
Challenges and Strategies in Services Marketing - INDIA 2020 

 

 

 

 

 

 

Author-1 

Virendra Mohan Johari 

Assistant Professor, Marketing Faculty 

Shiva Institute of Management Studies 

GHAZIABAD- (U.P.), INDIA  

joharivirendra@gmail.com 

 Mobile: (0) 98 185 066 89  

 

Author-2 

Ms Pallavi Gautam 

Assistant Professor, OB / HR Faculty 

Shiva Institute of Management Studies 

GHAZIABAD- (U.P.), INDIA 

pallavi1012gautam@gmail.com 

Mobile: (0) 98 185 98 772 

 

 

 

 

Title: Challenges and Strategies in Services Marketing - INDIA 2020 

 

Abstract 

mailto:joharivirendra@gmail.com
mailto:pallavi1012gautam@gmail.com


  

As per 2008 NASCOM report, Services Sector contribution to Indian economy are 57% of GDP 

and rapidly increasing. The scale, complexity and interdependence of today’s service systems 

have been driven to an unprecedented level, due to globalization, demographic changes and 

technology developments. Basic characteristics like intangibility, inseparability, heterogeneity 

and perishability pose services marketers challenges and issues not faced by goods marketers. 

Services-marketing-challenges and issues require services-marketing-solutions and strategies 

developed for goods marketing are often insufficient. This paper offers (a) conceptual frame 

work summarizing the unique characteristics of services, the challenges stemming from these 

characteristics and strategies suggested as appropriate to overcome the issues (b) to compare the 

challenges and strategies cited in literature with those identified during survey (c) to offer 

recommendations for further development of services marketing concept. Questionnaire was 

developed to assess the difficulties of unique services, classifying services businesses, 

identifying business practices and strategies. Survey was conducted in Ghaziabad / Noida to 

determine (1) the extent to which challenges reported to be associated with services that actually 

presented problems for sample firm, and (2) the degree to which sample firms used the suggested 

marketing strategies to overcome these. Each unique characteristic of services leads to specific 

problems for services marketers and necessitates special strategies for dealing with them. It 

emerged from this study that fundamental critical goods-services distinction universally cited is 

intangibility i.e. services can not be seen, felt, tasted or touched in the same manner as goods and 

appropriate strategy need to be applied for resolving related challenges/issues. 
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1. Introduction 

A service system is a dynamic configuration of people, technology, organizations and shared 

information that creates and delivers value between the provider and the customer through 

service. Existing literature separates services from tangible goods on four unique characteristics– 



  

IHIP (intangibility-I, heterogeneity-H, inseparability of production and consumption-I, and 

Perishability-P). Service marketers face vexing problems because of these unique characteristics. 

Service should be defined and studied as different from and a complement to products.  Services 

marketing problems require services marketing solutions. Strategies developed from experience 

in goods marketing, are often insufficient. 

 

2. Objective 

In this research paper efforts are made: 

2a. to offer a conceptual frame work summarizing the unique characteristics of services, the 

problems stemming from these characteristics and strategies suggested as appropriate to 

overcome the problems; 

2b. compare the problems and strategies cited in the literature with those reported by services 

firm; 

2c. to offer recommendations for further development of the services marketing concept.  

 

3. Literature on Services Marketing 

Summary of references documenting these differences are given in Illustration-1. The 

fundamental difference universally cited by authors is intangibility. Because services are 

performances rather than objects, they can not be seen, felt, tasted or touched in the same manner 

in which goods can be sensed. Intangibility is the critical goods-services distinction from which 

all other differences emerge. Inseparability of production and consumption involves the 

simultaneous production and consumption which characterizes most services. Whereas goods are 

first produced, then sold and then consumed. Services are first sold, then produced and 

consumed simultaneously. Since customer must be present during the production of many 

services (haircut, health services, travel), inseparability “forces the buyer into intimate contact 

with the production process”. Services could be directly produced and delivered to buyer himself 

or to the products owned by the buyer. Inseparability also means that the producer and the seller 

are the same entity, making only direct distribution possible in most cases and causing marketing 

and production of services to be most interactive.  Heterogeneity concerns the potential for high 

variability in the performance of services. The quality and essence of a service (medical 

examination, car rental, restaurant, and beauty treatment) can vary from producer to producer, 



