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Product and Service Strategy
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) Product and Its Classification
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o AT fdfke [Rifde ST FaCe /170 |

oy 17

What is Product?

AT GTEH, TOF ST FEB R 7w @3 I8 2147 0117 [@hoe | Ty e &k 3 vy
Col 1 (IR T ©IF AL A N0 [eafo® | Oy ST A7 AT G I A SR e
&t AT MR ARG GEIOITe AT GJR T & [ AT =R | Philip Kotler & Gary Armstrong
AT TRBIA® FACRT AT “SAy RO AT (F 7 T A& (orne 72 Wewe ¢ el A
(ST & THBIo T4 7F; G W 0L ABRE (@I I, @I, e O A1 9171, FI, DT @
QI 1”7 oftena Ry By A0y - AT RET@ere! T@e; WORWIBER Fael; Soier;
YAFICRTST; SR QAReATST; NLAGS 173 G (ST FEfB R FFare! AR |

AT TR

Levels of Product

G AN gdFC FAT ANT 66 BF [egvw
A T, @F 15 (el I (SET 88 FACO
e T A 5.5 @ @R AR | ©IZ A9y

IGIKY Ay
3 sfely

D\

AfzFENER ADT ST awerw Afe oy grenfEe ooy
Tofe FCa AW T (@Ol A (oS! AfelB TR e T “ TGS [l
TAANS! TS FACS AN |

S. Glifee Jf4r (Core Benefit): XTHIT 7/ely
ARG I CRE AS I | @NN- (@A
AT QAT 47 |

o 5.5: AT BPTIR

R. FENS *47 (Generic Benefit): e CNifer FfRra A0 AT g e TAWE & a1 =7 @
“o3is IFTS Fo G FACO A | AR, #[tey [Rox af#8y, fenzs, e, isfer Tofa
AT FETS #0] Cofd Fd1 T | (FF- TP (WMISER IR SAWAN AT, (KSR b,
IS 8 2FICHER TTWR AT IS #I97 (o a1 2T |

©. &eff*® 77 (Expected Product): U2 BT (GO O SR FOGTEA! GeF AT F41 2 |
- TARIZCER CFGG NPTRS 2T fpoaret, Syfas 8 sadare! fOeiEs, ST-ca apsis
Foyifn | AW I T Aow AR THAMIT MG (For Tl 77 FF ORC (o e
ATF QIR JRYSTAF ECHET AN 2197 G FACS a2l A |
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8. IS 24T (Augmented Product): 93 T (@ LS 2[telya AL TS Ffq«r (e =7
@ (@S| T (SIS A0 BIRAR A=A weiezae 72 =27 | @5 Wrayen RKeeper efecarirery e
YFCS 2 | @AF- TNRIZA [ 417 0 [{rret W [Fw@res @[T, SAEG To5iv amie 36
of Iff o[y fReTT @4l 27 |

¢. 8T 2197 (Potential Product): €2 *RT IS sitaya Toe fefe ot (e sfimcs FF w@eaw
SIfEl e “AE o ft@rer (AR (531 T | TIRT AT 20T (T2 et [ (el SfRes S
ANSR ST FCF | WAH- CIRIZE (T QIR GYFE ST (T AT @A O A @
N GBI DS A, G NS BISt U AT NSO F I AT 3971 |

e e
Product Classification
T T N A7 A& T PR | FTo o e ¢ (ol g Sine Fera (el 9
B e (@R S G5 AL ST Ol T (@A M0 | 93 G2 SI0F 9o ZHR (Sl ey G
gy ofely |
3. (oM “9F (Consumer Goods): T FF 2107 F7sR@y Al (@9 70 fFeresad =eid FHE
Ol AT IR T A, CIRENE (Sl o9y 6 T | (ST A JIAFERNL @ A% TF I
TR (Sl FE AEF | @N- B, ©F, PArR, AR, Glefexs Tonfn | ez fefers
oot fod ©iter fTew Tt T A 5.2 @ AT -

¢ v ¢
AfRrere #fely Q%2 srely Ao Sfely
v v
v v v v v v
STSJIE A9l gatRd GEEAY || PR RRARF R stely AT SAely

@ 5.2: (eETsCE Ao

) JRYE=E 7 (Convenience Products): T 4] IR Al (ST A JIRLIIAIGT Fgre s
AR T FRIFIR AT (F KT P (5 1 I8 T I (b8 I SR
ARG o0l | TONT- 8Igq, (e, TN, AQT; AT A6 F{y - OIS e,
TAEA, @ T AN (SIS FRLTTEF BIH TABS AT (ACF T FACS B 0
GIIE ARG 207 IeT TR ACE | ARGEHE =A°l7 57 &7 | Wz g [Raqe s 2@t

i) STSJR™P 247 (Staples Products): g =17 AR A IR WA G SO
QTSI | TIA- A T G FTYG AT AT AFB TAIRA |

ii) SITFE A=W %7 (Impulse Products): (TR A7 @TFew [ B-SRaT a1 a2
T MR @T I ACE GETENS OISHNT AW A0 AT (FISNT A 6T | (TN-

TN (T, T (L] T HCRICAD |
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iii) TP 7 (Emergency Products): JRERCER 21472 Pl 747 Teo A ¥ TR0 |
21 TR (P AT TP AAFIT A G OIF TP SN ASGS Tl A | ST
2L (P (G ©f T A0S I R | NS CFC Y01 &S e (370 91 7038 (@wol
O @ I AE | SARATR, GG (5N BT BT (AT DA @i 2Ie
CIBRNGR G0 B BeTi WAl =0 A fofd eeefe fofere 2000 B ool BRIR
3¢oo B ey fere A4y 29| (NG BieTed &y o) SR @ eefa oy |
FreIfq® TN BRI ©IF & Seiel ey <7 |

iv) R FIIART® A (Delivered Products): (T I e (OIS PR TR F A
GG IR TRRARFS A T = | Y, TAMAE, 9, -7 Tojin @ i
AT SRR |

