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Share — copy and redistribute the material in any medium or format for any purpose, even commercially. Adapt — remix, transform, and build upon the material for any purpose, even commercially. The licensor cannot revoke these freedoms as long as you follow the license terms. Attribution — You must give appropriate credit , provide a link to the
license, and indicate if changes were made . You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use. ShareAlike — If you remix, transform, or build upon the material, you must distribute your contributions under the same license as the original. No additional restrictions — You may not apply
legal terms or technological measures that legally restrict others from doing anything the license permits. You do not have to comply with the license for elements of the material in the public domain or where your use is permitted by an applicable exception or limitation . No warranties are given. The license may not give you all of the permissions
necessary for your intended use. For example, other rights such as publicity, privacy, or moral rights may limit how you use the material. Uber is a ridesharing and transport service providing US Tech Company. Travis Kalanick and Garrett Camp founded the ridesharing company in March 2009. The company headquarters is in San Francisco,
California, USA. Uber’s top products and services are Uber Black, Electrical Bicycle, Freight Transportation, UberPool, Uber Select, Motorized Scooter, Courier, UberSUV, UberX, Uber Plus, Package Delivery, Postmates, UberEats, and UberXL. ... The current market conditions for any goods or commodities have shaped up to be a global one. And for
this particular reason brands are constantly trying to broaden their target markets. When it comes to increasing one’s customer base there are two primary aspects to look into, marketing and distribution. Distribution strategy is a comprehensive process of making products and services available to businesses and target customers for their use.
Brands have strategized their distribution channels since time immemorial. Be it through finding river routes in the Middle Ages or cheap cargo flights in the 21st century, minimizing distribution costs have been one of the prime targets of a distribution strategy. So in essence, a good distribution strategy should have the following objectives.
Movements of GoodsAvailability of GoodsProtection of GoodsCost ReductionCustomer Satisfaction In this article, we are going to discuss the various distribution strategies that brands across the world are adopting to ensure that they can meet the rising demands of the current market. The process necessarily entails transporting the product from the
manufacturer to the consumer. And while it may sound straightforward, modern distribution strategies can be quite elaborate in order to reduce costs and maximize profits. Also Read: Distribution Channels - Definition, Types & Functions So, here’s a professional insight into the major types of distribution strategies that are applied in the current
market. Direct distribution is exactly what it sounds like, the manufacturer directly selling to the consumer. It may include a selling platform such as an e-commerce store, but as long as the length of the distribution channel is minimal the process will be considered as a direct distribution process. Modern retail brands are also examples of direct
distribution channels. These brands prefer to have single channel manufacturers and set up their own shop to sell their products. Clothing brands, fast-food brands, etc. make use of the direct distribution strategy for quick access to their consumer base. When the chain of distribution channel is long and includes various steps, the process is
considered to be indirect distribution. If a brand creates a product, sends it over to C&F specialists, who then send it to a distributor followed by the retailer where the customer finally buys it, the process will be termed as indirect distribution. Brands such as Pepsi or Nestle are great examples of indirect distribution. These brands use multiple
distribution channels that include various distributors and retailers to make their products available across the entire world. Sometimes the categorization of distribution strategies is not simply based on the size of the distribution channel, but also its goals and capabilities. One such strategy is intensive distribution. This is when a brand tries to push
its products to maximum market capabilities and cover as much ground as possible. Household goods or automobile brands use intensive distribution strategy to ensure that their products are being catered to the most number of consumers possible. Such a strategy can include a long distribution channel or a short one, depending on the needs of the
target market. A brand need not always push itself on its target market. There are various brands that have such high brand value that having exclusive region-based showrooms serve their purpose better. Let us take Mercedes for example. This brand does not try to have an outlet in every city, but only in certain major cities. This is an example of
exclusive distribution strategy. Such strategies are mostly used to ensure that the brand value maintains a certain standard even though the consumer base becomes smaller. Exclusive distribution strategies are used by brands like Luis Vuitton Stores with high-end products and also ones that target the upper economic classes. There are brands that
try to place themselves on every street corner, and then there are brands that have a selected number of outlets in every city. McDonalds, for example, will sport at least 8-10 outlets in any major city. Whereas a premium clothing brand like Gucci or Versace will have maybe 3-5 outlets at premium shopping centers. This process is known as selective
distribution. Once again, such a distribution strategy is not categorized based on the length of its distribution channel but rather on the basis of its marketing strategy. Premium brands realize that their products are highly unlikely to be purchased at certain locations and thus they actively place their distribution channels in select areas. These are the
5 major distribution strategies that are used by businesses and brands to build their supply chain. Creating a secure and high-functioning supply chain is one of the most crucial factors for any brand looking to succeed, and thus selecting the right distribution strategy is of immense necessity. Image By Hessel Visser If you're a US resident and you
haven’t been to Macy’s, it would be nearly impossible. Some would say that you shouldn’t call yourself a US resident if you haven’t visited its stores. Macy’s is a well-recognized departmental store in the US market. However, the company offers a wide variety of various brands in its stores. The vast variety offers ... In the competitive world of service
marketing, businesses need a strong, comprehensive strategy to stand out. Traditional marketing focuses on the four Ps—Product, Price, Place, and Promotion. However, services require additional elements to effectively meet customer expectations. The 7 Ps of marketing includes the original four, with the addition of People, Process, and Physical
Evidence. These extra components are vital for service-based businesses, where customer experience and interaction are integral.In this guide, we’ll explain the 7 Ps, their relevance, and how they can be applied to your business.What Are the 7 Ps of Service Marketing?The 7 Ps of service marketing provides a structured approach to shaping effective
marketing strategies for service-based businesses. This framework ensures that all service aspects— tangible and intangible—are addressed. The elements include:Product: The service offered.Price: The cost customers pay for the service.Place: Where and how the service is delivered.Promotion: The methods used to advertise and market the
service.People: The employees and staff who deliver the service.Process: The systems and processes involved in delivering the service.Physical Evidence: The physical elements accompanying the service impact customer perception.Each plays a crucial role in how the service is perceived and delivered, making the 7 Ps an essential part of any service
marketing strategy.l. ProductIn service marketing, the "product" refers to the service itself. Unlike physical goods, services are intangible, making it harder for customers to assess their value before experiencing them. Therefore, it’s important to design services focusing on quality, reliability, and customer satisfaction.Key aspects of the product
element in services include:Service design: Creating a service that meets customer needs.Customisation: Tailoring the service to individual customer preferences.Innovation: Continuously improving the service offering to stay competitive.2. PricePricing in service marketing involves more than just setting a fee for a service. Pricing strategies must
reflect the value delivered to the customer while also considering competitors and market demand. In the service industry, pricing can vary significantly depending on factors such as location, the complexity of the service, and the level of personalisation offered.Popular pricing strategies include:Value-based pricing: Setting prices based on the
perceived value to the customer.Cost-plus pricing: Adding a markup to the cost of delivering the service.Competitive pricing: Setting prices based on what competitors are charging.Pricing also directly influences customer perception. Premium pricing may be used to position the service as high-quality or exclusive.3. PlacePlace refers to how and
where the service is delivered. This is especially important for services, as accessibility can be a major factor in a customer’s decision to choose a particular provider. The place element also encompasses distribution channels, such as physical locations, online platforms, or a combination.In service marketing, considerations for place include:Location:
Physical proximity to customers (e.g. retail outlets, service centres).Accessibility: Making it easy for customers to access services online or through other convenient channels.Distribution methods: Whether services are delivered in person, remotely, or via digital platforms.4. PromotionPromotion in service marketing refers to the communication
strategies used to raise awareness and encourage customers to choose a service. Because services are intangible, promotional efforts must communicate the benefits, value, and outcomes of using the service.Effective promotion strategies include:Advertising: Traditional media, online ads, and social media campaigns.Public Relations (PR): Building a
positive brand reputation.Personal selling: Engaging directly with customers to explain the service's benefits.The promotion also plays a key role in differentiating a service from competitors by highlighting unique features, customer testimonials, or guarantees.5. Peopleln service marketing, the "people" element is critical as it refers to the employees
who deliver the service. The quality of service can vary significantly based on the interactions between staff and customers. Therefore, hiring the right people, providing effective training, and ensuring high customer service standards are essential.Important aspects of the "people" element include:Customer service: Ensuring staff are trained to meet
customer needs and provide excellent service.Employee training: Regularly updating employee skills and knowledge to keep up with industry trends.Service culture: Creating a positive environment where employees feel motivated to deliver high-quality service.6. ProcessProcess refers to the procedures and systems ensuring service delivery
efficiently and consistently. This includes how the service is provided, the customer journey, and the interaction points along the way.Streamlining processes can improve both customer satisfaction and operational efficiency. Key areas to focus on include:Customer journey mapping: Understanding the customer’s experience from start to
finish.Service efficiency: Reducing wait times and improving the speed of delivery.Technology integration: Using tools to automate parts of the service, such as booking systems or customer support chatbots.7. Physical EvidencePhysical evidence refers to the tangible elements that accompany a service, which help to reassure customers about the
quality and professionalism of the service being offered. This can include anything from a well-designed website to a clean and welcoming office space.Examples of physical evidence include:Branding: Logos, signage, and company materials that convey professionalism.Environment: The physical space where services are delivered (e.g. offices,
clinics).Customer-facing materials: Brochures, business cards, or online booking systems that provide credibility and enhance the customer experience.ConclusionThe 7 Ps of service marketing provide a comprehensive framework for businesses to build successful strategies catering to services' unique nature. Each element—product, price, place,
promotion, people, process, and physical evidence—is crucial in delivering exceptional service, creating brand loyalty, and staying competitive.By understanding and implementing the 7 Ps, businesses can create a consistent and customer-focused experience, ultimately driving success in the service industry. You can learn about marketing concepts
with online marketing courses. Wholesale food suppliers play a pivotal role in the food supply chain. They sell high-quality products in bulk to outlets and retailers. Wholesalers mostly sell products in huge quantities, but they usually charge low prices by achieving economies of scale the more the production, the lower the cost. Food wholesalers act
as middlemen between retailers and customers. They mostly take ... Service marketing mix or 7Ps strategy evaluates a company based on parameters like people, process, physical evidence along with product, price, place, promotion. Service Marketing Mix (7Ps) is a theory similar to conventional 4Ps marketing mix but it has 3 extra aspects or Ps
which cover service specific parameters. Service marketing mix or 7Ps help understand company strategies which are in the service industry. Service marketing mix or 7Ps marketing strategy has additional parameters apart from Marketing Mix (4Ps). Importance of Service Marketing Mix (7Ps) 7Ps model is used by the company to set their
objectives, to perform competitive analysis and SWOT analysis. This framework is used to make a marketing strategy, from strategy formulation to actual implementation. In the service industry, apart from product, price, place & promotion strategy, people, processes and physical evidence are equally important. Elements of Service Marketing Mix
(7Ps) A company should continually keep track of the 7P’s of marketing mix to cater the changing market and demand of customers. These 7P’s include: 1. Product 2. Price 3. Promotion 4. Place 5. People 6. Process 7. Physical evidence Service Marketing Mix (7Ps) should be periodically evaluated and re-evaluated for achieving maximum profit in the
market place. Apart from the 4Ps, the 7Ps of service marketing mix include people, process and physical evidence. When we talk about Service Mix, there are some points that make it different from selling products. The additional Ps are described as: People:People are a part of the service marketing mix 7Ps strategy. Staffs, employees and sales
persons are required to provide good customer service for your customers. It will deliver a positive experience to the customer who in turn spreads the word about your excellent service. A company should always try to hire right people having right skills and should provide training to its employees. Process:This service marketing mix 7Ps strategy
involves the process of delivering the product or services to the customers. A good process is required to ensure delivery of same standard of products and services every time. It also saves time and expenses by increasing the efficiency. Physical Evidence:Everything seen by the customers while going for your products and services. It includes the
physical environment where transaction takes place, packaging and branding. It also includes how the staffs dress and act. Advantages of Service Marketing Mix (7Ps) 1. Marketing concepts are brought together in a simpler way into one making marketing easier 2. It helps through out the process from strategy formulation to implementation 3. A
company can vary its marketing activities according to customer needs, market condition and availability of resources by using this framework Disadvantages of Service Marketing Mix (7Ps) 1. More complicated due to incorporation of extra 3P’s 2. 7P’s framework doesn’t have any variable addressing issues related to productivity 3. Product is
mentioned in singular but not all the companies sell products in isolation Example of Service Marketing Mix (7Ps) Let’s take any company which sells software and look into their marketing mix. « Product: Software ¢ Price: Monthly subscription or yearly subscription or life time subscription fees ¢ Place: Online ¢ Promotion: Social media
advertisement, webinars ¢ People: Directors, staffs, employees ¢ Processes: Involving more staffs for better conversion ¢ Physical evidence: Consistent branding of the product Hence, this concludes the definition of Service Mix (7Ps) along with its overview.This article has been researched & authored by the Business Concepts Team which comprises
of MBA students, management professionals, and industry experts. It has been reviewed & published by the MBA Skool Team. The content on MBA Skool has been created for educational & academic purpose only.Browse the definition and meaning of more similar terms. The Management Dictionary covers over 1800 business concepts from 5
categories.Continue Reading: « Service Marketing Service Perishability »Share this Page on: The first four elements in the services marketing mix are the same as those in the traditional marketing mix. However, given the unique nature of services, the implications of these are slightly different in case of services.Product: In case of services, the
‘product’ is intangible, heterogeneous and perishable. Moreover, its production and consumption are inseparable. Hence, there is scope for customizing the offering as per customer requirements and the actual customer encounter therefore assumes particular significance.However, too much customization would compromise the standard delivery of
the service and adversely affect its quality. Hence particular care has to be taken in designing the service offering.Pricing: Pricing of services is tougher than pricing of goods. While the latter can be priced easily by taking into account the raw material costs, in case of services attendant costs - such as labor and overhead costs - also need to be
factored in.Thus a restaurant not only has to charge for the cost of the food served but also has to calculate a price for the ambience provided. The final price for the service is then arrived at by including a mark up for an adequate profit margin.Place: Since service delivery is concurrent with its production and cannot be stored or transported, the
location of the service product assumes importance. Service providers have to give special thought to where the service would be provided.Thus, a fine dine restaurant is better located in a busy, upscale market as against on the outskirts of a city. Similarly, a holiday resort is better situated in the countryside away from the rush and noise of a
city.Promotion: Since a service offering can be easily replicated promotion becomes crucial in differentiating a service offering in the mind of the consumer.Thus, service providers offering identical services such as airlines or banks and insurance companies invest heavily in advertising their services. This is crucial in attracting customers in a
segment where the services providers have nearly identical offerings.We now look at the 3 new elements of the services marketing mix - people, process and physical evidence - which are unique to the marketing of services.People: People are a defining factor in a service delivery process, since a service is inseparable from the person providing
it.Thus, a restaurant is known as much for its food as for the service provided by its staff. The same is true of banks and department stores. Consequently, customer service training for staff has become a top priority for many organizations today.Process: The process of service delivery is crucial since it ensures that the same standard of service is
repeatedly delivered to the customers.Therefore, most companies have a service blue print which provides the details of the service delivery process, often going down to even defining the service script and the greeting phrases to be used by the service staff.Physical Evidence: Since services are intangible in nature most service providers strive to
incorporate certain tangible elements into their offering to enhance customer experience.Thus, there are hair salons that have well designed waiting areas often with magazines and plush sofas for patrons to read and relax while they await their turn. Similarly, restaurants invest heavily in their interior design and decorations to offer a tangible and
unique experience to their guests. The 7Ps of service marketing are not just buzzwords; they are the backbone of creating a marketing strategy that resonates with customers and drives growth for service-based businesses. In a landscape where service marketing is becoming increasingly crucial, understanding these elements is more than just
helpful—it’s essential. Whether you’re a small business or an established company, knowing how to leverage these 7Ps can revolutionize your marketing plan, elevate your customer experience, and streamline your service delivery for better results. But before we dive into the specifics of the 7Ps of service marketing, let’s first understand what service
marketing is and how it works. Service marketing refers to the techniques and strategies businesses use to market intangible products—services. Service marketing is different from product marketing. Product marketing primarily focuses on physical items (except for digital products) that can be touched and seen, service marketing focuses on the
customer experience and the overall service quality delivered. Unlike other types of marketing, the unique challenge in service marketing is that you cannot touch or test a service in the same way you can with a product. This is why service marketing often involves a deep focus on emotional engagement, trust-building, and creating a compelling
customer experience. The 7Ps of service marketing play a crucial role in shaping this experience. These elements guide businesses in aligning their services with the expectations of their target audience, leading to higher satisfaction and better customer retention. The 7Ps of service marketing is a framework designed to help businesses develop a
comprehensive and balanced marketing strategy. These 7Ps—Product, Price, Place, Promotion, People, Process, and Physical Evidence—cover every aspect of how a service is developed, communicated, delivered, and perceived by customers. Each element contributes to the overall service delivery experience and is tailored to the needs of the service
