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Company Assessment
Initial Market Position – Strengths and Weaknesses

Our firm (Lions) started out with a pretty good position.  We were second in the industry for top selling brands (retail sales), and third in the industry for top selling brands (volume.  As of period (0), we started out with 2 products; LOCK and LOOP with the following:
	Brand
	Revenue
	Units sold
	Avg Retail Price
	Avg Selling Price
	Market share

	LOCK
	$ 6,046,000
	39,000
	$ 236
	$ 156
	4%

	LOOP
	$ 29,720,000
	96,000
	$ 486
	$ 309
	10%

	Market Shares by Consumer Segment (%Unit):

	Brand
	Explorers
	Shoppers
	Professionals
	High Earners
	Savers

	LOCK
	2.00%
	3.10%
	0.80%
	0.30%
	9.60%

	LOOP
	13.50%
	3.40%
	22.50%
	15.90%
	0.90%

	Brand Awareness by Consumer Segment:

	Brand
	Explorers
	Shoppers
	Professionals
	High Earners
	Savers

	LOCK
	27%
	31%
	28%
	30%
	28%

	LOOP
	61%
	55%
	69%
	72%
	35%

	Distribution channels: Market Shares by Channel (%Unit

	Brand
	Specialty stores
	Mass Merch.
	Online Stores

	LOCK
	3%
	5%
	4%

	LOOP
	12%
	5%
	14%


From the above information, we can conclude that: in period (0) the total revenue is almost $ 36 M, and we rank 4th among the six competitors. We consider this a weakness because of the different amount of revenues for the first three competitors. The top 3 earned in this period $48M, $42M, and $39M, respectively.  The LOOP product has 9.9 % market share in units sold; ranks number 4; and with 12.8% value share; ranks number 2; among the 16 products in the industry which we consider a strength. The LOOP product appeals to three segments, Explorers, High Earners and Professionals with total market shares by segment 13.50%, 15.90%, and 22.50%, respectively. From those segments, LOOP is making money as the consumers want this type of product. Another strength is that the purchase intentions by consumer segments are, 1) High Earners segment, LOOP is number three with 16%, 2) Professionals,  LOOP is number one with 22%, and 3) Explorers LOOP is the second product in this segment with 12.9%. In addition, LOOP is the first product in High Earners AND Professionals segments awareness with 72 % and 69% brand awareness by Consumer Segment, respectively. For Explorers segment LOOP ranks 2nd with 61% of brand awareness. LOOP with an average unit transfer cost is ($221) and retail price $486, seems appealing to the High Earners, Professionals, and Explorers segments as they purchased more (second table). From the second table, it’s obvious that the savers (0.9%) and shoppers (3.4%) segments don’t have much interest in LOOP. LOOP's best characteristics are Features (17:20), battery (89:96), display (33:40) and power (81:100)

Our second product LOCK has a market share of 4% with the least average brand awareness among the 16 products in the industry and ranks 15th in average purchase intentions (weaknesses). This product has low transfer cost ($48) with an average retail price of $236 and it doesn’t appeal to the High Earners, Professionals, Explorers and shoppers segments. But it did well in the savers segment with a 9.6 % market share in units. The LOCK characteristics don't have any particular traits that could distinguish it from the others.

Based on the given information, our initial market position is to target and focus on the three segments (Explorers, High Earners and Professionals) with LOOP. In addition, we could improve LOCK to target the savers segment.  
Current market position (as of period 4):

From the company results report we see that SPI has increased to 1233 compared to the previous period (1126), but the SPI has decreased in comparison to period 2 (1391). The revenue ($58M) in this period (4) is the best in comparison to all periods. Total market share in Units (14%) stays stable. However, the total market share in values has decease (15%) in comparison to the first (17%) and the second (16%) periods. In this period (4), we have three brands LOCK, LOOP and LOVE with brand revenues $23M, $21M and $14M, respectively. LOVE product has been launched in period 4 to target High Earners segment with optimal characteristics. We started to increase the awareness of this segment (47 %), and purchase Intentions by High Earners is (11.6 %). In this period LOOP product will be dedicated to Professionals segment. Since LOCK product has been developed to be attractive for Explorers but since it’s known as a low price product, it’s doesn’t appeal to them. In addition, we can’t target savers and shoppers segments because the competition is severe in those segments and we would invest in the other two products, (LOOP and LOVE) rather than advertising LOCK.

