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Introduction
The world of business has seen tremendous growth since the era of industrialization that saw many factories and manufacturing plants set up in various parts of the world. Businesses were set up and they took advantage of the age of growth to engage I production of various types of products for the market. The production is, at all times, directed to the existing market demand. That means that businesses engage in the production of particular products if there is demand for those products among their target market. Knowing what the target needs is, therefore, vital for the success of a business organization. Failure to conduct research into the market and know what the market or potential customers need most can be detrimental to a business even if influencers are used to market the products (Sudha & Sheena, 2017). Unfortunately, not all businesses have the financial strength to be able to engage in in-depth research to understand their market and their needs. This is what brings about the variations in the success of businesses. This paper, therefore, explores successful companies and how they can create or produce new and better products into the market. Furthermore, a keen exploration of how products create or acquire meaning to customers is done not forgetting a look at the negative consequences of marketing attempts that tell encourage customers to buy products that they do not need.
Successful Companies and How they Produce New and Better Products into the market
As mentioned in the introduction, companies vary in the rate of success in their businesses. Some succeed and some do not. But other organizations are in between success and failure. This means that they are struggling. Most successful companies come from countries with stable economies. As such, they have access to markets that have stronger financial power to support them through purchases of their products. Such companies also strive to ensure that they remain at the top of their businesses. Examples of successful companies include Coca Cola, Apple, Toyota and Samsung. These are just but a few examples f companies that are successful. There are thousands of companies that have registered tremendous success in their operations since their inception. Therefore, this paper will just look at few.
Beginning with Coca Cola, this is a company that has enjoyed tremendous success not just in its mother county but all over the world. It is a company that engages in the production of beverages and soft drinks as well as bottled water. Coca Cola can produce better products by putting into consideration the health of the consumers of its products. The most popular brands of Coca Cola company include Fanta which is a soft drink and Coca Cola or Coke, also a soft drink. These drinks are loved by many people both old, middle-aged and young all over the world (Zhang, 2019). However, there have been concerns in recent years over the role that such drinks play in causing sugar-related illnesses such as diabetes (Zhang, 2019). This has seen Coca Cola come up with zero-sugar versions of both Fanta and Coke. However. It has been noticed that the zero-sugar versions of these drinks still contain a significant amount of sugar. Therefore, Coca Cola can produce better products by ensuring that the sugar levels are kept low in its drinks to ensure that they do not cause illnesses such as diabetes to the users. Furthermore, Coca Cola can engage in 100% recycle its packaging bottles especially the plastics. Plastic bottles have been seen to cause a lot of environmental degradation. In some parts of the world, plastic bottles have covered significant areas of lakes and rivers and this threatens the equating life in those water bodies. This being the case, Coca Cola can produce better products by switching from plastics to glass bottles which are returned to the company for cleaning and repackaging. This can go a long way in saving the environment and helping the company to achieve its green marketing goals.
Toyota is a motor company headquartered in Japan but having branches in various parts of the world, including the United States of America. Toyota is one of the companies that has seen tremendous success in business as their products are widely accepted by many people all over the world. However, the concerns about the products of Toyota have been on the amount of emissions that their cars release into the environment. 99% of Toyota Cars use either petrol diesel full time. Only a few hybrid versions such as Toyota Prius Hybrid use the battery power after charging to full capacity when the car is running on fuel. This means that they contribute significantly to the amount of CO2 that is released into the atmosphere. With that, concerns of climate change and global warming are bound to occur. Therefore, Toyota can produce better products by engaging in the production of electric cars that can depend on battery power instead of fuel combustion (Hossain, Saiful, Sakib & Nion, 2019). This can help a lot to reduce air pollution and such cars will be better products for customers because they will help to save them the costs of buying fuel and as such, cut down on the cost of maintaining them. That is what the market needs. However, that means that electricity is needed. But with the increased use of Solar systems, even the remote areas can have electric cars without grid electricity (Hossain, Saiful, Sakib & Nion, 2019).