¥) M8 217 (Specialty Products): TR (S 2Ite0F FH 8 5ifnl (SIewa 36! [oara
Ve 95 AOh13 SR (F, Sl ATLTE! TS T FOFFS O[3 [T T-ATHB s
T OGS ANF | @ T (S AeleE [T oy e sTeseifre w40 27 | (7-618, [
(AT 1T (- &R 235 207), SHIa T grel, wiE 8 ATy ez
G, epter Tonfn Rf4® e 252 Twrgae |

%) AR =97 (Shopping Products): TFF (OF 0 ¥ IAF WA (SIS sF-ARwgar
(TSIEF B (O I, T MNEFS [fog FREFE [RCI6 I AWEHE raie azel I
GR G TATAS!, welled, W ¢ BRER TAR fefe v f[fey MK wemiEe
ORI T @ I, ST AR 9107 T | @N- R 12, APRRE, @fee-
Gffes, Tyl Topfr AfoR 2t SARI | ([T ORONy TP AR AANF d4To
¥t ifirs froe w4t T F201-

i) GURY 997 (Fashion Products): GRS OF 40N 612 AT G5 [{OIT AT TWRT
0 B0 | RS T FTIFS QT2 ABAF (ST GRRE 21907 @7 | 93 ey
faery qifers siafbey, [FEST A1 3513 @Ikl (@FOltF e T 8 ©f T FACe Oga 6 |
PRI, SETFE, FE S 27 T gl e« Swiead |

ii) G 797 (Service Products): (T A AT FIP AY QIR (FRTAR FAwIO! IS
AT & (A T SRR LTS T, EFR ACE (RIS &1 T | @ SO AT
Tere (¥ R AT | ety S, @fte, GRfeNT R Sy et
(AT #ATHNF SR |

R, & 97 (Industrial Goods): @I 267 JAPR (S5 T FCI AFRGT A AFCHAEA ST*T &
T AT AT AT QLTS (B9 07 (oA FIS AOTF T AT Ol II7© 2 OF gy
ey I | Py SOMTEIIE @ 7197 T I AMCE | AN JGME, IFATS, FIT, SNt eFs 247 8
Sgafre TEenfe Tenifn | R fefers fgsrars waft et fow warza -

) JIGIE (Raw Materials): (TR gy §OI% #toiq =i e [Rve &7 @3 Al AR,
“IRER I ATHIGR FRdl FSre ) @A TR 2fo7d efwrers w4 &N oFR Ao
FIGIET =1 77 | R i 9 sonee 930 29 il o 9 AW 72 (F) Fere
PIBTHIT; (AN~ 2N, LI, BICeT, Wetl, *P7y, Fe, e, RAMT® ofe g Avers 73y Tojiv g3R
() EIPros FIBINIT; (@N- S J7, T, I7& 70 ¢ AMS 7 Foifn |
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¥) WY-FS #°F €@ FHRA (Fabricating Materials and Parts): (3R Ig=ey §oe 2[teia
R “Hfere 27 @32 fFht efiFaeresared «F SAWE AT T4 TF CIRTET Y-
FS #1478 el N AfB® | ©F, B TS, @S, SYES 9y (1), Faver, ers
ToTW ATLT-AFS ST SHIRRS | W, BT, SCOINIRIRET B, i 2o, q2Ceera
I, B (@O TofIir TFRTE SWIRA | O AR FF (form) ARETST 71 T2 TOIS
Aoly TR JARIT 4T 2T |

) i TGS 8 ™G (Installation): @ TSIT Fgey [T =1 ¢ AN =7 qR WA
T[T T4 2 | g 7S A7 el #Afere =7 a1 | ot 7@eiife 8 ife agive g2 o
G©; () AT @ 999 (Building and Land Rights); TINT- JIFLE!, GAINEE, {oAT A,
e fafee, A Begifm =l | @R (X)) Q49 T@NS (Major Equipment); @3F- IC IC
faifa, TRi- foree 3fee, Imee |, G, pat, @ifere fiept Sonfn |

¥) WEiE T@AS (Accessory Equipment): SITA3E T@Afe «F @aa ey 3 M
TRAVHOR TRAT FIE FRTST FE G AN JOIS AT S =7 a1 | ©fr q@iifos
G SR TFoNfeq gerife S W AT | SIRAIRSE, wiRfe 79, foneawa (i,
(R ™ (@, Yo AP TN @REER Topf el q@sifen Swzae |

8) FRTE A (Operating Supplies): @R oy oge *fd TAMITT AT 7 LG
AfSHITTE S TS I AT @IF AAF I W OIS NN | @A AR
FTRAETFANES I CRced [Fedl efspiaa I TRTSHEs Te AR | (0 ARwS
I, R0 TO, (PR 8 EHHRIRT, AP ARG A, [@fes |, SN F6
AR f&ferria Terifn =R AR SwiRae |

%) IS GTET (Business Services): FARE CRICE [ SR Py’ e ey F4r
G ICRUIEAC S Y RIS SRYE 7% | TFAMS e (Maintenance), (TAT® SO (TAT
(Repair Services) @R JARE Wﬂw (Al (Business Advisory Services) BISRIIRES
PRI EYE | QI (T AT §i& (eI 2aviF T4 27 |

