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Question One: Harvard Case 8
A. Based on the case study, it is evident that various factors affect competition, product development, and marketing aspects in a 3Dprinting market.
Competition:
The quality of the product is an essential factor that affects competition in the 3D printing market. Consumers usually prefer companies or manufacturers that avail high-quality products to match their needs. The players in this market emphasize on manufacturing high-quality products to ensure that they retain and attract new clients. It is crucial to note that consumer aims at attaining satisfaction from any product they buy in the market. The provision of high-quality products is a way of enhancing customer value and satisfaction. In this case study, FormPrint is operating in a market that is full of several competitors such as Ashokal, PrintFlex, and LoganStar, among others. In order to acquire a higher market stake, FormPrint strives to stretch the competition gap by producing high-quality orthopedic products that entail auditory and dental items (Cespedes & Zalosh, 2014, p. 3). Therefore, these market players must heavily invest in technology as a way of improving their products’ quality. 
Product Development:
Demand is also a vital factor that affects product development. It is common to note that FormPrint is developing Ortho500 because they are likely to be demanded by top surgeons, smaller medical facilities, and outpatient practitioners based on its price, ease of use, and functionality (Cespedes & Zalosh, 2014, p. 3). Another aspect is based on the interest of orthopedic surgeons' in procuring a 3D printer as a way of upgrading their health devices (Cespedes & Zalosh, 2014, p. 3). All of these factors increase the demands for FormPrint products, thus calling for the development of new products to cope with the market demand.  
Another factor affecting product development in this market is technology. Technology is perceived as an innovation that has improved the efficiency of products in this arena. FormPrint utilizes advanced technology to develop and improve the functionality of the Ortho500 (Cespedes & Zalosh, 2014, p. 7). The above initiative implies that FormPrint is a manufacture that prioritizes performance over price, thus maintaining its organization's goal of producing high-quality products.
Marketing:
Marketing communication is one of the factors that affect marketing in the 3D printing market. The concept of marketing communication entails various activities such as advertisements, online presence, public relations, trade shows, and sales presentations, among others. In this realm, manufacturers with the best marketing communication approaches will definitely succeed in this marketplace. For instance, FormPrint has managed to create print and electronic marketing strategies to promote sales; it has also engaged in series of public relations campaigns to gain market influence (Cespedes & Zalosh, 2014, p. 6). 

B. It is also accurate to argue that FormPrint should enter a low-end segment of the market with the Ortho500. One of the reasons to support the above claim is that entering a low-end market segment will ensure that FormPrint provides affordable products to those customers who cannot afford to procure high-priced orthopedic products. In a real sense, such entry is likely to increase the market share of this company because many people will get attracted to cheap products as compared to what competitors produce. The above sentiment aligns with the theory of demand that illustrates that the lower the price of a commodity, the higher its market demand. Therefore, FormPrint will gain a competitive advantage over its market competitors who provide orthopedic 3D solutions at higher prices. It is also appropriate to enter with this Ortho500 in the low-end segment because of its reduced cost of production. For instance, less expensive materials are utilized to design and develop exoskeletal brace hence reducing the overall cost of production (Cespedes & Zalosh, 2014, p. 7). Therefore, this manufacturer will manage to increase profitability even with this reduced price.
 
C. Ortho500 plays a crucial role in FormPrint’s products portfolio and marketing strategy. The launch of Ortho500 is a mechanism that aims at proving that Formprint’s items are attached to customer satisfaction. For instance, Ortho500 is attached to faster patient services and quicker recoveries because the machine can produce many items in a few hours (Cespedes & Zalosh, 2014, p. 6). Therefore, FormPrint developed Otho500 as a pathway to secure a top position in the 3D printing market and also to win the hearts of many clients in the healthcare industry.  

Question Two: Harvard Case 9
One of the activities that I would conduct to gain greater insight into Hispanic patients' experience and concerns is measuring the average time it takes for these patients to get medical assistance. Based on the case, a Hispanic patient waits for the longest for a kidney transplant as compared to other races (Hennessy, 2016, p. 2). This is a crucial activity because it can expose the reasons behind such negligence of medical workers since most of these patients die in the waiting room before the actual transplant. Through this activity, I would like to establish whether racism and discrimination lead to such worst experience among these Hispanic patients.
I would also like to study the reasons why most of the Hispanics are not insured for health coverage. In this case, almost 35% of this group are not covered as compared to 16.9% in other races (Hennessy, 2016, p. 5). In this activity, I would wish to evaluate how the cost of treatment is a major concern to these patients. Definitely, I would postulate that lack of insurance coverage leads to the high cost of treating kidney diseases, which in turn increases the mortality rate among Hispanic patients. In the same vein, I would conduct the challenges associates with the language barrier in health care systems.  
Question Three: Study Question
My position in this question is that product and service marketing is fundamentally different based on the discussion below:
Product marketing is different from service marketing. These differences emerge in their characteristics. One of the differences in marketing strategies is tangibility (Haziri, Chovancová, & Fetahu, 2019, p. 176). When a company is marketing products, consumers are able to have physical contact with these items and prove their quality and quantity. On the other hand, marketers in service market are only able to engage in the real practice such as transportation hence consumers cannot be convinced on how it works but rather enjoy the service provided. 
Similarly, product marketing mainly focuses on value while service marketing emphasize on relationship. Product marketers aims at providing high quality products in the market to attain human wants while service marketing intends to strengthen relationship among service provider and consumers. For instance, Uber is a service company that tries as much as possible to improve its relationships by delivering better services to clients. 
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