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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	Please insert your completed assignment (in word format)  here:

Give short answers to the following questions: (25) 
i. What does product innovation mean? 
Product innovation means to create something new, or to modify or alter an existing product. This essentially means that a brand new product will be introduced into the market, potentially creating a brand new market, or products are developed to enhance the market. 

ii. What are the major steps involved in the development of a new product? 
1. Idea generation
You need to match a need with a prospect. Ideas can come from a variety of sources: the customer, your competition, or the current company sources. 
2. Idea screening
Once you have gathered a variety of ideas, they all need to be critically evaluated. Poor ideas are to be discarded, and possible good ideas are researched further in other to approve or deny them, and decide which ideas have the most potential. Ideas have to work with the company objectives. 
3. Concept development and testing
First, the idea is made into a business proposal to the firm. It should have specifications about target customers, outlining which needs it will be fulfilling and how, as well as benefits and prices. Then, it is tested with these possible customers to get their feedback and assessment. 
4. Business analysis
Product development is an ongoing process and requires detailed appraisal. It includes projections of demand, expenses, sales, investments and return. It can’t always be worked out accurately, so estimations that use assumptions of sales and profits are used to be as close as possible. 
5. Product development and marketing strategy development
The concept needs to be made into a product. Prototypes are created first, ensuring that the company has the required technology, or can develop it. The product needs to be as close to the consumers expectations as they expect. From this product development, the marketing strategies can be developed to include pricing, promotion, supply and advertising. Upon go-ahead, there are four steps:
· Set up the development project
· Alter f changes are necessary
· Carry out a full evaluation 
· Release prototype for a test run
6. Product testing
This starts by circulating the product into the market, initially with the idea that consumers can respond with feedback. This is usually done in a representative market to the actual market that the product will be released in so that accurate feedback can be collected, collated and analysed. 
The following points are collected during a marketing test: 
· Prospective volume of sales
· Ascertain buyers with pioneering mind-set;
· Compare behavior of target buyers and actual buyers;
· Reception of the product’s strong points
· Evaluate the advertising message’s impact
· Evaluate distribution capability to make the product accessible in the chosen target areas
· Uncover the potential for repeat demands

7. Commercialisation 
Using the information collected from testing the product and examining customer feedback, and therefore making changes to the product, pricing, promotion and distribution are improved, and then the product is ready for distribution. 

iii. What does product lifecycle mean? 
The product lifecycle, much like an animal lifecycle, is the time that a product is in the market, going through the phases from introduction to being taken out of the market. 

iv. List the stages involved in the product lifecycle. 
Introduction -> Growth -> Maturity > Decline/Obsolescence 

v. Explain how the marketing mix has to be changed during the different stages of the product’s lifecycle? 
Introduction: During this stage, sales is a top priority so a lot is spend on promotion and delivery, so that consumers become familiar with the product and accept it into the market. Entering the market successfully can also be done by “skimming,” where prices are slashed to compete with competitors successfully. The marketing mix during this stage needs to focus on ensuring customers know that a new product is being released, so a lot of money will go on advertising and promotion in retail outlets. 
Growth: The marketing mix is greatly increased in all aspects to sell as much as possible. This is so the company can try and get a big part of the share of the market. Demand for the product is rising quickly in this stage, therefore profits rise too. Therefore, priority is given to sales budget within the marketing mix. Promotional activities stay the same or are enhanced to compete with other businesses. It all calls for greater production, deeper distribution penetration, and a well-planned pricing and promotion policy. 
Maturity: Sales won’t keep growing, as it is likely that the product is not unique anymore. The company will need to look at more opportunities in the market, look at improving and developing their product and change marketing strategies to match this. Advertising will have to be increased to compete with the loss of sales and increase in competition. Profits are stable or decreasing as more money is being spent on advertising. 
Decline: Sales begin to decrease as customers have other products available or technology has advanced. The company will need to get rid of products that no longer return profit, and monitor ongoing sales to keep up with the changing demand, 

State whether the following statements are True or False: (5) 
i. Product innovation is necessary to meet the changing preferences of consumers. 
True 
ii. Products, which are thoroughly screened during the development stage, always succeed in the market. 
False
iii. New product ideas generate from consumers only. 
False
iv. Product is introduced in the target market in full scale during market testing. 
True and false – it is the target market but not the whole market
v. New products fail only because of unreasonable price. 
False
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