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Comprehensive brand management; a new perspective of
service brand management
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Abstract; The practice of applying traditional product brand management theories directly to service
branding practice has long been questioned by academic circles. Therefore,the study of relevant theories
of adaptive service branding has become the focus of academic circles. By studying the literature of

service branding at home and abroad,this paper summarizes the characteristics of service brand , analyzes
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the challenges faced by service branding, and summarizes the main contents of service brand
comprehensive management. The research results show that compared with traditional product brands,
service brands have the characteristics of experience atiributes, relationship attributes and corporate
attributes. Service branding faces challenges in terms of brand consistency and brand controllability , and
comprehensive brand management is an effective strategy to overcome the challenges of service branding.
Comprehensive brand management involves holistic brand organization, full-staff brand participation,
whole-process brand management , consistent brand communication and full-effect brand evaluation. The
research believes that service brand management should entail a brand-oriented outlook, transform the
existing management system which is based on product brand, and establish a comprehensive brand
management system that adapts to branding needs. This provides direction and basis for the theoretical

development of service branding,and also puts forward new ideas for the practice of service companies’

brand management.

Key words: service brand; branding; brand consistency; brand controllability; comprehensive

brand management
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