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57 Adrain Payne, The Essence of Services Marketing. Prentice Hall International (UK) Ltd., 1993 p 114
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58 Valarie A. Zeithaml, Mary Jo Bitner and Dwayne D. Gremler, Service Marketing : Integrating Customer Focus Across the Firm

4th Edition, McGraw-Hill International,2006 p 519
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59 Adrain Payne, The Essence of Services Marketing. Prentice Hall International (UK) Ltd., 1993 p 136 
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 Premium price strategy 
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Gymboree - 3,500 4,500/5,500/6,500 540 499.8/611.1/721.8

Tumble Tots 2,000 3,500 1,800 180 600

KiDo 2,500 3,900 3,300/3,900 450 439.8/520

Babies Genius - 4,500 4,800 450 639.6

*  45 /  10  Tumble Tots  4 

 6-1 

 Child Bright  Premium price strategy 

 Child Bright 

 (Competition-based pricing) 

Child Bright /

 6 

- - 3,900 60  12 

 6-2  Child Bright 

61 Valarie A. Zeithaml, Mary Jo Bitner and Dwayne D. Gremler, Service Marketing : Integrating Customer Focus Across the Firm 4th

Edition, McGraw-Hill International,2006 p 519
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62 Helen Woodruffe. Services Marketing. London : Financial Time Pitman Publishing, 1995 p 166-168
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6-6 MARKETING COMMUNICATION PROGRAM BRAND EQUITY

63 Philip Kotler and Kevin Lane Keller. Marketing Management .12 th Edition, Pearson Education International ,2006, p 302
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64 Christopher H. Lovelock, and Lauren K. Wright, Principles of Services Marketing and Management, Prentice Hall International, 

Inc., 1999, p.20 
65 Valarie A. Zeithaml and Mary Jo Bither. Service Marketing : Integrating Customer Focus Across the Firm.2nd edition McGraw-

Hill Companies, 2000, p 252 
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67 Hofman, K. Dauglas and John E.G. Bateson . Essentials of Services Marketing: Concept, Strategies and Cases 2 nd Edition 

Worth : Harcourt College Publishers, p 237



(96)

(Process) 

 (Competitive Advantage) 

 Child Bright 

 (High-Contact Services) 

 (Service Blueprint) 

-

- (Bottom neck) 

-

-

 (Service Experience) 

 (Direct Customer Contact) 

 3 

 Line of interaction 

 2 Line of Visibility  (Front 

stage)  (Back stage) 

 3 Line of Internal Interaction 
68

 Child Bright 

68 Chistopher Lovelock, Jochen Wirtz, Hean Tat Keh and Xiongwen Lu. Service Marketing in Asia . 2 nd Edition, Pearson 

Education South Asia Pte Ltd., 2005 p 252-260
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