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Product is one of the 4P’s of
marketing. It is a good, a service, or

an idea to satisfy the consumer’s need.
It must have distinctive appeal for
consumers. The benefits of a product
are realized by good promotion.

Unit
Product (1)

In this unit, you will learn:

> definition of product
> types of product
> product life cycle




Text A

A product is a commodity or
service, or an idea consisting of a
bundle of tangible and intangible
satisfactions that a consumer
receives in exchange for money.
The product life cycle describes
the stages that all products
experience through their lifespan.

Product and Product Life Cycle

Concept of Product

A product is anything that is offered to a market that
customers can acquire, use, interact with, experience, or
consume, to satisfy a want or need. Early marketing tended to
focus on tangible goods and these were distinguished from
services. More recently, however, the distinction between
products and services has blurred, and the concept of the
product has been expanded so that in its widest sense it can
now be said to cover any tangible or intangible goods that
satisfies the consumer. Products that are marketed now can
include services, people, places, and ideas.

Types of Product ‘

Products generally fall into two categories: consumer
products and industrial products. Goods and services for use by
consumers are called consumer products, which can be further
classified into the following subcategories.

1. Convenience goods. These are goods that consumers like
to buy quickly and conveniently. Common examples are news-
papers, magazines, fast food, soft drinks, cigarettes, etc.

2. Shopping goods. Shopping goods are those that consumers
would spend time comparing with competing commodities in
terms of price, quality, suitability, style, etc. Typical examples are
clothes, automobiles, furniture and major appliances.

3. Specialty goods. These types of goods have unique
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characteristics or brand identification. Customers of such
products are willing to make a special effort to buy them. For
example, an individual may cross the town only to dine in a
restaurant with special cuisine, or a young lady may go out of
her way to purchase a special lipstick.

Industrial products are goods and services purchased by
businesses to produce consumer or other industrial products. Iron
ore and coal, for example, are bought by steel companies to
produce steel, which in turn may be purchased by automakers to
manufacture cars. Another example may be an advertising
package that is designed by an advertising firm and sold to a
footwear manufacturer to push the sales of its shoes.

Product Life Cycle

Once a product comes to the market, it usually goes through
five stages which are commonly referred to as the product life
cyclee. In an earlier period of our economy, products had a
relatively long life cycle. But since the 1970s the changing life—
styles of consumers, technological advances, and competitive
responses have dramatically shortened the life cycle of products.®

1. Introduction stage. ® When a product is first introduced
to the market, large sums of money are usually allocated for
promotion to make consumers aware of the product and its
merits. Profits tend to be small and even losses may occur,
because the sales volume at this stage is usually small. If the
product fails to attract enough customers, it will die at this
stage. In fact, this is what has happened to many new products.

2. Growth stage.® At this stage, sales increase quickly and
profits begin to pour in. Competitors, however, may rush into the
market with similar products. Therefore, promotion should focus
on brand awareness.

3. Maturity and saturation stage. ® As more and more
competitors come into the market, the product enters into the
third stage in which the product becomes “mature” and the

market gets saturated. Price wars often break out. The total ¢

sales volume begins to fall, and the profits start to shrink.

4. Decline stage.® At this stage, the demand for the product
continues to fall and so does the sales volume. Dealers begin to
phase it out®, those remaining often suffer losses.

C unit 1 |
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' (D But since the 1970s the changing life—styles of consumers, technological
advances, and competitive responses have dramatically shortened the life
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People say that being a sales-
person is a way of life, not
just a job. And it is a way of
life many more people are
adopting each year. What are
the secrets?

Selling the Spirit of the Age

It is easy to recognize people who sell things for a living.
They have a patient look on their faces like a cat watching a adj &t i
mousehole. Whatever culture they come from, sales people have = Fiif
a culture all of their own. They have a certain outlook on life A%
and a particular set of skills. There is even a kind of private
language.

According to estimates from the airlines, around one quarter n. f&it,i%#
of all air travelers like to experience new cultures, meet




interesting people and sell them things. Sales is a truly
international kind of work. We met John at a hotel in Beijing
arranging a meeting. But he could have been anywhere. How did
he start? “My dad claimed that he ‘talked for a living’ ®—and
to me that seemed better than getting a proper job.” John is a
veteran who has lived the life of a man in a suitcase®. Some
people say that sales professionals are born not made®. Is
there such a thing as a “sales personality”?

“ It is more of a ‘sales attitude’. ® If you have sticking
power® and tend to be able to persuade people to do what you
want them to do, you can succeed.” Around 75% of the job is
about psychology, John says.

In recent years, most companies have tried to start new
areas of business and operate in new markets. This has made
sales one of the biggest areas of jobs growth. Increasingly
people are also setting up home -based enterprises, selling
anything from cosmetics to cookers to their frierids and
neighbours. Break free from office life.® Follow your own path.
It seems to be the spirit of the age.

John has some clear advice for people wanting to start.
“Once the process is understood, most people can do it. The
Jjob description is ‘problem solver’.? First identify the problem.
Then make the customers aware that it exists and confirm that
they would like it solved. Now deliver a solution.”

“We have two ears and one mouth. To do this job properly
we have to use them in this ratio. Only by listening, asking,
listening and asking again can you truly define the problem.®
Delivering the solution is then simple.”

It can be a lonely life. There is a lot of time spent in hotel
rooms in strange cities, waiting for people you don’t know to
refuse to listen to you. Most cultures have ancient legends about
heroes sent off to strange lands on desperate missions. © After
many failures they finally kill their dragon. ® The sales life
seems to be modern version of this heroic struggle.

Says John, “To succeed in this environment takes
persistence and self belief. You have to believe that nine times
out of ten you will hear the word ‘No’. All these rejections
are steps on the way to the word ‘Yes’.”

Unit 1
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Exercises

A. Answer the Following Questions

1. What are the sub categories of consumer prodlicts?

2. What stages does a product usually go through?

3. What makes sales one of the biggest areas of jobs growth?
4

5

. What is John’s advice for sales people?
. How can a salesperson succeed?

ll B. Vocabulary

1. Translate the following terms into English from Chinese or vice versa.
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tangible goods
decision-making process
introduction stage
maturity stage
saturation stage

2. Fill in each of the blanks with an appropriate word given below. Change
the form if necessary.

enterprise increasingly professional estimate claim

synthetic predict stylish intensive ratio

1) The new edition will cost, on current , something like $500. -
2) They on the carriers for the loss involved.

3) The Financial Department consists of two and three common

staff members.

4) The gap between Western countries and the poor countries becomes
apparent.

5) Those were the years of private when a lot of small
businesses were started. '

6) The World Bank has tended to support labor- activities both
in rural and urban areas.

7) The girls who will take part in the annual carnival wear
clothes.

8) Terrorism in this country is to increase in the coming year.

9) Scientists are experimenting a new kind of _ drug in R&D Center.

10) The number of strikes increased in direct to the rise in the

C. Further Development

cost of living.

1. Team work. Divide the class into groups and discuss the concept of the
product in its widest sense, covering any tangible or intangible goods that
satisfies the consumer.

2. Take some types of products as examples and try to dlstmgmsh between
consumer products and industrial products.

3. Why would most consumers turn away from the unimaginative and dull
brands to the luster and lure of new products?

D. Case Study

Read the following case and discuss it in groups. Try to find:
1. How does the theory “product life cycle” work in ToTo?
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