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SOME THEORITICAL CONSIDERATIONS IN MARKETING OF SERVICES

By Kabeho Solo

ABSTRACT

Despite the fact that in most countries today the service sector has become important Itttledattee': l:;,’e'
has been paid to the marketing of services by marketing authorities. Marketing courses a.n e:’ o on
marketing discipline itself are heavily biased towards the marketing of physical goods. Literatu ot
marketing has invariably always stressed that marketing applies to both goods and ser'wce he
have tended to focus primarily on marketing of goods alone. This article begins with a review kae Jing
various definitions of services and examines their characteristics from a general and from a mar

. ests
point of view. It also highlights the differences in the marketing of goods and services and Sugg
some new and modified concepts for service marketing.

Introduction

Both goods and serves fall in the general category
of products. A product can be defined as a
complex of tangible and intangible attributes and
retailer’s prestige which the buyer may accept as
offering satisfaction of wants or needs. Kotler,
(1991) one of the authorities in the field of
marketing, defined a product as “anything that
can be offered to a market for attention,
acquisition, use, or consumption that might satisfy
awant or need.” The idea behind this definition
is that the buyer is acquiring a want satisfaction
rather than a set of chemical, physical and
psychological attributes. The physical goodisa
tangible economic good which is identifiable
when you can feel, move, taste, smell, drive,

livein or use it to produce components for other
goods.

Defining and understanding services is
amore difficult and complex task for the issue is
to try to deal with what is meant by the term
services and their essential characteristics.

Ruthmell (1985) defines a service as any
intangible product purchased and sold in the
market place. According to this definition the
nature of the buyer or seller does
effect provided that a market trans
This definition does not seem co

not have any
action occurs,
Irect as it does

not cover all services. Gas for example w;l;:z
can be smelled, electricity can be touched. her
American Marketing Association on the ot )
hand defines services as, activities, benefits oe
satisfactions which are offered for sale Of ecllrs
provided in connection with the sale of g0° 0;
This definition, although improved is 10"
complete. Kotler (1991) offers a better deﬁmtloe
by defining a service as “any act or pel’fOrmam; :
that one party can offer to another that o
essentially intangible and does not result In os
ownership of anything....” ? Buell (1986) arg\ .
that even this definition is not complete becaus

ownership alone is not adequate for a P"ec'set
definition of services. Buying meat, in the markft
place for example assumes ownership; but doesn

. ) me
cating the same meat in a restaurant assu
ownership too?

The review of the above definitions
shows that no matter how precise and careful the
definitions are, since the issue at hand concergs
immutable physical characteristics there must _‘i
some exceptions and grey areas. Furthermore, ll
is apparent that in those definitions, intang}b e
benefits independent from other goods or services
€.g. insurance and intangible activities requ‘"ng
support of tangible goods e.g. house rental an
intangible activities purchased jointly with goods
or other intangible activities e.g. credit, are also
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p':_zlc‘:g:‘;e\;/_h{cb makes the problem of finding a
This pape inition .of services even more difficult.
from th[e) il‘ tlrs dlwc!ed into four sections. Apart
discusses sl; OdUCIIOI"I of the paper, section two
of Serines mle essen.tlal marketing characteristics
its aﬂalysis;) n section three, the paper focuses
and in the l;i\Vh;ather ornot services are different
remarks, nal section are the concluding

Ge .
Then:,ral Characteristics of Services
eXamingc:pt of s'ervices becomes clearer if we
i“tangibili?;r-basw characteristics of services i.e
i ore .
PefiShability, nseparability, heterogeneity and

fact that Jl};eblntangibiliw of services refers to the
or smell ser ouyer cannot taste, feel, see, hear,
Services a vices. Shostack (1977) argues that
impalpublre doubly intangible, that is, they are
they Canne t(they cannot be touched) as well as
Character?5t~be gras;)ed‘ men.tally. The other
inseparable. ic of services is that they are

