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Teachers! 
Note:  This is How to Best Utilize this Book

These Marketing Books are ready made curricula complete with a comprehension test and a related 
activity. You can elect to use them as self-guided study; share topic readings on the whiteboard, or 
disperse limited pages as it suits your class needs.

There are 6 books in this series. Each one is a stand alone unit. Each book compliments its members. 
Note that each major topic in these books starts on a new page. This format is designed so that you can 
share individual lesson pages or chapters with your class. 

Limited copying for select pages is expected and encouraged. However please do NOT copy off and 
disperse entire book without a multiple group license sold through TpT or PattyAnn.net. Thank you. 

Books in this Series Include:

Marketing Book 1
All About Strategic Marketing

 
Marketing Book 2

Target Your Market

Marketing Book 3
Product Development

Marketing Book 4
Advertising & Promotion

Marketing Book 5
Product Distribution

Marketing Book 6
Product Pricing
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Marketing Book 3
Product Development

Welcome!

Welcome to Product Development. This is an important and fundamental aspect 

of the marketing mix. To enhance your online learning experience, this booklet includes 

a variety of graphics and important information related to developing, branding, and 

packaging products. Once the course material has been completed, you will be able to 

test your newly acquired knowledge and comprehension by participating in a multiple-

choice quiz. There is also an engaging, yet fun, brainstorming activity included. Take 

your time and get acquainted with these new concepts. And enjoy the learning!
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Objectives

This guide book is broken into three categories: product development, branding, 

and packaging. Upon the completion of this reading you will not only become familiar 

with these three important areas of marketing, but you will understand the different 

components associated within each of these sections. Let’s take a look at the three lesson

areas and their subtopics:

A. Product Development

Idea Generation

Screening

Concept Testing

Business Analysis

Product Development

Test Marketing

Commercialization

B. Product Branding

What’s in a Brand?

The Value in Branding

Brand Loyalty

Types of Brands

Brand Name Selection

C. Product Packaging

Packaging Considerations

Packaging for Marketing Strategy

Labeling

Criticisms of Packaging
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A. Product Development

Introducing new product lines is often a costly and risky endeavor for 

companies. Development time and expenditures to carry a new idea to market are 

frequently underestimated. This lack of research is one of the primary factors of 

product failure.  Other reasons include poor timing in introducing the manufactured

goods and production or technical deficiencies in the design phase. Of the tens of 

thousands of innovations introduced each year only a small fraction make it to the 

marketplace.

Although product development can imply creating a whole new idea from scratch,

sometimes improvements are made to existing product lines that expand merchandise 

offerings. These line extensions and/or modifications substantially preserve a company’s

resources. By re-configuring and managing existing merchandise, organizations save 

time and money in new venture start ups plus capitalize on their already known and 

proven entities. 

A line extension evolves out of a gap or weak link in current product offerings. 

These additions are a spin off from an existing item and are usually targeted to fulfill a 

specific customer need. The advantage of line extensions is that development costs are 

less expensive and the risk is lower because an idea is being expanded upon rather than 

built from the ground up.

Product modification falls into three categories: quality, functional, and aesthetic. 

Quality echoes dependability, which translates into the best monetary value for the 

shopper. Increasing quality may result in a higher priced item yet retain overall customer

satisfaction, while trimming quality might lower a product’s price and open up to a 

market that is a bit more cost conscience. Making merchandise more convenient, safe, 

up-to-date, or versatile in order to claim a larger market share is what directs functional 
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modifications. These adjustments can help edge out the competition and label an 

organization as progressive or innovative. Another way to discriminate from comparable

product lines is through aesthetic modification. Changing the appearance, taste, smell, 

sound, or feel – any of the aesthetics of a product can be used to generate awareness. 

However, in contrast to quality modification, using sensory level categories to appeal to 

audiences can also be chancy due to their subjective nature. 

Product development involves a seven-step process to bring it to market. Starting 

with idea generation, these steps proceed through screening, concept testing, business 

analysis, product development, test marketing, and to the final commercialization stage. 

