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Executive Summary
There are health concerns arising in the target market regarding dogs' healthcare and safety. It is imperative to facilitate long-distance tracking of dogs in the backyard with the use of multiple cellular networks. The product will be suitable in filling the gap identified and dominate the market in terms of value and quality. The plan will incorporate introductory offers and creating blogs to create product awareness and for easier brand recognition in the target market. The plan involves all employees in all the details of launching the new product. The target market is a region that has dominated pet’s adoption and humanization for the past 10years. Thus, the business plan has a correct target group for the product.
Business Contexture
Fi series 3 GPS tracker is a new pet product for a dog that utilizes a combination of Wi-Fi and GPS to track a dog's location. Further, the product can track the overall number of steps that a dog has taken during the day. Compared to the other Fi series GPS tracker, the new product can provide sleep tracking of the dog. The product has both waterproof color and durability features that make it a unique product in the market. Further, the product is customized with LED light with a long battery life for up to four months. The key benefits of this product are that an individual can receive alerts every time a pet escapes, and the dog can be tracked anytime, anywhere by using any latest cellular combined with the new GPS technology. Besides, the new product allows the pet's owner to compare the dog's activity levels with neighborhood dogs having the same breed.
Further, the new product can notify the dog owner about the dog's health condition, a unique and unprecedented feature in the market. The main reason for introducing the product in the market is that the Fi series 3 tracker can use algorithms to detect when a dog has escaped from the backyard. It is the fastest way to get notified as well as finding its location. Besides, it's the first pet tracking device to use the LTE-M network to connect and communicate with GPS information. The corporate objective of the business plan is to offer a unique product that offer long-distance pet tracking for lower power and instill value in the target market.
Situation Analysis
Due to the ability to track dogs from a long distance, the product will be more competitive compared to other pet tracking devices. The Fi series devices have been the longest-lasting device in the market, and hence, the introduction of the Fi series 3 tracker means that it will add value and dominate the market. The use of algorithms and the LTE-M network will enable the product to outsmart other tracking devices and become a leading pet tracking device. The target market for the product is North America and Europe, religions that have dominated the market for pet products in the last ten years. With the increasing concerns about dogs' health in North America and Europe, the Fi series 3 tracking product will be suitable for addressing the problem. Therefore, the products will likely to have increased sales in the area. The company will also need a comprehensive understanding of the customers' needs in order to identify new market needs and behaviors and adopt the best strategy to reach them.
The following SWOT analysis identifies the various strengths, weaknesses, threats and opportunities of the business plan.
	STENGTHS
· Location the business locations will be able to attract a lot of customer due to the vast network pet’s adoption in the region.
· A well-organized promotional team will be vital in creating the product awareness in the area.
· The unique product will be able to compete effectively and fill the existing gap.
	WEAKNESSES
· The only weakness is lack of business startup capital which will come from investors.

	                OPPORTUNITIES
· The area where the business will be located is an area of growth. Since 2017, pet adoption has been drastically increasing.
	THEREATS
· Competitors are the biggest threat in the business plan. Whistle go explore and the apple airbag trackers are the main competing products in the region.
· Legal and regulatory barriers



The competitors present include the whistle go explore tracker, and the apple airbag trackers are among the competing product in the region. The products offer have dominated Europe and North America for several years. The products companies are located throughout the areas, and thus, MSH Brands will be looking into opening new business centers in these regions to counter the competition. Comprehensive research on the competitor's sales and marketing strategy will enable the company to adjust its approach and develop an edge. Besides, it will be vital to identify their strengths and weaknesses to identify gaps and fill them.
 In addition, the company will collaborate with supplies and distributors. Distributors will work on the supply chain. Therefore, the company will have to have a collaboration analysis to understand the durability and weakness of the partnerships. Finally, the company will analyze the external and internal business environment to address the legal and regulatory barriers. The company will thus know what to avoid to prevent facing the law. The various obstacles to consider are standards and regulations, licenses and permits from the foreign government, trade barriers that include quotas and tariffs, and patent rights from the government. Besides, understanding the regulatory barriers will allow smooth entry into the new market. According to Alkhawaldeh & Eneizan (2018), companies ought to understand the concept of reverse innovation because legal and regulatory barriers can serve as a disincentive to producing new products in a new market. Reverse innovation ought to be fostered by understanding the development of regulatory and legal standards that reinforce the introduction and scalable adoption.                        
Marketing Strategy
The marketing strategy to incorporate is the use of the introductory offer, offer loyal customer exclusive preview, and the use of blogs to create awareness of the product. Instead of just announcing the product, it will be vital to make it part of a special introductory offer in the target market. The offers can be in various forms such as discounted pricing, buy one get one free, reduced rate of package, and free gifs after a new referral. It also should be made clear that the promotions will not last forever, and thus, customers who are limited by time can have a pressing sense to acquire the product.
