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Preface

Substantial changes have taken place in the global
business environment over the past few decades. Modern
economies are driven by service businesses, both large and
small. Emerging service sectors are now dominating
economies that were once known for their industrial
manufacturing strength. The service sector includes a
tremendous variety of different industries, including many
activities provided by public and non-profit organizations. It
accounts for over half the economy in most developing
countries and for 70 percent or more in many highly
developed economies.

Coinciding with the tremendous growth in the global
service economy, is the demand for individuals who
command services marketing expertise. Practitioners in the
service field have quickly learned that traditional marketing
strategies and managerial models, with roots based on the
goods-producing manufacturing sector, do not always apply
to their unique service industries. More specifically, the
demand for services marketing knowledge has been fueled

by the tremendous growth in service-sector employment, the
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increasing service-sector contributions to the world economy
and a revolutionary change of managerial philosophy in how
service firms should organize their companies.

Services differ from manufacturing organizations in
many important respects and require a distinctive approach
to marketing and other management functions. Managers
who want their enterprises to succeed cannot continue
relying solely on tools and concepts developed in the
manufacturing sector. With the development of service
industry and the increase of service activities in marketing
process, it is necessary to separate services marketing from
marketing. Though services marketing is a derivative from
marketing and at the same time, it’s also a development of
marketing. It is required by the new global service era to
study services marketing becomes the theoretical basis for
promoting the development of the service industry.

This book is targeted at undergraduate students. It
presents an integrated approach to studying services that
places marketing issues within a broader general
management context. Services marketing has become a
thriving area of activity. Paralleling growing research efforts
in both academia and business, students are increasingly
interested in taking courses that focus on different aspects of
managing service organizations, including marketing. This
makes a lot of sense from a career standpoint because many
graduates will be going to work in service industries, and
mangers report that manufacturing-based models of business

practice are not always useful to them. This book is to
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provide materials that not only introduce students to the field
of services marketing but also acquaint students with
specific customer service issues, so that they can have
competence in customer satisfaction, service quality, and
customer service skills that are essential in growing and

sustaining the existing customer base.
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Chapter 1
An Owverview of Services Marketing

Services are everywhere. No sector has developed so
fast as service section nowadays. As consumers, we use
service every day. In fact, we can’t live without service
anymore. For instance, watching TV, listening to the
radio, turning on a light, visiting the doctor, talking on the
telephone or cellphone, riding a bus or taking a taxi, having
fast food delivered, mailing a letter, getting a haircut, going
travelling, refueling a car, writing a check, renting a
video, sending clothes to the cleaners, or eating in
restaurants are all examples of service consumption. As
students, the universities in which you are studying are
themselves complex service organizations. In addition to
educational services, there are libraries and cafeterias,
bookstores, copy and printing services, internet
connections, swimming pool, sport facilities, small variety
stores, and even banks and post offices.

Around the world, the service sector of economy is
going through a period of almost revolutionary change in

which established ways of doing business continue to be
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shunted aside. The growth of the service sector does not just
lie within traditional service industries such as leisure and
hospitality services, education and health services,
financial and insurance services, and professional and
business services. Traditional goods producers such as
automotive, computer, and numerous other manufacturers
are now turning to the service aspects of their operations to
establish a differential advantage in the marketplaces as well
as to generate additional sources of revenue for their firms.
These companies, which used to compete by marketing
tangible goods, have now switched their competitive focus to
the provision of unmatched, unparalleled customer services.

A wide range of countries are finding that the majority
of their gross national products are being generated by their
service sectors. In 1979, China’s service sectors only
account for 21. 4% of GNP. This number rose to 30. 5% in
1988. In 2008, China’s service sectors contributed 40. 1%
to China’s GNP. Nowadays, the average share of service in
GNP is 60%, and the shares reach above 70% in those
industrialized countries. There is a big gap between China’s
service sectors and those in industrialized countries.
Consequently, there are great opportunities in China’s
service sectors.

As the development of service industry and the increase
of service activities in marketing process, it is necessary to
separate services marketing from marketing. Services
marketing is a derivative from marketing and at the same

time, it’s also a development of marketing. It is required by
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the new global service era to study serviees marketing
becomes the theoretical basis for promoting the development

of the service industry.

1.1 Basic Concepts of Service

1. 1.1 The Definition of Service

The group of services described earlier is remarkably
diverse yet represents only a fraction of the many different
industries found in the service sector. Because of this
diversity, services have traditionally been difficult to
define. Complicating matters further is the fact that the way
in which services are created and delivered to customers is
often hard to grasp because many inputs and outputs are
intangible.

Here are some definitions:

* Any activity of benefit that one party can offer to
another that is essentially intangible and does not
result in the ownership of anything. Its production
may or may not be tied up to a physical product.

* A service is a process of doing something for another
party—in its own right, without reference to goods
as the primary focus of exchange activity.

e Services are activities, benefits or satisfaction which
can be sold alone or with tangible goods.

e Services are imperceptible activities which can be
sold and provide satisfaction.

* A service is an act of performance offered by one
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party to another. Although the process may be tied
to a physical product, the performance is essentially
intangible and does not normally result in ownership
of any of the factors of production.

e Services are economic activities that create value and
provide benefits for customers at specific times and
places as a result of bringing about a desired change
in—or on behalf of—the recipient of the service.

* Service can simply be defined as deeds, efforts, or
performance.

® More amusingly, services have also been described
as something that may be bought and sold, but
which cannot be dropped on your foot.

By summing up we can define service as intangible
activities which can be bought and sold with benefits or
satisfaction in the delivery process.

Service is process while service consumption is process
consumption. A process is a particular method of operation
or a series of actions, typically involving multiple steps that
often need to take place in a defined sequence. For
instance, visiting a hair salon: (Dmaking an appointment,
@arriving at the shop, @ waiting, @ having a shampoo,
(5)discussing options with the hairdresser, ©having hair cut
and styled, (tipping the cutter), (Dpaying at the reception
desk, and finally, leaving the store.

Most goods are produced first, then sold and
consumed. For example, soap is manufactured in Chengdu,

sold after a month in Beijing and used over a month. While
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