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Question 1
The A1 Steak Sauce business is a cash cow for Kraft Foods firm. This is a classification that successful services or products belong. A1 Steak Sauce generates significant revenue. The revenue can be utilized by the business to invest in markets that promise higher growth rates (Saloner, Shepard & Podolny, 2008). The product is also a market leader and performs relatively competitive than other substitutes in the market. 
A cash cow product is a product that has generated enough investment to cover the costs incurred by the product (Saloner, Shepard & Podolny, 2008). Another consideration of classifying A1 Steak Sauce as a cash cow is a relatively low expenditure on marketing. A1 Steak Sauce is an already established and a known brand. Thus, the firm incurs less cost on marketing the product, and therefore it requires minimal investment. A cash cow product is also characterized by a long life cycle. A1 Steak Sauce has a long history as it was developed in the 1830s. A cash cow product is a product that has reached maturity in its lifecycle. 
Question 2
Before a launch of a new product takes place, a lot of factors are considered. Factors such as the existing competition, consumer behavior trend, existing prices, and technological innovation among others are considered (Kim, Min & Chaiy, 2014). A firm conducts a thorough research before launching a product to assess the market acceptability and suitability of the product against the existing products. 
Lawry’s launch is influenced by some factors including competition, existing prices in the market, products’ portfolio expansion, increasing brand awareness, and business profitability. 
Competition
Competition is a crucial factor that ought to be considered before launching a product. A saturated market has stiff competition, and the performance of the product would be adversely affected (Kim, Min & Chaiy, 2014. However, a market with minimal competition has promising returns on investment. The sauce market has less competition, and thus it is attractive for launching new product. 
Existing Prices 
Pricing is another key consideration before deciding to launch a new product. The marketing mix of pricing generates the revenue for a firm (Kim, Min & Chaiy, 2014). Lawry’s launch is focused on the existing market prices. The competitors offer higher prices hence the need to take advantage of penetrative pricing. The strategy does not only increase the firm’s market share but also increases the sales due to high demand due to the lower price. Consumers tend to shift consumption to lowly priced substitutes in the market.  
Profitability 
Lack of stiff competition and high prices of sauce market is an incentive to making an entry in the market. Lawry’s launch of the product is motivated by the perceived profit in the business (Kim, Min & Chaiy, 2014). The market is less competitive, and the competitors offer higher prices. Thus, Lawry’s is motivated to venture into the business to take advantage of these factors and enjoy the profits. 


Meeting Customer’s Expectation
A new entrant is driven by the motive to bridge a gap that might exist when meeting the customers’ expectations (Kim, Min & Chaiy, 2014). Lawry’s might be focused on meeting some expectation among the consumers that A 1 Steak Sauce business does not address. 
Question 3
It is crucial for an organization to implement strategies for ensuring survival in the market. One of the primary objectives an organization is to generate profit and have a significant market share in the market. Failure to respond to the changes in the market hurts the performance of the organization (Saloner, Shepard & Podolny, 2008). Competitiveness of an organization is vested on the ability to respond and implement competitive strategies. A1 Steak Sauce should consider defending itself against Lawry’s launch. A new entrant in a market poses a threat to the firm. A new entrant has chances of reducing a firm’s market share as well as the profitability of the business. Unilever has global recognition and has a record of penetrating market through offer of low prices in the market. Therefore, there is considerable chance of consumers shifting their demand to the competitor due to reduced prices. A1 Steak Sauce can use various strategies to defend itself including product differentiation, implementing cost-leadership strategies, and streamlining focus. 
Differentiation
Differentiation is a proven survival technique of business (Saloner, Shepard & Podolny, 2008). A1 Steak Sauce dominance in the US is a good benchmark to start with. Thus, the A1 Steak Sauce should be differentiated to meet specific needs of a market niche. Uniqueness is a key consideration in this strategy. The company should focus on identifying the needs in the different market segment to meet their expectations and needs uniquely. Differentiation can take various aspects including brand image, distribution networks, and customer loyalty among others. The company can differentiate the distribution networks to make A1 Steak Sauce easily accessible to the consumers. Efficient distribution network does not only cut the cost of operations but deliver the products within reach of a broader customer base. Therefore, before Lawry’s launch, the A1 Steak Sauce will have a competitive share of the market. 
Overall Cost Leadership
Cost leadership in an essential aspect in the profitability of a business .it is the objective of a firm to provide products at considerable prices, at low cost and to earn some profit. Cost leadership strategy reduces the overall cost of operation and can be a basis for the price reduction of the products in the market ("5.3 Cost Leadership | Mastering Strategic Management", 2017). Kraft Foods firm can consider developing functional policies with an objective of the optimal use of plant scale. The firm can also formulate functional policies aimed at reducing the labor and overhead costs. The strategy focuses on reducing the production cost to facilitate reduction of the product price in the market. The defensive strategy counters the Lawry’s launch that focuses on price reduction. 
Question 4
Implementation or lack of implementation of defensive strategies has some implications to the firm. This section describes the competitive and financial implications of either defending or not defending the new launch by Unilever. 

Defending the Lawry’s Launch 
Competitive and Financial Implication 
A 1 Steak Sauce business defense have some competitive advantages to the firm including maintaining the market share, enhanced customer loyalty, increased revenue among others. The A 1 Steak Sauce defense will enable the business to maintain the market share it previously held. Although the market share can reduce compared to the earlier held position, the firm will maintain a considerable market share in the sauce market. Differentiation has a competitive advantage in meeting the customer’s expectations as well as enhancing customers’ loyalty (Heriyati, Heruwasto & Wahyuni, 2013). 
Defending A 1 Steak Sauce would have some financial implication since the strategies execution such as differentiation and implementation of effective distribution networks such as new stores require some resources. In the short term, the approach has negative implication to the business but in the long run, the company benefits from the increased revenue would impact on the performance of the firm positively (Heriyati, Heruwasto & Wahyuni, 2013). 
Not Defending the Lawry’s Launch
Competitive and Financial Implication
Lack of defensive strategy would reduce the competitiveness of the firm through a reduced market share, the profitability of the business and might lead to the closure of business line (Heriyati, Heruwasto & Wahyuni, 2013). Unilever does not only focus on pricing penetration strategy but has positive global recognition. Thus, consumers have higher chances of shifting their demand to the company and thereby reducing the market share of A 1 Steak Sauce business. 
An emergence of a new entrant is a threat to the financial performance of a firm. This is because of reduced sales revenue as consumers shift demand to the new substitutes. The reduction of sales volume has negative consequences on the performance of the firm financially. The firm has higher chances of facing financial distress in meeting their obligations such as paying the suppliers on time and settling liabilities among other commitments. The stock prices of the Kraft foods would be affected, and investors might shy away on investing in the company. Consequently, the financial performance of the firm will be affected negatively.
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