




Product could be defined as anything that can be offered to a market for attention, 
acquisition, use or consumption that might satisfy a want or a need  (Phillip Kotler)

Physical Person Place Organization Idea Services



1. Physical Aspect

ωWhat it is ?  E.g. It is a herbal tooth paste

2. Functional Aspect

ωWhat it does? E.g. It cleans tooth/ prevents tooth 
decay

3. Symbolic Aspect

ωWhat it means to the users emotion? E.g. The 
ǎŀǘƛǎŦŀŎǘƛƻƴ ƻŦ ŀ ǇŜǊǎƻƴ άŦǊŜŜ ŦǊƻƳ ǘƻƻǘƘ ŘŜŎŀȅέ

The 
Product

Tangible Attributes :
Design, Features, 

Performances, Branding
Packaging 

Intangible Attributes :
Image, Value, 
Perception



P R O D U C T  W I D T H

P
R

O
D

U
C

T
 

D
E

P
T

H

Product LinesProduct Category

Product Brands



ÁTangibility continuum discuss about to a what degree a product is tangible or 
intangible.

ÁIt is practically difficult to find a totally tangible product or a totally intangible 
product in the modern world of marketing

ÁIn many products there are physical goods as well as service components.

Pure 
tangible

Pencil Car Restaurant Airlines Lecture

Tangible goods 
w/ service

Hybrid-
Equal

Major service w/ 
goods

Pure 
intangible



Á It is assumed that a product will have a life cycle from development to decline.
Á It is measured in relation to time and sales.
ÁHowever every product may not go through the same life cycle or some products will stay for along without 

getting on to the declining stage.





Introductory Growth Maturity Declining

Relatively short Relatively short Longer period Longer or short

Sales are usually slow and 
profits ar low

Sales increase and profits will 
be high

Sales growth become slow but 
volume big

Drop in the sales 

Competitors will watch New competitors enter More competition and over 
capacity

Competitors do not enter due 
to low margings

Distribution has just begun More distributors take up the 
product

Many distributors and 
undercutting

Distributors reduce or give up

Positioning and brand 
awareness 

Brand image is established Many brands fight each other Brand image is low

Promotion budget very high Promo budget may be 
increased

Promo budget may be standard 
or low

Not much promotions done

Only one or two 
manufacturers

Few manufacturers Many manufactuers Abandoning manufacturing

High Product failure rate Improve product quality and 
features

Many changes in the Marketing 
mix to be done

May have to take a decision to 
stay on or not



Importance

Á Important tool for forecasting and 
strategic planning 

Á It shows that product have a limited 
life span

Á It graphically shows the trend in 
sales and profitability

Á It shows the need to adopt different 
strategies in various stages

Limitations

Á Many products may not have a life cycle as 
depicted by PLC

Á Stages of PLC are difficult to distinguish 

Á Identifying where one stage ends and the 
other begins is  very difficult

Á Traditional shape may not occur, e.g. fad items

Á Ignores the application of marketing mix 
activities

Á Strategic decisions can change the PLC e.g.. 
repositioning 



ÁLong term survival of many firms in the 
competitive world depends on 
launching new products successfully.

ÁPlanning for new products is an 
essential and demanding strategic 
activity.  

ÁThere could be many types of new 
products

Reasons introducing new products :

ÁTo suit the changes in customers needs

ÁTo adopt new technological advances 
and avoid obsolesce

ÁTo match competition

ÁProduct Life Cycle Concept

ÁTo bring down the cost



I n n o v a t i v e  P r o d u c t s

ωThese products are new to the world and new to the company.
ωThey are truly new to the customers and they provide completely different alternatives to existing products

ωExample  : vaccine for AIDS

R e p l a c e m e n t  P r o d u c t s

ωAlthough these products are new to customers or even to the company, they are essentially improvements 
or redesigns of existing products
ωExample : digital phones replaced the analogues

I m i t a t i v e  P r o d u c t s

ωThese products are new to the company and not new to the market
ωMany products come in this form to the market

ωOne or few companies may come out with an innovative or replacement products but many will copy the 
technology and come out with similar products. They are called me-too products

ωExample : After Mercedes Benz > Ford > GM > Toyota > Nissan



1. Idea 
Generation

2. Idea 
Screening

3. Concept 
Development 

& testing

4. Marketing 
Strategy

5. Business 
Analysis

6. Product 
Development

7. Test 
Marketing

8. 
Commerciali-

zation(Launch) 




