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The Product—Service Continuum

Sugar Restaurant Education

Pure Tangible Pure
Good Service

Offer another example of a pure service.
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ouying a car — an example of product leyvels

—

L

*A car can deliver tranportation of persons (The core product),
*has got many different features (The actual product)

cand encompasses often a guarantee from the manufacturer
cand/or a service & maintenance agreement with the distributor,
*financing

cand service in general (The augmented product)
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Product & Service Attributes (Jg&%F)

< Product quality (7= /i
)

+ Performance quality ({:GE/i
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Back to the future.
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Nike + iPod

Nike + iPod
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Brand Development
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Marketing in Action




Brand Development

25 A
o Al ER—F e XA TR R ST,
<% 3 o
o AV I AR S TA N ILA on R L ARG B R IS5
It & B— N0 so L AR, B ks N AT
S RT3 R B I LR B S hE G AR AN A1
2R B — 3709 e S AR




Multibrands
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