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Managing Product Managing Product 
and Brandand Brand

Topics Covered:

The total Product Concept
Product Life Cycle and Strategy
Managing Product Line
Managing Brand 
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Profits

Sales

Sales and
Profits ($)

Sales and Profits Over the Product’s Life From Introduction 
to Decline

Product Life CycleProduct Life Cycle

Time
Product
Develop-

ment
Introduction

Profits

Growth Maturity Decline

Losses/
Investments ($)

PLC Marketing Strategy Goals PLC Marketing Strategy Goals 
Introduction
– Inform potential consumers; induce product trial; secure retail 

distribution.
Growth
– Improve quality and styling; add new features and models; 

differentiation; increase distribution; enter new markets and ; ;
channels; lower prices.

Maturity
– Convert nonusers; enter new market segments; win over 

competitors’ customers; improve product quality, features, and 
styles.

Decline
– Reduce number of products; withdraw from some markets; 

consolidation.

Brand ManagerBrand Manager

Product Line Manager
Develops marketing plans for all
the brands within a product line

Product Line Manager
Develops marketing plans for all
the brands within a product line

Type of Product Managers

Brand Manager
Responsible for a single brand, 
positioning the brand & 
developing brand equity

Brand Manager
Responsible for a single brand, 
positioning the brand & 
developing brand equity

Market (Account) Manager
Develops marketing plans for 
products sold to a particular 

customer group

Market (Account) Manager
Develops marketing plans for 
products sold to a particular 

customer group
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Managing Product LineManaging Product Line

Product-line analysis:
* sales/profits of each item
* how the line is positioned  

Product-line length:g
* too short or too long?

Lengthen product-line 
or prune it

Line modernization 
(piecemeal vs. all at once)

and featuring

Lengthening or Pruning Product LineLengthening or Pruning Product Line

StretchingStretching
Adding new items  

t li t id

FillingFilling
Adding sizes or

Product Line Strategies

ContractingContracting

D ito line outside 
present range

Adding sizes or 
styles within the 

range
Downward

Upward Danger of 
Cannibalization

Dropping 
deadwood items

Two-way

TwoTwo--Way ProductWay Product--Line Line 
Stretch: Marriott HotelsStretch: Marriott Hotels

Quality
Economy SuperiorStandard Good

High
Marriott
Marquis

(Top

Pr
ic

e
Pr

ic
e Above

average

Average

Low Fairfield Inn
(Vacationers)

Courtyard
(Salespeople)

Marriott
(Middle

managers)

( p
executives)
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Why?Why?
Maintain an effective product mix
Stop draining cash flow
Release resources or concentration

Phase-out: no change in strategy

Product Deletion

ApproachesApproaches

g gy

g
Run-out: max exploitation of left 

strengths
Immediate drop: kill suddenly

CostsCosts
Executives: a pain

Salespersons: replaced
Customers: may be unhappy

Brand Management:  
Understanding Brand Meaning

Word Associations: 
What words come to mind when 
hearing the brand?

Personifying the brand:
What kind of person or animal buyer 
thinks when hearing the brand?

Laddering up: 
To find the brand essence by asking 
why a person buys the brand?

Building Brand Identity/EquityBuilding Brand Identity/Equity

Determine desired brand 
identity/positioning

Decide on the brand’s name, 
logo, colors, tagline, and symbol

Apply brand building tools:
-Ad    -PR   - Clubs/communities
-Trade shows  - Event marketing
- Brand personality campaign -Social mktg

Conduct brand auditing 
and repositioning
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What is Brand Equity?What is Brand Equity?

Brand
Equity

Brand 
awareness

Brand
preference

Equity
Brand
loyalty

Brand
acceptability