be separz;!;gclisfmeans that services often cannot
also often s rom the person of the seller and
Created) ervices are produced (offered o
Simultaneo and marketed or consumed
be a direc?Sly' F,Or a St?rVice to exist there must
Provider a drelatl.o nship between the ser\flce
Without thn ﬂ,]e client. Production is not po§5|ble
Possible © ‘fllent and consumption or use 1S not
heterogenw'thout the seller. Servic.es are
Varieties efous - meaning that there aré different
such ag f? them ranging from diverse activities
Services ast fOOd and medical care. Also as
Standard-are intangible, it is very difficult to
€xamp| lisle ,the“ quality and output levels. For
serviceeb alr'd_reSSel‘S create basically the same
Same Senllt their quality varies and even for the
Conside er it is difficult to control his quality-
carre a.r for example the car industry an e
car rr?e ‘L'@usu-y in particular - all repaif jobsa
AnOthecl_anlc does are not of equz}l quallty%
judeing inked problem here is the difficulty ©
ging the quality of something intangible-
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Finally, services are said to be perishable: This
means that most services can not be stored, for
long. Empty seats in an aeroplane or idle
repairmen in a garage all represent business lost
for ever. The problem that many service firms
face (because of their high perishable nature)
becomes more serious when the firm is faced with

seasonal and fluctuating demand which must be

met with fixed capacity, and without inventories
ic characteristics

and buffer stocks. Even these basi
it has been argued by Shostack (1977) are not
d they can be applied in some
fgoods as well. In section
lysis on marketing

unique to services an
form to the marketing 0
2.1 the paper focuses its ana
characteristics of services.
Marketing characteristics of Services
cifically now at the marketing
rvices the following factors
have been singled out either from theoretical
research or from the empirical observation in the
market place. Service prices aré usually quoted
in terms of rates, fees, charges, admission, tuition,
and interest. In mostserv ices the buyer is aclient
rather than a customer: The client puts himself in
the hands of the service providing firm, he/she is
not free to use the service as he/she wishes and
often he/she must follow rules and instruction.
Student ina college, a passenger in the train are
examples showing how customers aré dependent
on the service firms rules. Similarly service firms
tend to be highly differentiated in terms of
marketing system- Marketing system of a
r, are for instance distinctive from those

hairdresse ;
of a hospital, electricity company ora recreational

facility.

Focussing more spe
characteristics of se

Since a service is an act or process, itis
normally offered and consumed simultaneously
and it cannot be stored. Thus, there can be very
few (if any) middlemen involved and direct

selling through salesmen or agents is widely used.
The economic D e of certain services can be

atur
questioned as they compete for the consumer’s
money.

Consider for instance non-profit
educational institutions, funds for charities and
religious bodies. All these services compete for
consumer’s money. In some services a more
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formal or professional approach to their
marketing has been observed. Services of banks,
legal services and education services the
normally provided by a body of professionals.
Mass production of services is rare and also
maintaining consistent standards of performance
and quality is very difficult. However, in recent
years with the help of technology some service
firms are able to standardize output and move
towards mass production. This trend is likely to
increase in the near future mainly at the expense
of personalised service, Pricing procedures vary
substantially within the service sector. Take the
case of rates and charges from for instance
electricity, transportation , telephone and those
applying to highly qualified doctors. The pricing
of these services may differ significantly in these
sectors. Most of the fringe benefits provided by
the employers to their employees tend to take the
form of services. If they are provided internally
by the employer, €.g pension schemes, medical
care, the seller and his employees are his market
segment. If the services are provided externally
€.&. unemployment benefits etc. the employer is
acting as an agent of a service
organisation. As there is no possession of

services, symbolism and satisfaction derives to a
great extent from performance.

