Chapter 9 Notes
What is a Product

· Product- anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need.

· Products also include services, events, persons, places, organizations, or ideas

· Services- form of product that consist of activities, benefits, or satisfaction offered for sale that are essentially intangible and do not result in the ownership of anything

Products, Services, and Experiences
· A company’s market offering often includes both tangible goods and services. 
· Pure tangible good ie. Soap, with no service to accompany the product
· Pure service- offer consists of primarily a service
Levels of Product and Services 
· Core customer value- addresses the question “what is the buyer really buying?” 

· When designing products, marketers must first define the core, problem-solving benefits or services consumers seek

· Product planners must turn the core benefits into an actual product

· Than they must build an augmented product around the core benefit and actual product by offering additional customer services and benefits

· Than they must design the actual product and find ways to add to it 

Product and Service Classifications
Consumer Products
· Consumer Products- products and services bought by final consumers for personal consumption.

· They include convenience products, shopping products, and unsought products. 

· Convenience products- consumer products and services that customers buy frequently, immediately, and with minimum of comparison and buying effort

· Usually low priced and place them in many locations

· Shopping products- less frequently purchased consumer products and customers compare carefully on suitability, quality, price and style. 

· Consumers spend much time and effort in gathering info and making comparisons

· Speciality products- consumer products and services with unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort

· Unsought products- consumer either does not know about or knows about but does not normally think of buying

· These products require a lot of advertising, personal selling and other marketing efforts 

Business Products

· Those purchased for further processing or used in a business
· Distinction between consumer and business products is the purpose for when the product is bought
· 3 groups of business products and services: material and parts, capital items, and supplies and services 
· Materials and parts- include raw materials and manufactured materials and parts
· Capital Items- business products that aid in the buyers production of operations including installations and accessory equipment 
· Supplies and services- operating supplies and repair and maintenance items
Organizations, Persons, Places, and Ideas
· Consists of activities undertaken to create, maintain, or change the attitude and behaviour of target consumers toward an organization 
· Person marketing- activities undertaken to create, maintain, or change attitudes or behaviour toward particular people
· Place marketing- activities undertaken to create, maintain, or change attitudes or behaviour toward particular places
· Ideas can also be marketed
· Social marketing- the use of commercial marketing concepts and tools in programs designed to influence individuals behaviour to improve their well-being and that of society 
Product and Service Decisions
Individual Product and Service Decisions

· Important decisions in development and marketing of individual products and services: product attributes, branding, packaging, labelling, and product support services 
· Product and service attributes: Quality, features, style and design

Product Quality
· Product quality is the characteristic of a product/service that bear on its ability to satisfy stated or implied customer needs

· Quality can be defined as “freedom defects” 

· Total Quality Management (TQM)- is an approach in which all the company’s people are involved in constantly improving the quality of products, services, and business processes

· Product quality has 2 dimensions- level and consistency. When developing a product, marketer must choose a quality level that will support the positioning of the product. Here quality means performance quality

· High quality can also mean high levels of consistency aka consistent in delivering a targeted level of performance 

Features

· Features that customers value highly in relation to cost should be added

Product Style and Design
· Style describes the appearance of the product 
· Design is more than skin deep- it goes to the very heart of the product 

Branding

· Brand- name, term, sign, symbol, design that identifies the maker or seller of a product or service

Packaging 

· Involves designing and producing the container or wrapper for a product

· Must now perform many sales tasks- from attracting attention to describing the product, to making a sale

· Power of good packaging to create immediate consumer recognition

· More than70% of all purchase decisions are made in stores 

Labelling
· Identifies the product/brand

· Describes several things about the product

· Might help promote the brand

· Has the potential to mislead customers

· Customer Packaging and labelling  act, food and drugs act designed to protect consumers from false labelling

· Affected in recent times by unit pricing (stating the price per unit of standard measure), open dating (stating expected shelf life of the product), nutritional labelling. 
Product Line Decisions
· Product line-a group of products that are closely related because they function in a similar manner, are sold to the same customer groups, are marketed through the same types of outlets, or fall within given price ranges. 

