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Marketing Plan-Part III: Product, Price, Place and Promotion
Marketing refers to the means that the business uses to communicate its value to customers or ways that the firm uses to satisfy the needs of its customers as it gains profit. Despite the dynamics in the market, the concept of marketing remains the same as factors influencing marketing continues to change. Every business aims at improving its performance in the market. Women on the Go, improving performance will require proper and effective marketing strategies. In this section of the marketing plan, I will describe the 4ps marketing mix factors; for instance, product, price, place, and promotion as they influence our business, “Women on the Go.”
Marketing Mix-4Ps
The marketing mix is one of the most popular or famous terms in business, but many people do not understand its implication to the business. According to Ali Badi (2015), the marketing mix refers to the use and specification of the 4Ps factors to describe, define and determine the strategic position of the product that the business deals within the market. As Anusha (2016) explains, when the organization produces a product to be released to the market it must ensure that the consumers are aware of the product that it offers. Therefore, marketing mix enables the firm to understand the factors that influence their customers' purchasing power in the market. Išoraitė (2016) argues that marketing mix helps the organization to identify relevant factors and potential solutions that can enable the firm meet the needs of its customers as well as make profits to remain relevant in the market. 

Product
The product is one of the 4Ps, which plays a critical role in meeting the consumer’s desired needs (Anusha, 2016). Al Badi (2015) explains that a product can be anything that the company introduces to its audience. It can be a service, goods, utilities; both tangible and intangible (Al Badi, 2015). In our case, we are dealing with goods, tangible products that will be offered to customers who cannot find time to look for clothing and clothing accessories. For example, one of the products that Women on the Go will be offering customers includes trendy and classic dresses. According to Al Badi (2015), the development of the product requires that the businesses identify and understands the needs of its consumers so that the products will meet and satisfy their needs. As Kareh (2018) explains, product involves design, packaging, quality, features, and positioning of the product itself. Even though our business targets women who do not find time to go shopping, it does not mean that they are unaware of the products. Therefore, we intend to promote customer communication to help us understand the dynamic and changing consumer needs. 
Price 
According to Anusha (2016), price refers to the amount of money that the business intends its customers to pay to get a product or service. According to the author, the price is the most flexible element of the 4Ps in the marketing mix. Some of the pricing methods used in the market include cost-based, demand-based and competition-based methods. Each of these methods is effective based on the situation involved. As a startup company, Women on the Go will adopt a competition-based method of pricing. This involves setting the price based on the competition in the market. Based on Gronholm’s marketing mix theory, pricing is dependent on the volume of marketed production. Therefore, it is important to choose an effective pricing strategy. Women on the Go Company, we intend to compare the prices with our competitors, which will help us monitor their response to the changes taking place in the market. 
Place 
According to Al Badi (2015), place refers to the area where the business select based on the customers’ needs. Kareh (2018) explains that place refers to the product’s accessibility to potential customers. Therefore, choosing the right place will guarantee the success of the business. Čorak and Šnajder (2016) explain that the dynamics associated with ruthless competition makes it difficult for companies to succeed, especially for small and medium enterprises as well as new companies. In our organization, we intend to locate the main store of the business at the epic-center of Silver Lake city where customers can access it from all points. As Kareh (2018) explains, the most important factor in setting and choosing a place for the business requires understanding the customers. We have understood our customers, and our place is accessible to all residents in Silver Lake and its environment. Our distribution channel will include direct mail programs that are expected to grow up to 50% within the next two years. 
Promotion 
[bookmark: _GoBack]Al Badi (2015) explains that promotion element refers to the communication process between the business and the consumers. According to the author, promotions try to tell the customers about the product and increase the customer’s awareness of the product or brand (Al Badi, 2016). Our organization intends to use both social networking and traditional product promotion methods to promote its brand. For instance, in social networking, we intend to use social media platforms such as Facebook, YouTube, and Website to create a link between the business and the customers. Through the website, customers will be able to view the latest and new trendy clothing accessories as well as make a purchase through there as well. Regarding the traditional methods, our business will rely on media advertising through the radio and Television to ensure that we reach to customers who are not reachable through social media platforms. Therefore, embracing the technology will help our business reach out to many customers, especially those who cannot come to the store.
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