Sy A

SOy REAT G EINI TSI e fEfedT AT TE QA (NBICS AT @R T W&y PR AT
R | o0 g A5 SE auTe S 607 T T I T (@l A (OreT Afeh Brag
THARTNS! #T® 0O /10K | (18 VR - (iferd FRl, I@oe Aely, ropifére #fdy, IfEe ey @
TGIY 07 | HFE GFCEF AACE Gfo AT ST Ot T4 @A S | U2 Y3 ST G0 Z0R (ST 2fey
qR g o7 | (O A JIRIRIL T S TF I AP (O IR AMF | JIQER fofers
oAl for ©itey fiew w1 T T - F) FR[LEF 2/07; ) fQ*2 sy @ or) AR oy |
SCE, @A AT TR (O T I AFRET A [T Sy T I T Al (@ FE HAely
LTS (ST 2] CONT IS ASTF T ATAF Ol IIZ© TF OICF ¥ Al I0eT | 37 TF &F0; T -
F) JIGINE, ¥) SAL-Fe 247 ¢ @, o)  ©fF T@eifs 8 ife, ) sigfas q@-ife, ¢) =
AR, @2 5) I G |
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i i
Product Decisions
@ s

qQ AS

CoICT S
o)y PTa@sTR W FACS AR |

AT o) T 8 Roolas @ a2 FAW GO GFF 2607 8 (T 70 (@1 [vg ewpaef

e

e = | ©f 5@ 712 5.9 @ (AT ZCeTI-

*fely Sfely L

oa 5.9: @FF 207 ¢ FIF Prare

oy e

Product Attributes

RRINC

T SRR CFCG B ARG (FOIHT AW AT Z0E, ©F R A0S TR 932 SIS FIREAR

FACO RI | ARG et =0 AT
F) AN (Product Quality): “TNF 2R (FOIMA ARSI G 8 I effew |

)

Q)

ATIR 90 W wice | qell-

i) ST (Quality level): REATFIANTE TN AR LATNS 55 FACE 20 | AWEH TR oAy
R DI TofF T NG M€ TS AN | (1, A T Aoy 47 I (GFo12 5IF A
T GIHTSR M4J AT | O3 AFSHAE TO2 (GFoimd TS NG @3 af sy
ST NFBCH AR AN TR QT @6 MTq e FACS =0T | ATl IR
@MITeI2 0, I 9 (Performance Quality) |

ii) e GREIRFS! (Quality Consistency): TR SESL e TR AwF (RIS |
faeIE % IR0 7@ @ AT goye g [WE wwes g = «fb? =t
T W (Conformance Quality) | (SIETMA &SI 2T & I 2fSHIET SHBES
A T 0T A (53 IR LTS F |

ey 2387 (Product Features): 2fede 73w fafeg a3 @ st o 21t afstaa 2y
(A AT THAZAT T ©AF OIS Ay TIMFIET T | GUFCG AN ez, gy, At
TAISr, SR AR, ACS A Topin WS w9 @re HAied | dfev afefme wew
foeias ¢ T3y e MW (Fold 72 Waded o ey JRd qes Fae
A |

a7 35125 @ fC&ZF (Product Style and Design): (Or& €2 I ¢ afetareneie FfRur
G SR ST O #97 512 '8 CeiRa e 4l | 3518% o1 fGeea i 5 72
FCE | 2R AT FATE 613 01 | IS (SIS YfE TN & 3518 I | g 612
W (OIS 297 (AT (FIALFIT GRS ARG AR T | e 4oy feengsy e fewea <z |
Y T2 e AN ATF Ay TSI dF© FT 79 2T |
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K

Brandin

W‘(KEIT"TWW?IW@WTTWI a5 #ayc i T & I - | G0 AT =y
CRICAT ey (TP WMl T &= AL, b, 9N, d6is | fTaizs, 1 w7y @il @2y g Fa9
AN TG e FAEAP JMGR (Branding) ICT | AT (T oo wppd Raw 7ot Jifer |
FIEE TS @A TS w10l TAMT T8 IS Tl Wfg S T (ASANE AT @ AT
T I | L TR 2 AW FAG T AN, O, qSI, TF¥, P HIe! A @AEE AL
By SR A @I fSTPT A9y (A AT I | JGR ReAeTaida v ¢ Jewrer s | Jifer
ST ©ie] I GR Arome| Bfe w0 | 0, SPie (ol @i 378 77 |

[RUIIEE)
Packaging
(AT (BT AT QTSN TofF T T (@, O TATT ATl IIfGE e (e e 928 T (@0 A,
TR FF SIFow o0 AT | A, @W@WWW%WWH@WWWW, Forer, g Ao
ﬂﬁﬁ,wcqmwmeW@l%Wﬂ?W@WW(Package)WWl
AT AT (T AT (NSFFA T T | (T 2 A(FOF W19 (G AZered IgF@e
FCE (SN | (MTF AR 2[6lY I GH IR T4 8 T | IS TN NS AFHA (TS 2o elfis
T&FSIF HASRE Aoifie T | T (@Fo @ Praes geifte 27| a7 foq st “misfer war @
A, @ANS-
¥) & GICE (Primary Package): “93(F 403 IR &= AT SR @ LIFF I77© X, OF
AT “A7IFer A0 |
¥) WGEF (TF (Secondary Package): FEH T A Tl faSiar «IH0x I9% 27 G AHF
@z @ff 2197 JRYET TN (T ST W, OF NGNF 27 6 |
) AR NTS (Shipping Package): ¢ I, AR, AMSFAIT & DO AR IIZ©
SRR iR #I7taer I |

TR

Labeling

(FTCIfeTE T0BR ~ITHTeR-97 SgHl- AT #1ely, frare! A1 Seoimaaiar MG [feg @ o275 ans | aft @5
oD (AT ST IR Gioe Qe A« 2o I | (FTAhei-a3 foafs e e | 30 () =7ewgd
(Identifying): (TG =9y A JHISCF =S IAC© FTS! FC; (¥) 9799 (Describing): T
AGOIACEA W, &S T, ©OIfFe, AT TAME, IR To KW @Tce Mge AF @3 ()
&FTIF (Promoting): NFRA (IS 2197 I (AT &AF AT I |

MRIRELE N
Product Support Services
o] (PR SEF L e TR (@Fo! CRN @ S oo T R Wy e, awred

(TR, SACES, I AR, [FREre A1 JifHce 707 [ Topfr SEaeary | I8N @91 CRIE AP
feBia efsrariees Ffur et AT e 97T F0R |

/o7 e

ATHIACE 27 TSI @ ooTTa FHGET 22 FAF G GFF A0 8 @R T (@ 5y wwgyef
e fre 23 | ©3 FTaieag 20 - ooy ReeaerTy, Fifes, @R, 8 #6) F=heF @[ |
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i Product Line and Mix Decisions
@ s

Q #M1& CTT AT
o O A @ Aoy e F ©F 0 NI
o Aoy FRRTE AR I T ATRCIN; @R
o A% N FraIR W FACS AR |

(@I AfSHE AT 2907 I @RI 0 T S ARSI I 7 | ST @R @R o4y A G
0 e 6@ ©12 ooy e @ AT 9 Reremadies dia Fare 27| vy ©i2 79, [eesiae A0y
TRFAT 8 2[0] TS (FTE &= FHF T A7 il @ 717 Aifq 7wt fog Prals @z Face 27 |

A7 AT 8 2oy fipger e

What is Product Line and Product Mix?

