IJARSCT ISSN (Online) 2581-9429

Y International Journal of Advanced Research in Science, Communication and Technology (IJARSCT)
IJARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal
Impact Factor: 6.252 Volume 2, Issue 2, October 2022

Research Paper on the Ramifications of Service
Marketing in the Context of Effective Marketing

Tactics

Mr. Ravi Singh', Mr. Shaikh Hamza’, Mr. Shreyas Badricha®
Assistant Professor, Lilavati Lalji Dayal Night College of Commerce, Charni Road, Mumbai'
SYBCOM, Lilavati Lalji Dayal Night College of Commerce, Charni Road, Mumbai’
TYBCOM, Lilavati Lalji Dayal Night College of Commerce, Charni Road, Mumbai*

Abstract: Services marketing is a form of marketing that focuses on building and maintaining relationships
with customers, while also emphasizing the value that the service provides. It can be utilized to advertise a
product or a service. Promoting a firm that operates on a service-based model is distinct from promoting a
company that operates on a product-based one. Services marketing is a distinct and specialized field within
the broader domain of marketing. In the early 1980s, services marketing became recognized as a separate
field of study due to the understanding that the unique characteristics of services required different
approaches compared to selling physical goods. The objective of this article is to analyze the concept,
scope, challenges, and issues related to service marketing
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L. INTRODUCTION

A service is an intangible commodity that encompasses acts, accomplishments, or exertions, but cannot be physically
grasped. The intangible element is of great significance. Encompasses the leasing of items, altering and repairing
clients' possessions, and delivering individualized services. The primary differentiating factors between products and
services include intangibility, inventory management (including over/under booking restaurant capacity), inseparability
of production and consumption, and consistency/inconsistency.

Services marketing is a subfield of marketing that can be categorized into two main areas: product marketing, which
focuses on the marketing of fast-moving consumer goods (FMCG) and durable goods, and services marketing. Services
marketing is a term commonly used to describe the provision of services to consumers (B2C) and businesses (B2B).
This encompasses marketing for several industries such as telecommunications, finance, hospitality, automotive rental,
air travel, health care, and professional services.

The nature and definition of services

Philip Kotler has presented a comprehensive definition of a service, describing it as an intangible act or performance
offered by one person to another, which does not lead to the acquisition of any tangible ownership. It may or may not
be associated with a physical object.

According to Zeithmal and Bitner, service is characterized as "actions, procedures, and accomplishments." In this
context, "deeds" refers to the actions carried out by the service provider, the procedures implemented to deliver the
service, and the level of performance as perceived by the client.

A complete definition of service must encompass the following element:

e Insufficient physical production or creation

e Emphasizing the advantage that the recipient gains from the service, as opposed to the product being provided.

e The immaterial essence of service

e The potential integration of a service with the manufacturing of goods

e Promotion of an idea or a notion
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Services are economic activities that bring about desired changes for the service recipient. Consequently, they enhance
the worth and advantage the clients. Therefore, similar to commodities, the primary focus remains on customer
satisfaction. However, when it comes to services, the main emphasis is on the individual who is benefiting from these
advantages.

The significance of the services sector in maintaining the economic well-being is now well recognized. Utilizing
services is essential in the present day. Utilization of services such as tourism, healthcare, municipal services,
transportation, and education, for example. Event management and media services oversee and report on big sports and
cultural events, captivating billions of viewers, generating substantial revenue, and greatly stimulating the economy of
the nation and the hosting states. Consequently, consumers' focus has shifted predominantly from purchasing tangible
goods to a rise in the utilization of services. Once consumers have satisfied their fundamental requirements, they tend to
choose services over physical goods. As their quality of life improves, they tend to consume more services rather than
just acquiring more material possessions.

Key characteristics of Services

e Services possess the quality of being intangible.

e The concept that production and consumption are inherently interconnected and cannot be separated.
e Differences in the specifications and methods of delivery

e Ephemeral character of service

e Absence of responsibility

o Shift in demand

The service sector's contribution to the economy

Economists commonly employ a conventional method to ascertain the relative significance of different economic
sectors. This method involves dividing the economy into three basic sectors, which align with the origin of the Gross
Domestic Product (GDP).

a) The primary sector include activities such as fishing, agriculture, forestry, mining, quarrying, and other related
industries. Put simply, it heavily depends on natural resources. The primary sector encompasses the construction
industry as well.

b) The secondary sector comprises enterprises and manufacturers. It mostly utilizes the product of the primary sector as
raw materials to manufacture consumer goods. The secondary sector provides goods that are suitable for both end
consumers and other sectors.

c) Tertiary sector: The tertiary sector refers to the service industry, which encompasses a range of services aimed at
enhancing the overall quality of life, rather than the production of physical buildings or items. This industry
encompasses services offered by the government (such as defense and social welfare), the financial sector (including
investing, broking, insurance, and banking), the education sector (including schools and colleges), the health sector
(including hospitals, spas, and gyms), and even the entertainment sector (including sports, television, movies, and
radio).

