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Introduction
Company G was established in 1970 in Australia. It is a well-established company which focuses in the electronics market. Over the years, the company has grown from a small firm to an international company, which has led to an increase in the company’s revenues. G has focused on the expanding its market through Asia and Eastern Europe. Although the company has been experiencing a growing market, it has not taken full advantage of the available profits that have been brought about by available financial leverages. In order to address this issue, G has focused on developing a new line of small appliances which will enable the company realize its full profit potential. As the marketing manager, the small appliance from the new product line which would help the company realize full profit potential is microwave clothes dryer. Microwave clothes dryer is a small appliance which uses electromagnetic energy to generate microwaves which are used to dry clothes excellently and in an efficient manner. Developing microwave clothes dryers will help the company reach its full profit potential in the highly competitive small appliance market. 
Product Description and Classification
A microwave clothes dryer is a home appliance; a laundry equipment which uses electromagnetic energy to produce heat, which is, in turn, used to dry clothes (Thomas, 1982). This appliance will use electromagnetic energy as a source of heat unlike conventional dryers which rely on gas flames and electric resistance elements.  With this dryer, it will be easy to control the amount of heat, thus ensuring that fabrics are not tumbled during drying. Microwave clothes dryers are excellent products which can be affordable to people from different social classes. This is because they are not installed with thermostats to control temperature. For the conventional dryers, both expensive and complex thermostats are required to control temperature to avoid agitation of soft fabrics. 
The features of this new appliance support the mission statement of the company, which is “We enable consumers to improve the quality and convenience of their lives by providing high-quality, innovative electronics solutions.” This microwave clothes dryer will be easy to control and be used for different types of fabrics. This is an innovative solution to the problem of drying clothes, which is a challenge due to difficulties in controlling the temperature. This product will improve the quality and convenience of consumers because it will be able to dry clothes without agitating them, thus lowering the cost of operation. Also, it has a low noise level which will enable consumers to do other tasks while the dryer is on without disturbances. The microwave clothes dryer is a high quality product because it will ensure that the drying operation is efficient in order to minimize the risk of destroying fabrics. The product is also faster compared to conventional dryers. It increases the speed by more than 20% compared to conventional dryers, thus ensuring that the operation is cheap and time-saving. Therefore, introducing this product to the market will help improve the quality and convenience of the lives of consumers. 
The proposed product can be classified as a shopping product. According to Bucklin (1963), shopping products are those which require planning and quality decision making. This is because the products are more expensive compared to convenience goods. In addition, shopping goods have a longer lifespan, thus can be used for an extended period of time. Despite being used extensively, the microwave clothes dryer has a long lifespan, approximately 13 years. Therefore, this new product can be classified under shopping products. 
Target Market
The target market for this product will include household and commercial consumers in Asia and Eastern Europe. This large market will allow the company to gather enough information on the trends on electronic appliance used in homes and for commercial purposes. The product will be developed to address the needs of people from different demographics, i.e., people from high and low social classes, both literate and illiterate, different races, and ages. This is because they are cheap and easy to use compared to conventional clothes dryers. This product will also target people in different geographic locations. As an international company, it will be important for the company to expand its market by having operations throughout Asia and East Europe. These geographic locations are essential for this product considering the fact that the rate of population growth in Asia has been increasing over the years.  With an increasing population in Asia, it will be advantageous for the company to tap new consumers, which will, in turn, help the company reach its profit potential. 
Competitive Situation Analysis
Competitive Rivalry: The level of competition has been increasing over the years. This is attributable to the growing electronic industry and the development of quality and innovative products across the globe. In the Asian market, there are different companies which specialize in the manufacture and distribution of microwave clothes dryer. Further, there are other international companies which are responsible for a bigger percentage of the product’s sales in Asia and East Europe. As a result, competitive rivalry will be high. In order to address the threat of competitors, the company will focus on developing microwave clothes dryers on a large-scale level, i.e., producing for both household and commercial use. This will allow the company to take advantage of the consumers from different perspectives. 
Potential of new entrants: The probability of new entrants in the market is limited. The threat of new entrants does not affect the company because of the fact that the current market is saturated. In addition, it is a highly competitive market which makes it hard for new entrants to become successful. Further, G has a high credit rating meaning that it has been able to earn the trust of consumers and the potential to make more profit in the current market. This makes the company to experience a limited threat. The threat of new entrants is also limited considering the large amount of capital needed to establish a successful electronic company. 
Bargaining power of buyers: As previously mentioned, the company enjoys a high credit rating. This means that the company relies on an excellent distribution system channel which allows products to be distributed efficiently. Due to the presence of an excellent distribution channel, G has been able to maintain its buyers, something which limits their bargaining power. Limiting the power of buyers ensures that the company is able to establish different discounts which are inclusive. Also, delivering products at a reasonable cost ensures that buyers are easily controlled and have a limited power to demand for changes, which can affect the distribution system of the company. In addition, the branding of the company has raised its level of recognition among consumers, something which promotes the success of the company. 
Bargaining power of suppliers: Currently, the company enjoys an excellent relationship with the existing suppliers. However, as a result of shifting to the production of the microwave clothes dryer, new suppliers will be required to help with the supply of component parts which will be needed for the product. The company will require two new suppliers who will be responsible for the supply of electromagnetic elements which will be required in the production of microwaves. Considering the existing relationship with the current suppliers, the company has many suppliers. The presence of many suppliers is important for the company because it allows the company to choose from these suppliers and choosing from the best alternative, which works with the company’s preferences. As a result of many suppliers, G will be able to continue delivering microwave clothes dryers at a reasonable price, thus increasing the overall sales and helping the company reach its full profit potential. 
Substitutes: Today, there are limited substitutes to the microwave clothes dryer. Initially, conventional dryers were being used among other traditional methods to dry clothing. However, the introduction of the microwave clothes dryer in the market will be a great advantage compared to the existing substitutes. This is because it is cheap, easy to operate, has a higher efficiency and low power consumption, ensures clothes are not agitated, and has low noise level. These features are important because they minimize the threat of substitutes, thus allowing the new product to thrive well in the small appliance market. 
SWOT Analysis
	Strengths 
· Excellent relationship with current suppliers 
· Excellent position in the current electronics market
· Efficient distribution channel
	Weaknesses
· Low debt to equity ratio
· Need for new component suppliers
· Need for different raw materials

