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Product

- Text A

Introduction
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 products, like

human beings, are mortal and progress in definite stage from birth through maturity to death.

Product and Product Life Cycle

Concept of Product
In general, a product is defined as a “thing produced by labor or effort” or the “result of
an act or a process”. In marketing, a product is anything that can be offered to a market that
might satisfy a want or need. Product can be classified as tangible 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 nonphysical product that can only be perceived
indirectly such as an insurance policy.
Types of Product
Products generally fall into one of the following categories:
® Goods — Something is considered a good if it is a tangible item. That is, it is
something that can be felt, tasted, heard, smelled or seen. For example, bicycles,
cellphones, and donuts are all examples of tangible goods. In some cases there is a
fine line between items that affect the senses and whether these are considered
tangible or intangible. We often see this with digital goods accessed via the Internet,
such as listening to music online or visiting an information website. In these cases
there does not appear to be anything that is tangible or real since it is essentially
computer code that is proving the solution. However, for our purposes, we distinguish
these as goods since these products are built (albeit using computer code), are stored
(e.g., on a computer hard drive), and generally offer the same benefits each time (e.g.,
quality of the download song is always the same).

® Services — Something is considered a service if it is intangible or an offering a
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customer obtains through the work or labor of someone else. Services can result in the
creation of tangible goods (e.g., a publisher of business magazines hires a freelance
writer to write an article) but the main solution being purchased is the service. Unlike
goods, services are not stored, they are only available at the time of use (e.g., hair
salon) and the consistency of the benefit offered can vary from one purchaser to
another (e.g., not exactly the same hair styling each time).

e Ideas — Something falls into the category of an idea if the marketer attempts to
convince the customer to alter their behavior or their perception in some way.
Marketing ideas is often a solution put forth by non-profit groups or governments in
order to get targeted groups to avoid or change certain behavior. This is seen with
public service announcements directed toward such activities as youth smoking,
automobile safety, and illegal drug use.

Product Life Cycle

Product Life Cycle’ (PLC) is a term used to describe individual stages in the life of a

product. Product Life Cycle is an important aspect of conducting business which affects
strategic planning. Product Life Cycle can be divided into several stages characterized by the
revenue generated by the product.

The product life cycle method identifies the four distinct stages affecting sales of a

product, from the product’s inception until its retirement:

Introduction

In the introduction stage’ of the product life cycle, a product or a service is introduced to

the market. This stage involves focused and intense marketing effort designed to establish a
clear identity and promote maximum awareness. Consumers are testing the product in this phase.
The broad marketing aim is to persuade as many target customers as possible to try it out for the
first time. It is not until the product has been sold at its genuine commercial price to one or two
customers and is known to be operating efficiently that the introductory phase is complete.

Growth

After a product is introduced into the market, consumers become more interested in it.

This is called the growth stage’ of the product life cycle. Sales are increasing and competitors
are emerging as well. Products become more profitable and companies form alliances, joint
ventures, and takeovers. Customers are accustomed to the product and are starting to purchase
it repetitively. Marketing efforts and costs are still significant. Advertising costs are high.
Market share tends to stabilize.

Maturity

The market has reached saturation. Some producers at a later stage of the maturity stage® of

the product life cycle begin to leave the market due to poor profit margins. Sales dynamics are



Unit 1 Product 3

beginning to decrease. Sales volume reaches a steady state supported by loyal customers.
Producers attempt to differentiate their products. Brands, trademarks, and image are key tools in
this product life cycle stage. Price wars and intense competition are common.

Decline

Continuous decline in sales signals entry into the decline stage of the product life cycle.
Competition is taking over your market share at this point. Economic and production
conditions are becoming unfavorable. Introduction of innovative products or a change in
consumer tastes is a common reason for a decline. There is intense price-cutting and many
more products are withdrawn from the market. Profits can be improved by reducing
marketing and cutting other costs.