providing

In situation that demand the provision
service e.g. hotel beds, this is usually
Supported and improved by the provision of a
group of peripheral services. Peripheral services
In the case of a hote] may be a restaurant, bar,
room service or laundry facilities. Services need
long term research to forecast tastes and could
take as long as 10 years. This is a very difficult
task mainly because of the intangibility
characteristic of services. Changing a service or
developing a new one obviously means
communicating it to the client in the same way as
with goods. In addition, the change or the
development of a new service must be
Communicated to the organisation itself and
usually staff retraining is required. The demand
for most services tends to be inelastic. Increasing
the premium on motor insurance for example
would not necessarily lead to an increase in the
quality of insurance demanded. The use of

of care
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traditional marketing mix components to shift the
demand for a service may create prot?lems.. For
example, advertising for some services IS not
allowed and for others price is subjetft to
constraints as is the case in some professnonal
services and railway services.

In contrast with goods, if a service has
been performed well then it will not l?e purch:asee
again. For example Rentokill services that al'e
aimed at terminating destructive insects ina hC{USe
hold, once performed well will take a long tim
before such services are demanded again.

The image of a service firm and the word
of mouth are very important variables 1:
marketing services. Opinion lgaders playdais
important role in marketing services. A gof)e -
produced, sold and then consumed. A servic i
sold first, produced and later Cf’.msumﬁer
simultaneously. As most services are paid fora -
they have been produced, the seller is much mzse
dependent on the good faith of the buyer becau )
a service cannot be repossessed and possessio
cannot be maintained until payment has beeg
made. Services as a rule cannot be purchased
and then resold. Since services cannot be. owneh s
there can be no pride or status of possession. T ‘;
pride or status is derived from the reputation 0e
the seller. For example, the status of a B.A degre
taken at Oxford University in England and that
obtained at the University of Dar es Salaam In
Tanzania could be different depending on :che
reputations of the two universities. Likewis€,
services tend to be purchased from rational rather
than emotional motives and tend to be purchased

after planned rather than impulse purchasing
decisions.

Services are either completely uniform
(e.g. electricity services) or unique to match the
individual needs of each client. Similarly,
services are rarely bought by a person for
consumption by another person. They tend to be
personalized. But heterogeneity of services calls
for quite varied promotional media. In many
Cases a very high price is perceived by the
customer as an indication of high quality.
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:‘e?’f'?cle?:}? state regulation is more common in
imeractionartll:n goods. Because of the seller-buyer
{0 be Iocal,' Z sale and purch.ase of services tends
meeting efe 1. The marlfetnng of goods means
Createba isting need.wnh a suitable good or
PUrchase)need or desire (t.hat might lead to
Way. Goa dam}j] then meet this need in the same
though o Sd owever, could be produced even
PUrcl?aSedee is not there. Goods could be
immedinel even though thc.::y are not needed
quality. In y and sometimes irrespective of their
and the.n " zont‘rast aneed must always exist first
Service f ervice can be provided and for many

irms the need must be met with quality

perfo . h
bus;j rmance if the service firm is to remain in
Usiness,

i"teracti:n st}rvice is an act.requ.iring _the
physical an ? a number c?f things including;
Client. 1 vironment, service, Personnel and a
PrOceg;s ) chlent is act|.vely' involved Fn the
Separate lf: most of the time it is iWPOSSIble to
Thus, the lcrln/!]er from the production process.
eithe; 00 t ehve"y. system Qf the service must

hat i.?] I'o the client or bring the client to it.
patent pies (t":'k'"g into account the la(-:k of
lnultisité)mtect.'o") good market locations,
service f_OperatIOnS, a.nd many relatlvely.smgll
high| irms (excluding utilities) operating In
Settiny competitive industries. The _physncal
inﬂuengc(e'g‘ fumlture and decoratno.n) can
and its : the.c“e"ts perception of the service firm
prOduCtgl.lal'ty- '{1 antrast with goods w!u.ere
stratepi ifferentation is the basis for competitive
differgle-s’ In a service firm it is difficult to

entiate its offerings.

