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Purchase process of consumer 

Our product

The product that our company has developed is unique and exclusive. The concept is convenient, efficient and suitable for the persons who cannot bend easily.   It is shoes uniquely catered to our target segment of the persons like pregnant, obese, arthritis or can’t bend easily to lace their shoes.  
Understanding the consumer

Our goal is to provide excellent products and services to the customers. For this we have to study the consumer behavior. The differences in consumer behavior can be due to culture, habits, tradition and psychology. A marketer must understand the following issues:

    * The psychology of how consumers think, feel, reason, and select between different alternatives (e.g., brands, products);

    * The psychology of how the consumer is influenced by his or her environment (e.g., culture, family, signs, media);
    * The behavior of consumers while shopping or making other marketing decisions;

www.consumerpsychologist.com/
By studying the above parameters we will be able to find out the needs of the consumer. The reasons of purchasing our product. 

The customer targets and the competitive markets: Using needs approach


Our main premises of introducing this unique concept and product line are to address the problem faced by the persons as discussed above. The problem or need to have shoes which is comfortable, effective and wearable without troubling them. Even though there are alternatives available in the markets to address the problem, none of these products have been able to address the peculiar and special "needs and wants" of our target segment in an efficient way. 

Our product addresses the special needs and wants of our target market in the best possible and convenient way and provides solution to host of other problems recognized by these people. 
The company which will be able to provide maximum consumer satisfaction and maximum possible solution to consumer needs and wants will be able to sustain in this competitive arena. (http://cas.uah.edu/simpsonj/powerpoint/mkt%20_301/bk_09%20revised.ppt
Purchase decision process:

The purchase decision process is the stages a buyer passes through in making choices about which products and services to buy. :

Five Stages of Consumer Behavior 
:

   1. Problem recognition,

   2. Information search,

   3. Alternative evaluation,

   4. Purchase decision, and

   5. Post-purchase behavior.

Issue of consumer decision making

Consumer decision making and motivation is explained by the theory as being a factor that ranges from low involvement to high involvement. A person that is highly involved will tend to closely examine each of the statements made, and will not just accept information as factual. Rather, they will challenge statements that disagree with their position. In this situation, the persuader must present strong issue-relevant statements, leading towards the position they would like their audience to hold. 

A person of low involvement will probably remember how many statements were presented over the actual statements themselves, processing in the peripheral route. In this situation, it will be more important to focus on buzz words or simple ideas that will catch their attention, as peripheral cues will typically be all that is processed and remembered. Simply having an expert source that is viewed as credible can have a huge effect, because, according to the theory, speaker credibility will be more important than specific data in the messages. Level of motivation or involvement help show how differently two people can process the same message.

Customer Sub-Groups

By the above process we will be able to find the different sub-groups of customers they have and how they differ in terms of types of purchase, cost of purchases, servicing needs, communication methods, total purchase transaction time, post-purchase needs, complaint issues, and others. Even more important to identify may be the commonalities between these same customers, and the characteristics that seem to be present for most or all of them. Thus positioning and segmentation for the marketer is important. Then marketers established what might be called separate-but-equal selling the targeted approach, which pragmatically acknowledges that different groups respond to different messages. 

Competitive Research

We will also conduct the following research to shape our future strategies:

1) Forecasting and business trend research

It will help in knowing the growth rate of the shoe industry. It is mainly secondary research as past data has to be gathered to find out the previous trends.

2) Market share and market potential

 Market Share: The share of existing players in the industry. It will be known by secondary research primarily by industry reports, annual report and trade magazines
 Market Potential: is the limit approached by the market demand as industry marketing expenditure approaches infinity, for a given environment. The phrase for a given environment is crucial in the concept of marketing potential. 

Total Market Potential = Number of buyers in the specific market under the given assumptions * quantity purchased by an average buyer * price of an average unit.

It will be done on the basis of secondary sources such as economic data of the country. 

3) Segmentation and marketing mix research

The marketing mix approach to marketing is one model of creating and implementing marketing strategies. It stresses the "mixing" of various decision factors in such a way that both organizational and consumer objectives are attained. The most common variables used in constructing a marketing mix are price, promotion, product and distribution (also called placement). Segmentation involves classifying the market on various parameters such as flavor, age, region etc.

It will be mix of both primary and secondary research. The primary research has to be carried out to know the customer attitude, tastes and needs. Various trade journals, industry reports should also be referred as secondary source. 

4) Image and market characteristic research

It has to be mix of both primary and secondary. Primary research is to be done to know the customer perception about the image of the company and the nature of market competition. Various trade journals, industry reports should also be referred as secondary source. 

Hence it will help in development of effective marketing strategy and tactics.

 Use of competitive intelligence

Competitive intelligence is defined as having four specific goals:

 

       detecting competitive threats

       Eliminating or lessening surprises

       enhancing competitive advantage by lessening reaction time

       finding new opportunities

 

 The objective of competitive intelligence is not to steal a competitors trade secrets or other proprietary property, but rather to gather in a systematic overt (legal) manner a wide range of information that when collated and analyzed provides a fuller understanding of a competitor firm’s structure, culture, behavior, capabilities and weaknesses.

 

USE O F COMPETITIVE INTELLGENCE BY NIKE
Competitive intelligence is seen as a process of monitoring the competitive environment. This allows senior managers in companies of all sizes to make decisions on everything from marketing, research & development and investing tactics to long-term business strategies. This is seen as a continuous process involving the legal and ethical collection and analysis of information and data. It can be done by continuous survey of the competitors by following sources:

· Publicly available information like Websites, Print items, News and Media briefs, Sales Brochures and catalogues

· Information from the suppliers, trade association and other sources.

Competitive intelligence can be used for a number of reasons. Nike will use it to analyze the market and what their competitors are doing or planning doing in it in the near future. Basically, it is about perceiving threats and ways of getting at the information you need once the threat is somehow perceived. 

 

Market segmentation

simply put, segmentation means breaking up of something into smaller pieces. Marketing gurus define segmentation to be the process of dividing a potential market into distinct subsets of consumers with distinct needs and characteristics and selecting one or more segments to target with a distinct marketing mix. The necessary conditions for successful segmentation are:

· a large population

· with sufficient money to spend

· and sufficient diversity

· to be capable of being partitioned

http://www.indiainfoline.com/bisc/jbmk02.html

Hence market segmentation is a process of dividing the overall potential market for their products into smaller groups with similar needs and wants so that the company can better develop effective marketing strategies. Thus segmentation involves classifying the market on various parameters such as flavor, age, region etc. 
thus different sub groups of our product are:

· Pregnant women
· Obese
· Arthritis
· Persons who cannot bend easily
A few promotion strategies for my product is setting of objectives of Communication 


Enhance our profile within our targeted customers through being cited as possessing unique expertise in these areas. Positioned as high quality but value offer to the consumer by offering excellent quality at economical prices. The focus should be on convenience, effectiveness and economy to be provided to the users. 

Selecting the proper media vehicle 

for communicating the message goes a long way in the success of any kind of advertising. Each media vehicle has its positive and negative points, with a different reach and impact. Therefore, a company has to be very clear about its target audience. Choices available are Internet, television, newspapers, magazines, direct mails, radio, and hoarding. Every one of this has its advantages and disadvantages. Companies often go in for a media mix, i.e. they select more than one of the available choices. Timing is of greatest significance here. In our case it can be Internet to give direct online orders and for community building. Using newspapers, direct mails, radio and hoarding selectively will also generate the awareness. 
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