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Products come in several forms. Consumer products can be categorized as convenience goods, for which consumers are willing to invest very limited shopping efforts. Thus, it is essential to have these products readily available and have the brand name well known. Shopping goods, in contrast, are goods in which the consumer is willing to invest a great deal of time and effort. For example, consumers will spend a great deal of time looking for a new car or a medical procedure. Specialty goods are those that are of interest only to a narrow segment of the population—e.g., drilling machines. Industrial goods can also be broken down into subgroups, depending on their uses. It should also be noted that, within the context of marketing decisions, the term product refers to more than tangible goods—a service can be a product, too.




A firm’s product line or lines refers to the assortment of similar things that the firm holds. Brother, for example, has both a line of laser printers and one of typewriters. In contrast, the firm’s product mix describes the combination of different product lines that the firm holds. Boeing, for example, has both a commercial aircraft and a defense line of products that each takes advantage of some of the same core competencies and technologies of the firm. Some firms have one very focused or narrow product line (e.g., KFC does only chicken right) while others maintain numerous lines that hopefully all have some common theme. This represents a wide product mix 3M, for example, makes a large assortment of goods that are thought to be related in the sense that they use the firm’s ability to bond surfaces together. Depth refers to the variety that is offered within each product line. Maybelline offers a great deal of depth in lipsticks with subtle differences in shades while Morton Salt offers few varieties of its product.

Products may be differentiated in several ways. Some may be represented as being of superior quality (e.g., a US product “Maytag”), or they may differ in more arbitrary ways in terms of styles—some people like one style better than another, while there is no real consensus on which one is the superior one. Finally, products can be differentiated in terms of offering different levels of service—for example, Volvo offers a guarantee of free, reliable towing anywhere should the vehicle break down. American Express offers services not offered by many other charge cards.
Pricing

Background, Pricing decisions are extremely important for the firm.  Some of the reasons:

· Pricing is the only part of the marketing mix which brings in revenue.

· Once a price has been set, consumers will often show a great deal of resistance to any attempts to change it.

· Pricing frequently has important implications for the positioning of a product.

· Price is the marketing mix variable for which a competitive response can be most quickly implemented.

Conceptualizing price A logical examination suggests that price should be defined as
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That is, we need to consider the quantity you receive as well as the amount of money you have to fork out.  To say that gasoline costs $1.29 is meaningless outside the context that this cost is per gallon. 

WAYS TO CHANGE PRICE
The above conceptualization suggests that the marketer has several ways available to change price:

· Increasing or decreasing the "sticker price" of a product.

· Increasing or decreasing the quantity of material received.  As prices of chocolate increased in the 1970s, firms found it difficult to raise candy bar prices.  Instead, they simply made them smaller.

· Changing the quality of a product.  Firms may cut back on services or dilute products more, possibly reducing or cutting out expensive ingredients.

· Change the terms of a sale.  Firms may begin charging for previously free delivery.  In recent years, many software manufacturers have stopped providing free telephone support for their programs
Place 


Distribution: Channels and Logistics

Distribution (also known as the place variable in the marketing mix, or the 4 Ps) involves getting the product from the manufacturer to the ultimate consumer. Distribution is often a much underestimated factor in marketing. Many marketers fall for the trap that if you make a better product, consumers will buy it. The problem is that retailers may not be willing to devote shelf-space to new products. Retailers would often rather use that shelf-space for existing products have that proven records of selling.

[image: image3.png]WHOLE-
SALER

(or agent) 1

RETAILER

WHOLE- -

SALER Value added:
(or agent) 2

“holding inventory




Channel structures vary somewhat by the nature of the product.
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Jet aircraft are custom made and shipped directly to the airline. Automobiles, because they are difficult to move, are shipped directly to a dealer. Other products are shipped through a wholesaler who can more efficiently handle, and combine, products from many different suppliers. Several layers of wholesalers may exist, depending on the product. Occasionally, agents may also be involved. Agents usually do not handle products, but instead take care of the business aspect of negotiating with distributors, which manufacturers may feel uncomfortable or ill prepared for doing themselves.

Parallel distribution structures refer to the fact that products may reach consumers in different ways. Most products flow through the traditional manufacturer - -> retailer --> consumer channel. Certain large chains may, however, demand to buy directly from the manufacturer since they believe they can provide the distribution services at a lower cost themselves. In turn, of course, they want lower prices, which may anger the traditional retailers who feel that this represents unfair competition. Firms may also choose to utilize factory outlet stores. To allay concerns held by conventional stores, however, these factory outlet stores are usually located in areas where they are not easily accessible.
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