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6.1 - Product Line Analysis (I)
m-mmm

A2
A3
A4
A5
A6
A7
Bl
B2
B3
B4
B5
C1
C2
C3
Cca
C5
Total
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2.200
11.000
220
10.000
3.500
2.700
900
5.300
7.000
700
4.100
4.000
1.100
550
1.000
300
750
55.320

15.400
27.500
660
30.000
21.000
13.500
10.800
15.900
35.000
2.800
8.200
20.000
12.100
8.250
7.000
1.500
6.750
236.360

Source: Prepared by the author.

Figure 6.1 Product line analysis (I).
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A Product, Service, Brand and
6.2 - Product Life Cycle and Marketing Strategies Pacaging Dection

Sales Volume

Introduction Growth Maturity Decline  Time

Maximize profit and at | Reduce spend and take

Create awareness of . . . .
Maximize market share | the same time defend most profit form the
the product
market share brand
-Offer product
: . . -Diversify brands and :
-Offer a basic Product extensions, services and myodels -Remove weak items
guarantees
4
J Source: Kotler (1997). Am

[“?rkesuat NTFGV EAESP 1CURP Figure 6.3 Product life cycle and marketing strategies.
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Introduction
The product is
introduced in the
market

©

Test Marketing

Prototype introduced
for research and feed-

) J

Idea Generation
Pool of ideas is created

ah

Idea Screening
Most feasable ideas se-
lected from the pool of

=)
|

New
Product
Development

Concept Development
A concept is developed
and tested

Business Strategy Development
marketing and other
business strategies are
developed

Product Development

Product prototype is
created

Source: Kotler (1997)




6.3- New Product Launch Evaluation Matrix

Level/
Number of
Competitors

Access to | Access to Raw-

Channels Materials

Investment
Necessary

Chapter 6
Product, Service, Brand and
Packaging Decisions

Factor Weight

# Table 6.1 New Product Launch Evaluation Matrix.
mag](estrat W’ FGV EAESP feO-RP Source: Produced by the author.
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Food Concept Creation

7 Steps — Food Concept Creation

. Concept Ideas Proposal

. Concept Ideas Selection Process

. Concept Marketing Strategy

. Building the Integrated Concept Network

. Concept Physical Development and Testing

. Make it Happen ( the Launch of the Concept)

N O O A WIN R

. Continuous Redesign

4
! mﬁrkeStfat \* FGV EAESP feO.Rp Source: The Future of Food Business - Chapter 56
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MADE FROM PLANTS!

THE IMPOSSIBLE CHEESEBURGER

You love meat. You love cheese. For thousands of years we've relied on
animals to make them. Impossible Foods has found a better way. We use
plants to make the best meats and cheeses you'll ever eat.
=4
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Scientists have engineered a reduced-fat pig with 24% less
body fat
Hilary Brueck Oct 25, 2017, 8:24 P o '] ( .
o Researchers in Beijing found a way to engineer pigs that
helps them stay warm and lean.

o After 6 months, test litters weighed in with 24% less body fat
than regular pigs.

o The researchers say the gene editing technique could lead to
more efficient pork production, reduced costs for farmers,

Si:{-a{m*“ s t" i : e
The pigs, developed in China, had 24% less body fat than a regular hog like this one, after aﬂd hea.lﬂ]lﬂ' plgﬂ.
6 months. Flickr/Eric Kilby
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At Memphis Meats, our mission is to bring delicious and healthy meat to your table by harvesfing it
from cells instead of animals. You can enjoy the meat you love today and feel good about how it's
made because we strive to make it better for yvou...and for the world.



Latest Watchlist Markets Investing Barron's Economy Personal Finance Retirement

Beyond Meat sets IPO terms, to raise $184
million and be valued at $1.2 billion

Published: Apr 22,2019 7:26 a.m.ET

Beyond Meat BYND, +0.00% has set terms for its initial public offering, with the
plant-based meat maker expected to raise up to $183.8 million and be valued at
$1.21 billion. The El Segundo, Calif-based company is offering 8.75 million shares
in the IPO, which is expected to price between $19 to $21 a share. If the

TlZBlhl underwriters exercise all the options granted to cover overallotments, the
KILGORE company could raise up to $211.3 million. The company plans to use the proceeds
REPORTER AND EDITOR from the IPO to invest in current and additional manufacturing facilities and
o 9 expand research and development. Beyond Meats will have 57.43 million shares

outstanding after the offering. The stock is expected to list on the Nasdag under
the ticker symbol "BYND." The company is looking to go public at a time that the
Renaissance IPO ETF IPO, +0.53% has run up 29% year to date and the S&P 500
SPX, +0.04% has gained 16%.