Production Life Cycle

Revenue
Development
Introduction

Growth
Maturity
Decline

I I
I I
1 |
I |
| |
| |
| |
|
| |
| |
| |
| '
| 1
| I
) I
|
| |
| |
1 1

Time
©Maxipedia

In some cases a firm will be able to keep a current product by increasing its life cycle.
One way of doing this is to find other uses for the product. Nylon is an illustration. When
nylon first came out it was used primarily by the military for things such as parachutes, thread,
and rope. This was followed by nylon’s entry into the women’s hosiery industry. Since this
time we have seen nylon used in the production of tires, sweaters, men’s hoses, and carpets, to
name but a few. If a firm can find new uses for the goods, it may be possible to extend the
product’s life cycle. If not, the goods must be replaced.

Yet replacement can be difficult because for every one hundred ideas a company has for
new products, only 2 percent will ever prove profitable. Most of the others (95%) are screened
out after market testing, while a few (3%) will flop despite all initial signs to the contrary. The
successful firm will want to replace those products whose profit levels make them marginal
ventures with new lines of merchandise that have better profit potential.

(1,069 words)

Words

1. classify ['klaesifar] vt. ok, X
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tangible

3. intangible
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11.

12.

13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.

30.
31.

perceive
gadget
donut

access

distinguish

freelance
available

alter

perception

targeted
aspect
strategic
revenue
distinct
inception
phase
emerge
alliance
takeover
stabilize
saturation
margin
differentiate
innovative
decline
withdraw

illustration

parachute

['teen(d)z1b(9)1]
[1n'teen(d)z1b(a)l]

[pa'si:v]
['geed3rt]
['dounat]

['ekses]

[dr'stipgwif]

['frilens]
[o'vellab(9)l]
['o:lta; 'l-]

[pa'sepf(a)n]

['ta:grtid]
['®spekt]
[stra'ti:dz1k]
['revanju:]
[dr'stiy (k)t]
[m'sepf(2)n]
[ferz]
[1'm3:d3]
[2'latons]
['tetkauva]
['stebolaiz]
[setfo'refon]
['ma:d3in]
[difa'renfiert]
['mavatrv]
[dr'klain]
[wid'dro:]

[1la'stre1f(a)n]

['paerafu:t]
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32. hosiery ['havziarr; -30r1]
n. 4 de; A
33. hose [hauz] n. K EHR
34. flop [flop] vi. KW AMEE T, KEwHE
35. initial [r'n1fal] adj. RN, FEHMY
36. merchandise ['ms3:tf(o)ndars; -z]
n. B W

1. a tangible product H K=, NFEAAF=RETEAF~M, &/ MmERETH LK EA
B, WRHEHBERE —FTRKIFFENE, %05 aE UL,

2. an intangible product JCTE R fh 2 FaXT —VIH B R IRE L YA AED I R A X AE
HEAMEMERME BRI R 5 3™ m U R B EZEF S1T%.

3. Product Life Cycle Frif /™= A Edn A #, ZIE~MMNEATHFE, BIRLBHTS
HILFr& TG EaETRERE. FRAFLEMATFR. R, REHATS, ©
K EmRAAEITGE. PR, WisEEEaABRER.

4. the introduction stage /M4 (FAN) . FHr=mBATE, FEHANBH. EE, @R
X EEAN T, RADEGERFAFNBETREE, HEERK. AT RBRHNK,
TE KB RH RN RH#EITER.

5. the growth stage K. IXEHBIZEX =M OLRT, KENHBETHREE, THE
HH Ko FEa KR AR, EF= AR K, SRR EFURE BT, FlE tiaE
.

6. the maturity stage M. T KE&m BN, BEMNNECEERD>, HETIBKE
@ EZHT N, FEFESMEANT B, ZEX—ER, TFEHME, ~=RHEH
PR, {REZRANMm, MLRNE TR

I. Choose the best answer to each of the following questions according to the text.
1. A product is anything that can be offered to a market and that might satisfy a want or need.
Itincludes_
A. a commodity, service, and an idea B. a commodity, education, and an idea
C. art, service and an idea D. culture, art and entertainment
2. The following products are tangible products except .
A. a building, vehicle and gadget
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B. books, furniture and clothing
C. an insurance policy and vegetables, shoes