	Opportunities 
· Readily recognized brand and logo
· High credit rating
· Presence of a growing consumer base

	Threats
· Presence of substitute products
· High level of competition
· New entrants in the market



Strengths
· Company G has an excellent relationship with the current suppliers. This is a strength because it helps the company to control the bargaining power of suppliers, thus being able to maintain a reasonable price of its products to consumers. 
· Company G enjoys an excellent position in the current electronics market. This is a core competency because it allows the company to outcompete rival competitors as well as new entrants in the microwave clothes dryer market. This position allows the company to operate in the competitive edge. 
· G has an efficient distribution channel which allows it to produce and distribute its products to buyers at a reasonable price. This is a core competency because it gives the company the power to control the bargaining power of buyers thus avoiding buyers banding together to demand for product discounts. 
Weaknesses
· Low debt to equity ratio is one of the major weaknesses which G faces. This is because it does not take advantage of its profit potential which can help the company realize its goals. 
· Another weakness is the need for new suppliers. Due to its shift in production line, the company will need new suppliers, which can lead to high bargaining power of the suppliers. 
· The need for different raw materials is another weakness which G faces. This is because in the production of microwave clothes dryer there will be the need to have electromagnetic elements. Sourcing these new materials can be hardly achievable and expensive. 
Opportunities 
· G is a well-established brand and logo and enjoys the opportunity of being readily recognized by product consumers. As such, it will be easy to recognize the new product which the company will launch in the market. 
· G has a high credit rating. This is an opportunity because it shows how consumers have trust in the products the company specializes in. This, in turn, will ensure that the product is easily assimilated in the market. 
· The presence of a rapidly growing consumer base is an opportunity because it will ensure that there is ready market for the new products. With a large market, the probability of reaching profit potential will be high. 
Threats 
· Presence of substitute products is one of the threats which G faces. Before the introduction of microwave clothes dryers, consumers used conventional dryers which used electric or gas heaters and other traditional drying techniques. With these products being in the market, it will be a threat to the new product. 
· Competition is another threat. As mentioned previously, there are mane electronic companies in Asia and East Europe which focus in the production of microwave clothes dryers. As a result, competition remains a major threat. 
· New entrants in the market is also another threat. As the number of consumers continues to increase and the market growing more diverse, new entrants have taken this opportunity. This is a threat because consumers are given an opportunity to choose products from G and other competitors depending on quality, convenience, and price. 
Marketing objectives
Product objective: The objective of the product is to develop a product which is able to solve the problem of drying clothes which is associated with the use of conventional dryers. In this objective, the company will aim to develop a product which can be able to increase efficiency by approximately 20% and at the same time be able to serve consumers for more than ten years of continued usage. 
Price objective: The price objective ensures that a valid goal of the company is to double its sales of a specific product within a specified period. While specific and measurable, the price objective has developed detailed ways in which a company increases its sales. The company has to have a timeframe for the completion of their task and comes with reasons why it is achievable. The company focuses on producing a product which is between $200 and $250 over a specific period of time.
Time objective: The time objective is to ensure that the goals are reached before the specified timeline. The efforts put in achieving a goal tend to meander, if time expiration doesn’t have to exist. The objective of time is to ensure there is increase in sales of the company’s product. Time objective is needed in increasing productivity thus improving and expanding the employee’s skills. In terms of measurable objective, an objective without a defined measurable result, its like doing the work but without any form of productivity. It is considered that numbers are very special in a business in keeping track of the company’s progress towards a goal.
Place objective: The place objective is to ensure that the product is produced in strategic locations where they can be easily accessed by consumers and can also be easily distributed. This is to ensure that the product reaches the right market at the right time. Place objective is meant to offer great chances of sales in specific markets and demographics. In a place where there are more people, then the same people will be willing to spend their money over a specified time. The company has to sell their business premise in a place whereby the number of people wont depreciate over time so as to ensure there is increased number of people over time thus ensuring the company keeps up with its business activities. Place objectives for marketing encourage the company to become more action oriented. Deadlines ensure the assigned workers to have objectives to plan their actions within the specified time frame.
Promotion objective: The promotion objective is to ensure that the product is advertised through different channels to ensure that a larger market segment is reached within the first month of introducing the product in the market. Marketing promotion of the product ensures that new customers are attracted over time. The promotion objective is to ensure that there is a reach to potential new customers and offer them incentives to patronize the business. Over time, the business will be able to generate more sales because the products are more promoted to ensure that the products are been bought. The objective of promotion of products is to turn time customers into repeat customers. It ensures customers receive special offers and advanced sales thus making them to come back over time. Promotion of products ensures there is brand awareness and therefore it keeps customers in the know of that particular brand name. Promotion objective ensures the company’s product launch through marketing initiatives in order to expand the reach of the company into new markets over time.
Marketing Strategies and Implementation
Product strategies
· In order to realize the product objectives, the first strategy will be to change the source of heat from electric and gas heaters to electromagnetic heat source which is easy to control and operate. 
· Another strategy will be developing a product which can be able to dry clothes made of different fabrics at the same time. This will ensure that the appliance is efficient and durable. 
· The other strategy to achieve product objective will be to ensure that there is a standard production process which is closely monitored to ensure that it operates within standards to produce a quality product. 
Price strategies
· In order to achieve the price objective, it will be important to use cheap raw materials which can be easily accessed from suppliers within the region. 
· Developing an easy to maintain and operate appliance will lower operation costs, thus ensuring that the purchase price is maintained within an affordable range. 
· Another price strategy will be focusing on using raw materials from existing suppliers whereby the company is able to control the bargaining power of suppliers. 
Place strategies
· In order to ensure that the place objective is achieved, there will establishment of different stores throughout the region and a central store where manufacture products will be collected before being distributed to intermediary stores. 
· Another strategy will be to develop a flexible and efficient distribution channel whereby ready products can be distributed from one store to another easily. 
· Areas with large consumer base will have several production and distribution stores which can be able to serve people efficiently.
Promotion strategies
· The first strategy will be to understand the needs of consumers and challenges they face while using the conventional dryers. This will be helpful because it will ensure that the right promotion channels are used. 
· The other strategy will be employing different promotion channels in order to ensure that consumers from different demographics are reached. 
· Another strategy is to have discounts provided to the first consumers to purchase the product. This will motivate more consumers considering that the product is of high quality. 
Product, price, place, and promotion strategies will play an important role in the process of arriving to the company’s objectives. Integrating these strategies will be essential because they will help G realize its objectives and reach the market in an effective manner. In addition, these strategies are in line with the company’s mission statement to “we enable consumers to improve the quality and convenience of their lives by providing high-quality, innovative electronics solutions.”
Marketing Implementation
Product tactics
	Tactic 
	Due date
	Responsible party

