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Exam… (short answers 3 to 6 paragraphs)
Chapter 7
Revision Questions, page 269

1. Think of a situation where the core need that customers seek is provided by an experience. What products and service products would also need to be provided to help create the experience? What, if anything, would make the marketing of an experience more difficult than that of a service product?

Answer 1: 
An example of a situation where the core need that customers seek is provided by an experience is a theme park. Customers visit a theme park to have fun, enjoy rides, and spend quality time with their families and friends. To create this experience, theme parks need to provide various products and service products such as rides, food and beverage services, games and attractions, merchandise stores, and entertainment shows.
Marketing an experience can be more difficult than marketing a service product because experiences are intangible and subjective. Unlike tangible products, experiences cannot be easily described or measured, making it challenging to communicate their value to potential customers. Additionally, experiences are personal and emotional, which means that they can vary greatly from one individual to another, making it difficult to create a consistent marketing message that resonates with everyone.
To overcome these challenges, marketers of experiences must focus on creating a brand image and reputation that is associated with positive emotions, unique memories, and exceptional customer service. They must also create a sense of exclusivity and uniqueness, which encourages customers to share their experiences with others and helps to build word-of-mouth marketing. Finally, marketers of experiences must leverage digital marketing tools and social media platforms to create buzz and excitement around the experience, encourage customer engagement, and generate positive reviews and feedback.

2. When you buy a ready-to-eat meal in a packet in a supermarket, are you acquiring a product? Explain your answer. In a restaurant, is the meal you buy a product? Explain your answer.
[bookmark: _Hlk134634615]Answer 2: 
When you buy a ready-to-eat meal in a packet in a supermarket, you are acquiring a product. This is because the ready-to-eat meal is a tangible item that can be packaged, marketed, and sold to consumers. The product has a clear set of features, including its ingredients, nutritional information, and packaging design. Consumers can evaluate and compare different products based on these features, as well as the brand reputation and price, before making a purchase decision.
Similarly, when you buy a meal in a restaurant, you are also acquiring a product. In this case, the product is the meal itself, which is a combination of food and service. The meal has a set of features, including its taste, presentation, quality, and service experience. Consumers can evaluate and compare different restaurants based on these features, as well as the location, atmosphere, and price, before making a dining decision.
In both cases, consumers are acquiring a product, but the nature of the product is different. The ready-to-eat meal in a packet is a pre-packaged, standardized product that is designed to be convenient and easy to consume. The meal in a restaurant is a customized product that is prepared and served according to the customer's preferences and needs.
Overall, whether a meal is considered a product or not depends on its tangible and intangible features, and the way it is marketed and sold to consumers.

3. Think of a product or brand name that meets each of the five ideal criteria for a name. Can you think of an additional desirable property that a name of a product should have?

Answer 3: 
Here are five examples of product or brand names that meet each of the five ideal criteria for a name:
1. Nike - simple, distinctive, easy to pronounce and remember, and conveys a sense of athleticism and victory.
1. Amazon - simple, distinctive, easy to pronounce and remember, and conveys a sense of vastness and abundance.
1. Häagen-Dazs - distinctive, memorable, easy to pronounce and spell, and evokes a sense of luxury and exoticness.
1. Coca-Cola - simple, distinctive, easy to pronounce and remember, and has a strong brand recognition and emotional appeal.
1. Apple - simple, distinctive, easy to pronounce and remember, and evokes a sense of innovation and sophistication.
An additional desirable property that a name of a product should have been that it should be legally protectable. This means that the name should not infringe on any existing trademarks or intellectual property rights, and it should be able to be registered as a trademark to prevent others from using it. A legally protectable name can help to establish a strong brand identity and prevent confusion or dilution in the market place.





