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Packaging  Decisions6.1 - Product Line Analysis (I)

Source: Prepared by the author.
Figure 6.1 Product line analysis (I).

Product Volume Income Gross margin Net profit
A1 2.200 15.400 12% US$   1.848
A2 11.000 27.500 15% US$   4.125
A3 220 660 30% US$      198
A4 10.000 30.000 40% US$ 12.000
A5 3.500 21.000 20% US$   4.200
A6 2.700 13.500 35% US$   4.725
A7 900 10.800 80% US$   8.640
B1 5.300 15.900 28% US$   4.452
B2 7.000 35.000 45% US$ 15.750
B3 700 2.800 100% US$   2.800
B4 4.100 8.200 20% US$   1.640
B5 4.000 20.000 70% US$ 14.000
C1 1.100 12.100 85% US$ 10.285
C2 550 8.250 110% US$   9.075
C3 1.000 7.000 80% US$   5.600
C4 300 1.500 50% US$      750
C5 750 6.750 70% US$   4.725

Total 55.320 236.360 44% US$ 104.813





Agenda – Products, Services, Packaging, Brands
(Chapter 06)

6.1 - Product Line Analysis

6.2 – Product Life Cycle

6.3 – New Product Development (Innovation)

6.4 – Creating a Winning Concept (more than a product!)

6.5 – Branding Decisions

6.6 – Packaging Decisions

6.7 – Service Package

6.8 – Collective Actions in Products, Services, Packaging, Brands



Chapter 6
Product, Service, Brand and 

Packaging  Decisions6.2 - Product Life Cycle and Marketing Strategies

Create awareness of
the product

Maximize market share
Maximize profit and at
the same time defend

market share

Reduce spend and take
most profit form the

brand

-Offer a basic Product
-Offer product

extensions, services and
guarantees

-Diversify brands and
models

-Remove weak items

Source: Kotler (1997).
Figure 6.3 Product life cycle and marketing strategies.
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Source: Kotler (1997)
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6.3- New Product Launch Evaluation Matrix

Table 6.1 New Product Launch Evaluation Matrix.

Source: Produced by the author.

Products Market Size
Contrib. 
Margin 

Access to 
Channels

Access to Raw-
Materials

Level/
Number of

Competitors

Investment 
Necessary 

Total

A

B

C

. . .

Factor Weight
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7 Steps – Food Concept Creation

Food Concept Creation

1. Concept Ideas Proposal

2. Concept Ideas Selection Process

3. Concept Marketing Strategy

4. Building the Integrated Concept Network

5. Concept Physical Development and Testing

6. Make it Happen ( the Launch of the Concept)

7. Continuous Redesign

Source: The Future of Food Business - Chapter 56 
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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.

Table 6.2 Main brand decisions.
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Main Brand Decisions

Table 6.2 Main brand decisions.

BRAND DECISIONS
ACTIONS (IDEAS) FOR THE COMPANY’S 

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 product in a 
special offer.
Brand repositioning 

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

Source: Adapted from Kotler (1997).
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Package Amplitude and Decisions (Ideas) for the Company

Table 6.3 Package amplitude and decisions (ideas) for the company.

Source: Mestriner (2001).

Dimensions Function
Points of improvement for 
the company’s packaging

Primary Functions ➢ Contain/Enclose and protect ➢ Transport

Economic ➢ Component of the  production cost ➢ Raw-material

Technological 
➢ Conditioning system

➢ New materials avaiable
➢ Product conservation 

Marketing
➢ Call attention 

➢ Transmit information

➢ Increase desire to 
purchase 

➢ Overcome price 
barriers 

Conceptual
➢ Help to build product brand

➢ Form concepts about the producer

➢ Add significant value to 
the product 

Communication
➢ Important opportunity of communicating 

the product
➢ Support for promotional 

actions

Social and cultural
➢ Expression of culture and development of 

companies and countries

Environment ➢ An important component of urban waste ➢ Recycling 
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Word of Mouth
Promotion

Personal Necessities
Prior Experience

Expected Service

Perceived Service

Service Contribution

Transformation of Perceptions into Sevice
Specifications

Perceptions of the Company about
Consumer Expectations

External
Communication 
With Consumers

Gap 4

Gap 5

Gap 3

Gap 1

Gap 2

Consumer

Company

Souce: Parasuraman et. al. (1985).
Figure 6.4 Service quality model.
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Services, Brands and Packages

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

Actions Description
Ideas for the

company

Companies 
complement their 

product lines 

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 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 
and definition of 

dominant standards 

Companies can invest jointly in the development of markets for new 
technologies, facilitating their process of adoption and defining a dominant 
standard that is of the company’s interest.
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Table 6.4 Opportunities for the use of collective actions in products, services, brands and packages.

Source: Produced by the author.

Actions Description
Ideas for the

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 
infrastructure services

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

Same structure of 
package development

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.

Share and coordinate 
quality systems

Companies can invest in a common project for issues related to quality, product
traceability and information systems.

Share product recall 
projects 

Companies can divide return structures and product recalls, mainly in an outsourced
form.



Exercício – Grupo de 5 pessoas

• 1 - De suas experiências recentes de consumo, liste cinco destaques em
produtos, com o exemplo e ao lado a explicação das razões que o levam a ser
escolhido como destaque.

• 2 - De suas experiências recentes de consumo, liste cinco destaques em
serviços, com o exemplo e ao lado a explicação das razões que o levam a ser
escolhido como destaque.

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

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