attit In rela}i(’" to services clients have
tl Itudes, behaviour and evaluation different to
c;Pse they have in relation to goods, For e?(ample,
b ients must have confidence in the service firm
cfore they buy a service. However, clients
cannot try a service before they buy it. THuS: the
fii;erh process is more difficult and takes 8 long
Ser\?: “. is more difficult to build cllentelg. A
ice is hazy in the clients’ mind hence |t' is
Z:{ly difﬁcwt for a client to assess it. A service
th s-for different psychological involvemgnts,
atis, the client seeks personalised relations
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effectively, being known and recognised. Brand
Loyalty is greater for goods than service. But
because the client develops habits and great effort
is needed in order to change a service,
sophisticated means for finding clients are used
by service firms and the notion of a captive
service clientele is widely accepted. On the other
hand those habits create barriers to change and
innovation of services as consumers don’t want
changes. This calls for studying the client’s

propensity to cooperate.

In marketing : Can services be

differentiated?

Authors who have dealt with marketing of
services support the idea that the characteristics
of services makes them different from physical
goods in one way or another. In addition authors
are also divided into those who believe that
although services are different they should not
be marketed in different ways and conventional
marketing methods are equally good for goods

and services.

Rathmell (1966) does not make it clear
whether services are different or not. The author
asks the same question and believes that any
comprehensive approach to the study of services
marketing must begin at the conceptual level.
Sasser (1976), on the other hand argues that
services differ from goods because of their
immediacy, that is, for example airline seats must
be empty when the customers want to fly, hotel
rooms must be available when people are
checking in. The major problem (or key to
SUCCESS) service firms are faced with is how to
match their demand and supply given a fixed

capacity.
Kotler (1991) argues that fundamentally
there is no difference between goods and service

marketing. At the same time however, significant

differences often do exist between goods
o strategies and tactics often

marketing planning .
must be different, SO the marketing of services

does deserve separate attention. Services possess
distinctive characteristics. These characteristics
often call for marketing programs which are quite
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different from those used in goods marketing.
Rathmell (1966) maintains that services have
characteristics which differentiate them from
goods. The service product is different, the
reasons for buying services are different, the
means of selling them are different thus, it follows
that the marketing of services is sufficiently
different from the marketing of goods and
therefore needs special consideration, Wilson
supports the idea that services have nothing to
do with goods and if we use in service marketing
methods and techniques used in goods marketing
the probable result will be failure. Shostack
(1977) argues that services and goods
intangible or tangible but there canb
or intangible dominant, the distinguis
being the degree of dominance.
recognises a lack of sujtable techni
concepts for services and she sugges
concepts are needed,
succed.

are not all
e tangible
hing factor
She also
ques and
ts that new
if service marketing is to

Differences also exist in terms of the
“consumer benefit concept” (that is, the true
nature of a good or service can only be perceived
by the customer in terms of a bundle of functional
affectual and psychological attributes). For a
goods producing firm these attributes can be
Implemented via the physical good and the image
of advertising, For a service firm these attributes
cannot be provided by a physical good but by the
service delivery system instead.’ A service firm
cannot exist without the service delivery system.
The service level g the qualitative and
qlfantitative measure of the utility given to the
client. In services, this can only be measured by
the client whereas in 8oods the manufacturer has
at least some contro] (e.g. goods leaving the
factory). In terms of quality control the service
firm has little contro| since a service is judged by

the client and standard quality output cannot be
Prearranged and measured.

Wyckham, Fitzroy and Mandry (1977)
argue that the goods Vversus services taxonomy is
weak 'fmd SO can be the associated statements
regarc.img Precise tactics and strategies based only
on this taxonomy. They suggest that separating
goods from Services on the basis of the distinct
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characteristics of services is not applic.able,
difficult to sustain and could be dysfunctional.
To prove this they examined the f(?ur
characteristics of services, namely heterqgenelw,
intangibility, inseparability and perishability, .and
they found out that they are not unique to serv1ce;
and that they can also apply to goods. Instead
they argue, we should consider both gooc}s an
services as offerings and/or sets of need satls.ﬁelis
e.g intrinsic needs, social, psycho.loglc.a[;
ownership etc. Differences in need satls.factlo
and characteristics of goods and servuceshas
offerings appears to be a better taxonomy, t ?:
argue. These differences manifest themselves "
service marketing strategy e.g. formal contra(; y
designed to give assurance that the ne
satisfaction offered will be delivered.

