MARKETING PLAN 1

	[bookmark: _GoBack]Marketing examples
	Successful companies in marketing plan: Coca-cola and Apple
	Unsuccessful companies in marketing: Alpa and Quiznos

	Products or services being marketed
	-Coca-cola is one of the leading companies in soft drinks production. The company markets the products around the world, though the country of origin was United States.
-Apple Inc designs and develops electronics and online services. It is among the top four companies in software developing across the world. The company markets its products in all the consumer countries, though the headquarters are in United States.

	-Quiznos is a fast food company based in Denver. It boasts for its high quality sandwiches and other fast foods. The franchised company markets its products both locally and across the borders. 
Alpa- Formerly a camera desing firm. The company was known for manufacturing and selling cameras in Philippines. The products were marketed in Swiss and were considered to be of high-end quality and medium-formart.

	Type of media used for marketing and Why they chose the style of marketing
	Both Coca-cola and Apple uses social media and websites as media for marketing. The companies. The companies use bloggers to post articles about the brands in the market. Applications that can be installed in portable devices have been developed to update consumers about the new brands. The companies chose to use internet marketing because it influences most of the consumers in different sites.
	Quiznos and Alpa use printed media to market their products. Quiznos being a fast food company, it relied on the consumers to spread information to other potential customers. Alpa on the other hand Expected customers to be attracted experiences of previous buyers. The two companies do not have a specified target consumers. They market their items in general without specifications.

	How effective their marketing is
	-The marketing strategies for Coca-cola and Aple are effective. Research shows that majority of mobile phone owners access internet daily. Most people including children are in social media platforms. Nowadays, individuals depend on news and developments from the internet. The strategy of using social platforms is therefore effective because it reaches a large number of people within a short time (Armstrong et al., 2015). Having a targeted market is a strategy that boosts the effectiveness of sales.
	- Alpa and Quiznos lack a specific targeted group of consumers. Advertising products without a proper plan makes marketing ineffective. The two companies fail in their operation for poor strategies in promotions and lack of specific audience. Their market plans show little research about the products and potential customers. Both companies do not succeed in the long-run because there are no specified designs of meeting the marketing goals.

	Current marketing trends used
	Coca-cola and Apple Inc use digital means of marketing. Currently, nearly all the large companies have migrated to social platforms like facebook and Twitter. The success of the two companies show that adequate research was done to identify the most effective media of communication with the customers (Jackson & Ahuja, 2016, p170). The firms also have functioning websites that provide contact information about the organizations and updates any emerging issues in the firms.
	- Alpa and Quiznos use digital marketing though the plans used are not successful. The two firms become bankrupt due to low returns from their sales. Before the companies were reborn through different managements, they were reluctant in using the current trends in marketing. The new management use social platforms and functioning websites to market the products across boarders. 
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