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1. Recognize the Customer and the Issue
To begin addressing this question, let us imagine our product as a cell phone, which we can readily connect to our personal experience. My target market consists of consumers in the center of the price range, regardless of any demographic variables. This demographic is mainly interested in mobile phones, which are reasonably priced and have the essential functions accessible.
Prices are the primary consideration in their purchasing choices. Still, they also consider various other technical factors, albeit they may choose to forgo several features in exchange for a lower price. My organization's next move to better serve my target demographic is to introduce such phones onto the market that are reasonably priced yet capable of providing the necessary specs. To develop a solution, my company may experiment with additional requirements that are not always anticipated from consumers.
2. Customer Decision-Making Factors
Characteristics of the geographical area:
My target audience will be more concentrated in urban and semi-urban regions than in rural ones.
Characteristics of the population:
A family with a little to medium amount of income will fall into this group.
Characteristics of the social environment:
The target audience will be those who live in an urban or semi-urban environment.
Characteristics of the situation:
Individual consumers who pay attention to certain visible aspects of a product are the ones we are aiming.

3. Reaching customers
[bookmark: _GoBack] We integrate gadgets following the most recent craze, such as providing a simple method to publish selfies on social media networks (Jebarajakirthy et al.,2020).
 Because smartphones have primarily taken the role of desktop computers as personal devices for many people, we advertise our gadget as something that can do all of the functions of a desktop computer.
 We are promoting the fact that our gadget will have more novel applications such as wearables, scanners, etc.
4. Competitive advantages
i. The power of the brand
ii. Pricing strategy for high-end goods and services
iii. Three-tiered supply chain with excellent integration
5. Market Segmentation and Positioning
We are confident in the effectiveness of these methods because, from the user's perspective, we promise that we will enable their mobile device to replace many other electronic devices at a much lower cost and with more opportunity for innovation (Dalgic 2015).
6. Positioning statement
To all customers of mobile phones, Unique enterprises are the only cell phone company that can deliver high-quality of all kinds of mobile phones because the company is intensively focusing on the customers' needs. 
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