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Product Range

» Product mix
» Product line
» Product items

» Product width
» Product depth
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Product Mix

ﬁ determine a company’s product\
mix, a business needs to identify:

> Its target market

» Its competitors

\> The image it wants to project /

KThe product mix must be
periodically reviewed to
determine if products need to

. be expanded, modified,

>

/




Product Mix Characteristics

Any product mix can be defined in terms of width,
length, and consistency.

Product Mix

Width

Product Mix Product mix length refers to the
Length number of products in a product line.

Product mix consistency refers to
the relatedness of the different
product lines in a product mix.

Product Mix
Consistency




Product Mix Characteristics

Firms marketing multiple products and services must
devise strategies for individual products, specific
product lines, and the overall product mix. Key
strategies at each level are presented below:
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Product-Mix Strategies

The product mix consists of all product lines
and individual products marketed by a firm.

Most firms market multiple product lines with
many products in each line.

However, sometimes companies can be very
successful by having a limited product mix.




Product Mix{Krarr)

®

a company makes or sells

ﬁAFT Company: \

> Kraft

> Kool-Aid

> Nabisco

» Maxwell House
» Oscar Mayer

> Post Cereal producty

C\II the different products that Kooﬂ(!’d






http://www.scjohnson.com/en/products/brands/cleaning/pledge.aspx
http://www.scjohnson.com/en/products/brands/cleaning/scrubbing-bubbles.aspx
http://www.scjohnson.com/en/products/brands/cleaning/mr-muscle.aspx
http://www.scjohnson.com/en/products/brands/cleaning/duck.aspx
http://www.scjohnson.com/en/products/brands/cleaning/windex.aspx
http://www.scjohnson.com/en/products/brands/cleaning/shout.aspx
http://www.scjohnson.com/en/products/brands/cleaning/natures-source.aspx
http://www.scjohnson.com/en/products/brands/cleaning/fantastik.aspx
http://www.scjohnson.com/en/products/brands/cleaning/drano.aspx
http://www.scjohnson.com/en/products/brands/home-fragrance/glade.aspx
http://www.scjohnson.com/en/products/brands/home-fragrance/oust.aspx
http://www.scjohnson.com/en/products/brands/pest-control/raid.aspx
http://www.scjohnson.com/en/products/brands/pest-control/off.aspx
http://www.scjohnson.com/en/products/brands/pest-control/autan.aspx
http://www.scjohnson.com/en/products/brands/pest-control/baygon.aspx

PLC Length and Shape

Life cycle curves for styles, fashions, and fads
differ from traditional product life cycle curves:

Exhibit 10-6
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Product Lines
C’roduct line - a group of closely ]
S

related products sold by a busines

GEMERAL MILLS

S chex



http://www.generalmills.com/corporate/index.aspx
http://www.generalmills.com/corporate/brands/brand.aspx?catID=53&groupID=19412
http://www.generalmills.com/corporate/brands/brand.aspx?catID=69&groupID=19412
http://www.generalmills.com/corporate/brands/brand.aspx?catID=54&groupID=19412
http://www.generalmills.com/corporate/brands/brand.aspx?catID=81&groupID=19412
http://www.generalmills.com/corporate/brands/brand.aspx?catID=20144&groupID=19412
http://www.generalmills.com/corporate/brands/brand.aspx?catID=22291&groupID=19412

Line Extensions

Introducing new product items, or
services to meet customer needs




Increasing the Product Line

Downward Stretch

Upward Stretch




Increasing the

Two-way Stretch




Increasing

Cannibalization




Product Items

of a product within a product line

Product item - a specific model, brand, or size)




Product Width and
Depth

/ The width and depth of a \

company’s product offerings

\ defines the product mix /
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Product Width

