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There has been a lot of disconnect between the initial reception of Lytro in the tech community and the broader population because the company failed to set up a website as well as it did not release information about the new product to the general public. Creating public awareness is an essential part in product promotion and success of a product (Yu, 2016). Through a website and using marketing strategies, the company would have gained a connection with the population and its prospective customers. Promotion helps the company gain a name as well as people will later learn to associate with the product and eventually the brand. 
Lytro’s initial management was not effective at driving market acceptance. This is because, the normal camera users were not aware of the product. And thus, customers cannot accept what they do not know. The company developed their cameras using very good software as it captured both traditional and social media. Had they created product awareness, I believe that the market acceptance could have been very high. People only got to discover about the product through friends; a channel which I very slow in the business world.  However, due to lack of awareness, the market acceptance was quite low. 
Two distinct potential Lytro customers include the telephone manufacturing industry as well as the digital film industry. Modern telephone devices manufactured in different companies often install cameras in their devices; a key feature which consumers look at before purchasing phones. On the other hand, the film industry uses cameras for photography during shoots. These two consumers are a possible market for the company (Payne, Frow & Eggert, 2017). The customers are different from one another in that while those in the film industry need large, bulky and clear cameras, those in the telephone industry need small portable cameras that can be installed in phones. Besides, the pixels of the camera are different in the two consumers. 
The value proposition for each group must differ in that that of the telephone manufacturing industry will be higher than that of the digital film industry. This is because; telephones are assets that individuals cannot do without (Yu, 2016). Thus, the market demand from this market segment hall is higher than that of the digital film industry. Thus, in order to gain control over the cameras used in the telephone industry, the company must create cameras with high image resolution and cameras that are up to date in their technological advancement.
 Basing on this argument of higher values and more profits, I think Lytro should choose to specialize in cameras used in the telephone industry. I do not think they can serve both customers equally well, unless they decide to set up different manufacturing centers. This is because the parts assembled in cameras often tend to appear similar with a difference in sizes. Thus, confusion may arise leading to assembly of wrong products (Payne, Frow & Eggert, 2017). This would negatively affect the market leading to collapse of the company. If I had the opportunity to advise the board on the long-term positioning of Lytro, I would tell them to focus on consumer trends and innovations in the camera production industry. The film industry is incurring a lot of changes with rapid inventions and innovations. Thus, to take lead of the market, the company should prioritize trends in the film industry during manufacture of cameras. 
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