
Marketing Mix – Product (The “P” of the 4?Ps)

1. Definition

The product is anything that can be offered to a market to satisfy a need or want. It includes

tangible goods, services, experiences, ideas, and even combinations of these elements.

2. Core Components of the Product

Component What It Covers Key Questions

Core Benefit
The fundamental problem the product solves or

the need it fulfills.

What basic need does the

customer have?

Actual Product
Physical attributes, design, features, brand name,

packaging, and quality.

What are the specifications,

style, and performance?

Augmented

Product

Additional services and benefits that go beyond

the core offering (e.g., warranty, delivery, after?

sales support).

What extra value can we

provide?

3. Product Decisions & Elements

1. Product Line & Depth

Line: Group of related products (e.g., “smartphones”).

Depth: Variations within a line (different models, storage sizes, colors).

2. Branding

Brand name, logo, tagline, and overall brand equity.

Decisions: individual branding vs. family branding vs. private label.

3. Packaging
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Protects the product, conveys information, influences perception, and aids shelf?

impact.

Consider sustainability, regulatory labeling, and ease of handling.

4. Labeling

Legal requirements (ingredients, warnings, barcodes).

Marketing elements (brand story, usage instructions, QR codes).

5. Quality & Reliability

Determines positioning (budget vs. premium).

Measured by durability, performance consistency, and conformance to standards.

6. Features & Design

Functional attributes (e.g., battery life).

Aesthetic attributes (color, shape, ergonomics).

7. Services & Support

Installation, training, warranty, returns, customer service, loyalty programs.

8. Product Lifecycle Management (PLM)

Introduction ? Growth ? Maturity ? Decline.

Strategies differ at each stage (e.g., heavy promotion in growth, line extensions in

maturity).

4. Product Strategies

Strategy When to Use Typical Tactics

Product Innovation
Market is stagnant or

technology is advancing.
R&D, new features, disruptive design.

Product

Modification

Competition intensifies; need to

refresh offering.

Minor upgrades, new colors, packaging

redesign.

Product

Differentiation

Competing on uniqueness

rather than price.

Unique selling proposition (USP), superior

quality, exclusive features.

Marketing Mix: Product

Page 2 | Back to Ynet StudyHub 

https://ynetstudyhub.com


Strategy When to Use Typical Tactics

Product Line

Extension

Want to capture adjacent

segments.

Add new models, sizes, flavors, or price

points.

Product De?

branding

Reduce cost or simplify brand

architecture.
Private?label, generic versions.

Product

Elimination
Decline stage, low profitability. Phase?out, sell off inventory, harvest.

5. New?Product Development (NPD) Process (7 Steps)

1. Idea Generation – Internal R&D, market research, customer suggestions.

2. Idea Screening – Filter out non?viable concepts (strategic fit, feasibility).

3. Concept Development & Testing – Build detailed concepts; test with target consumers.

4. Business Analysis – Estimate costs, sales, profit, break
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