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Customer service activities are a critical and inseparable part of doing business for any offering along the gamut. Since service 
sector products are intangible, the buyer uses satisfaction with customer service treatment as an indicator of the quality of 
the core service purchased. The present paper gives a glimpse to service marketing, the importance of service marketing, its 
review, features of services marketing and strategies for managers in case of service marketing. 

ABSTRACT

INTRODUCTION
Service is an offering to the customers with sale such as free 
installation, free carriage, good congenial relationship, free 
home delivery etc. Its part of product which can’t be sepa-
rated now a days as most of the marketers says. Service mar-
keting encompasses the philosophy of marketing orientation 
by concentrating on looking after customers and maximizing 
their satisfaction in the context of competitive offerings while 
remaining profitable as an organisation. There are many 
perceptions of what “service” is, and it may be useful to dif-
ferentiate between services which are salable products and 
those customer services which are tangential to the product 
(such as empathy, a friendly attitude, and superior customer 
treatment). Corporations provide a range of offerings along a 
continuum from pure services to pure products with very few 
things at either extreme. 

The book by Berry, Bennett, and Brown (1989), Service Qual-
ity, describes how important the service process is to the 
customer’s perception of quality: The way customers judge 
a service may depend as much or even more on the service 
process than on the service outcome. In services, the “how” 
of service delivery is a key part of the service. Purchasers of 
tangible products judge quality on the basis of the finished 
product-its durability, functioning, appearance, and so on. 
Purchasers of services judge quality on the basis of experi-
ences they have during the service process as well as what 
might occur afterwards. 

Most frequently, a service has been described as an act, a 
process and a performance. For example, activities such as 
accountancy, banking and hairdressing can be recognized 
as being predominantly service based. Also services can 
be more widely described as economic activities that create 
‘added value’ and provide benefits for customers (consum-
ers or organisations). Today most products include some ele-
ment of service. Customer service usually entails answering 
questions, handling complaints, dealing with queries, taking 
orders, the provision of maintenance and repairs and other 
after sales services. There are many products that depend 
upon service-based activities to give them a competitive ad-
vantage. For example, someone buying a new computer may 
be attracted by a genuine service for installing programmes, 
and other services, in addition to their preferred computer. 
Recognizing the value of this to potential customers, compu-
ter store service managers will aim to offer many additional 
useful services for customers. This illustrates the value and 
relevance of understanding and recognizing the importance 
that service issues have on today’s society. A service busi-

ness 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 business-
es. Such businesses include those that provide an almost en-
tirely intangible offering, such as legal services, healthcare, 
and cleaning services and businesses that offer both services 
and products such as restaurants and retail outlets.

IMPORTANCE OF SERVICES MARKETING
Due to the importance of the relationship between the service 
provider and consumer, quality customer service is increas-
ingly being viewed as a key subset of service marketing. Even 
though many of the tactics of product marketing (e.g., adver-
tising) require only minor adaptation to be applied to services, 
the role of interpersonal relationships distinguishes service 
and product marketing in strategic vision and organisational 
considerations. Most physical goods tend to be relatively high 
in search qualities, these are attributes, which a customer can 
determine prior to purchasing a product, such as color, style, 
shape, price, fit, feel, hardness, and smell. Other goods and 
some services, by contrast may emphasize experience quali-
ties, which can only be discerned after purchase or during 
consumption, as with taste, wear ability, ease of handling, qui-
etness and personal treatment. Finally, there are belief quali-
ties, characteristics that customers find hard to evaluate even 
after consumption. Examples include surgery, legal services, 
etc. Services on the other hand emphasize experience quali-
ties, which can only be discerned during consumption, and 
credence qualities, which customers have to take on faith, 
since they involve characteristics that are hard to evaluate 
even after consumption. As a result, it is relatively harder to 
define the nature of a service product prior to, purchase and 
evaluate it against competing alternatives (Henkoff, 1994). 

REVIEW OF LITERATURE
Services marketing is founded upon the fundamental con-
cepts of marketing. The development of service marketing 
concepts over the years has evolved in accordance with the 
philosophy of customer orientation. A marketing orientation 
puts the customer at the core of an organisation’s purpose 
and activity. In many organisations the philosophy is mani-
fested in terms such as ‘the customer is king’ and ‘everything 
the organisation does is with the customer in mind’. For ex-
ample, British Airways used the slogan ‘putting people first’ in 
the 1980s, United Airlines used ‘you are the boss’ and Burger 
King invited customers to ‘have it your way’. The philosophy 
of reaching the customer more precisely has dictated mar-
keting activity throughout its history. In the early part of the 

Keywords : Service, Marketing, Management, Business.