  

from customer to customer, and from day to day. Heterogeneity in service output is a particular 

problem for labor intensive services. Many different employees may be in contact with an 

individual customer, raising a problem of consistency of behavior. Service performance from the 

same individual may also differ. People’s performance day in and day out fluctuates up and 

down. The level of consistency that you count on and try to communicate to the consumer is not 

a certain thing. 
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1. Zeithamal (1981) √ √ √ - 

2. Lovelock  (1981) √ - √ - 

3. Berry  (1975,1980,1983) √ √ √ √ 

4. Johnson (1969,1981) √ √ √ - 

5. Kinsely  (1979) √ √ √ √ 

6. Davidson (1978) √ √ √ - 

7. Carmen & Langeard (1980) √ √ √ - 

8. Booms & Bitner (1981,1982) √  √ - 

9. Shostack  (1977) √ √ √ - 

10. Fisk  (1981) √ - - - 

11. Gronroos (1977, 1978, 1979) √ - √ - 

12. Bell  (1981) √ √ - √ 

13. Sasser  (1976) √ √ √ √ 

14. Uhl & Upah  (1980) √ √ √ √ 

15. Langeard et al  (1981) √ √ √ - 

 

                          Illustration -1: References listing unique characteristics of Services 

 

Perishability means that services can not be saved. Taxi service not used, Motel rooms not used, 

airlines seat not booked, hospital bed not used can not be reclaimed. Because services are 



  

performances that can not be stored, service business frequently find it difficult to synchronize 

the supply and demand. Sometimes too much demand exist (weekend movie theaters and 

restaurant night) and sometime too little demand exists (income tax office after March 31 till end 

October every year). Each unique characteristic of services leads to specific problems for service 

marketers and necessitates special strategies for dealing with them. Illustration 2 and 2a 

summarizes the problems which frequently stem from each of the four service characteristics. 

 

 

Unique 

Services  

Characteristics 

Resulting Marketing Problems Selected references citing problems 

Intangibility 1. Services can not be stored. Bateson (1977), Larry (1980), Sassen 

(1976) Langeard et al.(1981) 

2. Services can not be protected 

through patents. 

Eaglier and Langeard (1975/76) 

3. Services can not be readily 

displayed or communicated. 

Rathmal (1974) 

4. Prices are difficult to set. Dearden (1978), Livelock (1981) 

 

Inseparability 1. Consumer involved in 

production and delivery. 

Booms & Nyquist (1981) 

2. Other consumers involved in 

production. 

Bateson (1977), Gonroose (1978) 

3. Centralized mass production 

is difficult. 

 

Sasser (1978) 

Heterogeneity 1. Standardization and quality 

control is difficult. 

 

Berry (1980), Booms & Bitner (1981) 

Perishability 1. Services can not be 

inventoried. 

 

Bateson (1977) , Sasser (1976) 

  

                             

                             Illustration 2: Frequent Problems resulting from Service Characteristics 
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                   Illustration 2a: Unique Characteristics and Frequent Problems resulting  

                                                  from Each Service Characteristics             
 

Illustration 3 lists the marketing strategies suggested in the literature to overcome these 

problems. 

 

Unique 

Services  

Characteristics 

Marketing Strategies to solve 

the Problems 

References Citing Strategies 

Intangibility 1. Stress tangible cues Berry (1980), Booms & Bitner (1981) 

 2.Use personal sources more 

than non-personal sources 

Donelli (1980) 

 3. Promote or stimulate word-of-

mouth communications 

George and Berry (1981) 

 4. Create strong brand/ 

organizational image 

Kinsely  (1979),  Uhl & Upah  (1980) 

 5. Use cost accounting to help 

set prices. 

