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ServiceProducts

ServicesMarketin
g

Aserviceproductcomprisesofallelementsofserviceperformance,
bothtangibleandintangible,thatcreatevalueforcustomers.

Serviceproductsconsistof:

CoreProduct�Î centralcomponentthatsuppliestheprincipal,
problem-solvingbenefitscustomersseek

SupplementaryServices�Î augmentsthecoreproduct,
facilitatingitsuseandenhancingitsvalueandappeal

DeliveryProcesses�Î usedtodeliverboththecoreproductand

eachofthesupplementaryservices
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DesigningaServiceConcept
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Serviceconceptdesignmustaddressthefollowingissues:

�� Howthedifferentservicecomponentsaredeliveredtothe
customer

�� Thenatureofthecustomer’sroleinthoseprocesses

�� Howlongdeliverylasts

�� Therecommendedlevelandstyleofservicetobeoffered
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DocumentingDeliverySequence
OverTime

ServicesMarketing

Mustaddresssequenceinwhichcustomerswilluseeach
coreandsupplementaryservice

Determineapproximatelengthoftimerequiredforeach
step

Informationshouldreflectgoodunderstandingof
customers,especiallytheir:

�� needs

�� habits

�� expectations



ServicesMarketing
7/e

Slide©2010byLovelock&Wirtz Chapter4–Page7

IntegrationofCoreProduct,
SupplementaryElements,and
DeliveryProcess ServicesMarketing
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internet

TemporalDimensionto
AugmentedProduct

ServicesMarketing

Reservation

BeforeVisit
TimeFrameofanOvernight
HotelStay(real-timeservice
use)

Parking Getcar

Checkin

Internet
Use

Room

Checkout

Internet

Porter
PayTV

Meal
Room service

USEGUESTROOM OVERNIGHT



ServicesMarketing
7/e

Slide©2010byLovelock&Wirtz Chapter4–Page9

ServicesMarketing

TheFlowerofService
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TheFlowerofService

ServicesMarketin
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Therearetwotypesofsupplementaryservices

�� Facilitating:eitherneededforservicedelivery,orhelpintheuseof
thecoreproduct

�� Enhancing:addextravalueforthecustomer

Inawell-managedserviceorganization,thepetalsand
corearefreshandwell-formed

Marketpositioningstrategyhelpstodeterminewhich
supplementaryservicesshouldbeincluded
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TheFlowerofService
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Information

Payment Consultation

Billing Core Order-Taking

Exceptions Hospitality

Safekeeping
KEY:

Enhancingelements
Facilitatingelements
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FacilitatingServices–Information

ServicesMarketing

•Directionstoservicesite
•Schedules/servicehours
•Prices
•Reminders
•Warnings
•Conditionsofsale/service
•Notificationofchanges
•Documentation
•Confirmationofreservations
•Summariesof

account
activities

•Receiptsandtickets
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FacilitatingServices–Order-Taking

ServicesMarketing

Applications
•Membershipsinclubs/programs
•Subscriptionservices

(e.g.,utilities)
•Prerequisitebasedservices

(e.g.,financialcredit,
collegeenrollment)

OrderEntry
•On-siteorderfulfillment
•Mail/telephone/e-mail/weborder
ReservationsandCheck-in
•Seats/tables/rooms
•Vehiclesorequipmentrental
•Professionalappointments
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FacilitatingServices–Billing

ServicesMarketing

•Periodicstatementsof
accountactivity

•Invoicesforindividual
transactions

•Verbalstatementsofamountdue
•Self-billing(computedby

customer)
•Machinedisplayofamountdue



FacilitatingServices–Payment

Self-Service

ServicesMarketing

•Insertcard,cashortokenintomachine
•Electronicfundstransfer
•Mailacheck
•Entercreditcardnumberonline
DirecttoPayeeorIntermediary
•Cashhandlingorchangegiving
•Checkhandling
•Credit/charge/debitcardhandling
•Couponredemption
AutomaticDeductionfrom Financial
Deposits
•Automatedsystems(e.g.,machine-

readableticketsthatoperate
entrygate)

•Humansystems(e.g.,tollcollectors)



