
MicroByte Systems Marketing Plan (Based on Marketplace Simulation Game) 

Executive Summary 

      The marketing strategy implemented at MicroByte Systems reinforces our vision of becoming 

the preeminent PC production company in all of our target regions. Our focus is to generate and 

provide value to our market segments by creating superior products that are affordable to our 

potential customers. Our primary focus with every endeavor is to improve the quality of our 

products, without significantly altering our financial structure.  

     Our primary markets consist of two price sensitive groups, i.e. workhorse and cost cutter. In order 

to meet the demands of the customer in each of these groups MicroByte systems has chosen to 

dedicate its efforts to creating reliable and sustainable products. Our goal is to attract as many new 

customers as possible but we also recognize the essence of maintaining existing clients. Our 

marketing strategy hinges purely on the needs/wants of our customers. We have and always will 

strive to adapt in every way possible in order to satisfy their needs while maintaining our internal 

structure.  

1) PRODUCT 

a) Objectives: In these early stages of the product life cycle we understand the importance of 

producing a valuable product. Our goal in pertinence to the product is to obtain the highest level of 

brand judgment from customers in both target segments. We feel that we will need to receive a brand 

judgment of over 80 for us to stay competitive and ensure that the product we are producing has 

value to the customers. Our intention is to improve the product in whatever stage necessary in order 

for us to achieve the brand rating that we desire. Our goal is to gain the largest market share in our 

targeted markets and also sell to at least 60% of the potential demand. Our marketing paradigm 

revolves strictly around constructing a positive balance between delivering value to the customer and 



earning as much revenue as possible. We think that those are both essential elements to our business 

and our goal will always be not to compromise either aspect.  

b) Strategy: In order implement a market development strategy we need to recognize the fact that 

both of our target segments have different needs/wants. They also differ in terms of finances and 

affordability therefore the way in which we cater to each of these segments is different. We 

understand that the only way to penetrate the market that we are targeting is to create two different 

brands that reflect the needs of each respective segment. MicroByte Systems has therefore created 

MicroRyte for the Workhorse Segment and MicroLyte for the Cost Cutter segment. Quarter 4 was 

the first time in which we were able to observe the brand judgments of the products that we created 

and from there we were able to make decisions about how to take our product to the next level. 

 

 

       

As these tables illustrate our brand judgments for Cost cutter in the beginning of Quarter 4 in the 

United States and Europe (which are our largest markets) earned the highest brand ratings. 71 was 

however not the brand judgment score we were looking for so this gave us an idea of how much our 

product needed to improve.  

Brand Judgment - Europe 

Company Brand  
CostCutter  

MicroByte Systems M-Lyte 71 

Pro PC ProPC-Basic 1 67 

Pro PC ProPC-Office 1 59 

MicroByte Systems M-Ryte 59 

Brand Judgment - United States 

Company Brand  
CostCutter  

MicroByte Systems M-Lyte 71 

 Pro PC ProPC-Basic 1 67 

Pro PC ProPC-Office 1 59 

MicroByte Systems M-Ryte 59 

Beyond Galaxy I 40 

Beyond Sky 23 
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Brand Judgment - Europe 

Company Brand  
Work Horse 

MicroByte Systems M-Ryte 75 

Pro PC ProPC-Office 1 73 

MicroByte Systems M-Lyte 41 

Pro PC ProPC-Basic 1 36 

 

The tables above are from the beginning of quarter 4 and they illustrate that the Microsystems brand 

created for the Workhorse segment earned the highest brand rating amongst its customers. However 

a score of 75 was below the brand judgment that we were looking for and therefore we knew that  

several improvements needed to be made.   

   Keeping these scores in mind we moved into quarter 4 knowing that we needed to make certain 

improvements. Since our brand judgment (for both brands) for the previous quarter was the highest 

amongst our competitors. We therefore decided that our strategy would be to add features to our 

product. Our competitors had created inferior products so there was not much we could learn from 

them. It became significantly clear at this point that our product did not consist of all the features 

that the customers were looking for and that’s the aspect we needed to alter. Our strategy in quarter 

four was to add a few more features and see if the customers would react positively.  

