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Abstract

Is the current understanding of the concept of product with respect to its nature adequate
enough to produce the right kind of products? One of the reasons out of several reasons for
the lack of survival or growth of several products in the market is because of how the nature
of product is understood. The conventional understanding of the nature of the product lacks
substance to be able to provide manufactures to think and build an optimum level (and
variety) of products for the consumers. The casual use of the term product in normal routine
life has increased so much that the essence of the concept and the seriousness required to
produce and continue the right kind of attributes has been lost. Despite sufficient research
on the product and its aspects, there has been lack of attention to the underlying nature of
the product. The study goes back to the idea of the product as a concentrated entity based
on certain dimensions pertaining to the reality and knowledge structure of the reality of the
nature of product that can help provide a clear direction in how the product should be
approached. The study will examine the essence of product and will derive a contemporary
understanding of the product nature with theoretical and applied implications for
understanding and managing products with respect to right kind of attributes for the
consumers
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1. Introduction

The important role of products in businesses and lives of people makes it an unavoidable
phenomenon to be studied so that its orientation is properly aligned with people (Helfat &
Raubitschek, 2000). Product is an expression of both manufacturers and consumers due to which
understanding products is more crucial than ever because of its rising complexity because of
compartmentalized concentration in our environments and workplaces (Darling & Arnold, 1988;
Fokkinga & Desmet, 2014). Over the period of years there has been several researches in various
areas of business and consumer behavior on product. However, the researches reflect limitations
in their assumptions on the predisposition of the product and has scarcely appraised and examined
the complexity of product nature especially as a contemporary entity (Ha-Brookshire & Hawley,
2014; Liu, Wang, & Chang, 2021). Even though there have been researches on defining the nature
of the product but it lacks an appropriate approach in examining the nature of product as a
contemporary phenomenon. Since there is lack of literature on comprehensive understanding of
the product nature (Redzuan & Aref, 2010; Kim & Christiaans, 2012). Therefore, this research
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An Adequate Understanding of the Concept of Product with Respect to its Underlying Notions

attempts to discuss the nature of product with respect to its underlying dimensionality and bring
out an understanding of its mechanism so that researchers and scholars can use it to construct a
holistic way to develop products (Tellis & Johnson, 2007). The contemporary underlying
mechanism of the product nature provides an opportunity to discuss about product as a variable
phenomenon from the perspective of complete and incomplete continuum. In order to this the word
product has to be examined which is used so much without a proper understanding of its underlying
working that it is becoming difficult to develop something that is effective and impressive in the
times of constant development. The casual overuse of the word without proper examination is
making it lose its essence and importance and hence adding to the lack of success and survival rate
of the products (Tangoren, 1991; Baumgardner, 2008). It also suggests that there hollow
understanding of the consumers perspectives regarding the products and how they evaluate it. The
definition of the product plays a critical role. The success of the product starts with how it is
defined and then how it is realized, therefore in order to investigate the product and its
contemporary nature, the path to inspection should be from its definition. Since product definition
aligns the developmental processes by acting as a guiding consumer need milestone therefore
assessment of the product term is a healthy starting point that can lead towards the investigation
of the contemporary nature of product. Product as a term has been used by researchers and
practitioners from several decades, but it consists of preconceived notions and gaps in the meaning
of it. One of the reasons for these preconceived notions due to the lack of explicit literature in
defining what is a product? The scarcity on the definition of product has kept the meaning of the
product in a vague area due to which the nature of product and its manifestation cannot be
investigated from the contemporary perspective. In order to use definitions as the starting point of
entry towards the examination of the nature of product, it must be divided into explicit and implicit
definitions. Explicit definitions are those that are apparently and conventionally repeated over the
period of time while implicit definitions are those that have only been abstractly mentioned and
requires further concreteness. In order to understand the nature of product and flesh out the
contemporary dimensionality of the nature of product, both explicit and implicit definitions of the
product would require re-assessment to propose an expanded understanding of the underlying
mechanism of the product

2. Methodology

The method of concept review of “product” is undertaken in this paper and will be address in the
following manner: To master something, its nature must be known (Mandeville, 1960). Therefore,
to cope up the challenges pertaining to product, its nature must be extracted. To understand nature
of something, its propositions must be understood (Moravcsik, 1975). Since propositions can also
be taken as definitions, therefore the nature of product can be traced through the definitions related
to product (Fawcett, 2011). Once the nature of product is extracted through its definitions then a
structure over it can be built (McLerran, 2006) ontologically and epistemologically. In order to
fulfil the objective of this chapter, a certain type of concept review is attempted, as applied in a
particular way by Wang, Volkow, Thanos, & Fowler, (2004); Murschetz, (2005); Dostilio, et al.,
(2012); Cavaco & Machado, (2014); Shek, Yu, & Busiol, (2015); Shi, Hu, & Wang, (2018); aswell
other researchers that followed a similar pattern but by different terms such as, phenomenon
conceptualization by Morris & Sexton (1996), conceptual analysis by Meyer, Becker, &
Vandenberghe (2004), distributive perspective through conceptual framework by Spillane, (2004),
conceptual review by Fernandez & Bonillo (2006), concept-based review by Carter & Goldstein,
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(2014) and theoretical framework and conceptual analysis by Tamayo, Romero, Gamero, &
Martinez-Roman, (2015) and Houwer (2020) respectively, to explore the theoretical understanding
of product by addressing the underlying nature of the inherent mechanism of product through; (a)
dissecting the meaning of product (b) extraction of the underlying aspects through exploring it
ontologically and (c) compartmentalizing these underlying explorations of the product
epistemologically

