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CT 

research will consist of two main parts each handling the same issues but the first will 

e theoretical concepts and studies concerning a market opportunity analysis, the other part 

study the market opportunity in TRNC for the "five star hotel industry in North Cyprus" 

part will consist of four main chapters; market analysis, competitive analysis, market 

surements, and identification of market attractiveness respectively. In chapter one, the 

ive market is to be defined, then both primary and selective demands will be analyzed, and 

ermore, market segments will be identified. 

ter two will conduct a competitive analysis, it is divided into six main parts; identification 

get market, the assessment of all three; competitive dynamics, intensity of competition, and 

competitive advantage, identification of direct competitors, and obtaining competitive 

gence. 

ter three will determine the absolute and relative market potential, and conduct a sales 

ast using different techniques to increase reliability of results. 

not least chapter four will handle the issue of identifying market attractiveness through a 

tep approach 1) selecting market attractiveness and competitive position factors, 2) 

ighting each factor. 3) rating of each factor and plotting results on Matrix, 4) weighting each 

or 5) allocate resources and strategies. 
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pmdiog competition is a key aspect in an opportunity analysis, because it indicates whether the 
lll'l'CStillent can survive, challenge, or even lead . 

.-Ket measurements demonstrate both size and growth rates of the market and sales forecast in 

to select and develop appropriate corporate strategies. In addition benchmarks and sales 

are to be set using these measurements. Further, such issues provide guide lines for future 

geting and production programs. 

tification of market attractiveness is the process of interpreting the outcome of the three 

liminary chapters and deciding to which extent is the market attractive. In addition, this 

ter will provide recommendations for strategic objectives and future resource allocation. 
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•. IARKET ANALYSIS 

.- ·e step approach for analyzing markets has been designed to clarify the different kinds of 

c,nand the managers must consider in strategic decision making, in addition it offers a series of 

~stic questions that are designed to guide managers through the process of analyzing 

*mand and establishing targets for marketing strategies and programs. Figure 1-1 illustrates 

five steps. 

Define the relative market 

• 
Analyze primary demand for 
the relevant market 

• 
Analyze selective demand 
within the relative market 

• 
Define market segments 

+ 
Identify potential target markets 

I 
I 

~ 7 M market is the set of products and/or services (within the total product market 

management considers to be strategically important. Defining the relevant market 

two steps. First management will attempt to describe the product market 

second the relevant market boundaries within that product market 

WISDOM IN WORDS 
e secret that has led me to my goal. My strength lies solely in my I 1 

edical researcher 
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!Ills~ of the relevant market basically escorts a manager through the way of identifying 

Yant competing products and services within the buying process. 

iiA Mi6cation of primary demand would instruct a manager in learning why and how 

y a product form or class and who the buyers are in the relevant market. Fro 

·e define the relevant market as herbal teas, the analysis of primary demand should 

uys herbal teas (and who does not), and why some people buy and some people do 

m.-, important reason for analyzing primary demand is to identify the growth opportunities 

ct form or class. In order to identify growth opportunities and the actions that 

en to realize these opportunities managers should attempt to answer a series of 

R 5 •i,; questions about the buying process. These questions fall into two categories, which 

idered the key elements in analyzing primary demand: 

er-identification 

· gness-to-buy and ability-to-buy 

•ili::.aifj,ing the existing buyers or a product form or class, managers can obtain insights about 

Ills •ial growth opportunities in a market and about appropriate means of communicating 

market. All buyers and users of a product form or class on this planet have specific 

' E Mi sics that can be categorized based on a criterion that is of essence for describing them 

timum communication and meet other marketing objectives. There are three main 

ation: rates of purchase of various product forms may be influenced by climate, 

ation density, cultural tradition, and other factors that vary according to region or 

-suburban-rural distinctions. For example, weather result in a greater demand for 

· equipment in New England and in other northern and western state. Accordingly, it 

· be appropriate for manufacturers of ski equipment to spend a greater share of the 

ertising budget and to have more retail outlets in those regions. 

3 
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applications that are not job-related serves as a barrier to sales growth for in-home 

computers. 

What usage problems exist or are perceived to exist?: some products are not perceived as 

performing equally well under all circumstances. It is important to identify situations in 

which problems occur and to determine whether the problems lie in the product features 

or in the users' lack of knowledge about how to use the products correctly. For instance, 

customer training and technical assistance had a great positive influence on the sales of 

microwave ovens so that they could avoid overcooking or undercooking 

is the product or service compatible with the values and experiences of buyer?: when a 

new product requires a change in buying or using behavior that conflicts with customers' 

prior usage experiences or with broader value systems, the rate of adoption will be 

lower. To overcome this source of resistance, managers should design communications 

that stress not only the advantages of the product but also the advantages of the change in 

values or usage experience that go with the product. For example, although earlier low­ 

calorie beers were market failures, miller's light was extremely successful even though it 

had essentially the same features. In large part this success the company's' foresight in 

associating a low-calorie count with the positive advantage of being less filling to appeal 

to the heavy beer drinker. Values are also tied to cultures, so primary demand for some 

products can vary dramatically across cultures. 

What types of perceived risks are significant in the purchase of the product form?: the 

willingness to buy a product form or product will also depend on the types of risks 

perceived by potential buyers and there six types of risks that may be perceived by those 

potential buyers 

a. Economic and financial risk: if the purchase price maintenance cost, or operating 

costs are high. 

b. Time or convenience risks: if there is the potential for using up a large amount of time 

in purchasing or using a product. 
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Spatial availability: the cost of acquiring a product maybe a function of locational factors. 

For example, people in very rural countries have less access to health care and, 

consequently, visit physicians less frequently. 

· ussion concerning the willingness and ability to buy is of benefit that doesn't stop at the 

of analyzing primary demand buy is of essence when analyzing selective demand therefore 

analysis will put managers in a better position. 

A.~ALYZING SELECTIVE DEMAND 

ile primary demand is the demand for a product form or class (such as tea, herbal tea, or 

t tea), selective demand is the demand for a specific brand or supplier within the relevant 

t, So if instant tea is chosen as the relevant market selective demand is the demand for 

on Instant Tea or Nestea Instant Tea or any other individual brand. 

rising selective demand, managers are primarily interested in understanding how buyers 

choices from the alternative brands or suppliers within the relative market. 

· section an approach for examining selective demand is to be illustrated. The first step in 

approach is to identify the type of decision-making process likely to be used. The second 

is to identify the determinant attributes. 

1 Identifying the types of decision processes 

· g decisions are typically categorized in terms of three types: (a) extensive problem solving, 

limited problem solving, and (c) routinized response behavior. 

1. Extensive problem solving: occurs when buyers have no prior experience (or at least no 

recent prior experience) in purchasing a product or service and when the product or 
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