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What is product?

• Anything that can be offered to a market for 

attention, acquisition, use, or consumption 

that might satisfy a want or need.

Components of the

Market Offering

Value-based prices

Services mix
and quality

Product features
and quality

Attractiveness of
the market offering



2/27/2019

2

Service and  Experience

• Service—Any activity or benefit that one party 

can offer to another that is essentially 

intangible and does not result in the 

ownership of anything.

Five Product Levels

Potential product

Augmented product

Expected product

Basic product

Core benefit
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Levels of Product

• Core product

• Actual product

• Augmented product

Core product

• Core benefit represents the fundamental 

service or benefits and is derived from the 

consumers need or want.
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Actual product

• Quality level

• Features

• Design

• Package

• Brand name

Augmented product

It is one that includes additional services and

benefits that distinguish the company’s offering 

from competitors offerings. 

• Installation

• After-sale service

• Warranty

• Delivery and credit

• Attached benefit
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Product classifications

• Consumer products

• Industrial product

• Organizations, persons, places, and ideas

Consumer product

• Convenience products

• Shopping products

• Specialty

• unsought
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Specialty ProductsSpecialty Products Unsought ProductsUnsought Products

Shopping ProductsShopping Products
Buy less frequently
> Gather product information
> Fewer purchase locations
> Compare for:

• Suitability & Quality 
• Price &  Style

Convenience ProductsConvenience Products

Special purchase efforts
> Unique characteristics
> Brand identification
> Few purchase locations

New innovations
> Products consumers don’t            
want to think about.   
>Require much advertising &
personal selling

Buy frequently & immediately
> Low priced
> Many purchase locations
> Includes:

• Staple goods
• Impulse goods
• Emergency goods

Consumer-Goods Classification

Industrial Product

• Material and parts

• Capital items

• Supplies and services
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Product  Life Cycles (PLC)

• The course of a product’s sale and profit over

it lifetime. It involves five distinct stages:

product development, introduction, growth,

maturity, and decline.

Sales & Profit Life Cycles

IntroductionIntroduction GrowthGrowth MaturityMaturity DeclineDecline
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Introduction stage

• The product life-cycle stage in which the new 

product is first distributed and made available 

for purchase.

Sales & Profit Life Cycles

IntroductionIntroduction GrowthGrowth MaturityMaturity DeclineDecline
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Growth stage

• The product life-cycle stage in which a 

product’s sales start climbing quickly.

Maturity stage

• The stage in the product life cycle in which 

sales growth slows or levels off.

• Modify the market,the product,and the 

marketing mix.
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Decline Stage

• The product life cycle stage in which a 

product’s sales decline

New-product development

• What is new product?

• Major stages in new product development
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What is new product?

• Original products

• Product improvements

• Product modifications

• New brands that the firm develops through its 

own research and development efforts

Major stages in new product 

development

• Idea generation

• Idea screening

• Concept development and testing

• Marketing strategies

• Business analysis

• Product development

• Test marketing

• Commercialization
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New Product Development 

Process

IdeaIdea
GenerationGeneration

ConceptConcept
DevelopmentDevelopment
and Testingand Testing

MarketingMarketing
StrategyStrategy

DevelopmentDevelopment

IdeaIdea
ScreeningScreening

BusinessBusiness
AnalysisAnalysis

ProductProduct
DevelopmentDevelopment

MarketMarket
TestingTesting

CommercializationCommercialization

Probability of Success

ProbabilityProbability
of technicalof technical
completioncompletion

OverallOverall
probabilityprobability
of successof success ==

Probability ofProbability of
commercializationcommercialization

given technicalgiven technical
completioncompletion

XX
Probability ofProbability of

economiceconomic
success givensuccess given

commercializationcommercialization
XX
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Concept Development & Testing

1.  Develop Product Ideas into 
Alternative Product Concepts

2.  Concept Testing - Test the Product
Concepts with Groups of Target Customers

3.  Choose the Best One

High price/oz.High price/oz.
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Low price/oz.Low price/oz.

