
PRODUCT LINE AND THE DEPTH AND BREADTH OF THE LINE

In its most basic definition, product breadth is the variety of product lines that a store offers. It is also known as product
assortment width, merchandise breadth.

Is your pipeline optimally aligned to deliver on future goals? For instance, one can get their morning juice
from products other than cranberry juice. A car manufacturer may have several series in its car product line,
such as 3-series, 5-series, and 7-series. In general, the more substitues there are for a product, the more elastic
it is. The vehicle manufacturer also has a relatively consistent product mix, since both product lines contain
consumer-vehicles, can be sold in the same way etc. Deletion results in either product replacement or product
elimination. A good selection of merchandise is key to attracting and keeping customers, no matter what type
of products you sell. By productizing a service it can be managed more like a product and various product
lines can be created. On the other hand, having a deep product line can help establish you in that area, again
assuming your products are sufficiently differentiated. These two stores have entirely different strategies for
their product assortment because of the needs of their customers. A good example of a store with good breadth
but less depth are club stores like Costco, which sells almost everything under the sun, but only one or two
options for each type of product. This is a good strategy because it gives customers more gift-giving options.
A big box retailer like Walmart or Target often has a large product breadth. Much of this decision-making,
especially for smaller companies, boils down to choosing between breadth and depth in the product portfolio.
Line extensions occur when a company introduces additional items in the same product category under the
same brand name, such as new flavors, forms, colors, added ingredients, or package sizes. Add new product
lines: widen the product mix. Product depth refers to the number of sub-categories of products a company
offers under its broad spectrum category. As mentioned in the previous example, Colgate has 3 product lines.
This means that the product mix breadth is five. Thus, it has a rather limited width. Having too narrow of a
product line is a risk in and of itself as well. These are the fundamentals of retail inventory strategy , and if
you begin with a clear understanding of it, you will find it helpful for years to come. The drug store needs to
stock all of the essentials, even if there is only one option for each. A product line is a group of products
within the product mix that are closely related, either because they function in a similar manner, are sold to the
same customer groups, are marketed through the same types of outlets or fall within given price ranges. The
first of the product mix decisions refers to the product mix width. But having too many different products in
too many categories can be confusing and cause shoppers to have too many options where they freeze up.
More than half of all new products introduced each year are brand line extensions. Therefore, the right product
mix decisions should be taken, in line with customer needs. Make product lines more consistent or less.
Developing an entirely new product often involves the development or acquisition of new technology, and the
cost is often much greater.


