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Executive summary
Change and evolution lay the foundation of every existing on this planet. This suggests that every entity present in this world must continually change and evolve so that they can keep up with the developing times. In the business world, for a company to succeed in its specific industry it has to endeavour to keep up with the relevant trends within its industry. This will not only equip the company to flourish in its set purpose but will also equip it to remain relevant in its designated industry. In addition to this, it is also extremely important to note that a company must constantly work on evolving so that it can compete with its competitors in its specific industry. This also elaborates the fact that for a company to cater to the needs and demands of its customer base, it must constantly change so that it can adhere to the changing trends within its market while also catering to the demands and needs of its customer base. Furthermore, by remaining relevant with the changing trends within its industry, the company elevates its chances of flourishing in its designated market. This is because the company positions itself to beat its competitors as it adheres to the recent trends within its industry. This helps the company elevate its brand reputation in its designated industry which enables it to eventually earn lucratively from its specific customer base. Another important aspect of growth for a company is its ability to communicate and engage with its customer base. This mainly sheds light upon the fact that in order to remain relevant among its customers, the company must ensure that it communicates with them efficiently. This will not only enable the company to connect with their designated customer base but will also equip them with the ability to create a long lasting relationship with their customers which also enables them to eventually earn their trust and loyalty. The following paper presents a detailed analysis of the current situation of Star Industrial Co., Ltd. In addition to this, the following paper also presents a detailed analysis of the segmentation, targeting and positioning strategy of the company along with the marketing mix implemented by the company. The following paper also discusses the future development that its marketing mix has the possibility of facing. Finally, the paper also presents certain recommendations that the company can implement so that it can flourish in its overall purpose.
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[bookmark: _Toc107789792]1. Introduction
[bookmark: _Hlk107411318]Star Industrial Co., Ltd. is a Hong Kong based company which was established in the year 1949. The company provides plastic household items under the brand name Red A(Star Industrial Co., Ltd. 2022). It is also imperative to note that the brand name is extremely popular in Hong Kong. In addition to this, the company also has local as well as international recognition. The company not only provides 600 products to its customer base but also ensures that its products range from a variety of different categories(Farmer, 2016). This suggests that the company provides housewares, catering and restaurant supply, heavy duty containers, kitchenware, medical containers, office products and component parts to its customer base. It is also essential to note that the professional staff of the company includes 250 members under whose expert supervision the company thrives both locally as well as internationally(Star Industrial Co., Ltd., 2022). The company is also famous for its high-end technology in regards to mould making. This suggests that the company uses high tech technology and computer systems that help them create unique mould designs which also contributes to them gaining an edge against their fellow competitors in their designated industry(Star Industrial Co., Ltd., 2022).
This report presents a detailed marketing plan for the company. The following paper will also present the future developments in the area of marketing in regards to technology. Finally, the company can improve brand image and attract new target customer. 








[bookmark: _Toc107789793]2. Situational Analysis

[bookmark: _Toc107789794]2.1 External Analysis
[bookmark: _Toc107789795]2.1.1 Porter’s Five Forces
This model essentially analyses the competitive forces that exist within the industry that the company is a part of. By using this model, the company will effectively be able to assess the various competitions that it faces in its designated industry.
Competitive rivalry
Star Industrial Co., Ltd. has been a leading company with a history of more than 70 years. The high-quality products manufactured have been deeply rooted in the hearts of the people, so there are no competitors. 
Threat of substitution
The threat of substitution is low because the company use the finest raw materials in order to create its products which makes it hard to replicate (Star Industrial Co., Ltd., 2022).
Bargaining power of suppliers
Since the company is one of the largest manufacturers in Hong Kong and also has a global recognition, the bargaining power of suppliers is extremely low. The company can hence choose from multiple suppliers.
Bargaining power of customers
The bargaining power of customers is extremely high. Since the company belongs to the plastic manufacturing industry, it has a vast number of competitors who are unable to provide the same customer base with cheaper products (Bruijl, 2018).
Threat of new entrants
The threat of new entrants is low when it comes to Star Industrial Co., Ltd. The company faces almost no threats from new entrants within the industry as the company has consistently created an identity for itself both locally as well as internationally.

