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Product Definition-1
• A product can be defined as a collection of physical,

service and symbolic attributes which gives satisfaction
or benefits to a user or a buyer.

• A product is a combination of physical attributes say,
size & shape and subjective attributes say, image or
quality. A customer purchases on both dimensions.

• A product involve several decisions for its formation as
well as distribution to end consumer.



Product Definition-2

According to W. Alderson, a product is a
set of tangible and intangible attributes,
including packaging, color, price,
manufacture’s and retailer’s services,
which the buyer may accept as offering
satisfaction of wants or needs.



New Product Development Process 

and 

Product Life Cycle





Stages of Product Cycle:-

Product life cycle can be defined as the life cycle of the

product.

It means the various stages a product sees in its

complete life span.



Product life cycle comprises of the 

following four stages −

• Introduction or innovation

• Growth

• Maturity

• Decline



Introduction Stage

• The product is introduced in the market in this stage, it is

the initial stage of the product.

• Sales of the product are low in this stage because there

may not be a need of the product in the market.

• The product may undergo brand trouble.

• In this stage, there is very little or no profit.

• The demand for the product is created and developed in

this stage.



The next stage of the product is the growth stage:-

• In this stage, the demands and market share increases as 
well as competition emerges in the market.

• Generally, the price remains constant in this stage.

• Marketing and promotional expenses increase.

• There is rapid increase in sales.

• The manufacturing cost decreases so there is increase in 
profit margin.

• It penetrates other market segment.

• In the growth stage, there is a boom in the demand of the 
product and the profit increases substantially.



Maturity Stage:-

• The price of the product is comparatively low, but the 

advertisement and promotion cost increases in this 

stage.

• This stage remains for a comparatively longer 

duration.

• In this stage, there is high competition.

• Profit is decreased.



Sales growth can be divided into the following three 

categories in the maturity stage :-

• Growth

• Stability

• Decay

➢In growth, there is an increase in the demand of the 

product. 

➢In stability, the demand of the product remains 

constant. 

➢In decay, there is a slight decrease in the demand.



Decline Stage:-

• There is a decrease in sales in this stage. Demand of product 
also decreases.

• There is decrease in the price of the product.

• Margins are lowered.

• There is introduction of new product in market.

• New strategies are implemented.

This is the final stage of the product. There is a decrease in 
demand and sales of the product.



Importance of Product Life Cycle:-

Product life cycle is an important tool for market

forecasting, planning and control. Product life cycle

is important in various ways. The situation of the

product can be analyzed properly and changes can

be made in order to increase profit.



Some other important features are :-

• Helpful in formulating a proper product policy, production 

and pricing.

• Helpful in modifying the marketing policy.

• Helpful to the marketer regarding competition.

• Cautions the management about the decline stage of the 

product.



New Product Development Process

If a company needs to launch a new product in

the market, there is a different development

process to be considered.



The following are the factors contributing to new product 
development :-

• Demand in market

• Acceptance of a product in the market

• Acceptance of company strategy in market

• Economic viability of the product

• Changing the product as per consumer preference

• Adapting as per technological development

• Consideration of Government Policy

The development process has to consider these different perspectives 
for product development and has to adapt as per the market demand.



Stages of New Product Development:-

Development of a new product follows a long

process, from the generation of an idea to the

commercialization (launching) of the product in the

market.



The following are the different stages of new 
product development 
• Stage 1 − Generation of new product ideas

• Stage 2 − Screening and evaluation of ideas

• Stage 3 − Development and testing of concept

• Stage 4 − Development of advertisement and promotion 
strategies

• Stage 5 − Analysis of business

• Stage 6 − Development of product

• Stage 7 − Testing product in market

• Stage 8 − Commercialization of the product



Stage 1 − Generation of new product ideas
Ideas can come from everywhere, can be of any form and can be numerous. This 
stage involves creating a large number of ideas from various sources, which include:-

1. Internal Sources – Many companies give incentives to their
employees to come up with workable ideas.

2. SWOT analysis – Company may review its strength, weakness,
opportunities and threats and come up with a good feasible idea.

