Though I have a lot of questions, but putting the answers in my won words is a big challenge looking at the magnitude of data that I have been reading. So, any help in this regard will be highly appreciated. I need help addressing some questions like: 

-What would be the marketing problems that you might face if you were to develop a new design for a toothbrush.  Include the target market, product, place, price and promotion in your response.  Please be as creative as you like here. 

The most common variables used in constructing a marketing mix are price, promotion, product and distribution (also called placement). 

When constructing the mix, marketers must always be thinking of whom their target markets are. They must understand the wants and needs of the customer then construct marketing strategies and plans that will satisfy these wants. The mix must also meet or exceed the objectives of the organization. 

When building a marketing program to fit the needs of his firm, the marketing manager has to weigh the behavioral forces and then juggle marketing elements in his mix with a keen eye on the resources with which he has to work. A separate marketing mix is usually crafted for each product offering or for each market segment, depending on the organizational structure of the firm.

 Thus the major challenge will be to find right mix of 4P’s.
Product: Defines the characteristics of your product or service that meets the needs of the customers. For our tooth paste it can be the flavored tooth paste targeting the youth segment

Price: Decide on a pricing strategy - It means deciding the price which consumer has to pay including discount structure. For this we can have value for money or penetrative pricing strategy to corner larger market share. 
 

Promotion: This includes all the weapons in the marketing armoury - advertising, selling, sales promotions, Public Relations, etc. Thus we can have right kind of promotion mix to attract our target segment. The challenges will be about deciding right kind of media, sales promotion schemes and message.
 Place (or route of distribution): Some of the revolutions in marketing have come about by changing this P. (Kotler, 1998) In this we can use mix of both new and old conventional channels. We can use internet to build the community and brand loyalty.
Also, 

- Describe a product that entered the market over the past two to three years and succeeded.  Why did it succeed?  Describe a product or services that you saw fail over the past five years.  What factors influenced the failure?  How did the positioning of each product contribute to the resultant success or failure? 

Successful Products
Purdue chickens are fed very nutritious food.  Frank Purdue successfully convinced the market that his chicken was of superior quality to other chicken.  He took a commodity item which is available everywhere and differentiated it.  His claim of differentiation is the way in which the company raises and feeds the chickens.  The marketplace accepted the claim, and Purdue’s chicken was able to command a price premium over the other chicken because there was a perceived benefit there, relative to other offerings.

For example In India ICICI Bank is one of the most reputed Banks. It has created a culture of service that has won the trust of the consumers. Earlier it was only in project finance but it has successfully changed its positioning as a universal Bank. It has done this by positioning itself as a Bank you can bank on. 

Relations with Positioning

Al Ries and Jack Trout said market positioning is 'not about what you do to a product…[You] position the product in the mind of the prospect.'

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.

The 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. 

Reasons of failure
1.
Unclear Customer Requirements: The customer requirements were not understood clearly by the marketing / marketing research team. Hence, the new product launched in the market does not meet the needs of the customers. For example Space satellite radios.
2.
Early launch of the product: The organization might launch the new product early in the market when either customer are not ready to use the product or proper infrastructure is not available to use the product or customers cannot use because of socio-cultural reasons. For example WAP enabled phones in India
3.
Benefits not communicated clearly: The marketing department is not able to communicate the product benefits to the customers which the customer feels is relevant and important for them.

4.
Disintegrated marketing communication: There should be synergy between the different elements of marketing mix other wise the product may fail.


- What are three lessons learned relative to the importance and effectiveness of forecasting market demand? 
The lessons that I learnt are:

1) As discussed in the previous response also, the effect of forecasting market demand is through out the organization. It will impact the budgeted sales, production, purchase and on overall profitability of the organizations. 
2) We have to be comprehensive in defining the market demand. Thus we must avoid being myopic. There are various techniques of forecasting:

I Regression analysis is used to forecast revenues and expenses: Regression analysis is any statistical method where the mean of one or more random variables is predicted conditioned on other (measured) random variables. The Regression Analysis is the part of Statistics that analyzes the relationship between quantitative variables. It helps predict the reaction of a variable when a related variable varies. 

II Decision tree analysis is attempted to enumerate various possible combinations of events that culminate in the formation of demand and the probabilities of the various events occurring.

A decision tree is a graph of decisions and their possible consequences, (including resource costs and risks) used to create a plan to reach a goal. Decision trees are constructed in order to help with making decisions. It can be used in estimation of demand. The Delphi Technique is a form of evaluation. Most often this technique is used for forecasting future events or products. 

