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[bookmark: _Toc508674837]1.0 Introduction to Marketing
[bookmark: _Toc508674838]1.1 Introduction
The Water Bottling Company is getting into its second operation year. Development of a strategic marketing plan is essential for the firm to satisfy the needs of its clients, generate enough recurring revenue and profits as well as to develop good customer relations. The company needs to produce transparent and healthy water that is crucial for the existence and survival of its customers (Kumar, N., and Siddharthan, 2013). The Water Bottling Company has been experiencing some challenges which even sometimes back forced it to be out of the public. Therefore, the creation of strategic marketing plan would be part of their success to accomplish the goals of the water project. This strategic marketing plan proposal will help the company to deliver the intended value to their target clients and therefore creating a good reputation and building customer relationship by changing the marketing strategy into actions. 
[bookmark: _Toc508674839]1.2 The Marketing Mix
The marketing mix is established to execute the marketing strategies and plans. Under marketing mix, we deal with the 4Ps that include product, promotion, place, and price. The water is natural, pure, and mineral-rich mountain water that is bottled. 
Product
The product of Water Bottling Company is a natural, pure, mineral rich, granite filtered, and crystal clear mountain water which is bottled (Peter and Donnelly, 2011). Purification innovation and the addition of a certain quantity of minerals are extra benefits of the bottled water. It is naturally mineral rich and pure mountain water. Any value addition or new innovation shall be able to create curiosity among the clients. The mineral-rich and pure water are bottled by Water Bottling Company after purification and addition of certain minerals under-regulated quantity.  For the product, we need to start off by providing the company with a good logo and name for the bottle. I feel the name of water be “Quench your Thirst Mineral Rich Water”, and it should have a label with a mountainous graphic design background (Ryans,  More,  Barclay, and Deutscher, 2010). Since we understand that the water is clean, pure and originates from a mountain having the mountainous graphic design background such arrowhead would be a good idea. We would design a logo that states "Pure Clean Water just for you" 
Promotion
In the promotion of this bottled water, there shall need to design an attention attracting price, phrase, or logo that differentiate it from other bottled waters in the industry and set it apart from other competitors. Networking shall be conducted through mass and social media, marketing research, company branding, sponsorship, reviews, at events and free samples to customers, displays, game and event sponsorship, social work, and philanthropy(Kumar, N., and Siddharthan, 2013). When we think of advertisements, we must think outside the box not just providing posters to people. The advertising model I have designed is based on various elements such as an online advertisement, digital marketing and social media advertising, broadcast advertising as well as print advertisement.   We shall also develop coupon books that we shall post online and pass out to the target customers. The company also will use celebrities in the advertisement as people tend to recall things better when celebs or popular individuals say something about them or are in them(Peter and Donnelly, 2011). It is our responsibility and duty as a company to let our clients know why our water is the best industry. Social media platforms such as Facebook shall be used in the advertisement of the bottled waters. Online and video advertisement through the YouTube shall also be embraced. The company shall provide gifts and offer 50% discount for the first two hundred customers. 
Place
The distribution networks are key factors in creating competitive advantage in the mineral water industry. This involves ensuring that the water is available to the maximum number of locations in the targeted region. The company relies on its networks and model of distribution. After building strong distribution networks and the brand becomes popular in the targeted areas, the firm would extend and expand it network boundaries to other areas(Kumar, N., and Siddharthan, 2013). The most profitable way the company would use to distribute its bottled water is to sell through various companies via suppliers. Sales shall start in the U.S where the majority of consumption of bottled water takes place. This is approximated to be thirty-two gallons per capita. The business entity would then think of expanding its branches to other countries beginning with Canada.  The Waters Bottled Company will also consider selling some of its bottled water in gas stations where people are on the move and require something to refresh them while on the journey.  
Price
One of the most critical aspects in purchasing decisions of many buyers is the price of the product. We have kept the prices of our bottled water lower than the competitors' prices in the market since we are adopting a price-based strategy (Ryans,  More,  Barclay, and Deutscher, 2010).  According to Business Insider, the average price for bottled water in the United State was about $ 1.20 per gallonin 2014 and therefore setting below the market price shall ensure better sales as it will help the product to move quickly. 