industry. Unlike traditional 4Ps (Product, Price, Place, and Promotion), which are more applicable to product marketing, the 7Ps of service marketing take into account the intangible nature of services and the complex customer interactions that often accompany them. Also Read: Difference between Goods and Services The concept of the marketing
mix began with the 4 Ps of marketing, introduced by E. Jerome McCarthy in 1960. An American marketing professor, McCarthy unveiled these fundamental pillars—Product, Price, Place, and Promotion—in his book, Basic Marketing: A Managerial Approach. Later in 1981, Booms and Bitner, two marketing scholars, recognized the unique needs of
service-based businesses and expanded this framework to create the 7Ps of service marketing. By adding People, Process, and Physical Evidence, they tailored the model to better suit industries where customer interaction, customer relationship, and service quality play a crucial role. Let’s break down each of the 7Ps of service marketing in detail and
explore how they impact the success of a service-based business. In service marketing, the product isn’t a tangible item; it’s the service itself. The product or service you offer should meet the needs and expectations of your target audience. A service that solves a problem or improves the customer’s life is considered a valuable product in the service
industry. It’s important to define what your service includes, the benefits it provides, and the experience it offers. A hotel offering personalized concierge services might market the product as an experience of luxury and comfort. The service is the experience, not a physical object, but it still needs to be clearly defined for customers to understand
what they’re purchasing. Price in the 7Ps framework isn’t just about cost—it’s about perceived value. Pricing strategies should reflect the value your service provides. Service pricing can vary greatly depending on factors like market demand, customer perceptions, competition, and the quality of the service provided. There are various pricing models
such as fixed-rate, hourly rates, tiered pricing, and value-based pricing. For a digital marketing agency, a flat-rate price for a monthly retainer might be the most appropriate model, while charging for additional services like marketing strategies or ad-hoc consultations separately. The price should align with the service’s perceived value and your
brand’s positioning in the market. Place refers to where and how a service is made available to customers. It includes physical locations, digital platforms, or even delivery methods that make the service accessible. In the context of service marketing, this also involves considering service delivery channels and how convenient they are for customers. A
product and services company offering online courses might utilize a website as the primary place for delivering its service, offering easy access to content, and customer support, and building a strong online presence for engagement. Promotion is all about spreading the word. This includes advertising, public relations, sales promotions, and personal
selling. A good promotion strategy should highlight the unique value of the service, create excitement, and drive customer action. A luxury spa might run a limited-time promotion offering a discount on membership or introducing a new service to get customers through the door. Promotion should be tailored to attract the right target audience and
create a sense of urgency. People are perhaps the most critical element of service marketing. The way employees interact with customers plays a pivotal role in shaping the customer experience. Service quality depends heavily on the skills, attitudes, and behavior of the people who deliver the service. A restaurant’s waitstaff or a customer service
team at a tech support company can make or break the service experience. A friendly, knowledgeable, and approachable staff can build lasting customer loyalty. The process refers to the systems and procedures that ensure the service is delivered efficiently and consistently. This can include everything from how customer inquiries are handled to
how the service is executed, ensuring consistency in service delivery and enhancing customer satisfaction. An online food delivery service may optimize its ordering process by offering real-time tracking, easy payment methods, and guaranteed delivery times, ensuring a smooth and reliable service every time. Because services are intangible, physical
evidence provides tangible cues that help customers evaluate the service’s quality. This includes elements like business cards, brochures, website design, or even the physical environment where the service is delivered. For an airline, physical evidence could be the appearance of the airplanes, the cleanliness of the airport lounges, or even the
uniformed staff members. These visible elements reinforce the service quality and build customer confidence. Also read: Importance of Service Marketing The 7Ps framework plays a critical role in shaping the success of service-based businesses. Unlike tangible products, services are intangible and involve a higher degree of customer interaction. As
such, businesses in the service industry must adopt a more nuanced approach to marketing that addresses not only the product itself but also the experience, delivery, and overall value perceived by the customer. Here are 10 key reasons why the 7Ps are important for businesses, especially those offering services: The 7Ps provide a comprehensive
framework for service marketing by incorporating all aspects that influence a customer’s decision-making process. From the service quality (Product) to how the service is delivered (Process), businesses can craft a well-rounded marketing plan that appeals to the rational and emotional needs of the customer. Also Read: What is the importance of
Marketing Each of the 7Ps plays a pivotal role in shaping the customer experience. For example, People refers to the customer-facing team, which directly impacts how customers feel about the service. Ensuring that every aspect of the service process is aligned helps to create an experience that delights customers, building trust and loyalty over
time. By carefully considering each of the 7Ps, businesses can better align their offerings with the needs of their target audience. For instance, the Price should reflect the value that customers perceive in the service, while the Product must fulfill their expectations. This alignment strengthens customer satisfaction and increases the likelihood of
repeat business. The 7Ps allow businesses to carve out a unique position in the market. By optimizing Promotion and crafting effective messaging, brands can differentiate themselves from competitors, making their services stand out in the minds of customers. This differentiation is vital for attracting new customers and retaining existing ones.
Consistency in service delivery is one of the greatest challenges for service-based businesses, particularly those that interact directly with customers. The 7Ps framework ensures that businesses establish clear processes (Process) and maintain high service quality (Product) consistently, which is essential for building trust and delivering a seamless
customer experience. Effective use of the 7Ps can significantly improve customer retention. By ensuring a high-quality service experience and personalizing interactions through the People and Process elements, businesses can foster long-term relationships. Customers who feel valued and well-served are more likely to return and recommend the
service to others. The 7Ps framework is dynamic and can help businesses stay adaptable in a constantly changing market. As new marketing strategies emerge or customer expectations evolve, the framework allows businesses to quickly assess which elements need adjustment. This flexibility is especially crucial in industries influenced by digital
transformation and shifting consumer preferences. The 7Ps provide a structured approach to decision-making in marketing and service delivery. By breaking down each element—Price, Promotion, People, and so on—businesses can assess where to invest resources and where improvements are needed. This makes the process of refining or scaling a
business more strategic and data-driven. In competitive industries, differentiating your service offering can be challenging. The 7Ps allow businesses to not only meet customer expectations but exceed them by paying attention to smaller yet critical details. For example, enhancing Physical Evidence—like professional branding or a clean, inviting
atmosphere—can make a significant difference in how a customer perceives the brand, giving a competitive edge. Marketing communication is a key component of success in any service-based industry. The 7Ps ensure that businesses develop a promotion strategy that speaks directly to their audience, using the right channels and messaging to
engage potential customers. Whether through social media, email marketing, or face-to-face interactions, the framework helps businesses craft communication that resonates and converts. Also Read: Understanding the Scope of Marketing Element7Ps of Product Marketing7Ps of Service MarketingProductTangible, physical items that are produced,
sold, and consumed.Tangible goods or intangible services that are consumed.PricePrice is set based on product value, competition, and cost.Price still reflects value but can vary based on service customization and delivery.PromotionFocuses on advertising, sales, and other promotional activities for the product.Includes marketing and communication
strategies to highlight service benefits.PlaceRefers to where the product is sold and how it reaches consumers (e.g., retail, online).Where the service is offered and how it’s delivered (e.g., in-store, online, or on-site).PeopleCustomers, salespeople, and stakeholders are involved in marketing the product.Key element in service marketing, as service
quality often depends on the people delivering the service (e.g., employees, customer service).PackagingPhysical packaging used to protect and present the product.Physical Evidence (e.g., the environment, brochures, uniforms) provides tangible proof of service quality.ProcessProcess refers to the production and distribution of the product.Process is
customer-centric and involves service delivery methods, customization, and consistency.Physical EvidenceNot a focus on product marketing.Focuses on the tangible elements that give customers clues about the quality of the service (e.g., clean facilities, branding). Also read: What Is the Service Marketing Triangle and How Does It Work? Product:
Zomato provides a platform for food delivery, restaurant discovery, and reviews. The variety and quality of food offerings are the core product. Price: Zomato offers competitive pricing with various discounts, offers, and subscription models like Zomato Gold. Place: The service is available on mobile apps and websites, providing convenience for users
to order food from local restaurants. Promotion: Zomato uses targeted digital marketing campaigns, social media, influencer collaborations, and email promotions to engage customers. People: Customer service agents, delivery personnel, and restaurant partners play a significant role in delivering a seamless experience. Process: The process of
ordering food is streamlined through the app, ensuring quick order placement, payment, and tracking. Physical Evidence: Zomato’s website, app design, customer reviews, and restaurant listings serve as physical evidence of the service’s quality and credibility. Product: Ola provides cab services and ride-hailing solutions for customers, with different
categories like Ola Mini, Ola Prime, and Ola Rentals. Price: Ola’s pricing strategy includes competitive fare models and offers discounts and ride promotions to attract users. Place: The service is available across many cities in India and can be accessed through the mobile app, making it accessible wherever customers need it. Promotion: Ola uses
social media campaigns, advertisements, and special discounts to promote its rides and attract new users. People: Drivers and customer support staff are crucial in ensuring a great ride experience and timely assistance for riders. Process: The ride booking process is easy and quick through the app, from booking to payment, ensuring a smooth
customer experience. Physical Evidence: Ola’s branded cars, the app interface, and uniformed drivers provide tangible evidence of the brand’s professionalism and service quality. Product: Swiggy offers food delivery services from local restaurants, along with other services like Swiggy Genie for deliveries of non-food items. Price: The pricing strategy
is affordable and dynamic, based on location, restaurant choice, and delivery charges. Place: The app and website enable customers to order food conveniently from a wide range of restaurants across different cities in India. Promotion: Swiggy uses targeted promotions, deals, and advertising through digital platforms, TV commercials, and
partnerships to maintain visibility. People: The company’s delivery executives and customer support teams ensure timely service and customer satisfaction. Process: Swiggy’s well-optimized app process makes ordering simple and provides features like live tracking and in-app payment options. Physical Evidence: Swiggy’s branded packaging, delivery
uniforms, and app design all contribute to the tangible aspects of the service that enhance customer trust. Product: TCS offers IT services and consulting, including digital transformation, enterprise solutions, and business process outsourcing. Price: Pricing is value-driven, reflecting the expertise and scope of services provided to businesses. Place:
TCS operates globally, with offices in multiple countries, serving clients through physical locations and digital platforms. Promotion: TCS promotes its services through global events, thought leadership content, case studies, and strategic partnerships with other tech giants. People: TCS places significant emphasis on its skilled workforce, with experts
and consultants working closely with clients to provide customized solutions. Process: The service delivery process is highly structured and involves stages like consultation, development, implementation, and post-project support. Physical Evidence: TCS uses branded presentations, reports, and professional communication as physical evidence of its
services. Their office buildings and collaborative spaces also reflect their expertise and brand value. Product: MakeMyTrip is a travel service provider offering flight bookings, hotel reservations, holiday packages, and more. Price: The platform offers competitive pricing with discounts, seasonal offers, and personalized pricing options for users. Place:
MakeMyTrip’s services are accessible via its website and mobile app, providing convenience for users to plan their travel anytime, anywhere. Promotion: MakeMyTrip uses digital marketing campaigns, social media advertising, TV ads, and email promotions to attract and retain customers. People: Travel agents, customer service representatives, and
support staff ensure high-quality service and assist customers with bookings and inquiries. Process: The booking process is smooth, from searching for travel options to payment and post-booking services, ensuring an efficient and hassle-free experience. Physical Evidence: The company’s app, website, confirmation emails, and customer testimonials
serve as physical evidence of the brand’s credibility and the quality of its services. Also Read: Difference between Marketing vs Advertising Mastering the 7Ps of service marketing can make a significant impact on how you design and execute your service marketing strategy. By addressing the key elements—Product, Price, Place, Promotion, People,
Process, and Physical Evidence—you ensure that every aspect of your service is tailored to meet customer expectations and exceed them. Whether you’re refining your pricing strategies, building a strong brand presence, or improving service quality, the 7Ps framework provides a comprehensive approach to marketing services in a competitive
landscape. With the right focus on these 7Ps of service marketing, businesses can enhance service delivery, improve customer experience, and build long-lasting relationships with customers. Keep these elements in mind as you develop your marketing strategies, and watch your service business thrive. If you want to improve your marketing approach
so that you could better analyze the needs of your target market. The 7 Ps of service marketing would help you to increase the customer satisfaction level and brand awareness. They also help you to better organize your marketing plan. The focus of service marketing is to offer such intangible benefits to the customers that they can’t feel, touch, or
see. Business professionals employ service marketing to establish and maintain a database of loyal customers in the long term. Product marketing and service marketing are two different concepts. Service marketing allows customers to have personalized services and benefits relevant to their needs and requirements. The service provider would offer
them in person. Usually, customers enjoy the benefits of these services immediately while buying things. The service marketers often convince the target customers in order to increase the sale by employing the framework of the 7 Ps of service marketing. They use the framework of the four Ps of product marketing. The 7 Ps of service marketing are
significant because they assist the company to develop a plan about its marketing strategies; whether it should offer a product/service or both. If you’re marketing your product/service, then you can sell it effectively by applying the 7Ps. It comprises easy-to-remember best practices, and the focus of every practice is on a different aspect of business in
order to amplify the sale. The company could establish a better marketing plan and increase sales by reviewing each factor of the 7Ps of service marketing. The 7Ps of service marketing are as follows; The services usually fall under the category of intangible products from the company’s perspective. Since it’s an intangible thing if you’re wondering if
the company could save its money and resources by focusing only on the physical element of the product like the packaging. The focus of the company is to inform the customer about the service that the product carries and how it’s going to satisfy the needs and wants of customers. Businesses should also consider comparing their service packages
with the competitors’ offers. A service package usually has four main elements; The physical building where the magic of service occursSomething extra or additional product that the customers would buy while receiving the service, like the hairspray from the hair salonAn explicit service that provides obvious benefits like a massage for pain relieflt
could be an implicit service that offers psychological benefits like increment in confidence level after a stylish haircut Example The service product is deck cleaning or carpet cleaning The price strategies of the company impact how the target customers would respond to the discounts, fees, and prices. In fact, customers use price as an indicator to
determine the quality of the product/service. If a company is offering higher quality products and services, then it would charge higher prices to attract a similar type of customer. Therefore, companies consider the following factors while developing the pricing strategy; Price package to inform customers about the services that the company offers to
the customersThe price of services that competitors are charging for itMaterial and labor costCompany’s overhead costs like insurance, rent, and advertising Location plays a very important role because the company wants customers to visit its place or store in order to sell its products/services. Customers usually buy services in proximity to their
residence. However, if a company wants to increase its sale, then it should build a store or place near its target customer market. Place (distribution) means an area where the company displays its ads and name. Some of the factors that the company should keep in mind when it comes to location and place are as follows; The location of competitors’
businessOnline advertisement of local businessesThe access of customers to the company through driving or walkingThe typical shopping schedule of customers Example Banking services offer online/offline platforms to execute various functions like paying bills, transferring money, making a deposit, or other types of transactions. The focus of
promotions is to inform potential customers about the brand and the quality of its products and services. Businesses and companies often provide services relevant to their competitors. Marketing and promotion would help you to distinguish yourself from the competitors. Therefore, companies launch marketing and advertisement campaigns
frequently to target the needs and wants of potential customers. The advertisement campaign should comprise of following elements; Social media advertisementAcquiring endorsement from the influential figuresLivestreamingContests It’s those people who work for the company and provide customer service. They can impact the service and
customer satisfaction level because they offer them services. Customers usually attach services with those people who directly provide them. Better customer services would inspire customers to visit the company repetitively for additional. They prefer the company’s products/services to their friends and relatives. Businesses and companies employ
various strategies to improve the customer service level like; Providing important instructions to the staff about their interests, career, and repetitive customersDeveloping a protocol for the sale of product/service to the customers in order to make them feel comfortable, especially when sales staff recommend products/services to the
customersDevelop a script for the sales personals, so that they remain consistent with their service offerTraining sales staff how to answer their questions, greet them, and how resolve their issues relevant to the product or service Companies launch training and development programs for their employees as a set of processes so that they could
perform better service to customers. The process makes sure that the employees have the capability to offer customer service efficiently and be consistent with the quality standards. Companies employ process mapping techniques to train their staff on what actions to perform when it comes to delivering the service. The process mapping should be
consistent because of the following; Revising process regular to strengthen company’s existing steps and add the new onesFlowchart and transition from one step to anotherWhen and where action happening detailSymbols at various steps of the process and it make it easier for the employees to follows The physical aspect of the company makes it
easier for the customers to determine the quality of the product/service that the company is offering. Physical evidence comprises tangible elements, service providing place, or something physical as proof of shopping. If the service is intangible, then the company offers customers a brochure or a receipt to attach a tangible symbol to the service.