Products and product mix.  
Our firm has 3 products: LOOP, LOVE and LOCK. LOVE product has been launched in period 4 to target High Earners segment and for LOOP to target Professionals segment. LOCK product is low price product and we improved to target explores segments but   this strategy couldn’t work so that we are leaving this product as it makes money based on the awareness in some segments. 

· LOCK characteristics

	Period
	Features
	Design
	Battery
	Display
	Power
	Price
	Base Cost
	Units sold 

	0
	
8
	3
	28
	11
	10
	$ 250
	46
	39 k

	1
	8
	3
	28
	11
	10
	$ 235
	47
	42 k

	2
	12
	10
	58
	28
	64
	$180
	48
	20 k

	3
	12
	10
	58
	28
	64
	$ 234
	49
	112 k

	4
	12
	10
	58
	28
	64
	$ 304
	51
	123 k


LOCK product declined in sales in period 3 due to the changing of its characteristics to target a new segment, but after realizing that this strategy couldn’t work, we decided to increase awareness to gain more market share by spending more on advertising. 

· LOOP characteristics

	Period
	Features
	Design
	Battery
	Display
	Power
	Price
	Base Cost
	Units sold 

	0
	17
	6
	89
	33
	81
	$500
	228
	96 k

	1
	17
	6
	89
	33
	81
	$500
	233
	126 k

	2
	17
	6
	89
	33
	81
	$ 450
	238
	179 k

	3
	16
	8
	72
	34
	88
	$ 400
	243
	119 k

	4
	16
	8
	72
	34
	88
	$ 350
	253
	96 k


· LOOP product makes good stable movement in the segments we targeted, by spending more advertising and increase commercial team in next periods we expect that this product will increase dramatically. 

· In period 3 we have modified LOOP characteristics to meet the optimal characteristics for the professionals and Explorers segments.
· LOVE characteristics
	Period
	Features
	Design
	Battery
	Display
	Power
	Price
	Base Cost
	Units sold 

	0
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	1
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	2
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	3
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	4
	12
	10
	58
	28
	64
	 $ 430 
	$ 150
	110 K


In period 4 we have launched LOVE product to target High Earners segment and the results are great since it’s a new product and in the future will focus on advertising to High Earners segment. 

Our product mix and continues products characteristics improvement to meet the optimal consumer wants would help our firm to maintain a good position in marketplace.
Competitive advantage:
For LOOP product we have: high awareness and good characteristics in professionals Segment. LOVE product has been launched to target High Earners, the low base cost could help the firm to sell more.
For LOCK: lower costs, but we couldn't use it as MOST decreased prices more aggressively. In commercial team we have good distribution method to cover all channels based on the reports.

Competitor Analysis

Our competitors are very different in their rankings.  There is the T team, which is dominating in pretty much every category.  Then, there is everybody else.  T has 151M in overall revenue, whereas Team SecPlace has 32M in revenue (the lowest).  No one is even close to 151M in revenue, with us being in second place with 58M.  Each team keeps the competition thrilling, as no one knows what moves the other is going to make. 
Monsters 