[bookmark: _Toc508674840]1.3The Marketing Environment
There is a tremendous possible sales and growth as the economy of the U.S is on an upward trend and water bottled consumption is also on an upward trend(Peter and Donnelly, 2011). Since the company has sufficient information about the market of bottled water, and even have the will to learn more about the basic features of their preferred clients, the company shall leverage the information to better comprehend their customers, their particular needs, and how best the bottled water can satisfy their demands. Our target market or audience shall majorly be dictated the important decisions about the bottled waters. Our bottled water has equal benefits to all our customers. Our bottled water is developed to attract the attention of all demographics and age groups to our company. We intend to be a market leader in future that is why we choose full market coverage. American environment citizens are interested in the ecological welll0being, health, as well as wellness(Ryans,  More,  Barclay, and Deutscher, 2010).  We are in a position to offer pure mineral bottled waters that meet the lifestyles of our target market. We intend to adapt to the changes in the consumers’ needs, and with our competitors’ changes, sponsor well-being and health, and also be eco-friendly. 
[bookmark: _Toc508674841]1.4Marketing and Its Relationship with other functional areas of business
Many of the firms which are in the bottled water industry are local-owned and small corporation with ninety (90%) percent reporting less than ten million yearly gross sales and sixty (60%) reporting less than two million annual gross sales.  According to International Water Bottled Association (2014), these are local business people with strong ties as well as deep roots within the communities they serve. 
International Water Bottled Association (2014) also reveals that research indicates that buyers usually tend to purchase bottled water in bulk from large discount retailers or supermarkets since they normally love to buy the product in cost-saving volumes. Therefore the Waters Bottled Company would create a partnership with the supermarkets and large discount shops to be supplying them with bottled water.  
[bookmark: _Toc508674842]2.0 Strategic Marketing
[bookmark: _Toc508674843]2.1 Planning Process
Americans have increased their yearly bottled water per capita consumption by almost more than twelve gallons. The constant upward trends in per capita consumption of bottled water show that consumers view bottled water as a healthy alternative as compared to all other bottled beverages.  Concurring with this view, according to International Water Bottled Association (2014), there was a four percent increase over the previous year in 2013 as the sales revenues for the bottled water in the United States was 12.3billion in wholesale dollars in 2013. 
Waters Bottled Company would opt for differentiation and price based marketing strategy in its competitive war. This will enable the company to enjoy certain flexibilities in gaining competitive advantage(Kumar, N., and Siddharthan, 2013). The firm will enjoy cost advantages by pricing its bottled waters to suit the varying competitive demands that allow the company to resort a price-based battle. The bottled water would sell more easily if the marketers comprehend the needs of the consumers, design bottled water which offers superior value; and prices distributes and promotes the water effectively and efficiently.
For any business entity to be successful today, it must offer its clients with differentiated goods of high quality and value(Ryans,  More,  Barclay, and Deutscher, 2010). The company has to constantly develop variants of bottled products in order to target the maximum segments so that it can cater to the continuous change in the customer needs.  
[bookmark: _Toc508674844]3.0 Strategy
[bookmark: _Toc508674845]3.1 Organizational Levels
Waters Bottled Company is committed to long-term markets for bottled water. The company will not go for short financial gains at the expense of its long-term goals. We intend to remain a famous company known for offering quality bottled water for more than one hundred years(Kumar, N., and Siddharthan, 2013). To achieve this, the company shall much interested in long-term strategies, goals, and objectives.
Once a month, we often have companywide marketing meetings with all the heads of department to deliberate how the performance of the company can always be improved(Peter and Donnelly, 2011). The heads of various departmentsalways provide their information in areas they believe we need to improve as a company so we can always remain competitive in the bottled industry.
[bookmark: _Toc508674846]3.2 Goals and Objectives
Waters Bottled Company shall sub-contract of its profits to distributors as an appreciation for using their process of distribution (Ryans,  More,  Barclay, and Deutscher, 2010). In the event that the overhead costs are met first, the distributors get a quarter of company's profit returns.  We shall our operations with New York State but plan we plan to expand to many other states and even internationally in the near future.
[bookmark: _Toc508674847]4.0 Planning Gap
[bookmark: _Toc508674848]4.1 Ethics in Marketing
Waters Bottled Company is actively adding value to our clients as well as the company. The company intends to comply with all applicable regulations and laws. It is our core to embody high ethical standards. We shall adhere to rules and regulation regulating the advertisement of goods (Peter and Donnelly, 2011). We shall practice, embrace, and communicate the essential ethical values which shall enhance the confidence of the customers. We shall also adhere to all environmentally safe standards and government regulations. These fundamental values are deliberately aspirational and they are respect, fairness, responsibility, and honesty. 
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