Customers receive physical evidence in the following ways; Any product brand that customers buy itClothes of staff and employeesCleanliness of business or company’s buildingDecoration and color scheme of the service providing facilityThe comfort level of waiting areas Example You visit a bakery and they offer you fresh products, and they taste
great. You observe dirty floors, spider webs on the ceiling, and flies scattered everywhere. However, the sample product tastes great, but you would like to buy it from some other place that is clean. Branch of marketing specialised in services Marketing Management Key concepts Account-based marketing - Activation - Annoyance factor - Attribution -
Distribution - Brand licensing - Brand management - Cannibalization - Co-creation - Communications - Consumer behaviour - Consumer culture - Digital marketing - Dominance - Effectiveness - Ethics - Horizontal integration - Influencer marketing - Mix - Pricing - Product marketing - Promotion - Retail - Segmentation - Service - Social marketing -
Strategy - Vertical integration Promotional content Advertising - Ambush marketing - Branding - Corporate anniversary - Direct marketing - Franchising - Gender in advertising - Label - Loyalty marketing - Mobile marketing - On-hold messaging - Personal selling - Premiums - Prizes - Product placement - Propaganda - Publicity - Sales promotion - Sex in
advertising - Underwriting spot Promotional media Behavioral targeting - Brand ambassador - Counter display unit - Display advertising - Display stand - Drip marketing - Endcap - Gondola - In-game advertising - Mobile advertising - Native advertising - New media - Online advertising - Out-of-home advertising - Point of sale - Product demonstration -
Promotional merchandise (merchandising) - Promotional representative - Visual merchandising - Web banner - Word-of-mouth Research Market research - Marketing research - Mystery shopping - Consumer research vte Services include a wide range of commercial and not-for-profit transactions including personal services, professional services,
entertainment and leisure services. Services marketing is a specialized branch of marketing which emerged as a separate field of study in the early 1980s, following the recognition that the unique characteristics of services required different strategies compared with the marketing of physical goods. Services marketing typically refers to both
business to consumer (B2C) and business-to-business (B2B) services, and includes the marketing of services such as telecommunications services, transportation and distribution services, all types of hospitality, tourism leisure and entertainment services, car rental services, health care services, professional services and trade services. Service
marketers often use an expanded marketing mix which consists of the seven Ps: product, price, place, promotion, people, physical evidence and process. A contemporary approach, known as service-dominant logic, argues that the demarcation between products and services that persisted throughout the 20th century was artificial and has obscured
the fact that everyone sells service. The S-D logic approach is changing the way that marketers understand value-creation and is changing concepts of the consumer's role in service delivery processes. The American Marketing Association defines service 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. Often time-based, services performed bring about desired results to recipients, objects, or other assets for which
purchasers have responsibility. In exchange for money, time, and effort, service customers expect value from access to goods, labor, professional skills, facilities , networks, and systems; but they do not normally take ownership of any of the physical elements involved.[1] A service encounter can be defined as the duration in which a customer
interacts with a service. The customer's interactions with a service provider typically involve face-to-face contact with service personnel, in addition to interactions with the physical elements of the service environment including the facilities and equipment.[2] Classical economists believed that service work, no matter how honourable, was
'‘unproductive'. Scholars have long debated the nature of services. Some of the earliest attempts to define services focused on what makes them different from goods. Late-eighteenth and early-nineteenth century definitions highlighted the nature of ownership and wealth creation. Classical economists contended that goods were objects of value over
which ownership rights could be established and exchanged. Ownership implied possession of a tangible object that had been acquired through purchase, barter or gift from the producer or previous owner and was legally identifiable as the property of the current owner. In contrast, when services were purchased, no title to goods changed hands.
Adam Smith's seminal work, The Wealth of Nations (1776), distinguished between the outputs of what he termed "productive" and "unproductive" labor. The former, he stated, produced goods that could be stored after production and subsequently exchanged for money or other items of value.[citation needed] But unproductive labor, however
"honourable, ...useful, or... necessary" created services that perished at the time of production and therefore didn't contribute to wealth. French economist Jean-Baptiste Say argued that production and consumption were inseparable in services, coining the term "immaterial products" to describe them.[3] In the 1920s, Alfred Marshall was still using
the idea that services "are immaterial products."[4] In the mid nineteenth century John Stuart Mill wrote that services are "utilities not fixed or embodied in any object, but consisting of a mere service rendered ...without leaving a permanent acquisition."[5] When services marketing emerged as a separate sub-branch within the marketing discipline in
the early 1980s, it was largely a protest against the dominance of prevailing product-centric view.[6][7] In 1960, the US economy changed forever. In that year, for the first time in a major trading nation, more people were employed in the service sector than in manufacturing industries.[8] Other developed nations soon followed by shifting to a service
based economy.[9] Scholars soon began to recognise that services were important in their own right, rather than as some residual category left over after goods were taken into account. This recognition triggered a change in the way services were defined. By the mid twentieth century, scholars began defining services in terms of their own unique
characteristics, rather than by comparison with products.[10] The following set of definitions shows how scholars were grappling with the distinctive aspects of service products and developing new definitions of service.[11][12] "Goods are produced: services are performed." (Rathmell, 1966) [13] "A service is an activity or a series of activities which
take place in interactions with a contact person or a physical machine and which provides consumer satisfaction." (Lehtinen, 1983[14] "The heart of the service product is the experience of the consumer which takes place in real time... it is the interactive process itself that creates the benefits desired by the consumer." (Bateson, 1992) [15] "Services
are deeds, processes and performances." (Zeithmal and Bitner, 1996) [16] "Services are processes (economic activities) that provide time, place, form, problem-solving or experiential value to the recipient." (Lovelock, 2007) [17] "The term 'service'... is synonymous with value. A supplier has a value proposition, but value actualization takes place
during the customer's usage and consumption process." (Gummesson, 2008) [18] A recently proposed alternative view is that services involve a form of rental through which customers can obtain benefits.[19] Customers are willing to pay for aspirational experiences and solutions that add value to their lifestyle. The term, rent, can be used as a
general term to describe payment made for use of something or access to skills and expertise, facilities or networks (usually for a defined period of time), instead of buying it outright (which is not even possible in many instances).[19][20] There are five broad categories within the non-ownership framework Rented goods services: These services
enable customers to obtain the temporary right to use a physical good that they prefer not to own (e.g. boats, costumes) Defined space and place rentals: These services obtain use of a defined portion of a larger space in a building, vehicle or other area which can be an end in its own right (e.g. storage container in a warehouse) or simply a means to
an end (e.g. table in a restaurant, seat in an aircraft) Labor and expertise rental: People are hired to perform work that customers either choose not to do for themselves (e.g. cleaning the house) or are unable to do due to the lack of expertise, tools and skills (e.g. car repairs, surgery) Access to shared physical environments: These environments can
be indoors or outdoors where customers rent the right to share the use of the environment (e.g. museums, theme parks, gyms, golf courses). Access to and usage of systems and networks: Customers rent the right to participate in a specified network such as telecommunications, utilities, banking or insurance, with different fees for varying levels of
access Throughout the 1980s and 1990s, the so-called unique characteristics of services dominated much of the literature. The four most commonly cited characteristics of services are:[21] Intangibility - services lack physical form; they do not interact with any of our senses in a conventional way, they cannot be touched or held. Implications of
intangibility: Ownership cannot be transferred, value derives from consumption or experience, quality is difficult to evaluate prior to consumption or purchase. Inseparability - production and consumption cannot be separated (compared with goods where production and consumption are entirely discrete processes) Implications of inseparability:
Services are typically high contact systems and are labour-intensive; fewer opportunities to transact business at arm's length, fewer opportunities to substitute capital for labour; subject to human error. Perishability - service performances are ephemeral; unlike physical goods, services cannot be stored or inventoried. Implications of perishability:
Demand is subject to wide fluctuations, no inventory to serve as a buffer between supply and demand; unused capacity cannot be reserved; high opportunity cost of idle capacity. Variability (also known as heterogeneity) - services involve processes delivered by service personnel and subject to human variation, customers often seek highly customized
solutions, services are inherently variable in quality and substance. Implications of variability: Service quality is difficult to manage; fewer opportunities to standardize service delivery. The unique characteristics of services give rise to problems and challenges that are rarely paralleled in product marketing. Services are complex, multi-dimensional
and multi-layered. Not only are there multiple benefits, but there are also a multiplicity of interactions between customers and organizations as well as between customers and other customers. See also: Search good, Experience good, and Credence good There are many ways to classify services. One classification considers who or what is being
processed and identifies four classes of services: people processing (e.g. beauty services, child care, medical services); mental stimulus processing (e.g. education services, counselling services, life-coaching), possession processing (e.g. pet care, appliance repair, piano tuning) and information processing (e.g. financial services, data warehousing
services).[22][23] Another method used to classify services uses the degree of customer interaction in the service process and classifies services as high contact (e.g. hospitality, dental care, hairdressing) or low contact (e.g. telecommunications, utility services).[24] Both economists and marketers make extensive use of the Search — Experience -
Credence (SEC) classification of goods and services. The classification scheme is based on the ease or difficulty of consumer evaluation activities and identifies three broad classes of goods.[25][26] Search goods possess qualities that can be evaluated prior to consumption through direct inspection of the merchandise. Search goods: are those which
possess attributes that can evaluated prior to purchase or consumption. Consumers rely on prior experience, direct product inspection and other information search activities to locate information that assists in the evaluation process. Most products fall into the search goods category (e.g. clothing, office stationery, home furnishings). Experience
goods: are goods or services that can be accurately evaluated only after the product has been purchased and experiences. Many personal services fall into this category (e.g. restaurant, hairdresser, beauty salon, theme park, travel, holiday). Credence claims: are goods or services that are difficult or impossible to evaluate even after consumption has
occurred. Evaluation difficulties may arise because the consumer lacks the requisite knowledge or technical expertise to make a realistic evaluation or, alternatively because the cost of information-acquisition is prohibitive or outweighs the value of the information available. Many professional services fall into this category (e.g. accountant, legal
services, medical diagnosis/treatment, cosmetic surgery). These goods are called credence products because the consumer's quality evaluations depend entirely on the trust given to the product manufacturer or service provider.[27] While some services may possess a number of search attributes (tangible dimensions), most services are high in
experience or credence properties. Empirical studies have shown that consumers' perceived risk increases along the search-experience-credence continuum.[28] The implication is that services tend to be high involvement decisions - where the consumer invests more heavily in information search activities during the purchase decision. See also:
Consumer behaviour Consumers are often nervous about air travel. Although the risk of a negative outcome is low, the severity of consequences is high in the event of a service failure. Perceived risk is associated with all purchasing decisions, both products and services alike. In terms of risk perception, marketers and economists argue that perceived
purchase risk is higher for experience goods and credence goods with implications for consumer evaluation processes.[29] Given that perceived risk drives the search for information in the pre-purchase stages of the consumer's decision process, consumers of services are more likely to engage in information acquisition activities as a means of
ameliorating that risk. Any activity that a consumer undertakes in an effort to reduce perceived risk is known as a risk reduction activity. Risk perception has been defined as "a perception or feeling "based on consumer's judgments of the likelihood of negative outcomes (uncertainty) and the degree of importance of these outcomes to the individual
[consequences]".[30] Thus, pre-purchase risk is a function of two dimensions, namely: Uncertainty: the consumer's subjective assessment of the likelihood of occurrence Consequence: the severity of the outcome for the individual in the event that a poor purchase decision is made For example, consider the case of a prospective air traveler. Most of us
know that the probability of being involved in an airline disaster is low (low uncertainty).[31] It is conventional wisdom that travelers are safer in the air than on the roads. Statistically, you are much more likely to be involved in a vehicular accident than an aircraft disaster. While the likelihood of personal harm arising from air travel is indeed very
low, the consequences of an airline disaster however are very serious indeed (high consequence). Whereas, car travelers who have been involved in a traffic accident often walk away with minor injuries, the same cannot be said for airline travelers. It is the severity of the consequence rather than the uncertainty that plays into airline passengers'
fears. Consumers are constantly weighing up uncertainty and consequences to reach subjective evaluations of the overall risk attached to various purchase decisions. Risk perception drives the information search process. Heightened risk perception may become a barrier to the natural progression of the purchase decision process and prevent
customers from making a final brand choice. Consumers who are risk-averse tend to spend more time and effort engaged in information acquisition in the pre-purchase stage and look for specific types of information that will alleviate their perceptions of risk. Typical risk relievers might include such things as a reliance on personal sources of



recommendation including word-of-mouth referrals; reliance on known and trusted brands, reading manufacturers' specifications, limited scale trial, reliance on warranties or guarantees etc.[32] Standardisation, sometimes called the McDonald's approach, helps to reduce perceived risk because consumers can rely on a known product and quality.
