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Literature review
Marketing plan 
Stansoft Software Corporation is a small technological business owned formed by two qualified programmers and deals in selling customized calendar programs and also application development to about two hundred businesses that use the software for advertisement and divestment of the companies' activities. The corporation is essential in offering employment where it employs at least two hundred employees per year. The firm has periods of offseason and peak season whose challenges have been how to maximize their profits and to use their resources maximally during the offseason.   Evaluation of the company’s SWOT serves as the foundation of the strategic analysis and promotion plan of the business. The program focuses on the growth strategy of the company illustrating its potentials and how its continued skills can be used to develop other new products and also increase the company to customer's relationship. Since stay soft Software company deals in the marketing of goods used chiefly for advertisement by its customers, it can be measured a business to a business marketer.  
Location 
The business is located at a populous city; Vintner surrounded by major industries and organizations that are in the quest for the product occasionally creating a wider market for the company.


SWOT Analysis
Strengths
1. the company's products are highly differentiated using a coordinated strategy whose results is due to the presence of a strong orientation in the marketing, integration of high-quality products and efficiency in the customization of these products and the offered services.
2. There is a presence of a little turnover amongst the employees who are well salaried and liked by the consumers. The number of staff is at optimum enhancing monitored supervision to the employees and also efficiency in communication between the employees and the customers.
3. The existing long-term relationship with the most famous dealer has consequently led to sharing of knowledge of both the product and their requirements. This integrated relationship has also led to the adherence to average quality and focusing on a common mission and also a universal vision all through development and process of production.
4. The consumers have constantly been satisfied by the products where they have placed orders and reorders repeatedly as well good communication which has also generated a long lasting relationship over the years. (Flamm, 2015)
Weaknesses
1. The hierarchy of the management is extremely centralized and lack of staff to backup the management which at some point may hinder creativity resulting in the slow growth of the company. Staffs that hold too many skills and knowledge of the production of the products are outnumbered. 
2. A possibility plan should be well thought-out where unforeseen events like single sourcing by the supplier could occur making it vulnerable to natural calamities or the dissolution of the current contractor.
3. Due to the offseason of the demand of the product may create a blockage of cash flows, production and may also place the personnel at a status of stress where the facilities of the company are being strained for utilization (Kotenko, Serdiuk, & Saltykova, 2015 p30).
4. Another major weakness of the corporation and its product is that there is the lack of diversification between the client and the product line. This is a weakness where trust on the current reorder rate could emerge smugness, encourage competition or some point fashion a false perception of satisfaction by the consumers.
5. The small size of the employees may also impede the growth of the company and development of new business where the staff furthers comradeship.
6. There is little space for the development and addition of new equipment and employees since the firm's present facilities are packed out.
7. Being reactive of the company is another weakness where the corporation ought to be assertive in the marketing endeavors and strategies due to its broad reliance on the affirmative acceptance of communication by word of mouth in the receiving of a new business consumer ( Fernandes & Vidyasagar, 2015).
Opportunities 
1. The expenditures for advertisement used in the United States go beyond one hundred and thirty-two billion dollars per year where more than twenty-five billion dollars is spent on the advertisements of direct emails and another quarter of twenty billion dollars is used particularly for the ads. These expeditions are great opportunities for the company in processing more customized program based calendars increasing the sales and also the profits leading to the growth of company and promotion of its employees (Adam,  Denize & Kotler, 2015)
2. A need of the product is evident where the technological advances have eased time and also improved efficiency for the people lives but at the same time causing stress too in their fast rates of operations. Personal information consultant managers have gained a lot of popularity among the employees, and also the monotonous use of personal computers has also become familiar.
3. The need to ease communication and promotion of products between the consumers and the producers has emerged where the companies have made it easier by making applications to be used by their customers. This mainly promotes a growth of the company and also continues to sharpen the employee's skills in making of new products to be used by their clients.
4. Establishment of new foreign market base and relationship where both customized program based calendars and the mobile applications are easier to distribute globally and easier to use. (Fified, 2012)


Threats  
1. Competition has become a significant threat to the program based calendars where the traditional calendars have also been widespread in the market indicating a stiff competition where both products are claiming for the same market.
2. Trespassing in the secret codes and also the source codes for the software and the application has led to piracy which has become tough in controlling the theft.
3. There is a possibility of entry of an active competitor where the knowledge used to develop and process the software and the application is minimal where a product like a calendar is a generic one. This would mean the decrease in the sale and where there is introduction of fashioned product meaning loss of market altogether which would threaten to a closure of the corporation (Glanz, Bader & Iyer, 2012)
4. Whereas single sourcing is common in the corporation, it can also be critical and disadvantageous to the company when the business buyer relationship is broken or where the company has difficulties in accessing funds blocking the processing of the products.
5. Some of the practices that are currently in the system of marketing may further modify the traditional straits relations with company's dealers, second-hand men, and the distributors of the product or at some serious point; this channel relationship may eliminate each of them altogether. This may become a downfall to the company where there will be no trust in the company thus reducing the number of its sales and also leading to the loss of its consumers.
6. For the customers who acquire the calendars most of the orders placed are determined by the invention of new ideas and the renewal of the integrated parts of these company's' marketing strategies. Many of these changes are minimal and are only based on creativity which at profound knowledge may not be available to the company's making the quest for their orders minimal. This quiet quest for orders leads to the decrease in profit for the company as the sale may reduce thus low utilization of the available resources at that time ( Baltes, 2015 p 108) 
7. Applications are mostly available to consumers under big advertisement in the media on educating them on the use of the requests and why they should replace an existing mobile application. This is a threat where the application does not meet good sales in the market which could lead to wastage of time, resources and also the skill in a modification of the application. (Edimiston, 2015)
Marketing strategies 
Target markets
1. The company chose to meet its sales in several large manufacturing industries, and also the stand-alone divisions in the production companies include agricultural chemical producing industries. One of the major chemical manufacturing sector targets is Dow chemical distributors.
2. The second target for the industry is nonmanufacturing industries but which are business oriented with extensive market networks and consumers like banks and the medical service providers whose main aim is to entice more customers to their businesses. 
3. An additional target market is the direct buyer markets for several brands which have been fully licensed like the Coca-Cola industry and other beverage consumer industries. 
4. One more target for the mobile application is the online marketing industries whose aim is to eases their shopping for their customers by accessing their products easily through the mobile application to enhance efficient shopping (David  & David, 2014).
Price of the products 
Stansoft Corporation is dedicated to pleasing their customers by offering affordable prices for their consumers to make reorders. The enterprise advertises the products and customizes them according to the need of the client. The price depends on the warranty of the product making sensible for users to use.
Sales 
The company has been rated one of the best selling software industry national wide where it made thirty million dollars on the calendars and sold three hundred mobile applications to different companies and individuals. The sale is excellent compared to any software industry.
Creating a marketing plan is the best way to advertise a company where its SWOT is analyzed for the consumers to see how much quality of the products is produced by the corporation. A market plan also enables customers to familiarize with the products and also the services offered thus increasing the number of sales by acquiring new business customers. 
Summary 
The company can be said to have no competing partner thus a high number of sale and also profits. The company has also been rated to produce high quality and well designed customized calendars and also high-quality mobile applications where the customers have placed reorders. The company is expected to increase sale not only locally but globally.
Recommendations
The company should embark on creating new and modification of its products like more improvised calendars to reduce the monotony of the market.
The company is also supposed to increase skills of making the application so as to meet a wider market (Hui, Inman,  Huang & Suher, 2013)
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