(@I AfSHI =17 TREYE @I A SN - AT @RI AT ANAFSIF #fely A 0T | 2/ely
AT Praea F@ ArersB 67 AT T G0 I [T (@ AT 2 | @2 AR AT 932
@ET IO IR I T | 9T SSTET ANCAT@T 8 FANSTT A AT | Awwess, 79y fie 2oz
LSBT 2R TS @ ANEF For | w2 (I AFSHT 7@ 2T SAWT ¢ A (I e
@ G R I ST TGS G0 Aoy el 07 | AT AR Sheeige F6e 2190y fem oifoe
T 2oy f |

oy Rras SAmIRTIR

Product Mix Elements

ARSHITT 1ely Firera Sormrpz FMesa @afs Svizae fod 5.8 M (e zeel-

Detergents Toothpast Soap Shampoo

Biotex Close-Up Dove Clear
Breeze Mentadent | Lux Clinic
Minerva Pepsodent | Lifebouy Linic

Unilever Natural Citra Organics
Omo Good Morning Sunsilk
Quix Pears Transparent Soap | TRESemmé
Rin Vinélia Thermasilk
Viso Vibrance
Wheel

@ 5.8: FTMETSR-UT *0l7 e (Fe: https://www.unilever.com/brands/)

S. 997 e &% (Product Mix Width): (St &fSditaa (N stepenifag At oy e &%
I | (@AN- ST -9 BIFD “fely eTaq oF J0ACR AT SIfeThl 4.8 @ (R (AR |

3. o7 e Aef (Product Mix Length): (1T &fSBitTa aweten sy ffeca it Towter
OFF AT 0T I OF (B MRAJE #0F el Ty I | @=- TRferod @it 73
qRC feorRTers, o qaeaa GACoRG, I AR A 8 WG GACNG [T Ay oo e |
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QTFCE, SETOR -GF A7 SR M = & + 9 + 2 4+ b = 29, T TAET 5.8 R Ofedw
T BT AACE |

©. 247 ST A8 (Product Mix Depth): (ST AfSHITR Afia ArersfG st Aewae 3
APCOVCE 2] e oS! 0T | (@NF-28eTe! (@F N 8 «F=F Lifebuoy ¥R 8 LA
Lux R R/ 303 | QU efSSias #reiy fReed FSiael 202 8 x & = br |

8. 97 fSTIT AN&ETS (Product Mix Consistency): (FITT &SP Aepifaeteia I 7209,
TAMCR ToiFael, I elifer @R ey W (Ate s T@ieE siely fee A re! I |
fafeg sterTifaa Towr Aif|s IR, AW SATA, I ifer 7 &= (@A Qe faw
AT Y TSTOIE THFe F(E, O +107 Reld ANGTe! 0 | @AF-28erod @
GFT B TR TLITT Stoirstely [Fote F20g | Tt AfeHAB ofely Fuire Aesret 0T |

MEIR | EREEICHEEY

Product Line Decisions

fes 1oy e Sy efov Fge = Fale qaR ©f AT &= AcAey [RET T Scam=i w4
RGIE
S. =7 R fReAT (Product Line Analysis): afS@ael T3 &R BrF 467 &=y [eremaidiee
I RS A A wrely i [(fey ez R s e e azet wwwse 27|
fReieRIdice “tay A e wApR wire =3

F) 7 A7 &7 8 TAT (Sales and Profit of Product Line): &f$3Itaa terat 2y ifice
R LT ASYS AT, (@R AT AfSDITTa (6 [REw ¢ (5 [AFR *foFal ™E
FOGE AN ©F T [RANTIAT Ty 4TS AR |

q) ooy AT Iew AfSEEST (Market Competition of Product Line): 93 Il
fReeer T et RerasRa ity | Reraiar fres afesies sy fimmes 3t sifet
Tofd TR T I S Af ST efeBitag woly Mfete gt F9e3 | AW o gEmite
CFIFHA RO LTS 1, ©C A A CIete bfee I AT 970 &A= FCIH,
TS eSS (IFIRET T 787 =7 |

Q. 7 AT ANS K& @S (Product Line Length related Decision): oa@€itE il sAifaa
[y A5 (Optimal length) WG Fra® e = | @=1 #fdy Alface FM0 SASGT AT I
ArCEaE A1 I ©F e a1 weoifqz | oy A s T afevims 7 q[r eelfe =7
R @ TERY AE® T4~y A7 (8 efevm Ko e Fare v et s
G 7o FACS SRF F-UH(0 NN I AT o Face [ 7, SR G (@Al (oue
g N TR | @ I Ko (AT oy Ol Fgrew caeds ooy g e =09
3B AfSHI TOItT AP THAf TR TS IS | T2l- (F) 2ol A7 AIfre 7 @z (%)
ey | AR TS Aol] ARG FCH | W06 iy AfTF AT I=LARCR Awho g6 S T
EPIGIE
) AT Adifresa B@® (Line Stretching Decision): 77 AT I$ § 2407 @ed A3