Risk relievers that are especially relevant in service settings include:[32][33] High price maintenance: Some evidence suggests that risk-averse consumers often use high price as a guide to quality. Low prices may therefore be counter-productive since they suggest lower quality. Prestige pricing or premium pricing strategies are more likely to be
indicated in service settings. Limited scale trial: While some services cannot be fully trialled, marketers should think about limited scale trial or a virtual trial. e.g. use computer-aided design to visualize hairstyles, plastic surgery, Many virtual brand sites found online have successfully built of the notion of limited trial. Other examples include: test
driving a software application. Standardize the Product and Delivery: This is sometimes known as the McDonald's approach. Since variations in quality contribute to higher levels of perceived risk, one technique is to minimize variations by using production line techniques to control standards. This approach may be limited because many customers
expect high levels of flexibility and customization as part of the process. Standardization needs to be fully communicated to customers - existing and potential - to be fully effective. Purchase from a known or trusted brand: Consumers of services may be more predisposed to use a known, reputable brand as an indicator of quality merchandise. For this
reason, service providers are presented with greater opportunities to engage in relationship marketing Service operations are often characterized by far more uncertainty with respect to the flow of demand. Service firms are often said to be capacity constrained.[34] This refers to the finite carrying capacity for most service operators and the lack of
inventory which serves as a buffer against unexpected or peak demand. There are two components to capacity (i.e., supply) in service operations: Number of employees: In medium and high contact systems, capacity is constrained by the number of contact staff available to provide service. Size of service environment: Service environments have fixed
space. A restaurant has a given number of tables, a hotel has a limited number of rooms, buses and trains are licensed to carry a specified number of passengers. The factors contributing to uneven demand are more complex and difficult to predict. The components of demand may be seen as comprising long term demand patterns (trends), short term
seasonal fluctuations and irregular effects.[35] Long-term demand patterns: Most industries exhibit underlying trends in demand over longer time frames. A trend is the long term direction in a time-series. Are sales growing, declining or stable? Often the trend in sales is related to the stage of the product life cycle. For example, industries in growth
stages exhibit rapid increases in sales while industries in maturity may find that sales figures reach a plateau. Long-term demand patterns are stable and relatively easy to predict. Seasonal Factors: Seasonal components are systematic, calendar-related movements in sales. Seasonal factors are recurring and relatively easy to predict. Seasonal factors
might include peak and off peak seasons for a tourist resort. For a restaurant, however, peak seasons might coincide with main meal periods on a daily basis. Other seasonal factors include trading day trading day effects and holiday periods. Irregular Fluctuations: Irregular fluctuations are unsystematic, short term fluctuations. Irregular effects are
highly unpredictable. e.g. inclement weather closes an airport, forcing local hotels to accommodate thousands of guests with minimal advance warning; an unexpected thunder storm leads to a surge in demand for umbrellas. When demand is low, capacity may be under-utilized while excess demand places enormous pressures on the service system.
Service managers need to develop strategies for managing demand and supply under different conditions. Strategies for managing capacity involve careful consideration of both demand-side considerations and supply-side considerations.[36] Using customers' labour to clean tables and dispose of rubbish, as in this McDonald's restaurant, reduces
pressures on the operating system by freeing up employees to focus on core service activities. On the capacity side:[34] Add to capacity - hire additional staff (e.g. casuals or temporary staff for peak periods); add to space (e.g. extra floor space in retail, hospitality or increased fleet size in transport services) Increasing capacity may require service re-
design and presents a longer term solution to capacity problems. Reconfigure interior space - with careful reconfiguration of interiors, it may be possible to accommodate a larger number of customers e.g. airline s to add to number of seats by reducing leg room. Use Customers to Boost Productivity - Customers labour can be harnessed to reduce
pressures on the system e.g. self-service, e-ticketing. Transact business at arm's length - Use the internet or virtual delivery systems to transact business. Ask Customers to use Third Parties - Where possible, have customers use agents or brokers to minimize the number of individual contacts and reduce pressure on the service system. Share
capacity - it may be possible to share capacity with other businesses e.g. airlines build strategic alliances with other operators so that excess demand can be booked or referred to a known ally (and does not involve passengers losing frequent flyer points). On the demand side:[37] Hotels and restaurants use computerized reservations systems to
manage demand and supply. Locate and target market segments with different demand patterns - e.g. a ski resort could develop fishing and sight-seeing packages for bushwalkers and anglers to build demand during traditional off peak seasons. Develop innovative products for off peak periods - e.g. an airline could develop mystery flights, fly over
Antarctica specials, singles flights, blues or jazz flights, gourmet flights, fight sensitivity training flights for nervous travelers, Winter wonderland specials, etc. (a medium term strategy). Use efficiency based pricing methods - price incentives, such as time-based differential pricing (peak and off peak); market-based differential pricing (e.g. economy
and business class); price-volume discounts, use pricing to encourage pre-booking which facilitates superior forecasting e.g. Car hire company, Uber, uses surge pricing during periods of high demand. Use reservations systems to manage demand - yield management or dynamic pricing which uses a combination of segment-by-segment demand
forecasting alongside subtle price adjustments (requires sophisticated software programs to analyze demand) e.g. hotels and airlines utilize yield management to set prices based on demand patterns. Use stand-by systems - allow customers the option of taking up last minute vacancies or "no-show" places. Shape demand- management may attempt to
shape demand patterns through customer education programs or lobbying e.g. encourage engaged couples to hold wedding ceremonies on days other than Saturday spread demand more evenly across the days of the week, lobby different state authorities to stagger scheduled school holiday periods in order to spread demand for holiday services more
evenly across the year. When demand exceeds capacity, then reductions in service quality are a probable outcome. Over-crowding and lengthy waiting lines potentially erode the customer experience and place stresses on employees and the service system. Employees may compensate by minimizing the time spent with each customer in an effort to
serve more people, but such responses have the potential to introduce human error into service delivery. When capacity far exceeds supply, then capacity becomes idle. Spare capacity is unproductive and an inefficient use of resources. A short-term solution to spare capacity is to seek reductions in operating costs. For instance, management might
ask staff to take leave, reduce number of check in counters open, limit number lifts operating and close off entire floors of a building to reduce operating costs during off peak periods as a means of achieving cost savings. In addition, routine maintenance tasks or planned refurbishment activities, which involve downtime, should be carried out during
off peak periods to minimize disruption to patrons. When demand exceeds capacity, customers may have to wait for services. Lovelock identifies a range of different types of waiting lines or queuing systems:[38] Different types of queues Single Line/ Single Server Queues: Single line queues are among the most common. Examples can be found in
cafes and sandwich bars around town. At Disneyland, for example, single line queues are employed despite the large numbers of visitors. However, Disney provides roving entertainers to visit waiting lines as a form of distraction. Parallel Lines/ Multiple Servers: Parallel lines are useful when there is more than one service station. However a major
drawback is lines often move at different speeds. When patrons perceive that their line is moving more slowly, it can give rise to a sense of inequity. A variation of this type of queue is to devote some stations to different classes of customer. This variation is used in supermarkets where an express lane can be set up for customers with a small basket of
items. It is also used at airport check-in counters where different lines form for economy class passengers and business class passengers. Snake Queue: The snake queue employs a physical race to guide customers through to the service station. Its main advantage is that all customers will be served on a first-in, first served basis, which for many
people is the fairest system. Take a Number: In the take a number system customers do not need to form orderly queues once they have been assigned a number. Instead, customers can relax, enjoy the service firm's facilities until their number is called. Other queue systems: Of course, other types of system can be found in service environments.
Hospital emergency department, for example, use Triage in which patients are assessed by a triage nurse who ranks the severity of their condition and assigns them to a doctor based on need. See also: Marketing mix and E. Jerome McCarthy The argument that services require different marketing strategies is based on the insight that services are
fundamentally different to goods and that services marketing requires different models to understand the marketing of services to customers.[39] The "marketing mix" (also known as the four Ps) is a foundation concept in marketing and has defined the so-called managerial approach since the 1960s. The marketing mix or marketing program is
understood to refer to the "set of marketing tools that the firm uses to pursue its marketing objectives in the target market".[40] The traditional marketing mix refers to four broad levels of marketing decision, namely: product, price, promotion, and place.[41][42] The seven Ps of services marketing The prospect of expanding and modifying the
marketing mix for services first took hold at the inaugural AMA Conference dedicated to Services Marketing in 1981, and built on earlier theoretical works pointing to many important limitations of the 4 Ps concept.[43] Taken collectively, the papers presented at that conference indicate that service marketers were thinking about a revision to the
general marketing mix based on an understanding that services were fundamentally different to products, and therefore required different tools and strategies. At the Services Marketing Conference in 1981, Booms and Bitner proposed a model of seven Ps, comprising the original four Ps plus process, people and physical evidence, as being more
applicable for services marketing.[44] Since then there have been a number of different proposals for a service marketing mix (with various numbers of Ps - 6 Ps, 7 Ps, 8 Ps, 9 Ps and occasionally more). The model of 7 Ps has gained widespread acceptance, to the extent that some theorists have argued for the 7 Ps framework proposed by Booms and
Bitner to be applied to products as a replacement for the four Ps.[45] The extended marketing mix for services is more than the simple addition of three extra Ps. Rather it also modifies the traditional mix of product, price, place and promotion for superior application to services. Visualization of the total service product concept Service products are
conceptualized as consisting of a bundle of tangible and intangible elements:[46] Core service: the basic reason for the business; that which solves consumer problems Supplementary goods and services: supplements or adds value to the core product and helps differentiate the service from competitors (e.g. consultation, safe-keeping, hospitality,
exceptions) Facilitating services: (sometimes called delivery services): Facilitate the delivery and consumption of the core service (are essential to delivery) (e.g. information provision, order-taking, billing, payment methods) Supporting services: support the core and could be eliminated without destabilizing the core. The distinction between
supplementary and facilitating services varies, depending on the nature of the service. For instance, the provision of coffee and tea would be considered a supporting service in a bank, but would be a facilitating service in a bed and breakfast facility. Whether an element is classified as facilitating or supporting depends on the context. Service
marketers need to consider a range of other issues in price setting and management of prices: Price Charged: the traditional pricing decision. Timing of Payment: Given that customers are part of the service process and that some customers remain in the process for days, months or even years (e.g. guest house, hotel stay, university tuition),
decisions must be made about whether to request payment at time when the service encounter is initiated, during the encounter or on termination of an encounter. Deposits, installments and exit fees are all options that can be considered. Mode of Payment: Given that customers enter into long term relationships with service providers, it is possible
that some patrons will expect to be able to pay on account. Payment options include: EFTPOS, direct transfer, cash/ credit cheque, invoice. Many service firms operate in industries where price is restricted by professional codes of conduct or by government influences which may have implications for pricing. It is possible to identify three broad
scenarios:[47] Services subject to public regulation (e.g. healthcare, public transport) Services subject to formal self-regulation (e.g. universities, schools) Services Subject to regulation of marketplace (e.g. hospitality, tourism, leisure services) In situations where the service is subject to some type of public regulation, government departments may
establish ceiling prices which effectively limit the amount that can be charged. The concept of a social price may be more important for service marketers. A social price refers to "non financial aspects of price". Fine identifies four types of social price: Time, Effort, Lifestyle and Psyche.[48] In effect, this means that consumers may be more acutely
aware of the opportunity costs associated with the consumption of a service. In practice, this may mean that consumers of services experience a heightened sense of temporal risk. The most widely used pricing tactics in services marketing are:[49] High or low differential pricing Flexible pricing Diversionary pricing Offset pricing Guaranteed pricing
Loss leader pricing Discounted pricing In making place decisions, there are several related questions which must be asked. What is the purpose of the distribution program? Who are the customers? Who should the intermediaries be? Purpose of Distribution: Mass distribution; selective distribution or exclusive distribution Number of levels in
distribution channel: Direct distribution vs multi-marketing and location decisions [50][51][52] Intermediaries: Agents versus Resellers; Brokers and other parties; Surrogate Consumers [53][54] Contemporary service marketing texts tend to be organized around a framework of seven Ps or eight Ps. The 7 Ps comprises the original 4 Ps plus process,
people, physical environment.[55] The eight Ps framework; comprises the 7 Ps plus performance which refers to the standards of service performance or service quality.[56] Given the intangible nature of services, consumers often rely on the physical evidence to evaluate service quality. Therefore, service marketers must manage the physical
evidence - which includes any element of the service environment which impacts on one or more of the customers five senses - the sense of smell, taste, hearing, sight and touch.[57] Theorists identify two types of physical evidence, namely;[58] Credit cards have no independent value unless backed by the service. Credit cards are a type of peripheral
evidence. Peripheral evidence: is actually possessed as part of the purchase of a service but has no independent value unless backed by the service. e.g. a cheque book, credit card, admission ticket, hotel stationery. Essential evidence: unlike peripheral evidence cannot be possessed by the client. It contributes to ambience or image e.g. building and
furnishings, layout, equipment, people, etc. A number of different theoretical traditions can be used to inform the study of service environments including stimulus-organism-response (SOR) models; environmental psychology; semiotics and Servicescapes. See also: Stimulus-response theory The SOR model (stimulus—organism—response model)
describes the way that organisms, which includes both customers and employees, respond to environmental stimuli. In a service setting the environmental stimuli might include lighting, ambient temperature, background music, layout and interior-design. In essence, the model proposes that people's responses exhibit both emotional and behavioural
responses to stimuli in the external environment. See also: Environmental psychology Environmental psychologists investigate the impact of spatial environments on behaviour. Emotional responses to environmental stimuli fall into three dimensions; pleasure, arousal and dominance. The individual's emotional state is thought to mediate the
behavioural response, namely approach or avoidance behaviour towards the environment. Architects and designers can use insights from environmental psychology to design environments that promote desired emotional or behavioural outcomes.[59] Three emotional responses are suggested in the model. These responses should be understood as a
continuum, rather than a discrete emotion, and customers can be visualized as falling anywhere along the continuum.[60] Pleasure-displeasure refers to the emotional state reflecting the degree to which consumers and employees are satisfied with the service experience. Arousal-non-arousal refers to the emotional state that reflects the degree to
which consumers and employees feel excited and stimulated. Dominance-submissiveness refers to the emotional state that reflects the degree to which consumers and employees feel in control and able to act freely within the service environment. Crowded, disorganised, unpredictable environments are said to be high load. The individual's emotional
response mediate the individual's behavioural response of Approach— Avoidance. Approach refers to the act of physically moving towards something while avoidance interferes with people's ability to interact. In a service environment, approach behaviours might be characterized by a desire to explore an unfamiliar environment, remain in the service
environment, interact with the environment and with other persons in the environment and a willingness to perform tasks within that environment. Avoid behaviours are characterized by a desire to leave the establishment, ignore the service environment, and feelings disappointment with the service experience. Environments in which people feel
they lack control are unattractive. Customers often understand the concept of approach intuitively when they comment that a particular place "looks inviting". The desired level of emotional arousal depends on the situation. For example, at a gym arousal might be more important than pleasure (No Pain; No gain). In a leisure setting, pleasure might
be more important. If the environment pleases, then the customer will be induced to stay longer and explore all that the service has to offer. Too much arousal can be counter-productive. For instance, a romantic couple might feel out of place in a busy, noisy and cluttered restaurant. Obviously, some level of arousal is necessary as a motivation to buy.