The number of different product lines
sold by one manufacturer




Product Depth

ﬁhe number of product items

within each specific product line
K>From one brand name

N




Gillette Product Mix

Width vs. Depth
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http://www.oralb.com/
http://www.oralbhummingbird.com/
http://www.oralbbrushups.com/
http://www.mach3turbo.com/
http://www.gillettevenus.com/
http://www.gillettem3power.com/
http://images.google.com/imgres?imgurl=http://www.comparestoreprices.co.uk/images/du/duracell-supreme-aaa-rechargeable-batteries--4-pack.jpg&imgrefurl=http://www.comparestoreprices.co.uk/answer.asp?q=do+duracell+rechargeable+2650+batteries+need+to+be+charged+before+first+use?&usg=__BpAjGe3x6LFy8xHjSsTF0CTCh5A=&h=300&w=250&sz=16&hl=en&start=13&um=1&itbs=1&tbnid=Whk5hJDLDZD_xM:&tbnh=116&tbnw=97&prev=/images?q=duracell+batteries&um=1&hl=en&safe=active&sa=N&rls=com.microsoft:*&tbs=isch:1
http://images.google.com/imgres?imgurl=http://www.geeky-gadgets.com/wp-content/uploads/2008/07/duracell_pre-charged_batteries.jpg&imgrefurl=http://www.geeky-gadgets.com/review-duracell-pre-charged-batteries/&usg=__je7KSvKz4OLboTiHXcKbfz3SIqQ=&h=400&w=400&sz=69&hl=en&start=4&um=1&itbs=1&tbnid=7apFew4N0z104M:&tbnh=124&tbnw=124&prev=/images?q=duracell+batteries&um=1&hl=en&safe=active&sa=N&rls=com.microsoft:*&tbs=isch:1
http://images.google.com/imgres?imgurl=http://i889.photobucket.com/albums/ac93/Fistfulofcoupons/duracell.jpg&imgrefurl=http://www.fistfulofcoupons.com/index.php/2009/11/08/fred-meyer-hot-battery-deal/?pfstyle=wp&usg=__TSSieBSAy_LJTyMF1Kqj9h02GDI=&h=500&w=500&sz=45&hl=en&start=3&um=1&itbs=1&tbnid=2LoWtnABQk39QM:&tbnh=130&tbnw=130&prev=/images?q=duracell+batteries&um=1&hl=en&safe=active&sa=N&rls=com.microsoft:*&tbs=isch:1

Product Modifications

(An alteration in a company’s existing )

products
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PRODUCT

* A product is any thing that can be offered to the market that
satisfy customers needs and wants.

/
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» A Product 1s anything that can be offered
to market to satisty a want or need.

» It 1s a bundle of physical, chemical or
intangible attributes that have the
potential that satisfy present and potential
customers wants.

» Product that are marketed included
physical good, services, experiences,

events, persons, place, properties,

qzation, information and ideas.



TYPES OF PRODUCT

— On the basis of type of User
« Consumer goods
« Business goods

— On the basis of Degree of Tangibility
« Tangible goods
 Intangible goods (Services)




Classification of Consumer Goods

* Convenience goods

* Shopping goods

* Specialty goods

* Unsought goods

p—




Consumer Goods

Products purchased by the ultimate
consumer.

p—



Convenience Goods

ltems that the consumer purchases
frequently and with a minimum of
shopping effort.




Shopping Goods

ltems for which the consumer
compares several alternatives on
criteria such as price, quality, or
style.




Specialty Goods

ltems that a consumer makes a
special effort to search out and
buy.
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Unsought Goods

ltems that the consumer either
does not know about or knows
about but does not initially want.




Classification of consumer goods

TYPE OF CONSUMER GOOD

BASIS OF
COMPARISON

»

Product
Price
Place (distribution)

I Promotion

Brand loyalty of
consumers

Purchase behavior
of consumers

CONVENIENCE

Toothpaste, cake
mix, handsoap,
laundry detergent

Relatively
inexpensive

Widespread; many
outlets

Price, availability,
and awareness
stressed

Aware of brand,
but will accept
substitutes

Frequent
purchases; little
time and effort
spent shopping

SHOPPING

Cameras, TVs,
briefcases,
clothing

Fairly expensive

Large number of
selective outlets

Differentiation from
competitors
stressed

Prefer specific
brands, but will
accept substitutes

Infrequent
purchases; needs
much comparison
shopping time

SPECIALTY

Rolls Royce cars,
Rolex watches

Usually very
expensive

Very limited

Uniqueness of
brand and status
stressed

Very brand loyal;
will not accept
substitutes

Infrequent
purchases; needs
extensive search
and decision time

UNSOUGHT

Burial insurance,
thesaurus

Varies

Often limited

Awareness is
essential

Will accept
substitutes

Very infrequent
purchases; some
comparison
shopping



Classification of Business Goods

* Production Goods

* Support Goods

* Installations

* Accessory Equipment
* Supplies

* Services

p—



Production Goods

ltems used in the manufacturing process
that become part of the final product.

p—



Support Goods

ltems used to assist in producing
other goods and services.
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