1




[bookmark: _GoBack]Hershey’s New Product line





Student’s Name
Department, University
Course Number and Name
Instructor’s Name
Date



Hershey’s New Product line
Launching a new product line requires strategic plans across all departments. Failure to collaborate in idea development and physical control can lead to unsuccessful ventures. According to Hershey’s plans in 2006, the company’s intention was to launch a high-quality and unique product. Creating fancy packaging was one of the company’s strategies of attracting customers. Based on reports from successful companies, defining a target user is the first step of introducing a new product in the market. A firm must analyze the market and identify a product that the targeted customers will like. The beautiful packaging by Hershey was one of the many ways of drawing the buyers’ attention. Companies should always define the users before introducing the product.
In the premium chocolate market, the little mass marketing led to the failure of Hershey Company in the first move. Mass marketing is crucial when introducing a new product in the market. The process involves using a common way of reaching out to large numbers of people in the market. If the company increased time and resources to support mass marketing the marketing team would create more awareness of the product to the public. Exposing the product to many people would increase referrals and the urge for people to test the product. Mass marketing is known to increase the level of sales because the more the product’s exposure, the more the number of people willing to try out the new product.
The second problem that led to the failure of the new product was the high pricing. Despite having less mass marketing, Hershey priced the new product highly. Based on this failure, it is evident that the company did not consider the step of market identification and target customers. According to Deshpande (2018, p75), before introducing any good in the market, the marketing department should conduct a survey to identify the interests of the people and affordability. In this case, the company seems to have made plans and decisions without considering the potential customers’ views. The little mass marketing accompanied by high pricing could discourage the few people who knew about the product. The fancy packaging was irrelevant because only a few people got familiar with the product. Pricing is one of the most important factors when determining the target market.
Once a company has realized weaknesses in operations, the first step towards solving the problem should be to develop strategies for rectifying the flaws. After introducing the new chocolate, Hershey decided to drop the prices after six months. Reports by the company showed that the level of sales was low and the product was little known to the public. Adjusting prices was one of the best ways of penetrating the product to the new market. Some customers purchase goods as substitutes or alternatives based on the prices. For the new product, low prices would attract individuals as they try to save some money and also as they familiarize themselves with the product. However, the prices should correspond with the target market.
The company’s decision to start mass marketing was a perfect idea. Mass marketing will help in reaching out to more potential customers because the method ignores the market segments. The strategy will also lead to high economies of scale because of the possible high sales volume. The company will also save on marketing costs, which might help in recovering the losses in the six months. The company could also try on learning about their competitors to know how they become successful when introducing new goods in the market. The use of promotions could also be a better way of attracting customers and creating awareness. From Hershey’s experience, it is evident that companies should take ample time for planning and managing activities before introducing goods or services to the market.
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