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Description of the Target Market

Melicate company will be selling its products in Dallas, Texas. Below is the demographic statistics of the company’s potential consumers. Firstly, most of the consumers will be whites (including Hispanics). That is supported by the fact that the white race occupies 61 percent of the region’s population according to the 2017 survey.  Also, whites have the least poverty rate in the area: only 9.73%. Secondly, most of the consumers will be females. That is because the Dallas’ population is predominated by the females who occupy about 50.7% of the population (City-data.com, 2018). 

Thirdly, most of Melicate’s consumers will be of age between 30 and 35 years old. That is because the area’s median age is 32.7 years old. Fourthly, a majority of the consumers will be high school graduate. I say so because the area is predominated by high school graduates, occupying 21.47 percent of the region. Finally, most of the consumers will be men and women who are out of the family. That is supported by the fact that Dallas is predominated by nonfamily members who occupy 42.4 percent of the region’s households (Worldpopulationreview.com, 2018).

Assessment of the Market Competition

Assessment of the market competition in the soft drink industry in Dallas will involve critically examining the following factors. One, knowing Melicate’s online competitors. Melicate is facing stiff competition from multiple companies that also use online platforms for advertisement. They include Red Bull, Pepsi, Coca-Cola and Club Soda. All these companies have established online marketing channels. While that is the case, Melicate also plans to capitalize on the social media platform, a strategy which will enable it to secure and maintain its market segment despite the stiff competition.

The second factor to consider while assessing the market completion is knowing the competitors’ engagement. Most of the competitors in the market use artificial flavors in their soft drinks. But that is unfortunate to them because due to rising health concerns, the consumers have begun to shift away from products with artificial flavors to those with natural ones (Kraak et al., 2011). This is a plus for Melicate as it flavors its beverages using artificial ingredients; thus it will be preferred by consumers who put their top priority on health. 

The third important factor in the market analysis is knowing what works out for the competitors. Most of the players in the beverage industry in the market use indirect distribution channel, which involves wholesalers and retailers. This strategy has enabled them to reach most of the potential customers. Although Melicate does not use this distribution approach, its approach is effective as well. The company uses direct distribution channel that enables it to communicate directly with customers and address their concerns. That will Melicate unique and competitive in the market.

Melicate’s Message

Melicate’s message of success revolves around the five F’s. They include focus, follow-through, flexibility, feedback, and fulfillment (Stone, 2012). Under focus, the marketing team will be focused on ensuring that the company remains competitive in the industry. The focus will enable the company to adopt all necessary measures required to enhance its relevance and continued existence in the market. As for follow-through, Melicate’s marketing team will always follow up and push things to ensure that they bring the expected outcomes. For example, the marketing team will follow up to ensure that Melicate’s direct distribution strategy bears the fruits. 

Under flexibility, Melicate’s marketing team will always be ready to adjust and make the necessary changes to the existing strategies to achieve desirable outcomes. For example, if customers’ complain about the product, the company will respond by addressing the concerns promptly. As for feedback, Melicate will always seek to find answers about all the measures and strategies it implements. If they fail to meet the outcome, Melicate will respond on the feedback by improving on its weaknesses. Finally, under fulfillment, Melicate will always strive to accomplish its promises. For instance, it will ensure that it implements all the improvements and changes it promises its customers.

Marketing Vehicles

Melicate plans to use various vehicles to reach the potential customers. The first vehicle is the use of the social media. Melicate will open accounts on various social media platforms including Instagram, Facebook, and Snapchat. It will then be posting amazing images, videos and useful information about their soft drinks. This will increase awareness about the brand and consequently increase the sales. This strategy worked out for Red Bull (Stone, 2012).

The second vehicle is the use of social events and entertainments to give back to the society. Melicate will arrange multiple social events in Dallas. For example, it will finance a basketball tournament and brand all the fields with Melicate icons. This will increase awareness as well as attract more potential customers to support Melicate by buying its products. Also, the spectators will be required to buy three bottles of Melicate beverages before they are allowed to watch the basketball matches in the tournament. This strategy worked out for Coca-cola (Lee et al., 2011).

The third marketing vehicle will be coming up with promotions and advertise them to the public. Melicate will set aside prizes for lucky winners who will purchase Melicate drinks with winning numbers written in the lower part of the bottle tops. This will encourage many people to purchase Melicate with the hope of winning prizes. This approach worked out for Pepsi (Stone, 2012).
References
City-data.com. (2018). Dallas, Texas (TX) profile: population, maps, real estate, averages, homes, statistics, relocation, travel, jobs, hospitals, schools, crime, moving, houses, news, sex offenders. Retrieved from http://www.city-data.com/city/Dallas-Texas.html
Kraak, V. I., Story, M., Wartella, E. A., & Ginter, J. (2011). Industry progress to market a healthful diet to American children and adolescents. American journal of preventive medicine, 41(3), 322-333.

Lee, N. R., & Kotler, P. (2011). Social marketing: Influencing behaviors for good. Sage.

Stone, H. (2012). Sensory evaluation practices. Academic press.

Worldpopulationreview.com. (2018). Dallas. Retrieved from http://worldpopulationreview.com/us-cities/dallas-population/