RIS T T SICE A I A3 Ao I | @A =l s feqerg ardifre
TS AR | TA- (3) g Ardifresa; () THYA AifreTas @R (0) TSI AR |
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() FETH Adifresat (Downward Stretch): F AfSHIT SFTo3 AU RASI el
o] SRACH S (T | AT G TN 27 oAV &P 307 | eens ofely
Tt [ififere zextae o6y ifaa gt Ardifresae a0 |

(i) GEIA AAReFT (Upward Stretch): (I @A 2ty =g T2 sy
TAM @ FACE O 2T SRR Ardifresad A «Afifve 2w Swe @
AT FRAI AT T ST AL FAALIT 9100 TRAT € T | STy S0y
7 qica qea wifes TEffE o6y Seemes 2o o | geitag ey wrifre 27 |

(iii) TSI &AFT (Two-way Stretch): TIT IEIEE TTO! JIH TIBA I (AT
I stepaifem gt a1 SEYRA e it Teweited e Fraiw agd 3, o4
St SO TR I |

q) AT TS 247 TG (Filling the Product Line): *fa I8N @ed W04y
ST SNBGT TGS I AP AIT® FACA, OF AT ALASH A0 | IS J1
S T (G5BT G ATSTINMAE FOC ST WA FAT o5 SrmeHy “o7oTa e
AT AL T Y |

©. AP SYRRIFRS MFS F@® (Product Line Modernization Decision): 25fTe #%fs
(AT @ 21 TAWE I (@I AfSD o afewariery B Awr Twe T ©ig,
serifa T ge RerasRice s siySeaer et [ewar sace =1 fAyffe
(PTG SR R AR Sigffesaer w4t -

F) UG YT T I AT (Piecemeal Modernization): & T Aeyoifa Sgfadreaet
T T 8 AP AT 4T AN T I | 93 @HER QAT - (1) TR AE
@I AT T B3R &fs (@o! ¢ fTamma afsfaar s T W3 (1i) T FIe
Gy (AR S @0 (@ISR Ry 90 )

%) IR MYFFIFIS (Sudden Modernization): @ FIETA ML @A AP Fq@wET
AN AR TIRCTT G-I T A |

8. MpNifd EM*BFae WF® TS (Product Line Featuring Decision): T4 foewaiat @& Jt
GFIfT #enF 3Ty ReITeid JFNT I (@Foimd W96 QT 47 O3, SftF ~enfad
BT I | GTRC@ RIS AR M PRI Ao Sea 31 (o e
QR BT | TS (ORI AT A WIFE 0T A W g 2 | ARKSIce RS Aaifaa
T~ #1oly R AthsT a2e T AT |

¢. 2MNfE Afresa9 (Product Line Pruning): FIC ST fSditam sepnfaa g w=eoe
T ZPT (0o AT | 9% SR Aepifaa gdel wigewete fHfze w aayere Fay ard
AR

G 7 b1~ 330
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/G7 e

(IAT Af DT AT TS (@R Al AR N ST @I A0 AT w1ty R 0T | 24ely
il 2o efSDitaa AT ANfTe ¢ ANEF Fo | 20y SRR ewesd SomMNateT JC- oy
fSrre &g, oy e s, sior R sreiaet @ ey fptes Awesret | oy AT Sgaey afess
FYF RS Pl YR O BT & TSy 7w - #1ely i fRKesaet, sfely nfesr e sfeerre
P&, <1 SyFReas MEE Prale, s R M@ rae 8 2epfi Mfresad |
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R 1 &I b 8 R @R
) Product Life Cycle and Marketing Strategies
@ =

Q A1 T SAH-
o 9 QIR b F O IO AR
o Y G B SRR TR FACO ARCIN; QIR
o U] QI Hlerd Aoy B R @R Rife SITebar Fce AR |

Y &I b 2
What is Product Life Cycle?
@B T A4y A RS ~At Al oD ToqeR Wl e (@, ~Aclyba Raweaa «Afaier Serares g =ieq

QR M e Wit IS BrF AR | (&FF ANE HIFleT QFBONT IS WL IR A0S AR -
fAfSg TR ST FACT TUFST qo AF | AT @ A A A (F, ATSF ATARS. QF o
GIRIF-5&F JCACZ 190 2T ST SItE (@ 241 A 417 Sfo@ry 0o 7 (13 ASTANS 20
GIRA-5F 0T | LR GF(B ATF TAMCTR #/F (AT A I 770 @i =207 A3 »~® @7 R~z
N7 AT 4T it SR T (@S T OIS 6 T AT G- | QR AT QIQIb0Gd S0
ALGE (ST ZCET -

ey QIR HLFT TR

Stages of Product Life Cycle
g @35 2t SR f5d 5.¢ @ TR 20 @ [@ifs S fq=<hel-

S. 47 &S (Introduction): AT A TSI IS TET TH IR ATF AT ATIWA 6
/e FAAT & DTS I BT & | @ e Ko =i coxey @f* =70 1 @3 e
@ YAIFS WG 2T Sfo AWM | TR NS CHE TP QTFAEE &Y Al | 2] eReqS S
I D IR ARF TR AL JAIFN 71 RETE YN S | SIS JAFA FHT @
ST #{eelra o= @pa fRfeear w1 =7 |

. 3@ (Growth): T QIRbLS ST A Al Ky AT, (@O A0y A Fad i
oM TCT AT ARG AGCS AT | v.¢ TR g dfe =y S0 (M AR, efaa e
e =Ifre o sifete I =itz @3 @12 *ifere AT AT A= | SITeli beTie QIR
g e Al SFONCT 6T TN GF Ay 0 AeRNC T FACS ACE | (FHfere &y
ST AP GBIR I, O ST g Pl A7 YT WY1/ Gerae 3 |

R@w

ey T e o Aol s Sl
@ 5.¢: AT G 5
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W(Maturity):ﬂ i efsraier SF (AF ST T© AF | @ [@@a wAfser
AEIH AL (22 AT =Y 20e AT @2 OF A JTw @Are = =701 @ o=
AT AT ¢y AGCOL AT I, WS AN A& 7<= FAF Sre<y T IO
efsraremre T 7T |