The Monsters team started out at the same level with the average teams (which we will refer to all teams as average, since the T team was the only one that came out guns blazing, they must have gotten the winning lottery ticket in their Easter basket).  Their product mix consists of 3 products now in period 4: MOST, MOVE, and MONK.  MOST saw an increase in period 3.  MOVE kept increasing each period and about leveled out in period 4.  MONK was just started in period 4 so we have no information yet.  We can see in period 4 that MOST’s base price is $73 and the selling price is $180.  MOVE’s base price is $119 and sells for $280.  They have MONK selling at $450 with a base price of $119 (is that allowed?!).  Depending on the outcome of this period, it looks like they might have a slight advantage with their new product if they got the market research reports and set up their new product with proper characteristics that grab the attention of certain segments.  So far it looks like they have sold to mostly the savers segment, as they bought $61M of Monsters products.  They are holding a revenue of about 49.1M for period 4.  It also seems that the Monsters spent a big portion of their budget on research and development.  This could help their competitive advantage in that they have a lot of the analysis up front and can identify trends and predict some outcomes that will benefit them in the long run.
Revision 

Another average team, The Revision, started out at the same level as us, and has 2 products: ROCK and ROSE.  (Shouldn’t it be ROCK and ROLL?  Just a suggestion).  Rock had a pretty good initial incline, and then leveled out between periods 2 to 4.  ROSE must have been shelved for periods 1 and 2, but was then getting sold again periods 3 and 4.  There was a slight increase and it was probably in their best interest to sell it as they already had inventory and probably costing them money to hold it.  Base price for ROCK is $233, and being sold now for $450.  Base price for ROSE is $87, and now being sold for $240.  ROCK did make second place top selling brands in retail sales this period, so congratulations to team Revision!  The segment that Revision targets the most is professionals.  With ROCK making second place this period, and Revision hitting their stride, they could be gaining a competitive advantage for using the market analysis and improving their product for their target segment.  Their revenue was third for the industry this period at 56.9M.
SecPlace


Team SecPlace is another average team that started out in the industry with the average teams.  Their product mix consists of two products: SOFT and SOLO.  SOFT showed a slight decline at first, but then an increase in periods 2 – 3.  It held pretty steady in periods 3 – 4.  SOLO was steady until period 2, then a sharp decline between periods 2 – 3.  There was a slight include in period 3 – 4 to get it out of a hole.  SOFT has a base price of $126, and is sold at $255.  SOLO has a base price of $122 and is sold at $295.  A majority of SecPlace segment buyers are savers.  They seem to spend a high percentage of their budget on advertising.  They must focus in on the savers as they have a majority of that segment as buyers.  SecPlace has pretty low revenue at 32.2M (lowest in the Alpha industry).  They will need to pick up some sales and possibly create a new product to gain their competitive advantage.
Ninja


Team Ninja is the last of the average crew.  Starting out with the average initial starting point in the industry as the rest of the average crew, the Ninjas also had two products.  They have NOON and NOVA to round out their product mix.  NOON seemed to decrease somewhat steadily every period.  NOVA was the opposite and increase steadily every period.  NOON has a base price of $166 and sells for $290.  NOVA has a base price of $226 and sells for $500.  Ninja sells to mostly the high earners segment.  It looks as though they focused a lot of their time and money on NOVA, increasing the price steadily, getting their target market research analysis done every period, and advertising to that segment.  Getting NOVA up to $500 should really be helping their bottom line.  Their revenue is at 49.9M right around middle of the industry, but if they keep focusing on this product, and adjusting the characteristics to that segment’s needs, they could surely gain some advantage.  I would suggest they also figure out what is failing with NOON so they don’t lose money on that inventory and maybe find out what segment they can target for that product.
Team T


So Team T doesn’t need an introduction, but they were blessed with booming products to begin with, and they have triple the money now, than most of us have (almost 5x more than SecPlace).  Their product mix started with two products: TONE and TOPS, then they added TOMATO in the 3rd period.  TONE has a base price of $269 and is selling for $459.  TOPS has a base price of $174 and is selling for $308.  TOMATO has a base price of $135 and is selling for $278.  T sells most of their products to professionals.  With $151M in revenue, there is a lot of analysis, advertising, and increasing of sales force that Team T can do.  Usually in sales, you can allocate a percentage of your budget to these costs, so the more money you have, the more money you can spend.  This is a huge advantage that Team T has, which is another reason why they can dominate the Alpha industry.
Customer Assessment
Customer types: 

1- EXPLORERS: Highly interested in Sonite product, Demand high performance products and Quite price sensitive.

