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INTRODUCTION

*The economic contribution of Service sector in India is
given as follows:-

Services: 61.6% (25%)

Agriculture and allied: 15.4% (53%)

Manufacturing: 23% (22%)
GDP (Employment)

»Service is a “deed, a performance, an
effort” (Rathmell, 1966).

> It is intangible.

> It may or may not be attached with a
physical product.

Health Care

hospital, medical practice, There are three additional Ps of
dentistry, eye care

Professional Services service marketing:
accounting, legal, architectural, IT > »>People

Financial Services »Physical Evidence
»Process

banking, investment advising,
Insurance

Hospitality
restaurant, hotel/motel, resorts

*Source: https://www.investindia.gov.in/team-india-blogs/service-sector-india-paradigm-shift, May 16" 2019



https://www.investindia.gov.in/team-india-blogs/service-sector-india-paradigm-shift

GOODS Vs SERVICES & QUALITIES OF
SERVICES

Goods VS Services Qualities of Services
Tangible Intangible
_ There are three qualities of services
Standardized Heterogeneous
Production separate Simultaneous Search Qualities
from consumption production and _ N
consumption Experience Qualities

Non perishable :
Perishable Credence Qualities




TANGIBILITY SPECTRUM

Salt
Soft Drinks
Detergents
Automobiles
Cosmetics

Fast-food

Outlets

FSSt'ErOtOd

utlets .
Advertising
Agencies -
Airlines
Investment
Management
Consulting

Teaching



Inseparability
It means that services are produced

CHARACTERISTICS OF SERVICES

Intangibility
Intangibility means that services
cannot be seen, tasted, felt, heard or also entails that services cannot be

smelled before they are bought. It separated from their providers.

means we cannot try them out. Contrary to services, physical goods
are produced, then stored, later sold,
and even later consumed.

Perishability
It refers to the fact that the quality of Perishability means that services
services can vary greatly, depending \ Z : cannot be stored for_later sale or use.
on who provides them and when, : !n other yvords,_se_rwces cannot be
where and how. ~ d inventoried. This is one of the most
: significant characteristics of services,
since it may have a major impact on
financial results.

Heterogeneity



SERVICE CHARACTERISTICS-MARKETING
DIFFICULTIES FACED

Intanglbl.llty Inseparability
»  Services cannot be stored. : . .
_ »  Service provider must be physically
»  Services cannot be protected through present to deliver service
patents. -

»  Customer is involved in the
production process.

Heterogeneit ) .
Jenelty Perishability

> It is very difficult to standardize services

and to have quality control! »Demand fluctuates and changes, so it

) _ becomes difficult to match demand and
»Eg. A machine can make ice cream cones supply.
a standard size 100% of the time.

»eg. Place in the restaurant at noon can not
be stored to be used in the evening.




SERVICE CHARACTERISTICS-MARKETING
STRATEGIES

Intangibility

»Stress on tangible cues, eg. “the power of
the pyramid”- shape of Transamericas office
building. >  The service organization must select and
train their employees well.
»  Consumer management
ie. Home delivery

Inseparability

»Focus on the service’s benefits and
satisfaction.

< Perishability (Demand Strategies)

4 » Reservation systems
»  Development of complementary services eg.
Newspapers or TV in waiting rooms

\ Perishability (Supply Strategies)
»  Capacity sharing

»Customise the service >  Utilization of third parties for eg. Travel
agents, OYO, Swiggy, Zomato etc

Heterogeneity

> Standardize the service
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