MANAGEMENT OF MOTIVATION OPPORTUNITIES DURING THE INTRODUCTION OF A NEW PRODUCT
KIROVA_MILENA, Peneva
University of Ruse, Ruse, Bulgaria
mkirova@ru.acad.bg 
Abstract: The paper presents the results from a survey about the motivation for purchasing in potential customers for the service “home gasification’. The region of Ruse has infrastructure with option for connecting 12000 consumers. The proposed research methodic shows the existing possibilities for the increase of the purchasing motivation at justified expenses from the supplier.
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1. INTRODUCTION 
In an effort to maximize the profit of a company a good manager would use all opportunities which the marketing offers.  It is necessary to conduct surveys about the existing opportunities to stimulate the potential consumers and increase the motivation for purchasing in order to save resources and to plan for long life cycle of the innovations at constant change of the consumer preferences (Mihailova, 2009). 

The aim of the present publication is to prove the opportunities for profit increase by analyzing the results form a survey about the elements and the stages of the motivation of potential customers for the service “home gasification” in the town of Ruse, Bulgaria.
There is an existing network for central home heating with a length of 22.655 km. It is assumed that most of the citizens connected to it will not give up the convenience offered by the central heating. The rest of the people are using electricity, coal or wood for heating during winter times (Pavlov, 2009). 

It is proven that the heating with electricity is more expensive than heating with gas, and that the use of coal and wood is a little bit cheaper but it is connected with many inconveniences as storage, transport, disposing of waste. As far as ecology is concerned the heating with gas reduces strongly the harmful air emissions and leads to cleaner living environment, no slag processing, no spillage from liquid fuels.

It has smokeless burning which is very important from ecological point of view and avoids ecological fines for the industrial application. Concerning the expenses, the gasification saves resources due to lack of transportation losses, allows flexible modes of operation due to individual regulation, measurement and consumption control. The technological advantages of the heating gas are its high caloric contents and high efficiency of the devices burning gas which can reach up to 98%. 
2. RESEARCH  METHODIC
The research of the possibilities for motivating the consumers during the introduction of a new product is directed to clarify the barriers in front of the potential customers of a company dealing with the gasification in the Rousse region (Volkov, 2004; Schilling,  2005; Papazov, E. 2006). There is an infrastructure which allows for home gasification of 12000 households (Velikova, 2009; Utilities, 2009) – the potential customers of the offered service. This number of households is the general population N of the research.

The size of the sample n depends on the following three factors:


- 
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- limiting error;


- 
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- confidence level;


- p – probability of distinguishing of the alternatives for answers from the survey object 

The limiting error is the difference between the assessment of a researched parameter from the sample and the real value of this parameter in the population, which is result from the difference N-n.

In the current survey the limiting error is 
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= 10%.

The confidence level 
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 is based on the central limit theorem (Nedyalkov, 2008; Jelev, 1995) and its value is 90%.

The probability for distinguishing between the alternatives for result „p” varies from 0 to 1 and the more evenly spread the population, the bigger the sample is needed. It is accepted that р = 50%, which gives maximum probability for result between two alternatives “yes” and “no” at normal distribution.

In this paper the sample size n is calculated by the formula (1) (Nedyalkov,  2008):
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Substituting in the above formula we receive:
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It is assumed that the sample size n=100.

The current survey uses methodic for evaluation the possibilities for increasing the additional consumer value during the innovation life cycle (Kirova, 2009). According to it a certain number of potential customers are interviewed using prearranged table of the stages during which they can be motivated and the elements forming the purchase.

During the interview the interviewees are required to evaluate the elements of the benefits for each stage of the formation of their motivation. In order to avoid inaccurate interpretation of the elements of the consumer value forming the purchase motivation, suggesting information is shown in some cells.

At the right end of each cell there is an area in which the evaluation is recorded. After filling in the table with their personal assessments, the interviewees answer the questions “Do you want to have gasification of your home?”, “In which month do you prefer to have the gasification?” The filled in data is processed by summing the points for each cell for all the charts. The obtained summarized data are presented in a similar table (Table 1). In this case it is clear what preferences have the future buyers for each element during the different stages expressed with numerical values. 

