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Executive Summary
After successfully launching the new products in the market, Orange Company continued to evaluate the effectiveness of the marketing plan initially developed before the commencement of operations. Some of the strategies we incorporated in our marketing plan required adjustments and departure from the original plans. However, some marketing strategies in the marketing plan became effective. This report addresses the action we took on the marketing plan, the departure plans from the initial marketing plan, justification of the departure and the outcome. 
Actions Implemented on Marketing Plan
Upon the commencement of the business, our marketing plan made use of a variety of promotion tools to create brand awareness among the potential customers. The promotion strategies included advertisements, customer loyalty rewards, rebates, public relation, direct marketing, and the use of online marketing. The promotion strategies were aimed at creating awareness of the existence of the company’s new products in the market. Further, some customers remained loyal to our products and the company offered some incentive to continue using our products and to become brand ambassadors. According to Winer and Dhar (2014), having more customers as products’ ambassadors has a significant influence on attracting more customers to a business. The client’s attestation on the quality of the company’s products as well as meeting the customer’s expectations has a positive impact on the sales. The company was able to obtain referrals and repeated sales from customers. 
Departure from the Marketing Plan
Although Orange Company experienced some positive market acceptance, we decided to change some strategies incorporated in the business plan. Before reaching a conclusion on departure from the strategies in the marketing plan, a team conducted thorough marketing research and decisions were made upon discussion with all stakeholders. The primary objective of departing from some of the initial strategies was to improve the company’s market share and to adopt a pricing strategy that better suits the differentiated market demographics. However, the company’s pricing strategy remained the same – penetration strategy. Penetration pricing strategy is an approach that fixes prices as the average market price offered in the market being the benchmark (Winer & Dhar, 2014). 
The company commenced a change of marketing strategies in the marketing plan in the fifth quarter of operation. In enhancing the business’s market share, some adjustments included developing new models such as Orange CI, and Orange 11. Further, changes were also made on the Orange and Orange T products to meet the customer’s expectations. The strategy becomes successful in the market, and the company was able to be the leader among the competitors with substitute products. In fact, the Customer Union appreciated the move and granted the designs the best acceptable rates. After some time, the company underwent a redesigning phase and creating more brand awareness to attract customers to the newly established offices located in Turkey, Sao Paulo, Paris, Abu Dhabi and Sydney. 
Orange Company underwent another redesigning phase after the seventh quarter. The change of strategy was attributed to the aggressive marketing strategy adopted by Apollo Company, a competitor. Apollo’s aggressive strategy entailed the establishment of many sales offices and acquiring the more labour force in the sales department. The approach affected Orange’s performance, and a decision to depart from the marketing plan came in handy. Orange opted to adopt an aggressive advertising campaign through APAC, LATAM, NORAM and MEA. Further, the advertisement spread to Europe with an objective of maximizing the market share. The advertisement campaign resulted in significant improvement in the company’s performance, and the company was able to regain the lead in the market. At the end of the ninth quarter, the company had 36 percent market share while Apollo Company and Itanium Company had 21percent and 15 percent of the market share respectively.  
Justification of the Departure
The objective of developing new products and redesigning the existing products was to meet the customers’ expectations in every segment. Differentiating a product has a significant influence on improving the sales (Kotler & Keller, 2016). Customers can identify the new features as a result of differentiating the products. Thus, a company can maximize sales by the provision of goods that meet the expectations of the customers. Consumer behavior varies from time to time (Winer & Dhar, 2014). Therefore, differentiating a product to meet the customers’ needs and preferences has a significant influence on the performance of the company. Further, differentiation gives an organization a competitive edge over the competitors through the provision of superior quality products and services in the market that address the customers’ expectations. 
The aggressive marketing campaign was aimed at reaching more customers from the market. An advertisement has a crucial role in increasing awareness and enhances sales volume of an organization. Through the advertisement campaign, the company was able to regain the lead in the market and increased the market share. 
Outcome
The changes made on the strategies incorporated in the marketing plan resulted in the positive performance of Orange Company. Continuous evaluation of the marketing strategies is crucial for business survival (Winer & Dhar, 2014). An organization can understand the areas that require remaining same, changed, or abandoned. The introduction of the new products, differentiation and advertisement contributed to the good performance of the company. The company acquired a significant market share and increased the profitability of the business. Further, the ad created more brand awareness and improved the customer base for the company’s products.
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