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UNIT I 

SERVICES MARKETING 

Introduction  

 Services marketing is a form of marketing businesses that provide a 

service to their customers use to increase brand awareness and sales. Unlike 

product marketing, services marketing focuses on advertising intangible 

transactions that provide value to customers.Advertisers use effective services 

marketing strategies to build trust with their customers and show them how their 

service can benefit them. Businesses may base their services marketing 

strategies on the promotion of ideas, benefits and promises to help them sell 

their services. 

 Service marketing is the marketing and selling of intangible products 

(non-physical products). Services comprise all of those personal facilities which 

we require from time to time like; medical care, education, renting of living 

spaces and vehicles, haircut, spas, musical concerts, dance classes, etc.However, 

the purpose of service marketing is to utilize the effective method of 

communication to create demand for service among customers like 

advertisement, promotional deals or offers. 

Definition  

 The American Marketing Association defines services marketing as an 

organizational function and a set of processes for identifying or creating, 

communicating, and delivering value to customers and for managing customer 

relationship in a way that benefit the organization and stake-holders. Services 

are (usually) intangible economic activities offered by one party to another. 

GROWTH   AND   EVOLUTION   OF   SERVICE   MARKETING  REASONS  

FOR  THE  GROWTH OF SERVICES IN INDIA 

Growth   And   Evolution   Of   Service   Marketing  Reasons  For  The 

growth Of Services In India  

1. Economic   prosperity:   

 One   of   the   vital   elements for   the   development   of   interest   for 

administrations is the financial luxuriousness. As per the NCAER concentrate 

on the size of the center pay shopper are raising quick and the level of the 

extremely unfortunate family's declining. The   country   family   in   the   upper   

pay   class   is   developing   at   a   lot   quicker   pace   than   the metropolitan 
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families in the relating classifications. The Economic progression Process 

decidedly affects the Indian families. Their pay as well as their use has been 

pushed, driving an interest forsome labor and products. 

GROWTH   AND   EVOLUTION   OF   SERVICE   MARKETING  

REASONS  FOR  THE 

GROWTH OF SERVICES IN INDIA 

I. Economic   prosperity  

 One   of   the   vital   elements  for   the   development   of   interest   for 

administrations is the financial luxuriousness. As per the NCAER concentrate 

on the size of the center pay shopper is raising quick and the level of the 

extremely unfortunate family's declining. The   country   family   in   the   upper   

pay   class   is   developing   at   a   lot   quicker   pace   than   the metropolitan 

families in the relating classifications. The Economic progression Process 

decidedly affects the Indian families. Their pay as well as their use has been 

pushed, driving an interest for some labor and products. 

II. Changing   Role   of   Women   

  Traditionally   the   Indian   lady   was   restricted   to   family exercises. 

In any case, with the changing time there has been an adjustment of the 

customary perspective in the general public. Ladies are presently permitted to 

work. They are utilized in guard   administrations,   police   administrations,   

postal   administrations,   programming administrations,   wellbeing   

administrations,   medical   clinic   administrations,   media   outlets, Business 

Process Outsourcing and so on.   The   level   of   working   ladies   has   been 

developing quickly. The changing job of ladies has made a business opportunity 

for various item and administrations. Acquiring ladies like to recruit 

administrations to limit the multitude in ous jobs that they are expected to 

perform. The interest by lady is compelling assistance associations to be more 

creative in their methodology. 

III. Cultural Changes  

 Change is the hidden way of thinking of culture spot of progress in Indian 

culture isn't uniform. Be that as it may, during the last century the variables of 

progress are noticeable. The development of the family unit framework instead 

of the conventional joint family framework drives an interest for a large group 

of administrations like schooling, medical services, diversion, telecom, 

transport, the travel industry, etc. There has' been an obvious change in the 
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points of view connecting with venture, relaxation time discernment, etc which 

has spurred gigantic interest for administrations. 

IV. Development of Markets  

 During the most recent couple of many years the distributer and the 

retailer populace has filled in the country. Metropolitan India has turned into a 

group of wholesaling and retailing business. In the Semi - metropolitan regions, 

retailing has spread to the alcoves   and   corners   of   the   roads and in   the   

provincial   regions   retail   business   is   altogether present. Another type of 

associations, offering showcasing administrations has come up. The public 

authority likewise offers advertising administrations to the limited scale 

agrarian ranchers, craftsmen and other customary business areas, for example, 

advancement of managed markets ,trade advancement committees, 

improvement sheets and so on. 

V. Market direction 

 The changing serious circumstance and request supply positions has 

constrained the assembling association to move their way of thinking from 

creation direction to advertise direction. Market is a help work that has been 

included the association. The tensions in the market has additionally constrained 

the assembling associations to have promoting research, book keeping,   

examining,   monetary   administration,  human  asset  the board  and   

advertising research divisions which are all administrations capacities. 

VI. Health-Care   Consciousness    

 In   India,   the   medical   services   market   has   developed 

significantly. The expanded future is the consequence of the cognizance of 

individuals in regards to the medical problems. The development of wellness 

clubs, symptomatic focuses,   clinical guiding, and wellbeing related data 

locales are the impressions of the developing requests for medical care 

administrations. The public authority as well as the social associations has taken 

up the   mass   missions   to   make   mindfulness   among   the   uneducated   

people   and   the   provincial populace   on   wellbeing   administration.   Thus,   

the   development   of   wellbeing   related administrations. 

VII. Economic progression  

 The financial advancement of the 1991 has gotten many changes the 

Indian situation. With the Disinvestment and the Privatization approaches the 

state claimed imposing   business   models   in   many   help   regions   reached   



        STUDY MATERIAL FOR BBA 

              SERVICE MARKETING 

         SEMESTER – VI, ACADEMIC YEAR 2022-2023 

Page 5 of 44 
 

a   conclusion   Multinationals   were allowed to enter the Indian market. Liberal 

loaning approaches and lower financing costs spurred many individuals to 

become independently employed. Various areas like Banking, Insurance ,Power   

projects,   Telecommunication,   Hospitality   area,   Health   Services,   

Entertainment,   Air transport,   and   Courier   administrations   saw   serious   

rivalry,   because   of   the   passage   of multinationals. The progression of 

reliable assistance innovation from different regions of the planet changed the 

disposition of the Indian shopper towards sources. 

Nature of Services 

• Intangibility 

 Services are intangible in nature. It means that the services provided to a 

consumer cannot be touched, seen, or felt, instead, they can be experienced 

only. As individuals cannot taste, feel, or touch a service, they cannot determine 

its quality before consumption; hence, it gives rise to the purchase. Therefore, it 

is essential for the service providers to continuously work on their services to 

provide desired results to the customers. For example, a doctor should provide a 

favorable experience to a patient. 

•  Inconsistency 

 As there is no tangible product in the services, they are inconsistent in 

nature and have to be exclusively performed by the service provider every time. 

Besides, different customers have different expectations, wants and demands. 

Therefore, the service providers should alter their offer to meet the customers’ 

requirements as closely as possible. For example, beauty parlor services, etc. 

• Inseparability  

 The production and consumption of services are inseparable as they co-

occur. For example, if we manufacture a television today, we can sell it at a 

later date. However, we cannot do the same with services, as they have to be 

consumed as and when they are produced. Even though the service providers 

can design a substitute for their services as per the requirements, customer 

interaction is an essential part of services. 

• Inventory  

 As discussed earlier, services do not mean any tangible component; 

therefore, we cannot store them for future use. In simple terms, services are 

perishable in nature, and one cannot store the service itself but can store some 

associated goods to the service for future use. For example, one can purchase an 
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airplane ticket and store it, but can experience the journey only when the 

airlines provide it to the customer. 

• Involvement 

 A customer is involved in the production of the service. In simple terms, 

as the customer is the recipient of the service, their participation at the time of 

service delivery is a must. However, the service providers can make necessary 

changes in the services as per the need of the customer. For example, Urban 

Clap cannot provide massage service if the customer is not present or does not 

participate. 

Scope of Service Marketing 

 A service business is one where the perceived value of the offering to the 

buyer is determined more by the service rendered than the product offered. In 

this way the nature and scope of services pose different challenges for managers 

in service businesses. Such businesses include those that provide an almost 

entirely intangible offering, such as legal services, health care and cleaning 

services and businesses that offer both services and products such as restaurants 

and retail outlets. 

1. Service as an organization:  

It is the entire business or not-for-profit structure that resides within the 

service sector. For example, a restaurant, an insurance company a charity. 

2. Service as core product:  

The commercial outputs of a service organization such as a bank  account, 

an insurance policy or a holiday. 

