
Content

P reface.....................................................................................................................................................................V

C on ten t................................................................................................................................................................. V II

A b b rev ia tio n s......................................................................................................................................................X I

C h ap ter 1 In trodu ction  to P rod u ct M a n a g e m e n t................................................................................ 1

C h ap ter 2 P rod u ct and its  A ttr ib u tes ......................................................................................................... 5
2.1 D efin ition  o f  p rod u ct................................................................................................................................. 5

2.1.1 P roduc t in  m a rk e tin g ........................................................................................................................ 6
2.1.2 A pproaches to  to ta l p roduct c o n c e p t.......................................................................................... 6

2.2 P rod u ct c la ssif ica tio n .............................................................................................................................. 12
2.2.1 P roduct c lassifica tion  based  on p ro d u c t ch a rac te ris tic s ....................................................... 12
2.2.2 P roduct c lassif ica tion  based  o n  ty p e  o f  m a rk e t ...................................................................... 12

2.3 P roduct attribu tes d e fin itio n ............................................................................................................... 14

C h apter 3 P rod u ct P olicy , A n a lyses and  S tr a te g ie s ........................................................................ 19
3.1 P rod uct p o licy ............................................................................................................................................. 20

3.1.1 P roduct m ix  and  p ro d u c t line d e fin itio n ....................................................................................20
3 .1 .2  P roduct po licy  to o ls .......................................................................................................................... 21

3.2 P roduct an a ly ses........................................................................................................................................ 23
3.2.1 B C G  a n a ly s is ....................................................................................................................................... 23
3.2 .2  G E  an a ly s is ...........................................................................................................................................25
3.2.3 A B C  an a ly s is ....................................................................................................................................... 27
3.2.4 D ru ck e r 's  a n a ly s is ............................................................................................................................. 27
3.2.5 F E D  an a ly s is ........................................................................................................................................ 28

3.3 P rod u ct s tra teg ies .....................................................................................................................................30
3.3.1 P o rte r 's  s tra te g ie s ............................................................................................................................. 30
3.3.2 A n s o f f  s  m a trix .................................................................................................................................. 30
3.3.3 T hree  circles s tra teg y .......................................................................................................................31

C h ap ter  4  N ew  P rod u ct D ev e lo p m en t.................................................................................................... 35
4.1 N ew  p rod u ct d e fin itio n ...........................................................................................................................36
4.2 M an agin g  th e  new  p rod u ct d ev e lo p m en t...................................................................................... 36
4.3 N ew  p rod u ct d evelop m en t p r o c e ss ...................................................................................................38
4 .4  P rodu ct attrib utes a n a ly s is ...................................................................................................................42

4.4.1 G ap  a n a ly s is .......................................................................................................................................43
4 .4 .2  T rad e -o ff  an a ly s is .............................................................................................................................47
4.4.3 Q ualita tive  m ethods o f  a ttribu te  a n a ly s is ............................................................................... 48

C h ap ter 5 P rod u ct T e s tin g ..........................................................................................................................53
5.1 P rod u ct testin g  p u r p o se s ................................................................................................................... 54



Vlil Content

5.2 P rin cip les o f  p rod u ct te s t in g ............................................................................................................... 54
5.3 P rod u ct testin g  m eth od o logy ............................................................................................................... 56
5 .4  P rod u ct testin g  m ethods and tech n iq u es........................................................................................57

5.4.1 Alpha, beta, and gamm a tes ts .......................................................................................................58
5.4.2 T ests according to used techn iques............................................................................................58

5.5 C riter ia  o f  successfu l p r o d u c t ........................................................................................................... 61
5.6 Sensory  an a lysis..........................................................................................................................................61

5.6.1 Sensory analysis definition............................................................................................................62
5 .6 .2  Sensory analysis principles............................................................................................................63
5.6.3 Sensory analysis m ethods.............................................................................................................. 64

C h apter 6 L au n ch in g  and P rod u ct L ife  C y c le .................................................................................... 69
6.1 B asic  d ecis ion s fo r  new  produ ct la u n ch in g ...................................................................................70
6.2 L aunch c y c le ................................................................................................................................................ 70
6.3 C on su m er ad option  p r o c e ss .................................................................................................................71
6 .4  P rodu ct life  c y c le ....................................................................................................................................... 72

6.4.1 T he concept o f  product life c y c le ............................................................................................... 72
6.4.2 Product life cyc le  cu rve..................................................................................................................74
6.4.3 Factors affecting product life c y c le ............................................................................................77

