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Alphabet

Alphabet is a multinational conglomerate made up of Google and its subsidiaries. An underlying factor to the success of Alphabet has been its innovative rate that has led to increased differentiation of products and service. Its ability to develop a wide range of products and services has been its defining capability enabling the company to market its products to its large consumer base effectively. This marketing analytical paper will analyze the products offered by Alphabet and their stages within the product life cycle. Additionally, an analysis of specific products within the product line and theirs attributes will be provided thus informing the product positioning strategies that the company needs to implement.

Product of services offering

The most successful service line that Alphabet has ever developed is its advertising service known as Google AdWords. Google AdWords is an online advertising service in which the advertisers pay to be displayed on the web content of the users (Nicas, 2017). The service is based on the use of keywords as well as cookies which determine which users are to be marketed to. The service has been profitable to Alphabet generating about $45 billion in revenue in 2014, and this value is expected to rise as more companies seek specialized and individualized marketing to its customers (Nicas, 2017).

The product life cycle identifies the stages through which a product is developed and its progress in the market until it is no longer of value to the consumers (Corallo et al., 2013). Google AdWords can be determined to be at the growth stage of the products life cycle. The product life cycle is defined by four distinct stages that are the interdiction, growth, maturity, and decline. Each stage is defined by specific characteristics, and the alignment of these characteristics to the current market trend of the product and service is useful; to determining at which stage the product or service is at. 

Google AdWords is at the Growth stage of the product life cycle, and this is based on the rate at which the service has generated profits and sales for the company earning Alphabet 68% of its revenue for the year 2014 and a revenue stream of $45 billion (Nicas, 2017). According to Chung, Lin & Hu (2013) it is at the growth stage that a service or products can attract customers as well as economies of scale enhancing the profit margins as well as increased use at which new competitors enter the market. Google AdWords is relatively new and has capitalized on the large market share that Google search engine provides enhancing access to more customer generating greater profit (Nicas, 2017). Companies such as Bing have not yet able to develop a better alternative for AdWords thus determining that the service is currently in its growth stage in which competition is relatively low, and profit margins are very high. 

The changes in the market value, competition as well as demand in the market are all variables that can be used to determine when products are transitioning to another stage (Corallo et al., 2013). For instance, in the introduction phase, the market value and the demand for a given product may be low but the increase in sales and profit, as well as the development of similar products by rivals, indicates that the product has moved to the growth stage which is characterized by increased profits and increased entry into the market. As profits reduce and competition increases to the point that market has reached saturation is used to mark the transition of the products into the maturity stage (Corallo et al., 2013). As the products, demand continues to shrink and value dropping even further due to increased alternatives to the products is what is used to mark the transition into the decline stage. Thus profit margins, demand, and supply as well as market competition are integral factors used to analyze the transitions of products within the life cycle stage. The importance of understanding the transitions of a service such as AdWords in the product life cycle is essential to determining the need for differentiation in the offerings of the company and inform the need for greater marketing strategies to be employed by the organization (Stark, 2015). For instance, the transitions help to determine the next expected stage enabling the business to align its marketing strategies to the new market environment to ensure better positioning and continued sustainability of the company in the market.

New product

Google AdWords has been identified to be at the growth stage of the product life cycle based on its increased market share and profits gained by the company.  A new service that would support the above services would be to develop an online advertising platform for low-income users. Currently, the large and successful companies are the main market for Google’s AdWords. A complimentary service that would support AdWords would enhance the positioning of this service within the market. A supportive service that offers to advertise for low-income users and small business would work to enhance market growth based on the increased demand for advertising services. AdWords has been useful for enabling corporate to market their products effectively, and this service has locked out a small business that has minimal revenue to pay for advertising. It is at the growth stage that demand for the products or services is high and this is true for online advertising to reach a large group of consumers (Wilson & Gilligan, 2012). An advertising service specially designed to provide limited advertising options at a lower price for the low-income groups and small businesses will work to capitalize on the demand for online advertising and thus support AdWords as a new revenue stream for the company.

Product line

Armstrong, Kotler, Harker & Brennan (2015) noted that a product line is defined as a group of relatable products sold under a single brand by the same business. Alphabet has various product lines that have continued to enhance its customer reach and consequently its growth in revenue. Differentiation in the products line has been essential to the development of Alphabet. Expansion of the product line as noted by Armstrong et al. (2015) is aimed at reaching new customers, penetrating new markets as well as increasing market share and profitability of the company.