3. Service as product augmentation: 

 any peripheral activity designed to enhance the delivery of a core product. 

For example, provision of a courtesy car, complimentary coffee at the 

hairdresser. 

4. Service as product support:  

Any product or customer-oriented activity that takes place after the point of 

delivery. For example, monitoring activities, a repair service, up-dating 

facilities. 

5. Service as an act that is service as a mode of behavior such as helping 

out and giving advice. 
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 However from a market or consumer point of view the relative 

importance of different components of the service offering can range vastly 

from one customer to another. So a service must be considered from the point of 

view of many types of customers. For example, two people may pay the same 

amount for a service but may be paying for different aspects of the service. A 

business person may dine regularly in an expensive, upmarket restaurant 

because of the convenience to their place of work and the perceived status of 

entertaining guests there. Other customers of the same restaurant may eat there 

regularly because of the excellent food, modern décor and menu choice. 

Product and services 

Product Services 

Products are objects or systems made 

available for consumer 

Services are transactions where no 

physical goods are transferred 

from the seller to the buyer  

Tangible  Intangible  

Products are manufactured, stored, 

and transported 

Cannot be manufactured, stored, 

and transported 

Can be returned or replaced Cannot be returned or replaced 

Products sold can be identical  Each delivery of a particular 

service is never exactly the same. 

 

Characteristics of Services 

1. Intangibility 

 When thinking about the characteristics of services, intangibility may 

come to your mind first. Service intangibility means that services cannot be 

seen, tasted, felt, heard or smelled before they are bought. You cannot try them, 

like you would maybe take a car on a test drive first. For instance, airline 

passengers have nothing but a ticket and a promise that they will arrive at a 

certain time at a certain destination. But there is nothing that can be touched. 

 However, intangibility does not mean that there is nothing tangible 

surrounding the actual service delivery. In many cases, you will see tangible 

elements that go with the service itself. Tangible dimensions may include for 

instance the place (e.g., a barber shop), equipment (e.g., the scissors), and 
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communication material (e.g., flyers promoting the barbershop). These tangible 

dimensions are part of the experience the customer buys. Also, they help to 

prove the service quality. 

2. Inseparability 

 Inseparability may not come to mind first when thinking about the 

characteristics of services, but it is an important part of every service. 

Inseparability means that services are produced and consumed at the same time. 

This also entails that services cannot be separated from their providers. Contrary 

to services, physical goods are produced, then stored, later sold, and even later 

consumed. Services are first sold, then produced and consumed at exactly the 

same time. 

 A product can, after production, be taken away from the producer. 

However, a service is produced at or near the point of purchase. For instance, 

when visiting a restaurant, you order your meal. But you also order the waiting 

and delivery of the meal, the service provided by the waiter, etc. All these 

elements, including the providers, are part of the service and therefore 

inseparable. In services marketing, a service provider is the product. 

3. Variability 

 Variability is another key characteristic of services. It refers to the fact 

that the quality of services can vary greatly, depending on who provides them 

and when, where and how. Because of the labor-intensive nature of services, 

there is a great deal of difference in the quality of service provided by various 

providers, or even by the same providers at different times. 

4. Perishability 

 Perishability means that services cannot be stored for later sale or use. In 

other words, services cannot be inventoried. This is one of the most significant 

characteristics of services, since it may have a major impact on financial 

results.When demand is steady, the perishability of services is not a major 

problem. However, in case of fluctuating demand, service firms can have 

difficult times. For this reason, transport companies own much more equipment 

than they would if demand were even throughout the day: the demand during 

rush-hours needs to be served at that specific time, it cannot be served later or 

earlier. 

 Consequently, service companies use various techniques for creating a 

better match between demand and supply. For instance, a key technique is 
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called Demand Shifting. By charging different prices at different times, demand 

may be shifted from peak periods to off-peak periods. Next to off-peak pricing 

strategies, firms might consider non-peak promotions, complementary services, 

and reservation systems to shift demand to non-peak periods. On the supply 

side, companies can for instance hire part-time employees to serve peak 

demand. Of course, you could also simply expand capacity to serve demand 

during peak periods, although there is a limit to that. 

5. User participation 

 Consider the last service you used. Maybe it was a restaurant visit where 

you got great service. Or you have been watching your favorite TV show on a 

streaming platform. Whatever it was, you participated in the service.  

 User participation is one of the most important characteristics of services, 

even if it is often forgotten. Indeed, users participate in every service 

production. Even when the user is not required to be at a location where the 

service is performed, users participate in every service production. A service 

cannot be separated from its provider, but neither can it be separated from its 

user. This concept is closely related to the other characteristics of services we 

have discussed so far. 

6. Lack of Ownership 

 Lack of ownership is another key service characteristic. It refers to the 

fact that you cannot own and store a service like you can a product. This 

characteristic is strongly linked to several other characteristics of services, such 

as intangibility, perishability, and inseparability. The lack of ownership is 

actually so crucial to understand services that we have mentioned it already. 

Remember the definition of services: Services are a special form of product 

which consists of activities, benefits or satisfactions offered for sale, which is 

intangible and does not result in the ownership of anything. 

 Due to the lack of ownership, it is required to market services in a 

different way than goods. The ownership of goods transfers with the sale, which 

also provides an opportunity to the buyer to resell the good. This does not work 

for services. As a user, you just have access to the service. And, since, the 

service is perishable, once used by you, you cannot hand on the ownership of 

the service – there is no ownership. For example, you might book a hotel room 

or pay for using a swimming pool. However, after you have spend a night in the 

hotel or swum a few lanes in the pool, you don’t “own” anything – ownership 

rests with the providers. 
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Challenges and Issues In Service Marketing 

1. Tangibility 

A product is tangible, which means the customer can touch and see the product 

before deciding to make a purchase. Items such as packaging and presentation 

may compel a customer to purchase a product. Services, on the other hand, are 

not tangible, which can make them more difficult to promote and sell than a 

product. 

2. Relationship and Value 

Products tend to fill a customer's need or want, so companies can use this to sell 

a product. A service is more about selling a relationship and the value of the 

relationship between the buyer and seller of the service. For example, a car is 

something a buyer can touch and see as well as use. A service, such as lifestyle 

coaching, for example, is not tangible. A lifestyle coach may be able to assist 

clients in creating a life plan and implementing steps to transform his life into 

one that the client wants to live, but it is not something tangible that the client 

can place in his home and look at every day. Therefore, the client needs to 

perceive the value of the service, which can be harder to get across. 

3. One Versus Many 

Marketing products tends to involve multiple products that make up the line. 

For example, cleaning product manufacturers tend to market not just one 

cleaning product. Instead, they have a line of cleaning products to serve the 

various needs of their customers. Services, on the other hand, typically have a 

single option. It can be harder to promote and sell the reputation of one single 

service over the benefits of many different products. 

4.  Comparing Quality 

Measuring the quality of a product is easier than measuring that of a service. If a 

customer buys a cleaning product to clean the kitchen sink and it doesn‟t do 

product is zero. On the other hand, it is harder to measure the quality of a 

service. 

5. Return Factor 

 If a customer purchases a product, the customer and can return it the does 

product for her money back or at least to receive a store credit. A service is  
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consumed as it is offered, so it lacks the return factor that a product has. Some 

service providers overcome this by offering money-back guarantees. 
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Unit II 

Classification of services 

 The classification of services based on two general dimensions such as 

what is being processed, whether is it a person or an object, and how is it being 

processed. In other words, what is the nature of the process (tangible or 

intangible actions). 

 Classification of services can be done on the basis of two points. These 

two points or factors, are further sub divided into 2 further variables. All in all, 

service classification considers four types of people or objects. 

1. Classification of service based on tangible action 

 Wherever people or products are involved directly, the service 

classification can be done based on tangibility. 

i. Services for people – Like Health care, restaurants and saloons, 

where the service is delivered by people to people 

ii. Services for goods – Like transportation, repair and maintenance and 

others. Where services are given by people for objects or goods. 

2. Classification of services based on intangibility 

 There are objects in this world which cannot be tangibly quantified. For 

example – the number of algorithms it takes to execute your banking order 

correctly, or the value of your life which is forecasted by insurance agents. 

These services are classified on the basis of intangibility. 

a. Services directed at people’s mind – Services sold through influencing 

the creativity of humans are classified on the basis of intangibility. 

b. Services directed at intangible assets – Banking, legal services, and 

insurance services are some of the services most difficult to price and 

quantify. 

 The most intangible form of service output is represented by information 

processing. The customer’s involvement in this type is service is not required. 