3. Market Research – Companies constantly review the changing
needs, wants and trend in the market.

4. Customers – Sometimes reviews and feedback from the
customers or even their ideas can help companies generate new
product ideas.

5. Competition – Competitors SWOT analysis can help the
company generate ideas.



Stage 2 − Screening and evaluation of ideas

The screening step is the critical part of the new product

development process. Product ideas that do not meet the

organization’s objectives should be rejected. Two problems

that may arise during screening stage are the acceptance of

a poor product idea and the rejection of the viable product

idea. In the former case, money and effort are wasted in

subsequent stages until the product idea is abandoned. In

the later case, a potential winner never sees the market.



Stage 3 − Development and testing of concept

Concept testing is the process of using qualitative and

quantitative methods to evaluate consumers response to a

product idea prior to the introduction of a product to the

market. It is the vital part of the idea screening stage of new
product development. It can also be used to generate

communication designed to alter consumer attitude towards

existing products. These methods involve the evaluation of

consumers product concepts having certain national benefits,

such as “ the detergent that removes stains but is gentle on
fabrics.”
Concept testing is often performed using field surveys,

personal interviews and focus groups in combination with

various quantitative methods.



Stage 4 − Development of advertisement and 
promotion strategies

The marketing strategy statement has three parts:-

1. A description of the target market, planned

value proposition and sales, market share and

profit goals for the first few years.

2. An outline of the product’s planned price,

distribution and marketing budget for the first

year.

3. The planned long term-sales, profit goals and the

marketing mix strategy.



Stage 5 − Analysis of business.
The primary focus of the business analysis

stage is to determine weather the product

idea will ultimately be profitable or not.

However this being the primary

consideration, is not the only

consideration.



Stage 6 − Development of product
Once a potential product has passed the screening

and business analysis stages, it goes onto the

technical and marketing development stage. This

stage includes identifying the target market and the

decision maker in the purchasing process,

determining what features must be incorporated

into the product and the most cost-effective way to

produce it.



Stage 7 − Testing product in market
• Test marketing is the final stage before 

commercialization and is where all the elements 
of the marketing plan are tested

• The objective of this marketing phase is to test all 
the variables in the marketing plan including 
different elements and characteristics of the 
product.

• In the end the test market should include an 
estimate of sales, market share and financial 
performance over the life of the product.



Stage 8 − Commercialization of the product
• The process of launching a new product is

commercialization. It may involve heavy promotion and
filling the distribution networks with the product.

• At last the product is ready to go. It has survived the
development process and it is now on the way to
commercial success.

• So commercialization is the process or cycle of introducing
a new product or production method into the market. In
this stage the product is launched, advertisement and
promotion activities begin and increases heavily and
finally the distribution pipeline is filled with the product.



Branding of a Product:-

Branding can be the name, logo, concept, etc.,

which differentiate the product or service from the

other competitors in the market.



Reasons for Branding:-

Branding is aimed at promoting your own product. 

Let us now see why branding a product is essential.

• It makes the promotion process easy.

• It increases the rate of success in advertising.

• It creates an image of the product in customers’ 
minds, which he/she can relate to.

• Brand signifies the organization.



Cont..

• Brand creates product loyalty and stabilizes sales.

• It differentiates the product from other competitors in 
market.

• It makes the introduction of a new product easier.

• Branding creates a difference from other products, which 
helps to tackle price competition.

Branding of a product has many upsides i.e. by creating a 
brand, the product can be stabilized in the market for a 
longer duration.



Branding Strategies:-

Branding strategy can be divided into the 

following two types −

• Producer strategy

• Middleman strategy



Producer Strategy:-

The following need to be considered for producer 
strategies −

• Marketing under producer’s brand
• Developing a market preference for branded parts or 

materials

• Marketing the product under a renowned middleman 
brand

• This strategy is used by the companies or 
manufacturers to build a brand.



Middleman Strategy:-

In this strategy, the manufacturer uses a known 

distributor brand to advertise the product.

• It is the middlemen or distributor brand policy.

• It is used by companies without adequate finance for 

advertisement and promotion.

• This can be an advantage to the producer in market.



Positioning a Brand

Positioning a brand means occupying a unique place in 

the minds of the consumers. 



