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Dich vu

Dich vu 1a mot loai hinh sdn pham bao
aAm cac hoat dOng, Qi

- ich hay s thoa man;
thwong la vo hinh va
khéng dan dén
quyén s& hiru cho
bat ky ai.
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Augmented product

Actual product

After-
sale
service

Features

At the most basic level, the company asks,
“What is the customer really buying?” For
example, people who buy a BlackBerry are
buying more than a wireless communications
device. They are buying freedom and on-the-go
connectivity. Each additional product level
helps to build this core value.

Warranty 4 :
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Cau hoi thao luan

MO ta 3 cap

dd sadn pham

cho mOt cau
lac b0 swrc

khoe ‘
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San pham tiéu dung

tiéu dung cudi
cung dé phuc vt
tieu dung ca nha
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Cac loai san pham tiéu dung

M Table 7.1 Marketing Considerations for Consumer Products

Marketing
Considerations

Convenience

Type of Consumer Product

Shopping

Specialty

Unsought

Customer buying
behavior

Price

Distribution

Promotion

Examples

Frequent purchase, little
¢ planning, little

. comparison or shopping
. effort, low customer

- involvement

Low price

Widespread distribution,
convenient locations

Mass promotion by the
: producer

Toothpaste, magazines,
. laundry detergent

Less frequent purchase,

¢ much planning and

: shopping effort,

. comparison of brands on
. price, quality, style

Higher price

Selective distribution in
fewer outlets

Advertising and personal
i selling by both producer
¢ and resellers

Major appliances,
i televisions, furniture,
¢ clothing

© Strong brand preference
¢ and loyalty, special

. purchase effort, little

: comparison of brands,

- low price sensitivity

High price

¢ Exclusive distribution in
: only one or a few outlets
¢ per market area

More carefully targeted
: promotion by both
. producer and resellers

Luxury goods, such as
: Rolex watches or fine
: crystal

- Little product

i awareness, knowledge
(or, if aware, little or

: even negative interest)

: Varies

¢ Varies

Aggressive advertising
. and personal selling by
: producer and resellers

Life insurance, Red
i Cross blood donations
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Cau hoi thao luan

Liéu c6 san pham
nao tuy thudc vao
tinh hudng ma
dwoc phan loai
thanh céac kiéu
hang hoa tieu
dung khac nhau? ‘
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San pham céng nghiép

San pham cong i Vat li€u va cac
nghiéplasan & &
pham duorc
mua dé ché bién
tiép hay dworc
str dung trong
viéc tién hanh
hoat dOng kinh
_doanh

Danh muc vOn
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Sw phan loai san pham/dich vu khac
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Marketing xa hoi

Marketing xa hoi la st¥r dung nhi*rng khai
ni€m va cong cu marketing

thwong mai trong nhirng
chwong trinh dwoc thiét Vel
ké nham tic dong t&i hank w/
vi cd nhan dé cai thién

hanh phuc ca nhan va xa

hOi

Copyright © 2011 Pearson Education


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

Cau hoi thao luan

Ban cdm thay
no lwc
marketing xa
hOi nao da
thanh cong?
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Cac quyét dinh sdn pham/dich vu ca nhan

Product Product
) * Branding * Packaging * Labeling * support
attributes setvices
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Nhirng dac trirng sdn pham/dich
VU
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Xay dwng thwong hiéu

Thworng hiéu |3 dau hiéu, biéu twong,
nhodc thiét k&, hay sw két hop clia ching
ma nhO do ta xac
dinh dwoc nha
san xuat, ngwo
ban sdn pham
hay dich vu nao
do.
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Bao gai lien quan dén
V|ec thiét ké va san
xuat thung/vo chira,
boc sdn pham.
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Cac dich vu hé tro san pham

Dich vu khach hang l1a mét yéu td quan
trong
trong

moOt chién
Lro'c san
oham
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Cac quyét dinh vé dong sadn pham

quan chat ché vOi nhau vi
chung c6 chtrc nang twwong
tw nhau, dwoc ban cho cac
nhdm khach hang gidng
nhau, dwo'c ban trén thi
trrd'ng thong qua cac clra
hang cung loai, hoac thuOc
mOt pham vi gid ban.

com/tailieudientucntt
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Cac quyét dinh vé hon ho'p san
pham

MOt hOn ho'p san
oham ( product
mix hay product
portfolio) bao gdm
tat ca cac dong
va cac danh muc
sdn pham ma mot
ngwoO'i ban hang cu
thé chao ban
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Marketing dich vu

Intangibility Inseparability

Services cannot be
separated from their
providers

Services cannot be seen,
tasted, felt, heard, or
smelled before purchase

Variability Perishability

Quality of services depends Services cannot be stored
on who provides them and for later sale or use
when, where, and how
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Chién lwwo’c Marketing cho cong ty
dich vu

Chu0i dich vu-loi
nhuan 1 chubi lién két
o'l nhu@n cla cong ty
dich vu vOi s hai long
cUa nhan vién va khach
hang.
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Chién lwoc phat trién thwong hiéu

Company

External
marketing

Internal
marketing

Employees M Customers

Interactive
marketing
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Quan tri dich vu
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Chién lwvoc thuwong hiéu

Tai san thwong hiéu cho biét sw tac dOng

khac biét ma tén thwong hi€u cé dwo'c toi
phan trng cla khach hang v&i san pham va
n® Iwc Marketing clia sdn pham
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Xay dwng thwrorng hiéu manh

Brand positioning

Attributes
Benefits
Beliefs and values
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Brand name selection

Selection
’ Protection
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N

Brand sponsorship

Private brand
Licensing
Co-branding

Manufacturer’'s brand ’
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Brand development

Line extensions
Brand extensions
Multibrands
New brands
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Phat trien thwong hiéu

Product category

Existing New
@ Existing Line Brand
g extension extension
c
°©
o
o New | Multibrands New brands
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