Volume : 1 | Issue : 10 | July 2012 ISSN - 2249-555X

10  X INDIAN JOURNAL OF APPLIED RESEARCH

twentieth century, “commodity services” was one form of 
services marketing. Indeed, this notion is recognized by Re-
gan (1963) as the origin of services marketing when debating 
the “service revolution” at that time. In reinforcing that a revo-
lution was taking place in the early 1960s, Regan and others 
(Judd, 1964; Rathmell, 1966, 1974) set about trying to de-
fine services in this new domain. This debate recognized and 
anticipated the emergence of more formal and autonomous 
services marketing in areas such as transportation, commu-
nication, education and retailing. By the end of the 1970s re-
search in the services domain had grown and become a body 
of work in its own right. An international study, commissioned 
by the Marketing Science Institute of Cambridge, Massachu-
setts and authored by Languard et al. (1981) represented the 
most comprehensive analysis and marketing issues that were 
considered to be central to the management of consumer 
service business. The findings, based on evidence from sev-
eral large service companies and surveys of both consumers 
and managers, linked three separate themes: consumer par-
ticipation in service production and delivery, management’s 
ability to understand customers’ needs and the relationship 
between operations, marketing and personnel functions in 
a service organisation. However, during the 1980s many in-
stances empirical studies helped to create new concepts and 
theories designed to contribute to more effective and efficient 
services marketing, for example, the work of Parasuraman 
et al. (1985, 1988) in developing the SERVQUAL measure-
ment technique was widely accepted and disseminated in 
the 1980s. Indeed research in services marketing in the late 
1980s and early 1990s was dominated by the adaptation of 
the SERVQUAL model to almost every service application 
possible. Eventually studies became more focused on devel-
oping more appropriate models for different service situations 
and management priorities.

FEATURES OF SERVICES MARKETING 
Intangibility
The benefits of buying a product are based on its physical 
characteristics whereas the benefits of buying a service are 
from the nature of the performance. The intangible nature of 
services often means that customers have difficulty in evalu-
ating and comparing services. As a result they may use price 
as a basis for assessing quality and they may place greater 
emphasis on personal information sources. This all leads to 
consumers having higher levels of perceived risk. The intan-
gibility of services makes them very different from the tradi-
tional product mix that is frequently analysed in terms of tan-
gible design properties. 

Inseparability
Because services are processes, deeds or acts, customers 
are involved in the production of a service. For most services 
both the buyer and the seller need to be at the same place at 
the same time for the service to occur. Because centralized 

mass production is difficult, consumers often have to travel 
to the point of service production. For example, it is hard to 
imagine a haircut without both customer and hairdresser or 
barber present. For a bank clerk or hairdresser the manner in 
which the service is produced is an essential element of the 
total promotion of the service. 

Perishability
Given the intangible nature of services, they cannot be 
stored, warehoused or re-used. The hairdresser cannot store 
haircuts so that when a rush occurs on a Saturday morning 
all customers can have their hair cut at once. Thus the avail-
ability of enough opportunities for service delivery at relevant 
times is important for service managers.

Heterogeneity
Again the intangible nature of services means that standardi-
zation and quality are difficult to control. Given that people are 
involved in providing the actual services in most sectors and 
that people are unlikely to operate as reliably and constantly 
as machines it is often difficult to measure and control quality. 
Therefore it may be difficult for customers to evaluate quality 
and for employers to measure and control quality. 

WHAT SHOULD A SERVICE MARKETEER DO?
By identifying the drivers of consumer choice, a service mar-
keter can identify the factors, which can be leveraged in differ-
ent service conditions to add value to the consumer and thus 
differentiate the offering. Issues relating to which elements of 
the offering to emphasize when adding value may be particu-
larly important in the case of services, as the characteristics 
of the typical services offering may have major implications. 
An organisation’s ability to compete effectively in a particular 
market is increasingly seen as being dependent on its capac-
ity to deliver offerings that comprise a competitive bundle of 
benefits, or value, to the consumer. The process of adding 
value is in essence differentiating one’s offerings effectively in 
the eyes of the consumer. One of the means to achieve this 
is through “Branding”.

CONCLUSION
Service marketing differs from product marketing due to the 
fact that services are in tangible and typically require personal 
interaction with the customer. As a result, the quality of this 
service interaction becomes an important subset of marketing 
strategy. Marketers are challenged to define their businesses 
as broad systems of customer benefits; to create a market-
driven culture through selection, education and motivation of 
employees, as well as development of appropriate business 
procedures and technologies; and to design marketing pro-
grams which continually create new benefits and value for 
the customer, make the offerings more tangible, and control 
the level of promises so that customers are not led to expect 
more than can be delivered on a continual basis.
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