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Outline 

     I. What is a Product  

  II. Product and Service Decisions 

 III. Branding Strategy  

  IV. Services Marketing 
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   I. What is a Product? 



国际商学院  市场营销学系 

8－4 

I-1. Levels of Product 

Augmented Product 

 Delivery& Credit, Installation, After-Sale 

Service, Warranty 

Actual Product 

 Packaging, Features, Styling, Quality, Brand 

Name 

Core Product 

 Benefit or Service 
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Tours 

Frequent  

Flyer  

Scheme 

Hotel & Restaurant 

Holiday Packages 

Schedules 

Booking System 

Seat alloc. 

Safety 
record 

Meals 

Augmented Product 

Actual Product 

Case：Air China  

Core Product 

In-flight Services 

Time-

critical 

Transport 



国际商学院  市场营销学系 

8－6 

Discussion 

 

1. What core benefit do you  seek when you 

“buy” a high education  service ? 

2. Elaborate  the actual product (second 

level) of this service. 

3. In your view, what make up the 

augmented product? 
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I-2. Product and Service Classification   

 Consumer Product  

 Industrial Product    
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(1) Consumer Product Classifications   

Types of Consumer Products 

  Convenience Goods 

  Unsought Goods 

  Shopping Goods 

  Specialty Goods 
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(2) Industrial Product Classifications 

Types Of Industrial Products 

  Materials and Parts 

  Capital Items 

  Supplies and Services 
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II. Product and Service Decisions 
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II-1. Individual Product Decisions 

Product Attributes 

Branding 

Packaging 

Labeling 

Product Support Services 
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(1) Product Attribute Decisions 

Quality 
 

Features 
 

Design 
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 (3) Packaging 

 Packaging 

 Immediate, Secondary, Shipping 

 Labeling 

 Identifies, Describes, Promotes 

http://image.baidu.com/i?ct=503316480&z=0&tn=baiduimagedetail&word=%BC%CE%D0%CB%CE%E5%B7%BC%D5%AB%F4%D5%D7%D3&in=22345&cl=2&cm=1&sc=0&lm=-1&pn=62&rn=1&di=184121409&ln=410
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Packaging Objectives 

 Identify the brand 

 Convey descriptive and persuasive 

information 

 Facilitate product transportation and 

protection 

 Assist at-home storage 

 Aid product consumption 
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12-15 

 Functions of Labels 

Identifies 

Grades 

Describes 

Promotes 
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 II-2. Product Line Decision 
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Width - number of 

different product 

lines 

Length - total 

number of items 

in product lines 

Depth - number of 

versions of each 

product 

Product Mix -  

all the product  

lines & items  

offered C
o

n
s
is

te
n

c
y
 

 Product Mix Decisions 
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Product-Mix Width and Product-Line 

Length for Proctor & Gamble Products 

PRODUCT-

LINE 

LENGTH 

Product-Mix Width 

Detergents Toothpaste Bar Soap 

Disposable 

Diapers 

Paper 

Tissue 

Ivory Snow 

(1930) 

 

 Dreft (1933) 

 

Tide  

(1946) 

 

Cheer (1950) 

 

Gleem (1952) 

 

Crest (1955) 

 

Ivory  

(1879) 

 

Kirk’s 

(1885)  

 

Lava  

(1893) 

 

Camay 

(1926) 

 

Pampers 

(1961) 

 

 Luvs (1976) 

Charmin 

(1928)  

 

Puffs 

(1960) 

 

Banner 

(1982) 

 

