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Producy Concepts




Learning
Outcomes

LO! Define the term product

1.02| Classify consumer products

1.O3 Define the terms product item, product
line, and product mix

LO* Describe marketing uses of branding




Learning
Outcomes

L.O5 Describe marketing uses of
packaging and labeling

1.0¢| Discuss global issues in branding
and packaging

1.07| Describe how and why product warranties
are important marketing tools




What Is a Product?

4 h

Define the term
product
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What Is a Product?

Product is the starting point of Marketing Mix

Product

Price Promotion

Place (Distribution)




What Is a Product?

Everything, both favorable
and unfavorable, that a
person receives in an
exchange.

¢ Tangible Good
& Service
¢ ldea




Types of Products




Types of Consumer Products

Products
Consumer
Products
Convenience Shopping Specialty Unsought

Products Products Products Products




Types of Consumer Products

Convenience A relatively inexpensive item that merits
Product little shopping effort

A product that requires comparison

Slzl,ﬂ'r%%%'g‘tg shopping, because it is usually more
expensive and found in fewer stores
: A particular item for which consumers
Spegglﬁg%/ search extensively and are reluctant to
accept substitutes
Unsouaht A product unknown to the potential buyer
Produ%t or a known product that the buyer does

not actively seek




Service




How Services Differ from Goods

« Cannot be touched, seen, tasted,
heard, or felt.

« (Goods are produced, sold, and
then consumed. In contrast,
services are often sold,
produced, and consumed at the
same time.

« Services are less standardized
and uniform than goods. Hard to
achieve quality control.

e Services cannot be stored,
warehoused, or inventoried.




Product Items, Lines, and Mixes

a4 N

Define the terms
product item,
product line,

and product mix
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Product Items, Lines, and Mixes

A specific version of a product
that can be designated as a
distinct offering among an
organization’s products.

Product Item




m Colgate-Palmolive Product Assortment

Product
Categories

Product Lines
Oral Care

Toothpaste (Colgate
Total)

Toothbrush (Colgate
Plus)

Kids' products (Col-
gate Barbie Bubble
Fruit toothpaste)
Whitening products
(Colgate Simply
White)

Floss (Colgate Total
Dental Floss)

Oral first aid (Col-
gate Orabase)

Personal Care

Deodorants
(Speed Stick)
Bar soap (Irish
Spring)

Body wash (Soft
Soap)

Hand wash (Soft
Soap)

Men'’s toiletries
(Skin Bracer
Aftershave)

Home Care

Dishwashing liquid
(Palmolive)
Automatic dish-
washing liquid
(Palmolive)
Household cleaners
(Ajax)

Dish wipes (Pal-
molive)

Fabric conditioners
(Ultra, Suavitel)

Pet Nutrition

Hill’s Pet Nutri-
tion, Inc.—sub-
sidiary

Dog food (Science
Diet)

Cat food (Science
Diet)

Colgate
Product
Assortment




Benefits of Product Lines

Advertising Economies

Package Uniformity

Standardized
Components

Efficient Sales and
Distribution

Equivalent Quality




Apple’s Simple Product Assortment



Product Mix Width

The number of product lines an
organization offers.

@ Diversifies risk
€ Capitalizes on established
reputations




The Walt Disney Company

Walt Disney
Media

Networks

ABC
Television
Group

—_

)

ABC Family

—_

)

Channels
Worldwide

—_

)

ESPN

Walt Disney

Parks and
Resorts

)

— Disneyland

—

)

— Disney World

| —
—
Disney
Resort
| —

)
Disney Paris,

— Hong Kong,

Shanghai

—

)

— Disney Cruise

—

Walt Disney

Studios

)

Animation
Studio

Marvel
Studio

—
 CEE—
Touchtone
films
—

)

Music Group

Walt Disney

Consumer
Products

)

Publishing

—

)

Disney Story

—

 —
Disney
Consumer

—

Products
—

Disney
Interactive

Disney
Infinity




Product Line Depth

4
4
4
4

The number of product
ltems in a product line.

Attracts buyers with different
preferences

Increases sales/profits by further
market segmentation

Capitalizes on economies of scale
Evens out seasonal sales patterns




Campbell’s Product Lines and Mix

Campbells Product Lines and Product Mix

Width of the Product Mix
Frozen

Soups Sauces Entrées Beverages  Biscuits
Depth of Cream of Chicken Mild Cheese  Chicken & la King  Tomato Juice ~ Amott’s:
the Product ~ Cream of Mushroom  Alfredo Beef Stew V-8 Juice Water Cracker
Lines Vegetable Beef Italian Tomato  Chicken Lasagna V-8 Splash Butternut Snap

Chicken Noodle Marinara Chocolate Chip

Tomato Fruit Oat

Bean with Bacon White Fudge

Minestrone
Clam Chowder
French Onion
more . . .




