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Nobody does the national test marketing anymore because:
1. Costs are very high
2. Gives out signals, other competitors are watching you, hence short-term for product. (Cat is out of the bag)
3. Companies believe that they can do testing in other ways that isn’t as public and costly, internally for example, because they are very confident of their product
4. Today there are other much easier ways of testing a product, example is Simulated Test Marketing (i.e. when you’re in the mall they hand out he product and you test it and give them feedback)
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· Early adopters will always follow the 2.5 % of Innovators.
· How do you accelerate the rate of adoption (i.e. get people to buy into the product idea very quickly?)?
· The factors that influence the rate of adoption of innovations are:
(a) Relative Advantage of the product: (The Ughs example, $ 300 shoes is the same as $ 15 dollars shoes) 
(b) Compatibility: The fit between the new products and people’s present habits (birth control in the 1940’s)
(c) Complexity: Ease of understanding
(d) Trial-i-bity
(e) Communicability: Is the product visible to others, and can its usage be described?

Quality Service
It has 5 dimensions:
1) Tangibles: Physical appearance; 
2) Reliability
3) Responsiveness
4) Assurance
5) Empathy
The question becomes, are the 5 dimensions common and equally important across all industries?
No; for each industry one of the dimension is usually higher in priority.
Model of Quality:
Gap 1: The gap between an expected service & Management Perceptions of Customer Perceptions (Courier Services example, the companies think customers want their packages on time, while the customer actually want the couriers to take time and chat)
Gap 2: The gap between quality specs & Management Perceptions of Customer Perceptions 
Gap 3: The gap between quality specs & service delivery 
Gap 4: The gap between service delivery & External Communications (the image a company gives you on a particular service is not in line with the actual delivered service/product
Gap 5: The gap between the expected service & perceived service (example professors taking the “frontpage one day course” and came out dissatisfied because they expected miracles and the dean didn’t correct that expectation.)
 