    Quarter 5 was an incredibly important quarter for us. We were in a competitive battle with Pro PC 

(a company with two brands that were competing directly with the two brands we created) and it was 

the first time we could make R&D investments. Our strategy in this quarter was very much 

formulated in conjunction with our objectives. We were committed to improving our product as 

much as possible in order to gain the largest market share and obtain a brand rating of above 80 (for 

both brands). We therefore invested in R&D and increased manufacturing in order to ensure that our 

Brand Judgment - United States 

Company Brand  
Work Horse 

MicroByte 
Systems 

M-Ryte 75 

Pro PC ProPC-Office 1 73 

Beyond Galaxy I 69 
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new and improved product was able to effectively penetrate the market and that MicroByte systems 

was able to establish a strong market position.  

Our strategy for quarters 6-8 our marketing strategy was twofold. First we wanted to keep improving 

our product by making the necessary R&D investments or if necessary imitating a competitors brand 

if its brand judgment was superior to ours. Our strategy was to stay competitive with Pro PC and 

constantly update our product to match the needs of the customer.  

 The second part of our strategy was to increase the volume. We were aiming to satisfy the biggest 

markets in the industry and therefore we needed to increase manufacturing in order to ensure our 

customers were able to purchase our products.  

c) Tactics: For quarters 5-8 we had a set of generic tactical plans and a set of plans that were specific 

to that quarter. The following were the generic tactical plans. 

* Monitor competitor’s brands to verify the need to imitate product design structures.  

* Invest in market research in order to identify the needs and wants of the potential customers. In 

this way we could create brands specific to the public’s desires. 

* Differentiate between features that we added because the customer wanted and features we added 

as a result of competition. This was a tactic we used because in these price sensitive segments the 

needs/wants of the customer are relatively basic and we wanted to avoid gaining diminishing returns 

by adding features that customers were ultimately indifferent about. By doing this we were able to 

learn from product design mistakes we made in the past and also kept us focused more on the 

customer and not the competition which was always our objective.  



In every quarter we made sure that these tactical plans were executed without fail and then to 

enhance the effectiveness of our marketing strategy we constructed plans for each quarter. Below is 

a list and description of plans that were specific to each quarter. 

* In quarter five we invested a significant amount of money in R&D. We licensed a deal with Pro Pc 

which we decided would ultimately benefit both teams. We collectively identified four features that 

we thought would benefit both groups. We decided that MicroByte systems would buy two this 

quarter and Pro PC would buy the other two. We would then make a trade for the respective 

products that we had bought resulting in both firms reducing their costs by 50%. We also agreed 

upon the fact that these features could only be traded between MicroByte systems and Pro PC, 

involvement of a third party would violate the trade agreements.  

The four features agreed upon were Plug and Play, Office software-word, spreadsheets - new 

release, windows high security and UPS (uninterruptible power supply).  

  

 

 

 

 

 

 

Use Patterns  
CostCutter  

Office & administrative services 125 

General & corporate management 113 

Data processing 110 

Customer Needs And Wants  
CostCutter  

Peace of mind-safe,secure,no hassle 132 

Easy to use 127 
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The tables above illustrate the use patterns and customer needs and wants for workhorse and cost 

cutter. The tables show that the R&D features that we invested in match the needs and use patterns 

of the customers we are targeting.  

* In quarter 6 our tactical plan was to copy our competitor’s brand (Basic 2.0, Pro PC) for 

MicroLyte. They have consistently had a better brand judgment and the score that they have is the 

score that we had projected for us. Even with an inferior brand we have sold more to the cost cutter 

segment than Pro Pc did. If we manage to raise our brand judgment and match Pro PC we will gain a 

significant advantage and it will give us the opportunity to optimize the MicroLyte brand. 

* In quarter 7 the benefits of our R&D trade agreement with Pro Pc will come into effect. This will 

allow us to improve the brand judgment of both our brands. At this stage our tactical plan is to 

scrutinize and reevaluate every feature added to our products. With competitors benefiting from the 

same R&D trade we anticipate that product differentiation will occur as a result of minor changes 

and hence it is important for us evaluate if further R&D investments have to be made. Our tactical 

plan for this quarter is to evaluate as we have recognition of the fact that this is our final opportunity 

to make product modifications. 

Customer Needs And Wants  
Work Horse 

 Peace of mind-safe,secure,no hassle 124 

Easy to use 122 

Computers are lowest price 120 

Easy on eyes 120 

Use Patterns  
Work Horse 

Financial management 123 

Office & administrative services 122 

General & corporate management 119 

Data processing 115 
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* In quarter 8 our tactical plan is to make final analysis of our product design. This is a quarter in 

which we have to ensure that our products are optimized and that our customers are beyond satisfied. 