6 .5  M ark etin g  strateg ies in d ifferen t stages o f  the p rod u ct life c y c le ...................................... 78
6 .6  Sum m ary and critiq u e o f  the product life cyc le  c o n c e p t ....................................................... 79

C h ap ter 7 P rod u ct Q u a lity ...........................................................................................................................83
7.1 D efin ition  o f  q u a lity ................................................................................................................................. 84
7.2 C haracteristics o f  product q u a lity .....................................................................................................85
7.3 C u stom er  sa tisfaction  and  loya lty ...................................................................................................... 85

7.3.1 Customer satisfaction and loyalty d efin ition .......................................................................... 85
7 .3 .2  Customer satisfaction m easurem ent.......................................................................................... 86
7.3.3 Customer loyalty m easurem ent................................................................................................... 87
7.3.4 Customer satisfaction and loyalty m atrix.................................................................................88

7.4 Q uality  la b e ls ............................................................................................................................................... 89

C h ap ter  8 P ack ag in g ........................................................................................................................................95
8.1 D efin ition  o f  p a ck a g in g ........................................................................................................................... 96
8.2 T ypes o f  p ack ag in g ....................................................................................................................................96
8.3 R oles o f  p a c k a g in g ....................................................................................................................................98
8 .4  C h aracteristics and  a ttr ib u tes o f  p a ck a g in g .................................................................................98
8 .5  P ack age d evelop m en t and te s t in g ....................................................................................................100
8 .6  T ren d s in p a ck a g in g ............................................................................................................................... 101
8 .7  E n viron m en ta l con sid eration  o f  p a ck a g in g ................................................................................103

C h ap ter 9 P rodu ct D e s ig n .......................................................................................................................... 109
9.1 P rod u ct design  d efin ition ..................................................................................................................... 109
9.2 A p p roach es to  p rod u ct d esign ........................................................................................................... I l l
9.3  P rod u ct d esign  a ttr ib u tes and ch a ra c ter is tic s ...........................................................................113
9.4 C reatin g  new  w ell-d esign ed  p rod u cts .............................................................................................114
9.5 D esign  a ss e ssm e n t ................................................................................................................................... 117
9.6 B enefits o f  good  p rod u ct d e s ig n ........................................................................................................118

C h ap ter  10 B rand in g  and B rand  I m a g e ..............................................................................................123
10.1 D efin ition  o f  b ra n d ................................................................................................................................124
10.2 B rand  a ttr ib u te s .....................................................................................................................................124



Content IX

10.3 R oles o f  bran d in g  and b ran d  b e n e fits ......................................................................................... 126
10.4 T yp es o f  b r a n d s ...................................................................................................................................... 126
10.5 B rand  m an agem ent p r o c e ss ............................................................................................................. 128
10.6 B ran d  su ccess m easu rem en t.............................................................................................................130
10.7 B rand  im a g e ............................................................................................................................................ 134

10.7.1 Brand im age b u ild in g .................................................................................................................134
10.7.2 Brand im age analysis..................................................................................................................135

10.8 B rand  life c y c le ......................................................................................................................................137

C h ap ter 11 M ark etin g  R esearch  M ethods in P rod u ct M an agem en t....................................143
11.1 P rod u ct re sea rch ....................................................................................................................................143
11.2 Q uantitative research  m e th o d s .......................................................................................................144

11.2.1 Survey research ............................................................................................................................145
11.2.2 O bservation ...................................................................................................................................147
11.2.3 E xperim ent.................................................................................................................................... 148

11.3 Q u alita tive research  m eth od s...........................................................................................................149
11.3.1 Focus grou p ...................................................................................................................................150
11.3.2 Depth in terv iew ........................................................................................................................... 151
11.3.3 Projective techniques................................................................................................................. 152

C h ap ter 12 C ase S tu d ies ............................................................................................................................ 157
12.1 B C G  a n a ly s is .........................................................................................................................................157
12.2 A B C  an a lysis.......................................................................................................................................... 158
12.3 Sensory  an a lysis....................................................................................................................................159
12.4 P ackage te s t in g .....................................................................................................................................161

R eferen ces.........................................................................................................................................................163

L ist o f  F igu res................................................................................................................................................. 171

L ist o f  T a b le s .................................................................................................................................................. 173

In d ex ....................................................................................................................................................................175

S u m m ary ...........................................................................................................................................................179


