Recl 3p40 Lecture 5

Services Marketing cont.

Process: the actual procedures, mechanisms and flow of activities by which the service is delivered.

-take raw material-convert to product-take to customer

-the service delivery and operating systems

-the actual delivery steps the customer experiences (or the operational flow of the service) will also provide customers with evidence on which to judge the service

-some services are very complex, requiring the customer to follow a complicated and extensive series of actions to complete the process


-highly bureaucratized services frequently follow this pattern

-another characteristic of service that a customer can use to judge service is the approach


product-line/standardised approach


-empowered/customized approach

-neither is better, their used in different ways for different approaches

either way Southwest airlines- no food, no assigned seating, low prices, short haul flights (standarised approach)

other airlines- non standard- do anything to request special request, lots of services

The new marketing mix elements
-included in the marketing mix as separate elements because

-they are within the control of the firm

-any of all of them may influence the customer’s initial decision to purchase a service

-influence the customer’s level of satisfaction and repurchase decisions

What about the other Ps?
-we will discuss the nuances of services marketing, as it applies to product, price, place and promotion throughout the term

Marketing in Public and Not-for-profit organizations
What is marketing? “the aim of marketing is to make selling superfluous (unnessessary)

Philosophy of Marketing: -The social and economic justification for an organisations existence is the satisfaction of customer wants. Ie make money

-need to be outward oriented towards the client, rather than inward looking towards what the organisation is good at

Marketing Philosophy Review
-you don’t sell quarter-inch drill bits

· you sell quarter-inch holes

· Theodore Levitt (marketing guru)

Public Sector Recreation
-after WW2

-product oriented through the 1970’s

-Proposition 13 (California) the first major tax revolt

-was to raise more money for leisure, so they had a major tax revolt, so they realised the supply was limited

-cutbacks in funding…so tried to create a need for rec in society

-education and training-lots of people only selling oriented

Set of Marketing Activities

An iceberg

Promotion

\(Under the water)

Price

\

Distribution

\

Product/Programme/Service

\

Target Markets

\

Market Research

(need to make people understand that theres all these other aspects)

Marketing as Problematic:

-there are 4 basic issues when using marketing principles in public service agencies

Issue 1: Cost/Political Pragmatism

-large numbers of potential clients, very diverse

-difficult to manage

-ability to do research often constrained, not a lot of extra money in government

-marketing involves more up-front expenses than does production or selling (orientation)

-public sector is more open to criticism

-sometimes public is limited in price change, and is limited in funding

Issue 2: Professional Judgement

-people have limited experience, ability and knowledge

-so if you ask them what they want, they will typically say more of the same, because that is what they know, but sometimes you need to use your professional judgement and tell people what they should want because they may not know there is other stuff out there

-this goes a little against marketing because marketing should be client driven

-try to find some common ground between benefits sought by clients and agency mandates/goals.

Issue 3: Unresponsive marketing

-The most critical question facing many public agencies is not how to serve responsive markets but rather what strategies may be most useful for attracting those who are apathetic, dis

