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Chapter Eight

Products, Services, and Brands:  
Building Customer Value
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Product and Service Decisions

Individual Product and Service Decisions
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Product and Service Decisions

Product attributes are the benefits of the product 
or service

• Quality

• Features

• Style and design

Individual Product and Service Decisions
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Product and Service Decisions

Product quality includes level and consistency

• Quality level is the level of quality that supports 
the product’s positioning

• Conformance quality is the product’s freedom 
from defects and consistency in delivering a 
targeted level of performance

Individual Product and Service 
Decisions
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Product and Service Decisions

Product features are a competitive tool for 
differentiating a product from competitors’ 
products

Product features are assessed based on the value to 
the customer versus the cost to the company

Individual Product and Service 
Decisions
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Product and Service Decisions

Style describes the 
appearance of the 
product

Design contributes to a 
product’s usefulness as 
well as to its looks

Individual Product and Service 
Decisions

http://www.pg.com/en_US/products/all_products/index.shtml
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Product and Service Decisions

Brand is the name, term, sign, or design—or a 
combination of these—that identifies the maker 
or seller of a product or service

Brand equity is the differential effect that the brand 
name has on customer response to the product 
and its marketing

Individual Product and Service 
Decisions
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Product and Service Decisions

Packaging involves designing and 
producing the container or 
wrapper for a product

Labels identify the product or 
brand, describe attributes, and 
provide promotion

Individual Product and Service 
Decisions

http://www.pg.com/en_US/products/all_products/index.shtml
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Product and Service Decisions

Product support services augment actual products

Individual Product and Service 
Decisions
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Product and Service Decisions

Product line is a 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 types of outlets, 
or fall within given price ranges

Product Line Decisions
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Product and Service Decisions

Product line length is the number of items in the 
product line

• Line stretching

• Line filling

Product Line Decisions
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Product and Service Decisions

Product mix consists of 
all the products and 
items that a 
particular seller 
offers for sale

• Width

• Length

• Depth

• Consistency

Product Mix Decisions
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