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To: All Team Members
From: CEO
Date: Oct. 20, 2019
Subject: Mass Marketing Decision
 I	 want you to inform you that the company has decided to produce low-price bottles in a bid to meet the demand for mass marketing. I recommend that S’well should adopt a new line of low-priced water bottles that will be sub-branded as S'ip. Even though the bottle will be different from the original S'well bottle, it would be marked as "S'ip by S'well." A partnership with Target is feasible since they have a reputation for collaborating with cool brands like ours. Placing our bottles in all there 1800 stores will give us publicity as a brand in the face of stiff competition.
 	Moreover, the decision will see S'well transform its style philosophy to incorporate S'ip designs to meet diverse mass market demands. The design characteristics of this new brand will be more youthful, playful, and whimsical. Besides, it will incorporate patterns of bicycles, eggs, bacon, squirrels, etc. In this regard, the company will not only be targeting premium customers but also teenagers, mothers, and children. Also, the partnership will open multiple channels of opportunities that will include sporting products stores, box retailing, and low-cost S'ip stores. In the short-term, the company will be able to meet its mass-market demand for S'ip products while maintaining the existing premium S'well customers. However, the new product line will interfere with the S’well’s brand vision of attracting premium prices in the market. 
	Also, the new partnership will ensure the company embraces diversification in a bid to capture new market segments. Therefore, we will have widespread customer base that will increase our sales as well as revenue. The business will become more profitable since there will be more opportunities for us to grow exponentially. Even though we are making profits now, diversification will cushion us from risks of loss. If the S’ip product line performs poorly, the S’well brand can perform better during the same time; therefore, covering potential losses.  A diversified portfolio with a new product line will spread the risks to ensure continual profitability.
Most importantly, the partnership will give us a competitive edge over rival companies such as Oggi. The reusable water bottle industry has become increasingly competitive, and brands such as CamelBak and Nalgene are offering considerably low prices (Moon, 2016). Besides, there are copycat bottles that have entered the market, and there is nothing that we could do. A partnership with a leading mass retailer like Target will ensure that we spread our wings to the low-price market segment. The company is aiming to use its reputation of quality to its advantage since potential customers that like our water bottles but could not afford them, will be able to purchase the low-cost S'ip ones.
	On the contrary, the decision will require a considerable operational investment that comprises a new factory. Also, the factory will need to be scaled rapidly to ensure maximum production outputs. Setting up a new factory will require a lot of capital since the company will incur expenses of expensive machinery, technology, etc. Besides, the company will face a significant challenge to manage its supply and demands due to the complexities of mass marketing. Things will change since we will be no longer dealing with Starbucks that are often comfortable with having empty shelves when our bottles are sold out. At Target, we will have to be on our toes to ensure constant supply; else, we will risk losing our space. Dealing with mass retailers introduces multiple logistics that can lead to losses when done wrong. In this regard, the company will need to have mechanisms for analyzing sell-through data to ensure that S'ip styles in the market have optimal performance.
	In addition, we are shorthanded in terms of human resources required to manage and launch the S’ip sub-brand. Currently, our team consists of 35 members that are already overstretched. The new partnership will necessitate that the company recruits’ additional employees to work in the departments in place. As a result, the company is looking at a situation where monthly wages will rise significantly. A new team will need to be assembled rapidly to manage the operational requirements of the new factory. All in all, the capital requirements of the new launch are massive, and this is likely to force the company to take a loan from outside sources.
	Besides, we risk brand damage since the company is known for its premium water bottles. Making low-cost water bottles can dent our corporate image; therefore, reducing our leadership in the market. However, the company will not be using the same brand name to avoid confusion among our customers. We do not want to confuse our customers; therefore, our brand and sub-brand positioning should ensure that we attract more customers while retaining existing ones.
 	This has been a very tough decision to make, and I hope that it augurs well with you. The partnership will be effective from next week on Oct. 25, 2019, when the new sub-brand will be launched. Further details on the same will be communicated.  
Thank you,
Sarah Kauss. 
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