Recl 3p40 lecture 10
Product Planning and Development
What is a product?

-it is more than physical products, include services, places, persons and ideas

-it is easy to visualize the products of Esso, but more difficult to describe those of an art gallery, the Salvation Army or UNICEF

The Total Product- A chart check it out on web ct.
-packaging, brand, price, product quality, etc.

Three Levels of product
Core Product- the basic need function served by the generic product

Example-airline or train-transportation

Tangible Product- specific features and benefits residing in the product itself

Example-styling, quality, brand name, design, etc.

Augmented product-the add-ons that are extrinsic to the product itself but which may influence the decision to purchase features may include credit terms after –sales guarantees, car parking, etc.

Check out chart on webct
Casino in cruise ship-tangible product

Three categories of New products
1.truly innovative- such as eco-tourism, space tourism

2.replacements for existing products-changed them in some way, cd players replacing tapes

-so siginificantly different from existing ones

3.inuitative (me too)-kodak 35 mm film, mini suite hotelsm people copying others ideas with hotels with kitchen, and so on

-jump on the bandwagon

Classifying Consumer products
1.convenience products: low price, low risk, consumer is not prepared to shop around, widely available in a variety of retail stores. Cheap corner store styles

-ex taxis,

2. Shopping products: consumer will want to compare quality and price, risk and price are higher, available in selected outlets

ex-any accessories that we need for experience, such as ski equipment

3.Specialty products: products , consumer has strong brand preferences, risk is high, prepared to seek out exclusive retail outlets ex-technology items.

One more category
-unsought products

-newly created products the consumer is not yet aware of

-or products the consumer does not yet want ex-computers that you can talk to, give them instructions open word, or not prepared to open yet, this one is totally personal.

-exists but you are not prepared to go looking for it

ex tourism related-often don’t want to go that far, or haven’t heard of benefits

New Product Development
-companies must constantly modify existing product/services and develop new ones, the marketplace demand it

-products become obsolete due to not keeping up with technology, changing needs, etc.

-how new is new?

-most new products are modifications or 

-extensions to existing ones

-the introduction of a new product is a strategic decision which should be guided by the company’s goals and a new product introduction strategy.

New-product development process
-generate ideas from a number of sources

-screen ideas to identify those to pursue

-conduct a business analysis to determine likelihood of commercial success

-develop prototype for initial internal testing

-conduct market tests with prospective customers

-if business case and market tests are favourable, proceed with commercialisation

Criteria for New Products
-there must be adequate market demand

-must satisfy key financial criteria-what is it going to cost us

-must be compatible with environmental standards, environmentally friendly, recycling, etc.

-must fit with the companies marketing structure

-should also be compatible with production capabilities, satisfy legal requirements and fit with corporate goals and objectives

Adoption-diffusion process
-different (new) products are adopted by consumers at different rates

-the individual consumer goes through certain stages before adopting a new product

-a set of successive decisions that an individual makes before changing to a product or service

Stages in the Adoption Process
Awareness: customer is exposed to the product

Interest: interest and information seeking

Evaluation: assessment of the advantages and disadvantages of the new product or service

Trial: customer tries the product in low-risk situation

Adoption: customer decides to buy the product

(with a low risk product, give out a sample, then they buy it

-question is, how do you get them to purchase a service that you can’t give a sample of?)

Confirmation: customer decides to stay, with the product, attempts dissonance reduction

(make sure that we made the right choice)

For travel- you could do an online virtual tour

catch notes on web ct
Things to consider
-marketeres must first create awareness, then interest, then trial, before the consumer is considered an adopter

-some people are genuine innovators, while other wait and try later, some never adopt

-how might your strategy change by adopter category?

Elvis Egg
Internal- contribute to selling the item and justifies the price

-protection- to market the egg

-so people want to keep in original package