H
igh in calories

H
igh in calories

Product & Brand Positioning

((a) Producta) Product--positioningpositioning
mapmap

(breakfast market)(breakfast market)
ExpensiveExpensive
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InexpensiveInexpensive

Q
uick
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uick

Bacon
and
eggs

Pancakes Instant
breakfast

Cold
cereal

Hot
cereal

b) Brandb) Brand--positioningpositioning
mapmap

(instant breakfast market)(instant breakfast market)

Brand C

Brand B

Brand A
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Consumer-Goods Market Testing

Sales-
Wave

Research
Test offering trail to

a sample of 
consumers in

successive
periods.

Sales-
Wave

Research
Test offering trail to

a sample of 
consumers in

successive
periods.

Simulated
Test Market

Test in a simulated 
shopping environment

to a sample of 
consumers.

Simulated
Test Market

Test in a simulated 
shopping environment

to a sample of 
consumers.

Standard
Test Market

Full marketing campaign
in a small number of 
representative cities.

Standard
Test Market

Full marketing campaign
in a small number of 
representative cities.

Controlled 
Test Market

A few stores that have 
agreed to carry new
products for a fee.

Controlled 
Test Market

A few stores that have 
agreed to carry new
products for a fee.

2 1/2%
Innovators

13 1/2%
Early

adopters

34%
Early

majority

34%
Late

majority
16%

Laggards

Time of adoption innovations

Adopter Categorization of the Basis of Relative 

Time of Adoption of Innovations
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Product-line decision

• Product mix

• Product-line analysis

• Product –line length

Product mix

• The set of all products and items that a 

particular seller offers for sale.

• A company’s product mix has a certain 

width,length,depth, and consistency.



2/27/2019

16

• Width:how many different product lines.

• Length:the total number of items.

• Depth:how many variants are offered of each 
product in the line.

• Consistency:how closely related the various 
product lines are in end use,production 
requirement,distribution channels, or some 
other way.

Product-line analysis

• Sales and profit

• Market profile
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Product-Line Length

• Line Stretching

– Downmarket

– Upmarket

– Two-way

• Line Filling

• Line Modernization

• Line Featuring & Line Pruning

Line stretching

• Downmarket stretch

• Upmarket  stretch

• Two-way stretch
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Line filling

• Quality—price analysis

What is brand?

• Brand is a name,term,sign,symbol,or design,or 

a combination of them,intended to identify 

the goods or services of one seller or group of 

sellers and differentiate them from those of 

competitors.
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What is a Brand?

Attributes Benefits Values

Culture

User

Personality

An Overview of

Branding Decisions

Branding
Decision

•Brand

•No brand

Brand-
Sponsor
Decision

•Manu-
facturer
brand

•Distribu-
tor
(private)
brand

•Licensed
brand

Brand-
Name

Decision
•Individual
brand
names
•Blanket
family
name
•Separate
family
names
•Company-
individual
names

Brand-
Repositioning  

Decision

•Reposi-
tioning

•No
reposi-
tioning

Brand-
Strategy
Decision

•Line
extension

•Brand
extension

•Multi-
brands

•New
brands

•Cobrands
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Brand decision

• 1.to brand or not to brand?

• 2.brand-sponsor decision

• 3.Brand-name decision

• 4.brand-strategy decision

• 5.brand-reposition decision

brand-sponsor decision

• Manufacturer brand

• Distributor brand

• Licensed brand
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Brand-name decision

• Individual

• Blanket family

• Separated family

• Company-individual family

Good Brand Names:

Suggest
Product
Benefits

Distinctive

Lack Poor
Foreign

Language
Meanings

Suggest
Product
Qualities

Easy to:
Pronounce
Recognize
Remember



2/27/2019

22

Brand Strategies

Brand
Extension

New

B
ra

nd
N

am
e

Product Category

Line
Extension

Existing

Existing

MultibrandsNew New
Brands

brand-strategy decision

• Line extensions

• Brand extensions

• New brands

• cobrands
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brand-reposition decision

• Reposition

• No reposition

Why Package Crucial as a Marketing 

Tool

• Self-service

• Consumer affluence

• Company & brand image

• Opportunity for innovation
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Labels

IdentifyIdentify

DescribeDescribe

PromotePromotePromotePromote

Intellectual Property Right (IPR)

• Intellectual Property Rights are legal rights, which
result from intellectual activity in industrial,
scientific, literary & artistic fields.