Slide©2010byLovelock&Wirtz ServicesMarketing7/e Chapter4–Page15



EnhancingServices–Consultation

ServicesMarketing

•Customizedadvice
•Personalcounseling
•Tutoring/traininginproductuse
•Managementor

technical
consulting



Slide©2010byLovelock&Wirtz ServicesMarketing7/e Chapter4–Page16



ServicesMarketing
7/e

Slide©2010byLovelock&Wirtz Chapter4–Page17

EnhancingServices–Hospitality

Greeting

ServicesMarketing

FoodandbeveragesToilets
andwashroomsWaiting
facilitiesandamenities
•Lounges,waitingareas,

seating
•Weatherprotection
•Magazines,

entertainment,
newspapers

TransportSecurity
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EnhancingServices–Safekeeping

ServicesMarketing

CaringforPossessionsCustomerBring
withThem

•Childcare,petcare
•Parkingforvehicles,valetparking
•Coatrooms
•Baggagehandling
•Storagespace
•Safedepositboxes
•Securitypersonnel
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EnhancingServices–Safekeeping
(cont)

ServicesMarketing

CaringforGoodsPurchased(or
Rented)byCustomers

•Packaging
•Pickup
•Transportationanddelivery
•Installation
•Inspectionanddiagnosis
•Cleaning
•Refueling
•Preventivemaintenance
•Repairandrenovation
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EnhancingServices–Exceptions

ServicesMarketing

SpecialRequestsinAdvanceofService
Delivery
•Children’sneeds
•Dietaryrequirements
•Medicalordisabilityneeds
•Religiousobservances
HandlingSpecialCommunications
•Complaints
•Compliments
•Suggestions
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EnhancingServices–Exceptions
(cont)

ServicesMarketing

Problem Solving
•Warrantiesandguarantees
•Resolvingdifficultiesthat
arisefrom using

theproduct
•Resolvingdifficulties
causedbyaccidents,

servicefailures
•Assistingcustomerswhohave

sufferedanaccidentor
amedicalemergency

Restitution
•Refundsandcompensation
•Freerepairofdefectivegoods
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ManagerialImplications
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Coreproductsdonothavetohavesupplementaryelements

Natureofproducthelpsdeterminesupplementaryservices
offeredtoenhancevalue

People-processingandhighcontactserviceshavemore
supplementaryservices

Differentlevelsofservicecanaddextrasupplementaryservicesfor
eachupgradeinservicelevel

Low-cost,no-frillsbasisfirmsneedsfewersupplementary

elements
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ServicesMarketing

BrandingService

ProductsandExperiences
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ServiceProducts,ProductLines,
andBrands

ServicesMarketing

ServiceProduct:Adefinedandconsistent“bundleofoutput”

�� Supportedbysupplementaryservices(assemblyofelementsthatarebuilt
aroundthecoreproduct)

�� Differentiatedbybundleofoutput

ProductLine:Mostserviceorganizationsofferalineofproducts
ratherthanjustasingleproduct.

Therearethreebroadalternativesforproductlines:

�� Singlebrandtocoverallproductsandservices

�� Aseparate,stand-alonebrandforeachoffering

�� Somecombinationofthesetwoextremes
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Spectrum ofBrandingAlternatives
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Source:Derivedfrom AakerandJoachimsthaler
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Example:
BritishAirwaysSubbrands

ServicesMarketing

BritishAirwaysofferssevendistinctairtravelproducts

IntercontinentalOfferings

First(Deluxe

Service)

ClubWorld

(Business

Class)

World

TravellerPlus

(Premier

economy)

World

Traveller

(Economy)

Intra-EuropeanOfferings

ClubEurope

(Business

Class)
Shuttle

Euro-

Traveller

(Economy)
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OfferingaBrandedExperience

ServicesMarketin
g

Brandingcanbeemployedatcorporateandproductlevels

Corporatebrand:

�� Easilyrecognized,

�� Holdsmeaningtocustomers,

�� Standsforaparticularwayofdoingbusiness

Productbrand:

�� Helpsfirm communicatedistinctiveexperiencesandbenefits
associatedwithaspecificserviceconcept
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MovingTowardsaBranded
Experience

ServicesMarketing

Createbrand
promise

Shapetruly
differentiated

customer
experience

Giveemployees
skills,tools,and

supporting
processestodeliver

promise

Measureand
monitor
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OfferingABrandedExperience
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“Thebrandpromiseorvaluepropositionisnotatagline,an

icon,oracolororagraphicelement,althoughallofthese

maycontribute.

