Recl 3p40 Lecture 11

Factors affecting adoption rate from last lecture
-why are some products accepted more readily?

-some have obvious relative advantages over existing alternatives

*webct

-increased complexity slows the adoption rate

-it helps if a new product can be sampled before a commitment is made to buy 

-it also helps if the benefits of the new product can be easily observed

(try it like it, sample then buy it) will help speed the adoption rate

The product life cycle
-applies to product categories, not to brands

-how is it related to the concept of diffusion of innovation? (keep in mind)

-different products will have differently shaped life cycle curves will diffuse at different rates

-a product is normally perceived to pass through four stages over the life cycle, intro, growth, maturity and decline

-each stage requires different marketing strategies (talk about each stage, because activities are much different)

Product life cycle- graph on webct

Idea generation-intro stage-growth-maturity-decline

Characteristics of the stages
Introductory stage:

-developing the market, creating awareness, reaching the innovators

-even in the introductory stage, there is failure, even if done correctly can fail because of fickleness of market

-high costs, low sales volume

-low profits, or net losses, cuz of high operating costs

-cement your name in the minds of consumers

Growth Stage:

-competition begins, sales grow quickly, profits peak, market penetration

-focus on branding, company service

-distribution is on a larger scale

Maturity Stage:

-competition is intense, sales slow down,

-differentiated product offerings, customers are brand loyal, few new entrants

-lots of competition

Decline stage:

-customers move to other options, competitors leave (not making enough money move their resources somewhere else), profits are low, consider exit and stopping production of service

-very theoretical, we do see if happen, but not everything fits this life cycle

-length of the life cycle will vary some are quite short and may be getting shorter

-extremely rapid life cycle

-What is this called? A fad

-some products did not make it through all four stages

-they may fall in introduction

-the life cycle msut be considered in relation to a market

-stage may vary across segments

Managing the Life Cycle
-successful life-cycle management requires predicting the shape of the curve and then successfully adapting strategies at each stage

-managing introduction

-skip intro, wait, and come in the growth stage, let others make the mistakes, don’t have to do primary promotions, and you can do advertising based on why you are better then everybody else

· a lot of people fail in the intro stage, so if they last it, then you know there’s potential

· disadvantage- they may have already built brand loyalty, and have to struggle to build awareness for yourself

Managing maturity: modify the product, devise new uses, or design new appeals

(try and stretch the product out as long as possible, devise new uses for it, baking soda example-new ways of using this product

-offer service to different market make it appealing for them

Surviving the decline

(5 things you can do)

1. check marketing – may be poor promotion, haven’t worked out bugs, product improvements

2. streamline-get rid of unprofitable products/services

3. cut costs to the bare minimum

4. try to revitalize product or service

Planned obsolescence
-obsolescence may be technological or functional in origin or may be related to style

-style is a distinctive manner of construction or presentation

(made to keep up, social criticism)

Fashion
-fashion relates to a style that is popularily accepted over a long time period

-the fashion adoption process involves a fashion diffusing through society according to one of three theories: trickle-down (starts out at top goes down), trickle across, trickle-up (starting at the masses and moving up the society) ie. Wife beater, depending on who adopts it first

Product Mix
-portfolio of products that an organization offers to one market or several

-five basic market/product options exist

1. Several markets/multi-product mixes for each

Ex: mass tour operators that offer a wide range of multi-destination packages to a variety of market segments

2. Several market/single product for each

Ex: airlines with a product to business and economy class travellers

(both have lots of customers, several products 1st, one product 2nd)

3. Several markets/single product for all

Ex: national tourist organization promoting a country (Offering one single product, in this case a country)

4. Single market/ multi-product mix

Ex: specialist tour operator with a range of cultural tours aimed at a walthy educated market (range of products, one market –opposite of 2.)

5. Single market/ single product

Ex: a helisking operator targeting very rish

Branding
-a brand offers the consumer relevant added value, a superior proposition that is distinctive from competitors and imparts meaning above and beyond the functional aspects

Snapshot- chefs as brands


Advantages of branding
-helps reduce medium and long-term vulnerability to the inforseen external events

-reduces risk for the consumer at the point of purchase

-if you have a good name in consumers mind, helps make choice of sale

-facilitates accurate marketing segmentation by attracting some and repelling other consumer segments

-provides the focus for the integration of stakeholder effort

-strategic weapon for long-range planning in tourism (to extend the brand, modify it, gives us something to work with for future planning, how to maintain)

Brandicide
-it has been suggested that companies can commit “brandicide” by strctching a well-known brand too far

-think of a brand that has done this:

-what was it that killed it off?

-take a tourism brand you are familiar with and keep stretching it

-how far can you go?

Ex/ roots trying to expand to air travel

Will paris Hilton go to far? 

Packaging
-the process of combining two or more related and complementary offerings into a single-price offering 

-customer benefits include:

-ability to budget for trips

-increased convenience

-greater economy

-opportunity to experience previously unfamiliar activities and attractions

-opportunity to design components of a package for specialized interests

Packaging and Tourism
-for tourism operations, packages are attractive for the following reasons:

-improves profitability

-smooth business patterns

-allow joint marketing opportunities

-effective tool to tailor tourism products for specific target markets

