CHAPTER EIGHT: KEY CONCEPTS


PRODUCT PLANNING
PRODUCT: The need satisfying offering of a firm. P192

QUALITY: Means a product’s ability to satisfy a customer’s needs or requirements. P193

SERVICE: A deed performed by one party for another. P195

Product Assortment: 
Set of all product lines and individual products emphasis is on service.

Product Line: 
Set of individual products that are closely related.

CONSUMER PRODUCT CLASSES: Four Groups

Convenience Products: Products a consumer needs, but is not willing to spend much time shopping for.  1) STAPLES: Products that are bought often, routinely and without much thought, such as Milk.  2) IMPULSE: Products that are bought quickly, unplanned, yet because of a strong need, such as lip balm, chewing gum. 3) EMERGENCY: Products that are purchased immediately when the need is great, such as an umbrella, cough medicine or sun burn ointment.

Shopping Products: Products that a consumer feels are worth the time & effort to compare with competing products.  1) HOMOGENEOUS: Products that the customer sees as basically the same and wants the lowest price, such as televisions and DVD players. 2) HETEROGENEOUS: Products the consumer sees as different & wants to inspect for quality & suitability, such as furniture.

Specialty Products: Products that the customer really wants & makes a special effort to find, such as Oakley sun glasses, Prada Hand Bags & Camper Shoes.

Unsought Products: Products that potential customers don’t yet want or know they can buy.  New Unsought Products: Products offering really new ideas which potential customers are not familiar with. REGULARLY UNSOUGHT PRODUCTS: Products that remain unsought, but not un-bought forever.

BRANDING: Use of a name, term, symbol, and/or design to identify a product. P203

Brand Familiarity: Means how well customers recognize and accept a company’s brand. 

Brand Rejection: Consumers will not buy without an image change. 

Brand Non-recognition: Consumers don’t recognize the brand. 

Brand Recognition: Consumers remember the brand. 

Brand Preference: Consumers choose the brand over others. 

Brand Insistence: Consumers insist on a select brand & will search for it. 

Brand Equity: The value of a brand’s overall strength in the market. 

KINDS OF BRANDS TO USE: P207
Family Brand: The same brand name for many products.

Licensed Brand: A well-known brand that sellers pay a fee to use.

Individual Brands: Separate brand names for each product.

Generic Brands: Products that have the same brand at other than identification of their contents and the manufacturer or middlemen.

Manufacture Brands: Brands created by producers.

Dealers Brand/Private Brands: Brands created by middlemen.

PACKAGING: Involves promoting, protecting, and enhancing the product. Good packaging makes products easier to identify and promotes the brand at the point of purchase and even in use. P 209

Universal Product Code (UPC): identifies each product with marks readable by eletronic scanners. P210 

Warranty: Explains what the seller promises about its product. P211
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