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ANNOTATION

The development of the services literature has occurred over the last part of the twentieth century in terms of overall theories and concepts that have been introduced in this work. 
The main objective of this work is to illustrate the characteristics and core components of services and to discuss influence of the service marketing mix. 
This work consists of four parts. The first part called scope of services marketing management. In this part are described considerable agreement about the characteristics and core components of services which include intangibility, inseparability, heterogeneity and perishability. 
The second part called unique service features and resulting marketing management issues. In this part are discussed the differences between goods and services. Then a description of dimensions that from the component parts of conceptual frameworks and models for services marketing is presented.
The third part called conceptualizing the marketing mix service. In this part are described underpinning concepts of the service management. It briefly outlines the history and origins of services marketing and management and provides some background discussion explaining the debates that have led to the identification of the now widely accepted characteristics of services.
 The forth part called unique service features and resulting marketing management issues. In this part analyzed all the dimensions, concepts and frameworks that illustrate widely recognized and universally acceptable service dimensions.  
Finally, the most frequently used conceptual frameworks are discussed in some depth, encapsulating the chief characteristics of services.

INTRODUCTION

Services marketing as an academic discipline have developed rapidly in the last twenty years. From humble beginnings as the ‘stepchild’ of goods marketing, services have become established as an area with specific needs and characteristics that deserve, if not demand, consideration. It ahs been suggested that any new discipline firstly needs to establish itself in terms of the old, to show that there is a reason for this existence by at least acknowledging, if not rejecting, what has gone before it. 
Services are all around us – as consumers we use services every day. The growth in the service economy is widely recognized and increasingly contributes to the economic development of many regions. Although the service sector accounts for most of new job growth in developed countries, the dominance of the service sector is not limited to highly developed nations. Many services such as those in the tourism sector contribute very heavily to developed economies also. By their very nature, services are diverse and therefore have often been difficult to define. However there have been many attempts to describe services and there is an overall recognition of what they are and how they contribute to marketing offerings and the economy. 
In this work the differences between goods and services will be discussed and lead to description of the characteristics of services impact on the different elements of the service offering. 

1. SCOPE OF SERVICES MARKETING MANAGEMENT

Most frequently, a service has been described as an act, a process and a performance. For example, activities such as accountancy, banking and hair-dressing 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 (customers or organizations). Today most products include some element of service.
However, a service ‘product’ or a service company can be differentiated from customer service that is provided by all types of companies such as manufacturers and IT companies as well as service companies. Customer service usually entails answering questions, handling complaints, dealing with queries, taking orders, the provision of maintenance and repairs and other after sales services. Although customer service is inherent in services marketing it is carried out as an additional function by many industries. There are many products that depend upon service-based activities to give them a competitive advantage. For example, someone buying a new computer may be attracted to the store where s/he will also receive useful information and guidance from a helpful staff member at the store, a hotline service for installing programs, and other services, in addition to their preferred computer. Recognizing the value of this to potential customers, computer 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 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, healthcare, and cleaning services and businesses that offer both services and products such as restaurants and retail outlets.
The definition and cope of the service concept is wide and can mean any or all of the following:
· Service as an organization, that is the entire business or not-for-profit structure that resides within the service sector. For example, a restaurant, an insurance company, a charity.
· Service as a core product, that is, the commercial outputs of a service organization such as a bank account, an insurance policy or a holiday.
· Service as a product augmentation, that is any peripheral activity designed to enhance the delivery of a core product. For example, provision of a courtesy car, complimentary coffee at the hairdressers.
· Service as a product support, that is, any product- or customer-oriented activity that takes place after the point of delivery. For example, monitoring activities, a repair service, up-dating facilities.
· Service as an act that is service as a mode of behavior such as helping out, giving advice.
However, from a market or consumer’s 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 same amount for a service but may be paying for different aspects of the service. A business person may dine regularly in an expansive, up-market restaurant because of the convenience to their place work and perceived ‘status’ of entertaining guests there. Other customers of the same restaurant may eat there regularly because of the excellent food, the modern décor and menu choice.
The service sector includes a wide range of industries such as the hospitality industry, the tourism industry, financial services, charities, the arts and public utilities. Some service sectors such as charities and the arts operate in non-profit-making operations, other services such as the hospitality and financial services operate in competitive, profit-making environments. Many service industries such as tourism include large international companies and small independently and locally operated companies. Some examples of larger international service companies include airlines, hotel chains, banking and telecommunications. Smaller operations in the service sector include independent restaurants, business-to-business services, taxis and local tourism services. Therefore we can conclude that the service sector is a very diverse one with many companies operating within the context of very different agendas and sense of purpose.

