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Initial Overview 
PAWS is a company which deals with the mass production of toys and other supplies. However, it is diversifying towards the launch of a new line of pet food for both dogs and cats. For the success of any product launch, there are several aspects which need to be considered for the achieving of its marketability.
Market Factors
As a company, there is need to consider market factors which include both internal and external aspects through SWOT matrix assessment. As a matter of strengths, the product is made from all high quality and natural ingredients; the latter gives it a competitive advantage over the other existing pet foods in the market. The additional strength is that the product is for both cats and dogs, which spares consumer the hustle of buying separately for dogs as well as for cats. Finally, the product is made from natural ingredients. Therefore, it is of high quality as compared to the ones in the market. Regarding available opportunities, the new product targets owners of both dogs and cats who live in urban or metropolitan who value organic pet products. The other aspect that the product enjoys is the willingness of buyers who appreciate quality and natural pet products at an extra coin. 

	Strengths
· All natural and high quality ingredients
· Formulated for both cats and dogs
· Quality products
	Weaknesses 
· No brand recognition limited flexibility in pricing more expensive than other brands
· Only available in limited stores

	Opportunities
· New market which targets owners with both cats and dogs
· Willingness to pay for organic pet food
· Products add-ons
	Threats
· Cheaper pet food
· Loyalty to pet food brands
· economy









However, the pet’s food line is faced by some weakness which also needs considerations for the success of the launch. First, pet brand is not recognized in the market hence posing a challenge which will call for full and intense marketing for its acceptability. Secondly, the pet product brand is sold at 10% compared to the existing products in the market. The latter poses a challenge because price inflexibility has no place in a free market. Thirdly, for marketability, the product is being promoted through traditional media channels which have got very few participants compared to the contemporary social media. Finally, the brand can only be acquired from online or limited stores across US (U.S. Pet Ownership & Demographics Sourcebook, 2012). 
The new pet food line is faced by some aspects which pose threats to its existence. Availability of cheap pet foods in the market is a threat to the new product which is coming in place at a slightly 10% higher than then. There is also brand loyalties, given that most of the customers will opt for the brands which they are used to since time, it challenges the existence of the new product.
                 Target market analysis 
According to research statistics, majority companion pets are dogs and cats with over 30% of households owning pets. Demographically, both female and male families, middle-high income earners and high school graduates possess cats, dogs or both. Considering psychographic aspects, owners of pets consider them as companions, and therefore they are willing to spend for quality and health for their pets. Geographically, pet owners live in urban or metropolitan areas of the US. 
Needs and wants of the target market are hinged on social class, geographical location, marital status, and personal beliefs. Mid-high income earners will be willing to go for the product regardless of the cost to fulfill their status needs. Being an educated pet owner also serves the need to appreciate the natural ingredients that the new brand comes with.
Marketing Strategy
In a bid to push for the brand to have a market, well-thought marketing strategies have to be adopted. The company will opt to adopt two marketing strategies to promote its brand: 
1. Partnership with big brands to display samples and information about the brand. 
2. The second strategy is use of social media. 
The reason for the choice of the strategies are;
 (a) There is no need of a new physical location or venue, 
(b) There is very little economic backing required to put in place the two strategies.
 In regards to social media, there is no cost incurred to setup a social network account. Through the use of large and established companies and brands, placement of the new brand within those establishments will help it to easily and fast disburse information and product samples. The 4P’s will fundamental in informing the strategy to use because they will guide movement of the product to the target market at a low promotional cost and hence a higher return on investment (Chaston, 2011).
A marketing strategy that I would advise my company to avoid is failing to know what works and what doesn’t. There is need to monitor success with each respective channel of marketing. The latter can be achieved by creating a survey, asking questions of how one came to know of the product. By paying attention to data, it becomes easy to change a strategy to fit the business needs (Armstrong et al., 2015).
Sports marketing strategy is one of the strategies that I would not recommend my company to adopt. Although tens of millions flock in sports venues to watch, there is a huge cost when it comes to advertisements in this field, and as well it can be cost-prohibitive for the upcoming businesses. Return on investment is another factor, although there are greater returns on this field, other small factors like weather and venue changes may affect greatly. For example, “Super Bowl” in 2011 price for 30 sec advert cost was about $3 million (Rogers, 2013).  
4Ps for sports strategy in regards to the product is that it requires a variety of products to be marketed but in our case its only one brand. Secondly, cost implication is also high especially for pets’ consumables in sports venues advertisements or sports sponsoring. Finally, the strategy only addresses the seller’s market view while the buyer view is neglected. If the promotional aspect of the strategy is addressed, then it would be a useful one because of not all fun of sports.
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