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Managing the Product
	Product management plays a critical role when an organization or individual needs to create a product. Chapter 9 of marketing: real people, real choices have provided significant knowledge of how individuals and companies can do when creating a product. Several processes need to be followed critically while focusing on how the product will look at the end. This week's lesson is essential in helping students understand that the product development process requires energy, a leader, time and a team of experts. Moreover, to convert any knowledge into a lucrative product, a firm needs to pass through specific steps such as creating a vision, developing strategies and products and market it to the right individuals.
	Solomon et al. (2018) stated that before a firm can bring a product, they must develop objectives. Nevertheless, objectives will defer depending on the product types because some firms will grow to an individual’s product or product lines. Similarly, the goals need to be clear, explicit, measurable, time-framed and reliable. The next step of product management by Solomon et al. (2018) is designing a tactic for the product and, finally, make a strategic decision such as packing and branding. I have understood the concept well because products are developed to focus on satisfying individuals' wants. Therefore, through all the product process, management of the objectives, strategies and branding must align with customers' expectations. 
	The product line is essential for the company to expand its deliveries and satisfy the customer’s needs. Solomon et al. (2018) stated that there are different product lines, including full line Vs. Limited line and filling out Vs. Contracting. However, understanding product line effectiveness is to take an example of a company that offers connected products and markets them using one brand name.
Moreover, different companies sell several product lines using several brand names, but the products are distinguished by quality, targeted demographic and price. The concept used in product line creation is that customers tend to purchase products from the brands they know because of their experiences. Both the class presentation and chapter 9 of the book reading have talked about product mix. The readings stated that a product mix is a company’s complete variety of products. Therefore, the product mix focuses on the product of different product lines created by the company. In agreement with Solomon et al. (2018), the product mix is the whole number of product lines and individuals’ products and services delivered by the firm. For that reason, the product mix will always differ from firm to firm because others have multiple product lines while others are restricted. 
	Several quality standards are developed to ensure that firms create quality products. For example, the class presentation and chapter 9 of the book have explained two quality standards: global organization standards and the six sigma. Global standards are different and the first is ISO 9000, which focuses on quality management. Therefore, ISO 9000 is established worldwide standards on quality assurance and management created to efficiently document the quality scheme components required to sustain an effective quality system. Another quality standard implemented is ISO 1400, which focuses on environmental management (lecture 9). 
Solomon et al. (2008) emphasized that ISO 14000 is a standard that enhances the operative environmental management systems in companies. Therefore, the ideals intend to offer cost-effective paraphernalia to enable companies' highest experiences and apply information concerning environmental management. Finally, is the six sigma quality standards which focus on eliminating defects in the product. Chapter 9 and lecture 9 have stated six sigma as the quality standard that allows the product to have a maximum of 3.4 percent defects in one million units. Six Sigma methodology allows the companies to enhance their processes, services and products while restructuring the quality control in making the product.
Product quality is one of the objectives of product creation, as Solomon et al. (2018) stated. All products need to meet the standards set to be released in the market, and also quality is essential to clients. However, lecture 9 notes that product quality is the general capacity of a product to satisfy client prospects. On the other hand, to understand the concept presented, product quality is how the company uses features that can have the capability to attain clients' wants and provide gratification by enhancing products and eradicating any faults and shortages from them. Therefore, for the product to meet the customer expectancy, it must have achieved specific characteristics such as reliability, artistic pleasure, effortlessness in use, robustness and safety.
After a product is introduced into a market, it will undergo several changes and finally, it declines ultimately or maintain in the market. However, the majority of the product will decrease from the market. Therefore, monitoring the product lifecycle is essential for marketers and managers as it allows them to realize when it is suitable to enhance advertising or reduce prices. According to Solomon et al. (2018), the product life cycle clarifies the characteristics variations over a product's life. At the same time, lecture 9 defined the product life cycle as an effective way of amplifying how the market reacts and marketing events vary over a product's life. Thus, the concept is understood effectively because product life cycle is between product introduction and market when it is removed from a market. The cycle is classified into four stages that are introduction as well as growth together with maturity and finally decline. The information obtained from the product life cycle is essential for marketers and the management in deciding whether to escalate to new markets or change the packaging design. 
[bookmark: _GoBack]The introduction phase of a product life cycle is first stage because it is where the new product is brought into the market. However, during this stage, the sales are less and many companies are likely to fail (Lecture 9, Solomon et al., 2018). Moreover, this stage requires the company to invest immensely in advertisement and marketing campaigns to ensure customers understand the product. The second phase is growth and it occurs after the product has effectively gained awareness. Therefore, demand for the product increases, resulting in high sales as well as revenue increases. Due to high demand, the company is forced to produce more and expand as they stress promotions such as brand advertisements. The third phase is maturity and it the longest (Lecture 9). During this stage, sales increase at a decreasing rate, and competitors are moving out of the market, making the remaining firms increase their product lines. Also, revenues and prices fall. The last stage is decline, indicating a long-run decrease in sales (Solomon et al., 2018). This phase results in many companies coming out of the market because of reduced demand and thus, high competition comes in as other firms copy their success and come with improvements or reduced prices. The product loses market share and starts to decline.
Branding plays a critical role in developing the perception of the product, service or firm. Therefore, Solomon et al. (2018) defined a brand as a terminology, name, symbol, or product component that recognizes it with a company and differentiates it from competitors. Therefore, a brand should be able to maintain a relationship with customers (Lecture 9). Brand names need to be easy to spell, remember and read. It should also be acceptable in the legal necessities and fits the customer’s culture. The firm can use different branding strategies to sell their products, such as cobranding, national and store brands, licensing and generic brands. Packaging and labeling are also essential parts for the company to market its products. Packings provide significant functions to the product, such as protection, communication of the brand's personality, including color and pictures. Also, packaging improves the appearance of the product as well as makes it user-friendly. Branding and packaging influence clients' view of the product and consider several factors such as environmental effects and color.
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