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INTRODUCTION
The project is about the development and marketing of a product. The product being innovated for this assignment is Splendore, which is a portable water purifier. The product is being developed with the main objective of overcoming the problem of freshwater availability and its portability would act as an added advantage to the users. 
UNIQUE SELLING PROPOSITION 
In this part of the report, we would be discussing about the unique features that are being offered by the company for its new product, Splendore. As stated above, the Splendore is a portable water purifier that would provide fresh and clean drinking water to the users. Let us now discuss some of the unique selling propositions of the product:
•	Portability  portability is the main USP of the product. In today’s world, availability of fresh and clean drinking water is proving to be a big problem, especially when a person is moving from one place to another. In such a scenario, a product offering portability, clean & fresh drinking water would obviously be unique and would immediately grab the attention of the customers. 
•	Eco-friendly  The consumers today are highly concerned about the environment and they tend to deal with companies that share the concern of environment with them. Splendore is an eco-friendly product as all its components are recyclable. Therefore, it is an added USP of the product. 
•	Different sizes and capacities  the water purifier comes in different sizes and capacities and is easily affordable for every consumer present in the market. Therefore, the cost benefits are possible one of the best USPs and would attract the customers from all sections of the society. MARKET SEGMENTATION
The product would be divided into two basic categories, in order to satisfy the needs of the various types of consumers present in the market. The first option available would be a purifier having a capacity of 2 liters, a size of 60/3 cm and having the capacity to fully purify the water in just three minutes. On the other hand, the second option would come in a size of 120/3 cm, having a capacity of 4 liters and would purify the full capacity in just five minutes. The first option, or the smaller Splendore, would be manufactured to target individual customers who want to use the product for their personal needs while the second option, or the larger Splendore, would be used to target companies or individuals who want to use it for large scale purposes. 
PRICING
The pricing of the product would be such that it can be affordable for all forms of people in the society. By applying the bottom of the pyramid strategy, the company would be able to turn the whole population into potential customers, rather than just middle or upper class. Further, the company would launch exchange offers that would allow people to get their purifiers replaced at a reduced price. This would help the company further as the components are recyclable. The price for the smaller water purifier would range from 30 to 40$ whereas the price of the larger purifier would range somewhere from 65 to 75$.  The price would be very competitive as the purifier has a number of USPs which would challenge the big players present in the market.


[bookmark: _Toc445214743]CHART SHOWING RELATION OF PRICE WITH OTHER FACTORS
The following chart shows the relation of price with other important factors such as quality, competition and quantity.
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The X-axis represents quantity, competition and quantity whereas the y-axis represents the price. The company has decided to keep its cost independent of quality and competition as it would not compromise on quality and wants to give a tough competition to the competitors by stabilizing the prices. With the increase in quantity demanded, the company plans to provide discounts to the customers who place orders in bulk. 
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