Summit 

(1992) 
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Line Stretching 

Down-Market Stretch 

Up-Market Stretch 

Two-Way Stretch 
 燕京黑啤 

 燕京无醇 

 果汁啤酒 

 清爽啤酒  

Line-Filling 

http://www.google.com.hk/imgres?imgurl=http://pic17.eachnet.com/user_2018177132/product/%E5%95%A4%E9%85%92/%E7%87%95%E4%BA%AC%E7%BA%AF%E7%94%9F%E5%95%A4%E9%85%92600ml11%E5%BA%A6%2520112%25204.90_300.jpg&imgrefurl=http://item.eachnet.com/prd/1259380446066342_prd.html&usg=__F1q3f4AeFZ-NeUUXtEmauRrszhI=&h=300&w=300&sz=27&hl=zh-CN&start=7&zoom=1&tbnid=HTJkA7qgRFiGyM:&tbnh=116&tbnw=116&ei=HLwPT56CI6mViQf11Zwa&prev=/search%3Fq%3D%25E7%2587%2595%25E4%25BA%25AC%25E7%25BA%25AF%25E7%2594%259F%25E5%2595%25A4%25E9%2585%2592%26hl%3Dzh-CN%26newwindow%3D1%26safe%3Dstrict%26client%3Daff-cs-360se-channel%26sa%3DX%26channel%3Dbookmark%26biw%3D986%26bih%3D342%26gbv%3D2%26tbm%3Disch&itbs=1
http://www.google.com.hk/imgres?imgurl=http://www.bjshy.gov.cn/UploadFiles/zhuantxx_UploadFiles_9231/200806/2008060317041687.jpg&imgrefurl=http://www.bjshy.gov.cn/Item/17428.aspx&usg=___y4g0Icyy2Xt90g-j9QUrUaq8DE=&h=970&w=500&sz=121&hl=zh-CN&start=4&zoom=1&tbnid=_7j1k1wdf7cogM:&tbnh=149&tbnw=77&ei=mrwPT8_cL6yviQet48A4&prev=/search%3Fq%3D%25E7%25B2%25BE%25E5%2593%2581%25E7%2587%2595%25E4%25BA%25AC%26hl%3Dzh-CN%26newwindow%3D1%26safe%3Dstrict%26client%3Daff-cs-360se-channel%26sa%3DX%26channel%3Dbookmark%26biw%3D986%26bih%3D342%26gbv%3D2%26tbm%3Disch&itbs=1
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丰田产品线的延伸 

质量 

高 

经济 优 

小明星 
(初次购买者) 

标准 好 

偏高 

一般 

低 

卡罗纳 
(一般家庭) 

佳美 
(中产阶级) 

凌志 
(高层经理) 
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   III. Branding Strategy 
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III-1. Brand Equity 

 Brand equity （品牌资产）is the positive 
differential effect that knowing the brand 
name has on customer response to the 
product or service 

 One measure of equity is the extent to which 
customers are willing to pay more for the 
brand 

 Brand valuation is the process of estimating 
the total financial value of a brand 
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BRAND EQUITY 

 

1.  The marketing output uniquely due 
to the brand  (Keller, 1993);  

 

2. The volume of cash-flow that results 
from the  commercialization of one 
product or service with brand 
compared with that same product or 
service without brand (Guillaume, 
1993) 
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Brand 

equity 
 

Brand 

awareness 

Brand 

image 

Brand memory 

Brand 

recognition 

Type of 

brand 

associations 

Force of 

brand 

association 

Unicity of 

brand 

association 

functional 

expressive 

symbolic 

Brand 

building 

Establish 

brand 

awareness 

Build brand 

personality 

Improve 

brand 

loyalty 

III-1. Brand Equity Analysis 
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III-2. Major Brand Strategy Decisions 

Brand Development 

 
 

Line/Brand Extensions    

  Multibrands,  New Brands 

 

Brand Sponsorship 

 Manufacturer’s Brand,    Private Brand  

Licensing,     Co-branding 

Brand Name Selection 

 Selection 

Protection 

Brand Positioning 

 
 

Attributes, Benefits,  

Beliefs and Value 
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 Brand Development Strategies 

Line 

Extension 

Multibrands 

Brand 

Extension 

New 

Brands 

B
ra

n
d

 N
a

m
e

 

Existing New 

Product Category 

Existing 

New 
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Product Representativity within a brand 

1. Refrigerator 

   2. Wash Machine 

     3. Air Conditioner 

       4. Television 

         5. Computer 

http://image.baidu.com/i?ct=503316480&z=624105400&tn=baiduimagedetail&word=海尔 商标&in=8
http://image.baidu.com/i?ct=503316480&z=389344301&tn=baiduimagedetail&word=海尔 商标&in=16
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BRAND IMAGE 

 It means all of the associations that 

Consumers hold with a specific brand. 

 

Because of these associations, brand 

becomes valuable to company. That 

means it becomes brand equity. 
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2011年全球最佳100家品牌榜单 

品牌价值=经济利润品牌作用（贴现后的）品牌强度。  
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Local Case: 上汽自主品牌“荣威” 

情况： 

困难： 

解决： 

 上海汽车集团公司2006年欲收购英国

罗孚商标，作为迈向国际市场的第一
步 

 2006年9月，福特汽车突然出手，行
使优先权收购了罗孚商标 

 2006年10月，上汽集团发布自主品牌
荣威，并于2007年3月交付新车 
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How did Nike build its brand? 

