
CHAPTER 7
PRODUCT, BRANDING, and PACKAGING DECISIONS
CLASS NOTES

OBJECTIVES:

· Describe the components of a product

· Identify types of consumer products

· Describe the roles of branding, packaging, labeling and support services.

· Explain the importance of branding and brand equity.

· Define product, services, and the major classifications of both.

I. What is a product? — anything that can be brought to the market which will provide value and satisfaction.  
It is more than a physical object; it is an OFFERING.

Includes: physical objects, services, events, persons, places, organizations, ideas, and any combinations of.

A. Is a service different than product?  Yes and No.  It is a form of a product but includes a substantial intangible aspect.

Examples: banking, hotels, income tax preparation, repair services

B. It is not an "either - or" situation.  Rather a continuum exists between a product and service.

C. What is the purchaser "really buying" in the acquisition of a product? (See Exhibit 7.1)

Levels of a product:

· Core— what are the benefits the product will provide to the consumer?

· Actual— the product characteristics consisting of: quality, features, design, brand name, and packaging.

· Augmented— additional customer services and benefits.

II. Product classifications (consumer and industrial are different as consumer products are purchased for final personal consumption.)  A quick summary of consumer products:
· Convenience goods— purchased frequently, immediately and with minimum of comparison and buying effort.

· Shopping goods— in the process of selection and purchase, comparisons made on suitability, quality, price and style.

· Specialty goods— unique characteristics or brand identification for which buyers are willing to make a special purchase effort.

· Unsought goods— consumer does not know about or does not normally think about purchasing.

Managerial implications of each category regarding marketing mix?

III. Factors that affect the consumer's decision process about products/services. 

· Attributes— products are a "bundle" of attributes which include quality, features, and style & design.

· Value of branding for consumer and marketer

· Bands facilitate purchases

· Brands establish loyalty

· Brands protect from competition and price erosion

· Brands can reduce marketing costs
· Brands are assets

· Brands impact market value

· Brand equity — some type of designation that identifies the market or seller.  Brand equity management is critical for 21st century marketers.  Why?

Brand strategies 

· Brand ownership
· Premium brands
· Generic brands
· Copycat brands
What are managerial considerations for each strategy?

· Packaging— it is used not just to contain the product, but has promotional value as well.

· Product Labeling— at least product identification, but can extend to in-depth descriptions and promotion.

· Product support services— activities that augment the actual product.

IV. Services: buyer beware and marketer take critical notice.  Affects more than 70% of the US and developed world economies.

A. Why are services so different?

· Intangibility

· Inseparability

· Variability

· Perishability

B. What are managerial responses to these challenges?

	Differentiating Service Characteristics
	Resulting Marketing Problems



	Intangibility
	· Services are not able to be stored

· Services cannot be protected through patents

· Services cannot be readily displayed

· Services are more difficult to price

	Variability - Inseparability

(of production and consumption)
	· Consumer is involved in the production process

· Other consumers may be involved in the production process

· Centralized mass production of services is difficult

	Heterogeneity (non standardized)
	· Standardization & quality control are difficult to achieve

	Perishability
	· Services cannot be inventoried


 (Zeithaml, Parasuraman, and Berry, 1985)

V. Service quality

A. Intangibility makes evaluation more difficult

B. Subjective basis

VI. Concerns for introducing products and services in the international marketplace.

· Standardization

· Customization/ adaptation

· Cultural challenges?

1