D. iron ore, coal and a lipstick

3. Marketing ideas is often a solution put forth by  in order to get targeted groups to
avoid or change certain behavior.
A. stores and supermarkets B. non-profit groups or governments
C. top management of a company D. exporters

4. Why is Product Life Cycle an important aspect of conducting business?
A. Because it describes the product life.
B. Because it can be divided into several stages.
C. Because it tells us something about a product.
D. Because it affects strategic planning.
5. The product life cycle consists of four stages, including
A. introduction, growth, death and decline
B. introduction, growth, maturity and decline
C. introduction, spread, development and retirement
D. growth, maturity, decline and death
6. Which one is the broad marketing aim of the introduction stage?
A. To bring the new product to the market for the first time.
B. To let people have a better understanding of the new product.
C. To persuade as many target customers as possible to try it out for the first time.
D. To test customers’ response to the new product.

7. Customers are accustomed to the product and are starting to purchase it repetitively at

stage.
A. introduction B. decline C. growth D. maturity
8. are key tools in maturity stage of the production life cycle.

A. Publicity, product differentiation and construction

B. Brands, trademarks, and image

C. Appearance, product feature and product benefit

D. Market acceptance, model and profit expectation
9. What signals entry into the Decline stage of the product life cycle?

A. Continuous decline in sales. B. Continuous increase in sales.

C. Continuous increase in profit. D. Continuous decline in production.
10. What means can a company apply to extend a product’s life cycle?

A. Find new customers for the goods. B. Find new producers for the goods.

C. Find new markets for the goods. D. Find new uses for the goods. -
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IL. Fill in the blanks with the words given blow. Change the form if necessary.

decline margin differentiate stabilize illustration
emerge inception tangible classify saturation

1. Thereisahigh  of interest on the car loan.

2. Accurate valuations of  assets play a critical role in many businesses.

3. The government should take some effective measuresto __ prices.

4. The issue is not development time but rather the time between project  and delivery.

S. This is true regardless of how we _ the service.

6. Thetruth _that the driver of the car had been drunk.

7. The price of the washing machines _ from 1,700 to 1,500 yuan each.

8. Because of severe competition and market  , it is more and more difficult for

companies to acquire new customers.
9. Shecan ____this kind of rose from the others.

10. Not all medical doctors are like this, but I use the stereotype as a (n)

I11. Translate the following sentences into Chinese.

1.

Next you determine the replacement costs of each tangible asset for a specified period of
time (usually a year).

Any for-profit business is constantly seeking ways to grow future cash flows by
maximizing revenue from the sale of products and services.

We must utilize all available resources.

The life cycle, which is inevitable existence, covers the stages from market development,
the expansion of the market, market saturation, market decline to finally gradually being
faded out of the market.

New product refers to the newly-improved product in one aspect or some aspects in terms
of fundamental, structure, function, material and use.

During the stage it is advisable for the company to identify trends that pose both
opportunities and threats to the environment.

Service quality is the foundation for services marketing because the core product being
marketed is a performance.

Another reason prediction markets flop is that employees cannot see how the results are
used, so they lose interest.

The technique of creating, selecting, and emphasizing the points of superiority of a

specific product in business negotiations is called product differentiation.
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10. Not only you understand your product, but also your customers and their buying

motives — either selective or patronage, rational or emotional.

TextB

Introduction

Are you interested in playing electronic games? Are you familiar with a handheld game
console named PSP? Now let’s explore the history of PSP and get a better knowledge about
this product.

The History of PSP

The PlayStation Portable (7 v 1 # 7 — ¥ 2 ¥« &K — % 7 Jb officially abbreviated
to PSP') is a handheld game console manufactured and marketed by Sony Corporation’.

Sony first announced development of the PlayStation Portable at a press conference
before E3* 2003. Although mock-ups of the system were not present at the press conference
or E3, Sony did release extensive technical details regarding the new system. Then-CEO of
Sony Computer Entertainment Ken Kutaragi called the device the “Walkman of the 21st
Century” in a reference to the console’s multimedia capabilities. Several gaming websites
were impressed by the handheld’s computing capabilities and looked forward to the system’s
potential as a gaming platform.