3. Concept based Review — Dissecting the term “Product”

As per the standard marketing text book literature the following extracted definitions on product
needs to be assessed:

a) Product is any tangible or intangible offering which includes physical or digital goods,
services, experiences, events, persons, places, properties, organizations, information, and
ideas to satisfy need or want (Keller & Kotler, 2015; Ferrell & Hartline, 2010)

b) Consumers concentrate on acquiring products for solutions along with admirations to
satisfy needs and wants such as having food to solve hunger and microwave to cook food
(Kotler, Armstrong, Saunders, & Wong, 1999)

c) Product along with its tangibility compatibility with the consumers is also concerned with
the intangible compatibility with the consumers (Perreault Jr & McCarthy, 2002)

As per definition (a) it can be understood that there is a vacuumed space inside of a product open
to any sort of absorption or transformation either in physicality or non-physicality in order to fulfill
the needs of the consumers (Herrmann, Gassmann, & Eisert, 2007). From definition (b) it can be
understood that the mere task of the product for consumers is to what it presents as an outcome,
solution or advantages that can be used to perform certain jobs for them (Oh, & Moon, 2015).
Through definition (c) it can be understood that product is merely a means to satisfaction and does
not need to be specified or unspecified in a certain way (Ifie, 2020). These definitions indicate that
these are hidden and different expressions of consumer requirements or expectations which help
the consumer in forming a certain idea or understanding of the product in their minds. These ideas
that they develop regarding a product through the fulfilment of certain expectations are basically
around certain notions of benefit-based requirements that the consumers want to extract from the
product (MacStravic, 1986). These explicit definitions convey that the nature of product can only
be understood if these implicit suggestions are taken into consideration to understand how the
notion of expected benefits formulate the idea of product in the minds of consumers. Therefore,
the implicit suggestion of these definitions indicate that the primary job of the product is to support
people in their lives through different parameters which cannot be unidirectional. Even though
these definitions indicate the hidden directionality of the product but does not fully entertain the
variance of the product and its underlying nature. It largely gives a static and thing-like view of
the products made to satisfy to the consumers. In simple words, the conventional and explicit view
of the product overpowers the implicit directionality of the product and provides a binary
understanding the product that it can only be recognized if it exists or not. However, a slightly
different but not fully appropriate view exists in the understanding of the product that differentiates
itself from defining the product as a static thing known conventionally. It suggests an alternative
view of the product and partializes the product into a set or bundle of utilities that the customers
require for satisfaction. Its view of the product and its relationship with the consumer is not based
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on a set of aspects that the product provides but rather based on the breakup of the product into a
bundle of different utilities (Moran & Strauss, 1980). In a way it resembles to the perspective that
suggests that customers want bundle of benefits for the satisfaction of their needs but it still limits
and restricts the nature of product and only presents the product as not a definite or static thing like
form but rather a mixture of broken-down benefits for the consumer satisfaction. Therefore, the
difference between conventional and the mentioned semi-conventional definition is the addition
of “set or bundle of” benefits that satisfy the needs. Since product has been characterized as the
requirement of aspects to satisfy the customer needs, therefore the semi-conventional definition of
product was expanded to be defined as the whole set of aspects, benefits, experiences or offerings
in order to suggest that product is not merely a static but rather a unconstrainted consideration of
total utility or total experience of the customers (Alpert, 1972; Calisaya, Lopez-Valdivieso, De la
Cruz, Galvez, & Cisternas, 2016; Stolarska, 2020). This expansion of set of benefits to set of
offerings was primarily done to ascertain the growing compartmentalized and specialized
knowledge, processes and technology that has increased complexity around us (Masanauskas,
1996; Anthony Sgroi, 2014)

3.1 Concept based Review — Theoretical Background: Underlying ontology of “product”:

However, these changes into the understanding of the product from thing-oriented view of the
product to the product being a bundle of set of offerings are consistent with the levels of product
largely followed in the literature of marketing, but only provides a unidirectional view of the
products. Unidirectional in the sense that these definitions do provide the starting point in
understanding in how the product is presented in a partialized way to the consumers to make it
appear dense, but they do not answer questions like; what is the contemporary reality of product
and its partialized being? What intrinsic framework does the concept of product and its partialized
being carry in order to understand its reality? How does the partialized product gain balance in
order to satisfy consumers? Does it provide an understanding upon which any kind of concept can
be integrated or every time a new concept will have to be introduced to improve a product?