[bookmark: _Toc107789796] 2.1.2 PEST Analysis
This analysis essentially sheds light upon the external environment of the company. This analysis enables the company to ensure that it caters to its external environment so that it can flourish in its overall purpose. It is also imperative to note that since the company has international recognition, it must ensure that it adheres to the demands of international markets so that it can conduct its business efficiently in its designated industry (Perera, 2017). 
Political Factors
In regards to political factors, the idea of environmental, social and corporate governance (ESG) is now widely recognized by ASEAN. Base on rising environmental awareness, as well as incentives to save energy and resources. In addition, the government has introduced measures to encourage the public to save energy and resources(Jacqueline, 2020).
Economic Factors
This means that since the company has international recognition, it must ensure that it earns lucratively from all its markets. The Russia-Ukraine war further pushes up global inflation. As for the risks that the global economy will face in 2022, it is nothing more than the rising risk of geopolitical and military conflicts impacting global economic activities, the soaring international raw material prices, and the tight labor market causing high inflation to last longer, and the pace of normalization of major central banks’ monetary policies being affected. Disruption and increased volatility in financial markets, health risks from mutant viruses, and climate change exacerbating the global food crisis are all things that deserve constant observation(Lau, 2022).
Social Factors
In regards to social factors, the company was established in Hong Kong in 1949 and has experienced three generations. The brand has been deeply rooted in people, and all products are made in Hong Kong. It reflects customers' quality requirements and guarantees, so there is no need to do too much advertising, and many people will know it. This also enables the company to cater to the demands of its customer base successfully which allows it to earn their trust and loyalty (Achinas, 2019). The direct action of the new plastic economy is to advocate reduction at source and target disposable plastic products such as tableware, straws, and plastic bags and five plastic materials as the first phase of elimination(Plastics Industry Development Center, 2021).

Figure 2.1: New Plastics Economy Global Commitment Statistics on the Elimination Rate of Various Plastics or Packaging Types
[image: ]
Source: The Global Commitment 2020 Progress Report

Technological Factors
The Internet has become one of the most important communication channels in the world, and growth in Internet usage is driving changes in the consumer buying process. Consumers are increasingly turning to social networks for decision-making(Kristian & Sanjukta, 2011, p. 348).



[bookmark: _Toc107789797]2.2 Internal Analysis

[bookmark: _Toc107789798]2.2.1 Value Chain Analysis

Firm Infrastructure
In regards to firm infrastructure, Star Industrial Co., Ltd. is essentially Hong Kong based. The company has advanced large-scale automation machinery and manipulators and other production equipment. Also, the company has a "clean room" that meets the FED-STD-209E: 1992 10,000-level dust particle control standard to meet higher packaging requirements(Star Industrial Co., Ltd., 2022). 
Human Resource Management
In regards to human resource management, the company website allows it to post job vacancies so that it can successfully recruit potential candidates. The company will not fire employees because they are old, so that they can work with peace of mind.
Technological Development
In regards to technological development, the company endeavours to implement high end technology in the making of its products which will not only enable it to remain relevant in light of the changing trends within its industry but will also allow it to gain an edge against its fellow competitors. 
Procurement
In regards to procurement, since the company is one of the leading companies in its designated industry, it has the option of choosing from a variety of suppliers(Elkafi, Najla & Mohamed, 2007, p. 3516). In regards to Star Industrial Co., Ltd. the company tends to choose its suppliers from Hong Kong. 




Inbound Logistics
In regards to inbound logistics, the company warehouses its products in Hong Kong as the company is based in Hong Kong. This also illuminates the idea that the company’s suppliers belong in Hong Kong which means that the company creates as well as stores its raw materials and products in Hong Kong (Gereffi and Fernandez-Stark, 2016). 
Operations
In regards to operations, the company has professional technical and management personnel and cooperates with advanced testing equipment to ensure that the finished products pass different functional tests such as temperature resistance, load resistance, and pressure resistance. 
Outbound Logistics
In terms of outbound logistics, the company packages and distributes its products from Hong Kong. The company conducts all its outbound activities from Hong Kong itself. 
Marketing and Sales
In regards to marketing and sales, the company chooses to put the goods in well-known chain supermarkets for sale and promote itself on the retail stores. Also the company has introducing high-quality professional products and cross-brand cooperation project(Star Industrial Co., Ltd., 2022). This allows the company to reach out to a wide range of customers and earn lucratively from them(RAIRO, 2020, p. 1631).