Dearden (1978) 

 6. Engage in post purchase 

communications 

Zeithamal (1981) , Fisk (1981) 

Inseparability 1. Emphasize selection and 

training of public contact 

personnel 

Berry (1981), Davidson (1978) 
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 2.  Manage customers Lovelock (1981) 

 3.  Use multi site locations Carmen and Langeard (1980) 

Heterogeneity 1. Industrialize service Levit (1976) 

 2. Customize service Bell (1981) , Berry (1980) 

Perishability 1. Use strategies to cope with 

fluctuating demand 

Lovelock (1981) 

 2. Make simultaneous 

adjustment in demand and 

capacity to achieve a closer 

match between the two. 

Sasser (1976) 

 

                Illustration – 3: Suggested marketing strategies for problems stemming from 

                                                           Unique Service Characteristics 

 

4. The Study  

Based on the literature review, a questionnaire was developed. 250 service firms were 

approached. Aim of the survey was to determine  

3a. the extent to which problems reported to be associated with services actually presented 

problems for the sample firms, 

3b. the degree to which sample firms used the suggested marketing strategies to overcome 

the problems.   

 

4.1. Sample 

Original questionnaire with covering letter and self addressed stamped envelop were sent to 250 

service firms, 170 were received and were in usable conditions. Non-respondents were sent a 

follow-up letter after three weeks. Almost 80% questionnaires were filled by Marketing 

Managers / partners-in-the-firms / owners themselves. Table -1A, 1B, and 1C provides the 

details. 

 

5. Questionnaire 

5.1 Primary Service Business Details: This section contained details of primary customer group, 

need for customer’s physical presence, and duration of benefits. 

 

5.2 Problems unique to services characteristics : This section contained following problems 

reportedly associated to the service characteristics and the extent to which statement applied to 



  

their firm on a scale ranging from 1 (does not apply to our firm) to 5 (definitely applies to our 

firm): 

5.2a   Services can not be stored. 

5.2b   Services can not be protected through patents.     

5.2c   Service quality is difficult to control.  

5.2d   Mass production of services is difficult. 

5.2e   Services can not be transported 

5.2f   Service costs are difficult to calculate 

5.2g   Demand for service fluctuates  

5.2h   Consumers are themselves involved in the service production process. 

            

                Table-1A: Profile of Respondent and Non Respondent (Employees) 

  

Sr. No. Firms with Nos. of 

Employees 

Respondent Non-Respondent 

01 Fewer than 5. 118 47 

02 Between 6-10   32 23 

03 Between 11-25   20 10 

                                     Total 170 80 

    

 

          Table-1B: Profile of Respondent and Non Respondent (Annual Sales Turnover)  

 

Sr. No. Firms with Annual Sales 

Turnover 

Respondent Non-Respondent 

01 Less than Rs. 25 lakhs. 136 58 

02 Between Rs. 25-50 Lakhs   27 18 

03 Over 50 lakhs and above     7  4 

                                     Total 170 80 

                     Table-1C: Profile of Respondent and Non Respondent (Groups of Companies)  

 



  

Sr. No. Groups of companies Respondent Non-Respondent 

01 Construction (property dealers, 

builders) 

21 9 

02 Transportation (Freight, rail/road, 

air) 

23 7 

03 Personal services (Laundries, 

barbers, beauty saloons) 

29 15 

04 Business Services (Photo-copiers, 

photo finishing, data processing, 

house repair and painting , 

Consulting firms, Private 

Coaching, Child care centers) 

34 22 

05 Repair Services (electrical and 

electronics equipment ) 

14 6 

06 Recreation (Amusements parks, 

audio/video entertainment, picture 

halls) 

6 1 

07 Legal Services (Advocates), 

Financial Services (Chartered 

Accountants) 

27 12 

08 Healthcare services ( Doctors 

clinics, maternity homes, 

pathological laboratories ) 

16 8 

                                     Total 170 80 

 

6. Results 

For the sample as a whole, mean scores (on a 1 to 5 scale) were calculated for each problem area, 

business practices and strategy.  

