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A New Approach to a Marketing Decision Model
via the Fuzzy Expert System
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Abstract: This paper proposes a new forecasting method foarketing decision model. To
support the modeling process, a fuzzy expert systas designed to determine whether a
new product should enter the market. The fuzzy expestem based model presenting of a
new product to the market at the best time willyide an advantage to the companies in
competitive environment and increase their shar¢hefmarket. In the final stage of this
framework, algorithms for building fuzzy expert rms are explained and applied to a case
study. The proposed method was tested with an ladtéti@ load of product life cycle.
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Product Life Cycle
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Product Entrance Growth Maturity Satisfaction
Development Phase Phase Phase Phase
Phase
Strategic Goal Make your  Acquire a strong Maintain your market Defend market “Milk” all remaining
product market position position and build on position from profits from product
known and it competitors and
establish a improve your
test period product
Competition Almost not  Early entry of Price and distribution Establishment of Some competitors are
there aggressive channel pressure competitive already withdrawing
competitors into the environment
market
Produc Limited Introduction of Improvement — Price decrease Variations and
number of product variations upgrade of product models that are not
variations and models profitable are
withdrawn
Price Goa High sales to Aggressive price Re-estimation of Defensive price Maintain price level
middle men  policy (decrease) for price policy policy for small profit
sales increase
Promotior Creation of  Reinforcement of Reinforcement of Maintain loyal to Gradual decrease
public-market product awareness middle men middle men
product and preference
awareness
Goal Exclusive General and General and General and Withdrawal from
and selective reinforced reinforced reinforced most channels of
distribution  distribution through  distribution with good distribution with distribution except
through all distribution supply to the middle good supply to the those used in the
certain channels available  men but with low middle men but with development phase
distribution margins of profit for low margins of profit
channels and them for them
creation of
high profit
margins for
middle men
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IF THEN
Economic cond. AND Political circums. Global market
Negative Negative Pessimistic
Negative Ineffective Pessimistic
Negative Positive Pessimistic
Ineffective Negative Pessimistic
Ineffective Ineffective Pessimistic
Ineffective Positive Optimistic
Positive Negative Pessimistic
Positive Ineffective Optimistic
Positive Positive Optimistic
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heco mpasondpatrmancedheaodudsan diesThaestfseevwevedhe fobally
tepetrmancedhepodudcanbebweraty hatenaequadhedhedosssigood udThe
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IF THEN
Manufacture point AND Renewal Target market
Mp<cmp not_ok Wait
Mp<cmp Ok Medium
Mp=cmp not_ok Wait
Mp=cmp Ok Impulsive
Mp>cmp not_ok Medium
Mp>cmp Ok Impulsive
Tahe3RussthattdodK RueBock TaggMa kel
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IF THEN
Competition AND Other selling efforts AND Prop. increase in sells Manufacture
Decreased Decreased Decreased Poor
Decreased Decreased Increased Good
Decreased Increased Decreased Good
Decreased Increased Increased Very good
Increased Decreased Decreased Good
Increased Decreased Increased Very good
Increased Increased Decreased Very good
Increased Increased Increased Very good
Tabe4RUsschatiooK RueBlock Manukd ue’
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IF THEN
Global market AND Manufacture AND Target market Performarce
Pessimistic Poor Wait Bad
Pessimistic Poor Medium Bad
Pessimistic Poor Impulsive Passive
Pessimistic Good Wait Bad
Pessimistic Good Medium Passive
Pessimistic Good Impulsive Passive
Pessimistic Very good Wait Passive
Pessimistic Very good Medium Passive
Pessimistic Very good Impulsive Active
Optimistic Poor Wait Passive
Optimistic Poor Medium Passive
Optimistic Poor Impulsive Active
Optimistic Good Wait Passive
Optimistic Good Medium Active
Optimistic Good Impulsive Active
Optimistic Very good Wait Active
Optimistic Very good Medium Active
Optimistic Very good Impulsive Active
Tab5RusshatHidk RueBockPeirma noe’
Input Output Intermediate Rule Blocks Rules Membership
Variables Variables Variables Functions
Global Market 2 1 1 1 9 6
Manufacture 3 1 1 1 8 7
Target Market 2 1 1 1 6 5
Performance 7 1 3 1 18 3
Result 7 1 3 4 41 21
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Conclusion
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