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2. Product and Services
Products and services are two closely aligned concepts, and, in fact, most products have an element of service in
them.
A product is the item offered for sale. A product can be a service or an item. It can be physical or in virtual or
cyber form. Every product is made at a cost and each is sold at a price. The price that can be charged depends on
the market, the quality, the marketing and the segment that is targeted. Each product has a useful life after which
it needs replacement, and a life cycle after which it has to be re-invented. In FMCG parlance, a brand can be
revamped, re-launched or extended to make it more relevant to the segment and times, often keeping the product
almost the same.
Services are the non-physical, intangible parts of our economy, as opposed to goods, which we can touch or
handle.
Services, such as banking, education, medical treatment, and transportation make up the majority of the
economies of the rich nations. They also represent most of the emerging nations’ economies.

3. Uniqueness of a Product/Service
‘Product/Service Uniqueness’ is essential in today's financial climate. It allows the seller to contrast its own
product/service with competing product/service in the market and emphasize the unique aspects that make its
product/service superior. When utilized successfully, sellers gain a competitive advantage by demonstrating why
their products are unique. A company can set itself apart from the competition in through product differentiation.
A good product/service differentiation strategy may gain brand loyalty, which is paramount to any successful
business. This strategy focuses on a buyer's perception of value. As long as the seller continues to provide high
quality, the customer base will remain strong.
Another way ‘product/service uniqueness’ is so important is it contributes to the buyer's perception of no
substitute being available. Product/Service differentiation will highlight the areas that set it apart, and consumers
will perceive that other similar products do not meet their needs.

4. Types of Product
4.1 Consumer Products: Consumer products are classified by how they meet the need for which they are
purchased and by the way they are purchased rather than on the basis of the characteristics of the products
themselves.
The three main categories of consumer product are consumables, durables and services. Consumables are those
products which are used up in the process of satisfying the need for which they were purchased. Thus a thirsty
person who buys a bottle of Coca-Cola needs to drink the contents to benefit from that purchase. If it is a large
bottle and only half is drunk the remainder may be saved for later or discarded.
Durables are purchased for the benefit they provide in themselves. Thus a bicycle purchased to take part in the
London to Brighton cycle ride will, providing there are no mishaps, be essentially the same at the end of the
journey as it was at the beginning or at any stage in between.
Providing it is looked after it could be used year after year for the same purpose. Over time it will suffer from use
until eventually it will need to be overhauled or discarded and replaced. It may then be considered to have come
to the end of its useful life.
Consumable consumer products can be further divided into:
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i. Convenience goods and
ii. Specialty goods.
4.2 Industrial Products: Industrial products, sometimes termed business products, are products bought by
organizations manufacturing or supplying products or providing services. Unlike consumer goods, they are
bought not for their own sake or for personal consumption, but in order to contribute to an organizational
objective.
For the economist they are considered intermediate products or inputs, which means that the demand for this type
of product will ultimately depend upon that of the final market being served by the organization. This relationship
is termed ‘derived demand’. For this reason the markets for most types of industrial product are subject to greater
fluctuations in demand and periodic cycles of activity than is usual for consumer products.
4.3 Services: Very few ‘products’ are purely 100 per cent service or 100 per cent tangible product. Usually they
involve a mix of the two.
There are four categories of products:
i. A pure service
ii. A major service with accompanying minor goods and services
iii. A tangible good with accompanying service
iv. A pure tangible product.

