
INTRODUCTION TO MARKETING
WEEK 6 
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Agenda 

1 - 2

1. Project feedback/ meetings if you need 

2. Quiz 2 

3. Mid term structure 

4. Continue Chapter 7: Positioning 

5. Chapter 8: P of Product (up until product life 
cycle) 

6. Midterm review/ Office hours 



Midterm
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What’s Up with the Midterm?
DETAILS

1. Class 7

2. Chapters covered: 1, 2, 4, 5, 6, 7, & 8 (up to what we cover in class today)

SECTIONS

1. 1 scenario with short questions pertaining to the scenario

2. 4 short answer questions

3. 25 multiple choices

MAKE-UP EXAM

1. No make-up without a valid excuse + proof



1- 5

What’s Up with the Midterm?

NEEDED

1. Student ID

ALLOWED

1. Translation dictionaries (hard copies)

2. Watch (old school)

FORBIDDEN

1. All types of electronic devices



Quick overview of 
last class 
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Designing a Customer-Driven 
Marketing Strategy
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Bases for  Segmentation
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Requirements for Effective 
Segmentation

1. To be effective, market segments must be:
1. Measurable: size, purchasing power 

2. Accessible: reached and served

3. Substantial: large or profitable enough

4. Differentiable: are different 

5. Actionable: Effective programs can be designed for 
them 
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Market Targeting

Evaluating 
segments

Selecting 
segments
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Step (1) 
Evaluating 
Market 
Segments

Porter five forces model 
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Choosing a Targeting Strategy

Factors in choosing a targeting strategy:
Company resources

Product variability

Product’s life-cycle stage

Market variability

Competitors’ marketing strategies



Step (3&4): 
Differentiation and 
Positioning 
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Differentiation and Positioning

Product Position:
Consumer perception of 

products 

Place the product 
occupies in minds of 
consumers relative to 
competitors

Perceptual maps are often used by firms to 
determine how they would like to be perceived 
relative to competitors, based upon two variables 
(usually price and quality)

P
r
ic
e

Quality
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Differentiation and Positioning

A differentiation and positioning strategy 
involves:
Identifying competitive advantages 

Selecting competitive advantage(s) on which to 
create position

Developing a positioning strategy
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Differentiation and Positioning

Identifying competitive advantages:
Understand customer needs better than competitors, 

then deliver more value

Points of differentiation can occur anywhere in the 
entire customer experience
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Differentiation and Positioning

Product Features, performance, style, design

Services Expedient, convenient, cautious

Channels Coverage, expertise, performance

People Training, culture, morale

Image Distinctive intangible benefits

Ways to Differentiate
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Differentiation and Positioning

Choosing a competitive advantage upon which to base 
positioning
One unique selling proposition (USP)

Multiple differences
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Differentiation and Positioning

Differences to promote:
Important

Distinctive

Superior

Communicable

Preemptive

Affordable

Profitable
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Differentiation and Positioning
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Differentiation and Positioning
Positioning statement:

◦ Format: 

“To (target segment and need) 
(our brand) is (a concept) that 
(point of difference).”

◦ Example: 

“To busy, mobile professionals 
who need to always be in the 
loop, 
BlackBerry is a wireless 
connectivity solution that 
gives you an easier, more 
reliable way to stay connected 
to data, people, and resources 
while on the go.”
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With your team… 

25

Write the positioning statement of 
your ‘NEW’ Product
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Part 3: Designing a Customer-Driven Marketing Strategy
and Marketing Mix

CHAPTER 8 

Developing 
and 

Managing 
Products 

and Services
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Chapter 8: Learning Objectives

1. Define product and describe and classify different types of product offerings

2. List and define the steps in the new-product development Process and the major 
considerations in managing this process, and explain why new products fail

3. Describe the stages of the product life cycle and how marketing strategies change 
during the product’s life cycle

4. Describe the decisions companies make regarding their individual products and 
services, product lines, and product mixes

5. Identify the four characteristics that affect the marketing of services and the additional 
marketing considerations that services require
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Anything that can be offered to a market for attention, acquisition, 

use, or consumption that may satisfy a want or need

Both tangible and intangible 

Intangible activities, 

benefits, or satisfaction 

that do not result in the 

ownership of anything

Product

Service 
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What Is a Product?

Products are: 

Differentiated based on                                               
experience(s) in acquiring and using 
them

Evaluated at three levels 
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Describe the

THREE levels of product for a 
health club?? 
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Consumer products 
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Convenience Shopping

Specialty Unsought

 Product purchased by consumers for their 

own personal use.
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How to classify consumer products? 
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Classify the following products 
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Convenience Shopping Specialty Unsought
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Your own products
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Convenience Shopping Specialty Unsought
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How to classify consumer products? 
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Discussion Question

Are there any 
products that could 

be classified as 
different types of 
consumer goods 

depending on the 
situation? How? 



New product 
development
(Deeply related to 
your project) 

1 - 41
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New-Product Development Strategy

New-Product Development:

Development of original products

Improvements or modifications of existing 
products  or new brands 

New product innovation is expensive and 
risky

Most new products fail or  underperform

Diffusion of innovations theory
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Technology Adoption Life Cycle
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The New-Product Development 
Process

Major stages in new-product development:
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New-Product Development Process

Internal sources: 

Company employees 
at all levels

• External sources:

Customers

Competitors

Distributors and 
suppliers

Others

Idea Generation:

• Crowdsourcing
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New-Product Development Process

2. Idea Screening:

Keep good ideas and drop poor ones

Evaluate new-product ideas against a set of company criteria 
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New-Product Development Process

3. Concept Development and Testing:

Product concept: 

• New-product idea 
stated in meaningful 
consumer terms

Concept testing: 

• Testing new-product 
concepts with groups of 
potential consumers
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Accepted 
consumer 

belief (ACB) 

Benefit 

Reason to 
believe (RTB) 
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With your team… 

53

Write your product concept:  
-Accepted consumer belief (ACB) 

-Benefit 
-Reason to believe (RTB)
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New-Product Development Process

4. Marketing Strategy Development: How when, 
where, and to whom the product will be 
introduced?  

Describe the target market, planned value proposition, sales, market 
share, and profit goals

Outline the product’s planned price, distribution, and marketing 
budget

Describe the planned long-run sales and profit goals, marketing mix 
strategy
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New-Product Development Process

5.  Business Analysis:

Review of the sales, costs, and profit projections

Is it financially attractive 
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New-Product Development Process

6.Product    

Development:
 Develops concept into a prototype

 Prototypes are developed and tested
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New-Product Development Process

7. Test-Marketing:

 Product introduced into a realistic market 

 Gains experience prior to full introduction

8. Commercialization:

 Full-scale introduction                                                                   
into the market
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Patagonia: 
Outdoor 
clothing 
and gear 
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Reviewing the Concepts

1. Define product and describe and classify 
different types of product offerings.

2. List and define the steps in the new-product 
development process and the major 
considerations in managing this process.



Midterm Review 
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GOOD LUCK in your 
midterm next week 


63



Thank you! 
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