Generally, customers have a personal desire to meet face to face but there is no 

actual need in terms of the operational process. Consultancy services can be an 

example of this type of services where the relationship can be built or sustained 
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on trust or telephone contact. However, it is more indicated to have a face-to-

face relationship in order to fully understand the needs of the customer. 

Expanded Marketing Mix of Services   (7   P’s): 

1. Price 

 The third pillar refers to the price your company sets for the product or 

service they provide. Setting the price relates directly to the first and second 

pillars. It's important to select a price that reflects the quality of the product, 

appeals to the target audience, matches the distribution channel and meets the 

expectations of the market. Additionally, it's best to set a price that allows your 

company to meet consistent revenue goals and make a profit. A few pricing 

strategies may include: 

• Price skimming: This occurs when you set a high price for a product and 

gradually assign a lower price over time. 

 

• Economy pricing: This occurs when you set a price that appeals to a 

target audience that desires low prices in order to help them feel that they 

received a bargain or a deal. 

 

• Value-based pricing: This type of pricing reflects the value that 

customers assign to your product and may fluctuate over time. 

 

• Competitive pricing: This strategy occurs when a company analyzes the 

pricing of competing businesses and prices their products in response. 

 

• Dynamic pricing: This strategy takes place when you change the price of 

the product based on the current demand for the item or service. 

2.  Product  

  The service product requires consideration of the range of services 

provided, the quality of services provided and the level of services provided. 

Attention will also need to be given to matters like the use of branding, 

warranties and after-sale service. The service product mix of such elements can 

vary considerably and may be seen in comparisons of service range between a 

small local building society and one of the largest in the country; or between a 

small hotel offering a limited menu range and a four star hotel offering a wide 

range of meals.. 

3.    Place 
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 Place in respect of services is the place of service delivery. Marketers 

have to make decisions about the service accessibility and provider. Like 

physical products, services also need distribution channels. But, the channel 

needs to be direct and short. The reason being the services are inseparable from 

their provider.Based on the non-transferable nature of the service. There exist 

three types of interactions between the service provider and the consumer. 

i. Customer Calling Contacts 

  Here, the service provider provides the service at the customer’s 

doorstep. For instance, home tutors visit the student’s houses to provide their 

services. 

ii. Service Firms Calling Customers 

  In this, the customers are called to the centre for service delivery. For 

instance, customers visit customer care centers to avail the services. 

iii. At Arm’s Length 

  There is no direct interaction with the customer at the time of service 

delivery. For instance, OTT platforms. The customer makes payment and gets 

access to all the stuff available on the OTT platforms. 

iv. Promotion 

 This pillar directly relates to tangible marketing materials that seek to 

raise awareness about a product, build a brand identity or appeal to the 

audience. Promotional strategies range from public relations and digital ads to 

content marketing and television commercials. The goal of promotions is to 

persuade the audience to purchase your products or services rather than a 

competitor's. It's also helpful to consider how other pillars, such as the audience 

and the price, can influence your promotional strategies. Some promotional 

strategies may include: 

• Personal selling 

• Direct marketing 

• Public relations 

• Advertising 

• Sponsorship 

• Sales promotion 

• Digital marketing 
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v. People 

 The fifth pillar refers to the people who work within the company. The 

professionals working on developing and selling the product are essential to 

marketing strategy. Incorporating their expertise may contribute to new insights 

and perspectives for your strategy. Additionally, it's common for people within 

the company to advocate for the product or service, which can increase their 

ability to discuss the value of the product with customers. This expertise, along 

with the other pillars, can contribute to an effective promotional campaign. 

vi.   Process 

 Process, the sixth pillar, helps marketers identity the customers' 

expectations and develop strategies for how to meet those expectations. It 

includes any of the processes created for the purpose of delivering your product 

or service to the customer. You may decide to outline the steps included in each 

process to ensure that your company consistently delivers a positive customer 

experience. Processes to evaluate may include: 

• Operational strategies 

• Delivery methods 

• Packaging methods 

• Sales operations 

• Online ordering 

• Restocking products 

 

vii. Physical Evidence 

 The seventh pillar, physical evidence, relates to every physical element 

required to complete the marketing strategy. This pillar encompasses every 

other aspect of your company, brand and product not mentioned in the other 

pillars. It can provide guidance about certain physical elements like your logo, 

how you design your storefront or the ways you communicate with customers. 

Incorporating these elements into your marketing strategy may contribute to 

customer loyalty, an established brand identity and cohesive messaging. 

Trends identified in the Service Sector 

1. Personalization 
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 The new service marketers are designing marketing strategies that favors 

engagement of human in delivering a service in order to build relationship 

factor. However, with increasing use of technology the human factor is placed 

less importance. Marketers are promoting use of internet transaction like online 

banking, online check in that reduced human engagement and flavors 

standardization of service delivery process. 

2. Understanding of Customer Expectation 

 With increasing use of research on consumer behavior, marketers are able 

to measure customer expectation and try designing services that will fulfill 

consumer perceived value. Also, with increasing use of consumer database with 

tools like credits card, loyalty cards etc. Marketers are successfully able to 

analyses the buying behavior of consumers and are able to design targeted 

campaigns based on the behavioral study. 

3. Credibility 

 Marketers are emphasizing on positioning themselves as organization that 

effectively deliver brand promise by focusing on creating Emotional selling 

proposition rather than Unique Selling proposition. Companies are employing 

combination of above the line and below the line techniques. It’s been observed 

that modern are favor branding and public relation opposed to pay advertising. 

4. Simplification 

 Trends towards decreasing consumer complexity and increasing 

consumer knowledge. New cyber channels are being used as info-mediaries to 

provide consumer with quick and convenient information and access to service 

provider. Most of the marketers are designing marketing tools like website 

highly interactive and engaging that allows the consumer to consume services in 

easy, comfortable and convenient way. 

5. Internationalization 

Trend towards the dominance of global service brands operating in service 

sector. This is mainly because giant companies are able to invest in advancing 

technology to serve burgeoning customer needs. They are able employ 

advanced CRM tools that can help marketing and promoting their brands to 

consumers. 

6. Bundling 
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 Trend towards aggregating a physical good or other service with basic 

service offering. This strategy is commonly being adopted in order to develop 

physical evidence. Also, it helps in reducing the impact of fundamental 

characteristic of intangibility in marketing services consumer. 

7. Rationing 

 Marketers are putting strong efforts to maximize per output in provision 

of service to meet the challenge of high return on investment. Marketers are 

challenged on presenting profit impact of marketing strategy (PIMS). The 

marketing function has become more analytical opposed to designing creative 

strategy. 

8. Virtual experience 

 Marketers are commonly using technological tools like virtual reality in 

provision of services or as a substitute for services. Marketers are also 

developing platforms like fan-clubs; forums in order share their experience to 

develop trust about the service offering. 

9. Market spaces 

 The new cyber market has been able to successfully get more and more 

number of service users for the companies. Currently, it is strongest channel of 

distribution used by service providers. For example, Hotels, Broadband 

Services, Airline Industry etc. 

10.   Multi-dimensional competition 

 Marketers are trying to appear as non-traditional service providers in 

order to blur distinctions between markets. Marketers are adapting niche and 

focused marketing approach in order position their service as a customized 

package for the target market. 

Assessing service market potential 

 Market potential is the valuation of the sales revenue from all the 

supplying channels in a market. Market potential is the population that is 

interested in the product/ service that is being made or offered by an 

organization. In other words, market potential is the potential money making 

capability of a firm if it capitalizes all advantages and everything goes its way. 

It is usually measured in sales units/sales volume or the potential revenue. 

1. Market Size 
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 The first and most important factor to consider while determining market 

potential is the market size of your product. Market size is the total market sales 

potential of all companies put together. So if i planned on launching a new soap 

or Shampoo, then all the different companies such as HUL and P&G are my 

competitors. And the combined sales of soaps, including branded and non 

branded products is my complete market size. 

2. Market Growth Rate 

 Is the market you’re entering (or already selling in) growing or declining? 

When you check the last 5-10 years of sales data for your industry, what 

patterns do you see? By using this data, you can forecast     whether or not the 

market size will change and use that to shape your predictions. 

3. Competition 

 You need to know and understand the competition in an industry to 

determine the market potential for the product you are going to launch. If the 

industry has high competition, the entry barriers are going to be high and at the 

same time, establishing yourself will require deep pockets. You might have to 

lower the price of your products even though you are giving higher value. This 

requires that you have enough money to take hits till the time competition 

leaves the market. 