As discussed, it can be understood that the mentioned discussions on the definitions of the product
does not provide the reality or the nature of product, rather it provides the partialized view of the
product from the perspective of development rather than simultaneously requirements that goes
into the minds of the consumers (Oltra-Badenes, Gil-Gomez, Merigo, & Palacios-Marques, 2019
& Shoukat et al., 2021). Therefore, these do not provide a sufficient understanding of how to
appropriately capture the relativity of the consumers when it comes to its evaluation. By nature of
product, it means the underlying mechanisms based on certain aspects that ascertain the concept
of manifested outcome which can guide the practitioners to work on the same product entity
infinitely with a balance (Loken, Barsalou, & Joiner, 2018). However, the discussed definitions
provide a starting point by first addressing the product as not a static entity but rather a partialized
entity. This has helped practitioners in understanding the product as an additive and partition-based
entity that can be served through simplicity to complexity or complexity to simplicity (Qi, 2022).
This is apparent from the implicit understanding of the explicit product literature but lacks to
present the product from a variable perspective that can define the reality of the product and
provide a framework in understanding that reality. Despite these understandings it must be noted
that the product success and survival rate has decreased and has been challenged to fulfill the
customers perception of product being an incomplete entity that is unable to fully satisfy the needs
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and wants. This suggests that the partialized view of the products do not entertain the concept of
competition of the customers or the related conceptions of competition through which customers
evaluate their products or get satisfied through it. This suggests that the consumer evaluates
products just like it evaluates an individual person as a continued entity involving various
amalgamations (Leshem, 1992; Messina & Rogers, 2018). However, these amalgamations have
been understood through different associations with the product that the researchers and
practitioners have come up with to understand the working of the product with respect to their own
understandings. This clearly suggests that the literature that defines the product does not do justice
with its conception due which support of associative understandings are undertaken. However, this
also helps in limiting in understanding the reality and nature of the product as it creates silos or
compartments with regards to its respective associations and the fallout meanings it creates through
its associations with the product. These associations use certain portions of partialized view of
product and provides concentrated understandings of the product. This has happened due to the
customers critical and continuous evaluation of the products that have increased in recent times
due to rising technology (Wang, Zhou, Wang, & Fang, 2022). Even though these technological
goods have changed the way how makers develop products in terms of processes it does not
provide an understanding of how to entertain large of number of customers and their mindsets
when it comes evaluation. This has happened because the associative product concepts have
created concentrations in the partialized products and created rapid portions out of it causing some
out of disbalance in the construction of products for its continuity. However, there has been some
products that have managed to survive and sustain rapid progression and has appealed to large
number of people with a higher success and survival rate (Baumgardner, 2008, & Noorani et al.,
2020). These associate concepts formalize the adjective traits through which we try to improve the
condition of products or develop other products. However, all the other words that stem from
product are external to it, rather than intrinsic and represents the phenomena of the product only
in terms of its tendency to variate itself into different degrees. This suggests that almost all products
have the capacity for improvement or in other words room for improvement that is based on certain
underlying mechanisms (Higuchi & Troutt, 2008; Wang, Nujoom, & Abubakar, 2018). This room
for improvement suggests that products have the elastic and flexible tendency to adjust to various
criticisms, ideas and concepts within itself and manifest those adjustments into different forms,
shapes or other structures without making the previous forms or structures as instantly obsolete
(Van der Zanden, Van Kleef, De Wijk, & Van Trijp, 2015). This view of the product to be
partialized and portionalized through its associative concepts suggests that the product has the
tendency to be elastic and flexible, suggesting constant room for improvement, adaption and
adjustment to different conditions and requirements of the customer (Mello, 2003). However, this
only provides a direction to the understanding of the underlying nature of the product but does not
provide the mechanisms through which this nature of product is exercised and maintained.
However, in order to extract product reality or its nature in support of this realized phenomena and
understand its mechanism an examination through Table 1 was conducted on the associative
concepts that reflect the state of product within itself without any dependency, to understand the
collective traits of non-static tendency found within the product.
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Table 1: Meaning and Nature Extraction

Basic Terminology Meaning Extracted Extracted Nature
Product Product is a system that runs on the derivative Suggests product having
constituent power generated by a set of fragments energy within it

(Wahid, Ming, & Ahmad, 2020; Ozbudun, 2012;
Sallez, Berger, Deneux, & Trentesaux, 2010;
erikshammar, Classen, Heymans, Bourdoux, &
Demonceau, 2010)

Associative Extracted Meaning Extracted Nature

Phraseology
Product Development | Product development is defined as the development of | Suggests product having
new products or further advancement/improvement of | the capacity to increase its

existing products (Roivio, 2019; Gessa-Perera, potential
Sancha-Dionisio, & Gonzalez- Expdsito, 2017)
Product Product creativity refers to the extent of continuous Suggests product having
Creativity (rather than binary) difference in levels of product fluidity rather than
attributes (Jimenez-Mavillard & Suarez, 2021; Piffer, stagnancy

2012; Wienbergen, Karow, & Rosemann, 2009)

Product Product quality refers to is extent to which the product Product having the
Quality performs its targeted function and/or meets its capability of reaching its
specification(s) (Hamzah, Ali, & Abd Karim, 2020; potential
Jacobs & Van Moll, 2007; Landryova & Irgens, 2006)
Product Product innovation is about development of new Suggests product having
innovation products or improvement in existing products the capacity to increase or
(Abdullah, Hamid, Shamsuddin, & Wahab, 2016; cater its potential

Lehar, 2007; Trott, 2001)

Product Product experience refers to events (happenings that Product having the
Experience occur and unfold in space and time) which originate capacity to reveal itself
from range of product offerings (Choo & Cheng Ling

Tan, 2018; Al-Fedaghi, 2017; Delprato & Smith,
2009; Malpas, 2001)

