
Chapter 8 Notes

ELEMENTS OF PRODUCT PLANNING FOR GOODS AND SERVICES
WHAT IS A PRODUCT?

· Customers buy satisfaction, not parts

PRODUCT--the need-satisfying offering of a firm.

QUALITY--a product's ability to satisfy a customer's needs or requirements

SERVICE--a deed performed by one party for another.

· Is the product produced before it's sold, or is it simultaneous?

· Services can't be stored or transported - perishable

WHOLE PRODUCT LINES MUST BE DEVELOPED TOO

PRODUCT ASSORTMENT--the set of all product lines and individual products that a firm sells.

PRODUCT LINE--a set of individual products that are closely related.

INDIVIDUAL PRODUCT--a particular product within a product line.

PRODUCT CLASSES HELP PLAN MARKETING STRATEGIES

CONSUMER PRODUCTS--products meant for the final consumer.

BUSINESS PRODUCTS--products meant for use in producing other products.

DERIVED DEMAND--demand for business products derives from the demand for final consumer products.

CONSUMER PRODUCT CLASSES—HOW THEY ARE DEFINED

CONVENIENCE PRODUCTS--products a consumer needs but isn't willing to spend much time or effort shopping for.

STAPLES--products that are bought often, routinely, and without much thought.

IMPULSE PRODUCTS--products that are bought quickly--as unplanned purchases--because of a strongly felt need.

EMERGENCY PRODUCTS--products that are purchased immediately when the need is great.

SHOPPING PRODUCTS--products that a customer feels are worth the time and effort to compare with competing products.

HOMOGENEOUS SHOPPING PRODUCTS--shopping products the customer sees as basically the same--and wants at the lowest price.

HETEROGENEOUS SHOPPING PRODUCTS--shopping products the customer sees as different--and wants to inspect for quality and suitability.

SPECIALTY PRODUCTS--consumer products that the customer really wants--and makes a special effort to find.

UNSOUGHT PRODUCTS--products that potential customers don't yet want or know they can buy.

NEW UNSOUGHT PRODUCTS--products offering really new ideas that potential customers don't know about yet.

REGULARLY UNSOUGHT PRODUCTS--products that stay unsought but not unbought forever.

BUSINESS PRODUCT CLASSES--HOW THEY ARE DEFINED 

INSTALLATIONS--important capital items such as buildings, land rights, and major equipment.

CAPITAL ITEM--a long-lasting product that can be used and depreciated for many years.

ACCESSORIES--short-lived capital items--tools and equipment used in production or office activities.

RAW MATERIALS--unprocessed expense items--such as logs, iron ore, and wheat--that are moved to the next production process with little handling.

EXPENSE ITEM--a product whose total cost is treated as a business expense in the year it's purchased.

FARM PRODUCTS--products grown by farmers--such as oranges, sugar cane, and cattle.

NATURAL PRODUCTS--products that occur in nature--such as timber, iron ore, oil, and coal.

COMPONENTS--processed expense items that become part of a finished product.

SUPPLIES--expense items that do not become part of a finished product.

PROFESSIONAL SERVICES--specialized services that support a firm's operations.

BRANDING NEEDS A STRATEGY DECISION TOO

BRANDING--the use of a name, term, symbol, or design--or a combination of these--to identify a product.

BRAND NAME--a word, letter, or a group of words or letters.

TRADEMARK--those words, symbols, or marks that are legally registered for use by a single company.

SERVICE MARK--same as a trademark except that it refers to a service offering.

CONDITIONS FAVORABLE TO BRANDING

BRAND FAMILIARITY--how well customers recognize and accept a company's brand.

· Five levels of brand familiarity 

BRAND REJECTION--potential customers won't buy a brand unless its image is changed.

BRAND NONRECOGNITION--final consumers don't recognize a brand at all--even though middlemen may use the brand name for identification and inventory control.

BRAND RECOGNITION--customers remember the brand.

BRAND PREFERENCE--target customers usually choose the brand over other brands, perhaps because of habit or favorable past experience.

BRAND INSISTENCE--customers insist on a firm's branded product and are willing to search for it.

· The right brand name can help

BRAND EQUITY--the value of a brand's overall strength in the market.

PROTECTING BRAND NAMES AND TRADEMARKS

LANHAM ACT--a 1946 law that spells out what kinds of marks (including brand names) can be protected and the exact method of protecting them.

· You must protect your own

· Counterfeiting is accepted in some cultures

WHAT KIND OF BRAND TO USE?

FAMILY BRAND--a brand name that is used for several products.

LICENSED BRAND--a well-known brand that sellers pay a fee to use.

INDIVIDUAL BRANDS--separate brand names used for each product.

GENERIC PRODUCTS--products that have no brand at all other than identification of their contents and the manufacturer or middleman.

WHO SHOULD DO THE BRANDING?

MANUFACTURER BRANDS--brands created by producers.

DEALER BRANDS or PRIVATE BRANDS--brands created by middlemen.

BATTLE OF THE BRANDS--the competition between dealer brands and manufacturer brands.

THE STRATEGIC IMPORTANCE OF PACKAGING

PACKAGING--promoting, protecting, and enhancing the product.

· Packaging can enhance the product

· Packaging sends a message

· Packaging may lower distribution costs

UNIVERSAL PRODUCT CODE (UPC)--special identifying marks for each product readable by electronic scanners.

WHAT IS SOCIALLY RESPONSIBLE PACKAGING?

FEDERAL FAIR PACKAGING AND LABELING ACT--a 1966 law that requires that consumer goods be clearly labeled in easy-to-understand terms.

UNIT-PRICING--placing the price per ounce (or some other standard measure) on or near the product.

WARRANTY POLICIES ARE A PART OF STRATEGY PLANNING

· Warranty puts promises in writing

WARRANTY--what the seller promises about its product.

MAGNUSON-MOSS ACT--a 1975 law requiring that producers provide a clearly written warranty if they choose to offer any warranty.

· Warranty may improve the marketing mix

· Warranty support can be costly

