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Marketing Plan
[bookmark: _GoBack]The United States holds the largest market for the beverage industry, and therefore the Supreme Energy drink company has decided to start its venture in the States.  Soft drink consumption has reduced noticeably in the United States in previous years and it has accredited to the emergence and increased use of healthy beverages. People have become more concerned about what they take, making them to be selective and chooses the drinks they purchase with a lot of concern. As a result, healthy beverages such as fruit juices and bottled water have experienced increased growth and hence resulting in an expanded market in non-sugary drinks that are healthier and economical. This paper will focus on the marketing environment of the Supreme Energy Drink Company, environmental factors, competitive analysis, target market and positioning strategy. 
Marketing Environment and Macro-environmental Factors
The marketing setting has three categories that are macro-environment, microenvironment and internal environment.  Each of the mentioned environments has factors that affect the operation of the business. The internal environment, for instance, comprises all factors inside the business and has impacts on the general functioning of the business. Such factors include budget, labor, company policy, and capital asset. The company can control the elements, and they affect both customer relationships and marketing decisions. Micro-environmental are factors are related to the functioning of the organization and impact its operations. Such influences include competitors, consumers, sellers, employees, and government (Mbithi et al., 2017). These factors can be controlled to some level. On the other hand, the macro-environment are external factors that are in the business settings and affect the operations of the business, for instance, political, technological, social, legal, and economic factors.
Environmental Factors and How to adjust
Apart from micro and macro factors, there exists some which require awareness during marketing. Marketers should consider their customers during marketing because the business aims to satisfy customers' needs. The Supreme Energy Drink market strategy should, therefore, be customer-oriented. Employees of the Supreme Energy Drink Company should undergo training and development to be able to provide quality service to the customers, and this plays a vital role in marketing (Long et al., 2018). Hence, a marketer should be aware of the competitors’ companies to be able to design the best marketing strategy for the Supreme Energy Drink Company.
The other environmental factor is the technological factors that play an essential role currently. A company that does not employ current technologies will have less production and increased production costs hence the high price of products. Supreme Energy Drink Company will use specialized technology that will help them develop a unique product with less caffeine and no sugar, an aspect to be projected to attract the market to the company’s brand 
	The political environment in the United States is advantageous to the Supreme Energy drink company (Long et al., 2018). The government requires investors with the potential to create employment opportunities for youths. Thus, the federal government, together with the state government, has developed measures that will encourage investment. Supreme Company will, therefore, take market regulations and tax minimization to their benefits in their operation.
Competitive Analysis
The energy drink industry in the world has increased gradually to about $49.9 billion in sales in the year 2014 (Heng et al., 2018). The purchases signify a 5% increase over the 2013 sales. The energy drink industry comprises soft drinks such as vegetable juices, ready to drink coffee, carbonated drinks, and much more. Energy drinks have been purchased more than soda in America. The growth in sales has resulted in more brands producing energy drinks in America. Currently, over two hundred companies are involved in producing energy drinks in America all compete and have a share in the market. However, significant companies such as Coca-cola, Pepsi, and Red Bull hold a more substantial percentage of the market. These companies hold around 49% of the market share after investing heavily in product development and marketing. 
Red bull marketing tactic and positioning strategy
Red bull is among the significant competitors having a 35.3% share (Asiedu, 2016). They use content marketing to market their products. This approach focuses on providing education to prospective customers about the product to inform those who are willing to buy. In addition, content marketing helps to enlighten the customers about the product; it grows product perception and trustworthy among the customers.
The positioning strategy of the red bull is based on product modification and image. The image of the company is promoted through funding activities such as sports that require high energy where media are also invited to cover the occasion. Also, the company has been able to provide information about the product, its price and its benefits. On the other hand, Red bull makes it easy for customers to access the energy drink through the construction of depots in their target markets (Asiedu, 2016). Their products can also be found in sports centers, bars and restaurants thus giving them a competitive advantage. Last but not least, Red bull also trains university students to be brand managers by giving them red bull drinks to supply to parties for free, thereby increasing the market share. 