Table 1.  Summarized values of the potential consumers for their purchasing motivation

	Stages of the motivation
Elements 
of the motivation
	Infrastructure opportunities
	Gas supply, equipment and assembly


	Introduction procedure
	Usage, service, improvements and additions
	Bonuses
	Satisfaction

	Acquisition price
	Connection fees
	297
	Supply and assembly of equipment
	417
	Project price

Control fees
	338
	Possibility of supply of additional equipment
	472
	Price reduction during periods of low demand
	127
	55,03%

	Price of usage
	
	
	Gas supply fee
	392
	
	
	Gas price, repairs, regular checks
	407
	
	
	66,58%

	Time consumption
	Infrastructure is complete
	
	Time for supply and assembly
	474
	Time for approval and connection
	432
	Saves start time, quickly reaches normal mode of operation
	103
	Reduces supply time and assembly  for payment
	 98
	47,29%

	Convenience and satisfaction
	
	
	
	505
	
	296
	Maintains stable parameters
	498
	
	103
	58,42%

	Safety and security
	
	431
	
	412
	
	405
	Reliability of gas supply and safety equipment
	476
	
	
	71,83%

	Ecological concerns
	
	526
	
	35
	
	517
	No pollution and harmful particles
	518
	
	
	66,50%


3. ANALYSIS OF THE SURVEY RESULTS
The summarized data from the filled in table are processed as they are added up by rows and the result is related to the maximum possible result, also summarized, for all evaluated cells in the row. When expressed in percentage this ratio gives the common percent of satisfaction of all potential customers for each element of the motivation.

The evaluations are examined again for each row in order to assess which is the determining stage in the evaluation and which has a negligible value in the summarized result. This is used to determine the direction of the management effort for higher motivation according the company priorities.

For example in the element “acquisition price” there are 297 points from 600 possible for the stage “infrastructure capabilities”, though the summarized evaluation of the satisfaction is 55.03% which is quite low. The reason for this result may be the high tax for connection.

The highest evaluation has the stage “usage, service, improvements and additions” which is a result of the possibility the gasified household to use additional services by using new and additional appliances. The management should look for options to reduce the quite high tax for connection and to expand the variety of the offered additions and improvements.

The arranged evaluations of potential customers in Table 1 have also valuable indirect information. Two assessments could be analyzed and have important meaning. These are the evaluations of the elements “price for usage” and “convenience and satisfaction” from the stage “usage, service, improvements and additions”.
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Fig. 1. Structure of the assessments for the element “heating gas price” in the stage ‘usage’

The structure of these evaluations is shown on Fig. 1 and Fig. 2. It is specific for the first case that the total evaluation of 407 points is obtained from 11 assessments by six points, 20 by 5 points, 36 by 4 points, 312 by 3 points and 2 by 2 points. It is obvious that the overwhelming numbers of assessments are with four points, which is relatively low. This shows that the basic consumer evaluation expressed with the price of the usage does not contribute to higher motivation.
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Fig. 2 Structure of the assessment of the element “convenience and satisfaction” in the stage ‘usage”

In the second case the structure is: 29 assessments by 6 points, 40 by 5 points and 31 by 4 points, total 498 points. The majority of the assessments are with 5 points and there are no assessments with three, two or one point. This means that the additional consumer value expressed by “convenience and satisfaction” contributes more for the motivation of the buyers than the basic consumer value. According to the interviewed people the reason for that result for their opinion is that the price of the gas is quite high at the offered price of the equipment.

The price change of the heating gas is not from the competence of the managers of the local distributing companies. But they have the power to offer elements forming additional consumer value which leads to increase of the motivation. Their attention could be directed towards possible bonuses  - variable delivery price (Fig. 3, the blue line), offering of additional devices and means of programming, automation, remote control, gas chillers and thermo pumps for the air conditioning during the warm months.
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Fig. 3.  Preferred months of the year for delivery and installation of the heating gas equipment

4. CONCLUSIONS
· The presented material is a proof for the applicability of the methodic for element classification of the additional consumer value for motivation management of the potential customers.

· The preference of the potential consumers for the moment of the potential delivery, installation and commissioning is shown on Fig. 3. The blue line shows the possibility for influencing the motivation of the potential buyers by the equipment vendors in order to increase the sales and the income.

· The results from the applied methodic shown in Table 1 are given in a suitable way for mathematical interpretation and application by optimization methods.

· The analysis of the assessment structure shows which elements, in which stages, could motivate more potential buyers, by revealing the connections between the high and low evaluations with the parameters of the offered product and company priorities.
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