mielQotler
Kevin LaneKeller

Setting Product Strategy

Marketing Management, 13" ed



Chapter Que

aracteristics of products
arketers classify

N can companies differentiate
oroducts?

e How can a company build and manage
Its product mix and product lines?
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Chapter Questic

danies combine products
ong co-brands or ingredient

can companies use packaging,
abeling, warranties, and guarantees as
marketing tools?
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Caterpillar:

United States / Canada [changs] Find A Dealer Centact

CATERPILLAR®

PRODUCTS INDUSTRIES

GO BEHIND THE SCENES

The National Geographic Channel takes you inside the
high-tech mega-manufacturing plants that create
Caterpillar's 797B off-road mining truck.

January 28, 7 & 10 p.m. & February 2, 7 p.m. CT

B} CHECK YOUR LOCAL LISTINGS
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http://www.cat.com/

What Is a Prc

anything that can be
market to satisfy a want or
, Including physical goods,
/ICeS, experiences, events, persons,

places, properties, organizations,
Information, and ideas.
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Figure 12.1 Components of tr
Market Offering

S)

Attractiveness
of the market
offering

Product Services
features mix and
and quality guality
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Figure 12.2 Five Product Leve

potential progy,,

benefit
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The Wedding Market
is a MetaMarket Hitpuhe

REQUEST AN APPOINTMENT 877-323-BRIDE
DAVID'S BRIDAL

W My Favorites | @@ Shopping Bag | My Account | Help
Bridal Gowns ' Bridal Party - Special Occasions * Prom  Accessories | Tuxedos © Dress Your Wedding - Invitations ' Ceremony & Reception © Gifts & Favors - SALE

Find a Store: Search within: | DavidsBridal.com hd | |K.e‘,-\‘ncrd or Style # | [ ]

$99 GOWN SALE i
$50-5200 OFF every bridal gown » 7 NOW THROUGH FEBRUARY 4T

mowcoms | WG SRR | SO0 SA| [

New styles for Spring 2008 ; .. SELECT BRIDAL GOWNS

PARTY DRESSES i SAVE $50-200

Presenting Our New Collection » ON EVERY BRIDAL COWN
VIEW GOWNS

WIN A FREE GOWN

or your choice of bridesmaid dresses »

s : B WIN A FREE GOWN
WEDDING PLAN_N]NG B f YOUR CHOICE OF A BRIDAL GOWN
Solutions for all Your Planning Needs » ¥ | OR BRIDESMAID DRESSES.
VIEW DETAILS »

STYLE GUIDE
Latest Trends & Tips »

PLUS

! NC ¥ 51000
DRESS YOUR WEDDING , FORONEYEAR»  \RTAITHH
Build your Virtual Dream Wedding »
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http://www.davidsbridal.com/

Product Classification Sc

Durability

angibility

Use
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Durability and Tangibility

Nondurable
goods

Durable

goods Services
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Consumer Goods Classificatior

Convenience Shopping

Specialty Unsought

opyright © 2009 Pearson Education, Inc. Publishing as Prentice Hall



Industrial Goods Classificati

Materials and parts

Supplies/
business services

Capital items

Copyright © 2009 Pearson Education, Inc. Publishing as Prentice Hall



Product Differenti

eliability
Repairability
o Style
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http://www.lego.com/

Dunkin’ Donuts’ Differentiatior

ﬂq@ DUNKIN’
1 HOME OWM A STORE | STORE FINDER HELF | ¥OUR AGCOUMT CHE GROUT SIGH 1M MUTRITION

Shop Online | Coffee Subscription | Dunkin’ Donuts Card | For Businesses | Contests & Promos | About Us

Shop Online

| found a quarter and seven S gl -
_pennies under my sofa! 1oUN ' g regular:_l_refllls

Coffes at your doorstep on your schedule. Sign up.
5% Stop the scavenger hunt!
Get the Dunkin' Donuts Card, set it to Auto-Recharge
and kiss your coins goodbye. Learn Mare.

-
u! fromtreewncu p
What makes Dunkin' Donuts coffee so tasty? Find out.

© Coffee Accessories

Gear up to mzake great coffes. franchise

» Original Blend © Dunkin’ Donuts Stuff opportunities

» French Vanilla .
=nen vanis Add seme fun to life. A o i
» Dunkin' Decaf: Want to own a store? Learn how.