5. Types of Services
Services are diversified in three groups; Business services, social services and personal services.
5.1 Business services are the services used by businesses to conduct their business activities. This could banking,
insurance, transportation, etc. Today, businesses are relying on specialized business services more than ever.
Business services are the services used by businesses to conduct their business activities. For example, banking,
insurance, transportation, warehousing and communication services.
Today, businesses are relying on specialized business services more than ever.
5.2 Social services Social services are those services that are generally provided voluntarily in pursuit of certain
social goals.
These social goals may be to improve the standard of living for weaker sections of society, to provide
educational services to their children, or to provide health care and hygienic conditions in slum areas.
These services are usually provided voluntarily but for some consideration to cover their costs. For example,
health care and education services provided by certain Non-government organizations (NGOs) and government
agencies.
5.3 Personal services, Personal services are those services which are experienced differently by different
customers.
These services cannot be consistent in nature.
They will differ depending upon the service provider.
They will also depend upon customer’s preferences and demands. For example, tourism, recreational services,
restaurants.
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6. Reasons why customers buy Product and Services
6.1 To save time. “The more time you can save someone, the more valuable your product or service becomes.
6.2 To save money. “People love a good deal. Show that your product or service will save them money, and
people will buy.”
6.3 Simplicity. “What can you simplify for your market? What steps can you eliminate or combine?
6.4 Clarity. “Complexity creates opportunity (to buy elsewhere). Make things clear for people and you’ll stand out
from the competition.”
6.5 Convenience. “What can you do to make things more convenient for your customers?”
6.6 Premium service. “Are you offering a premium solution above and beyond your “regular” offering? . If not,
you could be missing out (and so could those potential customers).”
6.7 Positive feelings. “Feelings play a big role in why people buy and it’s important to think about these ahead of
time so that you can be more intentional about creating them.”
6.8 Quality. Good marketing, a great website and stellar customer service can only cover up a bad product for so
long. The best companies—like Apple, for example—do number 1-7 well (okay, maybe not number 2, Apple!),
but they also provide a quality product that does what they say it will do and is reliable. Quality isn’t a marketing
issue, but the feedback that marketers can provide to management, designers, engineers and the production floor
can all increase quality.
6.9 Trust. This is similar to McLaren’s “positive feelings,” but is more about a long-standing relationship than it is
about feeling good about a particular purchase. Trust is built over time by being consistent, by delivering on time
and by keeping your word. It’s built by going above and beyond for a client in a pinch. Trust is the accumulation
of years of “positive feelings.”
6.10 Staying power. Companies often invest millions of dollars in a products, services or systems from a vendor.
Staying power refers to the faith that that particular vendor will be around in six months or a year. Too many
companies do a great job on numbers 1-9, but have no succession plan in place. When the owner of the company
providing you with a new $10 million system has a heart attack, what happens? Does everything ride on the
health and well-being of one person, or has the vendor diversified its roles and responsibilities so that no one
person’s absence can bring the company down?

7. Conceptual framework of Product
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8. Conceptual framework of Services

9. Core Product
Core product is not the product in itself. Core product is a concept that describes the utility that
a consumer derives by using the product. It is the main need that is satisfied for which the product was made. For
example, the core product of a car is the core benefit that it gives, which is the ability to move places at a fast
pace. Transportation is the core product in this. Looks, speed, safety etc are other ancillary benefits that come
along.

10. Augmented Product
Augmented product is again the non-physical part of the product. It is all those value added features or extra
benefits and services that you get along with the purchase of the product. Neither is it the physical component of a
product (actual product) nor is it the core product (the primary source of utility).
Again, let us take the example of a car. When you purchase a car, the dealer usually gives you a lot of benefits.
Some have tie ups with banks that charge a lesser rate of interest, some have cash back offers. They also offer
warranties, guarantees and after sales service up to a specified period. All such benefits are categorized under
‘augmented product.’

11. Brand Building
Brand building don’t have any proper definition. But according to many marketers, it is the communication and
creation of customer value. It includes all those ingredients that customer feel and experience when interacting
with your business. In other words, it has a positive impact on brand equity using different promotional strategies
and campaigns.

12. Strategies for Brand Building
12.1 Define Your Brand - The first step of the brand building strategy is to define your brand. When it comes to
defining your brand, conduct a proper swot analysis to find out your strengths, weaknesses, opportunities and
threats that can give you an idea what you can do better from your competitors. When defining a personal brand,
jot down the skills that make you stand out of the crowd.
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12.2 Brand Differentiation and Positioning - As you are engaged in the brand building process, focus on the
unique values of your products and services to differentiate your brand from your competitors’ brand. When two
products are available in the market with same features, price and quality, you should constantly work to
differentiate your brand from the rest. This brand building strategy should focus on developing those unique
advantages that can affect the consumers’ mind and they prefer your brand over competitors.
12.3 Promote Your Brand in the Market - Once someone said, “I’m building a brand and I’m always busy”. It
is a continuous process and engages your entire organization. You need to be focused and consistent all the time.
You can use different advertising and promotional channels e.g. social media, newspapers, magazines, websites
and blogs to promote your personal and business brand.
12.4 Personalize Your Brand - To make your brand stand out, your marketing campaigns must personalize your
brand. There are different strategies that will give your brand an identity. Always use a consistent voice (language
and tone of your business) across different media platforms, websites, blogs, product description. Consistent voice
and one broad message will help consumers to identify your across different platforms.
12.5 Evaluate Your Brand - For any small business or large corporation, brand monitoring and evaluation is
always important for its brand building. It helps to assess the brand success in the market whether it remains the
same, strengthen over time or degraded the minds of consumers. Business environment changes rapidly, you can
exploit new opportunities or face challenges.

13. Advertising
Advertising is bringing a product (or service) to the attention of potential and current customers. Advertising is
focused on one particular product or service. Thus, an advertising plan for one product might be very different
than that for another product. Advertising is typically done with signs, brochures, commercials, direct mailings or
e-mail messages, personal contact, etc.

14. Product Promotion
Promotion keeps the product in the minds of the customer and helps stimulate demand for the product. Promotion
involves ongoing advertising and publicity (mention in the press). The ongoing activities of advertising, sales and
public relations are often considered aspects of promotions.

