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any 10 the comniamer W satisly their

A Product i tangible frm w hich 1 offered by mamifscturing comg
¢ management is dope with priarity. The

needs and wanty and thereby derives satisfaction Hence the produc
ome core determinants of succe ssful overall marketing strategy

product policy and strategy therefore bec
eting. Both of it has wile rnge of divene

Product mapagement includes product planning and product mark
ales of s products. The firm may develop and offer a

functions. The firm’s bread and butter come from the &
The success of this will depend on

number of products in varous dunensions 1€ shape size, pack ci¢
“or this success firm try to develop Brand.

marke! acoeptability and posftive responsc for the products. |
mame. term, sign, symbol or design, or

According to American Marketing Association (AMA) a brand is a
goods and services of one seller or

group of sellers and to

combination of them, intended to identify
differentiate them from those of competition.
A brand 1 a powerful strategic weapon. It distinguishes a company from its competitors. It consist Logo,

Trade Mark, Service Mark and Generic Name.

Buyers and Sellers, both derives benefit from Branding
of stages Introduction, Growth, Maturity, Decline.

All products possess “Life Cycles” consist
share strategies. Now the question arises whether or

Product Life Cycle is always used as tool to plan market

not a brand can have a life cycle of its own.

The product life cycle applies to unnamed products as W
actually begins during the introduction stage. During this stage companies heavily advertise their brands and

products. Company increases Brand distribution during the growth stage to further enhance sales. At
reach the maturity stage of the product life cycle. During this stage,

¢ll as brand name. Brands named products life cycle

maturity stage company will eventually

competition for market share may be fierce. At this stage the company target towards specific segment. At

point, it is still possible to extend the life of the product by finding

decline stage sales starts to fall. At this
or cven finding additional uses by repositioning the

new markets for the brand like international markets;

brand.
information about the product and

‘Whene
crates opinion of the brand and establishes

company has to follow some strategies for target position.

ver new product enters into market customers starts collecting
a brand image. But for stable market this is not sufficient. The
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The product brand strategy
It ix also known m Individual brandmg  This mvolves the assignment of 3 particuler tame to one wad omly

one prodect that leads 1 indivadoal or dafferent posd oning.

Exmrmpic
Company XYZ

. Ban Py :

Product A Product B Produst C
Positioning A Positioning B Positioning C

The line brand strategy
This type of strategy is response (o the company offering related product under a single name by Wﬂt

many complimentary products. This basically moves from extension of products to satisfy different needs
and wants of customers for eg. Pantanjali offering many cosmetic products under same brand name

The range brand Strategy
ritorics of complementary products which support the main

Range branding is 2 cxpansion into ncarby terr |
product’s usage. Brands can move beyond product complementary.
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