media and timing.
Overview of ad spending.

Personal Selling 
Overview of strategy, vehicles, and timing.
Overview of response targets, goals, and budget.

Other Promotions 
Overview of strategy, vehicles, and timing.
Overview of response targets, goals, and budget.

Section IV:
Marketing Action Programs
In Week 5, the two marketing objectives were set.  As an example, if your objective was to “Increase product awareness by 15% among the new target audience identified within one year through direct mail and email advertising” then the action plan might include some the following questions:
[bookmark: _GoBack]The main strategy of would be to use referrals program, impressive guest content, info graphics, use of the premium with credit, use of local partnership, car wraps, freebies, and use of social media contests.
The members who will be responsible include the product sells manager, product manager, the sell distributor, the distributor representative and the quality assurance manager team.
The program will cost approximately $100.00 and $250.00. It will be completed in a period of 6 months.
Marketing Actions Programs Schedule


Controls
The progress of the plan can be monitored through measuring of the performance, responding in real time, planning better, creating a plan, use of clear branding, briefing the client, then setting up monitoring plan and finally monitor the conversations.
The management can assess the successful of the plan through the use of the strategic, operational and the tactical means.
For the company to achieve the set goals when it realizes that the goals set are not met it should set SMARTER goals that are specific, measurable, achievable, realistic, and time bound objectives. The company can also create immediate action plan to fix the situation, instilling self-discipline in the objectives adherence, and avoiding procrastination of the activities planned. 
If the new changes are not working the company will use the following strategies to satisfy the needs of the customers, through reviewing the market position, outlining the purpose of the business, determining how the customer’s experience is affected by the way services are being delivered, and considering the necessity of the change. Reviewing marketing position will enable the organization know where they haven’t done right and what strategies need to be implemented to make the changes effective? Stating the purpose of the business will enable the company review the weaknesses that made the changes ineffective and get an appropriate solution. In determining how the customer’s experience is affected by the way services are being delivered, the company will get reviews from this customers and know what exactly needs to be done to make the changes effective. Considering the necessity of the change before implementation, will ensure that the changes made are effective and durable.
Conclusion
It is clear that the company uses the foreign, home, and domestic market to make ensure its product gets enough customers. It has included the 4ps which has enabled the company set specific objectives in marketing and selling their product. The company has many competitors selling the same product, this calls for the need of the use of various techniques and strategies in making the right decision for the pricing and branding of the product to ensure they are unique in the market. In achieving the best product sell, the company also considers the channel of distribution which will determine the profits the company will make. The company using effective channels of distribution have successive sells and get more profits.
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