III Time series

Time series is one of the quantitative methods we use to determine patterns in data collected over time. Time series analysis is used to detect pattern of change in statistical information over regular intervals of time. We project these patterns to arrive at estimate for the future. Thus times series helps us cope with uncertainty about the future. There are four kinds of changes in time series analysis:

Secular trend: The value of variable tends to increase or decrease over a long period of time. The steady increase in cost of living recorded by the consumer price index is an example of secular trend.

Cyclical fluctuation: For example business cycle. Over time there are years when business cycle hits a peak above the trend line.

Seasonal Variation: It involves patterns of change within a year that tends to be repeated from year to year.

Irregular Variation: In many situation the value of variable may be completely unpredictable.

Moreover we should pay attention to particular two problems:

How regular and lasting were the past trends? What are the chances of these patterns are changing.

How accurate are the historical date that we use in time series?

It can be used in estimating seasonal demand, secular growth in demand its products
3) Evaluation of Qualitative techniques:

•
These techniques are based on good theory and can yield valuable information for marketing decisions

•
The Delphi Technique is a form of evaluation. Most often this technique is used for forecasting future events or products. It is commonly used in software development. The basic strategy behind Delphi evaluations is to get estimates from experts and then use those estimates to get more estimates from experts until enough information is available to conduct the evaluation. Opinions expressed as part of a Delphi Technique session are usually exempt from retaliation from the organization, company or group conducting the evaluation, as a way to encourage "out of the box" thinking. The Delphi, or panel consensus, method may be useful in technological forecasting, that is, in predicting the general state of the market, economy, or technological advances five or more years from now, based on expert opinion,

•
When attempting to forecast demands for a new item these techniques are more useful as there is no previous history

•
It may be more appropriate to relate the products only qualitatively in order to get an impression of demand patterns or aggregate demand if the relationship is not direct between them.

•
When substantial data are lacking, subjective management judgment may be the better alternative

Limitations 

•
They are not intended directly to support inventory decisions. Rather, they are intended to support product development and promotion strategies. 

•
Data gathered by these methods should be considered in some aggregate inventory or capacity planning decisions, but should not be the sole data source for such decisions.

•
The Delphi technique is not a suitable technique for short-range forecasting, certainly not for individual products.

•
If the related product is very similar, quantitative techniques may be used. 

 What are three lessons learned relative to the importance and effectiveness of market research?
Research is the search for and retrieval of existing or discovery of new, information for a specific purpose. Research has many categories, from medical research to literary research. Marketing research (also called consumer research) is a form of business research. It is a form of applied sociology which concentrates on understanding the behaviours, whims and preferences, of consumers in a market-based economy.

1)Once the need for marketing research has been established, most marketing research projects involve these steps:

   1. Define the problem

   2. Determine research design

   3. Identify data types and sources

   4. Design data collection forms and questionnaires

   5. Determine sample plan and size

   6. Collect the data

   7. Analyze and interpret the data

   8. Prepare the research report

2) The concept of needs fits influences the behavior of buyers to make a purchase decision right from the start of the model where the problem recognition takes place due to the needs and wants of the consumers.  Recognition of a problem or need is disparity between a consumer’s current situation and some desired goal.  Such a disparity produces a motivation to act.  Need recognition shaped the benefits consumers seek in a product or brand.  Desired benefits determine the mindset of the consumer toward various products and brands prior to seeking and processing information.  Therefore, it is the special “needs and wants” of the problem that gives rise to a problem, which in turn, creates a basis for the potential market for a particular product or service.  

Source: http://www.learnmarketing.net/research.htm 
3 Use of the World Wide Web in research

It possesses unique characteristics, which distinguish it in

Important ways from traditional commercial communications environments. It possesses unique characteristics which distinguish it in important ways from traditional commercial environments.  Web is a virtual, many-to-many hypermedia environment incorporating

interactivity with both people and computers. Thus, the Web is not a simulation of a real world environment, but an alternative to real-world environments As such, it allows

users of the medium to provide and interactively access hypermedia content, and to

communicate with each other.   
Limitations of web

These include privacy, equal access, social interaction, presence and identity, and consumer confidence, and the issue of local standards applied to global markets. 

Sound infrastructure must be built. 

Trustworthy in online businesses, when working with clients/business partners/suppliers, he or she is placing web site trust in the business. It is essential to hold onto that trust dearly and don't do anything that would harm it. They trust the business to help them out on the Net. Also, to build and retain the trust, accessing unauthorized areas in the trading system should not be allowed, and the privacy of partners/customers should be protected both technically and legally. 

Reference:

1.
MARKETING MANGEMENT BY PHILIP KOTLER

2.
WWW.INDIAINFOLINE.COM

3.
MARKETING RESEARCH BY ARCHANA GUPTA

4.
WWW.REDIFF.COM
5.          My previous papers