» Hazelnut © Gift Ideas

F More .. Make somecne happy today. what:s New
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people against dirty what we're for

:1 method products

\/'s happy new year! 4 g )" .
| a

resolution #4:

clean the bathroom.

make a frash start every day. our bathroom duo will de your dirty
work so you can cross this one off the list.

| T
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http://www.methodhome.com/

Service Differentiatic

MENU  ORDER

LOCATIONS

FRI  8:42 AM

YOU GOT

FIND YOUR LOCAL DOMINO'S:

¥

=1
O E TRACK YOUR PIZZA
re pal r Track Nowé 1

L

BEAT THE RUSH

Order Now @

-1
MOBILE ORDERING

Start Ordering &

e Returns
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Maintenance and Repair

MULTIGHANNEL

TECHNICAL SUPPORT 24 HOUR COMPUTER SUPPORT TASK FORCE

FIND A GEEK SOUAD PRECINCTNEARYOU  ewrenzip | susharm |

l TECHNICAL SUPPORT
| | WHAT DO | NEED?
FREE TOOLS
RECYCLE
SEE YOUR BILL OF RIGHTS
: TECH TIPS FOR 2005

TECHNICAL SUPPORT

[l wHAT WE DO
ABOUT GEEK SOUAD
NEWS & TESTIMONIALS
GEEK SOUAD STORE
CHECK REPAIR STATUS

GEEK SQUAD AGENTS PRECINCTS LOCATED IN ELESS PROBLEMS ARE NO
ARE STANDING BY ALL BEST BUY STORE: OBLEM FOR DUR AGENTS
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The Product Hierarchy

Product type

Product line

Product class

Product family

Need family
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Product Systems and Mi

JL i
nﬂngii
LLEY D

AL LL L T
AL T
whibasy
ey

oduct system
Product mix
Product assortment
Depth
Length
Width
Consistency
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Product Line Analysis

Core product Staples

Convenience

Specialties .
items
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Figure 12.3 Product Iltem
Contributions to a Product Line’
Total Sales and Profit

I Sales
1 Profits

3
Product ltem
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Figure 12.4 Product Map

16

Point-of- |

General
printing

Low (90) Medium (120) High (150) Extra high (180)
Paper Weight
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Line Stretching

Down-Market Stretch

Up-Market Stretch

Two-Way Stretch

OUR AWARD | THE VINEYARDS | FOR WINE & TASTING ROOM | ONLINE STORE | NEWS &
1 a O WINNING WINES & THE CELLARS FOOD LOVERS & TOURS & WINE CLUB PROMOTIONS.

FAMILY About Our Wines Twin Valley Sonoma Reserve Single Vineyard Estate All Wines Awards

OUR WINES

Our guiding principle remains
the same as it was for our
grandparents: Make each vin-
tage better than the last. This
philosophy has helped us create
wines that continue to receive

international recognition.

O TWIN VALLEY O SONOMA RESERVE D SINGLE VINEYARD | O ESTATE
Roll ov Fehe portialio names above to read if's description.
RE TO BUY = SEARCH = CONTAC

California Table Wine, © 2006 Gallo Family Vineyards, Hesldsburg, Sonoma County, CA.
All rights reserved. Uss of this ubject to the
Legal Notice = Privacy Policy = nark

Copyright © 2009 Pearson Education, Inc. Publishing as Prentice Hall



http://www.gallosonoma.com/

Line Filling

13 5 6 7 X3 X5 X6 Z4 M AlIBMWs Certified Pre-Owned Owners Experience  Uniquely BMW

Build Your Own Dealer Locator Test Drive Financial Services  Accessories My BMW Search [+ ] =
wing Maching

Introducing the all-new BMW X6.
The first-ever Sports Activity Coupe.

» Experience the X6 now

View Al

BIW Owners Build Your Own Meet the 1 Series BIVY Acvanced Diesel Lease Offers
=0 Sign in to the Owners’ Circle + Start now v Beapartofit + Learn More v See current lease offers

My BRW ey,
Create a My BMW account to zave START V
configurations, rate videoz & more. STOP - " il

v Signin » Sign Up & o I . R ; of o
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Pruning
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Product-Mix Pri

re pricing
product pricing

By-product pricing
* Product-bundling pricing
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Product Line P

WASHINGTONCAPS.COM | GAMEDAY COMMUNITY MULTIMEDHA TICKETS STORE

PRESS RELEASES SCHEDLULE FPLAYERS STATISTICS COACHES FRONT OFFICE MINOR LEAGUES JOBS HISTORY

Ticket Plans

Section Season G:::'e Pick "Em
Tickets _ Plan
Savings

WIF Roow 8

SEARCH [Gor
WIF Rowe B

Freferred

FIND £ PLAYER B Centered Preferred

Loge

Per Per
Season
Section L Game Game

SIS Tickets i
Savings Savings

Side Mez=anine Fa

Side Balconwy F11

Schedule Statistics Mez=anine Ends B

PorflandPirates.com i, il b Foal Zone F
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what is TiVo?

setup & support

about Tivo Inc.

contact us

Two-Part Pricinc

The hox is smart.
The service is genius.
Get all the entertainment you care about -

combine the convenience of digital video
recording with the amazing TiVo®service.