· Major product line decision involves product line length- the number of items in the product line

· Influences by company objectives and resources

· A company can expand its product line in 2 ways: line filling or line stretching

· Line filling- adding more items within the present range of the line

· Line stretching- occurs when a company lengthens its product line beyond its current range

· company can stretch its line downward, upward, or both ways

Product Mix Decisions
· product mix/product portfolio-  consists of all the product lines and items that a particular seller offers for sale
· has 4 important dimensions: width, length, depth, and consistency 
· width- number of different of different product lines
· length- the total number of items the company carries within its product lines
· depth- the number of versions offered
· consistency- how closely related the various product lines are in the end, in production requirements, in distribution channels, or in some other way
· Company can increase its business in 4 ways: add new product lines, widening its product mix, lengthen its existing product lines to become a more full-line company. Add more versions of each product and deepen its product mix, pursue more product line consistency
Brand Equity 
· Differential effect that knowing the brand name has on customer response to the product and its marketing 

· Measure of the brands ability to capture consumer preference and loyalty 

· Young and Rubicam’s Brand Asset Valuator measures brand strength along 4 consumer perception dimensions: differentiation(what makes the brand stand out), relevance (how consumers feel it meets their needs) , knowledge (how much consumers know about the brand) , esteem (how highly consumers regard and respect the brand) 

· Brand valuation- process of estimating the total financial value of a brand

· Fundamental asset is customer equity- value of the customer relationships that the brand creates

Building Strong Brands
· The major brand strategy decisions involve brand positioning, brand-name selection, brand sponsorship, and brand development
Brand Positioning

· Markets can position at 3 levels

· Lowest level: can position the brand on product attributes. However, attributes are the least desirable level

· Brand can be better positioned by associating its name with a desirable benefit 

· Strongest: positioned on strong values and beliefs 

· Marketer should establish a mission for the brand

Brand –Name Selection 
· Desirable qualities for a brand name include the following:
· should suggest something about the product’s benefits and qualities

· easy to pronounce, recognize, and remember
· should be distinctive 
· extendable 
· should translate easily into foreign languages
· capable of registration and legal protection
Brand Sponsorship 

· product may be launched as a national brand(or manufacture’s brand) , private brand (store brand or distributor brand), licensed brands, co-brand

· Store brands (private) - brand created and owned by a reseller of a product or service. 

· yield higher profit margins for the reseller

· co-branding- occurs when 2 established brand names of different companies are used on the same product or retail outlet 

Brand Development 
· 4 choices: line extensions, brand extensions, multibrands, or new brands

· Line extensions- occur when a company extends existing brand names to new forms, colours, sizes, ingredients, or flavours of an existing product/category 

· works best when it takes sales away from competing brands, not when it cannibalizes the company’s other items 

· brand extension- extends a current brand name to new or modified products in a new category

· Multibranding offers a way to establish different features and appeal to different buying motives. Also allows a company to lock up more reseller shelf space 

· Mega brand strategies- weeding out weaker or slower- growing brands and focusing their marketing dollars only on brands that can achieve number one or two market share positions with good growth prospects. 

Managing Brands
· Brands are not maintained by advertising but by the brand experience
Services Marketing
Nature and Characteristics of a Service 

· A company must consider 4 special service characteristics when designing marketing programs: intangibility, inseparability, variability, and perishability 

· Service intangibility-  services cannot be seen, tasted, felt, heard, or smelled before they are bough

· Evidence management- service organization presents its customers with organized, honest evidence of the capabilities

· Service inseparability- services cannot be separated from their providers, whether the providers are people or machines

· Service variability- quality of services depends on who provides them as well as when, where and how they are provided 

· Service perishability- services cannot be stored for later sale or use

Marketing Strategies for Service Firms
The Service- Profit Chain 

· Links service firm profits with employee and customer satisfaction

· Consists of 5 links: 

· internal service quality

· satisfied and productive service employees

· greater service value

· satisfied and loyal customers

· healthy service profits and growth 

· 3 types of service marketing

· Internal marketing- service firm must orient and motivate its customer-contact employees and supporting service people to work as a team to provide customer satisfaction 

· must precede external marketing

· interactive marketing- service quality depends heavily on the quality of the buyer-seller interaction during the service encounter 

· service companies face 3 major marketing tasks: want to increase their service differentiation, service quality, and service productivity 

Managing Service Differentiation
· service companies can differentiate their service delivery, by having more reliable customer-contact people
· service companies can also work on differentiating their images
Managing Service Quality
· customer retention is the best measure of quality

· good service recovery can turn angry customers into loyal ones

· first step is to empower front-line service employees

Managing Service Productivity
· service firms are under great pressure to increase service productivity 

· can train current employees better or hire new ones who will work harder or more skilfully

· or they can increase quantity of their service by giving up some quality 

· service provider can harness the power of technology 