Let’s examine each of these seven steps individually.
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Idea Generation

This first stage can begin by brainstorming, noticing an unfulfilled need, or 

coming up with a workable concept. Ideas maybe generated from within as a result of a 

company pursuing it’s own objectives, or externally by a customer that requires a 

particular need satisfied. Once in a while a product gets discovered as a part of an 

experiment. Remember the origination of the 3M Post-it TM notepads? Art Fry, a 3M 

researcher, combined an adhesive with some paper. And, this stroke of ingenuity has 

gone on to become an everyday convenience. 
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Concept Testing

Before a heavy investment is devoted towards a new idea, the concept is presented

to potential buyers to determine its viability. This effort decides practicability and 

feasibility on many levels. Concept testing can consist of a product description followed 

by a set of questions geared at customer interest. Focus groups are a common method 

used to introduce a new product before its availability. Questions used in focus groups 

can include: how often would you use this product/service; what price range would 

attract you to use the product/service; what improvements would you suggest; what 

does/does not attract you to using this product; and so forth. From this information 

gathering, organizations can then evaluate and establish further guidelines towards the 

progression of the initial concept.
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B. Product Branding

 

Product branding has many components to dissect. In this section we will examine 

brand identities, what is encompassed in a brand, the significance of brand identity, 

product loyalty as a result of branding, the types of brands, and how a name is 

selected.

What’s in a Brand?

The whole concept of branding is to give a product a unique identity that is 

universally known. Although there are numerous brands, few have successfully mastered

the art of this phase of marketing. One company success was Taco Bell, who became 

per-eminent in brand recognition with their Chihuahua campaign. 

A brand is a symbol, design, name, or other feature that distinguishes a seller’s 

product from other competition. The golden arches that form the M in McDonald's TM; 

the purple and orange logo in FedEx TM; or the brown with gold insignia of their 

competitor, UPS TM, all lend instant acknowledgment to the service or product 

rendered. These implicit design components are referred to as the brand mark. 
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Types of Brands

There are three types of brands: manufacturing, distributor, and generic 

brands. Manufacturing brands are those created by the product’s producer, such as 

Levi’s TM jeans, Sees TM candies, or Buick TM cars. The producer is usually required 

to become involved with distribution, promotion, and possibly pricing. 

Private distributor brands are those products that are owned by resellers, both 

wholesale and retail. These are also known as private, store, or dealer brands. The 

distinguishing feature is that the product belongs to the private distributor and the 

manufacturer’s identity is unspecified. The freedom to purchase product quantities at the

lowest prices and then to improve profit margins, plus improving a store’s image, is 

what appeals to wholesalers and retailers. Some familiar and successful brand names 

include Sears TM Kenmore TM appliances, IGA TM or Western Family TM foods, and Target’s 

TM Cherokee TM clothes. 

A non-branded product is generic. The only significant classification of a generic 

brand is that the product category is assigned. The manufacturer and other identifying 

terms are not disclosed. As a general rule of thumb, generic goods are sold at lower 

prices. A typical example of generic savings is when purchasing non-branded soda pops.
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C. Product Packaging

One of the most critical pieces to the success of a product is its packaging. 

The attractive appearance of a container can determine point of purchase sales and have 

an influence on buying outcomes. The placement of graphic design elements are 

instrumental in this function as can be used to highlight the features of the product. 

Where packaging involves the use of a container for merchandise, labeling is often 

affixed to the product directly or on its packaging. 

Labels are used in a variety of promotional and informational ways and can 

integrate a product’s logo or unique identifying brand. One major commonality is that all

labels and packaging serve to classify, identify, promote, and extend information to the 

consumer. In the following sections we will look at several components to the packaging

industry that includes: package considerations; packaging for market strategy; criticisms 

of packaging; and labeling.
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Labeling

 

A source of major product features, information, contents, or how to use the 

contents is identified on labels. As provided by law, food consumption items list 

nutritional information along with the number of servings, caloric measurements, 

and other pertinent statistics. Although consumers like having this data on products, 

studies have been unclear whether consumers actually use this info when shopping.

And, lastly the Universal Product Code, or UPC symbol, is a series of varying width 

lines all sized the same length. This handy invention provides inventory control and 

pricing when read by an electronic scanning machine. It has become the cornerstone 

of the retail industry as it has streamlined what was formerly a labor-intensive 

process. 
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Criticisms of Packaging

The last several decades have brought huge improvements in package design, but 

there are still areas that need improvement. Practical function continues to be a priority 

and some products still struggle with how to reconfigure their packages with this in 

mind. Flour and sugar are both items that fall into this category. Their paper pouches tear

easily, do not dispense well, and store bulky. Glass bottles are a threat to environmental 

safety when not recycled, and aerosol containers present possible health hazards.

