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Megabloks Segmentation and Positioning
Positioning, targeting, and segmentation are all core to Megabloks Company’s marketing strategy. It is essential to identify the possible market segments for the company in Japan, as it enters into distribution and retail of its products. Since Megabloks organization culture, structure and systems may undermine the ability to focus on Japanese lines; it is foremost pertinent to note how the market is segmented, and how to tweak the organization’s strategies to engage in innovative new-product development. According to the company, most of its loved products are children toys. Therefore, the company sells children toys as the primary product. However, the Japanese toy market has expanded over the years, seeing to it that there are toys for adults. For instance, the aged population has been a fan of the newest line of computerized, robotic dolls, which are responsive to touch and voice. Thus, the Megabloks may want to expand its brands across the market segments in the Japanese toy market, where various renowned toy manufacturers dominate. 
Therefore, we have markets for children’s’ toys, teenagers’ toys, and toys for the aged. Categorically, we have electronic toys, hobbies and models, boys’ and girls’ characters and toys, stuffed animals, games, seasonal and sundry toy markets. With the potential market segments available in the Japanese toy market in mind, it is essential to consider some factors on how to segment and position Megabloks brands that are not yet popular in the Japanese market; while at the same time looking at the external environment. Japan is a nationalistic country; it is proud of a Japanese touch imprinted on almost every product. The following is a detailed discussion on the best market segmentation and positioning approach that Megabloks needs to embrace. Marketing segmentation in the Japanese market will enable Megabloks to divide its consumer groups into the various mentioned categories. 
Every customer in each category has a shared trait with the other. Japanese consumers will most likely need their products to be labeled in the Japanese language, considering their lifestyle and culture. The consumers will also want products that are complete and genuine. Perhaps, Megabloks may consider targeting the children’s’ toys first since it is the core and most renowned product identified with the brand. The company can then move on to other segments with time. Referring to the case study provided, Michael should consider applying the distribution alternative one (D1), using small distributors because it would be easy to catch their attention and interest. If Michael was to consider making direct sales at the entry level, it is evident that a lot of difficulties with capturing the attention of the consumers would be imminent in the short run. Apparently, long run considerations would be appealing since the company will be participating in the competition directly as opposed to partnering with its competitors (D3), which would be costly to the Megabloks. 
Though such small distributors may not have access to many channels, it is possible to grow in time. Bendayan would consider embracing product line two (P2) since customization of Megabloks packaging would help retains the current product lines as well as attract more consumers, hence reasonable profit margins. However, instead of P3, in which developing an entirely new product line would be costly and challenging to achieve minimum order quantities and sales in the short run. Therefore, Megabloks best market entry strategy would be to come up with new product line modifications such as repackaging and/rebranding, while using existing small distribution lines, since the market is already full of other leading Japanese-based toy construction companies.
Gradual improvement in the product and applying a customer-friendly marketing mix would see to it that Megabloks conquers and leads in the Japanese toy market. Bearing to the fact that Megabloks is one of the most famous toy construction companies globally, it needs to create a broad and vast distribution network in the new market which significantly reduces the amount of capital required to partner with larger independent distributors, the reason why distributing through small companies is recommended. Megabloks should market its products to ensure that its customers are aware of the company brand name and strong brand loyalty. Pricing strategies should be fashioned in a consumer-friendly way since Japan is not as productive as other markets such as Europe and the USA, where Megabloks sells its products.
The primary market segment for Megabloks obviously is the children, since the company is popular with children toys. The positioning of the Megabloks distribution and retail centers should be in the major towns where parents go shopping in the supermarkets, hypermarkets and recreational centers. Positioning Megabloks stores in such retail centers will ease marketing of the brand among consumers who have high purchasing power and who are aware of the high quality and premium nature of Megabloks brands. Various competencies that would need developing include ensuring that the franchise location is within the urban cities; whereby most people are likely to converge during recreational events, where hospitals are and positioning in strategic places such as movie theaters, amusement parks, busy streets, and high-end luxury resorts.
Focusing on the proper marketing mix for Megabloks will be the chief driver of its success in the toy business in Japan. Foremost, having in mind that Megabloks is popular with children, the brands and packaging should be appealing to the young population in the market. A customer-centric focus is important because it helps the company sell the right product and brand name to the right consumer group within the specific market segment. Moreover, Megabloks will have to ensure that they have a proper pricing strategy that will further help the company understand the market structure correctly. As regards place, the company will make sure that right product is delivered at the right place and at the right time. Children will continue to grow as time goes. Therefore, the company must have plans in mind. Advertising and marketing initiatives are also crucial for Megabloks to efficiently promote its brand. The promotion can spread out costs, which in turn reduces production costs.   
Such competencies enable Megabloks to achieve brand recognition and substantial sales, considering the high purchasing power of the consumers in such places. Megabloks should start with undifferentiated targeting which cuts down on marketing costs, move on to concentrated targeting to achieve high positioning and gradually achieve significant financial success by applying the multi-segment targeting technique. Therefore, the company will be able to enter the Japanese toy market and with time, in consideration of the discussed approaches, fight competition and become a preferred brand in the Japanese market. As the toy market continues to grow worldwide, Megabloks is eyeing the global market, with the Japanese market as the top priority in the list. 


