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Assignment 1

In both present and past markets, many businesses have encountered problems in being product-centered rather than industry and consumer centered. This has led to great distraught, and in some cases, a heavy downfall of many businesses. Through ignoring the consumer and the industry as a whole, they lose a substantial amount of business in simply providing one specific service or commodity rather than focusing on the larger picture.


In the Article, Marketing Myopia, the railroads were used as a prime example of focusing on simply being a railroad system. “The railroads are in trouble today not because the need was filled by others but because it was not filled by the railroads themselves. They let others take customers away from them because they assumed themselves to be in the railroad business rather than in the transportation business.” In this example, they railroads were focused on one thing, the railroads when there was a much more broad picture – other forms of transportation taking a large share of the market. In focusing on such a small portion of the market, they had no competitive advantage, and were not focusing on consumers’ wants, but rather their own market.


“To cater a market, a company not only needs to be technically sound and product oriented, but it also needs to be consumer oriented. It needs to know what are the needs of the customer and what further innovations can the company bring to maintain customer interest or how it can adapt to the changing business market.” A prime example of a very prosperous Canadian industry that, in the past, has failed to cater to a market, but rather has catered to a product, is the Canadian oil industry. The oil industry in Canada is very strong and in current times, is very prosperous. In the past, they focused solely on oil, and relied on that product to generate revenue, while other companies prospered off the whole market, and expanded to meet consumer wants and needs rather than focusing solely on oil. In this, many oil companies fell behind, and nearly went completely bankrupt. This could have been avoided with a broader sense of what was going on, and with companies focusing more on consumers, and how their wants and needs adapt and grow, and growing to meet those new wants and needs.


A prime example of a company that has rapidly grown into Canada is Apple. Apple started in the 20th century making small computers. Through looking for holes in the market, and in turn filling consumer wants, Apple expanded into mp3 played, branding the iPod as one of their newer products. The iPod quickly started to dominate the market, as it focused not only on the product, but grew and built on what consumers wanted out of an mp3 players. The iPod still grows today to continue to meet what people want out of an mp3 player, and is still a hugely prosperous product for Apple, and has continued to be due to Apple recognizing that focusing on solely the product causes Marketing Myopia.

Expanding on the company Apple, their computer lines, primarily the Macbook Pro line has grown to meet consumer demands in so many ways. Recently expanding to better their computers to meet the demands and wants to gamers in giving better graphics chips and pushing for more software development on Macbooks. In bettering looks to meeting what kind of style people want in their computer, in making computers more solid to be able to sustain damage rather than simply breaking, and through creating sleek, lightweight and portable laptops, Apple has continued to meet market demand and has grown through looking at what consumers want.


A fully Canadian company that has recently started to fail by falling into Marketing Myopia is Research in Motion (RIM). Research in Motion created and still creates a set of phones called Blackberry. The phones initially were some of the best phones, renowned for their e-mail capabilities, for being the first true smartphones, Blackberry Messenger and for their enterprising capabilities. They were truly prosperous at first, meeting the wants and demands of the business world, which really needed such an instrument to contribute to success and communications. Through government and industry contracts, Blackberries quickly became the must-have device. Soon, they started to cater more to the general population, with people using Blackberry Messenger (BBM) as a great means of communication, using the push e-mailing as a great function, overall using them as great smartphones. The company peaked in 2008, at which point they were truly prosperous. In 2007, the first iPhone was released, and it did not take much market share away from Research in Motion. 

As the market grew, and Apple started marketing and advertising their product, and meeting consumer wants and needs, Research in Motion slowly started to fall behind. Their stock has recently come to an all-time low, due to the dominating markets being created and expanded into by Apple and Android, which Blackberry has not been able to keep up with. Blackberry has spent too much time focusing on their product and not enough time focusing on how the market is turning, and what consumers want out of a smartphone, and as a result, have become a victim of Marketing Myopia. There are now rumors of Blackberry dying out and potentially going bankrupt, or having to move to somewhere where they can hire a more innovate team at a lower cost, the Silicon Valley in California.
Marketing Myopia is not just a theory, it is a reality, and it happens often. The United States Government has been forced to bail out many companies in a wide variety of industries due to them not being a part of the larger picture. Goldman Sachs is an example in the United States that has been bailed out multiple times by the government, and still continues to be to this day. It’s not just companies that sell products that can be affected by the implications of Marketing Myopia, but companies that sell a service, even charity organizations.