Itis,instead,theheartandsoulofthebrand.”

DonSchultz
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NewService Development
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AHierarchyof
NewServiceCategories

ServicesMarketing

MajorServiceInnovations:Newcoreproductsforpreviously
undefinedmarkets

MajorProcessInnovations:Usingnewprocessestodeliverexisting
productswithaddedbenefits

ProductLineExtensions:Additiontocurrentproductlines

Process-lineExtensions:Alternativedeliveryprocedures

SupplementaryServiceInnovations:Additionsofneworimproved
facilitatingorenhancingelements

ServiceImprovements:Modestchangesintheperformanceof
currentproducts

StyleChanges:Visiblechangesinservicedesignorscripts
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ReengineeringServiceProcesses

ServicesMarketin
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Serviceprocessesaffectcustomersandalsocost,speed,
andproductivity

Reengineering–analyzingandredesigningprocessesto
achievefasterandbetterperformance

Examinationofprocessescanleadtocreationofalternative
deliverymethods:

�� Addoreliminatesupplementaryservices

�� Re-sequencedeliveryofserviceelements

�� Offerself-serviceoptions
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PhysicalGoodsasaSourceof
NewServiceIdeas

ServicesMarketing

Goodsandservicesmaybecomecompetitivesubstitutesif
theyofferthesamekeybenefits

Providesanalternativetoowningthephysicalgoodthat
canattainthedesiredoutcome

Anynewgoodmaycreateneedforafter-salesservicesnow
andbeasourceoffuturerevenuestream
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CreatingServicesasSubstitutes
forPhysicalGood

ServicesMarketing

OwnaPhysicalGood RentUseofPhysicalGood

Perform Work

Oneself

HireSomeone

toDoWork

�� DriveOwnCar

�� UseOwnComputer

�� HireaChauffeurtoDrive

�� HireaTypisttoType

��

RentaCarandDriveit

�� RentUseofComputer

�� HireaTaxiorLimousine

�� SendWorkouttoa

SecretarialService
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AchievingSuccessinDeveloping
NewServices

ServicesMarketing

Servicesarenotimmunetohighfailureratesthatplague
newmanufacturedproducts

Indevelopingnewservices:

�� coreproductisoftenofsecondaryimportance,manyinnovationsare
insupplementaryservicesorservicedelivery

�� abilitytomaintainqualityofthetotalserviceofferingiskey

�� accompanyingmarketingsupportactivitiesarevital

�� Marketknowledgeisofutmostimportance
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SuccessFactorsin
NewServiceDevelopment

Marketsynergy

ServicesMarketing

�� Goodfitbetweennewproductandfirm’simage

�� Advantageinmeetingcustomers’needs

�� Strongsupportfrom firm duringandafterlaunch

�� Understandscustomerpurchasedecisionbehavior

Organizationalfactors

�� Stronginter-functionalcooperationandcoordination

�� Internalmarketingtoeducatestaffonnewproductandits
importance
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SuccessFactorsin
NewServiceDevelopment

Marketresearchfactors

�� Scientificstudies
conductedearlyin
developmentprocess

�� Productconceptwell
definedbefore
undertakingfieldstudies

ServicesMarketing
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Summary

ServicesMarketin
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Creatingservicesinvolve:

�� Designingthecoreproduct,supplementaryservices,andtheir
deliveryprocesses

Flowerofserviceincludescoreproductandtwotypesof
supplementaryservices:facilitatingandenhancing

�� Facilitatingservicesincludeinformation,ordertaking,billing,and
payment

�� Enhancingservicesincludeconsultation,hospitality,safekeeping,and
exceptions
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Summary

ServicesMarketin
g

Spectrum ofbrandingalternativesexistsforservices

�� Brandedhouse

�� Subbrands

�� Endorsedbrands

�� Houseofbrands

Todevelopnewservices,wecan

�� Reengineerserviceprocesses

�� Usephysicalgoodsasasourceofnewserviceideas

�� Useresearchtodesignnewservices

�� Understandhowtoachievesuccessinnewservicedevelopment