After sales services
In terms of after sales services, Star Industrial Co., Ltd. tends to provide customer service through its website. This helps it to remain engaged with its customer base and evidently allows the company to flourish in its set purpose(Emanuela, Gianmario & Mohanbir, 2005, p. 4). 


Figure 2.2: Value Chain Analysis
[image: ]
Source: Constructed by the Author







[bookmark: _Toc107789799]2.3 SWOT Analysis
This is a strategic management technique that enables a company to identify its strength, weakness and opportunity factors along with its threats. This helps the company to not only compete with its fellow competitors in its designated industry but also allows the company to evaluate its strengths and weaknesses that it can work on to (Sarsby, 2016).


Figure 2.3: SWOT Analysis
[image: ]
Source: Constructed by the Author
 
[bookmark: _Toc107789800]3. Segmentation, targeting and positioning
[bookmark: _Toc107789801]3.1 Segmentation
In regards to segmentation, the company chooses to mass market. This suggests that since the company is not only famous in Hong Kong but also has a global recognition. 
[bookmark: _Toc107789802]3.2 Targeting
In terms of targeting, since the company sells a vast range of products that include housewares, heavy duty containers, kitchenware, restaurant supply, medical containers etc, its customer base is targeted on the basis of their needs. This means that the company chooses to target its segmented customers not only through promoting a variety of the products but also by promoting the usefulness of the products through print media and digital media (Nijssen, 2017). 
[bookmark: _Toc107789803]3.3 Positioning
In terms of positioning, the company chooses to position its product by promoting its usefulness to its customer base (Camilleri, 2018, p. 70). This essentially elaborates the idea that since the company caters to anexpansive range of customers by providing them over 600 types of different products, it chooses to attract its customer base by informing them about the various potentials that the product has so as to inform them about the durability of the product.
Figure 3.1: Positioning
[image: ]
Source: Constructed by the Author

[bookmark: _Toc107789804]4. Marketing Mix Strategy
The marketing mix strategy consists of the four Ps of marketing. These include product, place, price and promotion. By implementing these tactical marketing tools, the company endeavours to target its market and customer base. By implementing this marketing strategy, the company heightens its chances of catering to the demands of its customer base by attracting them successfully to the brand and its products (Rayand, 2020).
[bookmark: _Toc107789805]4.1 Product
In regards to product, the company attracts its customers through the variety of its products. This refers to the fact that the company provides its customer base with over 600 products. By providing its customer base with a vast range of options to choose from, the company elevates its chances of attracting existing customers as well as new customers. This also lays reference upon the fact that by providing its customers with a vast range of options to choose from, the company successfully earns the trust and loyalty of its customers (Park, 2020). 
[bookmark: _Toc107789806]4.2 Place
In regards to place, the company not only sells its products in Hong Kong through its own stores but also endeavours to sell its products through different retailers all around the world. This means that the company enables its customers with the ability to purchase its products from different retailers all around the world (Pogorelova, 2016, p. 6745). This helps the company to not only serve its local customer base in Hong Kong but also equips them to serve other customers all around the world.







