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Marketing Mix
[bookmark: _GoBack]	Marketing has become a compulsory element in businesses because of the many players in the industry. A reliable marketing mix gives details on the product, place, price, and promotion (4Ps) (Festa et al., 2016). Commodity refers to the company's actual good, while the place is the region to purchase the products. The price is the rates at which the goods are sold while the promotion is the channel or tool used to inform, persuade, or remind the buyers of the product. Like other organizations, the Adaptive Sports Global (ASG) Corporation has a marketing mix. The company’s product assessed in this assignment is a helmet, described in product line 3 in the database. Therefore, the product in the company’s marketing mix is helmets, for both males and females. They adapt to the wearers’ temperatures, provided in various colors and meant for youths aged ten and above. Concerning place, the helmets are intended for United States populations. Besides, the prices are not well described by buyers spending over $50 to get free shipments. The promotion strategy of the marketing mix is not explained.
Evaluation of the Marketing Mix
	ASG's marketing mix elements are reliable, but some improvements are needed. The product factor is well detailed as the actual good is stated, the population targeted, and the features analyzed. Concerning the place factor, the company should not rely on the United States alone. Instead, different regions should be selected to ensure risks spreading, indicating higher chances of survival in the market. The production processes would be done in the nation, but the neighboring markets should also access the goods. Regarding the price factor, the company should offer more information, such as the cost of one helmet. Providing detailed price information makes it easy for buyers to make decisions. ASG should also develop a promotional strategy, so to convince the buyers to prefer the helmets. The measure ensures loyalty, good relations, and increase brand visibility. Since this is a startup company, cooperation with other companies is necessary to develop and implement promotional strategies. Therefore the company needs to amend the place, price, and promotion elements in the marketing mix.  
Brand Product Competing with ASG’s Product
	The leading competitor for the company is Arai Helmet Limited, which also has a marketing mix aspect. As the name suggests, the organization offers helmets of different sizes to suit the populations served. Here, the product is specific as it is intended for motorcycle users.  Concerning the place, the organization is headquartered in Saitama, Japan, but targets global buyers (Ono et al., 2019). It means the place targeted by the goods is more significant than that of ASG. The prices are described right, making the buyers make informed decisions. For example, they determine when offer benefits are there without the company announcing because the rates are transparent. Besides, the company employs online and offline promotional techniques. Since the youths are the majorly targeted populations, the company has expanded its internet marketing tools.  
Changes Recommendation
	Based on the competitor’s marketing mix, ASG needs to employ several changes to remain relevant. The company needs to come up with better pricing to make the buyers understand the rates and seasons. There should also be a reliable promotional plan to help in reaching the target populations. Therefore, ASG has to ensure improvements in these areas to compete effectively with Aria Helmet Limited. 
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