2. UNIQUE SERVICE FEATURES AND RESULTING MARKETING MANAGEMENT ISSUES

The services marketing mix is the set of tools and activities available to an organization to shape the nature of its offer to customers. Goods marketers are familiar with the product, price, promotion and place aspects of the marketing mix elements was carried out by Borden (1964) based on a study of manufacturing industry at a time when the importance of services to the economy was considered to be relatively insignificant.
For services marketing, the distinguishing features or characteristics of services are important in the design of an appropriate marketing mix. The identification of these characteristics was the concern of much of the earlier research and conceptual development of services marketing. The core characteristics are now widely recognized as intangibility, inseparability, perishability and heterogeneity. These are defined below.
Intangibility
Even though many services include tangible aspects such as an airline seat, a classroom, a restaurant table and food the service performance leading to a customer’s experience is intangible. 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. In comparison to physical goods, services cannot be stored or readily displayed. They are difficult to communicate, cannot be protected through patents and prices are difficult to set. The intangible nature of services often means that customers have difficulty in evaluating and comparing services. As a result they may use price as a basis for assessing and they may place greater emphasis on personal information sources. This all leads to consumers having higher levels of perceived risk. 
Inseparability
Because services are processes, deeds or acts, customers are involved in the production of a service. Also other consumers may be involved in the production environment, and centralized mass production is difficult, particularly if the service is more complex or customized. For most services, both the buyer and the seller need to be at the same place at the same time for the services 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. Also promotion by the service personnel may take place. 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.
Often consumers are co-consumers of a service with a small or large number of others. Thus the behavior and attitude of other consumers may impact upon the nature and experience of a service. For example, a loud or over-demanding customer can deflect service staff’s attention and impact on the quality of service delivery to other consumers. In this circumstance it may be difficult for the service providers to control the quality and consistency of the service, unless staff has been trained to deal with such situations in a precise and effective manner.
Perishability
Given the intangible nature of services, they cannot be inventoried, stored, warehoused or re-used. A lawyer cannot store parts of his or her knowledge for others to use while the lawyer is in court or on holiday. 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 availability of enough opportunities for service delivery at relevant times is important for service managers.
Heterogeneity
Again the intangible nature of services means that standardization 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 and for employers to measure and control quality. It can be done but is more difficult than measuring and controlling product quality. Also evaluations often depend largely on attitude, opinions and expectations of customers and potential customers.

3. CONCEPTUALIZING THE SERVICE MARKETING MIX

Given the differentiating characteristics of services, the concept of the marketing mix or overall offering is more complex for services marketing. Some consideration of what might be entailed in the service offering and how it can be designed or conceptualized is outlined here.
  The ‘product’ dimension of a service is predominantly intangible, therefore for marketers and managers to identify, define and illustrate what the service entails it may need tangible surrogates. These surrogates may include different tools to help customers and manages to get to know the product, to distinguish between product features and product benefits and to identify when variations are significant enough to be regarded as having created a different or distinct service. Also the product dimension will be heavily dependent upon the human influence, on how it is delivered and perceived. 
The ‘pricing’ element is very closely associated with perceptions of value. Customers’ perceptions of value may be different and the intangible nature of the service product will make it difficult to evaluate. Therefore for managers, costing is difficult and imprecise. Furthermore many services are public services or charities and in such cases there may be no direct price.   
The ‘promotion’ dimension of the marketing mix is very closely related to the product features. Given that there is no physical product to promote, marketers and managers relay heavily on promoting an ‘image’. And because service products cannot be stored the promotion massage needs to focus on spreading as well as creating demand.
The ‘place or distribution’ aspect of the marketing mix is, in some ways, a ‘virtual’ concept. There is no physical distribution system. However because services are performed they need to have a suitable environment for that performance. Therefore the location of premises is vital. If the service has multiple outlets or is delivered in more than one geographical region then the effective management agents is important. This is always difficult and even more so when the product is intangible. 
Closely related to place and distribution of the marketing mix is the ‘physical evidence’ aspect of the service experience. This is important in services marketing and management because services have a physical environment or site which may encompass a building, shape, lighting, means of orienting the customer, queues, crowding and methods of stimulating interest and participation. These aspects of physical evidence also provide tangible clues for customers to evaluate the service, and will contribute to the overall ‘image’ and ‘ambience’.
The service ‘process’ takes account of how the service is delivered, for example, the policies and procedures that ensure an efficient and expert service. Management of the process entails overseeing the pre-, during and post-service delivery experience of the customer, and ensuring managerial and operational ‘attention to deal’ in all aspects of service delivery. 
Inherent in the service marketing mix is ‘managing people’. There are many different players or people involved in service delivery. Often people are ‘the service’. Customers are also people and other customers and their interactions can have a large impact on the overall service delivery. The different levels of staff and their interactions with customers are important and need to be managed. In order to manage this aspect of the marketing mix some consideration needs to be given to the appropriate se4lection and training of staff and how to manage and communicate with the different levels of staff and management (often referred to as internal marketing). Over time people may need up-to-date training, specialized training programs and other encouragement for developing job-related skills and competencies. 
In considering the services marketing mix it is important to consider where all the interfaces of people management may occur in a service organization. For example, there is the interface between management and customers, the staff-customer interface, various levels of management interface within an organization and the management-staff interface. All of these interfaces require appropriate communication and interaction to ensure effective and efficient service delivery to customers. The nature of these interactions will have implications for service delivery and how services are managed. For example, how can quality be ensured for each service delivery, how can a service ‘product’ be standardized for each customer and how can services be delivered consistently each time. 
4. SERVICES MARKETING DIMENSIONS

