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2.1.1. Energy Industry and Green Kinetic Ltd. Product.
	Industry Overview
	One focus in the energy industry that has been developing and growing, is renewable energy, and aiming to produce energy without having waste products in the atmosphere, for example solar energy, wind power etc.

	Product description 
	Green Kinetic Ltd.’s new product also takes part in the industry because it produces energy in devices without having waste products. It generates electricity into personal devices through physical movement, such as walking, biking, dancing etc. Its size is small and can be carried around, or attached to a bike, or forearm etc.



2.1.2. Macro Environment
	Technology
	Technology was seen to be vital since it is the way a product is shaped, and it creates customer interest. Green Kinetic Ltd.’s new product outweighs other competitors with the technology involved in the product since it uses a new patented multi-layer chemical system that produces charge with the slightest of movements.

	Natural
	. The product also supports the natural environment resources which gives Green Kinetic Ltd. a better connection with groups and organizations, and brings uniqueness to its environmental policies.




2.1.3. Micro Environment
	Customers
	. One of the most important aspects in the micro environment and in general, are the customers. Customer satisfaction is critical for the promotion of the product, and increasing its life-span. Customers who have strong environmental beliefs, or ones who want to help sustain energy, would be interested with Green Kinetic Ltd.’s product, since it is of high technology and quality, and it is simple to use. Customers make, or break the company’s market status.

	Intermediaries 
	. For Green Kinetic, the new product is of high quality, so another micro environment factor which should be focused on is the intermediaries, which help promote the technology of the product and its purpose, thus creating a strong relationship between clients and providers.





[bookmark: _Toc481491399]2.2 Market Segmentation
Every market’s aim is to attract and satisfy consumers with similar interests, beliefs, and desires. Considering the number of potential consumers, who are mixed with many other consumers of different characteristics, and interests, the market needs to be broken down into precise segments to match the right consumers (Madeira et al. 2015). There are various segmentation categories, but with Green Kinetic Ltd., the marketers should focus on geographic, demographic and behavioural. Geographic segmentation consists of targeting specific geographical areas such as regions, or neighbourhoods (Armstrong et al. 2015). Green Kinetic Ltd. should target green, and conserved neighbourhoods and regions where many individuals exercise. As well as, government areas which support the conservation of energy and allow individuals to take part in developing renewable energy. Green Kinetic Ltd.’s product would heavily benefit such areas with its cutting-edge technology, and simple purpose. Think about it, by simply attaching this device to your bike, or yourself, you generate your devices and take part in conserving energy! Demographic segmentation is based on variables such as gender, age, income, education (Vallespín, Molinillo, Muñoz-Leiva 2017), but Green kinetic should focus on the age. Age controls the capabilities of a user, and has an impact on their actions and that is because different users process, store and apply information differently (Vallespín, Molinillo, Muñoz-Leiva 2017). The elderly would not be as active as younger users, children would not have a clear understanding on the purpose of Green Kinetics’ product, and many teenagers, let’s be honest, would not want to have to move to power their devices, so Green Kinetic should target users aged between 20-35 which would have a good income, and a better educational perspective on renewable energy. Lastly, behavioural segmentation which targets users with frequent use of a product based on their attitudes and beliefs, and this segmentation is the focal point for addressing a certain product in the market (Saia et al. 2017). Green Kinetic should target users who, believe that sustaining energy will help increase the life span of earth, and aim to conserve energy in their environment. 

	Geographic
	Demographic
	Behavioural 

	· Government areas supporting renewable energy
· Green regions where plants, and the air is clean and low amount of pollution is fond
· Neighbourhoods full of active users.
	· Age
· Educational
· Income
· Family
· Occupation
	· Enthusiastic and positive towards products
· Purchased by users for a certain purpose, not as a gift or something special
· Potential, strongly loyal, aware and interested users.
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After identifying the segments, the company now needs to target a certain segment by evaluating some factors. This is critical in marketing because it connects the marketers to the key customers which share common interests and that assists in making an ideal value for the product. For constructive evaluation of segments, some factors should be considered:
· The magnitude of the segment and its growth, since it assigns the difficulty level in distributing Green Kinetics’ product (Moscardo, Pearce, Morrison 2001).
· The attractiveness of the segment which makes it known, and comfortably reachable (Moscardo, Pearce, Morrison 2001).
· The supplies of the company and its purpose (Armstrong et. Al 2015).
With Green Kinetic, the marketers need to participate more in the behavioural segment because their product activity plays a role in the environment, and inspires the purpose of renewable energy. Considering the development of renewable energy in Australia as discussed in assignment 1, more people would gain awareness on this issue and get attracted to the product which makes reaching them easier. Green Kinetic Ltd. has the supplies and technology to support potential consumers. Using niche marketing, Green Kinetic can attain a praised status and a powerful stature based on the research made on consumer needs. It allows the company to give value to the product, and distribute it more efficiently (Armstrong et. Al 2015). Even though there are drawbacks for niche marketing on the long-run, Green Kinetic could sustain it by making a connection between suppliers and providers/consumers which builds up a strong business environment (Sanfelice 2014). 
[bookmark: _Toc481491401]2.4 Differentiation and Positioning
Finally, Green Kinetic needs to make their product stand out from competitors. This is through product differentiation, which considers a variety of marketing attributes such as price, quality, service where the company seeks to position the product to the right customers. (Lauga, Ofek 2011). If the performance of the product satisfies customers, it will create customer loyalty, and that is one of the aims of differentiation (Vera 2016). The positioning of the product is critical because it gives a value proposition for the brand, which proves the aim for high customer value, and drives them on using the product rather than other products (Skålén 2015). To outline the product position, Green Kinetic should make a positioning statement. For example, “For environmentally aware individuals, who aim to conserve energy and take part in it, “Move to Conserve” is a simple, small device which generates your devices using your own kinetic energy, rather than using up electricity at home”.
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