They propose a new mult'idimensll:!i“cf;]I
taxonomy of consumer offermg.s Wf e
differentiates not just on the l.)aS|s o oo
characteristics of goods and services but «"-ll( at
includes market characteristics. We n?ust loo ok
and understand services as offerings in orderogy
this taxonomy to be operational. Thus, 2 thet >
of service marketing could develop based no o
goods versus services distincfion but OniCCS
understanding of the interacthn of serv -
offerings and market characteristics. The pap
considers this in section 3.1.

The Marketing Mix of Servic

The marketing manager has five wgapons n ll:::
set of strategies which enable her/him to m'a;her
(profitably) the products or services of h'; e
company or firm. These include:- M ar duct
analysis and market planning, Pro¢ ing
development, promotion, distribution and pric -
In the following section the paper deals with Od
analysis of how these five variables can be usé
successfully in the marketing of services.

As the focus of the discussion hinges OI}
services that are intangible, the task ©
determining the marketing mix ingredients fof.a
total marketing program in a service firm “i
perhaps more difficult and it requires more skil
than is true in goods producing firms. However,
procedural considerations, involved in market
analysis and planning are essentially the samé
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g(;;er%zz:sban'd for a services firm. The only
various o l&:mg the degree of emphasis on
determinn arket and customer psychological
market o nts of _buymg behaviour including
Markeﬁngrzentatl?n, attitudes and perception.
Considef 'naly.ws and Market Planning.
marker ations, procedures and analysis of
$ are almost the same for a goods or

DIAGRAM I: THE MOLECULAR MODEL

positioning to reach that segment can equally be
adopted by goods and service offering firms.

Product Development
A good is produced whereas a service is

performed. Further- more, the performance ofa
service depends on the buyer as well as the seller,
(the extent of dependency varies with the service).

Airlines
Distribution ——
Price
v Service ': Vehicle
, frequency
: ----- < —:
N
N
AN
rs<=-=—---7" .'_.-""'I
), transport L -1 M flight
! ' ! service !
b omgpme == —— - P |
———— -
1 pre - and : food
| post flight and
| service 1 drink
L |
Marketing Posiﬁoniqg
(weighted toward evidence) KEY_—_ Tangible
L_] Elements
- Intangible
) ) Elements
Source: Shostack, G. L. “Breaking Frec From P mdsuﬂ
Marketing” in Jounal of Marketing: April 1977p.78.
Hence the control of planning and developing of

ulation

Servj .
Ices firm. Factors including POPY®"
buying

Cc o
p:?tzf]tensn‘fsa income distribution,
grou s, social class structure and refgrenci_
Servilc)s’ are as pertinent in the marketing ©
segm es as In goods marketing. The samé ma{ket
m entation andthe use of appropriate
arketing strategies such as advertising an

a service does not rest solely on the service

offering firm. New services happen as a result of
an idea, vision, hard work, enterpreneurship and
willingness to risk. Many constraints including
limited financial and manpower resources, and
government regulations prevent services from
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indulging into organised service product planning and development. Although it is true that few
Research and Development (R & D) departments exist in the service sector, marketing techniql.les
such as exploration, screening, business analysis product development, testing and commercialisation
apply to services as well as products. Unfortunately planning and development in the service industry
has been a neglected activity in the majority of services until recently and it is still ignored in t00
many cases, mainly because of lack of marketing orientation of the service firms.

