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Product line 3: Adjustable Screens
The proposed new product to be marketed is video games for youths 14-21. And the specific video game is “The Race of the Hemisphere.” Contemporarily, in the US, many youths aged between 14 and 21 have become actively engaged in playing games on mobile phones, computers, and tablets. Adaptable Home Products Company (AHP) can successfully launch the product line come August through utilizing the 4 P’s marketing mix to ensure it has become successful in the market.
Product. Video games are considerably being used as a source of entertainment among children in the United States. Hence the company can consider having a product design that captivates the interests of the youths (Hennig-Thurau, & Houston, 2019). It can achieve this by ensuring that the video game, “The Race of the Hemispheres,” is appropriately branded and have features of high quality that impresses the visual abilities. 
Price. The pricing of the video game is $90, and this is affordable for many parents who can purchase it for their children age 14-21. The main focus is to make the video game accessible for many children who come from different social classes – high income, middle income, and low-income families.
Promotion. The marketing communications that will be utilized to enhance awareness creation of the product will be through advertising, sales promotion, and public relations. Many youths between the ages of 14-21 are usually ingrained in the watching of television programs, which presents an avenue to reach them. Therefore, the company will run advertisements via television sets and social media networks such as YouTube and give a guide on how to play the game. This will enhance the engagement of the company with the youths and, in the long run, will improve the purchase of the video game.
Place. The company will first use online platforms to enhance the know-how concerning its new video to be launched in August. This is because many youths are using social media platforms for communication, education, and entertainment. Hence online engagement of the company and its target customers will enhance the awareness about the video game (Yang, Zheng, & Mookerjee, 2019).
Marketing Mix of Nintendo
Product Strategy. Nintendo’s product strategy was the development of video games, interactive games as well as console. And this made design arcade games within its gaming console. The first gaming console, which significantly led to the generation of high profits by the company, was the Game and Watch series.
Pricing Strategy. The company has a pricing strategy that ensures every price of its product is kept during the life cycle of the product (Fay et al., 2019). However, in the launching phase, a premium price range has been implanted.
Promotion. Nintendo has various ways it uses to launch its products. For example, it uses dedicated time events where people are invited to have experience with the new product.   During the launch of 3DS, 85% of the people of the UK watched the 3D video ‘Believe your eyes.’
Place. The company enjoys an extensive distribution network globally, which ensures that its consumers have access to the products it produces. They have maintained a physical distribution network and an online distribution network.
Recommendations for the AHP Company
Product. The current industry of video gaming is highly competitive; hence there is need for AHP to ensure that it produces a variety of video games of good quality. Besides, the video game should have visually appealing features that impress the interest of youths.
Price. The pricing of the video game is a critical determinant in the number of sales that will be recorded. Hence price elasticity should be implemented to ensure that video games of the company are sold to many youths.
Promotion. AHP Company should consider offering gifts to youths who have purchased the video game as it will have a significant impact on persuading others to make their purchases too. The company should consider having special events for launching of the product. 
Place. The company can ensure that its video game is promoted through online platforms where there are numerous subscribers (Pantano, Priporas, & Migliano, 2019). Additionally, AHP Company should consider a physical distribution network to reach out to the other countries globally. This will improve its revenue collection, and its brand will become reputable.
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