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PRODUCT CHARACTERISTICS AND CLASSIFICATIONS

mingione@economia.uniroma2.it

• Anything that can be offered to a market to satisfy a want or need, including

physical goods, services, experiences, events, persons, places, properties,

organizations, information, and ideas

Components Of The 

Market Offering

What is a product?

Product Levels

NatGeo! (if you choose 

consumers’ products!)
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PRODUCT CHARACTERISTICS AND CLASSIFICATIONS
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Product classifications

Durability Tangibility Use

Nondurable goods

Durable goods

Services
Specialty goods

Unsought goods

Convenience goods

Shopping goods
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DIFFERENTIATION
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Product differentiation

Price

Form

Performance and 
conformance
quality

Durability
Features Reliability

Repairability

Style

Customization
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DIFFERENTIATION
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Services differentiation

Installation

Ordering ease

Delivery

Customer
training

Customer
consulting

Maintenance
and repair

Returns
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DESIGN
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• The totality of features that affect the way a product looks, feels, and

functions to a consumer. It offers functional and aestetic benefits and

appeals to both rational and emotive sides.

What is product design?

 Is emotionally powerful

 Transmits brand meaning/positioning
 Is important with durable goods
 Makes brand experiences rewarding
 Can transform an entire enterprise
 Facilitates manufacturing/distribution
 Can take on various approaches

Characteristics
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LUXURY PRODUCTS
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Characteristics

Craftmenship HeritageQuality Uniqueness Authenticity

How to grow?

Vertical extension

Horizontal extension

Geographic extension
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LUXURY PRODUCTS
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The case of Tiffany

TIFFANY
AND CO.

Selective distribution

Pricing policy

Legal protection against counterfeiting goods
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LUXURY PRODUCTS
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Tiffany and 
Co. 

marketing 
tools 

PR and 
Events

Salesforce 
and retail 

stores: 
Flagship 

store

Packaging: 
"Blue Box"

Website 
and 

microsites

Social 
media 
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ENVIRONMENTAL ISSUES 

(& SOCIALLY RESPONSIBLE MARKETING)
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• Environmental issues are also playing an increasingly important role in

product design and manufacturing

Socially Responsible Marketing
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SOCIALLY RESPONSIBLE MARKETING
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The 10 Companies With The Best CSR Reputations (Forbes, 2017)

Apple, Samsung 

and Volkswagen 

are out from the 

top 10 ranking!
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SOCIALLY RESPONSIBLE MARKETING
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Corporate Social Responsibility

Legal behavior

Ethical behavior

Social responsibility 
behavior & socially 

responsible business 
models

Sustainability & 
greenwashing
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SOCIALLY RESPONSIBLE MARKETING
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The case of Patagonia

“No business can be done on a dead planet. A company that is taking the long view must accept that it has an obligation to

minimize its impact on the natural environment”

“The capitalist ideal is you grow a company and focus on making it as profitable as possible. Then, when you cash out, you

become a philanthropist. We believe a company has a responsibility to do that all along, for the sake of the employees, for the

sake of the planet’”

“Our aim is to build the best product, cause no unnecessary harm, and use business to inspire and implement solutions to the

environmental crisis”

Yvon Chouinard
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SOCIALLY RESPONSIBLE MARKETING
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Cause Related Marketing

• Links the firm’s contributions toward a designated cause to customers’

engaging directly or indirectly in revenue-producing transactions with the

firm (is part of Corporate Societal Marketing, CSM)

Builds 
brand 

awareness

Enhances 
brand image

Establishes 
brand 

credibility

Evokes brand 
feelings

Creates brand 
community

Elicits brand 
engagement
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SOCIALLY RESPONSIBLE MARKETING
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Cause Related Marketing

Align focus area 
with your mission

Evaluate 
institutional “will” 

and resources

Analyze 
competitors’ cause 

positioning

Choose partners 
carefully

InnovateGo local

Communicate 
through every 

channel 

Don’t 
underestimate 
program name 

Leverage your 
assets with 
partner(s)
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SOCIALLY RESPONSIBLE MARKETING
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Cause Related Marketing: the case of MasterCard
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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SOCIALLY RESPONSIBLE MARKETING
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Social Marketing

• Social marketing by nonprofits or government organizations furthers a

cause
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SOCIALLY RESPONSIBLE MARKETING
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Social Marketing

Choose target 
markets ready to 

respond

Promote doable 
behavior in simple 

terms

Explain the 
benefits in 

compelling terms

Make it easy to 
adopt the 
behavior

Develop attention-
grabbing 

messages

Use education-
entertainment 

approach
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PRODUCT AND BRAND RELATIONSHIP
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The product hierarchy

1. Need 
family

2. Product 
family

3. Product 
class

4. Product 
line

5. Product 
type

6. Item
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PRODUCT AND BRAND RELATIONSHIP
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Co-Branding

Two or more well-known brands are combined into a joint product or marketed 
together in some fashion

• Same-company
• Joint-venture
• Multiple-sponsor
• Retail
• Licensing
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PACKAGING, LABELLING, WARRANTIES AND GUARANTEES
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Packaging

• All the activities of designing and producing the container for a product

Used as a 

marketing tool

Company and brand 
image

Innovation opportunity

Self-service

Consumer affluence

Objectives

Facilitate product 
transportation and protection

Assist at-home storage

Identify the brand

Convey descriptive and 
persuasive information

Aid product consumption
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PACKAGING, LABELLING, WARRANTIES AND GUARANTEES
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Packaging
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PACKAGING, LABELLING, WARRANTIES AND GUARANTEES
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Labelling

Warranties

Formal statements of expected product

performance by the manufacturer

Identifies, grades, describes, and promotes the product

Promise of general or complete

satisfaction

Guarantees
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Thank you for your kind attention!
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