A.M.S. is an electronic chip and breathalyzer which is built into the seat belt and computer component of the vehicle.  Whether the seat belt is buckled or unbuckled, the electronic chip will constantly monitor the alcohol level of the driver.  If the electronic device interprets the alcohol level of the driver is above the drinking and driving level, it will not allow the vehicle to start at anytime.  This product will have two components.  One will be attached to the seat belt that cannot be removed; if the product is removed the vehicle will not start due to the signal or lack of signal being sent to the electronic component installed in the vehicle computer system.  This product will be optional at all car dealerships. 

Introduction


It is important for companies to look at all aspect of their operation to insure that any new product or service being introduced will meet the needs of current and potential customers.  There are many ways in which they can accomplish this task.  First, the company needs identify the segmentation criteria that will impact the target market and identify the target market.  This can be accomplished by selecting different customer criteria which are geographical, demographic characteristics, and psychographic variables.  Next, a description of the organizational buyers and consumers of the product (service) and the factors that influence purchasing decisions.  This will help to establish the marketing strategy after these factors are identified, This will be accomplished by looking at the customer base, customer influences, and marketing strategy influences.  Finally, competitors need to be analyzed along with defining the competitive landscape for the product (service).  This will be completed by looking at the different companies in the industry, comparing products, price, ranking them, and establishing a benchmark to use in the evaluation process.

It is important to explore all aspect of the marketing operations to ensure the successful launch and longevity of the new product.

Segmentation criteria and Target Market

AMS was developed for people who are looking for a safety device for the alcoholic drivers which is much cheaper reliable, the best service, and equipment that is the best technology has to offer.

The customer-based segmentation criteria chosen will be based on various characteristics such as, demographic characteristics, and Psychographic variables such as lifestyle differences. User readiness is another variable which will be used in this segmentation. 

The demographic characteristics chosen are based on Homogenous criteria mainly the young drivers. The customers in this segment are all similar.  The decision was made to have this segment who like to spend money once on reliability of the product. 

Occupation in this segmentation leads to mostly middle income professionals and business people, who are looking for a combination of reliability of service and cost factor. Our product will also segment on family size and structure, for example, a family with more youngsters  will  be targeted.

Psychographic

Psychographic characteristics used to determine our market is based on technology. Since our product is relatively new compared to the other produts, people will take a risk and try this new technology moving from reliable brands, and relating to our product instead. 

Target Market

The target market for the market is based on the above criteria, the target will be the youngsters and middle aged families from middle and upper middle income groups who range in age from 25-50 years, are generally professionals or businessmen,. The target market will be more risk takers than the average market and will be willing to try new things from reliable manufacturers. The target markets will also stress on the economy as they will pay less insurance premium. 

Core strategy

In marketing, positioning is the technique by which marketers try to create an image or identity for a product, brand, or organization. It is the 'place' a product occupies in a given market as perceived by the target market. Positioning is something that is done in the minds of the target market. A product's position is how potential buyers see the product. Positioning is expressed relative to the position of competitors.

he ability to spot a positioning opportunity is a sure test of a person's marketing ability. Successful positioning strategies are usually rooted in a product's sustainable competitive advantage. The most common basis for constructing a product positioning strategy are:

    * Positioning on specific product features

    * Positioning on specific benefits, needs, or solutions

    * Positioning on specific use categories

    * Positioning on specific usage occasions

    * Positioning on a reason to choose an offering over the competition

    * Positioning against another product

    * Positioning through product class dissociation

    * Positioning by cultural symbols

AMS  can position itself as use/application positioning. In this it can position itself as the most reliable and having latest technology which will provide safety. 

Message Design Strategy

Communication should be based on AIDA model. It should solve following problems:

What to say, how to say it logically, how to say it symbolically and who should say it.

It  should use rational appeal as the positioning is based on use/ application. It should highlight that the product’s quality with economy.  The economy lies in paying low insurance premium.

Another technique will be using of moral appeal, as it is a better reliable and must for the safety of drivers.

Message Structure

One-sided message will work highlighting on the above issues

Message Format

It must develop a strong format, for the print ad. It should focus on headline, copy, illustration and color.

Message source 

It must be credible. Here experts can be use to back the claim.

Channel Strategy

Two of the dimensions that make-up channel structure include (a) length of the channel and (b) intensity at various channel levels.  From a managerial standpoint, (1) please explain the rationale for utilizing channels of different lengths; and (2) discuss what would be appropriate intensity levels as they relate to traditional consumer product classifications of convenience, shopping, and specialty goods.  

A channel of distribution comprises a set of institutions, which perform all of the activities utilized to move a product and its title from production to consumption.

Types of Channel Intermediaries.

There are many types of intermediaries such as wholesalers, agents, retailers, the Internet, overseas distributors, direct marketing (from manufacturer to user without an intermediary), and many others. The main modes of distribution will be looked at in more detail.

1. Channel Intermediaries - Wholesalers

· They break down 'bulk' into smaller packages for resale by a retailer.

· They buy from producers and resell to retailers. They take ownership or 'title' to goods whereas agents do not (see below).

2. Channel Intermediaries - Agents

    * Agents are mainly used in international markets.

    * An agent will typically secure an order for a producer and will take a commission. 

3. Channel Intermediaries - Retailers

    * Retailers will have a much stronger personal relationship with the consumer.

    * The retailer will hold several other brands and products. A consumer will expect to be exposed to many products.

4. Channel Intermediaries - Internet

    * The Internet has a geographically disperse market.

    * The main benefit of the Internet is that niche products reach a wider audience e.g. Scottish Salmon direct from an Inverness fishery.

    * There are low barriers low barriers to entry as set up costs are low.

Appropriate intensity levels as they relate to traditional consumer product classifications:

· Convenience

Here intensive distribution strategy can be used that is the intensity is high as these goods are purchased frequently for example soaps, newspapers. 

· Shopping

Here selective distribution strategy can be used that is the intensity is moderate as the consumers take time to make the decision. For e.g. Furniture, cars.

· Specialty goods.  

Here exclusive distribution strategy can be used that is the intensity is low as they are unique in characteristics. For e.g. fancy goods

Thus we can have selective distribution strategy and will offer the product through car dealers. Moreover we can also use internet as additional distribution strategy as discussed in the previous response. 
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