 Additionally, loyal customers are very vital in the ways a company promotes a product. Offering them a preview in the form of an in-person, private, or pre-launch party reinforces the value a company has for them. This will automatically allow them to promote the product in their network and also allow the company to retain customers’ loyalty in the future. Finally, creating blogs is a crucial ware to create awareness of a product in the market. Also, blogs will increase the value of the product, and thus, developing a loyal followed by regular blog posts that offer value and quality information to the target market is a crucial way to make the brand product recognizable.
The company will incorporate a cost leadership strategy in order to gain competitive advantages. The strategy is all about cutting down costs of the products, and the price received by customers becomes a different issue. It is a method of trying to win sales in a way that takes it away from the competitors. Via a cost leadership strategy, the company can increase the overall profits by reducing costs while at the same time charging the industry-average prices (Wada, 2018). Besides, through the strategy, the company can increase the market share by charging lower prices on the product while at the same time making reasonable profits on each sale. The company will eventually become a leader in terms of cost in the market.
Marketing Tactics
Building a successful business means creating a connection between the products and the buyers. Marketing tactics ought to be planned effectively before launching the product. Since the products are launched in new regions, taking time to get the market ready is a marketing tactic that will help the company surface any issues (Jaeger & Upadhyay, 2020). Since the goal is to dominate the market, taking time to get the market ready will ensure a perfect time to identify any content that resonates prior to the launch. Secondly, content marketing is an excellent marketing strategy to generate interest in the product. Live videos, webinars, YouTube videos, and infographics are help create the need for the target market hence increasing sales. Besides, content marketing will aid the company in building trust and educate customers about how the new product is different from the competitors.
Brand recognition is another marketing tactic that aid in product awareness and increased sales (Rahman, 2018). It is the ability of customers to recognize one brand over the other. For the company, customers in the target market need to be able to recognize the Fi series 3 tracker, over other pet tracking products available in the market. They ought to identify the product's attributes and design. In order to achieve this tactic, the company will have to keep the brand name in front of the market. This is done by constantly reminding the target market about the existence of the product in the market. This will aid in capturing their attention, and they become aware of the uniqueness and benefits it has to offer to their pets. Developing blog posts and billboards that show the quality and value of the product will make the brand product recognizable.
A direct-distribution strategy will be employed in the business plan. The company is set to open new business areas in the target market to sell the products directly to the consumers. The company will also make a modern approach and incorporate an e-commerce website where customers can purchase the product and get the delivery as soon as possible. The increased use of technology in Europe and America will reinforce the modern approach. Also, it's an excellent way to compete effectively in the market. Also, the company will employ the use of phone orders and catalogs. This will help the company to reach customers who are attuned to placing orders. Due to the delivery system, the company will require the business centers in the target market to have delivery staff and vehicles to their portfolio for effective distribution of the products.
Moreover, considering the customers' business drivers is a crucial way to increase sales of a product. It's also a strategy to generate fresh leads. Conducting research into the challenges customers are facing will identify their drivers and address them accordingly. Further, having a unique value proposition will help the company to be ahead of competitors. Giving real value to customers will not only retain their loyalty but also increase sales. Finally, when it comes to a promotional strategy, the company opts to use the same logo for all the marketing materials in place. The same logo should appear in blogs, e-signature, and all the forms of internet communication. It is a vital way to become consistent in branding for the product will become instantly recognizable to the target market.                                
Effectiveness of the Marketing Plan Measure
An incremental sales metric will be used to measure the marketing plan. It is a comprehensive way of looking at how the sales are behaving during a certain period of time. The company expects a 10% sales increase in a period of 5 months for the marketing plan to be an effective one. Also, the company will measure the strategy by use of customer value metrics. The metric provides a realistic representation of the marketing plan's cost and effectiveness. It can be done over a period of three months’ interval by tracking customer sales directly through the business. It is vital to train all the employees on tracking the metrics to monitor the progress properly. Finally, conducting a performance review is a good way to measure effectiveness.
Summary
Fi series 3 GPS tracker is a new and unique product that will be looking to dominate the pets tracking business in Europe and North America. The product's business plan long term goal is to add value and fill gaps existing in the region. Through promotional offers, loyal customers preview, and marketing blogs, the business plan is expected to reach the target market faster and create the required value. A direct-distribution strategy will allow the customer preview and interaction. This will enhance the customer relationship between the company and the customers. In this regard, value prepositions will enable the company to compete effectively and eventually dominate the market.
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