The role of technology in service marketing

The utilization of technology significantly influences the methods and strategies employed in service marketing. As a
consequence, there is now a significant potential for service offers. It is revolutionizing the service industry by allowing
both customers and employees to receive and deliver personalized services. Technology has been the fundamental
driving force behind service innovation. Automated voice mail, interactive voice response systems, fax machines, and
ATM's are made feasible solely due to advancements in technology.

The following is a summary of the function of technology and physical aids in the service delivery system:

1. Convenient availability of service: Internet-based firms benefit from the internet's capacity to enable the provision of
new services. The Wall Street Journal provides an interactive version that allows users to customize the newspaper's
content based on their preferences. The internet-based bill paying solution guarantees convenience for customers.
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2. New desires to provide services:

Technology has also facilitated the provision of vehicles for delivering existing services in more efficient ways, as well
as enabling the introduction of new services. Undoubtedly, technology simplifies fundamental customer service duties
such as bill payment, order tracking, and information retrieval.

Due to the proliferation of technology, customer service has undergone changes. Before the advent of technology,
customer services were only provided through in-person interactions, when personnel and clients directly
communicated with each other on an individual basis.

3. Sustain communication with the client:

Financial service companies utilize state-of-the-art technologies to cultivate robust relationships with their clients.
Clients' information systems are interconnected through computers. Companies that distribute goods establish order
terminals, inventory control terminals, and other equipment at their clients' locations.

By enabling a seamless and unified client relationship, this provides the client with enhanced service. Financial
institutions provide online financial services. They provide a range of services based on online orders that are
automatically entered into the information management system without any human participation.

4. Research on services provided on a global scale:

Utilizing technology in the service industry provides extensive possibilities for reaching out to clients worldwide. The
internet is a globally accessible and expansive service. Transactions, customer service, and information have the ability
to be conducted or transmitted across international borders. Individuals who have internet connectivity are able to
communicate with the service provider. Technology enables employees of international companies to exchange
information. Technologically-based services can be accessible to clients residing worldwide.

5. Cost justification:

Customers have elevated expectations due to the exceptional service they occasionally receive from specific businesses.
They insist on receiving services of superior quality at reasonable pricing. Technology can be applied in the service
sectors, similar to its application in the industrial sector. It has the ability to replace less skilled individuals in customer-
facing service positions. This substitution resulted in a reduction in the cost of the service. Customers desire automated
cash dispensers and car washes due to their efficient task completion. Websites that provide information on certain
ailments, drugs, and therapies are a long-lasting illustration of cost rationalization.

Obstacles and problems in the field of service marketing

1. Tangibility refers to the quality of being able to be touched or perceived by the senses
A product is considered palpable if it is perceptible to the buyer through touch and sight prior to their purchase
decision. The manner in which a product is presented and packaged can have a significant impact on a customer's
purchasing decision. On the contrary, due to their intangible nature, marketing and selling services may provide greater
challenges compared to selling a physical commodity.

2. Relationship and significance

Products often fulfill a customer's want or requirement, allowing firms to exploit this opportunity to boost sales. The act
of marketing a service mostly revolves around selling the inherent worth of the relationship established between the
purchaser and the service provider. For example, an automobile is a tangible and functional object that a consumer can
physically interact with and utilize. A lifestyle coach can assist customers in formulating and implementing life
strategies to enable them to lead the desired lifestyle. However, these strategies are intangible and cannot be physically
displayed in the client's house on a daily basis. Consequently, it may be difficult to communicate the worth of the
service to the client.

3. A solitary individual facing multiple opponents.

Product marketing often entails advertising the complete range of products. Cleaning product manufacturers often
advertise a variety of cleaning goods. Alternatively, they provide a diverse range of cleaning supplies to fulfill the needs
of their clientele. Conversely, services frequently offer only a single option.

4. Comparison of quality

Assessing the quality of the goods is easier than evaluating the quality of the service. If a consumer buys a cleaning
product specifically for the purpose of cleaning the kitchen sink, but finds that it does not sceffectively, the buyer
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recognizes that the product lacks any worth or usefulness. Assessing the quality of a service, on the other hand, presents
a greater difficulty.

5. Return component

If a customer purchases an item that does not perform as expected, she has the option to return the product and receive a
refund or, at the very least, a store credit. A service lacks the aspect of return that a product possesses, as it is consumed
in the process of being supplied. This issue can be resolved by certain service providers who offer money-back
guarantees.

II. CONCLUSION
Service businesses frequently fall behind manufacturing enterprises in terms of adopting and implementing marketing
principles. However, this is currently changing. The marketing mix is a crucial concept in marketing. The typical
marketing mix consists of four key elements, sometimes referred to as the four Ps: product, pricing, distribution
(location), and promotion. Due to the intangible, diverse, indivisible, and perishable nature of services, service
marketers have started to adopt the concept of an expanded marketing mix for services.
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