The longer a customer stays in an environment, the greater the opportunities to cross-sell a range of service offerings. Mehrabian and Russell identified two types of environment based on the degree of information processing and stimulation:[61] High load: Environments that are unfamiliar, novel, complex, unpredictable or crowded are high load
Low load: Environments that are familiar, simple, unsurprising and well organized are low load. Activities or tasks that are low load require a more stimulating environment for optimum performance. If the task to be performed in relatively simple, routine or boring then users benefit from a slightly more stimulating environment. On the other hand,
tasks that are complex or difficult may benefit from a low load environment. In a service environment, a high load environment encourages patrons to enter and explore the various service offerings and spaces. See also: Servicescape Simplified servicescapes model The servicescapes model was developed by Mary Jo Bitner and published in 1992. It is
an applied model, specifically developed to inform the analysis of service environments, and was influenced by both stimulus-response theory and environmental psychology. As the diagram of the servicescapes model illustrates, the service environment consists of physical environment dimensions which act as stimuli. Environmental simulis are
normally considered as three broad categories including:[62][63] Ambient Conditions: Temperature, air quality, ambient noise, lighting, background music, odor, etc. Space/ Function: Equipment such as cash registers, layout, furnishings and furniture, etc. Signs, symbols & Artefacts: Directional signage, personal artefacts (e.g. souvenirs, mementos),
corporate livery and logos, style of décor (including colour schemes), symbols etc The seminar room at the Savoy Hotel clearly signals an up-market positioning. Spacious room, high backed covered chairs, timber surfaces and a complementary bar combine to communicate that this in intended for corporate use. Each element in the physical
environment serves specific roles -and some may perform multiple roles. Signage may provide information, but may also serve to assist customers navigate their way through a complex service environment. For instance, furnishings may serve a functional role in that they provide seating, but the construction materials, such as fabric, tapestry and
velvet may serve a symbolic role. Plush fabrics and generous drapery may suggest an elegant, up-market venue, while plastic chairs may signify an inexpensive, family-friendly venue. When evaluating the servicescape, the combined effect of all the elements must also be taken into consideration. When consumers enter a servicescape, they scan the
ambient conditions, layout, furnishings and artefacts and aggregate them to derive an overall impression of the environment. In other words, the holistic environment represents the cumulative effect of multiple stimuli, most of which are processed within a split second. These types of global judgments represent the summation of processing multiple
stimuli to form a single, overall impression in the consumer's mind.[64] The seminar room at Singapore University clearly signals an institutional application. Functional seating, ceiling mounted projectors, whiteboard, fluorescent lighting and schoolroom layout combine to suggest that the space is part of a practical educational environment. Through
careful design of the physical environment and ambient conditions, managers are able to communicate the service firm's values and positioning. Ideally, the physical environment will be designed to achieve desired behavioural outcomes. Clever use of space can be used to encourage patrons to stay longer since longer stays result in more
opportunities to sell services. At other times, the ambient conditions can be manipulated to encourage avoidance behaviour. For example, at the end of a busy night of trading, a bar manager might turn the air conditioning up, turn up the lights, turn off the background music and start stacking chairs on top of tables. These actions send a signal to
patrons that it is closing time. Customers and employees represent the two groups that regularly inhabit the servicescape. Their perceptions of the environment are likely to differ, because each comes to the space with different purposes and motivations. For example, a waiter in a restaurant is likely to be pleased to see a crowded dining room
because more customers means more tips. Customers, on the other hand, might be less pleased with a crowded space because the noise and queues have the potential to diminish the service experience. In the servicescape model, a moderator is anything that changes the standard stimulus-response emotional states of pleasure-displeasure, arousal-
non-arousal or dominance-submissiveness while the mediator explains the response behaviour, typically in terms of internal responses (cognitive, emotional and physiological responses).[65] The consumer's response to an environment depends, at least in part, on situational factors such as the purpose or reason for being in the environment.[66] For
example, a waiter in a restaurant is likely to be pleased to see a crowded dining room because more customers means more tips. Customers, on the other hand, might be less pleased with a crowded space because the noise and queues have the potential to diminish the service experience. The model shows that there are different types of response -
individual response (approach and avoid) and interaction responses (e.g. social interactions). In the context of servicescapes, approach has a special meaning. It refers to how customers utilize the space, during and after the service encounter. Approach behaviours demonstrated during the encounter include:[67] Enter and explore - exhibiting a
desire to explore the total service offering, a willingness to do more things, keen to learn about all the company's products and services; showing an interest in cross-selling opportunities as presented Stay longer - exhibiting a willingness to remain within the physical environment; longer stays present more opportunities for cross-selling, up-selling or
impulse buying. Some studies have shown a correlation between length of stay and the size of average patron expenditure Carry out plan - exhibiting a willingness to act on information provided, fully immerse themselves in the experience and a determination to achieve personal goals Social interactions refer to customer-employee interactions as
well as customer-customer interactions. In some services, such as clubs, bars and tours, the act of meeting other people and interacting with other customers forms an integral part of the service experience. Managers need to think about design features that can be used to facilitate interactions between patrons. For instance, some cafeterias and
casual dining establishments install communal dining tables for the express purpose of encouraging customers to mix and socialize. Kiosks are lean servicescapes - simple, orderly, few employees, few spaces and familiar environments. Different types of approach behaviours demonstrated at the conclusion of the encounter or after the encounter may
include: affiliation - a willingness to become a regular user, form intention to revisit; commitment - the formation of intention to become brand advocate, to provide referrals, write favourable online reviews or give positive word-of-mouth recommendations.[68] Bitner's pioneering work on servicescapes identified two broad types of service
environment:[69] Department stores offer an elaborate servicescape with multiple levels and spaces, rich in physical elements and symbolism. Lean servicescapes - environments that comprise relatively few spaces, contain few elements and involve few interactions between customers and employees. e.g. kiosks, vending machines, self-service retail
outlets, fast food outlets. Designing lean environments is relatively straight-forward Elaborate servicescapes - environments that comprise multiple spaces, are rich in physical elements and symbolism, involve high contact services with many interactions between customers and employees. Examples include international hotels and ocean liners with
guest accommodation, concierge, bars, restaurants, swimming pools, gymnasiums and other supplementary services where guests interact with multiple personnel during their stay which might extend over multiple days. Designing elaborate environments requires skilled design teams who are fully apprised of the desired behavioural outcomes and
the corporate vision. According to the model's developer, the servicescape acts like a "product's package" - by communicating a total image to customers and providing information about how to use the service. It can also serve as a point of difference by signalling which segments of the market are served, positioning the organization and conveying
competitive distinctiveness.[70] When customers enter a service firm they participate in a process. During that process, customers become quasi-employees; that is they are partial producers and they have the opportunity to see the organization from the employee's perspective. To use a manufacturing analogy, customers are able to examine
'‘unfinished goods' - that is faulty and defective goods, glitches in the production system are in full view, with obvious implications for customer enjoyment and satisfaction. In addition, customers interactions with both employees and other customers becomes part of the total service experience with obvious implications for service quality and
productivity. Both customers and staff must be educated to effectively use the process. Controlling the service delivery process is more than a simple management issue. The customer's presence in the system means that the service process must be treated as a marketing issue. See also: Service blueprint A service blueprint for a hypothetical fast
food outlet Blueprinting is a technique designed to document the visible customer experience.[71] In its simplest form, the service blueprint is an applied process chart which shows the service delivery process from the customer's perspective. The original service blueprint is a highly visual, graphical map that delineates the key contact points in the
service process and the nature of the contact - whether with physical evidence, personnel or procedures. It can be seen as a two dimensional map in which the horizontal axis represents time and the vertical axis represents the basic steps in the process. A line of visibility is included to separate actions visible to the customer from actions out of sight.
Employee latitude, which refers to the amount of discretion given to employees to vary the service process, is shown on the map a call-out sign attached to the step a shown in the figure. Process complexity is shown simply by the number of steps in the process. It was originally intended to be used as a tool to assist with service design and structural
positioning.[72] However, since its inception it has been used extensively as a diagnostic tool, used to detect operational inefficiencies and potential trouble spots including fail points and bottlenecks.[73][74][75] In the event that any deficiencies are identified by the blueprinting process, management can develop operational standards for critical
steps in the process.[76][77] When interpreting service blueprints, there are two basic considerations, complexity and divergence. Complexity refers to the number and intricacy of the steps required to perform the service. Divergence refers to the degree of latitude, freedom, judgment, discretion, variability or situational adaptation permitted within
any step of the process. Manipulations of the blueprint diagram might include increasing complexity, by adding more steps, or increasing divergence by allowing employees greater latitude in varying each step. In general, service processes that include high levels of employee discretion to vary steps to meet the needs of individual customers are
moving towards customization. On the other hand, reducing divergence, by standardizing each step, often adds to complexity, but can result in a production-line approach to service process design. By manipulating complexity and divergence, it is possible to envisage four different positioning strategies:[78] Customers doing the 'Subway shuffle' as
they move along the race selecting their fillings. Subway has designed the store to facilitate a streamlined process. Reduced Complexity: Specialization strategy Reduced Divergence: Volume-operations Increase Complexity: Product development Increased Divergence: Niche market strategy Subway sandwich bars provide an excellent example of how
a business can integrate both process design and the servicescape into the customer's in-store experience. Like many fast food restaurants, Subway utilizes a race to corral customers and move them in a one-way direction. Prominently displayed 'In' and 'Out' signage reinforces the direction of the desired traffic flow. Customers can peruse an
overhead backlit menu while they are waiting in line which speeds up the order-taking process and reduces opportunities for bottlenecks. Other signage provides customers with information about the Subway process e.g. select bread, select filling, select sauce, pay and exit. The arrangement of food behind the glass counter not only displays the
choice of sandwich fillings, but supports the process since customers must select their preferences in a specific sequence, as they inch their way towards the cash register. In Australia, the distinctive moves used by Subway customers as they shuffle along the race, selecting their sandwich breads and fillings has become affectionately known as the
‘Subway shuffle'.[79][80] Every aspect of Subway's store design and layout reinforces the core objectives of customization, volume-operations (i.e. rapid turnover) and operational efficiency. See also: Customer experience and Internal communications The people dimension refers to the human actors who are participants in the service encounter,
namely employees and customers.[81] For many service marketers, the human interaction constitutes the heart of the service experience.[82] Service personnel are important because they are the face of the company and represent the company's values to customers. Customers are important because they are the reason for being in business and are
the source of revenue. Service firms must manage interactions between customers and interactions between employees and customers.[83] Scholars have developed the concept of service-profit-chain to understand how customers and firms interact with each other in service settings.[84] Strategically, service personnel are a source of differentiation.
[85] Personnel are said to have a boundary-spanning role because they link the organization with its external environment by interacting with customers and feed information back to the organization[86][87] As boundary spanners, front line staff are likely to encounter the various stresses associated with that role. Studies have shown that emotional
labour can lead to undesirable consequences for employees including job-related stress, burnout, job dissatisfaction and withdrawal. If left untreated, these types of stressors can be very damaging to morale. Managing the behaviour of customers and employees in the service encounter is difficult. Consistent behaviour cannot be prescribed. It can,
however, be nurtured in subtle and indirect ways.[88] Recruitment and training can help to ensure that the service firm employs the right people. See also: Symbolic interactionism, Emotional labor, and Behavioral script For some marketing theorists, services are analogous to theatre. This analogy is also known as a dramaturgical perspective. In
such an analogy, service personnel are the actors, customers are the audience; uniforms are costumes; the work setting is the stage (front-stage for areas where interaction occurs and back-stage for areas off limits to customers); discrete steps in the service process are scenes and finally the words and actions that occur represent the performance.