The following are the various ways for positioning a 
brand 

• Taking benefit from a trending situation

• Connecting various uses

• Positioning according to consumer lifestyle

• Advertising the benefits

• Acquiring a competitive position

• Benefits offered by the product



Positioning a brand creates an image in

the customers’ minds and increases the

sales of the product.



Brand Equity
Brand equity can be described as the commercial value of a

well-established brand name. A product of a popular brand

can generate more revenue as compared to an unknown

brand. Consumers have a perspective that a product from

well know brand will be better in terms of quality than

others. This gives an advantage to a branded product over

an unknown product.



Elements of Brand Equity:-

Brand equity valuation is difficult and doesn’t have any 
basic criteria. Some of the elements associated to it include 

• Consumer loyalty

• Awareness of brand

• Quality of product

• Association with brand

• Assets owned by the brand

Elements of brand equity add a value to the brand; a 

successful brand has all the elements of brand equity.



Brand Benefits:-

A brand has various advantages compared to unknown 
products. Some of the benefits are as follows −

• It increases customer confidence in purchasing decision

• It increases efficiency and effectiveness of advertisement 
and promotion

• Brand loyalty is increased

• Products can be priced higher for bigger margin and 
higher Return On Investment (ROI)

• Extension of brand

• Leverage in trade

• Unique position of brand



Packaging

&

Labelling

Decisions





Packaging is a method used to protect the product

from external factors during transportation or

storage. Depending upon the nature of product, the

packaging can differ. At the same time, packaging

creates a first impression on the consumer so it

should be designed accordingly.



Characteristics of Packaging:-
The characteristics or different features of packaging can be
listed as follows −
• Attractive packaging

• Identity of product

• Development

• Sustainability of product

• Looks genuine

• Reveals image of brand

Packaging gives an overview of the product so these
characteristics should be considered during the design of
packaging.



AIDAS Formula:

AIDAS theory is a very popular marketing technique. It states that a 
consumer goes through the following five stages before showing 
satisfaction for a product.

• A − Attention
• I − Interest
• D − Desire
• A − Action
• S − Satisfaction
These stages are to be evaluated and kept in perspective during the 
packaging design of the product.



Packaging Strategies:-

The design of packaging can provide an advantage in the market

over similar category product. The following are the different

strategies for effective packaging −

• Packaging of product line

• Multiple packaging

• Changing the package

Proper execution of packaging strategies can increase the

attractiveness and durability of the product.



Labeling:-
Labeling is the process of marking an identity on the product. The information
used for labeling contains the following details −

• Name and address of the manufacturer

• Name and address of the distributer

• Maximum Retail Price (MRP) of the product

• Manufacturing date of the product

• The method used to manufacture

• Ingredients used

• Precaution details

• Quantity

• Expiry date

The information provided in labeling is important because of various reasons like
tracing the origin of the product, genuineness of product, etc.



Product Mix:

Product mix refers to all the products offered by a particular

company. As an example, Reliance Industries has products like

cellular service, power, entertainment, etc. Hence, a strategy

should be planned such that the uniqueness of the product can

be established.



Positioning the Product:

It includes positioning in relation to competition,

positioning with attributes, and positioning in relation

to price and quality of other products in the segment.

The product has to be positioned as per these factors in

their respective sectors.



Pricing Decisions



Pricing is a process to determine what manufactures

receive in exchange of the product. Pricing depends

on various factors like raw material cost,

manufacturing cost, profit margin etc.





Importance:

Price is important to marketers because it represents the

assessment of the value, customers see in the product or

service and are willing to pay for a product or service. ... While

product, place and promotion effect costs, price is the only

element that effects revenues, and thus, a business profits.









Objectives of Pricing:

The main objectives of pricing can be learnt from the 
following points −

• Maximization of profit in short run

• Optimization of profit in the long run

• Maximum return on investment

• Increasing sales turnover

• Fulfill sales target value

• Obtain target market share

• Penetration in market



Objectives Cont.….

