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C HAPTER

Service Industry :
Global Issues

Y INTRODUCTION

G h of service industry can be attributed to the chm?ging lite style, ;ﬁi?figga i‘;ii
Tow? of 1 mies, changing population and changing tE‘ChﬁUlOgY- S e
changmg mdusfﬂa eiO_l‘l? env;ronment and inter-industry relationships becau:’::,e of W(:O e
el e _mdgs rl:ace and Information Technology. Services are r:o:ntrﬂmntl""g1 ment
componentst Vlf .Wifilv;.ewspectrum of business avenues and are offering Zroader St
j;;(e)ﬁgr?;z:s. ?nformation technology has made the world boundaryless. J3

ce i ily in scale, volume and complexity. In
G i 70 e GO v e e s
. cou-ntrltﬁ‘s volumepwhile the share of manufacturing remains in tihe range c; S
employm?nt_f{;li:;?al‘;’ZEd courltries, services contribute a major share to Pth?r Cﬁi‘r’;{:}naing o
Igf)ieeziic ;réguct. This share is generally more‘than 50 perf:EI;lt Ofr:l}]l]e (lgo]?ve'r sﬁare L GI;Z)P. The
less developed countries, the contribution of services to C_iDP 1S t—»‘;m- 'nznt in developing and less
goods production, including agriculture and- extra-ctlon is mm:e O:Vllm e faat ahckll
developed countries. But the role of services in their economy 1S growing,

SERVICE: AN OVERVIEW

. - department, the
In the previous decade, according to Bureau of oo analysis, U.S. col?;?fellj;g. Gfoss Domestic
Services account for over $ 3.5 billion in output and contr ﬂ?uted f_or i it and the balance two
Product. About three fifth of U.S. spending on Ser‘.iice-s " ,by fliﬂa% C(;I;iun;_?lg. revenue generating
tifth is by sovernment and other non-profit or gamzatflon&' b onagl Sérvices, transportation
industries are housing and housing operations, medlceﬂ care, perSU S. work force is employed in
S€rvices and repair services. More than 75 percent of the private sector U.S. t least 50 percent of work
the service sector. In Canada, Britain, France, Italy, Japan and German};atow;rds service sector is
force is employed in service sector. Figure 1.1 shows that th.e trent o rLo ductivity growth
increasing. Despite the steady rate of very high ETOWth_Of I S Of' tl;r}i)n To improve the
t€Mains less than 1% which is relatively low compared with that of manudac - g;s of productivity
Pl‘Oductivity of service driven system, output driven and customer ftf)cuse CO fof mchetiviiyin
are essential. In this context, human factor may have extra room for improvemen P
r value and operational efficiency.




The marketing tools of analysis have gained a wide application in the process of service decision
making, possibly because modern business problems have become so complex that decision
maker's personal experience is no longer adequate to provide an appropriate solution. It has,
therefore, become essential for persons associated with decision-making to possess at least a
working knowledge of the relevant tools of analysis. The purpose of this book is to provide, in one
volume, the various theories which are deemed to constitute the subject matter of marketing of
services. This book is intended to explain in non-technical language, the service application
concepts, tools of service design, their relevance in customer decision-making and also the |
influence of marketing environment on business decisions. The scope of marketing of services is 1
still in a state of flux and it may remain so in a computer based dynamic society with modern |
outlook of management. It gives us great pleasure to place this book before the students, learned ‘
teachers, professionals and business executives. This book on marketing of services: Text and . |
Cases, has been designed especially for the students of MBA, MBE, PGDBM, M.Com, BBA, BCA, f |

|

|

BBE, BBS, BCAM, B.Com, of various Indian universities and management as well as technical
institutes. The book is equally useful for students pursuing courses like B.Com, M.Com, etc.,
wherever Marketing of Services is taught as one of the papers. The present book covers almost the
entire syllabus of the said paper taught in various universities/autonomous institutes/institutes
affiliated to Indraprastha University or other universities/bodies. Though the book is primarily

meant for students, yet a study of the book will also enable practicing managers to systematize and
iImprove their Marketing skills.

Dr. S.L. Gupta is the Professor of Marketing at Birla Institute of Technology (Deemed
University), Noida. He obtained his Masters in Commerce from University of Rajasthan and
M.B.A. from Center for Management Development, Modi Nagar. Prof. Gupta has 4 years of
corporate experience and 22 years of academic experience. He is a specialist in managerial
decisions. Prof. Gupta is accredited management teacher from All India Management
Association.
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