2- PROFESSIONALS:  Personal and professional usage, Look for high quality, high-performance and easy-to-use products , Can afford expensive products

3- SHOPPERS: Good product knowledge through extensive product comparison.  Demand high quality–price ratio and quite price-sensitive.

4- HIGH EARNERS: High income level, Demand performance and convenience and Purchase expensive products
5- SAVERS: Cautious in the way they spend their money. Demand cheap, low-performance, average convenience products and Future growth rate could exceed forecasts.


Since we haven’t ordered semantic report for period 1, we try to assess customers starting in period 2.
Ideal Values: 

Respondents are also asked to indicate their preferred (also called “Ideal”) value on each scale. The reported results are summarized in the table below, using the mean value for each segment.
	Period
	Segment
	Features
	Design
	Battery
	Display
	Power
	Price

	2
	Explorers
	4.6
	1.9
	5.8
	5.9
	6.2
	3.7

	3
	Explorers
	4.5
	2.1
	5.6
	5.9
	6.1
	3.7

	4
	Explorers
	4.4
	2.2
	5.4
	5.8
	6.1
	3.8


Explorers (In period 2) are more interested in Power, display, battery then features and in period 4: Design has become another characteristic for Explorers to look at (increased from 1.9 to 2.2) - they haven’t changed their preferences for price throughout the market.

	Period
	Segment
	Features
	Design
	Battery
	Display
	Power
	Price

	2
	Shoppers
	1.9
	5.2
	3
	4.3
	4.1
	3.2

	3
	Shoppers
	2
	5.2
	3
	4.4
	4.3
	3.1

	4
	Shoppers
	2
	5.1
	3
	4.6
	4.5
	3


Shoppers (In all periods): are more interested in price and design and they haven’t changed their preferences throughout the market.

	Period
	Segment
	Features
	Design
	Battery
	Display
	Power
	Price

	2
	Professionals
	5.3
	5.6
	5
	5.6
	5.5
	5.5

	3
	Professionals
	5
	5.5
	4.9
	5.7
	5.7
	5.7

	4
	Professionals
	4.8
	5.4
	4.9
	5.7
	5.8
	5.8


Professionals (in all periods): they have almost the same preferences and characteristics. We notice that in period 4 the price is increased so that the professional would pay a little more if the product fulfill their needs and wants.

	Period
	Segment
	Features
	Design
	Battery
	Display
	Power
	Price

	2
	High Earners
	3.2
	6
	3.4
	4.4
	4.7
	5.9

	3
	High Earners
	3.2
	6
	3.4
	4.2
	4.5
	5.8

	4
	High Earners
	3.2
	6
	3.4
	4
	4.3
	5.8


High Earners: from the above table we can notice that the design is more important to this consumer segment. In addition, the price almost high and they willing to pay more to get the more convenient product. Their preferences haven’t changed throughout the market.

	Period
	Segment
	Features
	Design
	Battery
	Display
	Power
	Price

	2
	Savers
	2.6
	3.9
	1.8
	2.8
	2.4
	2.1

	3
	Savers
	2.6
	3.9
	1.8
	3
	2.5
	2.1

	4
	Savers
	2.7
	3.9
	1.9
	3.2
	2.6
	2.1


Savers: the price is the more important preferences to them throughout the market. 

	Period
	Brand
	Features
	Design
	Battery
	Display
	Power
	Price

	2
	LOCK
	2.2
	1.5
	1.5
	2.1
	1.5
	2.4

	2
	LOOP
	5.9
	3.2
	6.5
	6
	5.8
	5.8

	Period
	Brand
	Features
	Design
	Battery
	Display
	Power
	Price

	3
	LOCK
	3.4
	6.1
	3.2
	4.4
	4
	2.3

	3
	LOOP
	5.9
	3.3
	6.4
	6
	5.8
	5.7

	Period
	Brand
	Features
	Design
	Battery
	Display
	Power
	Price

	4
	LOCK
	3.4
	6.3
	3.3
	4.5
	4.1
	2.4

	4
	LOOP
	5.6
	5
	5.2
	6.1
	6.1
	4.8

	4
	LOVE
	3.3
	6.5
	3.8
	5.4
	4.8
	5.5


From the above table: Since we started to target Professionals, High earners and Explorers, LOOP and LOVE product appeal to these segments based on their preferences. LOCK appeals to Saver segment.