4. Think of an example of a discontinuous innovation. What probably encouraged and enabled it to become widely adopted?
Answer 4: 
An example of a discontinuous innovation is the personal computer. Before personal computers, most computing was done using mainframe or minicomputer systems, which were large, expensive, and difficult to use. The personal computer was a disruptive innovation that made computing accessible to individuals and small businesses.
Several factors encouraged and enabled the personal computer to become widely adopted:
1. Technological advancements: The development of microprocessors and other key components enabled personal computers to be smaller, more affordable, and more powerful than previous computing systems.
1. User-friendly interfaces: The development of graphical user interfaces (GUIs) and other user-friendly software made personal computers more accessible to non-technical users.
1. Marketing and advertising: Companies such as Apple and IBM invested heavily in marketing and advertising to promote their personal computer products to a wider audience.
1. Business and personal demand: As personal computers became more affordable and easier to use, they began to be adopted by both businesses and individuals for a wide range of applications, from word processing and spreadsheet software to gaming and entertainment.
Overall, a combination of technological advancements, user-friendly interfaces, marketing and advertising, and growing demand helped to encourage and enable the widespread adoption of the personal computer as a discontinuous innovation.

5. Research has shown that less than one third of new product ideas come directly from the customer. How does this relate to the marketing approach of developing products based on customer needs and wants? Why do you think this is the case?
Answer 5: 
The fact that less than one third of new product ideas come directly from customers does not necessarily contradict the marketing approach of developing products based on customer needs and wants. This is because the marketing approach emphasizes understanding customer needs and wants and using that understanding to develop products that meet those needs and wants. This does not necessarily mean that customers themselves will come up with the ideas for new products.
Instead, the marketing approach involves a range of research and development activities aimed at understanding customer needs and wants, such as surveys, focus groups, and market analysis. This information can then be used to generate new product ideas that are aligned with customer needs and wants.
One reason why less than one third of new product ideas come directly from customers is that customers may not always be able to articulate their needs and wants in a way that leads directly to new product ideas. Customers may have unmet needs or desires that they are not even aware of, or they may not be able to fully articulate the solutions they are looking for.
Furthermore, companies may be able to identify new product opportunities through market analysis and trend forecasting, without relying solely on direct input from customers. This can involve tracking shifts in consumer behavior, identifying emerging trends, and monitoring the competitive landscape to identify gaps and opportunities.
In summary, while customer input is important in developing new products, it is just one part of a larger marketing approach that involves a range of research and development activities aimed at understanding customer needs and wants. Companies can generate new product ideas through a variety of means, including market analysis, trend forecasting, and customer input.

6. Think of an example where the technology boom has revitalised the PLC of a product category.
Answer 6:
One example where the technology boom has revitalized the PLC of a product category is the digital camera market. The introduction of digital cameras disrupted the traditional film camera market and led to a rapid growth in demand for digital cameras. The early digital cameras were not as good as film cameras in terms of image quality, but they had the advantage of instant viewing and the ability to delete unwanted photos, which was a major selling point for consumers.
As technology continued to advance, digital cameras became smaller, lighter, and more powerful, with higher image quality and better features. The introduction of smartphones with built-in cameras further disrupted the market, leading to a decline in demand for standalone digital cameras. However, camera manufacturers responded by developing more advanced and specialized cameras, such as mirrorless cameras and action cameras, which appealed to a different segment of consumers.
The technology boom also led to the development of new products and services in the digital camera market, such as photo editing software and online photo sharing platforms. Overall, the technology boom has revitalized the PLC of the digital camera market, leading to continuous innovation and adaptation to changing consumer needs and preferences.

 


7. Do you agree that marketing service products is no different from marketing goods-based products? Give your reasons. 

Answer 7: 
I partially disagree with the statement that marketing service products is no different from marketing goods-based products. While there are some similarities in the marketing of service and goods-based products, there are also several key differences.
One major difference is that service products are intangible, meaning that they cannot be seen, touched, or felt before purchase. This makes it more difficult for customers to evaluate the quality of the service product, and thus creates a greater emphasis on the reputation and trustworthiness of the service provider.
Another difference is that services are often produced and consumed simultaneously, which means that the customer is an active participant in the service delivery process. This makes the customer experience a critical aspect of marketing service products and requires a greater focus on customer satisfaction and relationship-building.
Finally, service products are often perishable, meaning that they cannot be stored or inventoried like goods-based products. This creates a need for effective service capacity planning and management, to ensure that demand for the service can be met without compromising quality.
In summary, while there are some similarities in the marketing of service and goods-based products, there are also important differences that require different marketing approaches and strategies.

