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Introduction
Nice Incorporated which is abbreviated as Nice Inc. is an international beverage manufacturer developed in 1992. The company sells a wide range of beverage products such as soft drinks designed to appeal to children and adults. It operates in over 120 countries and has a revenue stream of about $10 billion. Its innovative products and effective marketing tactics have seen the company grow to become a major player in the industry. Its main product is called Quench a carbonated soft drink that is made of organic products and no color additives thus providing a healthier alternative to other soft drinks in the market. The company manufactures its products from locally available raw materials thus lowering the cost of production.. This marketing plan identifies how the company positions itself and markets to the consumers.

Environmental analysis

The macro-environment is defined as the larger external contextual market that the business exists within. The macro-environment affect the operations of the organization and influences its sustainability and success. The ability of the organization to gain an understanding of the external environment helps to develop an effective marketing plan that addresses these factors. It helps to align the marketing plan with the issues and trends affecting the environment, therefore, promoting organizational success. 

Competitive macro-environment

Porter (2008) identified five factors for evaluating a competitive environment, and they include the power of suppliers, the power of buyers, existing rivals, new entrants, and substitutes. Nice Inc. faces stiff competition from existing companies such as Pepsi and Coca-Cola with large market shares. Consumers have a lot of power due to the availability of various choices. There is a limited threat of new entrants due to the high capital investment needed. Low supplier power due to the availability of various suppliers in the market. The high rate of substitutes as consumers can opt for other products such as alcoholic beverages, coffee, and tea.

Economic

The changes in economies enhance sale of Nice Inc., products. Developing economies increase buying power thus generating increased sales. Economic growth thus favors the sale of products (Mars, 2012). Negative growth of economies such a recessions limit sales thus lowering revenue and profits.

Political 
The political environment support or limits the sale of products. Political stability supports the sale of beverages as consumers have opportunities to support consume these products (Mars, 2012). Political stability enhances business and entertainment opportunities that call for the consumption of the products.
Legal 

The legal or regulatory environment has a direct impact on the operations of Nice Inc. Increased regulations in countries such as India that limit direct sales of products not manufactured in the country limit expansion into such markets. Health and safety regulations that limit market entry as products have to be inspected first. The limited regulatory environment supports easy and cost-effective market penetration thus enhancing sales and revenue growth (Mars, 2012). 

Technological

Technological development directly influences operations of Nice Inc. Technological developments in research and development have enhanced rate at which products are developed and reach the market (Mars, 2012). Technology has led to improving knowledge management systems informing strategic actions taken by the company.

Sociocultural

Sociocultural trends have had a positive impact on Nice Inc. The higher health consciousness movement has enhanced the sale of the products (Mars, 2012). The quality of products is another issue that consumers demand, and the ability to develop quality products has been key to the development of the company.

Target market

The target market refers to the set of individuals who share similar characteristics or needs that the business aims to serve. The understanding of the target market is essential to aligning the marketing communication strategies to their need. Additionally, the knowledge of the target market helps to identify effective marketing campaigns as well as the platform in which to best engage the target markets to promote the products (Davis, Lockwood, Pantelidis & Alcott, 2013).

4 Ps (Price, place, promotion, and product)

Nice Inc. main product is Quench a carbonated soft drink made without artificial additives and low sugars to provide a healthy refreshing drink. Price is based on markets as well as the competition as the company pursues a cost-leadership strategy. Quench is sold globally with the product being manufactured and marketed to the retailer within the region. The promotion strategy used is the Attract, Interest, Design, and Action (AIDA) approach (Anders, 2013).

5Cs (Customers, competitors, collaborators, climate, and company) 

The company is Nice Inc. selling healthy soft drinks. The customers include children and health conscious groups around the world with specific focus on millennials and the young (Hawkes & Harris, 2011). Collaborators include retailers such as Target, Walmart among many others. Direct competitors include Pepsi and Coca-Cola that have similar product offerings. In relations to the climate, Nice Inc. faces increased regulatory problems such as health laws that satisfy the need for product inspection before sale.
Segmentation, targeting positioning

The main segment is the health conscious groups such as children, millennials and the baby boomers. The main target is the Millennials group as they account for the majority of the population and spend billions of dollars on beverages each year. The company will develop marketing strategies that use social media as a platform to access a large number of millennials show to use these social networking sites.