Shostack (1977) starts from the basis that there is really neither a pure service nor a puré
good but facilitating goods to a service or facilitating services to a good (e.g. airlines) and developed
amolecular model (diagram 1). This model offers opportunities for visualisation and management
of a “total market entity”. The model entity will be partly tangible and partly intangible and the
visualisation will show their interrelation and the dominance of either service or physical goods.

In the airline example, food, drink and the aircraft are the tangible parts of the airline product

while there is a dominance of such intangible elements of transport, service, comfort etc. In the
atmieardangible elements predominate.

Diagram 2: THE MOLECULAR MODEL

Automobiles

Distribution

Price

options

vehicle

Marketing Positioning
(weighted toward image)

Source: Shostack, G. L. “Breaking Free From Product Marketing”
in Journal of Marketing, April 1977 p. 78
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g romotion;
o distincti
equally rel:?/:nntiid;gtﬁe énadbe between the Promo?iqn. of goods and promotion of services. They are
simultaneoys Pl‘Oductio' U(tj ecause of. the intangibility of the services, buyer-seller dependability,
Services is focused o fn ,an consumption and other c_:h.aracteristics of services, the promotion of
differs from the " ewer promotional m?thods and it is less extensive. The promotion of services
Since brands arepn tmOtlon qf goods rather in terms of objectives than in significance and quantity.
of high importanceo‘ us::d widely .and brand !oyalty cannot be depended upon, personal selling is
sellers ang buyers ’l'j}l] the promotnon? of services mainly because of the greater interaction between
also used altl]OUOl:l tl i goPd quality of salesmen and careful training is required. Advertising is
octors, IaWyersaa ndl? motions and appeals to be communicated may vary in the service sector.
bring their names i flnsurance agent§, may pa!1|c1pate in welfare and community affairs in order to
Some Services |ike tnra ro;]t of the 'publlc and gain valuable publicity. l"ublicity is very important for
is the mogt important ve (,jentgnamment, spectators  sports etc, an.d'm fact in many cases pub!igity
€ Promotional o Ian senior communications tf)ol with advertising being a subsidiary activity.
benefits desirod f:,:a sofa service can be summ.ansed into two categories viz; (a) To exhibit the
€ore service itself m a service either by promoting the facilitating goods and services and not the
aPprobation and (b(&g. alr.lmes) or l?y putting across a very simple .|dea which receives umv_ersal
Performance. ) to build a good image and reputation of the service firm by stressing quality of

In di ) )
n diagram 3 below a conceptualization of the theoretical promotion aspects of goods and

ServicBS .

is o .

sell it made by examining the nature of the product and the promotional evidence required to
Successfully.

The Product; its nature and evidence:

Diagram 3

Nature Evidence
Intangible Intangible
(Services)
Tangible Tangible
(Goods)

Source: Michelides, H: Lecture notes of Marketing of Services at Mim
Cyprus April, 1994.
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Goods which are of tangible nature must be
promoted using intangible evidence such as
fantacies, imagination, love and happiness,
Cosmetics for example are being promoted as
offering youth and making people beautiful. A
camera is promoted as something giving you
lasting memories of holidays, happiness, or any
other memorable activity.

Services on the other hand which are of
intangible nature have to be promoted using
tangible evidence. Thus an insurance saje can be
made easier if the client sees an actual contract,
visits the offices of the company and generally
sees evidence of what the customer is buying. A
packaged holiday in Tanzania should not be
promoted by stressing only beauty, history and
hospitality of the people but by showing high
quality finished hotels, good roads, good beaches,
wildlife and reliable aircraft.

Distribution:

Distribution or location (i.e. the distribution of
people and facilities prepared to perform services)
and delivery or channel (ie the network designed
to deliver services to the client) are equally
relevant to the services, Some characteristics of
services (e.g. it is easier to postpone the purchase
of a service or discard a planned purchase
completely) make the location of services a very
critical and important marketing element becauge
services which are not appropriately located may
not be performed at all. If services cannot be
delivered to the client, then the seller should select
a convenient and accessible location where there
is maximum customer traffic. This is very true in
the case of small and independently owned
services e.g, hotels, restaurants etc. For some

services however, where the use of middlemen,
branches, agents, brokers etc, is possible, location
ofthe head-office is not material at alJ.
Nevertheless, the inability of many service firms,

to use middlemen to a great extent, limits the
geographic market of services,

It is true and often stated that services
are marketed through shorter channels than
goods. The trend is either dir

ect selling or use of
one middleman mainly because in many instances
the service cannot b

€ separated from the seller.