• Introduction in new markets

• Obtain profit in whole product line irrespective of individual 
product profit targets

• Tackle competition

• Recover investments faster

• Stable product price

• Affordable pricing to target larger consumer group

• Pricing product or services that simulate economic development

Pricing objective is to price the product such that maximum profit 
can be extracted from it.



Factors Influencing Pricing:

Pricing of a product is influenced by various factors as

price involves many variables. Factors can be categorized

into two, depending on the variables influencing the

price.



Internal Factors:
The following are the factors that influence the increase and decrease in the price of a 
product internally −

• Marketing objectives of company

• Consumer’s expectation from company by past pricing

• Product features

• Position of product in product cycle

• Rate of product using pattern of demand

• Production and advertisement cost

• Uniqueness of the product

• Production line composition of the company

• Price elasticity as per sales of product

Internal factors that influence pricing depend on the cost of manufacturing of the 
product, which includes fixed cost like labor charges, rent price, etc., and variable costs 
like overhead, electric charges, etc.



External Factors:

The following are the external factors that have an impact on the increase
and decrease in the price of a product −

• Open or closed market

• Consumer behavior for given product

• Major customer negotiation

• Market opponent product pricing

• Consideration of social condition

• Price restricted as per any governing authority

External factors that influence price depend on elements like competition
in market, consumer flexibility to purchase, government rules and
regulation, etc.



Pricing Methods/Techniques:

Let us now discuss the various pricing methods −

Cost plus Pricing

Cost plus pricing can be defined as the cost of production per unit of
product plus profit margin decided by the management.

• Step 1 − (Calculation of average variable cost)

• Step 2 − (Calculation of average fixed cost)

• Step 3 − (Determination of the desired profit margin)

Selling Price = Unit total cost + Desired unit profit

i.e.     Selling Price = AVC + AFC + Mark up



Break Even Analysis:

It is a point when the investment and revenue of an

enterprise is equal; after this point an enterprise gains

profit.



Prices Based on Marginal analysis:

In this method, additional cost of that activity is

compared to additional profit and the price is calculated

according to margin cost. Thus, the cost and price is

evaluated and as per the result, the price is decided so as

to maximize the profit.



Pricing Strategies

Skimming Pricing:

In this method, a new product is introduced in the market

with high price, concentrating on upper segment of the

market who are not price sensitive, and the result is

skimmed.



Penetration Pricing:

In penetration pricing, a product is introduced in the

market with a low initial price. The price is kept low

to increase target consumer. Using this strategy,

more consumers can be penetrated or reached.



Discounts and Allowances:

Discounts are provided in order to increase the demand of 

product in the market. The main points to be considered to 

offer discounts are as follows −

• Discount in quantity

• Discount in trade

• Discount in cash

• Other discounts like seasonal, promotional, etc.



Geographic Pricing Strategies:

Geographic pricing strategy is used to price product as per its

geographical location. As the distance increases from the point of

production, the cost of the product increases.

The main points to be considered under this are as follows −

• Point of production pricing strategy

• Uniform delivery pricing strategy

• Zone delivery pricing strategy

• Freight absorption pricing strategy



Special Pricing Strategies:

Special pricing strategy is mostly used for the promotion of the 
product. In this strategy, pricing is changed for a short interval of 
time. These strategies can be lined up as follows −

• One price strategy

• Flexible price strategy

• Flat rate pricing strategy

• Single price strategy

• Odd pricing

• Leader pricing

• High low pricing

• Resale price maintenance

• Everyday low pricing

• Price lining



UNIT-IV

Product Promotion













Promotion Mix-Introduction

Promotion mix is a combination of various marketing techniques, oriented to 
acquire a common target. It provides a structure for budget allocation for different 
elements of the promotional mix.

Some Elements/Tools/Techniques/guiding factors of promotion-mix are as follows 
−

• Advertising

• Sales promotion

• Personal selling

• publicity

• Direct marketing

• Public relations

• Nature/Type of product market

• Overall marketing strategy

• Buyer readiness stage

• Product life cycle stage











































Importance of Promotion Mix

The promotion mix is the blend of different

methods and tools of communication you use

in presenting your company, products or

services to target customers.

Effective promotion is a key component of the

marketing mix, as it is the element that helps

you attract customers, persuade them to buy,

and generate loyalty.