Many Canadian industries have fallen victim to Marketing Myopia, and have had companies go bankrupt or forced companies to close before they go bankrupt. But Canada is not the only country where this is a problem. Many other countries in the world have run into this problem, both in the past and the present, and it will continue to happen in the future. It is a great problem that many companies and industries face. Consumer wants are constantly changing, products are getting more and more innovative, and other companies in the same industry needs to meet these needs and meet and exceed this innovation. 

Marketing Myopia can be the downfall of any company or corporation, big or small. A company needs to be centered not only on their product, but also on the market, on competitors, on consumer wants, and consumer needs. Without the consumer, the product will not be purchased, without the product selling; the company will cease to exist. A company needs to be truly innovative, but needs to focus not only on their own vision, but on what will fit best into a current market, and on what is popular and what will sell the greatest at the present time.
Assignment 2


The process called cool hunting is a process that Corporate America created in order to find what was new, hip, and trendy amongst their biggest market – teenagers. It has been used for years in order to pinpoint what it is exactly that teenagers both want and need, and has allowed them to research the specifics in order for Corporations to provide exactly that to the market.

The video compared teens in many different ways to many different things, one of which was to Africans during the British Invasions, “In much the same way that the British Empire tried to take over Africa and profit from its wealth, corporations look at [teens] like this massive empire they are colonizing… And their weapons are films, music, books, CDs, Internet access, clothing, amusement park and spots teams”  (Robert McChesney). 

The cool hunters themselves are similar to the British, in that they are hunting certain resources in order to maximize the profit. The cool hunters are like the British soldiers that went into Africa and invaded in order for the British Empire to be able to access the land, resources, markets, and wealth that currently existed there. They do the same to teens – they invade their time to ask them questions, they invade their personal lives to find what is cool and hip and trendy. They invade teens not physically, but mentally and emotionally in order to find what sparks their interests. 


The Corporations are just like the rest of the British Empire, not physically invading, but giving the orders and instructions for the cool hunters (or British Soldiers) to do so. They then exposed the resources and wealth of the Africans (or teenagers) for their own benefit. They used the information gathered by the cool hunters in order to exploit teenagers. But their exploit was not solely for personal gain, they used it to assist both current and future teens, in order to keep up with ever-changing trends that exist in modern-day society.


However, I would not suggest that they are solely exploiting the teenagers for their information for their own benefit. They are also providing them with the benefits and services. Benefits and services provided to the current and future teenagers. The desires and needs of teenagers are ever changing, even within just one country. Teen markets are broad, and vast, they have a very high market cap, and provide a large amount of revenue to corporations, allow them to start the process of cool-hunting all over. 


In order to successfully market their products to benefit teenagers (and their wants and needs best), they need to send the British Soldiers (cool-hunters) info the world (Africa) to understand exactly what it is those teenagers want. They are exploiting teenagers for their money, in order to gain the greatest market share, but are also providing a great service to teenagers, one that they want, but may not necessarily need.


Market research is an important aspect of any marketing outlook. In the short film, Douglas Rushkoff said “They don’t call it “human” research or “people” research, they call it “market” research.”


The marketers in “The Merchants of Cool” got it partially right. They interviewed what seemed to be the less popular group of the bunch to see what they thought was popular, hip, and cool. Of course, there are more unpopular people than popular, but seeing what the popular kids wanted would have been smart as well. Regardless of how much research they did, though, they never truly knew who teenagers were. All they found out was what we would buy into, what we thought would be cool, and what would sell best to us with minimal marketing. 


They never truly looked into who people were, they never learned people and what they truly wanted, simply the materialistic side, allow for those urges and desires to take over basic necessities and make us empty our piggy banks and savings accounts. They never looked at what we needed, but focused on the wants. Of course, focusing on the wants would allow for minimal marketing on their behalf, saving them money in the long run and allowing for more immediate consumer satisfaction. 


What they didn’t realize immediately is that teenagers change over time, like every other age group. They focused on immediate wants, and after we were done with that product, they had to do a completely new cool-hunt to find out what we liked now, rather than find products we would like over time for minimal expenditures on marketing. 

