Unit 6 Helpful Hints and Tips for Success

Hi everyone-

It's hard to believe that this course ends in 2 weeks! This has been a fantastic group and | am
very appreciative of your dedication and stellar performance over the past 6 weeks. Below are
some helpful hints and tips for successful completion of the Unit 6 Complete section.

**Choose an organization to use as your focus for answering the following questions.
Unit 6, Question 1: When organizations consider a branding strategy, an analysis of existing
and desired brand attributes is a useful starting point.

1. Identify the attributes for the brand you selected and

2. Construct a brand attribute framework.

3. Propose a brand statement to guide the organization’s branding strategy based upon
your framework.

Brand statement template example:

For (target customer)

Who (statement of need or opportunity)
(Product name) is a (product category)
That (statement of key benefit)

Unlike (competing alternative)
(Product name) (statement of

primary differentiation)

The online textbook provides information about brand attributes on pages 203-211 (Chapter 7,
Unit 6 read section). The information shown in Exhibit 7.1 Potential Brand Attributes on page
205 is very helpful.

Unit 6, Question 2: Create a compelling argument for the organization’s investment in its brand
that elaborates on the advantages of branding.
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The online textbook provides information about advantages of branding on pages 207-209
(Chapter 7, Unit 6 read section). The information shown in Exhibit 7.3 Manufacturer (Name)
Brands vs. Private-Label Brands on page 208 is very helpful.

Unit 6, Question 3:

1. Construct a perceptual map to illustrate your brand’s position in the market versus that of
its top competitors.

2. Based on the map, what are your recommendations to the organization?

Perceptual map template example:

High Price

Low Quality High Quality

Low Price




The online textbook provides information about differentiation, positioning, and perceptual
mapping on pages 213-218 (Chapter 7, Unit 6 read section). The information shown in Exhibit
7.5 A Hypothetical Perceptual Map of the Automotive Market on page 214 is very helpful.

Unit 6, Question 4: Marketing strategies vary at different stages of the product life cycle.
1. Determine which stage of the product life cycle your organization’s product is in.
2. What market characteristics lead to your determination? Explain.
3. What recommendations should the organization consider based on your analysis?
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The online textbook provides information about the product life cycle on pages 218-226
(Chapter 7, Unit 6 read section). The information shown in Exhibit 7.9 Strategic
Considerations During the Product Life Cycle on page 219 is very helpful.

Unit 6, Question 5:
1. How should the organization differentiate its products?
2. What are the product’s features, advantages, and benefits?
3. Assess the extent to which the brand’s current positioning aligns with the product’s
points of differentiation
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Examples of FABulous Product Value
Product __ |Feature | Advantage __ |Benefit

Reusable The bag is double-stitched The bag is stronger You can carry more in the
grocery bag bag without fear of it
bursting
Racing bike Carbon fiber frame Vibrations from road bumps Your ride will be more
are dampened comfortable, with fewer
aches and pains
Car Anti-lock brakes Retain control when Avoids accidents and
aggressively braking improves passenger safety
Management Multi-device management Single console to manage Faster provisioning of
software your infrastructure resources and accelerated

business processes

Soaroe Sam Wong, warw SaupkorTheStartupSosd . com

The online textbook provides information about differentiation and positioning on pages
213-218 (Chapter 7, Unit 6 read section). The information shown in Exhibit 7.7 Using Product
Descriptors as a Basis for Differentiation on page 216 is very helpful.

Potential search terms and phrases:
e product differentiation marketing strategies
e marketing product life cycle
e perceptual map technique "brand positioning"
e brand attribute framework
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Please contact me with any questions or concerns. Have a great weekend!

Dr. Lisa