• These rights Safeguard creators and other
producers of intellectual goods & services by
granting them certain time-limited rights to
control their use.

• Protected IP rights like other property can be a
matter of trade, which can be owned, sold or
bought. These are intangible and non - exhausted
consumption.
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Types of IPR

• Patents.

• Trademarks.

• Copyrights and related rights.

• Geographical Indications.

• Industrial Designs.

• Trade Secrets.

Patent

• A patent is an exclusive right granted for an
invention, which is a product or a process that
provides a new way of doing something, or offers
a new technical solution to a problem.

• It provides protection for the invention to the
owner of the patent. The protection is granted for
a limited period, i.e 20 years.

• Patent protection means that the invention
cannot be commercially made, used, distributed
or sold without the patent owner's consent.
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• A patent owner has the right to decide who may -
or may not - use the patented invention for the
period in which the invention is protected. The
patent owner may give permission to, or license,
other parties to use the invention on mutually
agreed terms.

• The owner may also sell the right to the invention
to someone else, who will then become the new
owner of the patent.

• Once a patent expires, the protection ends, and
an invention enters the public domain, that is, the
owner no longer holds exclusive rights to the
invention, which becomes available to
commercial exploitation by others.

CLASSES OF PATENTS
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Trademark

• A trademark is a distinctive sign that identifies
certain goods or services as those produced or
provided by a specific person or enterprise. It
may be one or a combination of words, letters,
and numerals.

• They may consist of drawings, symbols, three-
dimensional signs such as the shape and
packaging of goods, audible signs such as music
or vocal sounds, fragrances, or colours used as
distinguishing features.

• Federal registration
– ® ™ (SM) Demonstrates registration of TM 

with U.S. Patent and Trademark Office

• State registration
– �symbol next to distinctive use of term
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• It provides protection to the owner of the mark
by ensuring the exclusive right to use it to identify
goods or services, or to authorize another to use
it in return for payment.

• It helps consumers identify and purchase a
product or service because its nature and quality,
indicated by its unique trademark, meets their
needs. Registration of trademark is prima facie
proof of its ownership giving statutory right to
the proprietor.

• Trademark rights may be held in perpetuity. The
initial term of registration is for 10 years;
thereafter it may be renewed from time to time.

Copyrights © and related rights

• Copyright is a legal term describing rights
given to creators for their literary and artistic
works. The kinds of works covered by
copyright include: literary works such as
novels, poems, plays, reference works,
newspapers and computer programs;
databases; films, musical compositions, and
choreography; artistic works such as paintings,
drawings, photographs and sculpture;
architecture; and advertisements, maps and
technical drawings.
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• Copyright subsists in a work by virtue of creation;
hence it’s not mandatory to register. However,
registering a copyright provides evidence that
copyright subsists in the work & creator is the
owner of the work.

• Creators often sell the rights to their works to
individuals or companies best able to market the
works in return for payment.

• These payments are often made dependent on
the actual use of the work, and are then referred
to as royalties. These economic rights have a time
limit, (other than photographs) is for life of
author plus sixty years after creator’s death.

Geographical Indications

• GI are signs used on goods that have a specific
geographical origin and possess qualities or a
reputation that are due to that place of origin.

• Agricultural products typically have qualities that
derive from their place of production and are
influenced by specific local factors, such as climate and
soil.

• They may also highlight specific qualities of a product,
which are due to human factors that can be found in
the place of origin of the products, such as specific
manufacturing skills and traditions.
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• A geographical indication points to a specific

place or region of production that determines

the characteristic qualities of the product that

originates therein. It is important that the

product derives its qualities and reputation

from that place. Place of origin may be a

village or town, a region or a country.
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Industrial Designs

• Industrial designs refer to creative activity, which result
in the ornamental or formal appearance of a product,
and design right refers to a novel or original design that
is accorded to the proprietor of a validly registered
design.

• Industrial designs are an element of intellectual
property. Under the TRIPS Agreement, minimum
standards of protection of industrial designs have been
provided for.

• As a developing country, India has already amended its
national legislation to provide for these minimal
standards.

