Product and Pricing

© Prentice Hall, 2007

Strategies

Chapter 13- 1

Product Characteristics

Types
of Products

Stages
of Products

© Prentice Hall, 2007

Chapter 13 - 2

The Product Continuum

Goods
Products

Ideas
Services

]
L |

Salt Shoes VCR Auto Fast Cruise Consulting Insurance Education
Food

Tangible
Dominant

Intangible
Dominant

<
«

v

© Prentice Hall, 2007

Chapter 13 -3




Augmenting the Basic Product
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Industrial Products
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Products and Their Uses
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The Product Life Cycle
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Product Makeovers
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New Product Development

1. Screening of ideas

2. Business analysis

3. Prototype development
4. Test marketing

5. Commercialization
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Idea Generation
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Idea Screening
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Test Marketing

Introduce the
Product

Monitor Customer
Reactions
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Product ldentities
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Branding of Products
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Packaging and Labeling

Function Strategy

The Product Display

Information Differentiation
Inventory Control Appeal
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Product Strategies

Product Line

Product Mix

Product
Expansion

International
Markets
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Product Line
and Product Mix
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Product Expansion

Add Items in a Product Category Under the Same Brand Name

Add New Products with the Same Product Name

Apply a Successful Brand Name to a New Category

Translate a Successful Brand in a Different Product Format
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International Markets
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Product Positioning
Features Size, ease of use, style
Services Convenience, customer support

Image Reliability, sophistication
Price Low cost or premium
Category Leading online seller
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Developing Pricing
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Cost-Based Pricing

Break-Even Analys‘rsj
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Break-Even Point Haircuts at $30 Each
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Other Pricing Strategies

Price-Based

Optimization

Skimming

Penetration
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Price Adjustment
Strategies

Discount Pricing

Bundling

Dynamic Pricing
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