Ideal Value Trend- High Earners

	Period
	# Features
	Design
	Battery
	Display
	Proc. Power
	Price

	Period 0
	3.2
	6.2
	3.5
	4.8
	4.8
	5.9

	Period 1
	3.2
	6.1
	3.5
	4.6
	4.7
	5.9

	Period 2
	3.2
	6.0
	3.4
	4.4
	4.7
	5.9

	Period 3
	3.2
	6.0
	3.4
	4.2
	4.5
	5.8

	Period 4
	3.2
	6.0
	3.4
	4.0
	4.3
	5.8

	Next period
	3.2
	6.0
	3.4
	3.8
	4.2
	5.7

	In two periods
	3.2
	5.9
	3.4
	3.6
	4.0
	5.7


Ideal Value Trend- Professionals
	Period
	# Features
	Design
	Battery
	Display
	Proc. Power
	Price

	Period 0
	5.8
	5.8
	5.1
	5.4
	5.1
	5.1

	Period 1
	5.6
	5.7
	5.0
	5.5
	5.3
	5.3

	Period 2
	5.3
	5.6
	5.0
	5.6
	5.5
	5.5

	Period 3
	5.0
	5.5
	4.9
	5.7
	5.7
	5.7

	Period 4
	4.8
	5.4
	4.9
	5.7
	5.8
	5.8

	Next period
	4.5
	5.3
	4.8
	5.8
	5.9
	6.0

	In two periods
	4.3
	5.2
	4.8
	5.9
	6.1
	6.1


Ideal Value Trend- Explorers 

	Period
	# Features
	Design
	Battery
	Display
	Proc. Power
	Price

	Period 0
	4.7
	1.7
	6.2
	6.1
	6.4
	3.4

	Period 1
	4.7
	1.8
	6.0
	6.0
	6.3
	3.6

	Period 2
	4.6
	1.9
	5.8
	6.0
	6.2
	3.7

	Period 3
	4.5
	2.1
	5.6
	5.9
	6.1
	3.7

	Period 4
	4.4
	2.2
	5.4
	5.8
	6.1
	3.8

	next period
	4.3
	2.3
	5.2
	5.7
	6.0
	3.9

	In two periods
	4.2
	2.5
	5.0
	5.7
	5.9
	4.0


Ideal Value Trend-Savers

	Period
	# Features
	Design
	Battery
	Display
	Proc. Power
	Price

	Period 0
	2.5
	3.9
	1.7
	2.5
	2.3
	2.2

	Period 1
	2.5
	3.9
	1.8
	2.6
	2.3
	2.1

	Period 2
	2.6
	3.9
	1.8
	2.8
	2.4
	2.1

	Period 3
	2.6
	3.9
	1.8
	3.0
	2.5
	2.1

	Period 4
	2.7
	4.0
	1.9
	3.2
	2.6
	2.1

	next period
	2.7
	4.0
	1.9
	3.3
	2.7
	2.1

	In two periods
	2.8
	4.0
	1.9
	3.5
	2.8
	2.0


Total Market Size

The charts below show the actual market size this period and the expected market size in one and five periods. Market growth rates are reported as well. Market sizes are given in thousands of units.
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Period (2)
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Period (4)
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Initial Strategy Statement

