























THE [FIVE|PSs
Striking a Balance

One of the arts of marketing is learning to strike the proper
balance among all the components so that the degree of em-
plovment retlects the character of the targeted market. Procter
& Gamble. General Mills and other companies have created
marketing empires through the successtul allocation and em-
ploviment ot the marketing mix.

Lo achieve success. the marketer must listen to the market
and pertodically adjust the mix in response to the market’s de-
mands. For example. most personal computers offer compara-
ble functions. and the market is very price sensitive. Packag-
ing. place and promotion may pro-

vide a more effective means

of differentiation than
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; product and price. For
T s ample. Gateway 2000 initially

grew ils business through mail order (i.e., place) rather than

through conventional distribution channels. And Apple made
substantial investmenis i promotion to create recognition and
demand for its personal computers.
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The Federal Communications Commission took the 4660 MHz to 4685 MHz band, which used to be designated for federal government use

currently existing needs, a horizontal market is born. Obvi-
ously, the marketing mix (the 5 Ps) must deliver a product
that people are willing to buy. The marketing components
should strike a balance that allows prospective customers
to understand, trust and embrace new technologies.

Companies must remain mindful that most customers

are not willing to share in the cost of bringing a product
to market. Therefore, vendors must successfully deliver
complete, end-to-end solutions before their products and
services can begin to establish themselves. Because no sin-
gle company offers all of the products and services that
are necessary to deliver an end-to-end wireless computing
system, vendors must partner to deliver solutions.

The collaboration among vendors already has resulted
in the creation of several end-to-end wireless computing —
solutions. Take, for example, Motorola’s sales automation
system, which includes its Marco Wireless Communicator,
SalesMate software from KPMG Peat Marwick and the
ARDIS network. FirstNet offers the AireTrans Transaction
Air Connect System that includes products from Cincinnati
Microwave and GTE and communicates over the Bell 4
lantic Nynex Mobile CDPD network. Newschannel 8 in
Washington, D.C., and Physicians Sales and Service in Flori-
da have each rolled out wireless computing systems within
the past year. As the benefits of wireless computing be-
come more widely understood, and end-to-end systems
continue to emerge, the market will be poised to realize
the growth that industry analysts have projected

The marketing of new and emerging technologies is
an art that is attracting the attention of an increasing

number of marketers. High-tech companies are beginning

and created the General Wireless Communications Service (GWCS). The commission will license the spectrum via auctions to companies
that will use it to create “innovative and efficient” applications that will address the needs of consumers.

Each element of the marketing mix should be used to es-
tablish and maintain the product’s position within each of its
targeted markets. [l is important to use the 5 Ps to extend the
reach of all available resources, In most companies, the mar-
keting budget is limited. Selecting the right marketing mix en-
ables the marketer to maximize the power of the available
marketing budget. n
Veronica Williams holds an M.B.A from the Kellogg School of
Management at Northwestern University. She is a principal and
managing director of ACT Inc. in South Qrange, N.J. Her new
book, Wireless Computing Primer, will be released at Fall COMDEX
this month. Printed with permission from ACT Inc
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to empower marketers to practice their craft. Intuit,
among others, has pulled marketers from the consumer
products industry, which has excelled at this art for many
years. The computing communications market has unique
characteristics and complex products,# T
is not enough.

Marketing strategies and programs must reflect the
complexities and nuances of our industry. The constructive
and abiding collaboration between technologists and mar-

keters is essential to the successful launch and deployment

of products and services that employ new and emerging

technologies. N
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