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5.15 QUESTIONS FOR DISCUSSION 

1. De!ine a product. What ar� the v,1rious levd, o f a product?

2. Expla111 the classifitation of a product ,� ith �uitable examples.

J. Di5ti11g111sh betv,ecn ...:onsumer produc1s and indu:.trial products. Also e,plain the
'"ariou!> dassificatHHI$ of industrial products-

4. E,plain the slage-s in the nev. proJu<:-t dt::velopment pro,;ess.

5. A rrnduct lif�cycle is U1e market's responsc to a ne\,\' product launch in th�
markct. F.xplain the .,1ages of product lifei.;ycle.

6. Demand for industrial products that go i nio another produc1 for final eonsumption
is dcriv,;d in naturc. Explain this with �ui1atile cxamples.

7. Whar factors gllicle thc �core of pro<luct line dccbions? Fx.plain the- rekv:ince of
these focturs in lndi:rn marketing conte:,..t.

8. Find ,)U( the product mix for any Mo major Indian companies.

9. What is rncanl by product line expansion? What olhcr strategies dn marketers
atlopl for product �ategorics?

Chel·k Y our Progress: l\fodel A nswer 

2 lmc 
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-L Dimension,;
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