• Superior products 

• Symbol of sport spirit and healthy life 

• Links with sport stars 

• Outstanding integrated marketing 

 communication   

http://images.google.com/imgres?imgurl=http://chaussures-nike.edorefsite.com/uploaded_images/swoosh-796141.jpg&imgrefurl=http://chaussures-nike.edorefsite.com/&h=210&w=340&sz=6&hl=zh-CN&start=3&tbnid=-Qf38GYY-oKRbM:&tbnh=74&tbnw=119&prev=/images%3Fq%3Dlogo%2Bof%2BNike%26svnum%3D10%26hl%3Dzh-CN%26lr%3D%26newwindow%3D1%26sa%3DG
http://images.google.com/imgres?imgurl=http://www.basket.bolhost.com/botas-basket/images/botas-basket/logo-jordan.png&imgrefurl=http://www.basket.bolhost.com/botas-basket/&h=158&w=158&sz=8&hl=zh-CN&start=198&tbnid=hFZ1dam_DXJW7M:&tbnh=97&tbnw=97&prev=/images%3Fq%3Dlogo%2Bof%2BNike%26start%3D180%26ndsp%3D20%26svnum%3D10%26hl%3Dzh-CN%26lr%3D%26newwindow%3D1%26sa%3DN
http://images.google.com/imgres?imgurl=http://i22.ebayimg.com/05/i/06/c7/8e/97_10.JPG&imgrefurl=http://cgi.ebay.com/Michael-JORDAN-Laney-High-School-NIKE-Retro-JERSEY-XL_W0QQitemZ320005193605QQihZ011QQcategoryZ24918QQcmdZViewItem&h=537&w=500&sz=39&hl=zh-CN&start=190&tbnid=PhKByoTOgj-6KM:&tbnh=132&tbnw=123&prev=/images%3Fq%3Dlogo%2Bof%2BNike%26start%3D180%26ndsp%3D20%26svnum%3D10%26hl%3Dzh-CN%26lr%3D%26newwindow%3D1%26sa%3DN
http://www.google.com.hk/imgres?imgurl=http://photocdn.sohu.com/20101123/Img277837495.jpg&imgrefurl=http://sports.sohu.com/20101123/n277837494.shtml&usg=__T6EKyQ9taxtqFJp88XDpmNB0klw=&h=500&w=500&sz=37&hl=zh-CN&start=6&zoom=1&tbnid=obvGxM2k-vdRLM:&tbnh=130&tbnw=130&ei=59APT7WfLNCwiQerj5E4&prev=/search%3Fq%3D%25E4%25B9%2594%25E4%25B8%25B9%26hl%3Dzh-CN%26newwindow%3D1%26safe%3Dstrict%26sa%3DX%26tbm%3Disch&itbs=1
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How did Nike build its brand?  

Ads 

   - Build basketball playground for intern cities 

   - Give Nike product to middle school students 

   - Other communication channels 

Brand extension, investment in other 

fields making use of its brand equity 

(such as retailers and sport group) 
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IV. Services Marketing 
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III. Services Marketing 

 An act or performance offered by one party to another. 
(Performances are intangible, but may involve  use of 
physical products.) 

 An economic activity that does not result in ownership  

 A process that creates benefits by facilitating a desired 
change in customers themselves, physical  possessions 
or intangible assets 

                         -- Christopher Lovelock 

What is a service? 
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Some Industries  
     in the Service Sector 

 Banking, stockbroking 

 Lodging 

 Restaurants, bars, 
catering 

 Insurance 

 News and 
entertainment 

 Transportation (freight 
and passenger) 

 

 Health care 

 Education 

 Wholesaling &     
retailing 

 Laundries, dry cleaning 

 Repair and maintenance 

 Professional  

  (e.g., law, architecture,   
 consulting) 

http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%D2%BD%C9%FA%BF%B4%B2%A1&in=6790&cl=2&lm=-1&pn=406&rn=1&di=84057087705&ln=2000&fr=&fm=result&fmq=1326644737731_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
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 Characteristics of Services 