Advantages and Disadvantages 

Of

various components of Promotion Mix



Mix 

Element

Advantages Disadvantages

Advertising Good for building awareness

Effective at reaching a wide audience

Repetition of main brand and product 

positioning helps build customer trust

Impersonal - cannot answer all  customer's 

questions

Not good at getting customers to make a 

final purchasing decision

Personal 

Selling

Highly interactive - lots of communication 

between the buyer and seller

Excellent for communicating complex / 

detailed product information and features.

Relationships can be built up - important if 

closing the sale make take a long time

Costly - employing a sales force has many 

hidden costs in addition to wages.

Not suitable if there are thousands of 

important buyers.

Sales 

Promotion

Can stimulate quick increase in sales by 

targeting promotional incentives on 

particular products.

Good short term tactical tool.

If used over the long-term, customers may 

get used to the effect.

Too much promotion may damage the 

brand image.

Public 

Relations

Often seen as more "credible" - since the 

message seems to be coming from a third 

party (e.g. magazine, newspaper).

Cheap way of reaching many customers - if 

the publicity is achieved through the right 

media.

Risk of losing control - cannot always 

control what other people write or say 

about your product.



Factors Affecting Promotion Mix



1. Type of Product:

Type of product plays an important role in deciding on promotion

mix. Product can be categorized in terms of branded products,

non-branded products, necessity products, luxury products, new

products, etc. All these types of products need different

promotional tools. For example, advertising is suitable for the

branded and popular products. Personal selling may be fit for non-

branded products. Advertising, personal selling, sales promotion

and publicity – all four tools – are used for a newly launched

product to get a rapid consumer acceptance.



2.Use of Product:

Product may be industrial product, consumable and

necessity product, or may be luxurious product that

affects selection of promotion tools and media. For

example, advertising and sales promotion

techniques are widely used for consumer goods while

personal selling is used for industrial goods.



3.Complexity of Product:

Product complexity affects selection of

promotional tools. Personal selling is more

effective for complex, technical, risky, and newly

developed products as they need personal

explanation and observation. On the other end,

advertising is more suitable for simple and easy-

handled products.



4. Purchase Quantity and Frequency:

Company should also consider purchase
frequency and purchase quantity while
deciding on promotion mix. Generally, for
frequently purchase product, advertising is
used, and for infrequently purchase product,
personal selling and sales promotion are
preferred. Personal selling and advertising are
used for heavy users and light users
respectively.



5. Fund Available for Market Promotion:

Financial capacity of company is a vital factor

affecting promotion mix. Advertising through

television, radio, newspapers and magazines is

too costly to bear by financially poor companies

while personal selling and sales promotion are

comparatively cheaper tools. Even, the company

may opt for publicity by highlighting certain

commercially significant events.



6. Type of Market:

Type of market or consumer characteristics

determine the form of promotion mix.

Education, location, income, personality

characteristics, knowledge, bargaining

capacity, profession, age, sex, etc., are the

important factors that affect company’s
promotion strategy.



7. Size of Market:

Naturally, in case of a limited market,

personal selling is more effective. When

market is wide with a large number of buyers,

advertising is preferable. Place is also an

important issue. Type of message, language

of message, type of sales promotion tools,

etc., depend on geographical areas.



8. Stage of Product Life Cycle:

Product passes through four stages of its life

cycle. Each stage poses different threats and

opportunities. Each stage needs separate

marketing strategies. Each of the

promotional tools has got different degree of

suitability with stages of product life cycle.



9. Level of Competition:

Promotional efforts are designed according

to type and intensity of competition. All

promotional tools are aimed at protecting

company’s interest against competition.

Level of promotional efforts and selection of

promotional tools depend on level of

competition.



10. Promotional Objectives:

It is the prime factor affecting promotional mix.
Different objectives can be achieved by using
different tools of promotional mix. If company’s
objective is to inform a large number of buyers,
advertising is advisable. If company wants to
convince limited consumers, it may go for
personal selling. Even, when company wants to
influence buyers during specific season or
occasion, the sales promotion can be used.
Some companies use publicity to create or
improve brand image and goodwill in the
market.