Our organization had an immature strategy at first, as we weren’t sure what to expect. We thought we wanted to win, be number one in sales and market shares within the Alpha industry, sell our product and make money.  This, however, changed over time after we saw the outcome of the first decision.  We saw that pricing needed to be extremely competitive in order to inch our way up the ladder.  LOOP was difficult to price because it was our better product, it cost more to make, and it started out selling at a higher price.  And LOCK was already at a low price to begin with, but not selling as well.  We needed to advertise as much as possible, and focus these ads on the segments that want to buy our products.  This was hard to figure out at first since we didn’t have any industry analysis.  After we purchased the market reports, we were able to use them to help us place our sales force in the correct locations, with the best amount of representatives that are needed.  The locations are also determined by market research and analysis in order to reach our target markets and make sure we are keeping up with demand.  Even after doing initial analysis for the first decision, there was still a lot that we didn’t think about.  You learn more and more after each decision.

As the industry changed each period, the customer's needs also changed, and the target market/segments shifted, which in turn created a need for our advertisement areas to change, our distribution locations to be adjusted and our sales force representatives to be allocated to different stores.  As long as we keep up with the changes, we can make sure we are focusing on the needs of our customers. We rely very heavily on all the market research reports after every decision to help us make our next decision.  For instance, LOOP was a clear favorite in the professionals segment.  We saw that they shop more in the specialty stores so we increased our sales force in those stores.  LOCK was more popular with the shoppers and savers, and they shopped more in the mass merchandise stores, so again we increased our sales force in those stores for LOCK.  Keeping our goals in mind is also an important piece of the process (some mentioned in the book we would not be able to accomplish): profit, sales, market share, quality, and customer satisfaction.  If we were a real organization, we could implement a marketing dashboard to keep track of our goals, display our strategies to keep them in mind, and have a sales performance indicator, red/green/yellow lights for products doing well, etc…  
We still want to be number one in the industry, but we also want to make sure that we are focusing on the right target market/segment to do so.  If we lose focus on who to sell to, we could start failing in sales and could lose a lot of money.  We implemented a new product (LOVE) this last period, and it looks to be doing well so far.  Our strategy is to keep selling hard, pricing competitively, and advertising to the right segments according the market research.  Staying focused and selling the right way, will get us to our goal.  
Strategic Alternatives

By using differentiation and differentiation focus as our alternative strategy, we can hone in a product that not only reaches a specific segment, but that also focuses in on their needs, specifically particular characteristics customized just for them.  Our new product LOVE is geared mostly towards High Earners.  Once it is available to us, we are going to tweak the characteristics to be more customized so that we can gain a competitive advantage on the High Earners segment.  We will also adjust the price so that we may figure out exactly what they are willing to pay.
High earners, professionals and explorers are very attractive segments with steady growing and the firm could make money from them. The strategy focus on improving the products with the ideal characteristics to meet the consumer needs and wants. Our strategy moves well but in some periods we didn’t have the right report to analyze the market actions but at that period we tried to make sure to not loss our market share due to the lack of information. We anticipate the competitors’ actions and we almost succeed even though we didn’t have the market report.  After getting the report and the right numbers of the market we created LOVE product to focus on High earners segments. This brand almost meets their wants and needs with low base cost. 

For LOOP product, we have good move in professionals segment and also we have good sale in Explorers segment even though we didn’t spend much in advertising. LOCK product has low characteristics and very low awareness in most segments so that we tried to improve it to sell more but the idea is that the segments are too absorb due to the sever completion in savers and shoppers segment. We are leaving this product as it’s making money with less advertising and the budget will be used on the other segments ( HE,EX,PRO) and in the future we are going to drop this product for production line once its cost more that earning. T team has TOPS and TONE in our segments and they have very good brand characteristics so that they make more money. In this time we try to shorten T team market share because having more budget could lead to remove us from the market so we would be use our low cost in LOVE to compete them in only one segment (HE)  and LOOP mainly for the PRO segment. In this case they wouldn’t be able to make more money and we could stop them from growing. In addition, we anticipate T team is going to enter new market in vodite and new segments in sonite as they feel comfortable with their revenues.  
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Perceptual Maps
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Period (2)
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Period 4
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