Running head: QUESTION-ANSWER ASSIGNMENT	1
QUESTION-ANSWER ASSIGNMENT		3








Question-Answer Assignment
Student’s Name
Institutional Affiliations 


Question-Answer Assignment
1. What is integrated marketing and how does it fit in a marketing plan?
Integrated marketing can be defined as a holistic strategy in business in which the decision makers ensure that the business is consistent with the message in all the media platforms. Integrated marketing is essential in the marketing process because it increases the likelihood that the target audience will get the message and act in an intended manner. In the marketing plan, integrated marketing assists in maximizing the spending by helping the management put the right amount of money towards the most effective marketing strategy that will help the business produce better outcomes. Basically, one argues that integrated marketing ensures that irrespective of the communication channel used to relay the information, the business focuses on ensuring that there is consistency in the messaging. 
2. How would you define services? What is the difference between Product and Service? Use an example at work or an experience that you have encountered to support your views.
Due to the close association between goods and services, it may be difficult to develop an appropriate definition of the term "services." However, to me, I understand it as the intangible products that a business or organization produces and sells to the customers to help meet their needs. One of the major differences between a product and service is that a product is tangible and physical, while a service is intangible and cannot be seen. Furthermore, a product's quality is determined by the customer while the quality of service is determined by the service provider. Examples of services include banking, cleaning, consultancy, education, medical treatment, and transportation. Examples of products include a smartphone, an iPhone, Laptops, and vehicle. 

3. What do you mean by the term "Brand Equity"? Use an example of a Brand, you are working with or have a special attachment with, to explain how was that brand built and has been managed so far. What do you think were the important decisions, the makers of the brand undertook, in developing their branding strategy?
Brand equity is defined as the value premium that an organization produces from the product with a recognizable name when it is compared to the generic equivalent. Brand equity is part of the overall value of the firm. In addition, the firm's value is usually determined from the future sales it will make. Basically, the term "brand equity" can be identified as the value of customer's preconceptions. From the case of Apple Inc. Corporation, the company's overall value is about $703.5 billion and the brand value is about $214.5 billion in 2016 (Finkle, 2016). This means that brand equity is about 30% of the firm's overall value. It also means that if anything happens to its brand or trademark, Apple would lose the 30% value overnight. 

4. How would you define services? What is the difference between Product and Service? Use an example at work or an experience that you have encountered to support your views.
A service is considered to be the work done by one person to another person. It is also understood as the intangible product offered to customers to meet their needs. The major differences between services and products include tangibility, variability, and quality. In services, the quality is determined by the service provider, while in products it is determined by the consumers. In variability, the services vary with when, where and how they are provided while in the case of products the variability does not change that much with when, how or where it is provided. In terms of tangibility, services are known to be intangible and cannot be seen physically while products are tangible and can be seen physically. Examples of products include vehicles, furniture, and clothes. Examples of services include consultancy, banking, and education. 
5. How does one manage new product/service ideas and bring them to market?
Managing a new product or service idea and bringing it to the market requires one to follow the following five key steps: First, it requires that one identifies the opportunity and come up with the idea to fill it. It is important to note that when no one seems to be interested in the product, it is most likely that it is going to fail (De Toro, 2016). Secondly, one is required to measure the opportunity available in the market. Once the information regarding the market trends and strategic objectives have been gathered, the next step is to analyze the segment in the market where the product will fit. Thirdly, one needs to develop a concept by finding an opinion from experts who can foresee the future needs of the product in the market (De Toro, 2016). Fourthly, one needs to test the product or service idea by creating a prototype and assessing how well it can be received or perform in the market. Lastly, after satisfying the previous four processes, one can now launch and position the product or service in the market.
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