Vitamin Water
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Adjustments

Over time, updates in technical or product developments or environmental
changes warrant changes to product items, lines, and mixes.

The three strategies for making these changes are:

Product
Modification




Product Modification
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Changes one or more of product characteristics




Types of Product Modifications




Modifications

Dr. DRE Beats offers

Nook offering color Levi modifying a variety of styles
version to compete pockets to and colors to target
in tablet arena accommodate different markets
QUALITY bigger cell phones tastes and
MODIFICATION FUNCTIONAL preferences
MODIFICATION STYLE
MODIFICATION




Planned Obsolescence




Obsolescence
In America
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Adjustments

Product Product
Modification Repositioning




Repositioning

Changing
Demographics
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Changes in Social Environment

Your daughter wants
to enlist in the
Military, You want
her to go to college.

Is this the end of
the conversation?
Or the beginning?

BEING PROUD IS STRONG. =
MAKING OTHERS PROUD IS ARMY STRONG. “w

-
.
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There’s strong.fnd then there's Army Strong. The strength that comes
from the character, discipline and b training that the U.S, Army provides-
as well a5 money Tor college. Yo'l #arn the type of respect that goes

beyond a salute. Find out more at goarmy.com/strong — N
' [ U.S.ARMY

Angxsqpﬁt
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http://www.google.com/imgres?imgurl=http://www.resolvingconflictsnow.com/wp-content/uploads/2009/06/military-ad.jpg&imgrefurl=http://www.resolvingconflictsnow.com/conflict-resolution-talk-about-it-part-2/&h=883&w=789&sz=68&tbnid=YZyjW_Lti9-69M:&tbnh=238&tbnw=212&prev=/images?q=military+ad&zoom=1&q=military+ad&usg=__n44zKWJIKgWOHsT3ZXeRcUotXZA=&sa=X&ei=Sw-tTL_yC4jSsAP666XtCw&ved=0CB4Q9QEwAA

Product Line Extension
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THE SUCCESS OF ANY BUSINESS OR
CONSUMER PRODUCT DEPENDS IN PART

ON THE TARGETS MARKET’S ABILITY TO
DISTINGUISH ONE PRODUCT FROM
ANOTHER




Brand

A name, term, symbol,
design, or combination
thereof that identifies a
4 seller’s products and
differentiates them from
competitors’ products.




Branding




Trademark &
service mark

Trademark:  Exclusive right to use a brand or part of a brand.

Others are prohibited form using the brand without

permission
Service Performs the same function for services
Mark

Parts of a brand other product identification
Examples: Sounds, shapes, colors or designs

Catchy phrases: “your in good hands”, “Just do it”

Abbreviations: Coke, Mac, Insta




Following are the top 50 most relevant brands ranked by
e o p ra n s U.S. consumers. The brands were selected for inclusion

in the survey based on contribution to U.S. households.
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Benefits of Branding




Packaging
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Describe marketing
uses of packaging
and labeling

N /




Functions of Packaging
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help

['ve cut myself

botage
e

[ have
allergies

help
I have a
headache

& Funangiter
R
e L

help
[ have a
stuffy nose

help

[ can’t sleep

help
| have an
aching body

help
[ have chest
congestion

£t

help’
['ve cut myself

I want to save a life
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Labeling

= Focuses on = Helps make proper
promotional selections
theme
= Lowers cognitive
: _Consum_er | dissonance
Information is
secondary = |ncludes use/care




pnaning

$‘“‘“" Ir 8 grace gracc
BOURBON R e

' ey A
N "'LJ_ “:1".:. L I .
7‘-" ety ! PO v vt b Bl ey
e v e shah

1 e o D e Ny

[p— e b lwad W
s bamen. = ool 4,
- B - vl .

B, T Perﬁlmtd
g | A rovsctss body butter

o beee onl e

D ke 50z.-141.8g

fem M,




SPEC

AL

REPORT

[abel Makeover

Current Label

Nutrition Facts -

-

Serving Sze Y Cake (107g) <~
Serviags perContalper™®
Calories 350 < Calories from Fat 180
g% Dally Valoe*
Total Fat 149 2%
SawratedFat 59 28%
Trans Fat 09 <9
Cholesterol 30mg~ 0%\
Sodium —_ 290mg 12%
Amoust/serving % Dally Valee*
Total Carbohydrate 53¢ 18%
Dietary Fiber 59 20%
Sugars 69 -1
Protein /
Vitamin A o VitaminC 0%
Caicum 4%\ e on 15%