 This is exactly what happens when top brands enter industries which 

were dominated by Smaller players. Today, small retailers are suffering under 

the brunt of large multi national sellers. Nonetheless, this does not mean small 

businesses have stopped establishing themselves. They are using different 

strategies to attract customers to their businesses. One such strategy is good 

customer service, which is missing in large corporations. 

4. Profitability 

 What’s your likelihood of profitability? How profitable, generally, is the 

market you’re entering? Lower profitability markets require higher sales 

volumes, while higher profitability markets can get away with lower sales 

volumes 

5. Product and Consumer Type 

 What type of product or service will you be selling? Is it a one-time 

purchase (like a high-end piece of furniture) or a repeat purchase (like 

toothpaste)? Is it a product or service consumers are     already familiar with, or 

will you need to invest in consumer education to boost product adoption? 



        STUDY MATERIAL FOR BBA 

              SERVICE MARKETING 

         SEMESTER – VI, ACADEMIC YEAR 2022-2023 

Page 19 of 44 
 

segmentation, Targeting and Positioning (STP) are a familiar strategic approach 

in modern marketing. The STP model is useful to creates marketing 

communications plans since it helps marketers to develop strategies and then 

create and deliver personalized and relevant messages to engage with different 

audience 

Service market segmentation  

 STP is relevant to digital marketing too, where applying marketing 

personas can help develop more relevant digital communications as shown by 

these alternative tactical customer segmentation approaches. In addition, STP 

focuses on commercial effectiveness, selecting the most valuable segments for a 

business and then developing a marketing mix and product positioning strategy 

for each segment. 

 Segmentation is the assignment of characteristics to your entire customer 

base and separating them into several different audiences based on data 

acquired. There are four types of customer segmentation that are used 

frequently: 

❖ Geographic segmentation: Based on location, country, state, region, etc. 

❖ Demographic segmentation: Based on age, gender, occupation, etc. 

❖ Behavioral segmentation: Based on why, how, and how frequently users 

interact with your website, apps, or store. 

❖ Psychographic segmentation: Based on factors such as lifestyle, habits, 

hobbies, activities, etc of course, more than four segments can be created, 

but the ones outlined above are the most frequent ones. They are then 

used to decide what type of advertising and what kind of products or STP 

customer service would be most enticing to those segments. 

Targeting 

 When you have created four or more segments, it’s time to find out the 

most valuable ones. Usually, if you’ve been in the business for some time, 

finding the most profitable ones will be intuitive. 

You can, however, take a different approach and use data to support targeting. 

Certain data points can help you find the ideal segment: 

1. Size: Larger segments with more growth potential are always better. 

2. Profitability: It may be a little hard to calculate profitability, but taking 

customer lifetime value (CLV) into account and other data is a good way to 

predict segment profitability. 
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3. Reach ability: As a corollary to profitability, reach ability is another 

important data point. Usually, customer acquisition cost (CAC) hedged 

against profitability metrics is a great way to arrive at a conclusion. 

 While there are more data points to consider, combining size, growth, 

profitability, and reach ability will let you arrive at simple, but powerful 

conclusions. Targeting can be made even more accurate; however, the resource 

cost rises in tandem. For many businesses, the three data points above will be 

enough. 

Positioning 

 Once the other two steps are completed, a natural question arises – how to 

best position the product or service? The goal of positioning is to connect with 

the audience on a personal level and, possibly more importantly, set yourself 

apart from the competition. 

 Before getting onto the three important factors of positioning, it’s 

important to note the communication part. Every positioning is done through 

some content that should resonate with the audience. Using buyer persona or, at 

the least, analyzing the reasons and feedback provided by customers will let you 

craft more enticing communication. 

 When only positioning is taken into account, however, there are three 

important factors to be considered: 

1. Symbolic positioning: Also known as lifestyle positioning. You can 

figure out symbolic positioning by asking what kind of image is being 

projected. A great example of powerful symbolic positioning were the 

“Marlboro man” commercial used several decades ago. 

2. Functional positioning: What particular problems your products or 

services solve and how they make their lives easier. 

3. Experiential positioning: What experience and emotions your products 

and service provided to customers. 

 Again, there are more positioning factors that could be taken into 

account; however, in most cases, the work would be superfluous.  

 One of the best ways to support your understanding of positioning is to 

write out your own ideas about the “why, what, how” of your products and 

services. Then collect all the feedback provided by customers that match at least 

one of the factors. Such a segmentation targeting and positioning example 
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grants you the ability to gain a more objective outlook on how your products 

and services are positioned. 
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UNIT III 

SERVICE LIFE CYCLE 

 

 The service life cycle consists of the same four stages at the product life 

cycle: introduction, growth, maturity and decline. The characteristics of each 

stage are the same. The only difference lies in the strategies that can be used. 

1.  Introductory Stage 

 A new service or a new form of a current service is said to be in the 

introductory stage when it is first offered. As with goods, many new services 

never obtain acceptance by customers and never get past the first stage of the 

service life cycle. An advantage that services have over goods is that many new 

services can be introduced on a small scale and expanded if acceptance grows. 

This small scale introduction reduces the financial risk associated with the 

introduction, making failure less costly. 

2. Growth Stage 

 During the growth stage, the industry is growing rapidly. Most firms 

offering the new service are seeing a positive cash flow. For eg: a patient can 

learn about the incubation period for chicken pox by either talking to a nurse or 

dialing into a vast library of prerecorded tapes. Second, patients can seek advice 

about routine illnesses such as congestion or abdominal pain. 

3. Maturity Stage 

 During the maturity stage, industry sales level off. Competition becomes 

very intense since the only way a firm can gain the market share or increase 

sales is to take them away from a competitor. The result of this increased 

competition is a decrease in overall industry profits. Weaker firms will be 

shaken out of the industry. At this stage in the service life cycle, consumers see 

very few distinguishable characteristics among the various firms in a service 

industry. 

4. Decline Stage 

 During the decline stage, industry sales decline. This sales drop is often 

due to a new technology that has been developed. For eg, typewriter repair 

services declined bcoz typewriters were largely replaced by computers which 
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resulted in a need for a computer service technicians and computer 

programmers. 

Elements of a service blueprint 

Service blueprints typically contain five categories that illustrate the main 

components of the service being mapped out. 

1. Physical evidence 

What customers (and employees) come in contact with. Though first in line, it’s 

usually the last element added. 

2. Customer actions 

What customers do during the service experience. 

Example: Customers might visit the website, talk to an employee (in person or 

online), make a purchase, place an order, accept an order, or receive something. 

3. Front stage or visible employee actions 

 What customers see and who they interact with. For tech-heavy 

businesses, add in or replace this category with the technology that interacts 

with the customer. 

Example: Employees might greet a customer visiting a physical location, 

respond to questions through chat, send emails, take an order, or provide status 

information. 

4. Backstage or invisible contact employee actions 

 All other employee actions, preparations, or responsibilities customers 

don’t see but that make the service possible. 

Example: Employees might write content for the website/email/etc., provide 

approval, complete a review process, make preparations, package an order, etc. 

5. Support processes 

 Internal/additional activities that support the employees providing the 

service. 

Example: Third-party vendors who deliver supplies, a carrier service, equipment 

or software used, delivery or payment systems, etc. 

Gap Model of Service Quality 

GAP 1: Gap between Management Perception and Customer Expectation 
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 This gap arises when the management or service provider does not 

correctly analyze what the customer wants or needs. It also arises due to 

insufficient communication between contact employees and managers. There is 

a lack of market segmentation. This Gap occurs due to insufficient market 

research. For Instance- A café owner may think that the consumer wants a better 

ambience in the café, but the consumer is more concerned about the coffee and 

food they serve. 

GAP 2: Gap between Service Quality Specification and Management 

Perception  

 This gap arises when the management or service provider might correctly 

comprehend what the customer requires, but may not set a performance 

standard. It can be due to poor service design, Inappropriate Physical evidence, 

and Unsystematic new service Development process. 

 An example would be restaurant Managers who may tell the waiters to 

provide the order of the consumer quick, but do not specify “How Quick”. 

GAP 3: Gap between Service Quality Specification and Service Delivery 

 This gap may arise in situations existing to the service personnel. It may 

occur due to improper training, incapability or unwillingness to meet the set 

service standards. It can be due to inappropriate evaluation and compensation 

systems. Ineffective Recruitment is the main cause of this gap. 

 The failure to match the supply and demand can create this gap. There is 

also a lack of empowerment, Perceived Control, and framework.  An example 

would be a restaurant having very specific standards of the food communicated 

but the restaurant staff may not be given proper instruction as to how to follow 

these standards. 