YIS (Decline): “It90a GR-50& @6 T 4 | f@reza ARSI S8 9T (TS AUF | T
1T AR T TS A T WS 6T €0 N | T e Bfem i @ e wwEE
(5 FREA (BT 2MCF (T 9 27, SR 21o3f5a sfe =06 |

o] QI Seerd Sy B el @ eemTR

Marketing Strategies in Different Stages of Product Life Cycle

o

TG 7

oS AT 19 F™T (Marketing Strategy in Introduction Stage): T4 (FIHI T« 2}
ALY T R & —IGT 27 G2 OF B &A7eH | G A (IZAN AT ATSII(6
0T BeRCE (- AT, AT o7, I 8 ~ofed Topiv) T w2 T 8 W@ fufaer
FACS ACE | B T 8 R PR [Reavar 3@, Reras [ s orft @ ee @

goix
SIE K

G

o

XY
e ST WA (IR

o 5.u: T @ ePiiTaa BTl (AE T Bea el @R

» 7o 3R & (Rapid Skimming Strategy): @ (@ % (e o] IENT QST T €I
BT SRR (SNHE STI FCR ST BTl FNST &) 24T AR T 47 |
fpoIeIT EPAITaR (ot AR BT 9% R0 AT AT AN B &THBT SR 7 | 7 CFd
Q (FTHE T (AT |

»  TgF/AF R @ (Slow Skimming Strategy): @ (7@ T 0= #07 I TGl &F;
g eblF FIY QT A STt 27 | o1 476 IR Srer BRI esd @ (@&iF
ST 2T T | IAPTEI @ AT FACST Sty @ (FHIeT ael 31 2T |

" O &R @ (Rapid Penetration Strategy): €2 fR=/q (FITeT AT & ACF I g
2BICER &) T 41 T &BA BT | @ (@0 @ oI Sprae Sl 2 (7, 2fF b ¢ 7
T AP A JRET W T el T A AR A [fgq Feice (N6 Jre
AT (JCT A |

»  TYF/AT ATI* @ (Slow Penetration Strategy): @ (g 2T o7 I ¥ 1 27 @R
R ePTIta Sre 290 41 ]I I | G SO I T @i ARFIACT delfe Fea (@4
sifaeer fifeE 4T 9T FRIIE T 4F6 I TAF AR Fre T4 |
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3B w7

2@1% A o1 @ (Marketing Strategy in Growth Stage): oqfa A e [ww
FoRa I A fog @ M QS SIS W A FACS AT | ©IE JATHE
T T ZEG & AT AT | 0T TP S (@q0e I | @ 2=y e e

o SAfSHITR AT T B© I QR AT By oy SRws et 2
»  fSH Toa e Reifere Areta et 6 |

" R YW I AeTIfeT R Ty @l SHI @loBI B |

»  RG(HIR &P 8 A4 AT 33 |

o AfF A @A PR T I ACS R FIT HFSF QAR AT Tl
Sgelfos w0 T |

G G- TELAGAT (I AR B A GBI O FSAANSIETE ALZACF F7P 50 ToTCe
M | O G SFACT & WSS A0 ST R | (P ATt A Jareer Jiaa
AOTHIT @ 2RI beTfe TR &fs I wFPg &AW 0 | O Ao7-83w, &biF 8 I 2pd =g

WWWW (Marketing Strategy in Matured Stage): 9 AL T AFSTIT
Q¥ S@FET Aoty Wt sforaie Aoy (=re M Tom SESL AT afs I #Ite | SFf A I
@, ST AT AT @ GB FF FCF I9R T9d /0] IS BT O Te 26T AT | O F
aFoNe Ml (IR @, Sffeielie srre RSy @ TT 0 ARE IS ARET FACS THY
TR | @ AT [oAATHIST foq dFF (FTE TIETH FACS ANI-

» JE ARNST (Market Modification): 2f$¥iT 1 o JTT o147 IRQFFIAWR
(TTHCH JITS IR T X)) AR A 4R JRIFIE0E a4l IE IJQET
AfFIer AT AR AR TS FACS AT | B 8 ATABAR WL TAIZRF AT
FRZRIAITE ARET® T Toq I@H RO 2@ I IR AN ARF T S
T SIS e (ol 2/ TR IS IRRAPIAT TR I T4 787 |

= 7 AR (Product Modification): RoeaaIat SIta 7 sefeiefen *=Riw st e
Jad T QTSI AT CIFBPIR SARAE AT AREST T ACS T (ST AFB T AR
IS IRRFPACHT AT AR Y =17 | @qiqe foxiG Ty =Aveya Afes w1 23,
- F) weled T, ) (AMB) Tgam, o) IBIRER SR |

» o AfASeS (Marketing Mix Modification): oS- fifeg Ssimimetez
M4y 12 Io7 AR M4 e [ewx Jfaa (081 w1 A7 |

STYPIfS A 919 @& (Marketing Strategy in Decline Stage): Sf4&Ie =iteid fifa
AT A SCATS (T (AT | (P (@I 20T @R ife T39, T (FF0E 7o |
T *Tree @ APe Ad @ 93or [ve TRE e =7 IR 7 ARce A |
SR 2RI fATe AMTHoRTR a2 I @S 3 -

» W& oy BfFesad (Identifying Weak Product): RoaaET &2s $6a7 ZETT GHe “felyete
fofere = | woqmmry afeds uafs [fee st 4o ware < | Sl ffey aife w2
QT I G TR YO ({7 FAC G SR FAH Wi TS |
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» o (P € (Determining Marketing Strategies): @ A ot o @
TS o T S T T G @it et F207 |

= o7 2{fe"t &l (The Drop Decision): ISR AFF 9 f[eae v 3 afed e
IE @, S0l IS (AF QE (W2 O (T IR0 SRl CTOA2 ST B0 | ATHE
afsTi faeg 7! ReR s o=y efediem Tz e e e i@ |

/o7 e

G5 SATCF AR 2 (AT WA 67 7o REl = AT 2@ @~z w4y e «iest qiet
AT T (AT T SIS e T AT G5 | A0 AT GIInee 815 4ish A T2Al- 9107 2,
a3far, sforefe ¢ samifs | eed *RKiw ~ffEfe @il 5. o B @@, 2,787 FiR @, ©.
T 0™ (I, 8. TgF A (F*Is <9 Il 7F | W, @3 ~IAine o fo @iet agel vl
=q | ffeieifeR ARSEE TN S, e AR, . oy oA, o, - A @
(ST 7Y | TR, e R TN el ooy Dfresacm 7 e i, oy &bawad
(T Toyifr el T (AT I |

3T T B~ 53¢



AT 8 TR e

i ¢ BASRUASEGR!