Monster energy marketing tactic and positioning strategy
Monster Beverage Corporation has invested a lot in marketing their product and developing their brand. They have used a green logo with an image of a monster to create awareness of their product. Besides, they have used sports to improve their marketing, and through that, they are linked with sports personalities (Rambe & Jafeta, 2017). They give back to the community by sponsoring sports events like car racing, skateboarding, and motocross. The sports events sponsorship allows them to attract more people who are involved in sports. In addition, interacting with consumers and giving them promotional offers, such as getting T-shirts with monster logo and entertaining consumers by permeating monster girls.
Monster beverage is among the best competitors in the United States market, and it holds a market share of 25.4% thus becoming the second in the market (Rambe & Jafeta, 2017). Monster deals with thirty-four different variations of energy drinks. The standard variety in the market is usually packaged in cans that are black in color with a green symbol that has monster claws. The Company funds sports just the same as Rockstar and Red Bull companies. Coca-Cola is the supplier of the brand improving its position because people well know Coca Cola Company.
Rockstar marketing strategy and positioning strategy
Rockstar contributes to 14.0 % of the United States market of energy drinks (Chen et al., 2018). Rockstar employs social media platforms in advertising such as WhatsApp, Facebook, and direct mail to sell its products. Rockstar uses a nontraditional form of marketing such as printing t-shirts, to increase brand awareness. Also, Rockstar uses the slogan “party like a rockstar” to sell to the market.  
Rockstar provides customers with a variety of flavors; hence customers can choose the type of flavor they are interested in (Chen et al., 2018). The different characters also have different colors. Rockstar has about twenty product lines making it distinct from competitors. Again, Rockstar supports sport and music activities.  
Target Market
The market segment targeted by Supreme Energy Drink Company is people who hold ceremonies and the Youth segment. According to U.S Census Bureau (2017), the youths hold a considerable population in the United States and thus a bigger market. These groups range from fifteen years to thirty-five years and live a lifestyle that favors the need for increasing energy in their bodies. The group is mostly found in universities, high schools and parties. The target group is easy to spread communication about the drink and thus reducing the cost of the advertisement. Besides, the youth segment holds large populations who are on social media, watch televisions and are using smartphones hence easy to advertise to them. International markets, discourage importation of inputs, or price control. However, the threats may also come from competitors who have an extensive resource at their disposal, such as financial or even trained workforce hence, need to execute their plans efficiently.
Positioning Strategy
Supreme Energy Drink Company will have two specialists; one of the specialists will manage the production and operation system to ensure top quality and healthy productions of energy drinks. The other specialist will be in charge of money, marketing and management.  Supreme company will position itself as a company that produces the best of all quality energy drinks, just as the name suggests. The Energy drink will be consumed by any person regardless of the health condition because it does not have any side effects.

Pricing Strategy for the Product
 The price of a product is very crucial for any company. Supreme Energy Company should decide the amount that they will sell their products at the same time meeting the costs used. However, the price should not be very high because customers will not be willing to purchase the product. There exist several research methods used to decide on the best price for a product. In this case, the conjoint analysis research method will be used to determine the amount of Supreme energy Drink. Conjoint analysis works by finding what consumers are willing to spend on purchasing the energy drink thus researchers are able to link the price with the gains that the consumer gets from the product (Meyer & Rosenzweig, 2016). By knowing how consumers make purchasing decisions, the economic effect of price variations can be evaluated. The reason for using conjoint analysis is because it offers price sensitivity and permits marketers to develop a market model to decide the price variations that will have an impact.
In summation, having discussed marketing environment of the Supreme Energy Drink Company, environmental factors, competitive analysis, target market, and positioning strategy, it is clear that the energy drink industry is significantly increasing in the United States. A venture into the sector will possibly yield returns. The Supreme industry is planning to start a beverage industry by having the best market plan to be able to cope with the stiff competition. On the other hand, the company has performed research focusing on its competitors' market tactics and positioning strategies to be able to plan on their marketing well. Also, Supreme energy has investigated on their competitor’s product as well as its price. It is also clear that Supreme energy drink has three main competitors namely Red Bull, Monster and Rockstar. Finally, the company using conjoint analysis to determine the amount that they should set for their products puts the company in a good position in penetrating the market. As a result, it is evident that there are high chances of the company catching up with the competitors in the beverage industry at the same time meeting the needs of the consumers.
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