Running Head: MARKETING 		1
5







Marketing
Student’s Name
Institution 

Consider two product categories: soft drinks (colas) and smartphone apps. While perhaps not true in all countries, colas are normally considered to be in a mature category while smartphone apps are in some growth phase.
(a) What are the differences between the markets in terms of consumers and competitors?
One thing to understand here is that all products tend to follow a certain growth pattern. Marketers explain it as an S-shaped curve that begins with the introduction stage through growth, then, reaching maturity, and eventually declining when the product is replaced with substitutes (Chandrasekaran & Tellis, 2007). Basing this answer on when Coca-cola soft drinks were introduced to the market, it would be logical to argue that colas have already reached market maturation stage. By looking at the market share and the profits colas are generating annually, it would be plausible to mention here that Coca-cola have already established a brand consumers can associate with and, therefore, it requires little marketing efforts. This is even true because cola has already gained the largest market share in the category of soft drinks which also is the reason why Coca-cola continues to stand out in the competitive marketplace.  
On the other hand, the market for Smartphone is still emerging and Smartphone companies need to commit substantial resources to keep up with the ever changing technology. They need to keep on innovating so as to align with consumer preferences. More often, Smartphone apps may fail the test of real market and this is the reason why Smartphone companies need to keep on innovating and fine-tuning the market mix or even relaunch their products to keep up with new innovations by new entrants in the market.  So, the difference between the two markets is that one is already “mature” while the other one is still emerging or growing. 
(b) Based on your answer to #1, how are the decisions on price, advertising, and distribution channels different for the two brand managers?
Many businesses fail in the expansion or growth stage not because they are unprofitable but because of the decisions made when planning for the marketing strategies. Therefore, decisions made on how to price, advertise, and distribute the products determines how well a product fairs in the market. There are differences in decisions made for the two products. 
Cola’s brand manager needs to focus more on a continued fight for market share. If there are new competitors with great products in the market, the brand manager may be required to shift his efforts to pricing strategies, for example, he or she may consider reducing the price to increase sales and so forth. Unlike Cola’s brand manager, Smartphone app brand manager is required to focus more on positioning the product, identifying competitors, and locating places where consumers can find the products. Smartphone brand manager should establish a marketing mix that helps in development of brand loyalty because there are many apps in the software market and consumers are still exploring and using apps they think meet their preferences. For that reason, the brand manager may also be required to focus more on doing research on customer’s needs and use the information to launch better and more efficient products.
Hughes (2010) explains that marketers in the software market should focus more on studying consumer’s choices of how they spend their time and money. Lifestyle marketing shows that users tend to be conscious of how they spend their money especially when it comes to purchasing mobile applications.  Smartphone brand managers also need to consider the fact that there are many apps in the market that most of them are offered for free. Such a consideration would help in the development of the best marketing strategies that would help in differentiating the product hence convincing consumers why they should purchase it. Chandrasekaran & Tellis(2007) also explains that at the growth stage brand managers should focus more on increasing sales volume and on developing marketing strategies that help in beating up competition.  
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