GAP 4: Gap between External Communication and Service Delivery 

 Consumer Expectations are highly influenced by the statements made by 

the company representatives and advertisements. This gap arises when these 

assumed expectations are not fulfilled at the time of Delivery of Service.  

 An example would be a restaurant that has printed on its menu that it 

serves 100% Vegetarian Food but in reality, it serves Non-Vegetarian Food as 

well. In this situation, consumer expectations are not met.  

GAP 5: Gap between Experienced Service and Expected Service 



        STUDY MATERIAL FOR BBA 

              SERVICE MARKETING 

         SEMESTER – VI, ACADEMIC YEAR 2022-2023 

Page 25 of 44 
 

 This gap arises when the consumer misunderstands the service quality. 

For Instance, A Restaurant Manager may keep visiting their consumer to ensure 

quality check and consumer satisfaction, but the consumer may interpret this as 

an indication that something is fishy or there is something wrong in the service 

provided by the restaurant staff. 

The five dimensions of service quality measured by the SERVQUAL 

Instrument 

     1. Tangibility – Since services are tangible, customers derive their 

perception of service quality by comparing the tangible associated with these 

services provided. It is the appearance of the physical facilities, equipment, 

personnel and communication materials. 

     2. Reliability – It is the ability to perform the promised service dependably 

and accurately. Reliability means that the company delivers on its promises-

promises about delivery, sevice provision, problem resolutions and pricing. 

Customers want to do business with companies that keep their promises, 

particularly their promises about the service outcomes and core service 

attributes. All companies need to be aware of customer expectation of 

reliability. Firms that do not provide the core service that customers think they 

are buying fail their customers in the most direct way. 

     3. Responsiveness – It is the willingness to help customers and provide 

prompt service. This dimension emphasizes attentiveness and promptness in 

dealing with customer’s requests, questions, complaints and problems. 

Responsiveness is communicated to customers by length of time they have to 

wait for assistance, answers to questions or attention to problems. 

Responsiveness also captures the notion of flexibility and ability to customize 

the service to customer needs. 

     4. Assurance – It means to inspire trust and confidence. Assurance is 

defined as employees’ knowledge of courtesy and the ability of the firm and its 

employees to inspire trust and confidence. This dimension is likely to be 

particularly important for the services that the customers perceives as involving 

high rising and/or about which they feel uncertain about the ability to evaluate. 

Trust and confidence may be embodied in the person who links the customer to 

the company, for example, the marketing department. Thus, employees are 

aware of the importance to create trust and confidence from the customers to 

gain competitive advantage and for customers’ loyalty. 
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     5. Empathy – It means to provide caring individualized attention the firm 

provide its customers. In some countries, it is essential to provide individual 

attention to show to the customer that the company does best to satisfy his 

needs. Empathy is an additional plus that the trust and confidence of the 

customers and at the same time increase the loyalty. In this competitive world, 

the customer’s requirements are rising day after day and it is the companies’ 

duties to their maximum to meet the demands of customers, else customers who 

do not receive individual attention will search elsewhere. 

Quality Function Deployment (QFD) 

 The Quality Function Deployment methodology is a 4-phase process that 

encompasses activities throughout the product development cycle.  A series of 

matrices are utilized at each phase to translate the Voice of the Customer to 

design requirements for each system, sub-system and component. The four 

phases of QFD are: 

     1.  Product Definition: The Product Definition Phase begins with 

collection of VOC and translating the customer wants and needs into product 

specifications. It may also involve a competitive analysis to evaluate how 

effectively the competitor’s product fulfills the customer wants and needs. The 

initial design concept is based on the particular product performance 

requirements and specifications. 

     2.  Product Development: During the Product Development Phase, the 

critical parts and assemblies are identified. The critical product characteristics 

are cascaded down and translated to critical or key part and assembly 

characteristics or specifications. The functional requirements or specifications 

are then defined for each functional level. 

     3.  Process Development: During the Process Development Phase, the 

manufacturing and assembly processes are designed based on product and 

component specifications. The process flow is developed and the critical 

process characteristics are identified. 

     4.     Process Quality Control: Prior to production launch, the QFD process 

identifies critical part and process characteristics. Process parameters are 

determined and appropriate process controls are developed and implemented. In 

addition, any inspection and test specifications are developed. Full production 

begins upon completion of process capability studies during the pilot build. 

Effective use of QFD requires team participation and discipline inherent in the 

practice of QFD, which has proven to be an excellent team-building experience. 
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UNIT IV 

POSITIONING SERVICE 

 

 A suitable method can be selected by the service marketers for the below-

mentioned positioning methods depending upon the information gathered while 

marketing and psychological positioning 

1. Positioning by Attributes, Features, or Customer Benefits: 

 This strategy involves multiple products attributes or uses that the brand can 

offer to its customers, other than the competitors. 

2. Positioning by Price Value. 

 In order to capitalize on the offerings effectively, the ‘value for money’ 

positioning can be used. Price is not commonly used for positioning in case of 

international scenario as the lower price can be perceived as lower quality. Price 

value can be exemplified by Malaysia tourism’s positioning statement, which 

says, “Malaysia gives more natural value.” 

3. Positioning by Use or Application 

In this strategy, a service is positioned on the basis of its usage or applicability. 

4. Positioning According to Users or Class of Users:  

This mainly focuses on the consumer segments with the help of service 

offerings. 

5. Position with Respect to Product Class 

 The functional benefits, along with symbolic and emotional benefits, can 

also be used for positioning the services. This kind of positioning is mainly used 

for offerings that have some unique experiences. 

6. Positioning against Competition: 

  Here, the positioning of service is done in reference to the market’s 

prevailing competition. This positioning is set as a favorable substitute against 

the established brand. 
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7. Positioning by Endorsement 

 In this type of positioning, celebrities or other product successes are used. 

8. Positioning by Quality Dimensions 

 The positioning of service can also be facilitated by RATER (Reliability, 

Assurance, Tangibility, Empathy, and Responsiveness). In order to 

effectively position their offerings, one or more quality dimensions can be 

selected by the service organizations. 

9. Positioning by Service Evidence 

 The different types of extended service mix elements which are used by 

the marketers are described as below: 

i. Positioning by People 

 In this, service mainly includes the employee and other customers. The 

attitude, appearance, and behavior of the customer contact staff will be the main 

factors in creating service positioning in the customers’ minds. Apart from the 

customer contact employee, the customer base of the service firm plays a 

significant role in affecting consumers. 

ii. Positioning by Physical Evidence 

 A customer who has bought a service may go bare hands, but he must 

have something in his head, which can affect him. These are the memories and 

experiences, and the service provider’s main duty to make these memories and 

experiences as memorable as possible. Different types of physical evidence such 

as visiting cards, advertisements, brochures, and so on are utilized by the 

marketers to provide some kind of physical evidence to create a positive image 

of the service firm. For example, when using the element people, the example 

can be a peep into a restaurant through the window glass; one will be able to 

perceive the quality of service by observing the type of customers and 

employees serving them. 

iii. Positioning by Process 

There are mainly two factors that can define positioning viz. Divergence and 

Complexity. The total number of steps which is required for the delivery of the 

service is termed as complexity, while the latitude or variability of these steps is 

termed as divergence. Both of these factors have a significant role in the 

development of positioning and repositioning of the service firm. 
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10. positioning by availability 

 In this kind of positioning strategy, the marketer’s main focus remains on 

the ‘availability of the service.’ Thus, the marketers fetch the services to the 

customers at least possible time, particularly within the time frame decided by 

the customer. Pizza Hut is a typical example of this. 

11. Positioning by Comparison 

 The main factor for the positioning of the services, in this case, remains 

the ‘comparison.’ In this case, the marketers try to provide the different types of 

advantages of their services against the competitors who are providing the 

similar types of services. 

Designing service delivery system 

i. Service Culture is built on elements of leadership principles, norms, work 

habits and vision, mission and values. Culture is the set of overriding principles 

according to which management controls, maintains and develops the social 

process that manifests itself as delivery of service and gives value to customers. 

Once a superior service delivery system and a realistic service concept have 

been established, there is no other component so fundamental to the long-term 

success of a service organization as its culture. 

ii. Employee Engagement includes employee attitude activities, purpose 

driven leadership and HR processes. Even the best designed processes and 

systems will only be effective if carried out by people with higher engagement. 

Engagement is the moderator between the design and the execution of the 

service excellence model. 

iii. Service Quality includes strategies, processes and performance 

management systems. The strategy and process design is fundamental to the 

design of the overall service management model. Helping the client fulfil their 

mission and supporting them in the pursuit of their organizational purpose, must 

be the foundation of any service provider partnership. 

iv. Customer Experience includes elements of customer intelligence, account 

management and continuous improvements. Perception is king and constantly 

evaluating how how both customer and end-user perceive service delivery is 

important for continuous collaboration. Successful service delivery works on 

the basis that the customer is a part of the creation and delivery of the service 

and then designs processes built on that philosophy – this is called co-creation. 