Have breaking news sent to your inbox. Subscribe to MarketWatch's free Bulletin
emails. Sign up here.
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Main Brand Decisions

BRAND DECISIONS ACTIONS (IDEAS) FOR THE COMPANY’S

OFFERS (PRODUCTS)

The brand use

Should a brand be created for a product? To create a brand means investing in packaging, promotion,
registration, communications and also being exposed to an image risk. The advantages for the
company are: product identification is easier, legal protection, opportunity for loyalty and profits,
possibility of market segmentation and, finally, the opportunity for a good image in the market.

Brand sponsorship

Who should sponsor the brand? Retailer private brands can represent several advantages for both
sides involved in this relationship.

The name used

Which name (brand) should be printed on the product? Individual brands mean independent names
for independent products without an image risk in case of failure, however, the product may not
benefit from a good corporate image, if it exists.

Global brands (company name on all products) allow lower development and promotion costs and
should be used when the product line is not too diversified.

Product family brands: can be used when there are products positioned in the same way.

\

=
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Table 6.2 Main brand decisions.
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Main Brand Decisions

ACTIONS (IDEAS) FOR THE COMPANY’S

BRAND DECISIONS OFFERS (PRODUCTS)

Brand Strategy

Which strategy should be used?

Product line extension: the company introduces different versions (new attributes, flavor,
color, size) within the same category with the same brand.

Brand extension: same brand for another category of product, exploring the image gained in
the original product’s category.

Multi-brands: new brands in the same category to explore different segments and fight
competitors.

New brands: when the company wants to enter a new business and concludes that the
current brand is not appropriate.

Combination of brands: two or more brands can be combined in the same productin a
special offer.
Brand repositioning

Creating other meanings in the consumer’s mind, new differentials in view of the

competition.
~
L markestrat \« feq. Source: Adapted from Kotler (1997).
A NTFOVEARSP [CCRP Table 6.2 Main brand decisions.
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Package Amplitude and Decisions (Ideas) for the Company

Chapter 6
Product, Service, Brand and
Packaging Decisions

Points of improvement for
the company’s packaging

Primary Functions >
Economic >

Technological

>
Marketing

>
Conceptual
Communication
Social and cultural
Environment >

markestrat \*FGV EAESP

Contain/Enclose and protect
Component of the production cost
Conditioning system

New materials avaiable

Call attention
Transmit information

Help to build product brand

Form concepts about the producer

Important opportunity of communicating
the product

Expression of culture and development of
companies and countries
An important component of urban waste

N

>
>

>

Source: Mestriner (2001).

Transport
Raw-material

Product conservation

Increase desire to
purchase

Overcome price
barriers

Add significant value to
the product

Support for promotional
actions

Recycling

AGS"
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Se rVi ce Qu a I ity M Od e I Packaging Decisions

Personal Necessities
Prior Experience

Expected Service

Service Contribution

2

Word of Mouth

Promotion

External
Communication
With Consumers

Transformation of Perceptions into Sevice
Specifications

Perceptions of the Company about
Consumer Expectations

markestrat N\ EGV EAESP feO RP Souce: Parasuraman et. al. (1985).

.............. Figure 6.4 Service quality model.
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Chapter 6
Product, Service, Brand and

Opportunities for the use of Collective Actions in products, Packaging Decsions
Services, Brands and Packages

m “company
Description
company

Companies begin to complement each other’s product portfolio with the
other company’s products. Thus, the offer can be seen as being more
complete, adding convenience to the consumer’s purchase process. They can
be manufactured with the company’s brand or a third-party brand.

Companies
complement their
product lines

Companies develop
new products and
innovation projects
jointly

Companies can create projects for the development of new products and
create new technologies in conjunction, substantially reducing individual
investment.

Market development Companies can invest jointly in the development of markets for new
and definition of technologies, facilitating their process of adoption and defining a dominant
dominant standards standard that is of the company’s interest.

2 Agre
markestrat W’ FGV EAESP feO.RP Table 6.4 Opportunities for the use of collective actions in products, services, brands and packages.
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Opportunities for the use of Collective Actions in products, backaging Decisions
Services, Brands and Packages

. .. Ideas for the
Description
company

Companies license other
company’s brands in
non-competing lines

Companies use other companies brands, through payment based on sales or time
periods, so that through these brands they can enter markets easily.

Companies share Companies can have the same structure to offer services to their customers, for
infrastructure services example, related to the maintenance of products, and thereby share costs.