Another successful company the world has seen is Samsung. This is an electronic manufacturing company that deals with the production of mobile phones, televisions. refrigerators and music systems, among other products. Some of the famous products of Samsung include the Samsung Galaxy series of smartphones and the galaxy tablets. Samsung has been keen on keeping up with new demands in the market. For example, recently, Samsung launched 5G smartphones in San Francesco which means that that they are keen on keeping up with the evolutions in network technologies and speed of the internet. However, this company can produce better products into the market by considering having inbuild internet accessibility functionalities so that people can access the internet even in areas where there are no network boosters. Some of the problems that people face when using the internet is some places do not have a strong network signal. Imagine is the smartphones that people use would have their own sim cards with satellite network signals meaning that the network would be available everywhere. That would be a better product for the customer.
How and Why Products Acquire Meaning to Consumers
One of the strategies that companies use to achieve success in business is ensuring that their products acquire meaning to their consumers. This means that the target market develops some kind of relationship with their products and helps them in their life by helping them to solve a need or want in their life (Davies, 2017). Therefore, products acquire meaning to consumers because they help consumers solve the needs that they have in their lives (Fournier & Alvarez, 2019). Take, for example, a Samsung mobile phone acquires meaning to its user by fulfilling the need for remotely communicating with a family member who is far away or even in another country. The product acquires meaning because it helps the consumer to connect with others, which is a social need in the life of the consumer.
Furthermore, products acquire meaning to the consumer by becoming essential in their lives (Fournier & Alvarez, 2019). Something essential is something that a person can not find it easy doing without It (Davies, 2017). Products become essential in people’s lives when they help them to live their lifestyles as they want it. For example, a working single mom with school going children might find a microwave to be an essential product because before she leaves for work, she can prepare food for her children and leave it to cool knowing that when she comes back home in the evening, tired, she can only warm the food in the microwave and save on time and also have time to relax with her kids. In this case, a microwave becomes an essential product to such a person and therefore acquires meaning in her life.
Potential Negative Consequences of Marketing Attempts that Encourage Consumers to Purchases Products that they Do Not Need
When marketing attempts are made to encourage consumers to buy products that they do not need, potential negative consequences can occur. One of such negative consequences is the diminishing of trust among the consumers (Chae, Stephen, Bart & Yao, 2017). Trust levels among the consumers towards the business are very important because they determine whether those consumers become customers or not. Therefore, a business should not attempt persuading consumers to buy products that they do not need. Instead, a business must do their homework well and conduct research that helps to reveal what the consumers want in the product line of their operations so that they can produce products that consumers need (Grolleau, Ibanez & Lavoie, 2016).
Another negative consequence of attempting to encourage customers to but products that they do not need is that the business will not get subsequent purchases of those products in future. To remain in business, companies have to engage in the production of products that are continuously needed by the consumers or the target market. That is what makes them buy the products every time they need them or every time their previous product becomes old or malfunctions. Therefore, if a business encourages consumers to buy products they don’t need, they will buy the products and find no use for them and consequently, they will not buy those products in the future again (Chae, Stephen, Bart & Yao, 2017). This will mean that the company will be out of business in future and will collapse.
The Usefulness of This Analysis to Understanding Productivity, Proactivity Reinvention
The analysis above helps me to understand productivity and proactivity reinvention as part of the marketing strategy and consumer behaviour by making it clear how customers make decisions and how they decide to or not to buy or use products in the market. This analysis is crucial in helping me to understand that the decision of customers to buy or not to buy products depends on factors such as the trust that they have in the business producing the products. It also depends on the company’s efforts to align its products to the needs of the consumers (Wang & Hazen, 2016). A key finding in this analysis is that consumers buy products that have meaning in their lives. This means that they buy products that they consider as essential and products that they need in their lives. Therefore, this analysis helps me to understand the factors that determine the proactivity and reinvention of production in companies. Companies have to tailor their products to the needs and wants of the target market to b able to realize acceptance f the product by consumers and for the products to acquire meaning to consumers.
Conclusion
In conclusion, companies vary in their rates of success and no matter their level of success, there are various ways that such successful companies can produce better products into the market. Furthermore, companies have to ensure that the products that they produce acquire meaning to consumers and rather than trying to force or tell consumers to buy products that they do not need (Wang & Hazen, 2016). Doing so eliminates issues of diminished trust that can put them out of business in future. This analysis is, therefore, crucial in understanding factors that determine customer behaviour in buying or not buying products in the market.
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