Marketing Mid-term Study Guide
Module 7 – Product Strategy and New product Development
The Product
· Product: Core, Actual, and Augmented
· Physical Good, Service, Experience, Event, Person, Places, Properties
· Anything that is of value to a consumer
Product vs Brand
· Product:
· Occupies functional territory
· Performs a function
· Made in a factory
· Does something
· Seeks out their customers
· Brand: 
· Occupies mental territory
· Performs a mental function
· Bought by a customer
· Stands for something
· Sought by their customers
Product “Mix”: all the products that a company sells
· 2 dimensions Width and Depth
Brand: name, term, symbol or any other unique element of a product that identifies one firms products and sets them apart from the competition
Brand Identification
· Brand name: Part of a brand that can be vocalized
· Trade Mark: Part of the brand that is legally protected
· Generic Brand Name: Situation where a brand becomes so well know that brand is used to describe an entire industry
· Bitter sweet situation: popularity goes up but brand identity goes down
· Hence more negative than positive
· Private Brand name: Belongs to Retailer
· National Brand name: Belongs to manufacturer
· Packaging: does 3 things:
· Promotes
· Protects
· Re-use of product

Roles of Brands
· Identify the maker
· Simplify product handling
· Organize accounting
· Offer legal protection
· Signify quality
· Secure Price Premium
What makes a good brand name?
· Easy to pronounce, understand, and recognize
Creating a Sustainable Brand advantage
· What’s in a brand name: Everything
· Differentiated + Distinctive = Competitive Advantage
Brands should be Protected
· Cohiba Case study: situation of protecting brand name
Brand Portfolio
· Having so many brands, they can dominate the industry
· Brands hold equity/value
· Enhances the firms market coverage by offering so many brands
· Enhances its marketing, channel, and operational efficiencies
Brand = Product + Personality?
· Brand helps build personality
Brand = Product + Relationship?
· Which brand are you loyal to?
Jessica Simpson sponsored pizza
· Did not work because she was in fact allergic to most of the ingredients used in pizzas
· Therefore, compagnies used animals to represent their brands
Brand Personality and Animism
· Level 1: Associating the product with the soul of a human being
· Level 2: Objects are given human characteristics 
· This permits for control over product message
Categories of New Products
· New to the world: Discontinues innovation: concept itself is new
· New product lines: Product concept is well-know, extension of doing the same thing
· Additions, Improvements, Repositions, Cost Reductions: Continues innovation: do not require massive resources in terms of introducing it to the consumers 
Understanding Innovation
· Innovation: product that is completely new and different from existing products
· Continuous Innovation: Modification of an existing Product that sets one brand apart from its competitors
· Incremental Changes
· Dynamically Continuous Innovation: the change in an existing product that requires a moderate amount of learning 
· Discontinuous Innovation: totally new product that creates major changes in the way we live. Requires the most amount of learning, and resources for the company
Utility Function Based on Conjoint Analysis
· Used to look at consumer preferences in terms of packaging, brand names, retail prices
· Why do so many products fail?
· All related to marketing failures
· New competition on market underestimated
· Not well designed
· Ect…
Developing New Products
· Market Testing: step in the process of developing a new product
· Many companies try to avoid this step in a traditional manner because it is very expensive and time consumer
· Instead: Simulation Test Marketing, scanner-based test marketing, electronic store test marketing
Diffusion of Innovation
· All products go through 4 cycles: 
1. Intro
2. Growth
3. Maturity 
4. Decline
· 5 Groupings: 
1. Innovators
2. Early-Adopters
3. Early Majority
4. Late Majority: When there is little risk to buying a new product due to social pressure or economic necessity
5. Laggards: consumers who are late on buying things


Consumer Adoption Process:
1. Awareness
2. Interest
3. Evaluation
4. Trial
5. Adoption
· Companies want their consumers to get through these steps fast
· Product are adopted far more quickly than before
What influences the rate of adoptions
· Relative Advantage: The product stands out from existing products
· Compatibility: fit of product and consumers habits, religion, personality
· Complexity: Easy to understand
· Triability: Some are easy to try, and some are very risky
· Communicability: Some products are easy to talk about and some aren`t
· Easy to talk about = easy to promote
5 dimensions of Quality Service
· Tangibles: Physical appearance
· Reliability: Ability to perform dependably
· Responsiveness: Willingness to help customers
· Assurance: Knowledge of customers, trustworthy and confidence
· Empathy: putting yourself in someone else`s shoes, caring
*Reliability is the most important, tangible is least important
Model of Quality
· Problem 1: Gap between expected service and management`s perception of what their customer expects
· FEDEX: people were looking for something beyond 100% efficiency
· Problem 2: Gap between quality of product and management perception of customer perception
· Problem 3: Gap between quality and management perception of customer perception
· Problem 4: Gap between Service delivery and External Communication
· Problem 5: Gap between expected Service and perceived Service
· Most difficult problem to resolve
· Takes place in mind of consumer




Short Answers
1. iPhone 6 is not a new product, it is a continuous innovation. It is not a new concept and requires little to no learning on how to use mainly because all their other iphones are extremely similar in how you use them – they made incremental changes to existing products.
2. Discontinuous Innovation is a product that introduces a completely new concept to the world that changes people’s habits. Requires a lot of learning on the part of the consumer and resources on the part of the company
3. Traditional Test Marketing is not as popular today because it is extremely costly and time consuming
4. 
a. Relative Advantage: what makes the product different
b. Compatibility: Good fit between product and lifestyle
c. Complexity: Easy to understand
d. Triability: Easy to try or once in a lifetime
e. Communicability: Easy to talk about
5. Consumer Adoption Process:
a. Awareness
b. Interest
c. Evaluation
d. Trial
e. Adoption
6. 5 keys dimensions of Quality Service
a. Tangibles
b. Empathy
c. Assurance
d. Responsiveness
e. [bookmark: _GoBack]Reliability






