
 
 

 

3GE Collection on Business Management: Services Marketing

Marketing is at every place.In a formalor informal way, people and organizations are associated

in a variety of activities that could be called marketing. Good marketing has becomeanincreas-

ingly important element for business success, and marketing has a profound impact on any com-

pany. Marketing is relevant to almost every aspect in our daily lives. We should understand that

PTSReeACTINANAS LCe ReiMeLeneCLeLea felaeonsme-1ke(19

market, gets prospective customers through creating, delivering and communicating superior

customervalue. Services are inherently intangible, are consumed simultaneously at the time of

their production, cannotbestored, saved or resold once they have been used andservice offer-

ings are unique and cannotbe exactly repeated even by the sameservice provider. Marketing of

services is a relatively new phenomenonin the domain of marketing, having gained in impor-

tance as a discipline only towards the endof the 20th century. Services marketing first came to

the fore in the 1980’s when the debatestarted on whether marketingofservices wassignificantly

different from that of productsso as to beclassified as a separate discipline. Prior to italMeaseon

were considered just an aid to the production and marketing of goods and hence were not

deemed as having separate relevanceof their own.

In this book, you will learn how to properly analyze frameworks, tools, channels, data sets,

customer behavioral data, decision-makingfactors, and strategies that support broader aT=i

ing decisions. Often times services marketing is ReeseCMOmecoeAL)

marketingis also an ongoinganalytic process.In this book, you will learn how to properly analyze

frameworks, tools, channels, data sets, customer behavioral data, decision-making factors, and

strategies that support broader marketing decisions. Service marketing is an art. Capacity of a

service provideris of prime importance becauseit can attract the clients to obtain the services.It

also requires impressive public relations. The organization, which maintains good rapport Tida)

client, is always a winner. At present, the regulatory agencies of governmentsplay very important

RelTRANOYAareolaMMU TeMUUeCeetae) establish good rapport andlive liaison

with them to makeclients demandsfulfilled in time.

This book will be of valuable for services marketing and operationsOLEANeLOLA 81CeLci

sionals interested in analyzing services marketing data to make strategic. decisions; services

marketing managers and professionals who interact directly and communicate with customers;

and product marketing professionals transitioning into a marketing role in service-centric firms.
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