[89]1[90] A waiter adds a touch of theatre to the service delivery. A dramaturgical perspective may be appropriate in specific service contexts: high contact services[91] services with large audiences e.g. sporting stadia, educational institutions[92] Managerial insights generated by a dramaturgical perspective include:[93] differentiates services from
manufactured goods - provides a framework and vocabulary for describing and evaluating service performances legitimizes service work as a skilled performance - recognizes that service work is an artistic and creative endeavour provides service workers with a mechanism for understanding and coping with role-related stressors (by understanding
that they are 'in character' they are less likely to be personally affected by exchanges with difficult customers and the like) focuses managerial attention on recruitment and training - recruiting people with requisite skills and training them as actors forces managers to think about the craft of stage management - scripting, staging, scenes, costumes
and roles When asked to perform emotional labour, employees can adopt one of two approaches:[94] Deep acting: the service worker appraises the service environment and regulate their inner feelings, by actually changing their emotions from the outset Surface acting: the service worker pretends to express displays of emotion that are consistent
with rules and policies Some evidence suggests that employees who are able to fully immerse themselves in the role and engage in deep acting are more resilient to role-related stress. In addition, deep acting is often seen as more authentic, while surface acting can be seen as contrived and inauthentic.[95] Service work, by its very nature, is stressful
for employees. Managers need to develop techniques to assist employees manage role related stress. See also: Service quality There is widespread consensus amongst researchers and practitioners that service quality is an elusive and abstract concept that is difficult to define and measure.[96] It is believed to be a multi-dimensional construct, but
there is little consensus as to what constitutes the specific dimensions. Indeed, some researchers argue that the dimensions of service quality may vary from industry to industry and that no universal set of dimensions exists for all contexts.[97] Within the services marketing literature, there are several different theoretical traditions that inform the
understanding of service quality including the Nordic school, the Gaps model (also known as the American model and the performance only approach. The Nordic school was one of the earliest attempts to define and measure service quality. In this school of thought, service quality is conceptualized as consisting of two broad dimensions, namely:[98]
Technical quality: (What was delivered) Functional quality: (How it was delivered) The technical dimension can usually be measured - but the functional dimension is difficult to measure due to subjective interpretations which vary from customer to customer.[99] See also: SERVQUAL The model of service quality The model of service quality or the
gaps model as it is popularly known, was developed by team of researchers, Parasuraman, Zeithaml and Berry, in the mid to late 1980s.[100] and has become the dominant approach for identifying service quality problems and diagnosing their probable causes.[101] This approach conceptualizes service quality as a gap between consumer's
expectations of a forthcoming service encounter and their actual perceptions of that encounter.[102] Accordingly, service quality can be represented by the equation:[103] SQ = P — E where SQ is service quality P is the individual's perceptions of given service delivery E is the individual's expectations of a given service delivery The model which
provides the overall conceptual framework helps analysts to identify the service quality gap (Gap 5 in the model) and to understand the probable causes of service quality related problems (Gaps 1-4 in the model). The diagnostic value of the model accounts at least, in part, for the instrument's continuing currency in service quality research.[104][105]
[106] The five dimensions of service quality The model's developers also devised a research instrument, called SERVQUAL, to measure the size and direction of service quality problems (i.e. gap 5).[107] The questionnaire is multi-dimensional instrument, designed to having capture five dimensions of service quality; namely reliability, assurance,
tangibles, empathy and responsiveness, which are believed to represent the consumer's understanding of service quality. The questionnaire consists of matched pairs of items; 22 expectation items and 22 perceptions items, organized into the five dimensions which align with the consumer's mental map of service quality dimensions. Both the
expectations component and the perceptions component of the questionnaire consist a total of 22 items, comprising 4 items to capture tangibles, 5 items to capture reliability, 4 items for responsiveness, 5 items for assurance and 5 items to capture empathy.[108] The questionnaire, which is designed to be administered in a face-to-face interview and
requires a moderate to large size sample for statistical reliability, is lengthy and can take more than one hour to administer to reach respondent. In practice, researchers customarily add extra items to the 44 SERVQUAL items to capture information about the respondent's demographic profile, prior experience with the brand or category and
behavioural intentions (intention to revisit/ repurchase, loyalty intentions and propensity to give word-of-mouth referrals). Thus, the final questionnaire may have up to 60 items, which contributes to substantial time and cost in terms of administration, coding and data analysis. Summary of SERVQUAL questionnaire dimensions and items[109]
Dimension Definition No. of items in questionnaire Sample questionnaire items Reliability Ability to perform the promised service dependably and accurately 5 Expectations Item: When excellent telephone companies promise to do something by a certain time, they do so. Perceptions Item: XYZ company provides it services at the promised time.
Assurance The knowledge and courtesy of employees and their ability to convey trust and confidence 5 Expectations Item: The behaviour of employees in excellent banks will instill confidence in customers. Perceptions Item: The behaviour of employees in the XYZ bank instils confidence in you. Tangibles Appearance of physical facilities, equipment,
personnel and communication materials 4 Expectations Item: The physical facilities at excellent telephone will be visually pleasing. Perceptions Item: XYZ's physical facilities are visually pleasing. Empathy Provision of caring, individualized attention to customer 5 Expectations Item: Employees in excellent banks will understand the specific needs of
their customers. Perceptions Item: XYZ employees understand my needs. Responsiveness Willingness to help customers and to provide prompt service 4 Expectations Item: Employees in excellent banks will tell customers exactly when services will be performed. Perceptions Item: Employees in the XYZ bank always tell me when they plan to deliver a
service. Cronin and Taylor developed a scale based on perceived performance only (i.e. excluded expectations) as a simpler alternative to SERVQUAL.[110] The scale is known as SERVPERF and is considerably shorter than SERVQUAL, and therefore easier and cheaper to administer. Results from the use of SERVPERF correlate well with SERVQUAL.
[111] This approach utilises a different conceptualisation of service quality, which can be represented by the equation: SQ = P where; SQ is service quality P is the individual's perceptions of given service delivery Although SERVPERF has a number of advantages in terms of administration, it has attracted criticism. The performance only instrument
lacks the diagnostic value of the SERVQUAL since it includes only one variable (P) compared to SERVQUAL's richer data with two variables (P and E).[112][113] To illustrate, consider one source of quality related problems which occurs when customers have unrealistically high expectations. SERVQUAL has no problem detecting such problems,
however, SERVPERF can never detect this problem because it does not capture expectations. When choosing an appropriate instrument for investigations into service quality, service marketers must weigh up the expediency of SERVPERF against the diagnostic power of SERVQUAL. See also: Service-dominant logic Service-dominant logic (SDL) is a
new way of thinking about marketing, especially the goods versus services division and especially a fresh way of thinking about customer value and the value-creation process. Vargo and Lusch did not intend for service-dominant logic to be published as a workable theory that offers solutions to everyday marketing problems and issues. Instead, it
offers a framework for thinking about goods and services. Their work did not put forward hypotheses that could be tested empirically, Instead they offer "foundational propositions". The original article offered eight such propositions[114] and subsequently added two more propositions to arrive at a total of ten:[115] Some of the implications that have
been identified in the literature include: SDL offers the promise of a unified marketing theory: To date, marketing research and practice have failed to integrate the traditional goods/services dichotomy. Some efforts have been made to get product accepted as a joint term for goods and services and to use offering, package or solution as all inclusive,
concepts for what consumers the buys, but this has not been successful.[116] Service-dominant logic, however, promises a truly unified framework. For many academics, this is the most exciting implication. It is highly likely that the 4 Ps, as the central marketing framework, is about to come to a close. Compete Through Innovative Co-production and
Co-creation: Some theorists point out that, thanks largely to the Internet, consumers have been actively engaging themselves in explicit dialogue with manufacturers and service providers.[117] The challenge is for service firms to find innovative ways to achieve co-production and co-creation. Customer co-creation has become the foundation concept
for social sharing web sites such as YouTube, Myspace and Twitter. Many companies have moved from testing products in the contrived and artificial conditions of a laboratory to product testing in customer environments. At Microsoft, for example, consumers acted as product researchers by testing Windows 2000 in their native environments. A
different approach is to use embedded intelligence to provide enhanced personalized experiences. Research Priorities: SDL has forced the discipline to review its research priorities. Researchers and scholars are beginning to identify a range of subjects that require more detailed exploration. Some theorists have argued that marketing practitioners
must find new ways of understanding customers' value creation and of developing marketing strategies with an aim to engage suppliers with their customers' consumption processes in order to enhance customer satisfaction.[118] Other research priorities include: the personalized customer experience,[119] resource integration,[120] improved use of
IT to map processes and activities in order to increase productivity and standardize service. Consumer behaviour Customer experience Destination marketing Industrialization of services business model Service blueprint Service design Service quality Service system Servicescapes Service-dominant logic Servitization of products business model
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marketing means building a relationship with your target customers. It means that you have to understand your customers by learning about them so that you can change your strategy and behavior towards them. It’s easier said than done because training salespeople to be careful and attentive is one thing. But when you ask them to treat individual
customers based on their individuality, it means that you have to track their individual needs and talk to them personally that how you can meet their needs. It requires a lot of research work. Now, the question is that the businesses would follow and implement real personalized marketing. The answer depends on its scope, but first of all, we have to
learn more about it. Personalized marketing or individual marketing is when businesses craft individual messages for customers based on data collection, analysis and automation. The purpose of personalized marketing is to communicate with every customer at its level. It may seem impossible, but if you divide and break it down, then you would see
the benefit of it. Personalized marketing is the advanced form and higher level of target marketing, and you can’t target your audience better than personalization. It doesn’t mean that you have to do it manually; automated software and other latest tools are there to help you to find recommendations for customers. Personalized marketing usually
starts with the seller and he’s the controlling person and asks customers to buy something by providing recommendations and choices. On the other hand, permission marketing prefers to empower and hand over the control to the customer. Where the customer has the choice whether to receive information or not, when to start and when to stop, it’ll
be his choice. Some of the benefits of personalized marketing are as follows; When customers like some brand, then they’re willing to provide information and share their choices, likeness, and dis-likeness. The purpose is to have a better experience with their favorite brand. When customers have a better experience and they’re getting what they have
always wanted. Then the company won't find any difficulty converting, because they're on the verge of buying your product/service. All you need is to be polite and accommodate them a little more. When you're the favourite brand of your customers, then they would be willing to provide you information. If you ask them to fill out the forms, contact
information, or other personal detail, they’ll happily provide it to you. When you have all the information, then you’ll have a better understanding of your target audience and customers. Better understanding means that the customer would have a better experience. It means the conversion rate would be higher, and higher CR means more sales and
the company would earn more profit and revenue. When a company meets the needs and demands of customers, then it means that the customers would be satisfied with the company’s product/service. Higher satisfaction levels among customers would increase customers’ loyalty towards their favorite brand because they trust the brand. When
customers are loyal to some brand, then they would be consistent on all social media platforms. The company would receive a variety of data from different channels. Also Read: What is Permission Marketing? Here’s how you should create a personalized marketing strategy by following these four steps; First of all, you should start by finding and
identifying your customers. Therefore, it is very important to have as much information as possible about your customers. Like their names, addresses, ages, choices, education level, income level, etc. It means that you should know your customers at every level in terms of location, contact, division, medium, etc. it doesn’t matter whatever your
product is. Most importantly, the customers won’t be satisfied and limited only with your product/service. For instance, if you'’re a manufacturer of some company, then you follow the same principle of identifying and finding more information about your customers in order to develop a better relationship with your customers. As we know that people
are different in two major ways; they have different needs and wants and they have different beliefs and values. When you have found your customers, now it’s time to differentiate them, so that you could find out the most valuable customers to focus on them. Now, you should apply the same principle on your employees to find out their needs and
values. Whatever result you find, it would help you to decide which parts of the customers to focus on that match with the needs and values of your employees. You must cost-effectively communicate with your target customers. It would be more effective and cost-efficient if the contact is online and automated. For instance, a company spends a lot of
capital on the call center to collect information. But the information collection won’t be difficult the next time, and the information would be more effective if it’s relevant, timely, and accurate. When you come to interact with your customers, it’s better to start things up where you have left them. It doesn’t matter how much time lapsed has occurred
between the current and previous interactions with your customers. Finally, you should focus on one common thing that your company and the customer have, it could be customers’ needs and your company’s behavior. Now, you should use that factor in the manufacturing and marketing process of your product, so that the final service, packaging,
and delivery would treat your target customers differently. Businesses usually avoid the final step; consequently, they won’t be able to get the desired results. Here are some of the best practices of the personalized that you should keep in mind, they’re as follows; When you use customers’ tracking software, then you would come across with a lot of



surprising data. Now, you have a responsibility for what information to choose that’s beneficial for your business and it won’t hurt anyone else. You should avoid all sort of information material that could be profitable, but it’s not moral and ethical. For instance, exploiting the teens’ age pregnancy to your business advantage is creepy and unethical.
However, if a customer is looking for shoes, then you save his time but recommending based on his previous choices, and it would be completely right and ethical. You have found the best-personalized content after a lot of research. If you did, then it’s better that you should test its effectiveness before going online, because you don’t know whether it
works or not. After running the test at a small scale and you have checked its performance that it is bringing traffic and increasing the conversion. After successfully launching your personalized strategy, it doesn’t mean that your work is done. Now you should use Google Analytics to keep checking the statistics of your website and monitor how you
can improve the result. It’s better if you take some time to plan a better-personalized strategy to achieve better results. Analytics would tell the traffic, conversion, and bounce rate. You should also check the maximum staying time of leads on a certain page. It would give you an idea, why a certain product is working and others are not. One thing you
have to keep in mind that the customers’ preferences and choices change with time. Therefore, you shouldn’t start the personalized strategy and then leave it later on. You have to keep revisiting your personalized marketing strategy. If it requires changing and updating, then do it and keep making changes until you get the desired results. Consistent
monitoring, updating, and evaluation would make you reach and satisfy your customers. Some of the famous examples of personalized marketing are as follows; Netflix, paid channel, tracks the previous history of the viewers. The tracking software checks the clicks, choices, and viewing time, and then recommends different shows. That’s much Netflix
is committed to the personalized marketing strategy. The tracking software and algorithm of Amazon do the same thing. It tracks the previous buying history of each customer, and the products they have viewed. When a customer comes for shopping, the software would show them the same products where customers have shown interest previously.
The company started the personalized marketing strategy in 2012 with the famous quote of ‘“share a coke.”” The customers started using it with hashtags along with their names. It became a very good example of personalized marketing in recent times. Starbucks launched a gaming and reward offer, if you wing, then you’ll get the opportunity to win
free order. The purpose was to get personal information from the customers, and they did. As a result, the revenue of Starbucks increases by approximately 2.56 billion US dollars. Some of the challenges that personalized marketing strategy has to face are as follows; One of the most important challenges that many companies face while following the
personalized strategy is to find the right tracking algorithm and software that could meet your needs. The problem with the tech revolution is that things get obsolete very quickly, you have to work contently to keep up with the pace of technology. Finding the right technology means years of research and development. We all know that R & D is very
expensive, and it requires a lot of capital and resources that the new startups and businesses can’t afford. Smart segmentation means subdividing the customers based on the latest information. Sadly, many businesses and companies don’t follow the smart segmentation After studying the article, we have concluded that a personalized marketing
strategy is the future of marketing. Businesses and companies shouldn’t avoid using a personalized marketing strategy. However, challenges are real but when you’re committed, then you’ll find a way to overcome them. Stores nowadays spread a specific type of perfume, use lighting, color scheme, and other designs in order to attract the minds of
customers and set their mood for shopping. They may seem small negligible things, but they have a great impact on making customer open their wallet for shopping. According to a study conducted by Grocery Manufacturers Association, roundabout 70% of the customers say that they make buying decisions at the store. Advertisers spend a lot of
money on ads outside the stores. Billions of dollars of investment in marketing and advertisement become useless when customers enter the store and see products on racks. In fact, many companies hire psychologists to comprehend the buying decision of customers. The buying decision is rarely a rational choice; various psychological and
environmental factors impact your decision. The focus of shopper marketing is on consumers as they make buying decisions. When customers enter the store, they target customers’ attention at the last moment when they’re going to buy something. However, TV ads, radio, and print media run on various media channels and remain in the minds of
customers. Shopper marketing makes a direct and instant impact influencing the behavior of customers. For instance, you’re walking down the aisle of the shopping mall, and you have to buy juice, coffee, or something else. There are various brands, they all are offering the same type of products, and their prices are almost similar. Now, the question
is why you choose a particular brand over the other. That’s where the role of shopper marketers come into, they use various techniques to influence customers’ decision. Now, the question is that how shopper marketing amplifies the sale and brand equity of the company. The shoppers’ marketers use various strategies and tactics on multiple
purchasing points. Some of the main tactics are as follows; You put up and display signs, banners, and pamphlets across the store to attract the attention of customers or to point them in a certain direction. Shopping is a shying and stressful experience for some people; signs, displays, and banners make it easier for buyers to move across the store.