The first concept images of the PlayStation Portable appeared in November 2003 at the
Sony Corporate Strategy Meeting and showed a PSP with flat buttons and no analog stick.
Although some expressed concern over the lack of an analog joystick, these fears were
allayed when the PSP was officially unveiled at the Sony press conference during E3 2004. In
addition to announcing more details about the system and its accessories, Sony also released a
list of 99 developer companies that had pledged support for the new handheld. Several PSP
game demos, such as Konami’s Metal Gear Acid and SCE Studio Liverpool’s Wipeout Pure
were also shown at the conference.

The PlayStation Portable is the only handheld video game console to use an optical disc
format, Universal Media Disc (UMD), as its primary storage medium. Other distinguishing
features of the console include its large viewing screen, robust multimedia capabilities, and
connectivity with the PlayStation 2*, PlayStation 3, other PSPs and the Internet.

PSP, or PlayStation Portable, was developed in the US in 2005 by the Sony Computer
Entertainment Company. It soon became a highly desirable, portable and handheld wireless
device for multiple entertainment purposes. A one-time fee to TiVo ToGo allows users to

watch television and save the data to a memory device. The “Location Free” option allows TV
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to be watched anywhere in the world on the PSP device.

The PSP system allows users to view photos, listen to music, watch pre-recorded and
live television, enjoy movies and backstage footage, access the Internet through a wireless
connection, as well as the many free downloads available through the PlayStation website
(wallpaper, screenshots, movie trailers, news & events).

PSP also offers packs depending on your entertainment needs. The PSP Entertainment
Pack includes the PSP system, a battery pack, AC adapter, ATV Off Road Fury: Blazin Trails
UMD Game, Lords of Dogtown UMD movie, and a 1-GB Memory Stick ProDuo. The PSP
Core Pack includes the PSP system, AC adapter, and a battery pack. The PSP Value Pack
includes the PSP system, a battery pack, AC adapter, Memory Stick ProDuo, pouch and wrist
strap, cleaning cloth, and headphones with remote control.

PSP users can download games through the PlayStation website. Users connect directly
to the PlayStation website from their PSP system and access the download portion of the
webpage.

PSP game downloads include game information, game demos, game trailers, and game
audio tracks. The Content Pack on the PlayStation website is a collection of pre-selected
downloads that can be downloaded directly to the PSP system.

On October 17, 2004, Sony announced that the PSP would launch in Japan on December
12, 2004 at a price of ¥19,800 (about US$181 in 2004) for the base model and ¥24,800 (about
US$226 in 2004) for the Value System. The console’s launch was a success with over 200,000
units sold the first day. They also sell different color variations in bundle packs, which cost
more than usual, around $200. Sony announced on February 3, 2005, that the PSP would go
on sale in North America on March 24, 2005 in one configuration for a MSRP’ of
US$249/CA$299. Some expressed concern over the high price, which was almost US$20
higher than the system’s price in Japan and more than $100 higher than the recently launched
Nintendo DS°. Despite the concerns, the PSP’s North American launch was a success,
although reports two weeks later indicated that the system was not selling as well as expected
despite Sony’s claim that 500,000 units had been sold in the first two days.

The PSP was originally to have a simultaneous PAL region and North American launch,
but on March 15, 2005, Sony announced that the PAL region launch would be delayed
because of high demand for the console in Japan and North America. A month later, on April
25, 2005, Sony announced that the PSP would launch in the PAL region on September 1, 2005
for $249/£179. Sony defended the high price, which was nearly US$100 higher than in
North America, by pointing out that North American consumers had to pay local sales taxes
and that the GST’ was higher in the UK than the US. Despite the high price, the console’s

PAL region launch was a resounding success, selling more than 185,000 units in the UK alone,
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more than doubling the previous first-day sales record of 87,000 units set by the Nintendo DS.
The system also enjoyed great success in other areas of the PAL region with more than 25,000
units preordered in Australia and nearly one million units sold across Europe in the first week.