 

7. Problem Areas 

 



  

Table 2 reports the means of respondent’s perceptions concerning the extent to which service 

characteristics presented problems in their firms. Following emerged from the study: 

7a. “Demand for service fluctuates” received a mean score exceeding the mid point on the 5-

point scale.  

7b. “Services can not be stored”; “Services can not be protected through patents” received 

extremely low average responses, indicating that most managers felt them to be of little or no 

problem in their firms.  

7c. The remaining problem areas received average scores below the mid point of the scales. The 

low average scores were further supported by low percentages of respondents reporting that the 

problem applies to their firms (indicated by respondents checking a 4 or 5 on the problem items).  

7d. While 53% of the respondents viewed ‘demand fluctuation’ as a problem, less than one-

quarter perceived any of the remaining seven problems as relevant to their firms (Table 2). One 

possible explanation for low scores on these problem areas is that services firms may be dealing 

them effectively and therefore do not perceive them to be troublesome.  

7e. Inability to mass produce services appeared to affect business serving institutional customers 

more than those serving individual customers.  

7f. Costs of services appear to be more difficult to calculate as the duration of benefits increases. 

Associating direct and indirect costs with provision of a service evidently becomes less precise 

and more difficult as the service extends longer over a longer time period.  

 

                         Table 2: Significant Differences in Perceptions of Problem Areas  

                                                      among types of Service Firms. 

 

 
Problem Areas Customer Group Duration of Benefit Need of Customers 

Presence 

All 

Firms 

% of firms 

checking a 

4 or 5 Indi Inst Bo Imme 

diate 

Short 

term 

Long 

term 

High Med Low 

Services can not 

be mass 

produced. 

1.98 2.62 2.48       2.88 23 

Services can not 

be transported. 

         1.50 7 

Services can not 

be protected by 

patents. 

1.52 2.21 2.05       1.71 14 

Cost of 

providing 

services is 

difficult to 

      2.40 2.48 2.82 2.71 28 



  

calculate. 

Services can not 

be stored. 

      1.95 1.38 1.67 1.76 17 

Customer 

themselves are 

involved during 

the production of 

service. 

         2.24 15 

Quality of 

services difficult 

to control. 

         2.72 27 

Demand for 

services 

fluctuates 

         3.49 53 

 

              Indi- Individual customer; Inst - Institutional customer; Bo - Both; Numbers  

              in all columns except last column are mean values on a 5 - point scale; higher  

              the value, the more the characteristics applies to the firm; Numbers in the last 

              column are percentages. 

 

6g. Quality control difficulties were more salient to non-local than to local firms, possibly 

because non-local firms generally operate a greater number of units that are more dispersed 

geographically. Nevertheless, quality must be carefully guarded because a bad experience in one 

outlet can affect business in other outlets.  

6h. An important finding is the absence of significant differences across different types of firms 

on problem areas that had the highest mean scores (3.49) – “Demand for service fluctuates”. 

Perception of demand fluctuation as a somewhat serious problem is apparently universal.   

 

8. Practices / Strategies 

Table 3 summarizes the extent to which various business practices and strategies are used to 

overcome problems associated with service across all firms and different types of firms. These 

practices and strategies have been cited in the services marketing literature as particularly 

appropriate for service firms. 

 

8a. Pricing 

Average responses across all firms show that cost – oriented pricing strategies are used more 

than competition / demand-oriented pricing strategies. Basing prices on what it costs to provide 

the service had a higher mean (3.89) than either basing price on what competition charges (mean 

of 3.11) or on what the market is willing to pay (mean of 2.95).  Consistent with these averages 



  

are the percentages of respondents checking 4 or 5 on the scales (indicating that the strategies 

applies to their firms) : 69%  base their prices on costs whereas a much lower percentage base 

their price on  competition (41%) and market willingness to pay (38%). Although services costs 

are difficult to control, yet service companies are apparently making estimates of costs to be sure 

that they are covered. Competition oriented pricing, although simple, may not provide assurance 

of covering costs. Demand-oriented pricing may be as difficult to implement as cost oriented 

pricing and does not guarantee that cost will be covered. Consistent with the relative popularity 

of cost – oriented pricing ; local firms use the system significantly less than do statewide-

regional firms, probably because these firms tend to be smaller and less sophisticated.    

