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MARKETING MIX 

 

LESSON 3: THE PRODUCT. 

 

1.1 The product. 

In marketing, a product is anything that can be offered to a market that might satisfy a want or 

need.[1] In retailing, products are called merchandise. In manufacturing, products are bought as raw 

materials and sold as finished goods. Commodities are usually raw materials such as metals and 

agricultural products, but a commodity can also be anything widely available in the open market. 

 

1.2 Type of products. 

A product can be classified as building materials or intangible. A tangible product is a physical 

object that can be perceived by touch such as a building, vehicle, gadget, or clothing. An intangible 

product is a product that can only be perceived indirectly such as an insurance policy. 

A third type in this is services. Services can be broadly classified under intangible products which 

can be durable or non durable. Services need high quality control, precision and adaptability. The 

main factor about services as a type of product is that it will not be uniform and will vary according to 

who is performing, where it is performed and on whom/what it is being performed. 

 

By use[edit] 

In its online product catalog, retailer Sears, Roebuck and Company divides its products into 

"departments", then presents products to potential shoppers according to (1) function or (2) 

brand.[2] Each product has a Sears item-number and a manufacturer's model-number. Sears uses 

the departments and product groupings with the intention of helping customers browse products by 

function or brand within a traditional department-store structure.[3] 

 

By association[edit] 

A product line is "a group of products that are closely related, either because they function in a 

similar manner, are sold to the same customer groups, are marketed through the same types of 
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outlets, or fall within given price ranges."[4] Many businesses offer a range of product lines which 

may be unique to a single organization or may be common across the business's industry. In 2002 

the US Census compiled revenue figures for the finance and insurance industry by various product 

lines such as "accident, health and medical insurance premiums" and "income from secured 

consumer loans".[5] Within the insurance industry, product lines are indicated by the type of risk 

coverage, such as auto insurance, commercial insurance and life insurance.[6] 

 

 

1.3 Life cycle of a product. 

The product life-cycle theory is an economic theory that was developed by Raymond Vernon in 

response to the failure of the Heckscher-Ohlin model to explain the observed pattern of international 

trade. The theory suggests that early in a product's life-cycle all the parts and labor associated with 

that product come from the area in which it was invented. After the product becomes adopted and 

used in the world markets, production gradually moves away from the point of origin. In some 

situations, the product becomes an item that is imported by its original country of invention. 

There are five stages in a product's life cycle: 

 

Stage 1: Introduction 

New products are introduced to meet local (i.e., national) needs, and new products are first 

exported to similar countries, countries with similar needs, preferences, and incomes. If we also 

presume similar evolutionary patterns for all countries, then products are introduced in the most 

advanced nations. (E.g., the IBM PCs were produced in the US and spread quickly throughout the 

industrialized countries.) 

 

Stage 2: Growth 

A copy product is produced elsewhere and introduced in the home country (and elsewhere) to 

capture growth in the home market. This moves production to other countries, usually on the basis 

of cost of production. (E.g., the clones of the early IBM PCs were not produced in the US.) The 

Period till the Maturity Stage is known as the Growth Period. 
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Stage 3: Maturity 

The industry contracts and concentrates—the lowest cost producer wins here. (E.g., the many 

clones of the PC are made almost entirely in lowest cost locations.) 

 

Stage 4: Saturation 

This is a period of stability. The sales of the product reach the peak and there is no further 

possibility to increase it. This stage is characterized by: 

 Saturation of sales (at the early part of this stage sales remain stable then it starts falling). 

 It continues until substitutes enter into the market. 

 Marketer must try to develop new and alternative uses of product. 

 

Stage 5: Decline 

Poor countries constitute the only markets for the product. Therefore almost all declining products 

are produced in developing countries. (PCs are a very poor example here, mainly because there is 

weak demand for computers in developing countries. A better example is textiles.) 

Note that a particular firm or industry (in a country) stays in a market by adapting what they make 

and sell, i.e., by riding the waves. For example, approximately 80% of the revenues of H-P are from 

products they did not sell five years ago. The profits go back to the host old country. 

 

1.4 The brand. 

A brand (or marque for car model) is a name, term, design, symbol or other feature that 

distinguishes one seller's product from those of others. [2] Brands are used in business, marketing, 

and advertising. Initially, livestock branding was adopted to differentiate one person's cattle from 

another's by means of a distinctive symbol burned into the animal's skin with a hot branding iron. 
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ACTIVITIES: 

Activity 1: You need to find the next Internet vocabulary (logo, brand, consumer, guidelines, 

business, wordpress) and have a class discussion. 

 

Activity 2: In pairs, you have to see and comment what you understand of the video “Inditex”, and 

finally you are an exhibition of the work activity in class. 

  

Activity 3: Make a summary, 200 words, what you understand of the article  “Importance of logos in 

business”. 

http://smallbusiness.chron.com/importance-logos-business-577.html 

 

 