Intangibility 

Inseparability 

Variability 

Perishability 

http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%B0%B4%C4%A6%CA%A6&in=22845&cl=2&lm=-1&pn=302&rn=1&di=73978985850&ln=1913&fr=&fm=result&fmq=1326643687370_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%D5%EB%BE%C4%CD%BC%C6%AC&in=18929&cl=2&lm=-1&pn=2&rn=1&di=34345291275&ln=2000&fr=&fm=result&fmq=1326644369254_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
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Three Types of Marketing  

in Service Industries 



国际商学院  市场营销学系 

8－38 

Developing Brand Strategies  

for Services 

Choosing  

Brand Elements 

Establishing  

Image Dimensions 

Devising  

Branding Strategy 

http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%D0%C7%B0%CD%BF%CB%20logo&in=27755&cl=2&lm=-1&pn=0&rn=1&di=2721649635&ln=1949&fr=&fm=result&fmq=1326640344732_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=Holiday%20INN%20%BC%D9%C8%D5%BE%C6%B5%EA%20LOGO&in=2084&cl=2&lm=-1&pn=3&rn=1&di=133979538930&ln=798&fr=&fm=result&fmq=1326640483415_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%C8%E7%BC%D2%BF%EC%BD%DD%BE%C6%B5%EA%20logo&in=29995&cl=2&lm=-1&pn=2&rn=1&di=120872592420&ln=1968&fr=&fm=result&fmq=1326640561532_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%BB%E3%B7%E1%D2%F8%D0%D0logo&in=27857&cl=2&lm=-1&pn=50&rn=1&di=104416074180&ln=1976&fr=&fm=result&fmq=1326640841953_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=Disneyland%20logo&in=11823&cl=2&lm=-1&pn=0&rn=1&di=120377288085&ln=827&fr=&fm=result&fmq=1326641053911_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%D6%D0%B9%FA%D2%C6%B6%AFlogo&in=5270&cl=2&lm=-1&pn=1&rn=1&di=113892312570&ln=1981&fr=&fm=result&fmq=1326641129194_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=Singapore%20Airline%20logo&in=32059&cl=2&lm=-1&pn=25&rn=1&di=102452852985&ln=1906&fr=&fm=result&fmq=1326642679339_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=McDonald%27s%20logo&in=28885&cl=2&lm=-1&pn=11&rn=1&di=53894743515&ln=1988&fr=&fm=result&fmq=1326643140424_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
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Managing Service Brands 

 Differentiate the brand through primary and 

secondary service features.  

 Effective branding programs for services 

often employ multiple brand elements.  

 Brand hierarchies and portfolios can help 

establish image dimensions to reinforce or 

complement service offerings. 

http://images.google.cn/imgres?imgurl=http://blog.kir.com/archives/images/Southwest_Airlines_logo-1.jpg&imgrefurl=http://blog.kir.com/archives/cat_business_general.asp&usg=__eyJKcdDeAJ9zpkhRNd91eAj_M_M=&h=480&w=640&sz=32&hl=zh-CN&start=1&tbnid=E3iYJrc-I4we7M:&tbnh=103&tbnw=137&prev=/images%3Fq%3DSoutheast%2BAirline%2BLogo%26gbv%3D2%26hl%3Dzh-CN%26sa%3DG%26newwindow%3D1
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Determinants of Service Quality 

Reliability 

Responsiveness 

Assurance 

Empathy 

Tangibles 

http://image.baidu.com/i?ct=503316480&z=&tn=baiduimagedetail&word=%D6%D0%B9%FA%D2%C6%B6%AFlogo&in=30980&cl=2&lm=-1&pn=14&rn=1&di=15731413743&ln=1981&fr=&fm=result&fmq=1326641129194_R&ic=0&s=0&se=1&sme=0&tab=&width=&height=&face=0&is=&istype=2
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               Questions 

1. Analyze and describe the different brand 
personalities of three typical car brands in 
China (e.g.斯柯达、荣威、哈弗). What are 
the major advantages and disadvantages of 
the brands? Are they successful in building 
their brands?   

2. How come that 海底捞 has won such 
popularity? Try to interpret its success with 
the services marketing theory. 

   Case: 李瑛，《海底捞的商业模式》， 

      《IT经理世界》第250期, 经理世界网： 

        http://www.ceocio.com.cn/12/93/318/181/36206.htm，2008-8-20  

 

http://www.google.com.hk/imgres?imgurl=http://images.01hr.com/logo/2/2011-03-27/e-766633285385.jpg&imgrefurl=http://www.01hr.com/company/e-766633285385.html&usg=__L_Yuqb3p2rDjMt3bRhS3c9bQC54=&h=1024&w=1102&sz=277&hl=zh-CN&start=8&zoom=1&tbnid=OX8bNsErEBjyeM:&tbnh=139&tbnw=150&ei=DckPT_G3CeyjiAeVn-g2&prev=/search%3Fq%3D%25E6%25B5%25B7%25E5%25BA%2595%25E6%258D%259Elogo%26hl%3Dzh-CN%26newwindow%3D1%26safe%3Dstrict%26sa%3DX%26tbm%3Disch&itbs=1