Companies can use the same packaging infra-structure, or use the same
outsourced company. They can still work with the same type of input material for
packages (for example, plastics, cardboard), in ways to reduce the product cost.

Same structure of
package development

Share and coordinate Companies can invest in a common project for issues related to quality, product

guality systems traceability and information systems.
Share product recall Companies can divide return structures and product recalls, mainly in an outsourced
projects form.

\

-j Table 6.4 Opportunities for the use of collective actions in products, services, brands and packages. Agm

mﬁ.’.k‘i‘s*rat \*FGV EAESP feO'RP Source: Produced by the author.



Exercicio — Grupo de 5 pessoas

* 1 - De suas experiéncias recentes de consumo, liste cinco destaques em
produtos, com o exemplo e ao lado a explicacao das razoes que o levam a ser
escolhido como destaque.

2 - De suas experiéncias recentes de consumo, liste cinco destaques em
servicos, com o exemplo e ao lado a explicacao das razdes que o levam a ser
escolhido como destaque.

3 - De suas experiéncias recentes de consumo, liste cinco destaques em
marcas, com o exemplo e ao lado a explicacao das razdoes que o levam a ser
escolhido como destaque.

4 - De suas experiéncias recentes de consumo, liste cinco destaques em
embalagens, com o exemplo e ao lado a explicacao das razdes que o levam a
ser escolhido como destaque.

\
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Prof. Marcos Fava Neves

favaneves@gmail.com | www.favaneves.org

U Marcos Fava Neves is an international expert on global agribusiness issues and a part-time professor of planning and strategy at the School of
Business (FEARP) of the University of Sdo Paulo (USP) and FGV Business School, both in Brazil. He graduated as an agronomic engineer from
ESALQ/USP - Piracicaba in 1991. He earned his master’s degree in 1995 and his doctorate in management in 1999 from the FEA/USP School of
Economics and Business — Sdo Paulo. Marcos completed postgraduate studies in European agribusiness at ESSEC-IGIA in France in 1995 and in
chains/networks at Wageningen University, in the Netherlands (1998-1999). In 2013 he spent the year as a visiting international professor at
Purdue University (Indiana, USA) where he maintains the linkage as a permanent International Adjunct Professor. Since 2006 he is an
international professor at the University of Buenos Aires, Argentina.

U He has specialized in strategic-planning processes for companies and food chains and works as a board member of both public and private
organizations, being member of mor than 10 international boards since 2004. Also in 2004, he created the Markestrat think tank with other
partners, today employing around 60 people and doing international projects, studies and research in strategic planning and management for
more than 250 agri-food business organizations. Some of these projects were very important in suggesting public policies for food chains that
were implemented in Brazil with economic and social impacts.

U Also as an experience in the private sector, from 1992 to 1993 he worked in citrus juice exporter and from 1994 to 1995 in a veterinarian company. In 2008, he became CEO of Brazil’s
second-largest biofuel holding company, a position he occupied until 2009, when he returned to the University of Sdo Paulo (USP) and Markestrat.

O At the academic side, since 1995 (when he was hired by USP), Marcos has advised more than 30 doctorate dissertations and master’s theses and helped to form around 1200
Bachelors in Business Administration in Brazil with around 120 courses taught to undergraduates at USP.

U His writings are strongly focused on supplying simple and effective methods for business. He has published more than 100 articles in international journals and has been author and
editor of 63 books by 10 different publishers in Brazil, Uruguay, Argentina, South Africa, Singapore, Netherlands, China, the United Kingdom and the United States. He is also a regular
contributor for China Daily Newspaper and has written two case studies for Harvard Business School (2009/2010), one for Purdue (2013) and five for Pensa/USP in the nineties.
Recognized as the Brazilian academic with the largest number of international publications about orange juice and sugar cane chain and one of the top 3 most cited Brazilian authors in
the area of food and agribusiness. He has reached more than 4000 citations in Google Scholar index.

U Marcos is one of the most active Brazilian speakers, having done more than 1050 lectures and presentations in 25 countries. He received around 150 recognitions from Brazilian and
international organizations, and is considered a “Fellow” of the IFAMA (International Food and Agribusiness Management Association), title received in Minneapolis - 2015.

U Coming from a family of farmers, he is a worldwide defender of agriculture and farmer’s role in the development of the society. In the social side, together with his parents, Marcos is
one of the creators and maintainers of Mucapp, a NGO that in 20 years has built more than 450 houses for families in Brazil that face very unfavorable conditions.
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