To answer the question, they don’t really know us, otherwise the process would not have needed to be repeated multiple times. If they knew us, they would have seen the ever-changing wants and have prepared for quick expansion and change, they would have foreseen what was to come, and been three steps ahead of us in new product development and sales. The truth behind the cool-hunt was never to truly understand the people they were looking to market to; it was never to attempt to understand who we were as people, but to understand our immediate instinctive desires and primal urges to what we would buy right up without nearly any question. It was an understanding of their own markets.


Modern-day marketing has turned to such that companies want to get to know their consumer much better, but the cool-hunt was simply a money-making scheme in which corporations looked for vulnerabilities in the consumers, rather than try to get to know them and fulfill their long-term wants and desires. In approaching this the way they did, they really lost on a long-term market share until, turning a blind eye to the fact that the consumer buying their product now would be adults one day and would look to brand loyalty before purchasing something else, and building a relationship with them would be most beneficial.


If MTV was based on the understanding of teenagers as a person, or specifically of me as a person, it would not look the way it did. To me, the short-term pleasure gained by watching MTV the way it is doesn’t really appeal to me before I turn it on, or after I watch it. I have never really been a fan of MTV and don’t fully understand it, but based on what I’ve seen, it doesn’t truly appeal to me. In order to make it understanding and comprehensive of who I am, at least at the age I am right now, it would need to have a direct tie in to my real life, which would require market research deeper than what I simply wanted, but knowledge into who I physically am. It would need to be marketed right, but would specifically need to tie in SOMEHOW to my wants and needs, but what I have as an outlook on life, what I enjoy doing in life, and not simply a collaboration of random things that have a short-term appeal.


Overall, I felt that for the market they were dealing with – fast pace teenagers who views, wants, and needs were ever-changing, they proved successful. However, they did not realize that these consumer would one-day grow up, gain brand loyalty and look who has been best to them over the years rather than who has taken advantage of them.

Assignment 3

Baltimore Toolworks Marketing Crisis

Bringing a new product into a crowded market is never easy. Baltimore Toolworks’ Hardcap Chisel has plenty of potential to break the barriers of entry into this market, it simply needs the right image and the right marketing strategy. Baltimore Toolworks faces a marketing problem, as the higher cost of their tool provides a large disadvantage in the market of tools, and they are not sure how they can turn the situation around in order to give their tool the competitive advantage it needs. 


The Hardcap Chisel is classified as a novel product. Basic chisels have very few safety measures, and are able to do the job decently. The Hardcap chisel comes with a number of safety precautions, and comes with a sharper top to do the job with ease. There are there primary markets that need to be tapped into for this product to truly be successful. You have the everyday handyman, housedad, or just every dad who wants one in his garage. You have the construction workers, contractors, metal works and masons, a much larger market that would be beneficial to tap into. Last but not least, the big goal is the corporate clients, as safety affects their bottom line. 


Baltimore Toolworks needs to impose a Product Differentiation strategy. This entails getting a specific marketing campaign out there to market their product as different than the rest, showing how it stands out to the right markets. However, due to their being three specific markets they need to appeal to, they need to be very specific on how they market, in the interest of capturing the interest of all three markets.


In this advertising, they would need to outline specific details about the tool, why it was different, how it was made, what distinct features it has, and why it safer than the leading chisel. Through the different options available to them, the best would be to continue their promotion in the magazines, maybe expand to other well-known magazines, allowing every day handymen, smaller construction companies, and even corporations to test out their products, while also using mass media to advertise, commonly known corporate websites, as well as speaking directly to corporations to attempt to obtain contracts. 


One thing that needs to be focused on is the hard cap website. They purchased the domain multiple years ago, but nothing has been done to design or improve it. Having a website that users could visit on a daily basis, an online store and such would greatly increase publicity, and would increase sales and revenue, allowing for further expansion. The website is a tool that all three markets use commonly, and is something that could be spread VIA quick e-mail, word of mouth, or any other channel of communication.


Every man should have a full toolbox. The every day handyman, the dads, and the young men should feel safe while working, and this is one of the smaller markets that Baltimore Toolworks needs to tap into.  In order to successfully market to the every day handyman, the company should continue with their small sampling process to gain attention, allowing the ‘little guy’ the opportunity to get a feel for the new tool without purchasing it. Through doing that, they would have word-of-mouth promotion, as men do talk about things, and with the word of mouth, they would have their friends and co-workers going out to purchasing this product. 