15. After Sales Services
After sales service refers to all the things you do for the care and feeding of your valued customers after they buy
your product. This type of customer aftercare is important for any business, but especially for small businesses
where every client counts.
Top-quality after sales service is good for you because it's good for your customer. When you help them get the
most out of your product or service, they're naturally happier with it. That makes them more likely to order again,
and to tell the world, too.
To put it another way: the more you wow your customers, the more they're likely to wow you right back with
their loyalty and enthusiasm. They'll become the brand ambassadors, reviewers, and trusted voices who'll give
you great reviews, sing your praises on social media, and give you honest feedback on new products and features.

16. Customer Acquisition
Customer acquisition marketing strategies can encompass a wide array of media including prospecting, cold
calling, referrals, joint ventures, sponsorships, TV advertising, radio advertising, print advertising, display
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advertising, direct mail, and digital advertising (which has its own sub-categories like display, search,
programmatic, video, email and more).
The key is to properly identify your customer, or your market, so that you aren’t wasting your efforts marketing to
a segment that has little to no interest in your company. For example, a company selling steak might want to stay
away from advertising in a magazine aimed at vegans.
Alternatively, you also want to avoid marketing in an oversaturated market where there is too much competition.
The only exception to this is if you are offering a product or service that offers something unique and innovative
(your Unique Selling Proposition or USP) that stands out from the competition.
There are many strategies for different mediums.
To acquire new customers using direct mail advertising, the key is to first use a mailing list broker, like Macro
mark, to find customer databases that match the demographic of the customer your business is looking for.
Sometimes it takes “out-of-the-box” thinking to identify potential customers. You need an agency like Macro
mark to help you drill down to identify potential customers you might never have thought would be interested in
your business but are prime to become your customer. The main thing to remember is the ROI. Don’t be afraid to
spend money on getting a customer if you know that the cost of acquisition is far less than the revenue generated
by that customer. For example, if it costs you $500 in advertising spend to get one customer who will wind up
spending $2,000 with you over the course of the business relationship, then that’s money well spent. On the
flipside, if they are only spending $200 with you, then you need to either get your acquisition costs down or
increase the customers spend.

17. Customer Retention
Customer retention is when a business engages in strategies to help keep their existing customers from defecting
and increase the value of the customers by having them spend more. There are many initiatives that can include
upselling, cross-selling, loyalty programs, upgrades, and more.
Marketing to existing customers is a much different process and has to be a completely different strategy than
customer acquisition because you are marketing to someone who has already spent money with you and knows a
lot about your company and your product or service.
Customer retention is essential for growing a business and taking it to the next level. Marketing to these
customers can help any company take a big leap from being a simple startup to a well-established business. Later
on in this article, we’ll reveal the customer retention strategies that can work for your business.

18. Behavior of a repeat customer
18.1 A repeat customer is more likely to shop with you again and again
18.2 A repeat customer is easier to sell to
18.3 Repeat customers spend more on each purchase
18.4 Repeat customers spend more at key times
18.5 Repeat customers share your store more

19. Production
Production is a process of combining various material inputs and immaterial inputs in order to make
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something for consumption. It is the act of creating an output, a good or service which has value and contributes
to the utility of individuals.

20. Storage
Storage is defined as 'the marketing function that involves holding goods between the time of their production
and their final sale. ' It bridges the gap between the time when goods are produced and the time when these are
ultimately consumed as there is always a time gap between production and consumption.

21. Distribution
Distribution means the process by which we make the goods or the service available to the end consumer.
Generally, the place of production is not the same as the place of consumption. So the goods have to be
distributed to overcome the barrier of place.

22. Importance of Product and Service Quality
22.1 Meet Customer Expectations
Regardless of what industry you’re involved in, your customers aren’t going to choose you solely based on price,
but often on quality. In fact, studies have shown that customers will pay more for a product or service that they
think is made well or exceeds the standard. Your customers expect you to deliver quality products.
22.2 Quality is Critical to Satisfied Customers
If you fail to meet customers' expectation, they will quickly look for alternatives. Quality is critical to satisfying
your customers and retaining their loyalty so they continue to buy from you in the future. Quality products make
an important contribution to long-term revenue and profitability. They also enable you to charge and maintain
higher prices.
Quality is a key differentiator in a crowded market. It’s the reason that Apple can price its iPhone higher than any
other mobile phone in the industry – because the company has established a long history of delivering superior
products.
22.3 Establish Your Reputation
Quality reflects on your company’s reputation. The growing importance of social media means that customers and
prospects can easily share both favorable opinions and criticism of your product quality on forums, product
review sites and social networking sites, such as Facebook and Twitter. A strong reputation for quality can be an
important differentiator in markets that are very competitive. Poor quality or product failure that results in a
product recall campaign can lead to negative publicity and damage your reputation.

