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Product brand – sellers advantage
1. The brand can be the basis on which the whole stories can be 

built about product’s special qualities. 
2. Seller’s brand name and trademark provide legal protection

for unique product features that otherwise may be copied by 
competitors. 

3. Brand help seller to segment market.
4. Building and managing brands are the marketer’s most 

important task. 
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Sellers advantage - various brands of 
P&G washing powders
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Product packing 
Packing involves designing and producing the 
container or wrapper for a product. Traditionally 
the primary function of the package was to hold 
and protect the product.
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Product packing 
In recent times, numerous factors have made 
packing an important marketing tools. Increasing 
competition and clutter on retail store shelves 
means that packages 
must know perform many
sales tasks – attracting 
attention, describing the
product, making the sales.  
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Product packing
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Product packing
Companies realize power of good packing in 
creating immediate consumer recognition of a 
brand. The typical shopper passes by some 300 
items, and more then 70 percent of all purchase 
decision are made in stores. The package itself 
become an important promotional medium.   
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How the growing importance 
of e-commerce will affect product 
packaging?
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Product line

A product line is the group of products that are 
closely related because they function in a similar 
manner, are sold to the same customer groups, are 
marketed through the same type of outlets, or fall 
within given price ranges. 
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Product line – Nestle [for infants and young children]
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Product line – Nestle [sweets]
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Product line decision
• The major product line decision is product line length – number of items in the 

product line. The line is too short if the manager can increase profit by adding 
items; the line is too long if the manager can increase profit by dropping items. 

• Company may expand its product line I two ways – by line filling or by line 
stretching.  

• Product line fillings involves adding more items within the present range of the line
[the reason – reaching for extra profit, satisfying dealers, using excess capacity, 
being the leading full-line company, plugging the hole to keep out competitors]

• Products line stretching occurs when the company lengthens its products lines 
beyond  its current range – downward, upward or both ways. Company located at 
the upper end of the market can stretch their line downward to plug a market hole, 
stretch their product line upward in order to add prestige to their current offer.
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Stretching/filling product line  
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The nature of services

Services

Intangibility
Services can not be seen, tested, 

felt, heard or smelled before 
purchased

Variability
Quality of the services depends on 

who provides them and when, 
where and how

Inseparability
Services can not be separated 

from their providers

Perishability

Services can not be stored for 
later sale or use
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The nature of services
• Intangibility [airline passengers have nothing but a ticket and the 

promise that their and their luggage will arrive safety to intended 
destination] – to reduce uncertainty buyers look for signals of service 
quality. They draw conclusion about quality from the place, people, 
price, equipment, communication that they can see. The services 
provider task is to make services tangible in one or more ways and 
to send the wright signals about quality.

• Inseparability – services can not be separated from the provider 
whether the providers are people or machines. If services employee 
provides the services, than the services employee becomes a part of 
a service. Provider-customer interaction is a special features of 
services marketing. 
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The nature of services
• Variability - quality of the services depends on who provides them and 

when, where and how. Even a quality of a single employees services 
varies according to his/her energy and frame of mind at the time of 
each customer encounter.

• Perishability - services can not be stored for later sale or use. The 
perishability is not a problem when demand is steady. When demand 
fluctuates services firm often design a strategies for producing the 
better match between demand and supply [hotels charges low prices 
in the off season to attract more guests].  
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The services profit chain
In the services business consumer and front line services 
employee interact to create the services. Effective interactions 
depends on skills of front line person and the support process 
backing these employees. Services profit chain links services 
firm profit with employee and customer satisfaction. This chain 
consist five links:

1. internal services quality;
2. satisfied and productive services employee;
3. greater services value;
4. satisfied and loyal customers;
5. healthy services profit and grow.
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Three type of services marketing

Company

Employees Customers

Internal
marketing

External
marketing

Interactive 
marketing

Services firm must
sell the importance of 
delighting customer to 
customer–contact
employees. 

Services firm must help 
employees to master the art 
with customers interacting 
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Internal and interactive marketing
• Internal marketing means that the services firm must orient and 

motivate its customer-contact employees and supporting services 
people to work as a team to provide customer satisfaction. Everyone in 
the organization must be customer centred. Internal marketing must 
precede external marketing.

• Interactive marketing means that services quality depends heavily on 
the quality buyer-seller interactions during the services encounter. In 
services marketing quality depends on the services deliverer and the 
quality of delivery.
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Differentiation of services 
The solution to price competition between services firm is to develop a 
differentiated offer, delivery and image.
1. The offer can include an innovative features that set one company’s 

offer apart from competitors’ offers.
2. Services companies can differentiate their services delivery by having 

more able and reliable customer-contact people, by developing a 
superior physical environment in which the services product is 
delivered, or by designing a superior delivery process.  

3. Differentiating services firms image through symbols and branding.
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Hotel Marriott offer
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Shop without seller
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Services quality 
• Services quality is harder to define and judge then product quality. It 

is harder to agree on the quality of haircut  than on the quality of 
hairdryer. 

• Customer retention is one of the best measures of services quality. 
• Top services companies set high services-quality standards, but as 

hard as they try even the best companies will have an occasional 
late delivery or grumpy employee.

• Services quality will always vary depending on the interactions 
between employees and customers.

• Good services recovery can turn angry customers into loyal ones.
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Services quality – factors influencing customer 
expectations of services

Personal needs

Belief about what is 
possible

Perceived services 
alterations

Situational factors

Desired Service

Zone of tolerance

Adequate Service

Explicit and implicit 
service promises, 

word-of-mouth and past 
experience

Predicted service



Services quality – factors influencing customer 
expectations of services

• Desired services – the type of services customer 
hope to receive „a wished for” level.

• Adequate service – the minimum level of service 
customers will accept without being dissatisfied. 

• Predicted service – level of service that customer 
actually anticipate to receive.
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Thank you for your attention