 

8b. Advertising 

For the sample as a whole, direct mail and news paper appear to be more important advertising 

media than television. While 42% of the respondents indicate that newspaper is important and 

47% indicate that direct mail is important, only 11% claim that television is an important part of 

their marketing programs. Television advertising is less appropriate for services because of 

intangibility. Unless service is associated with relevant tangibles (physical evidence at 

health/medical services; the equipment in a health club), service firm may have little to 

demonstrate. Respondent service firms reported attempts to encourage word-of-mouth 

advertising finding consistent with literature. Average response of 3.92 on this item, firms place 

a high degree of importance on word-of-mouth communication. 72% of respondents checked a 4 

or 5 on this item.   

 

8c. Personal Selling 

Over all, respondent firms appear to choose carefully their customer contact personnel (4.18) and 

to train them to interact well with customers (3.99%). These high averages are consistent with 

high percentages of respondents checking 4 or 5 on these items: 79% report careful selection of 

personnel and 69% report training them in interaction skills. Firms selling services to 

institutional customers report greater care in choosing personnel (4.28%) than firms selling to 

individual customers (4.01%). Also international firms report greater care in selecting personnel 

than firms which operate local, regional, statewide or national levels. This result may be due to 



  

the large number of people many international firms employ necessitating more sophisticated 

hiring practices.  

 

8d. Brand/Organizational/Institutional Image 

Overall firms emphasize their marketing to project a specific company image. As expected, 

service firms which emphasize facility design most are those the consumers visits: firms whose 

primary customer group is individual customers (travel industry), whose geographic scope is 

local (haircutting salons), whose benefits are immediate (child care centers), and whose need for 

the customers presence is high (health services) appear to be more marketing oriented than 

service firms serving end consumers.  

 

8e. Customer Orientation 

However lower scores obtained on other marketing orientation items , such as performing the 

service over if the customer is dissatisfied, reveals less sensitivity to customer needs.  

 

8f. Strategies to cope with fluctuating demand: 

Table 4 presents average responses for all firms concerning the use of strategies to cope with 

fluctuating demand as well as differences among types of firms. Peak time strategy apply to most 

of the sample firms include hiring extra part-time employees (3.79), having employees work 

overtime (3.64), cross training employees (4.01).  Peak-time strategies do not apply to firms that 

have “letting work fall behind” (1.57), taking care of regular customers first and allowing other 

customers to wait (1.72), turning away business (1.83), and sub-contracting to others. These 

responses are confirmed by the percentages of firms checking 4 or 5 on each item. Most 

prominent strategy for responding to low demand involved trying to increase business by calling 

on customer. A surprise finding was that many firms do not reduce price during slow demand 

periods (2.0). Only 17% respondents checked 4 or 5 on this item. Consumer firms scored higher 

than institutional firms on strategy: “education of customers to use services during non-peak 

periods”. Institutional firms showed sharply greater usage of the strategy: “try to increase 

business by calling on customers”. Institutional firms also reported higher usage of employees by 

using scheduling strategy: “letting employees work overtime, hiring extra full-time employees, 

and laying off employees”. Finally institutional firms reported significantly higher usage of 



  

strategies such as turning away business, taking care of regular customers and allowing others to 

wait, seeking sub-contract work during slow times, offering other services to use resources 

during slow periods. National firms used the strategies to synchronize demand and supply, 

scoring higher than firms in other categories on seven of the strategies (taking care of regular 

customers and allowing others to wait, cross-training employees, offering price reductions, 

increasing advertising, turning away business, and calling on other customers). Size and 

sophistication of national firms most likely account for their higher usage of strategies to cope 

with the problem of fluctuating demands. A number of differences were also reported in terms of 

duration of benefits and need for customer presence The need to match supply with demand is 

more urgent when customers are at the service site, waiting to be served than when customers 

physical presence is not critical and service benefits endure over a longer period (architectural 

services).  

