Running Head: MARKET ACCEPTANCE		1
MARKET ACCEPTANCE		2







Market Acceptance
Student Name
Institution Affiliation
Course
Date





Market acceptance is an important aspect of making sales. It promotes the name of a product. Also, it gives the application of the product and teaches consumers the benefits they are likely to get by using a certain product being marketed. In relation to the question, the initial management of Lytro was not effective at driving the acceptance of the market. This has been supported by various reasons.  First, this is because the company did an immense mistake. This was by not coming up with a set of a website that was going to enhance its product marketing. Also, Lytro’s initial management was not effective at driving market acceptance because it did not release any information concerning the product development. In elaboration, there is a huge likelihood that the products and technology of a company being mentioned in a product marketing on any technique website or new as well as website which is not just free promotion help in spreading the name of the company, the product dealt with by the company and people later associate the product marketed with your brand. 
Additionally, Lytro's initial management was not effective at driving market acceptance because of the market acceptance of typical camera users and the management did a job that was horrible since the product was not known. In connection to this, only a few people who were not aware of the camera industry knew about the product. This is a definite reason why the initial management was not effective in driving market acceptance.  In connection to the market acceptance of tech-versed people, Lytro's initial management was effective at driving market acceptance.  This is because they did a nice job because they were likely to gather the attention in various social media as well as traditional media that are interested in the product being marketed (White and Burg, 2019).
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