Through the mentioned definitions of the associative phrases and the extractions performed on it
reflects the underlying nature of the product with respect to its variance. It suggests that the product
has the capacitative tendency to absorb, adapt, evolve or revolutionize itself into different aspects.
These tendencies support the product having a variable nature that has the capacity to adjust itself
in the minds of the contemporary consumers without the need to jumping on to new developments
(Peterson, 2013, Han & Hyun, 2014, Azhar & Bashir, 2018). This reflects that product has a state
which is close to a being rather than a thing and has variability of low and high with respect to its
attributions. The analysis of these associative phrases also suggests that self-introspective nature
of the product that allows itself to be evaluated time to time to adjust to the pertaining timely needs
of the consumers and fulfill expectations through its own attributions in order to minimize the
room for improvement (Cortez-Arriola et al., 2016). These attributions are activities of certain
aspects that allow the product to constantly adjust itself for the shifts and evaluation. Now that it
is extracted that the product has underlying active mechanism, it can now be expected as what
aspects are required to perform these underlying active mechanisms in order to produce a product
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that appropriately addresses the needs of the consumers in the contemporary times as a
contemporary entity. Even though it is not the first time that the product has been investigated with
regards to its composition, however it may be the first time in which the nature of product is
investigated from the expandable underlying mechanism perspective. Researchers have tried to
understand the concept of product by trying to specify the partialized mechanism of the product
into tangible or intangible attributes irrespective of whether it is a service or a good. Similarly, it
has also been argued that the partialized product entity is a total set of psychological and
physiological satisfactions. In other words, it can be argued that the product is a partialized
amalgamation of overlapping physical and non-physical attributes constantly molding itself to
adjust to the consumers. Therefore, in order provide theoretical understanding to this simplistic,
yet complicated understanding of the product, several theories containing similar propositions
needs to be examined to extract a collective understanding of these active underlying mechanisms
within the product so that its ontological reality can help in drawing out its epistemological
working. As per this it can be said that product is actually an entity that is defined through the
active happening that takes place between the object, buyer, supplier and context. This
understanding starts from the concept of pluri-signified product in which it is which it is discussed
that the underlying mechanism of the product is based on the active happening between the “object,
buyer and supplier” (Saren & Tzokas, 1998). However, it does not explicitly acknowledge the role
of “context” as an active actor in the underlying mechanism of the product as argued by the revised
systems theory of creativity. Even though the importance of context was mentioned implicitly by
the researcher in the literature of pluri-signified product concept, but did not explicitly incorporate
into the working of the theoretical underpinnings and left it as a tripartite mechanism. Even though
the omission of context from the theoretical setting is not clearly defined, it can be roughly
understood that the larger theme of the research was based on product being a market driven entity
without incorporation of marketing driven entity perspective. The theme of the theory discusses
the role of the product as a consumption fulfilling entity which shows that the mentioning of
context plays a crucial role in determining the outcome of any product. Similarly, in order to
support these replacements and further add on to the theoretical background of the underlying
mechanism of the product, other theories for support and their misspecifications are taken into
account to support the interaction between buyer, object, supplier, context. For proper
understanding, table 1 can be seen to know the additions and adjustments to establish the four
underlying aspects of product nature. One of the theoretical components that touches the idea of
underlying constructs is product development and systems theory of creativity in which both the
development of product and creativity of the product is dependent upon the relationship that exists
between the user/product, product and context Klahn & Fontana, 2017; Horn & Salvendy, 2006.
The ontological aspect presented in this view is that the development of product and the assessment
of product creativity can be done through these actors that presents the systematic happening
taking place between product, consumer/user and context. Therefore, it presents the similar
underlying active mechanism of the product mentioned in the basic level product development as
well as in the revised systems theory of creativity. One of the lacking in this theoretical
understanding of the product development and revised systems theory of creativity is its inability
to understand the umbrella characteristic product and consumer/user as an umbrella term and at
the same time their form to be a participant as an internal partisan in its working. It is argued that
ontologically it is not consistent for the product as well as consumer/user to be a part of its own
ontological division within which the underlying happenings take place, therefore product needs
to be replaced with object and consumer/user needs to be replaced with buyer. A similar miss
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conceptualization is witnessed in the underlying aspects of both product quality and product
innovation in which application/material things, business/people and development are used in
which material aspects and application, people and business, as well as development, all serve as
umbrella terms and cannot be included as a participant in its own theoretical breakup (OpenLearn,
2019; Hofmann & Geiger, 1995). Therefore, in order to maintain consistency, material things and
application were replaced with object, people and business were replaced with buyer and
development was replaced with supplier. This is necessary so that the underlying aspects that acts
as an agent for the mechanism to occur can fit well under the umbrella labels. Similarly, the
misspecification in the breakup of product experience was also identified which keeps both
umbrella terms of product and user as partisans in the relationship between product, user and
context Desmet & Hekkert, 2007; Burrows, 2018. Product or user cannot be part of the underlying
mechanism along with the product since product is a user level consumer-oriented entity and it
appears to be a conflicting aspect theoretically as it creates an overlapping confusion with itself
and the other umbrella term of the user. Therefore, keeping consistency within all the theoretical
perspectives and its underlying aspects, words like “product, material things, application” was
replaced with “object” and words like “consumer, business or user” was replaced with “buyer”
and word like “development” was replaced with “supplier” to keep up terminological consistencies
in order to provide a clarity over what is said and what is understood in order to keep a similar
theme of communication for the internal relations found in the nature of product (Thomas &
Heffron, 2012; Foino, 2012; Erikshammar, 2011; Dubberly, 2010; Scheithauer, Augustin, &
Wirtz, 2009; Angerer, 2006; Thau, 2004; Trott, 2001; Saren & Tzokas, 1998; Fennell, 1985). The
only consistent term that was found in most of the theoretical ontologies was of the term “context”
which serves as one of the important ontological aspects in the interaction of the product. Based
on this understanding, a collection of all the consistent terms from all the mentioned theoretical
aspects along with consistent theoretical specifications, a joint proposition for a systematic
quadripartite product concept comprising of “object, buyer, supplier and context” is suggested
below in table 2 and 3 that demonstrates the reality of the nature of product.