You should consider putting up signs at the end of the aisle so that the customers don’t have to enter into the jungle of brands and get confused. Some people visit the stores to check out demos. The first place that comes to our mind is the trader Joe’s, and he does it well. However, they feature the product demos of food and beverages every day and
display them right next to the demo that they want to sell. Demos remove the fear of regret of the purchase. In fact, it makes you feel excited and you'll try it out when you get home. Grocery stores don’t simply play music and use perfume for fun, they do it to make the customers feel comfortable. In fact, 90% of the customers say that they would
likely visit the store in order to feel perfume, visuals, and music. The smell of the coffee and beverage aisle pulls you towards it and makes you purchase it. Therefore, you should focus on developing the ambiance of your store. Shopper marketers are excellent at combining various sensory experiences in order to make customers keep coming back to
the store. People nowadays keep their smartphones with them wherever they go. Whether they’re walking into the store or visiting the mall, they keep on scrolling up on different social media platforms. Therefore, you should boost your ads by geographically targeted audience near to your store or area. Some of the main examples of shopper
marketing are as follows; Starbucks is the world’s leading coffee brand and its mobile application is a very good example of value-added marketing. Along with making payments and transactions via the app, it also offers a lot of additional benefits like sending personalized messages relevant to your interests, notification of their latest products, and
offering rewards for using their application. Maxwell started the shopper marketing campaign at a bigger scale, just after launching the new coffeemaker brew. The company offered more than 2 million coupons and sample cups to customers in 8400 stores across the country. It was a great investment, but the coupon recovery rate was at an all-time
high. When Target was planning to amplify the sale of baby clothes, then the company considered changing the design and layout of the store. Studies showed that mothers put a lot of emphasis on the transition stage of their kids from diapers to the training pants. Usually, stores used to place training plants and diapers right next to each other. The
company changed the position of training pants and placed them in the aisle of young kids in order to emphasize the transition of kids. The sale of flue and cold medicine at Walmart is higher than at any other store or mall. The company is aware of the fact that when people are ill, then they don’t want to visit the whole store in order to buy one
medicine. Before the beginning of the season, the company collaborates with the manufacturer and launches ads campaign, and convinces customers to buy tissues and pills on time. Kotex launched the campaign slogan with the phrase of ‘we got you at the Walmart,’ it’s to convince customers that the company would direct and point them in the right
direction while direction. They don’t need to get confused in the jungle of brands. The focus of many businesses and companies is on shopper marketing because it offers them immediate results in the form of increased sales. It’s advisable if you hire any specialized shopper marketing agency that could understand your business needs and
requirements. However, if you’'re looking for shopper marketing agencies, some of them are as follows; TPNMars AgencyThe Marketing ArmSaatchi & Saatchi XMosaic ShopperMomentum WorldwideGeometry GlobalFCB/REDEpsilon CatapultEdge MarketingBlue Chip Marketing WorldwideArc Worldwide The Services Marketing Mix consists of a set
of tactics that a company can use to promote and encourage potential customers to buy their service. The Services Marketing Mix is also known as the 7 P’s of Marketing.The Services Marketing Mix is unique to services. The model is an extension of Product Marketing Mix (also known as the 4 P’s of Marketing). All four tactics of the Product
Marketing Mix used to market products remain, but three new tactics are added. The additional 3 P’s (or tactics) are needed to adequately capture the options available to market and promote services.Before we examine the model let’s first examine how services differ from physical products. Unlike physical goods, services are:Intangible: they
cannot be seen, tasted, or touched.Inseparable: production cannot be separated from consumption.Perishable: Once used, services cannot be stored, saved, or returned.Heterogeneous: describes the uniqueness of services, meaning they cannot be mass produced.Examples of businesses providing services include airlines, hotels, and SaaS (Software
as a Service) companies.The original marketing mix was proposed by Jerome McCarthy in his 1960 book Basic Marketing. Extending this model to services, the Services Marketing Mix was developed by Bernard H. Booms and Mary J. Bitner in 1981.The 7 P’s of MarketingThe Services Marketing Mix (or 7 P’s of Marketing) is shown in the following
diagram.As can be seen above, the Services Marketing Mix consists of the original Product Marketing Mix:ProductPricePlacePromotionBut these four tactics were extended by three to create the Services Marketing Mix:PeoplePhysical EvidenceProcessThe Product Marketing Mix (4 P’s)Let’s examine each element of the Product Marketing Mix as it
applies to services:1. ProductProduct refers to the service a company wishes to sell. This could be flights in the case of an airline or rooms in the case of a hotel.Because services are intangible it can help to think of services as being an asset plus the processes around it. When you book a hotel room for a night you use the hotel room for an evening
(the asset). But you also undergo a series of processes such as checking-in, checking-out, and having your luggage brought up to the room etc.2. PricePrice refers to the price a customer pays for the service. Pricing for services can be little more complex than for products.For example, an airline charging for flights would need to consider many
factors:Will we charge a fixed price for a seat?Will we charge more as the flight gets increasingly booked?Will we charge more for peak times?Will we offer discounts for group bookings?These are just a few of the factors that might need to be taken into account when determining the price of flights.Interestingly, because services are much more
ambiguous than products, customers are likely to associate a higher priced service with superior quality.3. PlaceFor services, place refers to the ease of access that customers have to a service. This can involve a physical decision such as where to locate a hotel. It also involves determining which intermediaries or affiliates to use to help you sell the
service, for example, hotels.com.4. PromotionPromotion refers to the different ways you communicate, describe, and advertise your product.Because they are intangible, services can be more difficult than products to promote. This is because there is nothing physical that can be assessed by a potential customer. Common ways to promote services
include:Using celebrity endorsements to create trust in the product.Offering guarantees to remove risk.Using testimonials.Listing any “household name” customers.Using branding to highlight the quality of a product.The Services Marketing Mix5. PeopleBy people, we mean those people who are directly or indirectly involved in the delivery of the
service. This typically means employees of the company. But it can also mean subcontractors with direct interaction with customers.It can even refer to existing and past customers of the company. These customers represent the company through word of mouth.People are a very important factor in the 7 P’s because services tend to be produced and
consumed at the same time. Because of this, the behavior of these people is very important in determining the experience of the customer.All service businesses should ensure that staff are well trained and motivated. But there is another way to adjust the people tactic. This can be done by adjusting customer experience to meet the needs of
individual customers.As an example, imagine a hotel guest tweets that they’re at your hotel preparing for an important meeting the next day. Then the next day while the guest is out, your staff place a handwritten note in their room wishing them every success in their meeting. Alongside this, staff place some complimentary chocolates in the guest’s
room.This tailoring of customer experience will tend to make the customer more satisfied in the short term. It also makes them more likely to become a long-term customer. Furthermore, they are more likely to tell their friends and colleagues about their great experience in your hotel.6. Physical EvidenceAs we’ve already defined, services are
intangible. Despite this, their delivery often involves tangible elements. Physical evidence is defined as both:The environment or place where the service is delivered.Any tangible elements that facilitate the service or provide information about the service.Based on this definition, physical evidence includes such things as:The company’s websiteAnnual
accountsBusiness cardsLogos and brochuresEquipmentBuildingsAs an example, consider a potential customer who wishes to visit a hotel for the first time. The physical evidence might include pictures of the hotel, past customer reviews, and the hotel’s proximity to the center of town.7. ProcessProcess refers to the procedures, mechanisms, and flow
of activities that occur when the customer and the business interact with each other.When, for example, a customer books a hotel room a process is triggered. When the customer then checks into the hotel another process is triggered, and when they check-out yet another process is triggered.All of these processes need to be tightly controlled to
ensure consistent customer experience. They are usually defined in written Standard Operating Procedure documents (SOPs).7 P’s and 7 C’sOne criticism of the 7 P’s is that they force you to think in an internally focused manner rather than a customer focussed manner.Because of this, it can be useful to use the 7 C’s rather than the 7 P’s, which
reimagine the 7 P’s in a customer-focused manner, as follows:Product = CustomerPrice = CostPlace = ConveniencePromotion = CommunicationPeople = CaringProcess = CoordinationPhysical Evidence = ConfirmationServices Marketing Mix Sweet SpotWhen using the Services Marketing Mix, what we’re trying to do is get the right balance of each
tactic so that the service is a success in the marketplace.We can think of the sweet spot as being the point when all seven tactics are in balance. If you adjust one factor/tactic then you may have to adjust the others to maintain balance.For example, if we decided to change from a budget airline to a luxury one, we’d obviously change the price, but
we’d also need to change all the other tactics too. We’d probably need more People to offer a more personal experience and we’d need to change Process so each customer is given more care and attention.Services Marketing Mix ExampleLet’s use the example of a luxury hotel to see the Services Marketing Mix in action.1. ProductThe core product of
the hotel is its rooms which customers stay in for a period of time. Of course, there is more to a luxury hotel than just it’s rooms, there are also its restaurants, free wifi, and the spa. You can learn more about defining products and services in our article about the Five Product Levels.2. Priceln the case of our luxury hotel, the price will vary according
to room size. So, as you might expect a large suite with a cityscape view costs significantly more than a small room with no view. This is because the value perceived by the customer is much greater.3. PlaceFor our hotel, place concerns how the service is consumed. Typically, a place will be chosen for a strategic reason e.g. close to a city, business
center, or tourist attraction. Obviously, the location of the hotel is in one fixed place. However, Place could also mean that a mobile app is used to give customers easy access to concierge services wherever they happen to be.4. PromotionFor our luxury hotel promotion could include advertising on travel websites related to the location of the hotel. It
could also mean directly advertising to past customers, using social media, and press releases.5. PeopleThe people who interact with guests would include managers, receptionists, concierge staff, cleaners, spa staff, waiters etc.6. ProcessThe key processes for our luxury hotel include the things that happen when a guests book a room, check-in, stay
in the hotel, and check-out. Each of these will have a unique and formal process associated with them designed to delight the consumer.7. Physical EvidenceFor our luxury hotel, the physical evidence includes the customer service received before and after the stay, how the lobby looks, any music playing, the hotel’s website, and online reviews and
photos, amongst other things.Summaryln a nutshell, the Services Marketing Mix provides seven tactics that can be adjusted to help you attract and keep customers to any services business. When using the tool the aim is to find the right balance between all seven tactics so your service is a success in the marketplace (the sweet spot). Service
Marketing is a type of marketing that focuses on promoting and selling services instead of physical goods. It uses specific strategies to increase demand, highlight the benefits, and provide excellent customer service experiences. This kind of marketing puts a strong emphasis on understanding customer needs, providing customized services, ensuring
customer satisfaction, and keeping customers engaged to build loyalty and encourage repeat business. The main goal is to make customers feel valued and give them a positive and unforgettable experience that sets the business apart from its competitors. Key Takeaways: The service marketing mix offers a comprehensive framework for businesses to
consider all aspects of marketing their services.Services are inherently customer-centric, involving direct interactions between service providers and customers.Effectively utilizing the service marketing mix allows businesses to differentiate their offerings and create a competitive advantage in the marketplace.The 7 P's of service marketing mix is an
extension of the traditional 4 P's (Product, Price, Place, and Promotion) specifically tailored for service marketing. These additional three P's focus on the unique aspects of services, which are intangible, perishable, variable, and inseparable from their providers. Each of them is explained below, 1. Product (Service Offering)Product includes the core
service or offering that the business provides to its customers. It encompasses both tangible and intangible aspects of the service, such as features, benefits, quality, branding, and customization options. Example: A software company offering a cloud-based project management tool. Features include task management, file sharing, team collaboration,
and customizable project dashboards. 2. PricePrice refers to the amount customers are charged for the service. Pricing strategies in services marketing may involve considerations, such as value-based pricing, dynamic pricing, bundling, or subscription models. Example: A streaming service offering different subscription tiers, such as basic, standard,
and premium, with corresponding prices based on the level of access, streaming quality, and number of simultaneous streams allowed. 3. Place (Distribution)In services marketing, place refers to the channels through which the service is delivered to customers. This includes physical locations, online platforms, distribution partners, and any other
touchpoints where customers interact with the service. Example: A food delivery service using a mobile app and website to connect customers with local restaurants. Customers can place orders online, and the service coordinates delivery through its network of drivers Promotion involves all the activities used to communicate the value of the service
to the target audience and persuade them to purchase or use it. Promotion strategies in services marketing may include advertising, public relations, personal selling, sales promotions, and digital marketing tactics. Example: A hotel chain running a targeted digital advertising campaign promoting special vacation packages for families during the
holiday season. The campaign includes display ads, social media posts, and email newsletters. 5. PeopleWhen we talk about "People" in service marketing, we're highlighting how important the workers are in providing the service. This includes everyone from the folks you see up front helping you, like waiters or cashiers, to the managers making sure
things run smoothly behind the scenes, and even the support staff helping out in different ways. Basically, how you feel about the service often depends on how friendly, skilled, and helpful these people are. Example: A luxury spa resort prides itself on hiring highly trained and friendly staff. The spa therapists, concierge, and other employees are
attentive to guests' needs, providing personalized recommendations and ensuring a relaxing experience. 6. ProcessRefers to the procedures, systems, and workflows involved in delivering the service. A well-defined and efficient service process is crucial for ensuring consistency, quality, and customer satisfaction. Process design may involve aspects
such as service blueprinting, automation, standardization, and continuous improvement efforts. Example: An online retailer has a streamlined order fulfillment process. Customers can easily browse products, add items to their cart, and complete the checkout process within a few clicks. The retailer offers multiple payment options and provides order
tracking updates to keep customers informed. 7. Physical Evidence"Physical Evidence" means the stuff you can see, touch, or notice when you're using a service. It's like the things around you that give you an idea of what the service is like. For example, when you walk into a restaurant, you might notice how clean and comfy it looks, or you might see
the menus and signs they have. All these things—Ilike the decorations, furniture, signs, and even the uniforms people wear—help you decide if the service is good or not. Example: A car rental company maintains a fleet of modern vehicles, all cleaned and well-maintained. The rental locations are equipped with clear signage, comfortable waiting areas,
and professional staff uniforms, creating a positive impression for customers. The service marketing mix is also known as an extended marketing mix and is an integral part of a service blueprint design. It consists of 7 P’s which are product, price, place, promotions, people, process and physical evidence. The service marketing mix consists of 7 P’s as
compared to the 4 P’s of a product marketing mix. Simply said, the service marketing mix assumes the service as a product itself. However it adds 3 more P’s which are required for optimum service delivery. The product marketing mix consists of the 4 P’s which are Product, Pricing, Promotions and Placement. These are discussed in my article on
product marketing mix - the 4 P’s. The extended service marketing mix places 3 further P’s which include People, Process and Physical evidence. All of these factors are necessary for optimum service delivery. Let us discuss the same in further detail. Did you know that understanding the service marketing mix can significantly enhance customer