Consumer hardware is one of the main lines of Alphabet. In its consumer's hardware line Alphabet has released various products such as Chromecast, Google Glass, Nexus Player and many others but the most innovative product in this line is Google Home which is an Artificial intelligence assistance. Google Home is voice automated enabling the user to issue commands to interact with the services (Gebhart, 2017). It enables the users to look at photos or videos, receive news updates and listen to music. It has recently integrated messaging provisions enabling the user to listen to audio messages and respond. The product attributes refer to aspects that the customers analyze before making a purchase and why they chose one product rather than another.  The attributes of Google Home and substitute products is necessary to determine which marketing approach the company should implement to reach out to the customers. Google Home products attributes include price and quality, design and expandability as well as entertainment and personal assistant (Gebhart, 2017). Price and quality are defining characteristics that define what customers want for instance most customers want a high-value product but at an affordable price thus determining that quality and price influence are greatly buying choice when it comes to products such as Google Home or Amazon Echo. 

Design and expandability are other factors that influence the sale of such products. Consumers, as noted by Barney (2014) are influenced by the design of products and the aesthetic beauty that they offer alongside their functionality. Today most consumers have a wide range of products such as phones, tablets, laptops that need to be integrated and thus expandability is another important attribute that the customers today seek.  Entertainment and personalized assistance are other defining gestures customers analyze when purchasing artificial intelligence assistant (Gebhart, 2017). The ability to provide a multitude of entertainment from various platforms and the ability of the devices to effectively integrate personal data and act as an effective assistance remembering critical personal details is used to determine the customer behavior in such products. The attributes above have been used to determine the difference between Google Home and its rivals such as Amazon Echo and the HomePod developed by Apple. 

Positioning matrix

The positioning matrices were used to analyze the product attributes of Google Home, and it is one its closest competitors that is Amazon Echo. Alphabet and Amazon have continued to enhance personal assistant products to capture the market and enhance market positioning. The three attributes used to analyze Google Home and Amazon echo include price and quality, design and expandability as well as entertainment and personal assistant (Gebhart, 2017). The positioning matrix for price and quality was analyzed and identified that Google Home has a lower price as it retails at $129.99 while Amazon Echo retails for $179.99 (Stern, 2016). In relation to the quality of the products such as streamlining and sound quality, Google Home has been noted to provide higher quality services as compared to Amazon Echo. The next attributes used to analyze Google Home and Amazon Echo are design and expandability. The design of Google Home is sleeker and portable as it measures about 5.62 inches tall and 3.79 inches around while the original Amazon Echo is cylindrical measuring 3.27 inches around and 9.25 inches tall (Stern, 2016). Amazon Echo comes in white and black while Google Home comes in a variety of colors making it more aesthetically appealing and able to blend with users home or appliances more easily. Entertainment and personal assistant are the third attributes used to analyze these products. Google Home has high quality regarding personal assistant highlights as compared to Amazon echo due to the ability of the product to integrate personalized information from google accounts and services providing daily briefings, checking traffic calendar, checking flight status and tracking packages (Gebhart, 2017). Amazon Echo that offers shopping list, calendar, to do list, checking flight status and tracking of packages. Entertainments of both high providing music streamlining options from a diverse range of services. However, Google Home provides greater entertainments services as compared to Amazon Echo.

Product strategy

Product strategy is defined as the plan to develop new products or to enhance existing products to meet the needs of the market (Kotler, 2012). Changing market expectations have defined the need to reevaluate and reposition products within the market. The products strategy based on the attributes above has identified the need to source cheaper raw materials to lower the cost of Google home while enhancing its functionality and durability such as water resistance is an effective way to enhance its quality. Alphabet should expand the entertainment formats and services that the product can handle providing the users with greater control and choice over the type of information they want. Additionally Alphabet needs to redesign Google Home to provide greater personalized assistance services from alarms to providing timely updates on things such as when to take medication (Stern, 2016). Design and expandability of the product needed to be reconstructed. Google Home needs to be expanded to support a variety of devices that the user have. Enhancing compatibility with various devices will thus enhance the products increasing its demand. Alphabet needs to constantly redesign Google Home or develop different designs based on customer performance thus enhancing sales.

Conclusion

Alphabet is the conglomerate that houses Google and its subsidiaries. The main product offering is Google AdWords that provides advertising services to businesses and is currently at the growth stage of the product life cycle characterized by the increased demand for the service, new competitors and the increased sales and profit margin.  A new product to support AdWords is the development of an online advertising service for small business that will support AdWords at this crucial stage of the product life cycle. The product line selected is the consumer hardware line offering products such as Google Home. Google Home products attributes include price and quality, design and expandability as well as entertainment and personal assistant. Analysis of these attributes between Google Home and Amazon Echo its closest competitors identified that Google Home has lowered price and high quality, it provides greater design and expandability and better entertainment and personal assistance as compared to Amazon Echo. Enhancing its design quality, assistance and entertainment are key to its product strategy alongside the reduction of cost and expansion of services it supports.
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