Now Playing on TiVo

Geta asiowas

box- 99"

Service is only 5129
per month

Take your favorite shows = After mail-in rebsts. TiVo ssvics reguirsd
anywhere with TivaToGao™ snd sold separstely.

transfers! Learn how to get your
TiVa Series2™ bax connected.

Platform Opens lts Doors to
Third Party Developers

[ sign up for the
newsletter! Get your Tivo
Top 10, tips & tricks, TV
news, and mare.
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Co-branding
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Ingredient Brandi
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What is the Fif

etimes called the
all the activities of
Ing and producing the
container for a product.
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Factors Contributing to the
Emphasis on Packaging

Self-service )

Consumer affluence )

]‘/\ Company/brand image)

N

» PURE® [T FLO

Innovation opportunity)
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: : . £
Innovations in Packaging &

Cwvenview | Supplier Membership | Premium Access | Contact Us

BEBranmD IDEMNTITY & PackaceE DEsSICMN

pac Elg I n g | April 18-z0, zoos5

accelerated innovation of L The Plaza, Mew York City
consumer packaged goods o

Packaging Supplier File Innovations

Idealpack Idealpill - development of a unique dispensing system.

Request for Info... Add to Favarites...

Tel: +39 0131 860498 Idealpill packaging is a patented concept to provide an easier and safer way to
| s dispense pills.

Add Supplier to Favorites
Company Overnview
Innovations

Request for Info

Web Site Home

Send E-Mail

Innovation Zone

Pack Find™ Products
Packaging Catalogs

Packaging Information

ZUUY rearson £aucat , INC. PUDlSNIiNg as rrentuce Hall



http://www.webpackaging.com/

Packaging Ob|

Itate product transportation and
protection

o Assist at-home storage
e Aid product consumption
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Functions of Labels

Nutrition Facts

Serving Size ¥ cup (114g)
Servings Per Container 4

Amount Per Servi
Calories 90  Calories from Fat 30
o - s

%% Daily Valua*®

Total Fat 3g

[Esss o s e
Vitamin A 80% Vitamin C 60°%
Calcium 4% . [ron 4%

* Parcent Daily Values are based on a 2,000
calorie diet. Your daily values may be higher
or lower depending on your calorie needs:

Calorias: 2,000 2,500
Total Fat Less than  B5Q
SatFat  Lessthan 20g

Fatl @ « Carbohydmate 4 « Protein 4

|dentifies

Grades

Describes

Promotes
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Warranties and Guarar

Contact | Owners | Partners | Finance ;| LatestMNews | Espafiol

OUR VEHICLES ¢ BUILD & PRICE | SPECIAL OFFERS { FINDA DEALER TRADE-IN APPRAISAL QUICK QUATE

WARRANTY INFORMATION FOR 2008 MODELS

At Mitsubishi, we are so confident in the guality, reliability and durability of the cars we build that we back all of our
passenger cars and sport utility vehicles with very extensive warranties, This list is headed by a 10-year/100,000 mile
Powertrain Limited Warranty®, a 5-year/60,000 mile fully transferable bumper-to-bumper New Vehicle Limited
Warranty, & 7-year/100,000 mile Anti-Corrosion/Perforation Limited Warranty and 5-years/Unlimited miles

Roadside Assistance. So now, when you drive off in your new Mitsubishi, you'll leave with even more peace of mind,
knowing you can enjoy it to the fullest for many years to come.

For additional 2008 Passenger Car and SUV warranty details, click here, (3.3ME)

COVERAGE CATEGORY ORIGINAL RETAIL OWHERS SUBSEQUENT OWNERS
MNew Vehicle (Bumper-to-Bumper) S-yrs/60,000 mies S-yrs /60,000 miles
Powertrain Companents 10-yrs, 100,000 miles*=* S-yrs (60,000 miles
Restraint System S-yrs/60,000 mies S-yrsf60,000 miles
Anti-Corrosion,/Perforation 7-yrs/ 100,000 miles 7-yrs /100,000 miles

Adjustments 12-mosf12,000 miles 12-mas/ 12,000 miles
GOT YOU COVERED Roadside Assistance

Roadside Assistance 5-yrs/Unlimited miles

5-yrs/Unlimited miles
Al coverage terms are ffom the oniginal in-service date.
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Marketing Debate

v With products, is it form or function?

Take a position:
1. Product functionality is the key to brand

SUCCESS.
or

2. Product design is the key to brand
success.
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Marketing Discussion

v Consider the different means of
differentiating products and services.

v" Which ones have the most impact
on your choices?

v  Why?
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