Service channel pricing of services 
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 Pricing is a vital area in marketing. Price is one of the significant 

elements in the marketing mix. It is the sole and an important element in the 

marketing mix of a firm that brings revenue to the business. Organizations 

should use a sophisticated approach to pricing. While pricing the services, due 

regard should be given to shifts in demand, the rate at which supply can be 

expanded, prices of available substitutes, the price – volume relationship and 

the availability of future substitutes. Service companies must understand how 

customers perceive prices of services. 

1. Survival price 

 Survival price is only a short-run objective. A firm follows survival price 

policy when there is an intense competition and changing consumption pattern 

in the target market. Generally, it is a low pricing objective to maintain demand 

for the firm’s product. Many ready-made garment sellers dealing in foreign 

brands like Lee, Arrow, Peter England, Van Heusen etc., have followed pricing 

below cost. So pricing below cost involves foregoing desired levels of profits to 

ensure survival. Factors such as intense competition, changing consumer wants, 

critical cash conditions etc., force the service provider to follow this objective. 

2. Current profit maximization price 

 Profit maximization is the oldest objective of pricing. It is generally a 

long term objective. It is the opposite to the survival price. The firm charges 

high price that will maximize current profit of the firm. This pricing objective is 

set when a good demand exists for the services of the firm. Profit maximization 

pricing ensures maximization of profitability over a given period. The period 

concerned may be related to the life cycle of the service. 

3. Market share price 

 Price helps improve market share. Market share means that portion of 

industry’s sale which a marketer wishes to retain Market share also represents. a 

sensitive indicator of customer as well as trade acceptance. Maximization of 

market share is adopted by those firms which are able to realize economies of 

scale in distribution and promotion. When a marketer attains a high market 

share in the market, he is able to enjoy lowest costs and highest long-term 

profits. A market share leader charges a low price to maintain his market sharp. 

4. Service quality leadership 

 A service company may use a pricing policy to prove its prestige. The 

high price charged impresses the quality of the service. It also leads to price – 
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quality leadership in the target market. Service offerings positioned in high 

price category build a quality image for the service provider. High-priced 

restaurants and personal care centres aim at achieving leadership in service and 

quality by setting ‘service quality’ price for their services. 

Services Marketing Triangle 

 The services marketing triangle was created to handle the complexity that 

service marketers face when dealing with intangible products. The service 

marketing triangle highlights three key players, these are; 

Company 

 The management of a company, including full-time marketers and sales 

personnel. This is enabled through continuous development and internal 

marketing with their employees. 

Employees 

 This includes anyone that is working within close contact of the 

consumer. They play an integral role within the interactive marketing of service 

marketing. 

Customers 

 Anyone that purchases the service of a company. They are also heavily 

exposed to the external marketing of a firm.For marketing to be successful, a 

marketer should ensure that there is positive interaction between these three 

players. Furthermore, for this success to be accomplished, three types of 

marketing must be conducted. These are; 

External Marketing — Making Promises: Involves communication by a 

company towards their consumer. This form of communication allows the 

company to offer their services, and set the expectation of service quality that 

the client can expect. In service marketing this pays particular attention to 

physical evidence, such as the appearance of the place of business or appearance 

of staff. 

Interactive Marketing — Keeping Promises: Interactive marketing is revolved 

around the communication that occurs between the client and the service 

delivery personnel. This is one of the most important parts of successfully 

utilising the services marketing triangle, as it is the only time that the client will 

have face-to-face experience with the company, via the providers. 
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Internal Marketing — Enabling Promises: A more modern addition to the 

services marketing triangle, internal marketing centres on training employees to 

the highest standards so they can deliver exceptional service. Without internal 

marketing, there is a high chance that the client will receive sub-standard 

service. 

Managing demand and supply of service  

 Demand management is a planning methodology. Companies use it to 

forecast and plan how to meet demand for services and products. Demand 

management improves connections between operations and marketing. The 

result is tighter coordination of strategy, capacity and customer needs. 

Demand capacity: Demand management helps you coordinate capacity 

demands, such as production time, inventory and resources. Capacity planning 

is critical because it directly impacts cost centers. Operating expenses are 

impacted when demand and capacity are out of sync, so coordination is 

essential to achieve alignment. 

Demand chain: The demand chain relates to the customer demanding products 

or services as and when required, referred to as pull. In the internet economy, 

the demand chain-based e-fulfillment model condenses time, is pull-oriented 

from the customer and is based on real-time event monitoring, inventory and 

information for forecasting and planning — in other words, the end consumer is 

king. 

Demand communication: In the collaborative demand management model, 

you communicate forecast demand to all stakeholders, business areas and teams 

affected by the forecast. Everyone then works in a spirit of transparency to a 

common goal. 

Demand modeling: Demand modeling works from the bottom up. This activity 

breaks demand components into external and internal factors and the demand 

stream, and it examines how each factor influences purchases to ascertain future 

demand. 

Demand shaping: Demand shaping is an operational supply chain management 

strategy where a company uses price drops, incentives and other tactics to 

induce customers to purchase specific items. Demand shaping helps the 

business match demand for a specific product to the planned supply. 

Demand sensing: This predictive tool is a game-changer in high-demand 

ecommerce scenarios. Demand sensing depends on data sent in near-real-time. 
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New mathematical techniques to sense demand make it possible to quickly 

understand what is selling, who is buying and how the product or service 

impacts market demand. 

Demand prioritizing: Identifying and prioritizing projects is the basis of 

demand management. By examining potential risk factors, organizational 

capacity, financial value and implications, you can form policies based on 

priority items. 

 Services can manage supply through part-time employees, employees 

working overtime, peak-time operating procedures, cross-training of employees, 

customer participation, shared facilities, and outsourcing. Part-time employees 

offer the benefits of cost reduction and increased capacity. Marketing concerns 

include less training, lower performance, lower productivity, and poor attitude. 

 Customer concerns include the possibility of less knowledgeable 

employees, lower levels of service, less personalization, and higher turnover. 

Peak-time operating procedures offer the benefit of keeping the operation near 

capacity. The primary marketing concern is identifying the peak routines that 

will be done and the tasks that will not be performed. Customers are concerned 

about the lack of personal attention, an incomplete job, crowded facilities, and 

feeling cheated in terms of the service provided. 

 Cross-training offers the benefits of keeping operations near capacity, 

reducing bottlenecks in the service, and filling in for absent employees. 

Marketing concerns focus on potential for lower service quality and lower 

productivity. Customers are concerned about receiving inferior service quality. 

Increasing customer participation will increase productivity and maximize 

capacity. 

Integrated Marketing Communications 

Different elements of integrated marketing communications make up a complete 

marketing strategy that operates at different levels of their efficiency. Thus, let’s 

understand different elements of IMC in detail: 

1. Advertising 

Advertisement is any paid form of nonpersonal communication about a brand, 

organization, product, service or idea identified by a sponsor. The word “paid” 

reflects the space or time given for an advertising message to be conveyed to the 

consumers. The “nonpersonal” component involves sharing the message to a 

larger group of audience at the same time. This generally involves the media. 
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Though it lacks the scope for immediate feedback and hence the advertiser has 

to consider how their target audience would respond and interpret it 

accordingly.  

 Advertising is a valuable tool to provide consumers with all the 

information, keep them updated and influence their perception. It can be used to 

create favourable, unique images and associations for a brand. This helps to 

create a functional difference between the brand and its competitors. It is one 

such way where great brands can actually be great brands. 

2. Sales Promotion 

Sales promotions are those marketing activities that serve extra value or 

incentives to the sales force, distributors or even customers to stimulate 

immediate sales. It helps in drawing the attention of the customers by offering 

an invitation to engage in any transaction by giving them various types of 

incentives. It serves as a short-term incentive to encourage the trial or purchase 

of any product or service. It is a push strategy applied at a higher level to boost 

sales of the product. 

3. Personal Selling 

 Personal selling is the most original form of marketing. It involves a 

person–to–person selling where the salesperson convinces the customer about 

their product or service to make a purchase. The advantage of this type of 

selling is that the message can be tweaked and customized to the needs of the 

buyer. The focus is on building a long-term relationship with the buyer.  

 Companies relied on personal selling for marketing communication in the 

past, when media such as television, radio, and online platforms were not as 

prominent. This method is slightly expensive in some cases since it requires 

giving commission to the salesperson for every unit they sell. It is a slow 

approach as you can communicate to only one potential customer at a time. 