0. 2
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Pricing: . .
Pricing of services callsfor great'er.creatlvlt)’c;;';‘sl?
and imagination than the pricing of g  for
Basically the methods of price determinatio by
services are the same as those fqr 'goosa
However, service firms do not use pricing Z]ic
direct short-term strategy to generate.sale.s. P[:stic
regulation, strong ethical considera}t{on, metho ds
demand, lack of knowledge of pricing me vice
by numerous performance oriented small sef -
firms and the existence of non- P "fo cing
service organisations limit the adc?ptlon od[i)fﬁcult
strategies of varying degrees. It is more . for
to establish a price for service than P”cere the
goods because of the difficulty to measu'on of
exact time and cost spent on the producti the
services and also because of the dif.ﬁculty ;n the
allocation of overheads. This explains Par; )\I/ary
reason why prices of the same service ca  ing
considerably. Thesame metho.ds for pr’[‘hese
goods could be used in the service sector. i and
are either cost oriented or market -onente'[‘hus,
they are not mutually exclu§1ve. come
combinations are often used. Prices for otor
services are however set using goods € ugh
methods whereas others appear to be set thr?cin g
techniques unique to services. Also some llj';nite
methods used in the goods sector have Il
application in the pricing of services.

Price determination is of Cff“i‘;;
importance in services because O loss
discretionary nature of clients. Mark downs o
leaders, discounts, special offers etc. ar;ase q
Widely used in the service sector. Prices o
on the cost of services, on a desirfac.i rethd on
investment (ROI), on the competition an e
demand are also used in services. Follow thc.Price
leader policy, variable price policy, and one pd ”
to all under certain conditions are also uset o
services. Nevertheless, whether the attemp -
adapt prices of service to methods ar}d teChm(rliate
which originated in the goods sector is appl'Ofl.J are
can be questioned and, is a question that fu
research on this subject may concentrate on.
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ﬁoncluding remarks

ph :fztre?)fc ::eb literature tries to establish actual
these fieg, etween goods and services and upon
i ot manﬁs t.he gxnstence or not of differences
effon o bre eting is established. However, little
o marketinuen ma'de t.o ex&%mine their difference
has bea g applucz'ltlons instead concentration

on marketing management terms.

differencsezrlzt?vit:ors Ve that there are
800ds marketine n\;}t:.r]\uces marketing and
significant diff g. ile others do not see

owever s erences between them. There are
Services Fm(::’e characteristics that distinguish
be made. Thgoods but generalizations must not
every rule or def:_? can always be exceptions to
Teceive separat elinition thus, every case should
Services  cop €attention and treatment. For some
e employed ventional Fnarketing methods can
of modificyy; as they exist or with some degree
Some aspects ;:& smphﬂs.izing and focusing on

ther Services efecusing on others. For some
Marketing meth, we cannot use conventional
New Con‘;pts h 0ds and either quite modified or
are close to pp aveto beused. Assome services
draw g fine o cal 800ds and it s difficult to
Problem s oetwee" goods and services and the
deﬁnitions l;e o.f definition. There are several
At Serviceg ,]f:hasmﬁcations and ways of looking

€re are a}, u's’ before concluding as to whether
of goods an()j/ d‘fft‘:rences between the marketing
Nd agreeq , Services, a way must first be found
Services, }?:3 on definition and classification

€ Marketip, Ing done this then an analysis of
What th¢ 8 of services has to be made. This is

Paper hag attempted to do.
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