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Products and Brands:
Product: a good, service, or an idea consisting of a bundle of tangible and intangible attributes
Divided into three main categories:
1. Non-durable goods: items that do not last and are consumed only once (or limited number of times, ex/ food, fuel)
2. Durable good: lasts for an extended period of time (ex/ appliances, automobiles, stereo equipment)
3. Services: intangible activities for sale (banking, vacation, movie, etc.)
i. Primary service (main service offered)
ii. Supplementary service (additional services)
Goods are now offered with services (warranties, websites, online support)
Service continuum: a range from tangible goods to intangible services
Examples:
teaching, nursing = service dominated
salt, neckties, dog food = goods dominated
restaurant = right in middle

Services (Four I’s of Service):

1. intangibility
self-explanatory
2. inconsistency
quality is inconsistent, depends on the person’s skills who is offering the service
3. inseparability
consumer cannot separate the deliverer of the service from the service itself
4. inventory
issues arise due to the fluctuating demand for services throughout the day and the difficulty in assessing the manpower needed to service these needs
Idle Production Capacity: when the supply of the service exceeds its demand (solution = part time employees)

Total Product Concept:
Three different layers (core product, actual product, augmented product)
BICYCLE EXAMPLE:
Core Product: fundamental benefit that a consumer gets from having the product (provides transportation and leisure activity)
Actual Product: physical good or the service the consumer purchases (a branded product, metal frame, two wheels, seat)
Augmented Product: additional features/attributes that accompany a product (warranty or repair contract)

Packaging:
Provides purchasers with detailed information and face-to-face communication at the time when a purchase is being made
Product Lines and Product Mixes:
Product line: a group of products with the same product and brand name that are directed to the same general target market and are marketed together
Ex/ different flavours of Gatorade
Each line contains product items (identified by their variety/size)
Ex/ Different sized plush toys at Wonderland (6” and 18”) have different SKU (stock keeping unit), and each SKU has a UPC code
Product Mix: combination of product lines offered by a company
Ex/ Nike’s products, (3 main categories) shoes, clothing, and equipment, then product groupings such as basketballs, watches, and sunglasses (equipment)
Product width: number of different categories offered by the company
Product depth: the variety of product offerings within a product category/group/line

Classification of Consumer and Business Products:
Consumer Products: purchased by the ultimate consumer for their personal use
Business Products: purchased to run a business or to be used as a component in another product/service

Consumer Products:
4 different types of consumer goods
1. Convenience Products: inexpensive items that a consumer purchases a lot with minimal shopping effort
Little risk since it’s inexpensive and easy to purchase
2. Shopping Products: items that require consumer comparison-shops between different brands, requires some investment of time
Greater investment of time, more expensive, need a greater assurance of purchase satisfaction
3. Speciality Products: items that require considerable time and effort to purchase
More expensive, needed for special occasions (Rolex watch, Royal Caribbean Cruise Line)
4. Unsought Products: items that the consumer does not know about, or does not care about them
Diapers for person without kids
Classification depends on the consumer (ex/ camera could be shopping [visit couple stores quickly] or speciality [higher-end cameras for photography])

Business Products:
2 different types of business products
1. Production Goods: items used in the manufacturing process that become part of the final product (ex/ raw materials, component parts [door hinges for car doors])
2. Support Goods: items used to assist in producing other goods and services (ex/ installations, accessory equipment, supplies, services)
Installations: building and fixed equipment
Accessory Equipment: tools and office equipment
Supplies: business equivalent of convenience goods (stationery, paper clips, brooms)
Services: intangible activities needed to assist the business in its operations and in producing its goods/services

Branding:
Brand: name or phrase uniquely given by a company to identify its product(s) and to distinguish the product(s) from the competition
Brand Equity: favourable associations and experiences that a consumer has with a brand resulting from the consumer’s exposure and interaction with the brand over time
(Ex/ Blackberry and BBM going down, making headlines)
Patents, copyrights and trademarks are used to protect brand equity
Patents: legally protect new technologies, unique processes, or formulations from usage by other companies for 20 years
Copyrights: legally protect written word, sound recording, or form of communication from being copied by others
Trademarks: used to legally protect brands and their images from usage by others (15 years) can be renewed

Brand Loyalty: the degree of attachment that a consumer has to a particular brand

Brand Personality: set of human characteristics associated with a brand name
Consumers often associate a brand with a personality
Ex/ Pepsi = youthful in spirit and exciting
Ex/ Dr. Pepper = nonconforming, unique, fun

Brand Name: selecting a successful brand is tough
Name should suggest product benefits (Ex/ Easy Off [stove cleaner], PowerBook [laptop computer], American Idol [TV show])
Name should be memorable, distinctive, and positive (Ex/ iPod, Google, Xbox)
Name should fit the company or product image (Ex/ iPod [high tech, fun], Google [fun, casual word = creativity], Xbox [strong name, video console {box} and something new, on the edge {X}])
Name should have the ability to be legally protected (must be able to be trademarkable, cannot trademark the name “Bottled Water”)
Name should be simple (iPod, Google, Xbox = simple names to spell and remember)

Types of Brands:
3 types:
1. Manufacturer’s Brand: owned and produced by the manufacturer (Tylenol created by Johnson & Johnson, sold to drugstores)
2. Private-Label Brand (store brand): owned by a retailer that contracts its manufacturing to major suppliers and then sells the product at its own retail stores (provides less expensive alternative to a manufacturer’s brand [Life Brand at Shopper’s Drug Mart])
3. Generic Brand: no branding at all, produced as a cheap alternative to both manufacturer and private-label brands.

Brands are classified as either individual brands or family brands

Individual Brand: a company uses a brand name solely for a specific product category (Yop = yogurt drink by Yoplait, Ultima Foods Inc.)
Family Brand: a company uses a brand name to cover a variety of product categories (Crest used for toothpaste, toothbrushes, mouthwash, etc.)

Marketers in Canada:
1. investing in “green” conservation programs and new technologies to meet consumer demands 
2. the multicultural composition
3. [bookmark: _GoBack]impact of the Internet on consumers’ purchasing behaviour and the way it is changing how people communicate
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