Table 2: Extracted underlying aspects of the nature of product

Basic (+) (=)
Terminology Associative phraseology -
Product Product Product Product Product Product Product
P) Development | Creativity Quality innovation | Experience Nature
(PD) (PC) (PQ) (P1) (PE)
Object Object Object Object Object Object Object
(Product) (Product) (Application) (Material (Product)
things)
Buyer Buyer Buyer Buyer Buyer Buyer Buyer
(User) (Customer) (Business) (People) (User)
Supplier N/A N/A Supplier N/A N/A Supplier
(Development)
N/A Context Context N/A Context Context Context

(P) Extracted From pluri-signified product concept (Saren & Tzokas, 1998); (PD) Extracted From basic level product development (Klahn
& Fontana, 2017); (PC) Extracted From modified systems theory of product creativity (Horn & Salvendy, 2006); (PQ) Extracted from
software quality triangle (Hofmann & Geiger, 1995); (PI) Extracted from sources of innovation for products, services & systems (Open
Learn, 2019); (PE) Extracted From product experience framework (Desmet & Hekkert, 2007; Burrows, 2018).
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Table 3: Ontology: Reality of the nature of the product

Reality of the nature of the product Object Buyer Context Supplier

ABojouo

3.2. Concept based Review — Theoretical Framework: Underlying epistemology of “product”

These four elements in the quadripartite concept of product can be explained as the foundation of
consumer fulfilling aspects in which the relationship of these elements can be understood as the
formative interactions energetically taking place within the nature of the product. Each of the
element fulfilling its role but in alignment with the other elements to provide a harmonious
formation of the product. Object fulfils the requirement of materiality of the consumer for the
product (Leonardi, 2010). Buyer aspect fulfills the possessional requirements of the consumer for
the product. Supplier fulfills the requirement of professionality requirement of the consumers for
the product and context fulfills situational or circumstantial requirement of the consumer for the
product (Mills, 2015; Glahn & Gruber, 2020). This suggests another drawback in associative
theories that they propose these actors as the elements that shape up the product whereas it is
discussed in this examination of the nature of product that these actors only act as a baseline of
requirements for the product instantiation. This indicates that the product output is based upon a
multilayered nature and passes from one theoretical underpinning of product to another theoretical
underpinning of the product. Since these underpinnings are based on the consumer understanding
of the product fulfillment. the knowledge structure can be referred to understand the basis for it.
Knowledge structure primarily concerns with the collection of interrelated concepts and its
linkages for understanding relationships with respect to the conceptual expansion of the
relationships by explaining its breadth and depth. In this regard the knowledge structure of the
consumer knowledge regarding the product shows lack of breadth and depth as it only covers the
product from the viewpoints objectivity and subjectivity which caters to the object or materiality
baseline element of the nature of product (Selnes & Gr°nhaug, 1986, Ellis, 2015). This dichotomy
of the consumer view point in the evaluation of the product provides a limited view, overlapping
and confused classification to the product. Due to which the knowledge classification of the
consumer understanding of the products can be clearly understood that there is room for other
knowledge dichotomies to cater the baseline elements of the nature of product such as buyer,
supplier and context. The evolution of knowledge structure suggests that nature of things cannot
be known only through the dichotomy of objectivity and subjectivity (Brown, 1914). This also has
forced the product developers and managers to understand consumer requirements through the lens
of objectivity and subjectivity largely catering to the object or materiality that has restricted them
from clearly developing and managing the requirements. This gives the direction as to how the
rest of the epistemological viewpoints be chosen and positioned to ascertain certain ontological
actors within the nature of the product. Therefore, for theoretical consistency and correct
appropriation of nature theoretical references were found based on cues regarding the viewpoints
of the product and then followed up with the general epistemological dichotomous standards from
current literature. Through literature search it was found that consumer want a product that can
fulfil the consumer requirements as a buyer. From the general standards of the epistemological
viewpoints the relativistic requirement of the consumers mentioned in the literature only presents
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a partial aspect of the dichotomy (Coltman, Hughes, M. Devinney, & M. Whiting, 2006). This
understanding provided the cue for the general absolutivity-relativity dichotomy from the literature
general epistemological criterion, providing an opportunity to dichotomously cater the buying
element within the nature of the product (Kennedy, 2015; Gillespie, 2016; Segala, 2010).
Similarly, one of the characteristics of the customer requirement for product suggests that the
product should be adjustable to the situational variance of the individual (Deuker & Radmacher,
2008; Masuda & Hara, 2011; Cheng, Cao, & Gu, 2021). This cue presented another partial aspect
of another epistemological dichotomy known as particularity-universality standard (Krajewski,
2001; Langsdorf, 2010). Hence provided the opportunity to fully cater the contextual parameter of
the nature of product from particularity and universality point of view. Similarly, one of the
characteristics that consumer require is the professional reliability that the product present (Chen,
2006; O’Brien, 1978; Effiong & Alozie, 2021). This allowed in determining another partial aspect
of the general dichotomy found in the belief forming process of reliabilism, which is broken down
as infallibility-fallibility epistemological standard (Nichols & Pinillos, 2018; Daoust, 2018). On
the basis of the customer knowledge of objectivity and subjectivity catering the object or
materiality aspect of the product nature, rest of the philosophical viewpoints were adjusted to the
multilayered nature of the product. Therefore, it provided an opportunity to ascertain the
ontological notion of supply ability of the product as one of the requirements of the consumer in
evaluating the product.