• The essential purpose of design law it to

promote and protect the design element of

industrial production. It is also intended to

promote innovative activity in the field of

industries. The existing legislation on

industrial designs in India is contained in the

New Designs Act, 2000 and this Act will serve

its purpose well in the rapid changes in

technology and international developments.
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Trade Secrets

• It may be confidential business information that
provides an enterprise a competitive edge may
be considered a trade secret. Usually these are
manufacturing or industrial secrets and
commercial secrets.

• These include sales methods, distribution
methods, consumer profiles, advertising
strategies, lists of suppliers and clients, and
manufacturing processes. Contrary to patents,
trade secrets are protected without registration.

• A trade secret can be protected for an
unlimited period of time but a substantial
element of secrecy must exist, so that, except
by the use of improper means, there would be
difficulty in acquiring the information.

• Considering the vast availability of traditional
knowledge in the country the protection
under this will be very crucial in reaping
benefits from such type of knowledge. The
Trades secret, traditional knowledge are also
interlinked / associated with the geographical
indications.
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THE PATENT DISCLOSURE

• A patent disclosure is the information given to

the attorney and patent office in order to

obtain a patent. It is initiated by the inventor

and is of vital important to the engineer.

The disclosure should include
• Petition or request for a patent

• Specifications:
– Title of the invention

– Brief summary of the invention, indication its nature, substance,
and object

– Detailed description of the invention, indicating its nature,
substance, and object

– A claim or claims particularly pointing out and distinctly claiming
the subject matter which the application regards as his
invention

• Drawings whenever the nature of the invention admits of
drawings, which includes practically all inventions.

• Oath wherein applicant states or affirms that he believes
himself to be the original or first inventor of the process,
machine, manufacture, composition of matter, or
improvement thereof, for which he solicits a patent.
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• The responsibility of the engineer is to have all facts
recorded and available for patent litigation. Changes,
improvements, and information concerning existing
patents and equipment should be transmitted to the
patent attorney.

For full protection of an invention it is essential to:

• Preserve the evidence of conception

• Be diligent in reducing to practice, by drawings or
working model

• Apply for a patent at the earliest possible moment

• Label the invented device with the patent number and
date

• Assert the patent against infringers with reasonable
promptness

Patent Search

• A search of all existing or publicly available
information to determine whether an invention is
new (novel) and whether persons with ordinary
skill in the field could have deduced it .

• A patent search usually begins with a review of
previously issued patents, and progresses to
other types of documents, such as journal articles
and scientific papers describing unpatented
inventions. The most thorough patent searches
are performed by professional patent searchers
at the U.S. Patent and Trademark Office.
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Prior Art

• In patent law, all technology and publications
available before the date of invention or anything
available about the invention more than one year
prior to filing the application.

• A patent will not issue if prior art is uncovered by
a patent examiner that demonstrates somebody
already came up with the same idea -- that is, all
of the significant elements in the applicant's
innovation were embodied in an existing
innovation.

Novelty

• A requirement for obtaining a patent. To be

novel, all material elements of an invention

cannot have been disclosed in any previous

technology or publication.
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Patent Law

• The law of patents is a legal framework that establishes
a patent system which supports and encourages
technological innovation and promotes economic
development.

• In a challenging environment, where patent law is
under increasing public attention, WIPO provides a
platform for member States and intergovernmental
and non-governmental organizations to coordinate
efforts in discussing international norms, and it
addresses various issues relating to the international
aspects of the patent system, including current and
emerging issues of patent law.

International Patent Code

• Patent classification codes indicate the technical field
or fields to which the patent application relates. The
most used classification is the International Patent
Classification (IPC). There are also other classifications,
such as the European Patent Classification (ECLA)
provided by the European Patent Office (EPO) that is
based on the IPC but is more detailed.

• It is in fact an extension of the IPC that has been
developed because it is considered that the IPC
classification entries are too broad (thereby retrieving
too many documents); ECLA splits them up into more
sub - groups than the IPC.
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• Classification codes are given to patents

following the examination of their content by

the IP office, and consider the elements

protected according to the patent’s claims.

The IPC consists in a hierarchical classification

system comprising:

Sections;

Classes;

Subclasses;

Groups (main groups and subgroups).
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