 

Table 3: Significant Differences in Usage of Business Strategies among types of Service 

Firms. 

 

 
Business 

Practice 

Customer 

Group 

Duration of Benefit Need of Customers 

Presence 

All 

Firm

s 

% of 

firms 

checking 

a 4 or 5 

Indi Inst Bo Imme 

diate 

Short 

term 

Long 

term 

High Med Low 

PRICING:  

a. Base prices on 

what it costs us 

         3.89 69 

b. Base prices on 

what competition 

charges 

         3.11 41 

c. Base prices on 

what market is 

willing to pay 

         2.95 38 

d. Use a cost 

accounting 

system 

         3.10 48 

ADVERTISNG 

AND WORD 

OF MOUTH 

 

a. Television 

advertising is 

important part 

1.70 1.38 1.47 1.85 1.52 1.40 1.71 1.69 1.29 1.58 11 

b. News paper 

advertising is a 

important part 

3.27 1.72 3.23 3.19 2.62 2.34 3.11 2.88 2.13 2.71 42 

c. Direct mail 

advertising is 

important part 

         2.87 47 



  

d. Word-of-

mouth is 

important part 

      4.01 4.11 2.72 3.92 72 

QUALITY 

CONTROL 

 

a. Formal system 

for controlling  

quality 

3.12 3.65 3.26       3.48 52 

PERSONAL 

SELLING 

 

a. Do a lot of 

personal selling 

of services 

         3.73 63 

b. Contact 

customer after 

purchase 

2.92 3.92 3.22       3.39 52 

c. Carefully 

select personnel 

who interact with 

consumers 

4.01 4.28 3.92       4.18 79 

d. Train 

personnel to 

interact well 

         3.99 69 

MARKETING 

ORIENTATIO

N 

 

a. Regularly 

collect 

information 

about customer 

needs 

3.48 4.21 3.58       3.85 66 

b. Marketing 

activities are 

based on 

knowledge about 

customers 

3.35 3.94 3.36    3.64 3.44 3.74 3.72 64 

c. When a 

customer is 

dissatisfied, redo 

service 

         2.85 38 

 

Indi- Individual customer; Inst- Institutional customer; Bo- Both. ; Numbers in all columns except last column are 

mean values on a 5-point scale; higher the value, the more the characteristics applies to the firm; Numbers in the last 

column are percentages. 
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                       Table 3a: Significant Differences in Usage of Business Strategies  

                                        among types of Service Firms.                                                                                                                                                                              

9. Discussions 

This research paper presents a conceptual framework of problems and strategies in services 

marketing that derive from four unique characteristics of services: intangibility, inseparability, 

heterogeneity, and parishability.    
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9a. Differences among Service Firms: 

One conclusion can be drawn from the findings is that differences exists among service firms. 

Most of the existing literature is dominated by discussions of the differences between goods 

marketing and services marketing. Much less has been written about the differences among 

service firms. Respondent companies were classified based on: “primary customer group, 

duration of benefits to the customer, and need for customers presence during service 

production”. Many significant differences surfaced among service firms when classified 

according to these criteria, especially with respect to usage of practices and strategies. Firms 

marketing to institutional customers differ from firms marketing to end consumers in several 

important ways. Advertising appears to be less important part of institutional firms marketing 

programs. With respect to goods firm practices, institutional firms seems to be more marketing 

oriented. They are more apt to contact consumers, and to regularly collect information about 

customer needs. Perhaps customers are few and each customer spends more in the institutional 

market than in the end consumer market. Institutional firms are also more aggressive in 

responding to low demand period as well as high demand periods.   

 

                                        Table 4: Significant Differences in Usage of Strategies   

                                                         to cope with fluctuating demand. 

