M the previous episoade ol

Linis |.-||uuu.'. wiz zaw the dif-
ference betwoeen Custom
and Product software. A
o bl ware |_:-r|||.:I,|::1 iz one
sidution fur many; it is tangible;
can be packaged and shrink-
wrapped; enough information on
its functions and benalils can bs
printed on the package 1o cili- |
tate purchase; cag be sold from a |
retail shelf or via catalogue or E

mail; and is inexpensive. 3o il is
Quite close Lo being 8 consuwiner
product. As usage of computers
lncrosses, software products will
v Lo be marketed more and
mora in India as they are in the
Waest—like a consumer product
All oof us in the industry are new
to software products marketing |
bl wee st Lesorn fromm the mas- |
tars in the consumer products
il ustey.

Perceptions Are
FParamount

the first ol
Merketing Savvy, | mentioned
that it is amyth thet you cen
make a software produect from

In wpisode

pxisting, tailor-made software
Pocday 1 shall devote this column
o debunking another popular
myth—that & bettar product setls
EEITH R
Almost all of us would agres

st sl cola drinks are alike, yo, |
Coke is different... and is the |
best selling cola. On the other
Laned sy compuior suvvy guys

s actually prove that 05/2 is a
better operaling system and
WordPerfect 15 a betler docu-
minl processor, yal Windows
and Word ace by Far the more
successiul products.

There is no such thing as a
“Better” product. There are only
suceessiul products and unsuc-
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cessful products,

ucts. As any modern book on
marketing  will tell you,
‘Markeling is a baitle of percep-
tions, not products.” There is no
best product, because good or

ance for fear, expensive cars for

The Battle For Perceptions

There is no “best” product, because good or bad is
subjective. Perception is in the mind
of the prospect or customer

bad is 3|.|.||j|:|.'|i'|.'|=: is in the mind
of a prospect or customer. The
product that finds a placs in the
mind of the prospect is the betler
product. Thus, perception is
more impoertant than reality
I'hus, Japanese cars are "bettar™
than American, though there is
o stutistical evidence theseof.

Feelings Or Features?

Perceplions have to do with
feelings, and people buy feel
s, nol features, Lux for beau-
ty, Lifebuoy for Health, insur-

status. One may argue Lthat in a
technical product, features do
make all the diffar
ware is lechnical. But then,
when you buy a car, do you look
for Horse-Power, RPM, accelera-
tion and other fec
cations o comdort, luxury looks,
safety and the manulacturer's

e, ol safl

nical specifi-

nama? Or when you are buying e
dissal pump, spart from the

capacily, is thers any thing selse

to ask from Klrloskar's aparl
froam delivery tme and nstalla-
Lo ?

Similarly, in software prod

ucts, E.X. For
drudgery, Success Planned! for
achieving success, Riwo for
becoming a superior executive
armisd with intelligence, Lotus
1-2-3 for simplicity, Windows
for a fiendly working environ
mant, HetWare for reliability,
and g0 on. For your awn Jlrr_lu,l
uct, you may lika to da this little
pxarcise:

Find out whal single feeling
wr philosophy your product con
vays Lo your users and see il
your product consistantly gives
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ind out what
‘single feeling
‘or philosophy
your product
?;gmveys to your
Sers and see if
wr product
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