	Design a dryer which uses electromagnetic energy to provide heat used in drying.
	March 2nd 2019
	Design team in company G

	Develop a dryer which can be able to dry clothes made from different fabrics without agitating them.
	March 2nd 2019
	Engineering department in company G

	Create a standard production process.
	March 2nd 2019
	Production management office



Price tactics
	Tactic
	Due date
	Responsible party

	Research on the available suppliers 
	January 19th 2019
	Marketing department 

	Develop a product using cheap raw materials and easy to understand yet innovative approach.
	Feb 10th 2019
	Engineering department in company G

	Hire existing suppliers
	January 20th 2019
	Human resource manager



Place tactics
	Tactic 
	Due date
	Responsible party

	Establish different stores throughout the region
	Feb 1st 2019
	Marketing department

	Design an effective and efficient distribution channel
	Feb 1st 2019
	Marketing department 

	Develop several production and distribution stores in areas with a large consumer base
	Feb 1st 2019
	Marketing department



Promotion tactics
	Tactic 
	Due date
	Responsible party

	Research on consumer needs
	January 19th 2019
	Marketing department

	Create promotional channels
	January 19th 2019
	Marketing department

	Create discounts 
	March 4th 2019
	Marketing department



Monitoring procedures
	Monitoring activity
	Frequency 
	Responsible party

	Measuring the efficiency of products
	Monthly 
	Engineering department

	Measuring the lifespan of the product
	Quarterly 
	Engineering department

	Monitoring monthly sales 
	Monthly 
	Finance department

	Monitoring the revenues earned 
	Quarterly 
	Finance department

	Monitoring sales made in different stores 
	Weekly 
	Finance department
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