4. Direct Marketing 

 Direct marketing refers to directly communicating with your target 

audience/ customer to generate a response, transaction or any purchase. It 

involves a variety of activities direct mailing, fax, telephone, telemarketing etc 

through various forms of media. Companies maintain a database of customer 

contact information from which they send catalogues and other marketing 

materials, making it easier for customers to shop online. The relevance of direct 

marketing has increased in recent years. 
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 Shoppers have started relying on credit cards and online purchasing more 

than ever which makes it essential for marketers to approach the consumers 

directly thus helping them in the purchase process. This method is quite 

beneficial for those companies which use promotional codes, discount coupons, 

special offers as the marketing strategies or when your business is heavily 

dependent on the repurchase etc. You can send them discount coupons, 

catalogues, postcards, or letters on special days for retaining customers.  

5. Public Relations 

 Public relations refers to evaluating public attitudes, identifying policies 

and procedures of the company with the public interest and executing a program 

of action to earn public understanding and acceptance towards the brand. It uses 

promotional tools like publicity, fundraising, participation in community 

activities, sponsorship of special events etc. to enhance its brand image. It is a 

strong communication tool that takes over the functions of conventional 

advertising and marketing.  

 It is a two-way communication that can monitor feedback and adjust its 

message for providing maximum benefit. A common tool used here is publicity 

which capitalizes on the news value of the product or service so that the 

information can be disseminated to the news media. It also possesses the 

capability to reach hard-to-find consumers who avoid targeted communications. 

6. Internet Marketing 

 Internet marketing involves the use of the Internet and related digital 

technologies for achieving marketing objectives. Interactive media allows the 

information to flow back and forth where users can modify the form of content 

they receive in real-time.  The Internet is a multifaceted promotional tool and its 

interactive nature brings it to the best advantage at use. In today’s world, the 

internet is actually a medium that executes all other elements of integrated 

marketing communications. Mobiles have been a huge source to reach a mass 

audience just at a click of a button. Brands develop creative ways to reach their 

customers even by establishing personalized applications for their companies.  
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UNIT V 

SERVICE MARKETING STRATEGIES FOR HEALTH 

 

1. Establish your target customers 

 We conduct a comprehensive online and offline research based on the 

geographic, demographic, psychographic, and behavioral information to 

identify the most relevant target market for you. Then in our marketing strategy, 

we concentrate all our marketing resources towards grabbing the attention of 

those relevant customers. Establishing your target audience ensures that we're 

creating the right content for the right people. It also helps in achieving 

efficiency and effectiveness of the marketing strategy. 

2. Study your competition 

 Your target audience is also targeted by your competitors. That's why we 

give greater consideration on identifying competitive issues and influences to 

have a proactive plan and strategy in our healthcare marketing strategy to stay 

ahead of your competition. We make use of internet, local media such as TV 

and Radio commercials, billboards or other media, referrals, and data analysis to 

compile good research on your competition. 

3. Internal and external evaluation 

 We do a SWOT (Strength, Weakness, Opportunity, and Threats) 

analysis of your business to evaluate your internal and external environment. By 

knowing your strong as well as weak areas, and also about the opportunities and 

threats of the outside business environment, you are better able to determine the 

best use of all your resources for the best result. 

4. Decide your long-term and short-term goals 

 Most marketing plans or strategies are conceived for around a year, but 

the best marketing plans are the ones that keep a long-term interest always 

aligned with the short-term goals of the brand. We evaluate, prioritize, and 

organize the combination of specific marketing strategies and tactics that will be 

best suited for you in pursuing your goals. 

5. Plan your marketing budget 
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 Marketing is generally concerned with generating and protecting sources 

of revenue. We make a clear objective and task budget for you that specifies 

exactly what goals and outcomes are expected. For that, we specify quantifiable 

and measurable goals, define marketing strategies and tactics (such as brand 

development or enhancement, advertising, public relations, networking, etc.), 

evaluate profitability and marketing plan, and launch plan, monitoring and 

tracking closely to adjust strategies and tactics as necessary to achieve, 

maintain, or exceed the expected profit level. 

Tourism  

1. Understand Your Customers 

 The first thing you need to do is to understand your ideal customers. You 

need to know their demographic information; as well as what drives them to 

book and how they prefer to book. Questions to ask yourself during this 

brainstorming session are: What motivates them [your ideal customer] to travel? 

Where do they find information about their destination? How do they prefer to 

book? What annoys them about the research and booking process? 

 You can build at least 3 customer personas from your answers to those 

questions. You can then develop your branding, website and marketing strategy 

around the personas. Keep your unique selling point and what drives you as a 

business in mind. You’ll need to convey that in an appealing way to reach your 

customers on a more personal level. 

2. Optimize Your Website 

 Your website is the foundation for all your internet marketing efforts. As 

such, you should optimize it frequently to improve user experience and boost 

your conversion rates.If your site performs poorly on mobile, is cluttered, too 

slow, or just too old, you definitely need to optimize it. You can test your site 

performance and speed with SEO Grader tool. 

3. Focus on Mobile 

 According to Think with Google, 48 percent of US smartphone users are 

comfortable researching, planning and booking their entire trip on their mobile 

devices. The stats are similar in Europe: 45 percent of UK travelers and 44 

percent of French travelers are comfortable planning and booking their entire 

trip on their mobile devices. 

 That the mobile experience should be as good as the website experience, 

if not better. Users need to be able to perform the same tasks, as comfortably, on 
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their mobile devices as they can on the desktop version of your website. To 

highlight the importance of the mobile experience, the same Think with Google 

study found that 33 percent of mobile users have a negative perception of a 

brand if their mobile experience is slow. 

4. Be Social 

 Social media is one of the most effective marketing channels for the 

tourism industry. That’s if you choose the right platform (where your customers 

are) and set up a strategy for each platform. 

Financial Services 

1. Customer Outreach 

 Customer outreach is one of the oldest and simplest marketing strategies 

for banks and financial institutions to adopt. However, it’s also one of the most 

effective. Customer outreach is quite simply the concept of reaching out to 

customers to fill existing needs surrounding education, awareness, and help. 

This scales to a small organization in the form of free consultations and 

webinars and to larger ones in the form of financial education such as debt 

management programs or financial education in schools. 

2. Self-Service and Digitization 

 Where baby boomers and previous generations largely preferred to 

receive products through sales representatives who could advise them and set up 

personalized (or not) accounts for them, millennials and Generation Z often 

want to do everything themselves with as little contact with human 

representatives as possible. Setting up and promoting digitized financial 

products and customer service or experience portals that enable customers to 

sign up for services online, change products and services online, and view their 

information without going into a branch is an effective and increasingly 

necessary trend for financial organizations. However, it is not a marketing 

strategy that applies to every organization, as you may not sell products only 

services. 

3. Social Media 

 United States population is on a social media account and many use 

social for up to 4-5 hours per day. Your smart and consistent use of one or more 

social media platforms is a valuable financial marketing strategy that you cannot 

afford to ignore. Millennials, Generation Z, and even Baby Boomers use social 

media platforms to connect with brands, learn from peers, and follow current 
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events and news. Maintaining a steady presence on one or more sites with a 

strategy in place to offer value to followers will help you to build brand trust, 

create marketing opportunities, and grow your customer base. 

4. Automation and Big Data 

 Most financial organizations have more data than they know what to do 

with, but that is quickly changing. Today, customer experience platforms and 

automation tools make it easier than ever to utilize and apply data as part of 

your marketing strategy for financial services. For example, big data can tell 

you who is saving up for a big purchase and most likely to need pre-approval 

for a loan, big data can help you identify and offer services before or after they 

are needed, it can help you to target specific customers for additional customer 

service or digital financial education, and can help you to cut down on needed 

customer service. 

5. Digital Storytelling 

Storytelling is still one of the most effective marketing mediums, whether on 

social media, video, ads, or cross-channel platforms extending into the real 

world. Here, your marketing strategy should encompass telling a story that 

captures interest and evokes emotion to interest, excite, and move the viewer. 

Here, your goal is to create relatable and shareable content which can educate, 

entertain, or help the reader in some way – and hopefully manage all three at 

once. 

Logistics  

1. Define your service offer 

 Do you deliver raw materials to factories or finished products to 

consumers? What modes of transportation do you use? Do you transport goods 

domestically or globally? What type of technology and tracking services do you 

provide? These are all crucial questions to ask when chiseling out a concise 

definition for your service offer. It’s essential to establish a clear offer to avoid 

overpromising and subsequently under-delivering your sellable services to your 

clients. To define your service offer properly, develop a Brand Strategy that 

cohesively outlines your positioning statement and messaging platform. 

