Marketing Strategy:
	The laid down objectives for the target demographic models which include the Travelers, Workhorse, Costcutter and Innovator are under implementation. So far, positive outcomes have been witnessed in the existing four markets. However, the incorporation of new data is yielding several changes. For instances, the Orange T which ranked at the third position in quarter 4, emerged the first in the fifth quarter. On the contrary, despite several endeavors, the orange D1did not receive any recommendations from the Customer Union in the last two quarters. Therefore, plans to change and enhance it are underway.
	Similarly, the Workhorse and the Travelers models did not receive recommendation from the Customer Union in quarter 4. As a result, both models received several modifications in quarter 5. Moreover, the orange I1 and orange C1 were new models which were introduced in the fifth quarter. On the other hand, while increased sales were recorded for orange T in quarter 5, the DAKS business and Apollo IL 2.0 models outshined it. Further investigations revealed that the Apollo firm had implemented an insistent blueprint to flood the London and Los Angeles marketplace. In retaliation, we intend to enlarge the sales force and spread out to the Los Angeles, Toronto, Paris, Tokyo and London. Eventually, we intend to establish more international offices. Accordingly, soon we will be opening up new offices at Sydney and Abu Dhabi. These moves are intended to invade these new markets before our competitors. In the same line, we intend to establish three new offices every quarter.
	Another strategy that is included in our blueprint is a low pricing strategy that will not enable our competitors to offer lower prices. Subsequently, we will steadily increase the price during the course of the rebate. However, Hossain (2009) warns that; for new products like ours, applying the skimming strategy is delicate and it should be done after through consideration. Accordingly he advises that a sustainable penetration strategy should entail building the customer loyalty through penetration prices. As a result, other firms would find it difficult to compete in the long run. This would be facilitated if both products obtained a score of 100. Notably, the T model has been able to obtain this score in America and Asian. However, the model scored 99 in Europe. On the other hand, the Workhorse model has scored 100 in America, Asia and Europe.
	The other strategy that we have incorporated in our blueprint is advertisement. Currently, we have put in place four adverts in the respective four markets. These adverts have received diverse reviews with the rating going slightly above seventy. Nonetheless, we witnessed positive results in the new European markets. For instance, the Orange 1W emerged number one target markets of Costcutter and Workhorse models. The advertisements are aimed to facilitate optimal exposure for our products. This will be achieved by streamlining the adverts in particular magazines and journals. Moreover, the adverts targeted towards the American market will be enhanced through a refurbish.
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