11. Other Factors:

These factors may include:

i. Price of Product

ii. Type of Marketing Channel

iii. Degree of Product Differentiation

iv. Desire for Market Penetration, etc.



Distribution Channel:-

A distribution channel is the route through which
goods or services move from the company to the
customer or the transfer of payment happens from
the customer to the company.

Distribution channels can mean selling of products
directly or selling through wholesalers, retailers etc.
The same applies for payment transfer from
customers to company, it can move through a path or
can be sent directly to the company.



Various types of distribution channels:-

Different experts have discussed different types of channels of 
distribution-

• Manufacturer/Producer →Ultimate Consumer/Customer

• Manufacturer → Retailer →Customer

• Manufacturer →Wholesaler → Retailer →Customer

• Manufacturer →Agent →Wholesaler → Retailer →Customer

• Manufacturer →Wholesaler →Customer

• Manufacturer →Agent → Retailer →Customer

• Manufacturer →Agent →Wholesaler →Customer

Profit distribution decreases as the channel length increases.

























Factors Affecting Selection of Distribution Channel













Designing and Managing 
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Physical Distribution System 

& 

its Components



The planning, implementation, and controlling of

the physical flow of material or product from one

point to another to meet the customer

requirements in the market is known as physical

distribution.



Physical distribution includes all the activities

associated with the supply of finished product at every

step, from the production line to the consumers.

Important physical distribution functions include

customer service, order processing, inventory control,

transportation and logistics, and packaging and

materials.



Importance of Physical Distribution

The importance of physical distribution becomes significant when the
manufacturers and market are geographically far from each other. The
following points highlight the importance of physical distribution −

• Execute physical flow of product from the manufacture to the
customers.

• Grant time and place for the product

• Build customer for the product

• Cost reduction

• Fulfill the demand of the product in the market so that business takes
place



Steps in Designing a Physical Distribution System:-

To design a physical distribution system for a product, following steps need to 
be followed −
• Step 1 − Defining distribution objective and services required for product 

distribution

• Step 2 − Articulating customer requirement
• Step 3 − Comparing the strategy with market competitors
• Step 4 − Managing the cost of distribution to decrease cost without          

compromising on the quality of service

• Step 5 − Building physical distribution system that is flexible for 
implementation of changes, if required

It is necessary to consider all steps involved for smooth distribution of goods 
and services.



Components of a Physical Distribution System:-

Physical distribution can be controlled and monitored by its different
components. Each component should be evaluated and managed in order to
accomplish physical distribution without any problems.

The following are the different components of the physical distribution system 

• Planning of physical distribution system

• Storage planning in plant

• Logistics

• Warehousing on field

• Receiving



Cont…

• Handling

• Sub distribution of product

• Management of inventory at various levels

• Execution of order

• Accounting transactions

• Communication at different levels



Digital Marketing

/

E-Marketing



• E-Marketing is involved in advertising a product using digital

medium. In the recent years, digital devices have developed rapidly

and are now commonly used, creating a new medium for

advertising. At the same time, internet services have become

affordable for mass consumers.

• E-Marketing has many benefits compared to traditional marketing,

for example, a large number of potential consumers can be

reached in a shorter span of time.



E-Marketing Vs Traditional Marketing

E-Marketing Traditional Marketing

It is an economical and faster way of 

promoting a product.

It is comparatively expensive and time 

consuming.

Products can be advertised globally 

because of less time involved.
Coverage of promotion is limited 

because of the time involved.

The number of employees required is 

fewer.
It requires more employees than 

eMarketing, which results in higher costs 
of marketing.

E-marketing provides time flexibility for 

a customer, so one can make a 

transaction any time.

Flexibility is not commercially viable.

Costs involved are reasonable. Costs involved are not reasonable.



Best digital marketing strategies for a Startups:

1. Email Marketing 

2. Social media Marketing 

3. Pay-Per-Click Marketing (PPC)

4. Search Engine Marketing/Optimization 

5. Influencer Marketing 

6. Content Marketing 

7. Retargeting Ads 

8. Viral Marketing 

9. Affiliate Marketing


