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Session objectives

m The importance of offering a product suitable for the
intended market

Branding decisions
Physical, mandatory, and cultural requirements for product
adaptation

= The need to view all attributes of a product in order to
overcome resistance to acceptance
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What is a product?
Product
pr—
5 A product is anything that meets the functional needs of
customers.
A bundle of satisfaction?
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Why Branding?

m  To create identification & brand awareness

Guarantee a certain level of quality, quantity, and
satisfaction

m  Help with promotion
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To Induce Repeat Sales
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The Branding Levels

Branding
Decisions

Private Label

Branded Product

Manufacturer’s
Own Brand

— >\

Single Market Multiple Market

Single Brand‘ ‘Multiple Brand‘ ‘Global‘ ‘Loca&
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The Branding Decision

Branding
Decisions

Branded Product

Better Identification

Better Awareness

Better Chance for Differentiation
Better Chance for Repeat Sales
Possible Premium Pricing
Possibility of making demand
more price inelastic

Generic Product

» Lower Production Cost

» Lower Marketing Cost

» Lower Legal Cost

» More flexibility in quality &
quantity control

» Good for commodities
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The Branding Decision

Branded Product |
Private Label

Manufacturer’s

Own Brand
Ease in Gaining Dealers » Better control of Products
Possibility of Larger Market and Features
Share » Price inelasticity
Less Promotional Hassles » Retention of Brand Loyalty
Good for small manufacturer » Better Bargaining Power
with unknown brand & identity » Less Channel Conflict

&
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The Branding Decision

Manufacturer’s Own Brand

Single Market
Single Brand Multiple Brand

» Better Marketing Impact » Utilization of Market
» More Focused Marketing Segmentation technique
» Full Attention on one Brand » Creation of excitement
» Reduction of Ad costs among insiders
» Lack of Duplication » Creation of competition
» Elimination of Brand Confusion within
» Good for product with good » Avoidance of —Ve remarks
reputation » Less brand overlapping
>

Choice to disloyal custcz
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The Branding Decision

Manufacturer’s Own Brand

Multiple Market
Global Local

Better Marketing Impact and »
Focus » Vernacular problems
Reduction in Ad costs » More meaningful local namd
Elimination of brand confusion > Elimination of —~VE remarks
>
>
Q

Legal Necessity

Good for Culture-free product Avoidance of taxation
Good for prestigious brand Allowance of variance in
Easy Identification for uality and Quantity standards
International customers

&
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Some Big Players in the Global Game

wenrsmm Product Development Process
United States and Japan

JAPAN
Company Foreign Revenues| | Foreign Profits Foreign Assets
% of Total % of Total % of Total Market Research

. Product Characteristics Product Characteristics
Ei du Pont de Nemours 43.1 28.9 40.6 i
Proctor & Gamble 50.1 36.9 40.5 Design Planned selling price less
Coca-Cola 67.1 67.8 37.7 desired profit
e o e 22 [ acercosr |
Motorola 45.0 92.4 37.7 TARGEI cosT
Johnson & Johnson 49.6 46.1 45.3 Supplier Pricing ; .
Sara Lee 39.7 53.8 51.3 povn ‘ Design ‘ ‘ Engineering ‘ ‘ Supplier Price

0SH

Colgate-Palmolive 716 83.6 60.4 1

" Target costs for each component forces
Gillette 63.1 41.1 62.6 If colst too high return to marketers, designers, and engineers from all
Compaq Computer 46.5 51.7 31.4 design phase and iers to i
McDonald’s 57.0 49.6 55.0 -
Mvon Praducts e 59 o
RJR Nabisco 36.2 53.8 202 Continuous Cost Reduction

1996 data. SOURCE: Adapted from Ford S.Worthy, “Japan’s
SOURCE: Adapted from Brian Zajac, “Buying American,” July 28, 1997, p218. | Srmart Seeret \’;}L: o':‘f,‘"Fa;’ILM‘A:’“si’u ’;';;‘l‘ 31173
pon, g .73,
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Brands and Culture

mCultural Influences

mInnovative Products and Adaptation
mDiffusion of Innovations

mDegree of Newness
mCharacteristics of Innovations
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Would They Sell in the UK?

> Alu-Fanny: French Foil wrap

> Atum Bom: Portuguese tuna

> Crapsy Fruit: French cereal » Kack: Danish sweets

> Kum Onit: German pencil

> Mukk: Italian yogurt
sharpeners

o > Pocari Sweat: Japanese sport
> Plopp: Scandinavian chocolate drink

> Pschitt: French lemonade > Poo: Argentine curry powder
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Product Component Model

SUPPORT SERVICES
COMPONENT

PACKAGING
COMPONENT

Deliveries
COMPONENT
Product platform

Design features

Functional features / Package

Styling