Table 4: Epistemology: Knowledge structure to know the reality of the nature of the product

o

>

8 Reality of the nature of the product Object Buyer Context Supplier
€

m

T,

& Knowledge structure to know the

é reality of the nature of the product

8

<

All of the cues and adjustments provided 4 significant epistemological dichotomies with 8 distinct
philosophies to fulfil the gap in the knowledge structure of the nature of product. These are; (a)
objectivity and subjectivity towards materiality requirement, (b) absolutivity and relativity towards
buying requirement, (c) particularity and universality towards contextual requirement and (d)
fallibility and infallibility towards supply ability requirement. Since these adjustments were the
extractions from the cues in the literature that were not rigorously determined therefore in order to
understand these revised extractions the theoretical positions will be discussed under the light of
customer-oriented product viewpoint and clarify the matter of contentions found in the literature.

3.2. (a) Epistemological objectivity of object ontology (materiality)
Non personal perspectives relating to the real time properties of the object aspect of the product is
considered as the objectivity of the object. It exists without the interference of the feelings of the

observer or consumer (Schuon, 1983). It lacks personal perceptual biases irrespective of the
negative or positive which eliminates the aspect of opinions of the consumer that goes into decision
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making processes (Zaliwski, 2011). It is something that is considered as something that just exists
in the object setting of the product. Objectivity of the consumers regarding the materiality of the
object are based on the things that exist in it as concrete facts rather than being subject to personal
interpretation of them and therefore excludes aspects that are based on the production of mental
assumptions or conjectures. Objectivity of the product is based on the proposition of properties
that exist without the influence of external sentient subject (Kim, 2011). These are non-sentient
attributes of the product that exist without the aspect of being essential to the product rather than
subject to perceptions or feelings and does not provide any room to any sort of aspects based on
qualia for the mind to generate interpretations regarding what they witness in the object setting of
the product. That is why objectivity of something is also considered as something without bias and
having neutrality of thought in terms of its identification and recognition of features and use
(Jacquette, 2008). Most of the times the objectivity of something leads to black and white or binary
notification suggesting a numerical evaluation of the object at hand. Objectivity of the product is
one those epistemological standards in which the agreement over the characteristics within the
product will be largely agreed upon or disagreed upon (Goldman, 2007). It can be understood as
having the number of stairs or levels of floors required to climb or reach a certain apartment.
Similarly, it would be also considered by the consumers in a close to precise manner as to how
many times these stairs or levels of floors will be required to use (Park & Chang, 2022). Even
though slight variations in the objectivity requirements of the object may vary based on some
conditions it exists in or based on the knowledge level of the customers through which it is seen.

Table 5: Objectivity as epistemological coverage of object ontology
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3.2. (b) Epistemological subjectivity of object ontology (materiality)

The opposite of objectivity of the product is the subjectivity of the product based on personal rather
than impersonal characteristics (Wieviorka, 2005). These characteristics are largely based on the
interpretation of human mind in which subject becomes the authority over determining the
importance of aspects found in the product from their own understanding of the aspects provided.
Subjectivity being one of the most important epistemological standards in evaluating the objects
is based on the individual personalities and their mental capabilities in giving meaning to certain
aspects of the product. These mental evaluations are based upon personal level feelings, thoughts
or opinions (Horvath & Bencsik, 2020). This suggests that product possibly has or needs to
concentrate on those aspects that are only evaluated primarily on the thoughts and feelings of the
consumers (Daria, 2021). It must be noted that not the entire product is based on the subjectivity
assessment of the product since the aspects that are evaluated by the consumer are those elements
which they consider as something personal to them and hence feel having the privilege to evaluate
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freely about it only on the basis of what they think or feel about it. Even though this may come of
as uncertain, but the subjectivity of knowledge of the consumers is developed over the period of
time through their use of personal thoughts and feelings and therefore a certain pattern within those
thoughts or feelings can be discovered and figured out to reduce uncertainty and large variation of
the bias and as a result fulfil those consumer subjectivity aspects that they seek in the object setting
of the product. It can also be understood that subjectivity assessment of the object or material
setting of the product is based on the personal projection of the consumer on the product and
evaluates all those things that are subject to feelings and thoughts through their own understanding
of the mental and physical knowledge that they have adjusted themselves to over the period of
time, hence indirectly thinking that they themselves are the benchmarks that the product needs to
cater to. This makes it challenging for the product developers to cater to since they have to figure
out the implicit patterns of the consumers unlike the objectivity of the product in which everything
that falls under the objectivity of the product is explicit and the determination of the object is
impersonal.