The multi-dimensional nature of services is a feature of the service literature and focus of many studies of services. Over the previous decades, many works have aimed to identify and describe some dimensions of service quality for specific and general service contexts. All of these relate to dimensions inherent in many of the conceptual models that are used to help grasp and understand services better. For example, some frequently used models explicitly recognize and illustrate different aspects of services marketing. 
First, some of the most widely recognized dimensions of services marketing inherent in service management, delivery and evaluation are discussed. These dimensions include technical, functional, tangible, intangible, physical facilities and service-scapes, accessibility, reliability, responsiveness, communication, competence, courtesy, credibility, security, empathy, and understanding the customer and image. Many of these dimensions originate from work focusing on managing service quality and were chosen to reflect that consistent conformance to customer expectations and delivering ‘fitness for purpose’ is important in addition to satisfying the customer. 
Technical dimensions are the ‘what’ or the instrumental dimensions of service delivery. These relate to the more tangible aspects involved in the service package. For example, the hotel customer will expect a comfortable room to sleep in, the restaurant customer will expect a meal and so on. The technical outcome of a service experience is what the customer receives as a result of his or her interactions with a service firm. This is only one aspect of the overall service delivery. Because services are produced through interaction with consumers the quality of technical dimensions alone will not complete the total service experience. Other dimensions such as how the service is delivered will also be important. 
Functional dimensions are the ‘how’ dimensions of service delivery. The accessibility of a service, the appearance of the service delivery staff, how they behave and what they say will feature very strongly in how the service is delivered. Other consumers experiencing the service at the same time can influence these dimensions. So the service process or the ‘how’ of service delivery can be different from one experience to the next but is very important in a consumer’s overall assessment of a service.
Tangible dimensions relate to the more concentrate evidence of a service actually taking place. Tangible dimensions include the physical evidence of the service. For example, the service environment, the appearance of the service personnel, the equipment and facilities used to carry out the service and any other physical representations of the service, such as an airline ticket or a plastic credit card.
Intangible dimensions are usually the core aspects of the service, the actual process, deed, act, performance central to the service delivery. The intangible dimension is the haircut, the advice received from a consultant and other aspects of the service activity. For example, any aspect that contributes to how the customer is treated and processed through the service delivery.
Physical facilities and ‘service-scopes’ refer to the immediate environment where a service activity takes place. For example, the layout, furniture, facilities and overall quality of the surroundings evident in a doctor’s waiting room or the equipment and facilities available in a bank will have an impact on a consumer’s overall perception of the service encounter.   
Accessibility refers to the approachability, availability and ease of contact with the service company. It will include the ease with which the service company may be reached by telephone or e-mail, the waiting time to receive or experience the service, the opening hours or hours of operation and the location of the service. 
Many conceptual frameworks address the marginal aspects of services and how services are or should be delivered. Indeed, many frameworks operate at a general level and need to be adapted and refined foe more specific situations. Essentially the broad concepts are founded upon the characteristics of services and how these impact upon service management and delivery, managing people and the service environment. Much work has focused on determining how service concepts can be different in a variety of circumstances and in measuring the impact on service delivery and services management. 
Mainly conceptual frameworks feature three broad areas:
1. A focus on the scope and range of service experienced by customers. 
2. A focus on the problems facing service managers and how they can be conceptualized at the individual firm or industry and at a general level.
3. A focus on the development of new concepts for use by service marketers or modification of existing concepts and approaches for different service contexts.
In all of these areas service researchers and practitioners have tried to clarify and contribute to management decision processes in order to identify and illuminate ‘types’ of decisions that all service managers will encounter. 
Some of the earlier conceptual models or frame woks were used as a starting point for integrating the complex nature of customer expectations in the context of the processual and varied nature of service delivery. In addition a variety of different service dimensions outlined in the previous section are central to conceptual models and frameworks and ca be defined from either a consumer or managerial perspective for different contexts. Some of the key foci of service models are described below.  
Conceptualizing the service ‘offering’
In traditional marketing texts where most discussion relates to goods marketing, the concept of the augmented product is often used to illustrate the idea of a product package or bundle of benefits included when a customer buys a physical good. Adaptation of this concept for services takes account of the entire service product, process and experience. Given that the basic product concept of a service is its intangibility, it can be difficult for a customer to grasp its meaning and context unless the whole interaction between customer and producer is managed carefully and an integrated service is delivered. The service interaction may involve a distribution system and a form of personal marketing communication. Such aspects are often referred to as the consumer-producer relationship. In services, people are important in both producing and consuming the service product package or bundle of benefits. 