Although the handyman may not be as great of a market as the other two markets available, it is still an effective way. Most handymen or ‘average Joes’ don’t care about product quality so long as it gets the job done, so a very good convincing job through product giveaways, advertisement, and involvement would need to be done in order to fully capture this market.


The next market that needs to be tapped into is construction workers, contractors, metal workers and masons. This is a much more broad market than the previously mentioned one. Handouts and giveaways would work, but the heads of each of the construction company would look at how safe each product truly is, as they are liable for safety hazards and safety conditions. In proper advertising through giving full details on the safety features on the product, they would be able to capture the attention of the construction workers, their bosses, contractors, metal works and masons. However, they marketing to the everyday handyman also may benefit this. If a man uses a product at home, and feels it is a good and safe product, he may bring it to his superior at work, allowing for word of mouth to be used to spread positive words about this product.  Touching on this market would be much simpler, and it is a larger market, providing more customers, more sales, and more revenue.


Lastly, corporations need to be tackled. Corporations are liable for the safety of their workers at all times. Should an accident occur, the corporation is liable for covering any medical expenses depending on the contracts signed. As a result, corporations would be looking for not only the most efficient tools, but also the safest tools for their employees to use in order to keep up with product demand but also provide a safe work environment. Marketing to corporations in the right way would be crucial; you would need to very specifically outline the safety features of the product in some sort of pitch to the corporation. This would be done through magazines, commonly visited websites, or any mean of communication that would attract the attention of a large corporation. Once that has been established, first contact would need to be made, and a presentation to the board would be necessary. Proper outlining of the safety features of this product would allow for a successful presentation, allowing for contract and large sales to these corporations, bringing in sales and revenue.


Overall, it is product differentiation in outlining the safety details, the quality, and the true use of this product that will solve the marketing crisis that Baltimore Toolworks is facing. Through doing this they will be able to successfully sell to all available markets, creating growth for the company, regardless of the increase in price of the product they are attempting to sell.

Assignment 4

1. One critical factor that affects the market potential for a product innovation is the ability to offer a differentiated product that delivers unique and superior value to customers. Discuss the extent to which Apple successfully accomplished this with the iPod and the iPhone. 

1) 
Apple attempted to greatly differentiate its product from the market competitors. It did this greatly with the production of its products, but perfected the technique through the successful marketing of the iProducts. 

Starting with the iPod, Apple looked into the music market and quickly realized there was a lack of current suppliers, and the current suppliers were not truly meeting what the consumers wanted. They saw basic music playing devices, which is the true purpose behind the iPod, but the consumer wants more than just a basic music player. Apple quickly took to creating the iPod line, featuring two different lines of iPod to start: The iPod Shuffle & The iPod Classic – later introducing many different types of iPod.  The iPod had features that truly met market demand and really looked for what customers wanted in a music player: Both a fair-sized screen, the capabilities to play music and see your set list, portability, and something that stood out. Apple couldn’t truly fulfill all of these in one device, so they split the iPod line off into different types of players. Through the implementation of the iTunes music store, consumers had quick and easy access to purchase and upload music onto the iProducts (they specifically encrypted the music once it was purchased to that it could not be uploaded to any non-Apple device). In such, consumers were able to get their music in a quick place, and quickly have it uploaded to one of their iDevices. Quick and easy access to a product they wanted, the music they wanted, and the difference they wanted to have in standing out.

With the iPhone, Apple saw a great potential for breakthrough. The smartphone market was currently very small, with next to no phones featuring touchscreen, or features that consumers wanted out of a multimedia phone. Adding both the iPod and a phone together, Apple created the iPhone – a multipurpose device which allows the user to play music, use the phone, and use multiple different applications all on one small, handheld device – exactly what the consumer wanted. Users saw the iPhone as magical, a phone that could play music meant no more need to carry around multiple devices. Made their pockets lighter, they had a new technology, and were able to be seen as “different” once again.

Apples differentiation came from the Apple logo itself, the stages of advancement of their devices, allowing the user to stand out with an iProduct, and the simplicity and functionality which each of their products featured. They quickly looked at what each consumer wanted and fulfilled this need where it wasn’t filled in the past.