2. Determine your primary and secondary markets 

 Are you managing the logistics of physical items, such as food, materials, 

electronics, equipment, or liquids? For new companies, your markets will be 
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dictated by your capability and capacity for material handling, production, 

packaging, inventory, transportation, warehousing, and security. 

 Establishing your primary and secondary market focuses and reassessing 

the market opportunity each year are crucial. Markets shift over time, and so 

might the demographics that need your logistics services. By reevaluating your 

primary and secondary markets, you’ll be able to adjust your marketing budget 

and goals better and, in effect, increase your ROI. 

3. Identify your competition 

 Who are your tier-1 and tier-2 competitors? Are there specific companies 

that you consider to be a best-practice reference? What do you offer that your 

competitors don’t? How can you offer it differently or better? For example, does 

your competition use their own shipping department or a commercial carrier—

and what are the benefits or challenges of each? 

 As a rule, every company has competition, regardless of how specified or 

niche their services or markets may be. Even if your business can’t identify 

direct competition, contextual competition still exists. Taking the time to 

thoroughly analyze any competition that may be lingering on the sidelines 

unnoticed can help your logistics company refine its vision and focus. 

4. Articulate your value proposition 

 Once you evaluate the competition, determine what makes your company 

stand out and articulate it in such a way that customers will understand. Is it 

lower prices, newer technology, operational efficiencies, or guarantees? What 

makes your business stand out in a field that’s flooded with companies offering 

similar products or services? If you can’t think of obvious examples that 

highlight your business’s advantage, stand-out processes, or deliverable 

products, consider reevaluating your value proposition and the aesthetic it 

projects to your customers. For many business leaders, it’s difficult to remove 

yourself from the day-to-day operations to think strategically about your value 

propositions. An excellent way to start is by asking: What do our most satisfied 

clients say about us? This frame of mind will help you better understand and 

address your target market. 

5. Allocate a marketing budget 

 When marketing logistics companies, determine how much money you 

want to spend on marketing and how to segment it. Will you disperse the budget 

across certain markets, or will it be spent promoting the company as a whole? 
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Your logistics marketing strategy and goals depend on what your primary 

marketing focus is, which is why it’s crucial to establish a clear perspective and 

match budget early in the process.  . 

6. Develop a tactical marketing plan 

 Once you finalize your budget, determine what marketing channels you’ll 

use to promote your value proposition to your target markets. For example, 

where will you advertise, and what industry tradeshows will you attend? What 

are your goals when it comes to marketing? Are you generating brand 

awareness, building customer interaction with your business, or working on 

converting brand familiarity into sales? Having a clear, agreed-upon tactical 

marketing plan going forward is paramount to your logistic company’s success 

in the coming year, and an integrated marketing approach is most often the best 

methodology. 

Educational  

1. Mobile Optimization 

 In terms of internet accessing platform, mobile users have surpassed 

laptop users, making it clear that mobile is the most common platform used to 

access internet. Mobile is also highly popular among students. 

 Hence, while developing the website, educational institutions must 

remember to make their sites mobile-friendly. Mobile optimization is the first 

and foremost strategy for higher education. If your site does not support mobile 

platforms, then you will be missing out on a great number of potential students. 

2. Technical SEO 

 Today, SEO is no longer limited to keywords and language. Google 

Analytics are constantly changing and only the technically strong websites will 

be listed on the top search results. However, to optimize your webpage 

technically, you may require assistance from a web developer. Nevertheless, 

technical SEO is a strategy that educational institutions cannot neglect. 

3.  Link Building 

 Link Building must be your fundamental criteria while formulating an 

effective SEO strategy for your educational institution. Today, the quality of a 

web page is not restricted to content alone. The average time spent by on your 

website by a visitor depends on relevant back links present on your website. 
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 Suppose your website is devoid of backlinks. Then, the user will skim 

through your website information and then jump to another website for more 

information. However, when you provide several backlinks to access other 

related information on your website, the user engagement can be retained as 

they navigate through your website for a much longer duration. Hence, include 

a lot of backlinks to engage and retain your webpage visitors. 

4. Re-targeting Campaigns 

Re-targeting is a slow but steady process and has higher effectiveness than 

traditional targeting. Re-targeting is not only cost effective, but also yields more 

conversion rates.The major advantage of retargeting is that it enables you to 

reach out to prospective students who have shown an interest in your education 

services via various channels across the internet. Re-targeting is also a 

successful strategy to expand the size of your target audience.You can initially 

start the campaign to spread brand awareness and later on you can re-target 

prospective students who have considered your educational institution as an 

option. 

5. Managed Ad Placement 

 Managed Placement is a process of placing your PPC ads on relevant web 

pages that are related to your program. For example, suppose if you want to 

promote your latest online course on data management – then it is beneficial to 

place your ads on a website related to data education, which is more likely to be 

visited by a potential student for that course. You can also display you ads on 

web pages that are dedicate to higher education and career advancement. In this 

way, managed ad placement not only helps to regulate marketing budget, but 

also helps to reach the most appropriate prospects in an efficient way. 

6. On-page SEO 

 SEO is an indispensible element of every successful digital marketing 

strategy. After all, it is SEO that enhances your brand visibility on search 

engines, which is the primary platform for a user’s searches. So make sure that 

the content on your web page is well optimized for searches.You need to 

consider several criteria such as including affluent title tags, appropriate meta-

descriptions, optimum keyword density, refined headers, internal links, etc. 

7. Conversion-Oriented Content 

 Initially, the desired rate of conversion must be decided based on your 

business objectives. This helps to craft quality content that is focused on 
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enhancing conversion rate. Conversion-oriented content, by its nature, aims at 

addressing potential students in the sales funnel. Conversion-oriented content 

can be generated by describing details about your institution such as its 

amenities, infrastructure, campus facilities, faculty details, placement records, 

fees structure etc. which will directly persuade students to link with you. 

8. Traffic Oriented Content 

 In a successful digital marketing strategy, language is not the only 

parameter considered in generating quality content. Today, the ‘quality’ of 

content is determined by whether the content is capable of increasing traffic as 

well as page ranking. So make sure that your content is focused towards 

generating more traffic and enhancing rankings. This can be achieved by 

carrying out a keyword research with special focus on long-tail variations of 

core keywords. 

Online Marketing 

 Effective online marketing programs leverage consumer data and 

customer relationship management (CRM) systems. Online marketing connects 

organizations with qualified potential customers and takes business 

development to a much higher level than traditional marketing.It also helps a 

company raise its brand awareness by establishing its online presence across the 

Internet. 

 Online marketing combines the internet's creative and technical tools, 

including design, development, sales and advertising, while focusing on the 

following primary business models: 

❖ E-commerce. 

❖ Lead-based websites. 

❖ Affiliate marketing. 

❖ Local search. 

❖ Social media. 

Online marketing has several advantages, including 

1. Low costs 

 Large audiences are reachable at a fraction of traditional advertising 

budgets, allowing businesses to create appealing consumer ads. Many 

advertising platforms also allow for scalable ads with different levels of reach 

that are proportioned to the advertising budget. Rather than committing a large 
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amount of money to advertising, smaller companies can spend a small amount 

and still increase their reach. 

2. Flexibility and convenience 

 Consumers may research and purchase products and services at their 

leisure. Business blogs can be used to let consumers and prospects conduct their 

own research on the business's products as well as provide their feedback and 

reviews. 

3. Analytics 

 Efficient statistical results are facilitated without extra costs. Many 

advertising tools include their own analytics platforms where all data can be 

neatly organized and observed. This facilitates business intelligence efforts and 

data-driven decision making. 

4. Multiple options 

 Advertising tools include pay-per-click advertising, email marketing, 

interstitial ads and banners, social media advertising, and local search 

integration (like Google Maps). Digital marketing companies usually offer their 

services across various online advertising channels by tuning their offer to the 

individual client’s needs. 

5. Demographic targeting 

 Consumers can be demographically targeted much more effectively in an 

online rather than an offline process. Coupled with the increased analytics 

potential explained above, organizations can improve their targeting over time, 

have a clearer understanding of their customer base, and create specific offers 

that are shown only to certain demographics. 

 The main limitation of online marketing is the lack of tangibility, which 

means that consumers are unable to try out, or try on items they might wish to 

purchase. Generous return policies are the main way to circumvent such buyer 

apprehension.Online marketing has outsold traditional advertising in recent 

years and continues to be a high-growth industry. 