On August 20, 2008, a revised PSP design was announced at a press conference in
Leipzig®. Based on the Slim & Lite (PSP-2000) design, the PSP-3000 features an improved
LCD screen, the LCD screen features a higher contrast ratio, shorter response time, and wider
color gamut, as well as anti-reflective technology for improved visibility in well-lit
environments. This model was released in Japan, Asia, North America, Europe and Australia
in October 2008.

(992 words)
~ Words and Expressions

1. portable ['poitab(a)l] adj. FiReh, 124 Xbh; 2124
2. handheld [.heend'held] adj. FRX, 248X
3. console ['konsaul] n. [+ ] 56 (] BUE
4. mock-up ['mpkap] n. EPARR
5. entertainment [enta'tenm(a)nt] . BR; Wik, BAF
6. analog ['=nalng] adj. [ & ] #my
7. joystick ['d3pIstik] n. BYAT, [A] #2547
8. allay [o'le1] vt. B2, A P
9. unveil [an'verl] vt. #waAZ TR, B, BE

Vi. BExdmy; 2%
10. accessory [xk'sesarT) n. GEes
11. pledge [pled3] n. PRik, EF

vt. PRiE, HiE
12. demo ['demoau] n. R, HAGA
13. optical ['Dptik(2)]] adj. KFey; REFE), AL
14. format ['formzet] n. B RA; FA
15. robust [ra(u)'bast] adj. EAkey; R
16. option ['opf(o)n] n. (3] &, aFAR; EEReG4R
17. backstage [baek'sterds] adv. EES; AIBGE
18. footage ['futidz] n. (BhRY) &84k, hEK
19. screenshot ['skri:nfot] n. AFEAR
20. trailer ['treila] n. [RM] B h; E%E
21. pouch [pautf] n. gh%"3
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22. strap [straep] Vi. B IR YR
n. L&
23. headphones ['hedfaunz] n. MEXFH; ABXZTER;, REeL
LoppaES

24. bundle ['bAnd(a)1] n. R; 18

25. configuration [konfiga'reif(a)n] n. BLE; 4M; S

26. simultaneous [isim(o)l'temios]  adj. FlAféy; BRidy, RIAAH

27. resounding [rr'zaundim) adj. MEE; R, Bk

28. ratio ['rerfiou] n. &, o)

29. gamut ['geemot] n. ¥EATEH

30. anti-reflective [entrrr'flektiv] adj. FEAF

31. visibility [wvizr'bilitr] n. FEILE, TILM; #EN3ES; ARM

32. press conference AL AL

33. analog stick BT, EAT

34. Konami’s Metal Gear Acid HRELE2EKE (PSP #HXREL)

35. Wipeout Pure REAR%E (PSP #& L)

36. bundle packs ££, #EmMY
'Notes

1. PSP ;& PlayStation Portable (7 L 1 27— 3 Y- K —% 7)V) {fEK, B@HARE
AE TR ZIIRREN RS, REWHR. T5. WHEFELTIIEE.

2. Sony Corporation RE AT (¥ =—HA &) B—FKEREZ K BT HkERT,
AR ARG RSSO R B, REREHEAFRRE. REMITSN“R
FOEAE DItk &4t”, GISZT 1946 4 5 B, HAHBRSHERILFRCIr, BHErm
ZERAMNBFH— RS PHRREHLRIGF.

3. B3 kEHFRIARRS B3 RERSHMER K. MEEEANENREERE,
ERRB TRV EER®E LML, BIPREN “BFRAR—FE—HHR
M2 ", E3 HIE XA “HER” (Trade Show), XEWKAE E3 & [ i~k
WA ANEFBH— M RARRES . ZBSHEBERARRVARRITHE 288, IF
K RS

4. PlayStation 2, f&j#K PS2, & HAZR/EA R T HERJEHEMIRS SCEI (Sony Computer

Entertainment Inc.) 2000 £ 3 A 4 H#EH KK A 128 MLk EHL, HAEHEH LK
BiE s M #vll, JFT 2004 FAELBRAEH T HERRA PS2 ML (ZFKA PlayStation
Two, #HXTF MINI fiRf] PS——PlayStation One i), %|2008 47 H 8 HA1EE 2
EERHEBET 1122 FHE.



