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How does the job of the marketing manager differ for these three kinds of new products? 
· Really new products
· New products in existing product categories
· Line extensions which are just new varieties of existing products

While all products need marketing, “really new products” need even more attention if they will ever gain traction in the market. First, the manager needs to ensure that marketing strategies creates brand equity for the “really new products.” This will ensure that consumers develop strong, favorable, and a unique association with the products in their memory. Also, the marketing manager will be required to do real work in ensuring that “really new products” are positioned well in the market because the products are still new and consumers may be reluctant to purchase as they know little about them. We all know that when consumers are making decisions on which products to purchase, they consider various things such as knowledge about the product, opinion of others, brand associated with the product, prices, quality and so forth. Therefore, the marketing manager needs to put more effort in marketing the “really new product category” to help consumers acquire information they may require in order to even like the products. 
As mentioned earlier, a new product might be ignored if nobody understands what it is. Many consumers think about products in terms of the existing categories. When new products are embedded in existing product categories, many people tend to get confused of which product to purchase. Therefore, the marketing manager’s work is to clear the existing ambiguity in such product categories because it affects the marketing strategies and kind of traction they are expected to gain. New products need a very clear identity. If firms cannot classify products into things or categories people already know, then, the marketing manager have to engage and put more effort in making sense of the products (Kirzner, 2015). 
It is also important to understand here that the way a new product is grouped with others is very important because consumers evaluate products in terms of what they already know about similar products. Therefore, the marketing manager needs to make sure that the new products are correctly grouped. In other words, correct grouping helps in:
· Determining other products that people can use to compare new products with and this makes it easy for marketing the new product.  
· Classifying new products in consumer’s minds something that also plays a role in how to evaluate the new product
· It also helps in including appearances, price, and previously learned connections. All these make it easy for marketing a new product categorized in an existing category.
How does a marketing manager forecast product demand each of these categories?
Demand forecasting is an analytical estimation of demand for a particular product or service done for a specific period of time (Schneider & Gupta, 2016). The marketing manager can use a qualitative method to forecast demand of “Really new products.” By using this method, the manager might be required to use market surveys where he or she will ask customers to provide some information about the new products. For example, information about what they think about the products and so forth. Since most the customers may know very little about the “really new products”, the manager may be required to give some free samples for testing and, then, ask for product feedback or even about their purchasing plans. 
Quantitative method may be used for new products in existing product categories (Schneider & Gupta, 2016). By evaluating how well the existing products had been doing in the market, the marketing manager can be able to forecast how soon the new products added in the category will gain traction and how well they will perform. This can be done by evaluating the quantity of the existing products that had been sold for a certain period of time. If a lot of products in the category have been doing well, this could guarantee that the new products added in the category will also do well in the market. The same applies to line extensions which are just new varieties of existing products.
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