 
Business 

Practice 

Customer Group Duration of Benefit Need of Customers 

Presence 

All 

Firms 

% of firms 

checking a 4 

or 5 Indi Inst Bo Imme 

diate 

Short 

term 

Long 

term 

High Med Low 

Periods of high 

demand 

 

*Hire extra full 

time  employees 

2.67 3.22 2.71    3.22 2.58 2.91 2.83 41 

*Hire extra part 

time  employees 

   4.01 4.28 3.45    3.79 66 

*Let employees 

work overtime 

3.33 4.11 3.37       3.64 63 

*Subcontract 

work to others 

         1.88 16 

*Let work fall 

behind 

         1.57 5 

*Attend  regular 

customers, 

ignore others  

1.39 2.01 1.61       1.72 11 

*Turn away 

business 

1.39 1.95 1.34    2.18 1.53 1.82 1.83 16 

*Cross train 

employees to 

perform other 

jobs  

         4.01 73 

*Offer    2.64 1.73 1.71 2.77 1.76 1.92 2.01 22 



  

customers 

incentives to 

avail service 

during non-peak 

hours 

Periods of low 

demand 

 

*Lay off 

employees 

2.44 2.89 2.11 3.13 2.96 2.52    2.78 36 

*Use employees 

to do non vital 

tasks during 

slow periods 

         3.21 47 

*Offer price 

reduction 
   2.34 1.95 1.67 2.59 1.81 1.73 2.01 23 

*Increase 

advertisement 

   2.55 2.24 2.32 2.89 2.29 2.17 2.83 24 

*Seek sub- 

contract work 

during slow 

times 

1.58 2.26 1.55       1.83 18 

*Try to increase 

business by 

calling on 

customers 

3.01 4.14 3.51    3.44 3.35 3.86 3.67 67 

Indi- Individual customer; Inst- Institutional customer; Bo- Both ; Numbers in all columns except last column are mean values on 

a 5-point scale; higher the value, the more the characteristics applies to the firm; Numbers in the last column are percentages. 

 

9b. Services Marketing Problems: 

Eight marketing problems associated with the unique characteristics were identified from the 

service marketing literature. Only one of the eight problem areas: “the demand for services 

fluctuates” received an average score above midpoint on the scale. Others were lower than mid 

point, indicating that they were not perceived to be troublesome. A discrepancy exists between 

what literature suggests would be the case and what respondents to the present study claim. 

Perhaps firms are dealing with these problems successfully by using appropriate strategies 

suggested in the literature. There were higher overall scores for business practices and strategy 

items than the problem items on questionnaire. This means that many of the problems cited in 

the literature could be less critical than other areas which were not investigated (e.g., difficulty in 

developing new services, difficulty in evaluating profitability etc). 

10. Recommendations 

It is inevitable that globalization has become the norm in the service industry. This is evidenced 

by a growing umber of business that a service firm operates in more than one country. Those 

have since evolved their business practices. The changes in the world economy and business 

practices have driven the focus on service: the fact that services dominate the modern economies 



  

of the world; the focus on services as competitive business imperative; specific needs of the 

deregulated and professional service industries; the role of new service concepts growing from 

technological advances; and the realization that the unique characteristics of services result in 

unique challenges and opportunities. A service provider has to adapt to ever changing world 

economy, identify challenges, distinguish among pure services, value-added services, customer 

services, derived services and appropriately address these service sectors.    

 

11. Conclusion 

Seeing the growth of service sector in economies throughout the world, and the belief that 

services marketing in certain key respects is different from goods marketing, the rapid growth of 

services marketing literature in recent years is not surprising. Increased academic interest and 

research activity in services marketing in years to come is expected and is necessary because far 

more questions than answers exist at this time. A need exists for services marketing research to 

enter a new phase of empirical work that integrates various disciplines and various services 

industries. Detailed research study needs to be done on some of the following identified 

problems: 

 

11a. Whether the identified critical problems associated with the services are changing with the 

environmental, competitive and other conditions?  

11b. How they differ among various service firms?  

11c. Whether the effectiveness of strategies selected to tackle particular service problem vary for 

different services characteristics?  

11d. Do we need different strategies for each service problems?  

11e. Are certain strategies more appropriate for certain types of service businesses?  

11f. Should the services firm’s dealings with the industrial consumers be different than end user? 
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