[bookmark: _Toc107789807]4.3 Price
In terms of price, the company caters to its customer base by providing them with value-based pricing. This means that the company chooses to price its products on the basis of their value. This enables the company to not only attract new customers but also allows it to earn the loyalty and trust of its existing customer base (Išoraitė, 2016, p. 30). This means that by providing its customers with quality products and pricing them in accordance to their value, the company maintains a transparent relationship with its customer base which further contributes to them successfully retaining their customers.
[bookmark: _Toc107789808]4.4 Promotion
In regards to promotion, the company chooses to promote itself through print media as well as digital media. This means that the company promotes its brand through newspapers, pamphlets, magazines and billboards. In addition to this, the company also promotes itself through digital media. This means that the company has its own website where customers can look through the variety of products that the company has to offer. This enables the company to be accessible to its customer base which further elevates its chances of making sale(Afrina, Sadia & Kaniz, 2015, p. 69). Therefore, it is evident that in order to promote itself to its specific segment of customers, the company chooses to use both print media as well as digital media so that it can cater to all customers in different sectors.








[bookmark: _Toc107789809]5. Future developments in the area of marketing
In terms of marketing, the company through its marketing mix, caters to the demands of its customer base in an efficient way. However, there is opportunity for development. This means that the company can choose to enhance its products by implementing sustainable materials within its products so that it can contribute to the betterment of its environment and also attract customers who choose to purchase products intentionally(Indian Consumers Embracing Sustainable Products, 2022). This means that in order to attract new customers, the company will have to adhere to the relevant trend within its industry which is to use sustainable and ethically sourced raw materials. By using sustainable and ethical materials within its products, the company will successfully attract new customers which will eventually elevate its overall sales in its designated market. In regards to places, the company can choose to serve its customer base by selling its products online(Guardian, 2022). This means that the company can choose to sell its products through its official website. This will not only help the company create a stronger brand identity for itself but will also equip it to reach an expansive range of customers. In addition to this, it is also imperative to note that since the company has an existing line of products, it must ensure that its new line of products do not hinder its original line of products. This illuminates the idea that the company must treat its original line of product as the cash cow since it takes minimal costs to maintain and manufacture them (Migaczand Petrick, 2018). This means that the new line of environmentally safe products will cater to a new range of customers who are driven towards sustainably made products. 
Also, the company will endeavour to reach out to its customer base by pricing the sustainable products in a premium manner. This will ensure that the new line of products have a separate customer base who can afford the products. This will help the company sell most of its usual product line in the mass market since it is priced on the basis of value. This will enable Star Industrial Co., Ltd. to cater to both its existing as well as its new range of customers. 
In regards to promotions, the company already promotes its products through print media and digital media. However, in order to remain relevant with the changing trends within its industry and also implement the latest technology within the market, the company can choose to promote itself through social media platforms. This means that the company can create social media accounts on several platforms such as Instagram, Twitter and Facebook. 

[bookmark: _Toc107789810]6. Conclusion and Recommendation
In conclusion, it can be said that by implementing these recommendations within its functioning, the company will not only be able to attract new customers who adhere to the latest trends within the market but will also be able to engage with its existing customer base. The above paper sheds light upon the situational analysis of Star Industrial Co., Ltd. In addition to this, the above paper also expresses the segmentation, targeting and positioning of the company. Moreover, the paper also presents the marketing mix strategy implemented by the company. The paper also discusses in great detail the future developments in the area of marketing and technology of the company. Finally, the paper also discusses certain recommendations that the company can adhere to so that it can elevate its positioning in its industry and compete with its competitors. 

In regards to recommendation, in accordance to its marketing plan, the company can also choose to take advantage of its opportunities. This means that in order to flourish in its overall purpose, the company can sustainably source its raw materials. This will not only enable Star Industrial Co., Ltd, to contribute to the development of its environment but will also enable it to contribute to the development of its community. This suggests that as per the marketing plans, since the company can choose to sell its products through its physical website, it can endeavour to use electrical vehicles to distribute its products to its wide range of customers(An, 2022). This will help the company to contribute to the overall development of its environment while also contributing to its CSR activities which will further help it to elevate its reputation in its specific industry. Also, some well-known illustrators can also be invited to paint on the product to add attractiveness and vitality to the product. The company can also set up a mascot to represent the company's image. The mascot can be similar to Captain America in Marvel(Marvel, 2022) to equip the shield which is present to Red A to instead of Star and show the products give a positive, hard, durable feel. 

Table 6.1: Gantt Chart of Monitoring
[image: ]
Source: Constructed by the Author
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