Managing New Product

@ =

Q AT T -
o T AT 4T I ©f HIJT FACO ARCIT; 93
o T oy TR Praices ARy FACS AT |

o TR Sy AR A TiGoT® 21 Felta el BT FF 70 AR |

FILRTS T #ely Io0© ST (@ #ly IS =T oot 71 A (@Forr 2t S e (18 2/elyess I g
oy T A TEIRCAR ([ T ACE (7 GBI (A& 1 (e 51 g qfSerer (2 rl 27 |
AT ST T AT IETCS Toe TGS AUTF QIR |

T AT 4F

Types of New Products

SR ABETS AT FATT WL (@I (@FIT AdPfars @ 267 fewmr o Aaewes @R | @ oed
AR TSIl Jfane e o107 Ty AT [RCald® 27 | Mg A foreng sRie! Fare ~Alf geve-
@ AT A (@ AT =11, QIFANEL LNANER [Co! AN NSO FRCR Sl 9 #/f &l (0o
AT | AMRTS @ N AU ATFANES Too RETT @ AT (@I g 7ol e AT 1 | edrre-
AR BT (FIF AT (I GHCN ST AT AT AT @ Ay o0 A1 | Porre- qio
ST T O Ty ARCS TG (FIF o1l ALAE FF SILPE T Al I AN | A A @S @
@A Sy 2B o |

New Product Development Decision Process

(@O “lew, b @ bifen afsfres ey 2t | T (o vifgnr ¢ e afsrriter b aF=
T ATSIF ASHIT AF ITAF TP ] AR ToAFHAT FACS W | T #fely BF ArST TR R feterey
SR O T | T o9l TEIR A WG e ol ware oif | et fiey e S
4l -

S, WO AT it Tjﬁ (New Product Idea Generation): ¥9« /¢ el ‘[@? T4y G o ooy
Ty o | Renes, e, Wem@r—w ITAT AL, m?ﬁrﬁrmcww@
NI, ST 2o, NFTE dof® TT RC® 79y =ell e @O A | Ay TR
o0 (RICT T (ICT I A (A B R0® 77 | QI 3fB 1 0 7490y T el W8 |

3. 49t YT A (Idea Screening): S BT (AF sAeq F7 (AN GG ARSI Ty
NS FEF e 0O A | @3 B [y qI9aa W1y (AT G0 @i oy 74D
(AN @7 e 20 | @3 oy T afops a1 @il qrwiE e v, afedies wnfde
e, egfesrs g Tonif | RIaear S TR0 @zet @iy GRenfors F3059 S0 Sy qFetete
Im e 2T |

©. Qe SFAT W3R AGIRFF (Concept Development and Testing): €2 ¥ Hifbe «FecE 26y
QIO ST FACO S | G AF G0 (@I T TRoAWT FAC0 5T (T CFGE 8 (SIS
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O BEF @ FENT G0 [CEHIZT Codl FACE AT G2 NFTAANE @ 2107 Foa (@wola FIig W8
AFENT T W OF G 211N TS A |

8. fo19w @M= fNdfwer (Marketing Strategy Development): 99 2T oo @<t e
oy foufs & Af#3 WWW@|WW°WWWW,Www,
R, AT S QIR AT FAF IREAT YA TR 6] AT | Aol (et fgfon fastw

o Ao RIS o, IBT G AL TR O [T ACHE (I I IR PO WK
AfGSEre ACRImM @, Tt 77 G ool el (@FiteTs I 4 |

¢. AW RIS (Business Analysis): 90T @ifes ©it7 Raas 3@ 7l T @ @8 T9d 23S
FAITANS FATSETF Z(J Bl | QI NCT AT S (@ G0 [{EEer S9N (@I AF- A0
TS, T AT AGPSIF A (N AL | #eli WRBIRME, Aezd TR Sgae |
A 0 A o1 @ Ranetens afs [Re s es 2@

Y. 97 SFF (Product Development): € AN GRATE IWE T 8T W | 9 7Tg Al
e taf*2r ¢ fCeisea =147 ©3 T TAM 1 TF G2 R O IS (0T (S
AN

q, SAFEEE RANT (Test Marketing): @ B& @7 206 (Fort fFowg agd F40z A @[T
STl Wy & 5 ffy 1 PRt @i a0 of IS (@9 IR (58 I T | TR ASHIES
FReoels 2 #1oTs (ol FTT FOOT AZATAMT ZCS I ©F TS MR A0 JBI (P*IE |

r. TR (Commercialization): 95T TR T 0T SFAHI FICHT 41 | "’@WWT@
QFTG T I QTR A ISR I @F A0t @2 I (7 Oz e fafenss fofers Tesme
I IAE (G (ST T | QAT (T REnete [Iea 60 7 ©f ZEl- I A0 2ers 23 |
I TS (A, FIMF S ZTCS Z(J G2 Fold BT (A |

TR #0lT QAT [HHE DS ST

Individual Differences in Innovativeness

TR (R AT JRCAT (FG HPeT (FOl AT G&F© YIF I I ATCl (M « | T 7y QR4S (F+(q
GF GF G Ly ~A1LF %7 T4 AW | Y (ol Y7 7=R&2 AT @2l I WA 7 (ol e w0y
SfS3IEe J[ 27 Aoly &A= FCH | T ey AT fogora s [eavar F@ E.M. Rogers 3ol
T (o ey weer e s ©f 9w oa 5.9 @ @I ZeE -