“Percent Daly Vatues wrdpaned 00 & 2,000 catrs det
Taut gaty salses may bdhgher of lowet depending
90 your calone needs

¢ \ 2.00 1.50
Calories: \ 2 2.50
Lona Bhan 17
Less than %

Less thas

300mg
Less than 2

Calories per gram
Fid © Cordobyated

Pesten

|

y

Calories and
serving size should
be in larger type

Unnecessary
information

Calling it “% Daily
Amount” would be
more understandable

The Daily Amount

for sodium should be
1,500 mg. The current
2,400 myg is too high

With no Dally Value for
trans fat, added sugars,
of protein, consumers
don’t know how much
10 shoot for each day

“Dietary fiber” should be
called “Fiber™ and should
include only intact fiber
from whole grains, beans,
vegetables, fruit, and
other foods. Polydextrose
maltodextrin, and similar
carbohydrates should

not count as fiber

This information
isn't usetul for most

INGREDMNTS: iNRIOED BLEAD
A, MACI IRON, MEAMIN MO
4 5,

NATURAL AND ASTIFICIA 0
S OF FATTY ACIDS. SOONM ALGIA:
EXTRACT, PROPYLENE GLYC
DUESTERS
ELLA

CONTAINS MILK, WNEAT, EGGS AND S0Y.

\

« s

The label should kst
only added sugars
{from high-fructose
corn syrup, table sugar,
etc), not the naturally
occurring sugars in milk
and fruit

Many people don't
realize that this is
ordinacy refined
white flour

All-capital letters
are hard to read

I the food contains |
grains, the label | =
should say what |

percent of the |
grains are whole |
grains ‘

The 96 Daily |
Amount” lets |
consumers know |
haw much of |

a day’s worth of 2}
trans fat, added |
sugar, protein, |
etc,, each serving |

Better Label

_—— Grains: 2% whole

Nutrition Facts

Serving Size "4 Cake (107 )

Calories in1 serving 350

14 Servings per Box

Amount per serving % Daily Amount *
Total Fat Wy High 2%

| Saturated Faf
=

5S¢

Wigh 25%

contains. |
Total Carbohydrate 53 g 18%
Fiber 39 2%
Red color and | §] _AddedSugars 309 - High 12
“High* waen | Protein e I
¢ s when |

a serving has at |

least 20 percent |

of the Daily

Amount for

saturated fat, trans |
fat, choiesterol,

sodium, or added |

&

W‘l/om o VtamnC 0%
Calcium 4% Iron 15%

*% Dy Amownt s tased oo 2.000 calories 3 Say
20% or more of B DA is GH. 5% or less is LOW.
, 50 mg catfeine per serving

sugars. :

Caffeine content is | A
dischosed "

Consumers can see |1
that when all the |
cake’s sugars are :

combined, they |
become the first |
ingredient. |

Label should | A

show percentages |
by weight of |

key ingredients, |
especially those |
that are good or |
bad for your health. | J
/

Ingredient Facts

Major Ingredients: Sugars sugar, com
5yTup, high-fructose cerfi syrup, white grape
Julce concentabel Z8'%) » Skim milk  Refined
bleached Tiour (whpdt Mour. niacn, ¥on
Stiinin mononitgdte, ribotivin, felic ackd;

* Vegetable n)/p::m soybean, andlor cot
tenseed oilsy’e Water o Cocon processed with
» Egps » Cherries (3%)

Con 2% or less of: Wholo wheat fiowr
o Cafamel color « Polydextiose » Leavenisg
king 5022 306um alminum phosphate
monecalcium phosphate) « Sait « Comn starch «
Mono- and thgfycendes o Natural and artificial
favars « Polypiycersl esters of tatty acids
+ Sodium aignate  Natural cocos extract «
Propylese ghycol » Mone- and Gesters of fats
and fatty acids « Maltedertrn o Geltan gum o
Lactyic estars of fatty aciés « Soy lect
Polysorbate 80 « Soy fiour « Coffee

Allergy Information: Contains MILK «
WHEAT + EGGS + SOY

Bullets separate (
s |/

9

Minor ingredients {
|

and allergens are
listed separately. |
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Universal Product Codes

: | | | |
Prolfjnd\c/teg:des A series of thick and thin
(UPCs) vertical lines (bar codes),

readable by computerized
. optical scanners, that
represent numbers used
\ to track products.

ISBN 0-918894-28-X
00

[

29129"00495 \




Product Warranties

Describe how \
and why product
warranties are
Important
marketing tools

o /




Product Warranties

Warranty A confirmation of the quality or
performance of a good or service.

Express A written guarantee.
Warranty

An unwritten guarantee that the
good or service is fit for the purpose for
which it was sold. (UCC)

Implied
Warranty