A service cannot be easily specified or presented before purchase, so a physical product or tangible cue is often used to illustrate exactly what is on offer or what is going to be achieved as a result of receiving the service. Consideration of the service on offer in this way will allow customers to arrive at a description or understanding of the ‘service package’. Often one of the aspects or dimensions of the service package will be clearly predominant while others are more peripheral or ancillary to the service. 
In some contexts, the distinction between core and secondary services is not always so clear. Services operating in competitive markets may offer a very similar core service but add different secondary aspects in order to be seen to be doing something different from their competitors. 
Concepts of tangible and intangible dimensions
Some of the earlier attempts at conceptualizing the dimensions of services focused on the positioning of tangible and intangible elements within the product/service offering. Indeed many researchers in service marketing have used the tangible/intangible dimensions as a basis for conceptualizing different types of services, simple to complex. 
Consideration of both tangible and intangible dimensions of services underpins how customers perceive and evaluate services and how service delivery and customer satisfaction can be conceptualized and measured. 
Concept of the performance gap
Because of the heavy involvement of people in planning, delivering and consuming services there are many opportunities for the service delivery to go wrong. Often services have been planned ineffectively, the service deliverers may not be trained properly or are neglectful in delivering the service or consumers may not know what to expect or how to respond to service delivery. All of these scenarios will contribute to a poor service being delivered or complete service failure. All human error in service delivery will result in a performance gap and consumers receiving a poorer service than expected. 
A gap model focusing on the identification of the key components of service quality management and delivery associated with these. The basic premise of the model was that a gap often exists between customer expectations and perceptions and the actual delivery of the service. This overall gap can be influenced by four different gaps that can occur between customers’ and managers’ perceptions of service quality. 
Customer loyalty
More recently consumer research has considered the construct of customer loyalty. There is general agreement that different stage exist in the development of a customer’s loyalty towards a product or service. Recent academic and practical interest in customer loyalty has been fuelled by company loyalty programs that are often based on repeat buying behavior. 
The most widely accepted definition of loyalty is that customer loyalty is the behavioral outcome of a customer’s preference for a particular brand or a selection of similar brands, over a period of time that is the result of an evaluative decision-making process. The customer’s attitude towards potential moderators of a repeat patronage relationship is based on social norms and situational factors. 
However in practice customer behavior is often of more immediate interest to service managers than attitude. Customer attitudes become increasingly important when the marketing environment is volatile and when it is very competitive with many similar service product choices available to customers. 
Service episodes and service relationships
Another relevant work in this area puts forward the idea of the need to split the concept of service quality into two different concepts – service episode quality and service relationship quality. Service episodes are defined as an event or interaction that has a clear starting-point and an ending-point. An episode can involve several interactions or acts. For example, a consumer who has traveled with a particular airline on a number of interactions or acts including check-in, boarding a plane, interacting with in-flight staff and so on.  Therefore it is possible to distinguish between different acts within an episode. The importance of each of these acts may vary in explaining episode satisfaction.
In this context, service relationships are defined as consisting of a number of episodes. These will be different for different types of services. If a service is not a continuous one, where the customer signs a contract about service delivery with the service provider, a relationship is established when the contract is signed, for example a telephone service. 

CONCLUSION

Services marketing as an academic discipline have developed rapidly in the last twenty years. From the early attempts by Kotler to describe products in terms of degrees of (in)tangibility we became convinced of the case for a services marketing discipline with its own characteristics, classification schemes and marketing approaches. Services research is at the very forefront of marketing research. 
Service marketing research is a broad church, with room to accommodate various approaches and research agendas. None can claim to be the core of the discipline as all have validity and add to the strength of the area. Even if, ultimately, we reject the need for a separate toolset for services marketing, it is apparent that services present challenges that are worthy of attention from researches and that many of our long-held principles of marketing may require a degree of contextualization. Services dominate the world economy, cross national boundaries and cultures, and contribute toward competitive advantage.
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