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CLEVER
LITTLE BAG

WELL [T SMARTER THAN AN OLD FASHIONED SHOEBGX BECAUSE T USES 45% LESS PAPER
EVEN BETTER, 1T EANS YOU DON'T NEED AN EXTIA CARRIER BAG AND YOU CaRUSE 1 on
ANDOVER AGAIN, CLEVER NUN? FOLLOW THE PUMK ECOLTRBLE REUSE pHe akb. - CVen
wwevpum,comjcisveriitiobag

CLEVER
LITTLE BAG

WELL IT'S SMARTER THAN AN OLD FASHIONED SHOEBOX BECAUSE IT USES 65% LESS PAPER.
EVEN BETTER, IT MEANS YOU DON'T NEED AN EXTRA CARRIER BAG AND YOU CAN USE IT OVER
AND OVER AGAIN. CLEVER HUH? FOLLOW THE PUMA ECO-TABLE. REUSE THIS BAG.
www.puma.com/cleverlittlebag
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OBJECTIVE CHARACTERISTICS
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PRODUCT DESIGN FROM ACTION TO EMOTION

Strategic factors
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STRATEGIC FACTORS Tmag

FACTOR YV

THE VALUE THAT COUNTS
IS THE VALUE THAT IS PERCEIVED
PRODUCT PERFORMANCES

PRICE
BRAND IMAGE

MARKETING MIX
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FACTORT

THE DESIGN LIFE
OF THE PRODUCT

HOW LONG WILL IT LAST?
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FACTOR F
FASHION AND STYLE

WHICH TREND TO FOLLOW?
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FACTOR P
PROMOTIONAL REINFORCEMENT

INDUCING THE CONSUMER TO BUY
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FACTOR G
GLOBALISATION

McArabia mea

(Grilled Chicken)
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PROJECT
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CORPORATE PRODUCT
DESIGN DESIGN
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How to get from the idea to the market without hurting yourself Tmageen

PATHS TO AVOID

TECHNICAL INNOVATION

!

INDUSTRIAL DESIGN

!

MARKETING

NO! l

MARKET

NO!

PATHS TO FOLLOW

MARKETING

[\

TECHNICAL INDUSTRIAL
ANALYSIS l DESIGN

YES! YES!

MARKET

s

> Q




THE MARKETING PATH
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ANALYSIS

COMPETITOR CONSUMER
ANALYSIS TESTING

ANALYSIS

MARKETING STRATEGY
MARKETING OBJECTIVES
MARKETING CONCEPT
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THE BRIEF
Objective: transform need into product
1. Who we are and where we’re going

2. Overview of competitors
3. What to do and what not to do

(which product, which positioning, concept,
keywords, key message, mission)

4. Who to do it for (Target)
5. Design Guidelines
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