Table 6: Subjectivity as epistemological coverage of object ontology
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3.2. (c) Epistemological relativity of buyer ontology (Possessionality)

Relativistic requirement of the customer is one of the cues found dominantly in literature but
without being established as an epistemological standard for the customers to evaluate the product.
It is one of the aspects that plays an important role in having characteristics within the product
from the comparative view point of the customers (Lee & Trail, 2011). Within product research
and its literature relativistic characterization of the product is unclear in its ideas and positions
which suggests a lack of consensus amongst scholars about it. Relativity is basically based upon
the comparative frame of reference in the customer expectation evaluation with respect to another
product with similar (or in some cases same) characteristics (Meroyi, 2013). In relativity, it is
considered that there are certain aspects of anything that does not or cannot exist on its own and is
neither subject to personal interpretation, but rather its evaluation and its recognition of existence
is only possible if it can be identified in comparison to others or its prior forms (Jacob, Yanto, Md
Fudzee, & Salamat, 2018). It argues that the understanding of the product is only possible if it can
be determined as good, bad, poor or any other trait when put in comparison with another related
version, characteristic or product. This suggests that if there is no point of reference for certain
aspects of things like goods or services then there is no use of having it since the worth of it cannot
be estimated. This implicitly indicates that the explicit possession of such characteristics may not
have any meaning if its expression for the customers does not fall in terms of its comparative
existence for satisfaction. Therefore, it suggests that customers want some or certain aspects of the
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product in which the characterization of the product falls under relativity in which the comparison
can be done naturally keeping variation within them as advantageous for the product

Table 7: Absolutivity as epistemological coverage of buyer ontology
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3.2. (d) Epistemological absolutivity of buyer ontology (possessionality)

Absolutivity is the other half of the dichotomy of customer comparative assessment that product
developers and managers need to consider. This is one of the standards that stand directly in
opposition to relativity but can exist as independent characteristic(s) with little to no vagueness
with respect to the characteristics pertaining to relativity (Lassiter & Goodman, 2013). This can
be considered as an achievement by the customers in expressing the product as authentic and
unique Brown, 1914. This understanding of absolutism is different in terms of the universalization
of absolutism, rather this dichotomous standard which is in pair with relativity of the
characterization of goods or services in order to be independent, prominent and free from
parametric restrictions of recognition. Unlike relativity in which the frame of reference is
comparative, absolutivity frame of reference is based on being a self-conceived class of its own in
which the customers consider certain characterization or characteristics of the product as one of a
kind whose meaningfulness and worth is derived from being incomparable to others (Wax,
DeChurch, & Contractor, 2017). However, it should be noted that the real-time possibility of
accomplishing such a characteristic within a product is very difficult to achieve in actuality,
although greasy or closeness to absolutivity of characterization may be achieved for advantages
(Wyngaerd, 2012). One of the reasons for drawing this line and not taking the absolutivity of
characterization as it is due to its real-time application and not worrying about its fixed aspects as
it may turn out to be unhealthy in order to maintain its consistency and therefore a variable
understanding of absolutivity may be achieved in terms of high or low in existence. This can be
understood through container view of things which provides an understanding that for some time
period there can be things that can exist in the place without having any comparative relationship
with place or objects in that place it exists in. Suggesting that the product has the potential to have
those characteristics within it which can be considered as maximums (maximal degrees) or
minimums (minimal degrees) which can have some form of absolutism or rarity making it
distinctive from others (Kennedy, 2007; Faroldi & Soria, 2017).
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Table 8: Relativity as the epistemological coverage of buyer ontology
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3.2. (e) Epistemological particularity of context ontology (situationality)

Particularism has roots in ancient philosophy and is sometimes referred closely with situation of a
case which satisfies a certain set of circumstances (Vayrynen, 2004; Rebecca, 2013). It is
becoming of the most important epistemological considerations in the contemporary
understanding of things. The other reason for its growing importance is that it facilitates in the
contextual understanding of things like goods which allows in understanding the evaluative
mindset of consumers and their determination of certain characteristics within the product. It must
be noted that since it’s a context-sensitive theory, it does not mean that it constantly changes
because particularism either acts as a source or consequence. Suggesting that it may surround itself
on a certain case but may not vary case to case in order to entertain every case (Piller, 2006). The
doctrine of particularism allows the characterization of the product aspects from a tunnel vision
which considers things or matters pertaining to the aspects of product in terms of cases. This
provides an understanding that the traits found in type of goods cannot be available and neither
can be applicable to other type of goods and may be solely attributed in entertaining or fulfilling
certain set of requirements within a certain product or its type (Dancy, 2021). This allows the
customer to feel important as it makes them think that the product developers or managers as
considering their possessions as a special case and are neither overlapping it with other cases nor
taking it as unimportant to be treated same. This decreases the casual element of one rule for all
mindset in which everything is catered through same yardstick (Smith, 2011). In simple words
particularism is based on the customer evaluation criteria of being treated special pertaining to
matters that they think exclusively belongs to them.

Table 9: Universality as the epistemological coverage of context ontology
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3.2. (f) Epistemological universality of context ontology (situationality)

The other part of the contextual dichotomy in opposition to particularity of the product is
universalism. It is point of view in which it is considered that there are certain things or aspects of
the product which can be considered as a matter of general interest (Schroth, 2003). Suggesting
that universalism is another name of generalism and caters to customers evaluation of ideas in
terms of its universality. This is one of those aspects in which customers want a collection of
certain aspects of the product so that they can feel that they are part of the community and also
allow them to stay connected with others (Apers & Verbeke, 2014). That is why universality just
like unity is a contested concept but still remains as one of the ambitious epistemological views
required to entertain the aspect of similar contextual requirements of human beings (Harper, 2007).
This unlike particularism works on the idea of golden rule or one rule for all which despite being
context bound does not make it context sensitive. It is based on the idea that human beings despite
being different and despite existing in different matters share certain common contextual
parameters which needs to be catered for mutual living driven out of complexity (Clayton & Frey,
1997). These things are systematically required in the customer possessions and are seen as being
similar in quality or quantity for common adjustment. This stands on the grounds of familiar zones
in which everyone can instantly relate to without having the difficulty of adjustment. This
contextual setting is seen as a representation of social nature of customers in which community
acceptability is seen as an important element as it considers certain situational elements in any case
with similar or dissimilar aspects collectively aligned in terms of needs irrespective of their
religion, culture or nationality (Parkman, 2010).