Primary target market

The primary target market include

•    Millennials

•    Those aged between 16 to 30 years

Secondary markets

The secondary markets include 

•    Parents with young children

•    These are individuals between the age of 20 to 40 years

Goals

The development of long and short term goals in the marketing of Nice Inc. products is critical to measuring progress. The long-term goals are those that are to be achieved within the next five years while the short-term goals are those to be accomplished within the next one year. The marketing goals set are essential to ensuring that the organization is moving towards its overall strategic objective and the evaluations of these goals will be based on various metrics such as sales, consumer awareness, market share, and profits.

Short-term goals

The short term marketing goals for Nice Inc. include 

•    Increase the sale of Quench by 15% in the global market in the next six months.

The goal is to increase the sales of Quench which is the main beverage for the company in each market in the global environment which will account for a third of profits made by the company.

•    Increase customer awareness of the brand by 30% in the European regional market by the end of the year.

The European market is the main area of operation for the company generating half of the revenue earned by the company and an increase in brand awareness will result in increased sales and profit margins.

Long-term goals

The long-term marketing goals for the company include:

•    Increase the market share for beverages from 3% to 15% in the next five years.

The company is competing with other beverage companies such Coca-Cola and Pepsi. Therefore, its marketing goal is to increase market presence and market share which will consequently increase the profitability of the company.

•    Increase global sales by 70% in the next five years.

Investment in strategic marketing will see the company increase brand awareness in the global market and this will translates to an increase of 70% in the global sales thus enhancing revenue generating by two-thirds its current rate.

SWOT Analysis

A SWOT analysis is essential to the marketing plan as it helps to identify critical strengthening and opportunities that could be leveraged to create a strong and unique customer value proposition. The understanding of threats and weakness enables Nice Inc. to address these shortcomings and threats when developing a marketing plan that enhances competitive advantage. The SWOT analysis provides an understanding of key issues to be addressed when developing a competitive marketing plan aimed at positioning the company in the market.

Strengths

· Customer loyalty- Company has created a loyal customer group who continue to purchase its products

· Effective distribution network- this has enabled the Nice Inc. to effectively get the product into the hands of the consumers (Davis et al., 2013).

· Successful health brand-the company has created product not offered by many rivals and preferences for healthy products has enhanced its growth

· Effective corporate social responsibility- this has enhanced the image of the company to the public

Weakness

· Low product diversification-has few products that do not effectively satisfy the changing needs of the market (Davis et al., 2013)

· Poor leadership-has limited its growth and development of successful competitive strategies

· Inefficiency of marketing strategies-have limited its market presence and share

· Poor market penetration strategies-have limited its ability to sell to new market effectively

Opportunities

· Product diversification-will increase product portfolio (Davis et al., 2013).

· Extension to rural markets- help in tapping into new and larger markets

· Cost cutting-this will help to tap into low-income market

· Merger and acquisitions- will enhance its growth and positioning

Threats

· Increased direct competition-from companies with similar offerings such as Pepsi and Coca-Cola

· Foreign currency fluctuations-limit profitability of the company

· Increased indirect competition- from companies offering alternative products such as Starbucks

SWOT conclusion

The SWOT analysis identified that the organization has poor marketing strategies and can leverage that with its customer loyalty and recognition of quality and healthy products. The company can invest in marketing to low-income groups and the use of social media to reach its target audience. Product diversification will enhance its positioning in the market and enable it to extend its growth.

Conclusion

Nice Inc. sells carbonated soft drinks made with natural additives to provide a healthier product to the customers. The environmental analysis identifies the increased challenges it faces such as political and regulatory problems. The target market for the products are millennials who spend more on beverages and helps to leverage on the need for healthy drinks. The goals of the marketing plan are to enhance sales of products and increase market share. The SWOT analysis identifies the shortcoming of the company and the need to take opportunities such as diversification of products. The use of social media platforms to effectively market the products to the target market will be essential to the achievement of set marketing goals.
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