2. How would you classify the iPod, iPhone and iPad today in terms of each product’s stage in the product life cycle? Why? 
2) 
Starting with the iPod – it is in the Saturation and Decline stage. It fits all of the major indicators that it is in this stage. The sales volume peaks and market saturation has been reached, there is a gross increase in competitors entering the market, prices have dropped due to proliferation and competing products, industrial profits have fallen, brand differentiation and feature diversification is emphasized and costs are lowered as a result of production volumes increasing.  The iPod is a falling market, primarily due to an increase in competitors and similar products, but also due to the growing phone industry – most phones now have built in mp3 players and similar features to the iPods, rendering them less useful and less handy to carry around as a second device.


Moving on to the iPhone, it is in the Maturity Stage. Although the costs are not yet counter-optimal, there has been a sales volume decline, a price diminishing, and profit has become more of a challenge of efficiency than increased sales. The iPhone is facing many new competitors into the market, and may be seen somewhere between the Saturation and Decline stage and the Maturity stage. Although it has kept up with the rest of the market in terms of features, there are far too many new phones that are more user-friendly and more widely liked, causing a slow diminishing of the iPhone as a product.


Finally, the iPad, also in the Maturity Stage. The costs of the iPad are somewhere between optimal and counter-optimal, providing strong profit, but with lowering prices, it is diminishing. There has been a decline in sales volume due to multiple competitors, primarily android tablets and the blackberry playbook. The prices and profitability have begun to diminish due to competing prices and requirement to stay strong in the market. Profit has not yet fully become a challenge of distribution over sales. The iPad started very strong, being the leading tablet in the market for such a long time. Over time, blackberry and many other companies ceased the opportunity to enter the tablet market, stealing much of the share from the iPad and from Apple, overall causing problems to the iPad, but not enough to put it into the Saturation and Decline stage.


3. Provide a description of what you think each type of adopter would be for an iPad. Do you think we are seeing late majority adopters or laggards yet? 
3)
Early Adopter: Anyone who is up-to-date with Apple products, they purchase them on or shortly after release date, waiting in very long lines to get these products. Typically, the early adopter thoroughly enjoys new technology. An early adopter for the iPad would be a teenager, young adult, or middle-aged person who wants to show off the latest Apple gizmos – an apple fan boy/girl.

Early Majority Adopter: The early majority adopter makes an informed decision to purchase based on media and based on hands-on experience – typically going into the Apple store and using the new gadget. To encourage these people to adopt, prices may be dropped.  In terms of the iPad, it is the every-day user who walks into the store, played with the product and decides based on that and their readings whether or not to purchase.

Late Majority Adopter: Late Majority Adopters are people buying the product long after release. With popularity and functionality of the iPad increasing, people are attracted to it for any purpose, regardless of if there is no change in price. These people are typically young adults, teenagers and full adults, who wait for bugs and glitches to be worked out before purchasing.

Laggards: This has not yet occurred with the iPad, as it is a new product. Eventually people will buy older versions of the iPad (The iPad 1, in the future the iPad 2, etc) at lower prices directly from the supplier or from another user who has upgraded to the newest version. This is in the foreseeable future, however it will need to wait until tablets have gained much more popularity than they currently have. The main people who will take this are senior citizens, students, teenagers, or anyone with a lower-end income.

No, we are not yet seeing laggards, however we have begun to see Late Majority Adopters, primarily with the iPad 1, and it has begun with the iPad 2.


4. Do you think the iPad will continue to be a success? What factors support your position?


I feel that in the future, the iPad will continue to be a success. It has become a big part of the business world, financial districts, every day work, a substitute for students, taken on by teachers and major technology companies, and really almost every industry. Seeing it used in every day life, I see how much it deeply it has become integrated into different aspects of life. The iPad features things that many users love, and has a group of consumers deemed “Apple Fan Boys” who will buy just about any Apple products.  These Fan Boys, as well as the every day users who enjoy apple products and integrate them into every industry are what will keep the iPad going. 

The tablet market, although still growing, is booming. People are starting to use tablets over computers due to their portability, their features (Such as games, music, video conferencing, and e-reading) and their functionality. Regardless of new competitors entering the market, Apple’s iPad has secured its success in the market of the tablet through its product differentiation. This combined with the golden branding that is Apple shows their secured success.  However, with all these features and security comes the uncertainty that is the future, where there is possibility for anything to happen. But, using all of the aforementioned information, it is nearly guaranteed that the iPad will continue it’s strong success.