Table 10: Particularity as the epistemological coverage of context ontology
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3.2. (g) Epistemological infallibility of supplier ontology (professionality)

Infallibility is defined as lacking possibility of being problematic. One of the most important
customer views regarding their assessment of the product is how professional it is in terms of its
provision and buildup (Gamkrelidze, 1972). This pertains to the infallibility that the product has
in it and concerns with the matter of the ability of top-notch supply or provision of the product
with respect to its make and working. Infallibilism reflects an epistemological condition of things
in which the knowledge of the maker or provider cannot be doubted because of the high level of
craft that goes into the buildup of the that thing. It suggests that the goods should reflect such a
condition that the idea of something being wrong in it is not considered a matter of concern and
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provides a sense of infallibility (Auger, 2010). Infallibility of something holds the view that
something is incorrigible to the effect that entities possessing it reflects lack of error in the
development of goods. Therefore, infallibility is about belief forming process with respect to
reliability of the goods having certainty in its existence. Customers being certain about
goods/services suggest that they take it for granted in a positive way because they have no doubt
on it and its provider and therefore holds no reservations in its possession. Customers want
characterization of the product to have infallibility because they don’t want to live in the burden
of doubt regarding the product that they have acquired (Kulms & Kopp, 2019). This makes
infallibility of the product is a priori-propositional element for the customers to form consider it
reliability unconditionally (Bell, 2010). Therefore, the word infallibilism or infallibility in its strict
application pertaining to the products reflects indefectibility as a consideration of the product being
flawless, lacking decay, errors or bugs.

Table 11: Infallibility as the epistemological coverage of supplier ontology
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3.2. (h) Epistemological fallibility of supplier ontology (professionality)

Fallibility of things or fallibilism from the perspective of corrigilism is an epistemological position
which serves as the other half of the reliability dichotomy in the customer assessment of
goods/services. It suggests that despite customer requirement of product having infallibility they
do have the maturity to understand the possibility of issues that may occur in their possessions
(Janicki, 1991). This provides customers to evaluate the maturity of product developers or
managers in realizing of such possibilities as well also evaluate the room for maintenance and
corrections kept in the product as a consequence of such realization by the product developers or
managers (Claxton, 2014). This makes it popular amongst scholars and practitioners due to its
cognitive attraction which suggests that nothing that exists can be seen in a conclusive condition
and alternatively provides a realization point of it so that the same faculties that have developed
inconclusive goods can work towards achieving conclusivity. The concept of fallibilism does not
suggest that things are prone to error and should be left on its own, rather it suggests that the matter
of prone to error must be taken as a realization point so that those shortcomings can be dealt with
corrections upon it (Tursucu, Spandaw, Flipse, & De Vries, 2018). This suggests that the
fallibilism does not only advocate that knowledge can have mistaken rather it also helps in belief
forming process of reliability of goods in which knowledge mistakes can be overcome through
thinking and learning about knowledge on how to overcome flaws. This is a view taken as part of
the evolutionary process in which errors and mistakes are not only embraced but also researched
to appropriately and efficiently address those drawbacks so that instant working can be done on it
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for its rectification (Johnston, 1982). This sort of professionality with the product and with the
providers of the product facilitates in increase the reliability of the goods that customers acquire.

Table 12: Fallibility as the epistemological coverage of supplier ontology
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4. Conclusion

It can now be understood that conventionally the concept of product with respect to its nature had
its limitations both for scholars and practitioners. For scholars the limitation was about the primary
question of what is the reality of the nature of product and in what ways does the relationship exist
at the foundational level. The secondary question was about how to know the reality of the nature
of the product so a perceptual alignment can occur between the products and customers. Through
literature analysis it figured out that the product has been largely dependent upon its associative
adjectives that does dwell into the nature of the products, but makes it unidirectional in doing so.
In order to extract the reality of the nature of product various definitions based on associative
concepts of product were examined. The examination of these definitions suggested that the
product has an elastic and flexible nature that is open to improvement with the tendency of getting
mold in which every direction. In order to understand the mechanism that goes within this tendency
theories like modified systems theory of product, sources of innovation and signification process
theory were studied from the perspective of flexibility to bring out complete set of basic level
internal catalysts that interact with each other to instantiate product like entity. However, basic
level internal catalysts only answered the question on the reality of nature of products, but lacked
aspects that relate and align with the customer perspectives so that the question of how to know
this reality can be addressed. To understand this the knowledge structure of customer was
examined to understand how these aspects support and initialize the knowledge structure. Through
knowledge structure it was found out that it largely addressed the perceptual aspects of the
customer under the commonly known epistemological dichotomy. This dichotomy only catered,
though insufficiently, to one of the basic level theoretical concerns of nature of product. To resolve
this issue cues from the existing literature were taken, by following basis of the existing theoretical
dichotomy of the customer knowledge structure and then those cues were adjusted by finding it
from the current literature in order to understand the rest of the actors that instantiates the nature
of product. This approach allowed in correctly understanding and aligning each of the
epistemological dichotomy with its respective baseline element. This allowed in developing an
appropriate theoretical understanding of the layered theoretical nature of product so that scholars
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and practitioners can carefully instantiate and initialize the product as an entity appropriately
adjusted to the customer thought processes.
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