22.4 Meet or Exceed Industry Standards
Adherence to a recognized quality standard may be essential for dealing with certain customers or complying
with legislation. Public-sector companies, for example, may insist that their suppliers achieve accreditation
with quality standards. If you sell products in regulated markets, such as health care, food or electrical goods,
you must be able to comply with health and safety standards designed to protect consumers.
Accredited quality control systems play a crucial role in complying with those standards. Accreditation can also
help you win new customers or enter new markets by giving prospects independent confirmation of your
company’s ability to supply quality products.
Manage Costs Effectively
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Poor quality increases costs. If you do not have an effective quality-control system in place, you may incur the
cost of analyzing nonconforming goods or services to determine the root causes and retesting products after
reworking them.
In some cases, you may have to scrap defective products and pay additional production costs to replace them. If
defective products reach customers, you will have to pay for returns and replacements and, in serious cases,
you could incur legal costs for failure to comply with customer or industry standards.

23. Make In India
Make in India is an initiative by the Government of India to encourage companies to manufacture in India and
incentivize dedicated investments into manufacturing. The policy approach was to create a conducive
environment for investments, develop a modern and efficient infrastructure, and open up new sectors for foreign
capital. The initiative targeted 25 economic sectors for job creation and skill enhancement, and aimed "to
transform India into a global design and manufacturing hub."

24. Challenges before IT companies
24.1 H1-B Visas
The H1-B visa is a program that allows companies based in the US to temporarily employ highly skilled
professions from other countries. This year, the Trump administration changed the policy of issuing H1-B visas.
Unfortunately, the new procedure makes it difficult for companies to prove that the H1-B worker comes with
specific and non-speculative qualifying assignments in a certain occupation.
According to the USCIS (US Citizenship and Immigration Services), nearly 75% of H1-B visa holders are Indian
citizens.
24.2 Economic Slowdown
The IT Industry in India draws most of its clients from Western countries like the US, the UK, Spain, and Canada.
In the last few years, these Western countries have faced slowing economic growth, which has hurt the growth of
the IT industry in India.
To add oil to the fire, there has always been a biasing relationship between the dollar and the rupee. The
increasing value of the dollar against the rupee has further strained the industry.
24.3 Data protection and privacy rules
The new data protection and privacy rules enforced by other countries are preventing Indian companies to serve in
those countries. For example, the European Union’s GDPR (General Data Protection Regulation) law that became
effective in May 2018.
GDPR is applicable to all the companies that operate in the EU or have their customers in the region – any
company that deals with the personal data of European customers need to comply with GDPR rules.
24.4 Domestic Challenges
Today, traditional business models have become outdated. It is the era of digital transformation, where companies
around the world are embracing modern technologies like cloud computing, artificial intelligence (AI), the
Internet of Things (Iota), and block chain. These technologies help them reduce costs, accelerate time to market,
save time and increase employee productivity.

24.5 Negative reputation around the world
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India’s IT giant, TCS was slammed by a penalty of $420 million by the US court in April 2016. The US-based
company Epic Systems had accused TCS of stealing trade secrets, confidential information and data that belonged
to Epic.
Infosys paid a penalty of $1 million for violating the visa and immigration rules in the US. The company was
accused of employing foreign workers in New York without paying taxes and wages.

25. List of Products and Services from New Startups
Flipkart Shopping App
Maansa LED light (controlled through smartphone)
Paytm app
Phonepe (money Transfer app)
Zomato (food Delivery App)
Swiggy (food Delivery App)
Ola (cab Service)
Uber (cab service)

26. Global Market and Saas
The Software as a Service (SaaS) market consists of sales of cloud based software services. SaaS is a software
solution which can be purchased on a subscription or pay per use basis to use an application for organizational
purposes and customers can access this application over internet, mainly through a web browser. All the
applications data and software are located in the services provider`s data center. SaaS allows an organization to
run an application at minimal upfront cost and speeds up overall functionality of the organization.
The global software as a service (saas) market is expected to grow from $192.1 billion in 2019 to $194 billion in
2020 at a compound annual growth rate (CAGR) of 1%. The low growth is mainly due to economic slowdown
across countries owing to the COVID-19 outbreak and the measures to contain it. The market is then expected to
recover and grow at a CAGR of 10% from 2021 and reach $253 billion in 2023.
The software as a service market has been geographically segmented into North America, Western Europe, AsiaPacifc, Eastern Europe, South America and Middle East & Africa. The North American market is the largest
market for software as a service and is expected to continue to be the largest market during the forecast period.

27. Do You Have A Startup ?
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28. Conclusion
Product and Services are two major wheels that run the economy. Product and Services make a human survival
easier and innovative.
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