F) ISP (Innovators): TR 215G TITF AT ST 2T @R A0S <2 T4 &=y @fa ey SeT |
T #el7 T SAFTF IACY AN AL GBIF &A-e FCI T | IR Q7 IR SIS LTSI I 1F |
ISR AT 2.¢% O Tl @ @&fog TREE | FORe: QM M 4 I | @ @&for e sy
OFR T fFg AT FACO Y72 AL I ACE | @ N (@O g, MfFe a3 e T
I g AT T |

q) H© ST (Early Adopters): SRSTFRIT A2 AT I | A95T 7207 “Affow s =
ST SNl &= T | GTAT TR ANCE AR 30.¢% O | @31 frers Jemeary 9 o f[eava

s @ T@ | @3 TR ewe| ey ReM BiFe awe MItE TS T Ay
bR (FC@ @Fd ONH ARE 0 | Reemdit @ @ifiw @wreima M e @
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IBIRCAT &y
[EEICT I e |
qCF | FET @
@iE (o[
s (e
(Opinion
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ot o
BICH atmg

et wfeem

8% elifse
W%

2.¢%

5@ 5.9 : T ER QR TN G4 (916 B ARITIAT AT

FiET© LOITT TN 40l T AL =7 |

%) H© WG (Early Majority): §© SIf{Gal At qtd 32 @ ToFoR AL 2197 T I AT |
G g© ARIFER ST AoIe T | 9 87 Retaa qo ww@es)d ofil *Ife 3 |
NS T F7 @ Tod A% [T AT I ©AF G7 o0l TF [y o[ O @R
IR @GR A TR WAL T ACE | GFT AReTS Ty HifFe «ae pIpAree ifas 2 oIS |

FAITE QTR AT AR 08 % Bl | TS 15T AT AR T8 97T AT &7 I |

¥) ety 9@ (Late Majority): *1<55 I3 I5751% W31ta 9j2® = @ (@oR s @ o3 AF
S eTeRa SIfdem 0 | NS QR MRATT ©8% O | GAT 219 FRR CF(@ (AT 777 &
0e o 1 | 93T AFSA@R MWR &7 T OIS | G A AGTH GJR AT 792 Ao arzel
T | G AR (@SR T (ACH AR oG AR T2 O AT IRIT T (@S AR | @

2ifSF (Laggards): @ @O (ORI T« 97 Q=0T CF@ A (¥ITT NIZF ICH | G FTrear
ST foaIbfe el =Iar AT | G (ST SRET T A Q]I FACO B T IR TOE©]
SRR Q3T A4y IR FACS B | TR I T ANSBIT T ©F 1A G T~ ©feT ¥
fog8 REIbAT 0 71 | TS QT 2IRNT 50% ©Pf | 2/ely TIT IRT FI0R FF© 8 F7AST JF AR
Y8 @ @R (el 97 |

®)

TOT AT &2 AT Af DT @FTHT AL AL FACS 2T | AT (@I @I (el F© @R
S SR (@A ©F e Fea oo S A« Fare 27 |

/o7 s

IS ABfeTS #TeF TR LA (@ (@A AAAfRTS @ Aoy e of e @R |« =g
ST TS Jfawe T Aol S et [RCaAb® =1 A Aoy TelRe Af s WG A orsy
T AR; FA- T A7 Qe B, Gl AR T, QAT T @R S©rw, oAy @ ee e,
AT TR, Aoy T, AMFRETS [0 ¢ AR | T @A Aoly AR CFed T (o
NI 2FS ACE 1 A1 AGT (A 7 | T9F 247 AR (FC@ OF G H1GR AT 2A1LF 7% F41 T |
E.M. Rogers 997 2[d] Q20 (F(q (Foime f&ifeq weer fMe Saces S|l 20l aqeoaaidr, oo
AR, o wfeer, [erw wfew ¢ aifes |
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Managing Services
G =

Q A AT A=
o (A F O 90O ACE;
o (VI (IMBT I FACS ;AL

T

What is Services?

TRE FAR CRI FE GF G0 A (37, I & I (wwol g 7R A ofe 417 | GRS @ Te
@ T 3 JZEY e [ T4 07 91, I @GR /A @ AW A QAT GF 6 FAT T
AT TR ©F T IR F-RG0ma 0T (@19 I@1© 547 I NS /ee 27 7 | @@- Frweea @l
T @F (FEE (AT 19 & 9L 7 FA00 T (8 TS @S (@I [GNeoma 2o et 27 =1 |

GRIT &3y
Characteristics of Services
e fog e @B IR T 7R GRS #9470 ST S0 AR | 94T @RI QBT A S

A1 RCEA-

5. S (Intangibility): G oY &4 BT TR @7 A*INwe! | (AT (7T AR 7 T (=R
T I, O Tge] 47 AT |

3. WfeEre! (Inseparability): CRIT WESFG &f#27 Tk Sfeecre | 9 GRT enwHIST € A
ISP gwe ET (AT ST ST T A7 |

©. SAfRISTNTS! (Variability): CRIT WESH &2y 2ot [feg T eRIF T <t wvcs A
IRT GFe HE AT IF (AT Y CRT [fog 7wy [fog 97 20o #I1ta | Jodle CRF TF AL
AR |

8. WGS SEPITST It AbAeTS! (Perishability): CAF @3 ewgorf a3y 2o @3 wiger | widiR
CIAITE ST T NG® I AT I 1 | (7S A7 A0 @ GTRT N A= S0 A T 7 |

/o7 R

RS FA ORI AT GF G0N SN 7w, T & 50 (ol g g a1 ofe A1 ¢o[w 5y
WWWWWWW¢WWWN|W A, Sfererel,
ARISTHATS! 8 NG AT T AT |
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