In another related issue, some consumers view certain types of package designs as

being deceptive. Due to strategically placed graphic images, the use of colors, and 

package size and shape, products may appear larger than they actually are in reality. 

Truly deceptive promotional schemes in package design usually work only once on 

unsuspecting consumers.

Criticism aside, by and large America thrives on, and expects, attractively 

packaged merchandise containers, which has become a marketing tradition.
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Test Your Comprehension

Now let's test your comprehension of the subject matter in this course! 

Multiple Choice Knowledge Check

1. Put the first three of the seven steps in the stages of product development in their 
respective order starting with the first step.

a)  Concept testing and Idea generation 

b)  Screening and Concept testing

c)  Product Development and Business analysis

d)  Idea generation, Screening and Concept testing

2. The stage of ___________________ questions the organizations position in regards 
to the concept coming to full maturity.

a) Screening

b) Business analysis

c) Test marketing

d) Concept testing

3. Filtering through the most promising ideas to select the most feasible concept is 
called business analysis.

a) True

b) False

4. The stage whereby new merchandise is introduced into specific geographic locations 
to sample consumers receptivity is called _________________.

a) Business analysis

b) Commercialization

c) Test marketing

d) Concept testing
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5. The ‘brain storming’ stage is also known as

a) Idea generation

b) Concept development

c) Idea proposals

d) Idea development

6. When test markets have proven successful, full manufacturing processes, production 
plans, and distribution channels commence as the product is released on a full all out 
scale. This stage is called  ________________.

a) Completion

b) Screening

c) Commercialization

d) Promotion   

7. Product modification falls into which three categories?

a) Quality, Aesthetic, Dependability

b) Aesthetic, Dependability, Functional

c) Dependability, Functional, Quality

d) Functional, Quality, Aesthetic 

8. A symbol, design, name, or other feature that distinguishes a seller’s product from the
competition is called a brand.

a) True

b) False
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Activity

RE-Develop an Existing Product 

Overview:  
Product development time and expenditures to carry a new idea to market are frequently 
underestimated. Product development can imply creating a whole new idea from scratch,
OR there are times improvements are made to existing product lines that can expand 
merchandise offerings. 

Objective: 
Students will take an existing product and improve upon some aspect of its design. 
Students will learn how to brainstorm and work collaboratively as a  team to complete 
the activity sheet assigned. Students will differentiate their product and be cognizant of 
the competition as they redevelop their creation. Formulating ideas is an important 
aspect of this activity and conceptual thinking is highly encouraged.

Materials: 

Activity sheet, pens, pencils, extra paper to brainstorm on;

Magazines, newspapers, Internet, and anything else to help give ideas.

Explain: 

Students will be put in groups of  3 or 4. Groups should be small enough to let all 
members contribute. Explain that each group will RE develop an existing product. This 
means they will improve some aspect to help it function better and be more sales worthy.

Below several categories are given to help select product decisions. These suggestions 
can aid narrowing down initial decisions. Classroom time selection time for a product 
redesign should be kept at a minimum. If students are dead set on some other 
improvement, other than what is suggested, have them get approval for their project 
before proceeding.
  

Each student will fill out a worksheet separately. This activity can be embellished on. 
Activity time varies from 2-3 hours. Class time sharing may add on another hour. 
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RE-Develop an Existing Product Worksheet

Idea Generation 
Brainstorm a product that needs a redesign. What part needs to work more efficient? 
What improvements are essential? This is a time for ideas; no thought is foolish! 
Check off the product to redesign below, or fill in the bottom for your own idea.

A Website What Improvement?

Plastic Coffee Cup Lids What Improvement?

Remote Controls, You Pick the Type What Improvement?

Shoeing Metal Horseshoes What Improvement?

Eyeglasses What Improvement?

House Construction What Improvement?

Umbrellas What Improvement?

Combination Locks What Improvement?

Your Choice of a Re-Design What Improvement?
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Thank You 4 Previewing

Marketing     Book 3

Product Development

ALL BOOKS IN THIS SERIES INCLUDE:

$AVE ON THE 6 BOOK SET
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