Chapter 8
Revision Questions, page 294

1 Should a retailer try to lengthen the amount of time people spend in its stores? Why or why not?
Answer 1: 
Retailers may have different strategies when it comes to the amount of time people spend in their stores, and it ultimately depends on their overall business goals and objectives.
On one hand, a retailer may want to lengthen the amount of time people spend in their stores because it could potentially increase the likelihood of a purchase being made. The longer someone spends in a store, the more opportunities there are for them to discover new products, explore different options, and potentially make additional purchases. This is particularly true for retailers that sell products that require more consideration or are more expensive, such as electronics, furniture, or high-end fashion.
On the other hand, some retailers may not want to lengthen the amount of time people spend in their stores because it could increase costs associated with running the store, such as utilities, staffing, and maintenance. Additionally, if a retailer's products are more commoditized or easily comparable, customers may not need or want to spend more time in the store, as they may already know what they want or are able to compare prices and products quickly.
Ultimately, it's important for retailers to consider their specific business goals and objectives when determining whether or not to try to lengthen the amount of time people spend in their stores.

2 What does the duplication of purchase law tell us about how a retailer can grow its market share?
Answer 2: 
The duplication of purchase law is a principle in marketing that states that the probability of a customer purchasing a product increases with the number of times the customer has purchased that product before. This law suggests that the best way for a retailer to grow its market share is to increase its share of customer purchases by encouraging repeat buying behavior.
To achieve this, retailers can focus on building customer loyalty and creating positive shopping experiences that encourage customers to return to their stores. Retailers can also invest in customer relationship management programs, such as loyalty programs, to incentivize customers to continue shopping with them.
However, the duplication of purchase law also highlights the importance of maintaining high product quality and meeting customer needs to ensure that customers have a positive experience and are more likely to make repeat purchases.

3 Why do chain retailers tend to do better than independents?
Answer 3: 
Chain retailers tend to do better than independents for several reasons:
1. Economies of scale: Chain retailers can achieve economies of scale in purchasing, distribution, and marketing that are not available to independent retailers. They can negotiate better deals with suppliers and take advantage of bulk discounts, reducing their costs and enabling them to offer lower prices to customers.
1. Brand recognition: Chain retailers often have a strong brand identity that is recognizable to consumers. This can lead to greater customer loyalty and repeat business, as well as attracting new customers who are drawn to the brand.
1. Consistency: Chain retailers can offer a consistent shopping experience across multiple locations, which can be difficult for independent retailers to achieve. This can help build trust with customers and increase brand loyalty.
1. Marketing: Chain retailers typically have larger marketing budgets than independent retailers, which allows them to reach a wider audience and promote their brand more effectively.
1. Access to capital: Chain retailers often have access to more capital than independent retailers, which can be crucial for investing in new technologies, expanding their operations, and weathering economic downturns.
Overall, the advantages that chain retailers have over independents can help them achieve greater market share and profitability. However, there are still opportunities for independent retailers to succeed by focusing on niche markets, providing personalized customer service, and differentiating themselves from larger competitors.

4 Many people see the digital revolution as being bad for traditional retailers, but what advantages have there been for traditional retailers in the digital revolution?
Answer 4: 
The digital revolution has brought about several advantages for traditional retailers, including:
1. Increased access to customer data: Traditional retailers can now collect and analyze customer data, which can be used to personalize the shopping experience and make informed decisions about product offerings and store layouts.
1. Improved inventory management: Digital technology has made it easier for retailers to manage their inventory, reducing waste and increasing efficiency.
1. Enhanced customer engagement: Traditional retailers can use digital tools to engage with customers in new and innovative ways, such as through social media, email marketing, and mobile apps.
1. Multi-channel retailing: The digital revolution has enabled traditional retailers to expand their reach by offering products through multiple channels, such as online marketplaces and mobile apps.
1. Improved supply chain management: Digital technology has made it easier for retailers to manage their supply chains, reducing costs and increasing efficiency.
Overall, the digital revolution has created new opportunities for traditional retailers to compete with online retailers and grow their businesses.

Conclusion
In this chapter I have learned and recognized how products and their availability is important in marketing as well as customers and how managing your products, services and goods can play an important role in striving to achievement and ways of execution both traditionally and technologically playing their own significant roles.
As for branding your product and safe guarding securing your product in quality & quantity with consistency can be resulting in a rewarding satisfactory results.
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