We will look to make minor adjustments and adaptations in order to polish the functionality of our 

products. 

2) PRICE 

a) Objectives: Our objectives as far as price is concerned are relatively straightforward. Our goal is 

to have a price judgment of around 97. We aim is to provide affordable prices relative to the 

environment and that is our primary objective. Factors in the environment such as demand, 

demographics, competitors pricing and production can alter price and hence our goal is to be able to 

appropriately adapt as these factors change.  

b) Strategy: The strategy that we most prominently use is odd number pricing. Our strategy is to use 

economies scale to provide low prices and hence we were looking for any pricing strategy that 

makes the notion of low prices being more conspicuous to the customers, odd number pricing is one 

such strategy. In price sensitive segments such as workhorse or cost cutter, pricing strategies like 

skimming and penetration are hard to implement because at some point those strategies require firms 

to sell at high prices. Odd number pricing provides us with stability and helps promote our low price 

initiative.  

c) Tactics: Rebates will be offered to all customers in quarters 5-8. We feel that this tactic gives the 

customers an additional incentive to buy our products. We also feel that offering Rebates 

complements our odd number pricing strategy. We offer low prices at odd numbers and rebates in 

even rounded number to amplify the discount effect. In terms of price we feel that these tactics 

provide customers with the optimal level of motivation to purchase our products. 



Below is documentation of our price development (Quarter5-Quarter8) of all our brands. 

Quarter 5 

M-Ryte3 2936 

M-Lyte2 1499  

M-Lyte3 2032 

Quarter 6 

M-Ryte4 2999  

M-Lyte4 2100 

Quarter 7 

M-Ryte5 2999 

M-Lyte5 2100 

Quarter 8 

M-Ryte6 2879 

M-Lyte6 1950 

 

 

 

 

 

 

 

The tables above provide data pertaining to the price willing to pay for each of our targeted 

segments. The table when used in conjunction with the price development list portrays the 

Price Willing To Pay 

    

Price Willing To Pay 

    



similarities between the price customers are willing to pay and the selling prices set by MicroByte 

Systems.  

3) PLACE 

a) Objectives: In terms of place our goal is to expand our market globally and eventually sell our 

products in all 20 locations. Our objectives are to enter the biggest markets first and then gradually 

move towards the smaller markets as we widen our customer base. As we expand and open sales 

offices globally our ambition is to have sales and service staff that are completely trained in 

technical aspects and have an understanding of the cultural nuances of the customers in the countries 

they are working in. It is also our goal to make certain that our brands are being established in the 

expanded market before we look to open sales avenues elsewhere. MicroByte systems is committed 

to proving customers worldwide with a standard product and we therefore want to ensure that 

customers in all locations are greeted with an equal level of service.  

b) Strategy: One of our primary strategies is to provide sales in the largest markets first, regardless of 

whether we have competition that is already established in the area. We figured that when dealing 

with the largest segments in the market there is enough business for multiple brands. We also believe 

in backing our products and business structure and therefore have confidence in our ability to contest 

with other firms.  

Keeping that strategy in mind our approach is also based on establishing our brands in the biggest 

markets first. We will open sells regardless of competition but that does not mean we make every 

effort to get to a particular location first. Reliability and consistency are two of the most prominent 

characteristics used to define our target customer base and hence we comprehend the value of brand 

loyalty to them. Our philosophy is the sooner we get to a particular location the better our chances of 



us establishing a sense of brand devotion and that we know eventually will lead to healthy and stable 

flow of revenue.  

All in all our strategies for distribution were intensively based as we aimed to acquire maximum 

exposure. 

c) Tactics: During quarters 5-8 one of our main tactics in regards to place is to augment the 

production volumes. This tactic helps us reduce production costs due to economies of scale and it 

also helps us make our potential customers have easy access to our products. Production volume in 

many ways is the essence of our business paradigm and in a variety of ways enables us to 

accomplish our objective of dominating market share. 

 

 

Market Demand 

 

 



The table above is evidence from the beginning of quarter 6 and it is testament to the fact that our 

tactical plans are working. As these graphs illustrate MicroByte systems at the beginning of quarter 6 

had the largest market share in our targeted segments.  

 