satisfaction? Quick Statistics: According to a 2022 survey by Statista, the global service industry is expected to reach $6.3 trillion by 2025. This underscores the importance of mastering the service marketing mix for businesses wishing to remain competitive. Industries such as hospitality and healthcare heavily rely on strategies revolving around the
7 P’s to attract and retain customers, demonstrating the applicability of these principles across diverse sectors. Practical Advice: When implementing the service marketing mix, emphasize training your employees on excellent customer service to leverage the ‘People’ component. Harvard Business Review suggests that businesses investing in
customer service training can see a return on investment of over 1,600% in terms of customer loyalty and brand reputation. Additionally, refining service processes to include customer feedback can lead to more efficient operations and higher customer satisfaction. 1) Product The product in service marketing mix is intangible in nature. Like physical
products such as a soap or a detergent, service products cannot be measured. Tourism industry or the education industry can be an excellent example. At the same time service products are heterogenous, perishable and cannot be owned. The service product thus has to be designed with care. Generally service blue printing is done to define the
service product. For example - a restaurant blue print will be prepared before establishing a restaurant business. This service blue print defines exactly how the product (in this case the restaurant) is going to be. 2) Place Place in case of services determine where is the service product going to be located. The best place to open up a petrol pump is on
the highway or in the city. A place where there is minimum traffic is a wrong location to start a petrol pump. Similarly a software company will be better placed in a business hub with a lot of companies nearby rather than being placed in a town or rural area. Read more about the role of business locations or Place element. 3) Promotion Promotions
have become a critical factor in the service marketing mix. Services are easy to be duplicated and hence it is generally the brand which sets a service apart from its counterpart. You will find a lot of banks and telecom companies promoting themselves rigorously. Why is that? It is because competition in this service sector is generally high and
promotions is necessary to survive. Thus banks, IT companies, and dotcoms place themselves above the rest by advertising or promotions. 4) Pricing Pricing in case of services is rather more difficult than in case of products. If you were a restaurant owner, you can price people only for the food you are serving. But then who will pay for the nice
ambiance you have built up for your customers? Who will pay for the band you have for music? Thus these elements have to be taken into consideration while costing. Generally service pricing involves taking into consideration labor, material cost and overhead costs. By adding a profit mark up you get your final service pricing. You can also read
about pricing strategies. Here on we start towards the extended service marketing mix. 5) People People is one of the elements of service marketing mix. People define a service. If you have an IT company, your software engineers define you. If you have a restaurant, your chef and service staff defines you. If you are into banking, employees in your
branch and their behavior towards customers defines you. In case of service marketing, people can make or break an organization. Also Read Who is a Brand CoordinatorThus many companies nowadays are involved into specially getting their staff trained in interpersonal skills and customer service with a focus towards customer satisfaction. In fact
many companies have to undergo accreditation to show that their staff is better than the rest. Definitely a USP in case of services. 6) Process Service process is the way in which a service is delivered to the end customer. Lets take the example of two very good companies - Mcdonalds and Fedex. Both the companies thrive on their quick service and
the reason they can do that is their confidence on their processes. On top of it, the demand of these services is such that they have to deliver optimally without a loss in quality. Thus the process of a service company in delivering its product is of utmost importance. It is also a critical component in the service blueprint, wherein before establishing the
service, the company defines exactly what should be the process of the service product reaching the end customer. 7) Physical Evidence The last element in the service marketing mix is a very important element. As said before, services are intangible in nature. However, to create a better customer experience tangible elements are also delivered with
the service. Take an example of a restaurant which has only chairs and tables and good food, or a restaurant which has ambient lighting, nice music along with good seating arrangement and this also serves good food. Which one will you prefer? The one with the nice ambience. That’s physical evidence. Several times, physical evidence is used as a
differentiator in service marketing. Imagine a private hospital and a government hospital. A private hospital will have plush offices and well dressed staff. Same cannot be said for a government hospital. Thus physical evidence acts as a differentiator. Here is a video by Marketing91 on Service Marketing Mix. So next time some one asks what do you
mean by service marketing mix or What are the 7 P’s, then you know the answer. This is the service marketing mix (7p) which is also known as the extended marketing mix. Also Read about Marketing Mix Liked this post? Check out the complete series on MarketingAlso Read ABC Analysis in Inventory Classification Explained with Examples There
are many strategies available when it comes to increasing the growth of your business by attacking the competitor. The attacking strategies tell you the best way to approach your competitors and take away their market share. Today, we’ll discuss what is flanking attack strategy is in detail with examples. The flanking attack strategy allows you to
target the weak areas of your competitors in order to kick them out of the market and win their market share. Its name is synonymous with the military strategy where you attack the enemy from all sides based on the consideration that the enemy would be stronger at the front. According to the business perspective, the flanking strategy targets a
particular geographical market, customer segment, and product where the competitor is weak. It’s because it’s difficult for the competitor to invest in that area, haven’t focused it on yet, or planning to leave the market. Some of the main subjects of the flanking strategy are as follows; Aftercare or customer supportConvenience and availability to the
customerProduct/service featurePrice point The idea behind flanking attack strategy is that the big companies offer various product/service lines, and they aren’t successful in all of them. The challenging company targets the weaker segment of the competitor that is not performing well. As I said earlier, the flanking attack is either segmental and
geographic, or strategic dimension. When we talk about the geographic attack, then the attacking company finds such market segments where the established hasn’t been satisfying the needs of customers. Some of the main features of the flanking attack strategy are as follows; It works best for the differentiated product in the market, instead of the
new productsThe interesting thing about flanking attack marketing strategy is that the challenger wins the market share and gets access to the bigger market, just right under the nose competitor company and it won’t even notice it.Flanking attack market strategy is not a face-to-face confrontation between the challenger and the competitor First of
all, you start analyzing the customer reviews of your competitors; it would offer you a deep insight and point out the weaknesses of your competitors. You should pay heed to the service complaints of customers and what type of issues they’'re facing. After conducting the customer review analysis, you should launch the attack on the competitor with
your superior and better service offer. If customers aren’t happy with the features of the competitor’s product, you should provide them with an alternative product with the features of their choice and wishes. However, if customers aren’t happy with the high price, then you should offer a low price product. You should study the geographical and
territorial spread of the competitor market, and pinpoint those territories that aren’t performing well and the competitor isn’t focusing on them. You can do so by studying the financial record of the competitor, it would give you an idea. When you target the weak areas of the competitor, then this is your flanking attack strategy. Some of the tools that
would be beneficial in developing the flanking attacking strategy are as follows; Swot AnalysisFour Corner AnalysisBCG MatrixValue Disciplines Model As the name implies, here the challenging company lowers the price of its product/service than the competitors. Such a drastic fall in prices makes it difficult for the competitor to sell its products in
the market when you’'re providing the same products at a lower price. For instance, the Day Inns defeats the Holiday Inns with the low price flanking strategy in the US market and wins the market share and profitability. A high price flanking strategy means that the challenging company sets a higher price of the product in order to attract the
attention of the status quo customer market. For instance, the high price of hot helped the company increase its profitability. The high price flanking opportunity came up when the company was modifying the life cycle of the product. High price flanking is better because of two main reasons. First, a higher price means that the company would have
more resources to improve the quality and add more features to it. Secondly, it allows the company to amplify its profitability. When a challenging company develops a new distribution channel to approach customers, then it’s distribution flanking. The departmental retail stores used to sell watches, and Titan launched a new distribution channel for
the sale of watches. We should appreciate the visionary mindset of Steve Jobs, he developed a small product “iPod” by assembling an integrated circuit and customers loved it. Some of the other main examples of Flanking with Size are the big cars of GM and Beetle of Volkswagen. Some of the main Benefits of flank attack strategy are as follows; The
strategy revolves around targeting only one element and segment of the competitor. In order to do so, you have to be highly focused. However, when the challenger puts all of its efforts and energies targeting only one point, then it increases your chances of success. It’s very difficult for the competitor’s firm to defend and defeat the flank strategy
because it’s not laser-focused as your company is while attacking the competitor. The important point to notice here is that the challenger only targets the weak areas of the competitive firm. However, it means that the weak segment wasn’t the priority of the competitor and it was earning money from various other sources. When you target the weak
point, then they won’t waste their resources defending it. A flank strategy is not such a strategy that a company follows it for the first time. In fact, it is a successfully proven strategy that companies have been following for many years. The companies that followed this strategy have succeeded in it. The cost of implementing a flank strategy is very low
compared to other attacking strategies. It’s because you’re focusing on only one segment of the competitor’s product/service line. You won’t have to spend a lot of resources on it rather than targeting different areas at once. It offers small companies an opportunity to compete against the big corporation, and succeed in their attack through this
strategy. The attacking company focuses only on the neglected segment of the market and earns a small market share from it. The growth in the small and weaker segment of the market is lowIf your attack is slow, then the opportunity would go awayYou have to conduct an in-depth right analysis before the attack LG focused on the rural areas of the
Indian market and launched a particular color TV “Sampoorna,” and it allowed the company to kick out other competitors from the market. It followed the product innovation and differentiation flank strategy by offering the first liquid in the market. The companies followed this strategy, they succeed in it. Instagram targeted only one segment of the
world’s leading social media platform, Facebook, and achieved success in it. The weak area was photo sharing, and Instagram offered more features and earned the reputation only in picture sharing. Brand promotion is the marketing communication strategy to inform, persuade, convince, and influence the decision making process of buyers when
they choose a particular brand. It is done with the purpose of promoting brand awareness to create consumer’s interest. So they could make sale and convert them into loyal customer. Brand promotion is required because of the following reasons; Promote certain features of the brand like price and special schemes which are being offered? Make the
customer differentiate brands product from others because of certain unique features,Increase the product demand, Establish positive image and brand equity In the brand promotion, the company focuses on branding and marking the overall image, reputation, and strength of the company. In this global brand promotion example, coca cola did a
brilliant job by unifying its entire range in the “One Brand”. One can notice Coca-Cola, Coca Cola Diet, Zero and life under the once brand and tagline i.e. “Taste the Feeling” Product promotion, on the other hand, is the process where the company focuses on its particular product or service. The process starts with the idea of the particular, marketing
research is done based on the customer’s need and marketing demand analysis. Then the marketing of the product starts to promote a particular product. For example, Dasani bottled water is one of the products of Coca Cola launched in 1999. The below advertisement is promoting a particular Dasani bottled water and not the Coca Cola brand. This
is a good product promotion example. As we have discussed that the purpose of branding or brand promotion is to build and establish the name or brand of the company which is very important not only for the large companies but it is equally important for the small companies as well. Besides its business importance, branding is also beneficial for
the society as a whole and customers as well. The most important benefits of branding to the business are that company’s brand can stand out from the competition. Targeted market and customers are reminded and convinced that their brand has been serving them and planning to do so continually in the future. Through this marketing strategy
company’s brand can increase the marketing share and existing sales as well. Quality, price, and availability of the product are some of the important concerns of the customers while shopping; because customer has wide range of choices, and they also aware of the dishonest vendors and traders who are out there to trick them. Here comes the role
of branding which informs about the company’s product or service long before they make the purchase. It saves customers from being tricked by vendors and also saves their valuable time. Branding is also beneficial to society as a whole in many ways. For instance, branding means mass production of products which ultimately leads the company to
economy of scale. It means lower prices which every consumer wants. When more and more people are attracted to a certain brand, then it would also require them to hire more people to perform their functions efficiently. Job opportunities are created in this way which is beneficial to the society as a whole. Brand promotion techniques include all of
those tools which are usually used by the marketers to communicate with their target market and end customers. Those marketing communication tools for brand promotion are as follows; Advertising is convenient and economical method of promotion. It is good, it works. But the problem with advertising is that it lacks the personal touch of
belonging. The good thing about personal selling is that it involves face to face communication. Sellers would get the feedback immediately after the transaction from the buyers. The problem with personal selling is that it is time consuming and luxurious method. Advertising is a very good option for establishing a brand. Sale promotion comprises
short-range or small incentives, the purpose of which is to increase the immediate sale of the brand and attract more and more customer. However, it doesn’t attain brand loyalty from the customer, because its period is very short. Sale promotion is seasonal which is offered usually at the end of the season to clear the stock and inventory. Packaging
provides the brand with a distinctive edge which helps to differentiate its products from the stock. Nowadays, perception and appearance have become very important with the advancement of media and graphics. The better product looks, the more it sells. Customers are even also willing to pay a higher price for the better appearance of the product.
Companies are spending more money on the packaging of their products to compete in the market. 360° campaign is an integrated marketing approach that tries to reach customers at all levels of communication channels. If such campaign is implemented successfully, then it could maximize the brand reach. As the name implies, brand promotion
means to promote your brand by using all the online social and professional media platforms. Its purpose is to get as much exposure to your brand as possible and at a very low cost. Online brand promotion is important because of the following reason; To increase your brand awarenessOnline platform is much wider and it covers a variety of
demographic across the globe One of the advantages is that it is inexpensive and economical Some of the benefits of online brand promotion are as follows; There almost no barriers for newcomers, very simple and easy. The most interesting part of brand promotion is the automation of certain parts. Which means a very big task of brand promotion
is performed by few people in a very less time at a very reasonable price. Online platforms welcome all the new small businesses who can’t compete in the market because of their lower marketing and advertising budget. Tagging technology has made the online promotion much easier and measurable rather than conventional billboards and banners.
Whether you're a small brand or big brand, there’s no specific strategy and solution to promote your brand. The most relevant and suitable promotion strategy should be adopted. Online brand promotion shouldn’t be ignored either, it’s quick, effective and instantaneous. If a commercial goes viral, then it would reach millions of viewers in a few days.
Online and of line, both of these platforms have their own important, therefore, they should be used according to your brand required goals.
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