



Services Marketing (103MKT)
Introduction to Services marketing :Definition
Services marketing is a sub field of marketing which covers the marketing of both goods and services. Goods marketing includes the marketing of fast moving consumer goods (FMCG) and durables. Services marketing typically refers to the marketing of both business to consumer (B2C) and business to business (B2B) services. Common examples of service marketing are found in telecommunications, air travel, health care, financial services, all types of hospitality services, car rental services, and professional services.

Importance of Marketing of Services
Importance of Marketing of Services
A key differentiator: Due to the increasing homogeneity in product offerings, the attendant services provided are emerging as a key differentiator in the mind of the consumers. Eg: In case of two fast food chains serving a similar product (Pizza Hut and Domino’s), more than the product it is the service quality that distinguishes the two brands from each other. Hence, marketers can leverage on the service offering to differentiate themselves from the competition and attract consumers.
Importance of relationships: Relationships are a key factor when it comes to the marketing of services. Since the product is intangible, a large part of the customers’ buying decision will depend on the degree to which he trusts the seller. Hence, the need to listen to the needs of the customer and fulfill them through the appropriate service offering and build a long lasting relationship which would lead to repeat sales and positive word of mouth.
Customer Retention: Given today’s highly competitive scenario where multiple providers are vying for a limited pool of customers, retaining customers is even more important than attracting new ones. Since services are usually generated and consumed at the same time, they actually involve the customer in service delivery process by taking into consideration his requirements and feedback. Thus they offer greater scope for customization according to customer requirements thus offering increased satisfaction leading to higher customer retention.
Characteristics of a service are:
Intangibility: Services are intangible and do not have a physical existence. Hence services cannot be touched, held, tasted or smelt. This is most defining feature of a service and that which primarily differentiates it from a product. Also, it poses a unique challenge to those engaged in marketing a service as they need to attach tangible attributes to an otherwise intangible offering.

INCONSISTENCY / HETEROGENEITY: Given the very nature of services, each service offering is unique and cannot be exactly repeated even by the same service provider. While products can be mass produced and be homogenous the same is not true of services. eg: All burgers of a particular flavor at McDonalds are almost identical. However, the same is not true of the service rendered by the same counter staff consecutively to two customers.

INVENTORY / PERISHABILITY: Services cannot be stored, saved, returned or resold once they have been used. Once rendered to a customer the service is completely consumed and cannot be delivered to another customer. eg: A customer dissatisfied with the services of a barber cannot return the service of the haircut that was rendered to him. At the most he may decide not to visit that particular barber in the future.

Inseparability/Simultaneity of production and consumption: This refers to the fact that services are generated and consumed within the same time frame. Eg: a haircut is delivered to and consumed by a customer simultaneously unlike, say, a takeaway burger which the customer may consume even after a few hours of purchase. Moreover, it is very difficult to separate a service from the service provider. Eg: the barber is necessarily a part of the service of a haircut that he is delivering to his customer.

Classification of Services.
The elusiveness of a widely accepted definition of services has not prevented the development of a variety of schemes which attempt to classify services. Some believe that classifications are not very helpful; because they can misdirect marketing thinking and often perpetuate a product orientation. Others believe that classification is helpful; for it acts as a first step in obtaining an understanding of the ways in which markets operate. Certainly, when undertaken from a consumer viewpoint, valuable insights can be gained into reasons for making a purchase and the ways in which products are bought. This kind of information is then useful for helping to develop marketing strategies for services and for evaluating the current strategies and tactics in use by a service marketing organisation. Many of the classification schemes suggested for services are derived from those used in marketing goods. Also it should be borne in mind that many schemes are based on assumptions about what is or not a service. A common method of classification is on a 'Seller Related' basis. Thus service marketing organisations may be classified according to whether they are 'private' or 'public'; and within each grouping whether they are 'profit motivated' or non-profit' motivated. The 'function performed' by the organisation may too be used as a basis of classification. Thus, for
example, organisations may perform educational, health, insurance or financial functions. The 'source of income' may too be used as a basis of classification. Service marketing organisations may derive their income from taxation, from the marketplace, from donations or from a combination of sources. 'Buyer Related' bases include the type of market, whether consumer or industrial; the way in which the service is bought, whether as a convenience, shopping, speciality or unsought service: and the motives for purchase. Swan and Pruden suggest that establishing whether the motives for purchase are 'instrumental' - that is the service is a means to an end - or 'expressive' - that is the service is an end in itself - may also provide a useful framework for classifying some services. The last example shows classifications which are 'Service Related'. These may be in terms of service form, (e.g. uniform or bespoke); human based or equipment based; or may involve high levels of personal contact or low levels of personal contact. 
Further Classification of Services Services can also be classified in several ways, according to

(1) whether they are delivered by people or equipment,

(2)  whether they are profit or non profit, or

(3)  whether or not they are government sponsored,

(4)  the qualifications of the people delivering the service.
Delivery by People or Equipment
Equipment-based services do not have the marketing concerns of inconsistency because people are removed from provision of the service. Video game equipment provides entertainment without relying on people except to service the machines.
Profit or Non profit Organisations
Many organisations involved in services also distinguish themselves by their tax status as profit or non profit organisations. In contrast to profit organisations, non profit organisations' excesses in revenue over expenses are not taxed or distributed to shareholders. When excess revenue exists, the money goes back into the organisation's treasury to allow continuation of the service. Based on the corporate structure of the non profit organisation, it may pay tax on revenue-generating holdings not directly related to its core mission.
Government Sponsored or Not
A third way to classify services is based on whether they are government sponsored. Although there is no direct ownership and they are non profit organisations, governments at the federal, state, and local levels provide a broad range of services.
Qualifications
Another way of classifying services is based on the training or qualifications of the people delivering the service. For example doctors and lawyers provide a professional service, while plumbers and

electricians provide a trade service

Obviously there is no one classification for a particular service. Different customers may view the same service in different ways at the same time. Thus a hotel may be chosen at random by a tired passing motorist because it is convenient. Another traveller may have studied local tourist brochures, obtained recommendations from friends and telephoned in advance to make a reservation.
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