		1
7








Case Study Analysis
Name
Institutional Affiliation


Case Study Analysis
Introduction 	
[bookmark: _GoBack]	The case study is about formulation of a clear market strategy in which Tien would establish itself as a Nipa honey processing business. It is clear that Nipa honey products have used business to consumer (B2C) strategy to market for their products, they have failed to explore new efforts that would help to target customers. Tien’s strategies have failed due to the lack of adapting effective strategies that would improve the marketing for his honey product. The lack of an effective targeting strategy is also another challenge that has continued to affect the delivery and adoption of the product in the marketplace. This has become a major issue that has continue to significantly impact the development of the product. The lack of a marketing plan and also a sales strategy is a major factor that needs to be resolved by Tien so as to improve the marketing of his products. 
Identification of Symptoms 
	The first symptom in this case study is the failure to adopt a clear business plan that would clearly define the product and the target market. A business plan would have helped to identify the market, the present challenges and opportunities that exist in the market. This would have provided a sufficient alternative for marketing the honey product. The demographic traits in the marketplace can always be reached through adoption of several platforms in the marketplace such as social media, advertising, face to face communication, media and publications. These key platforms are essential in ensuring that products have been marketed to different audiences and achieve their assigned objectives. This is a sure way of ensuring that products reach out different customers without any delay in the marketplace. Conducting an analysis of these demographics can be a helpful way of ensuring that marketers have engaged their demographic audiences hence communicated their products without any subsequent market delay. This helps to increase the means in which these marketers can reach out their audiences without any delays (Angela, Sethi & Gannes, 2021).
Problem Statements 
One of the problems in Tien’s marketing strategy is the lack of proper product positioning and targeting of the product. There is a need to ensure that the product had improved the performance of the product over time (Angela, Sethi & Gannes, 2021). The second challenge is the failure of the company to identify present economic challenges that have continued to affect the business. Improved economic conditions would drive consumer spending higher, benefiting the industry as it has seen some challenges during previous economic downturns. The global market for the sugar products had also been declining, which could also be a major problem affecting the marketing of Nipa palm products. 
Problem Analysis 
SWOT analysis demonstrates that the company needs to follow proper strategies to attain market growth. If Tien had conducted a proper SWOT analysis, he would have clearly identified the challenges that had affected his business over time. This would have provided him with an opportunity for understanding specific challenges that had continuously affected his business with time. These challenges could have helped to identify common challenges that had continuously affected his business with time. Market concentration strategy can be further backed up by the development strategy. Ensuring that the marketing strategy has been concentrated on ensuring that the product is promoted to more efficient and effective customers is always the best strategy of ensuring that the product has reached as many customers as desirable (Angela, Sethi & Gannes, 2021).
Identification of Alternatives 
 Firstly, in social media advertising a business usually pays for ad space while in public relations ones job is to get free publicity for their business and company. Communicating directly to the final consumer is always the best strategy to ensure that the product has reach their final destination. This would create the desire and the need to ensure that the product has reached as many customers as desirable. This would improve the process of ensuring that the product can reach as many customers as it is desirable. Increased consumer confidence would allow for growth and increased market share (Contreras, 2014). There are several opportunities that exist in the selected market. The first opportunity lies through the consumer segmentation in which the groups would be subdivided into several segments in the market. These products would be marketed to individuals according to their respective segments. The second opportunity lies in the environmental analysis for the respective market
 The continued to use a segmentation strategy whose focus is fuel conscious and innovation of new model of new foods offerings. The company has divided its customers into different segments to provide products.  For instance, in the car segment the company has provided price sensitive foods, premium pricing models and also targeted products for different range of customers in the marketplace. The business should also adopt a corporate responsibility strategy. The business should also adopt a corporate responsibility strategy. There are many reasons and factors that help corporations to be environmentally and socially responsible. These are the reasons that help to develop the reputation and image of a business in response to the environment surrounding a company. The combinations of all these reasons together are known as the drivers of corporate social responsibility. They entail; the attraction to investors, the public image, the engagement of competitors, the improvement of public relations and lobbying against regulations by the government (Bernhardt, 2014). 
Recommended Course of Action 
	The first recommended course of action is to develop a clear business and marketing plan for the product. This would help to identify key issues in relation to the product development and targeting of the potential customer. Identification of the right customer for a product is always an efficient strategy of ensuring that the product has reached the final consumers on the right time. This is one of the ways that ensure that businesses have reached their final customers without any specific challenges affecting them. The second recommendation is to segment the marketplace and develop the product to fit those segments. The key benefits of segmentation process for any business. The first major benefit is that segmentation helps to break down large audiences for effective communication of products and targeting of services. Secondly, segmentation also helps to achieve the target market for a business, which is key in advancing business performance over time. Thirdly, focused messages are effective in ensuring that there is improved benefits that are offered to individuals creating an opportunity to emphasize more on reliability, safety and economic improvements. It is always clear that segmentation has helped to reduce waste in advertisements so as to advance the performance of a business in the long term (Contreras, 2014). 
Implementation Plan
Segmentation is always key in enabling customers gain information and attributes that help to advance business performance. This has always allowed organizations to identify their target customers and group them in terms of how they bring value to the business. The main focus of segmentation is to always help identify prospective customers and establish orders that improve the purchasing decision. Market segmentation helps businesses to identify the prospective customers and order them over their purchasing decisions. This is always key in helping the businesses to make key decisions to advance the purchasing decision and make effective analysis on their businesses. Segmentation is key in the understanding of demographics that exist in a business while at the same time improving the performance of a business (Vogel & Kagan, 2019). 
Conclusion 
	To sum it up, in order to always ensure that Tien had increased the marketing of his products, there was a need to adopt an efficient strategy for targeting the customers. Focused differentiation strategy would be the most efficient in ensuring that these customers had been effectively targeted. Using a generic strategy to communicate while at the same time segmenting the marketplace would always improve the marketing of his products. There are several opportunities that exist in the selected market. The first opportunity lies through the consumer segmentation in which the groups would be subdivided into several segments in the market. These products would be marketed to individuals according to their respective segments. The second opportunity lies in the environmental analysis for the respective market. Conducing increased market analysis, it is evident that one would always get the opportunity for marketing of products in the existing marketplace. The other opportunity lies in the indirect competition analysis that exists in the marketplace to enhance the sale of products from one individual to another. 
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