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Definition of Service Marketing:

Service marketing is marketing based on relationship and value. It may be used to
market a service or a product. With the increasing prominence of services in the
global economy, service marketing has become a subject that needs to be studied
separately. Marketing services is different from marketing goods because of the
unique characteristics of services namely, intangibility, heterogeneity, perishability
and inseparability.

In most countries, services add more economic value than agriculture, raw
materials and manufacturing combined. In developed economies, employment is

dominated by service jobs and most new job growth comes from services.
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Seven Important Characteristics of Services

1. Perishability:

Service is highly perishable and time element has great significance in service marketing. Service if not
used in time is lost forever. Service cannot stored.

2. Fluctuating Demand:

Service demand has high degree of fluctuations. The changes in demand can be seasonal or by weeks, days
or even hours. Most of the services have peak demand in peak hours, normal demand and low demand on
off-period time.

3. Intangibility:

Unlike product, service cannot be touched or sensed, tested or felt before they are availed. A service is an
abstract phenomenon.

4. Inseparability:

Personal service cannot be separated from the individual and some personalised services are created and
consumed simultaneously. For example hair cut is not possible without the presence of an individual. A
doctor can only treat when his patient is present.

5. Heterogeneity:

The features of service by a provider cannot be uniform or standardised. A Doctor can charge much higher
fee to a rich client and take much low from a poor patient.

6. Pricing of Services:

Pricing decision about services are influenced by perishability, fluctuation in demand and inseparability.
Quality of a service cannot be carefully standardised. Pricing of services is dependent on demand and
competition where variable pricing may be used.

7. Service quality is not statistically measurable:

It is defined in form of reliability, responsiveness, empathy and assurance all of which are in control of
employee’s direction interacting with customers. For service, customers satisfaction and delight are very
important. Employees directly interacting with customers are to be very special and important. People
include internal marketing, external marketing and interactive marketing.



FIGURE L1 : CLASSIFICATION OF SERVICES
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BASIS FOR COMPARISON

Meaning

Marketing mix
Sells
Who comes to whom?

Transfer

Returnability

Tangibility

Separability

Customization

Imagery

Quality comparison

PRODUCT MARKETING

Product marketing refers to the
process in which the marketing
activities are aligned to promote
and sell a specific product for a
particular segment.

4 P'sComparison Chart

Value
Products come to customers.

It can be owned and resold to
another party.

Products can be returned.

They are tangible, so customer
can see and touch it, before
coming to the buying decision.

Product and the company
producing it, are separable.

Products cannot be customized as
per requirements.

They are imagery and hence,
receive quick response from
customers.

Quality of a product can be easily
measured.

SERVICE MARKETING

Service marketing implies the
marketing of economic activities,
offered by the business to its
clients for adequate
consideration.

7P's

Relationship

Customers come to service.

It is neither owned nor
transferred to another party.

Services cannot be returned after
they are rendered.

They are intangible, so it is
difficult to promote services.

Service cannot be separated from
its provider.

Services vary from person to
person, they can be customized.

They are non-imagery and do not
receive quick response from
customers.

Quality of service is not
measurable.



Challenges and Issues in Services Marketing

Thus we discussed aboul few of the emerging issues that service marketer face in the

challenging business environment. Service marketer should keep few aspects i mind in this
challenging business environment o be successiul. A few of them are briefly discussed here.

1. Learn more aboutl consumers: It's iime that service marketer knows their customer
cven better. Run Customer relationship programmes (CRM )., gather customer
feedback. knowledge, tastes, after sales service etc.

2. Be clear and authentic: False claims and big brand ambassador do not earn huge
bucks anyvmore. It's interactive market due to development in communication
networks. Example: Airtel rebranding failed even afier 200 cr. of advertisement

budget. where as thewr HFL (Har Ek Friend Zaruri) campaign of Airtel at a cost of 35
cr. made gave higher viewer penctration and R.O.1 as compared.

3. Create audience dniven engagement programmces: This will promote healthy
mteractions among customers and also customers fecl engaged with the brands. This
creates lovalty, Example: In March 2010, when HBO planned Bond month Tocusing
on Bond movies for the month of march, It attracied popularity by having “Dress the
Bond girl concept” online. which engaged people visiting HBO website with average
user engagement of 15 minutes.

4. Make social media work for orgamization: Understand the potential of social media
and leverage it sophistically 1o make 1t work positively for the business.




Tuble 1.1 : EXPANDED MARKETING MIX FOR SERVICES
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