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I think that the hypothesis the designer formulated for the buckets was: will redesigning the bucket increase consumer satisfaction, sales and profits realized by the company? In collecting data for his research, the researcher used the observation method. I believe that this was the best data collection method to use as compared to all other data collection methods. To begin with, observe collects first-hand information unlike other data collection methods. This is because data is collected by the researcher himself using his eyes as a tool to identify various parameters and reference points in the research (Baker & Saren, 2016). The researcher was able to truly accept that the buckets had a problem since he saw the difficulty people had in lifting the buckets as well as he was able to try lifting the bucket himself. Second-hand information is not as reliable as first-hand information because someone may develop doubts and bias toward the work of another individual. 

I firmly believe that home depot is using differentiated targeting in its marketing strategy. The company directs its marketing efforts to either two or more segments. The segments can be divided to the online and mobile customers, do-it-yourself customers and the small contractors segment. It develops a marketing mix for each segment enabling the company to identify various consumer tastes and preferences and modifying the products or inventing products to meet the consumer needs. Since the company uses different messages for the different target groups, this rules out the possibility of undifferentiated marketing strategy (Dietrich, Rundle-Thiele, & Kubacki, 2017). In addition to that, concentrated marketing strategy involves a company focusing on one target group. Home Depot focuses on four market segments ruling out concentrated marketing strategy. Thus, with the above evidence, I believe Home Depot uses differentiated marketing strategy. 

Home depot uses the geographic segmentation variable, the lifestyle and psychographics variable segmentation variable to reach consumer markets. The geographic segmentation variable helps an entrepreneur determine his or her market range. Through this segmentation variable, Home Depot has been able to focus on local consumers and online or mobile consumers (Baker & Saren, 2016). This segmentation variable has further made the company to open numerous distribution stores instead of opening new stores to reach mobile or online customers. Evidence of the use of the lifestyle and psychographic variable is seen in the do-it-yourself and mall contractor market segments. Lifestyle and psychographic segmentation variable focuses on people with shard interests like those who love doing household chores alone; or even shared routine lifestyle practices like small scale contractors.  

I think home depot uses both business and consumer variables to segment the contractor market. Contractors are people who like using their phones heavily to sign business deals or to even conduct researches about their daily activities. They are often interested in the features and specifications of products the price of the product and things like whether there are reduced prices when a buyer purchases products in wholesale (Dietrich, Rundle-Thiele, & Kubacki, 2017). They require an intimate relationship with the company and they are highly concerned with how is the company helping them to make more money. It is on this basis that I believe the company uses both business and consumer variables by offering cheaper prices for bulk-orders, and maintaining a constant communication with the contractors to inform them of the availability of a certain commodity and its price. While cheaper prices for bulk-orders is a business variable; communication on product availability on both the price and quantity is a consumer variable. Thus, the company uses both business and consumer variables in targeting the consumer market. 
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