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17MCOC20B  Service Marketing 
                                                        Part – A                           (10 X1/2 = 5)

                                                  Choose the correct answer 

1.   Service jobs are provided not only in service industries but also within product 
       based -----


a) Industry                   b) Services                  c) Sales                d) Advertising
2.   Banking is an example of business -------- 

  
 a) Communication          b) Transportation           c) Health care         d) Service
3.  ---------is an integrated combination of data processing, data analysis, data  

     specialists and reporting for the purpose of making informed marketing decisions.


a) Marketing Information service          b) Marketing Information system  



c) Mass Information system                  d) Marketing Investment system 
4. ------ is the process of dividing a market of potential customers into groups, or 
     segments, based on different characteristics.

a) Market segmentation                               b) Market positioning 
           c) Target marketing                                     d) Planning     
5.  Introduction of a new service at high price 

a) Skimming pricing                                   b) Penetration pricing 
           c) Premium pricing                                     d) Price lining 

6.  Financial cost of service 


a) Time costs                                              b) Search costs 
           c) Physical costs                                        d) Purchase price  
7. SERVQUAL was developed by -----


a)  Zeithamal             b) Reddy              c) Rajan           d) Jha 
8. Every service moment is an opportunity to gain market share and ------


a) Loss                       b) Profit              c) Market share        d) Service 
9. Service personnel play a vital role in the marketing of -------


a) Agents                    b) Services           c) Goods             d) Personal care
10. The skills and knowledge necessary to do the job are called 

a) Service inclination                                          b) Service orientation
           c) Service competencies                                   d) Service quality  
Part – B

Answer All Questions

Each answer Should not exceed 200 words or one page   (5 X 4 = 20)
11. a) Describe the significance of service marketing. 
(OR)

     
      b) What are the differences between goods and services? 
12. a) What do you mean by Market segmentation?                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   
(OR)

      b) Describe the need for market research. 
13. a) Bring out the objectives of pricing. 
(OR)

      b) Describe the approaches to pricing services. 
14. a) What do you mean by service quality? 
(OR)

      b) Write short note on ‘The Gap model’. 
15. a) Explain the concept of Marketing Mix.
(OR)

      b) Write short note on ‘Marketing of consultancy services’.  
Part – C

                                   Answer All Questions                       (5 X 7 = 35)

Each answer should not exceed 600 words or three pages 
16. a) Explain the classification of services.
(OR)

      b) Briefly explain the characteristic features of services.
17. a) Narrate the importance of Marketing Information 
(OR)

      b) Elucidate problems of segmentation. 
18. a) Enumerate the problems in pricing. 
(OR)

      b) What are the various methods of pricing used for service products? 
19. a) Discuss the measurement of service quality.
(OR)
           b) Explain the principles of improving service quality. 
20. a) Explain the bases of market segmentation.
(OR)

      b) Explain the marketing mix of selected services. 
**********
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Part – A

Answer the following (10 X1/2 = 5)

Circle the correct answer 

1. a) Industry
2. d) Banking

3. b) Marketing Information system  
4. a) Market segmentation 
5. a) Skimming pricing
6. d) Purchase price  
7. a) Zeithamal
8. b) Profit
9. b) Services
10. c) Service competencies
Part – B

Answer All Questions

Each answer Should not exceed 200 words or one page   (5 X 4 = 20)

11. a) The significance of service marketing: A key differentiator: Due to the increasing homogeneity in product offerings, the attendant services provided are emerging as a key differentiator in the mind of the consumers. Eg: In case of two fast food chains serving a similar product (Pizza Hut and Domino’s), more than the product it is the service quality that distinguishes the two brands from each other. Hence, marketers can leverage on the service offering to differentiate themselves from the competition and attract consumers.

· Importance of relationships: Relationships are a key factor when it comes to the marketing of services. Since the product is intangible, a large part of the customers’ buying decision will depend on the degree to which he trusts the seller. Hence, the need to listen to the needs of the customer and fulfill them through the appropriate service offering and build a long lasting relationship which would lead to repeat sales and positive word of mouth.

· Customer Retention: Given today’s highly competitive scenario where multiple providers are vying for a limited pool of customers, retaining customers is even more important than attracting new ones. Since services are usually generated and consumed at the same time, they actually involve the customer in service delivery process by taking into consideration his requirements and feedback. Thus they offer greater scope for customization according to customer requirements thus offering increased satisfaction leading to higher customer retention.
(OR)

      b) The differences between goods and services:

Given below are the fundamental differences between physical goods and services:

	Goods
	Services

	A physical commodity
	A process or activity

	Tangible
	Intangible

	Homogenous
	Heterogeneous

	Production and distribution are separation from their consumption
	Production, distribution and consumption are simultaneous processes

	Can be stored
	Cannot be stored

	Transfer of ownership is possible
	Transfer of ownership is not possible


12. a) Market segmentation: Market segmentation is a marketing strategy which involves dividing a broad target market into subsets of consumers, businesses, or countries that have, or are perceived to have, common needs, interests, and priorities, and then designing and implementing strategies to target them.  

The process of defining and subdividing a large homogenous market into clearly identifiable segments having similar needs, wants, or demand characteristics. Its objective is to design a marketing mix that precisely matches the expectations of customers in the targeted segment.         
(OR)

      b) The need for market research: Identifying problem and opportunities in the market - Formulating market strategies - Determining consumer needs and wants - For effective communication mix - Improving selling activities- For sales forecasting.
13. a) The objectives of pricing: Survival pricing – Current profit maximization price – Market share price – Service quality leadership. 
(OR)

      b) The approaches to pricing services: Cost –based services – Competition based services and Demand-based services.  
14. a) Service quality: An assessment of how well a delivered service conforms to the client's expectations. Service business operators often assess the service quality provided to their customers in order to improve their service, to quickly identify problems, and to better assess client satisfaction.
(OR)

b)  Write short note on ‘The Gap model’: The Gap Model of Service Quality (aka the Customer Service Gap Model or the 5 Gap Model) is a framework which can help us to understand customer satisfaction.
 
The model shows the five major satisfaction gaps that organizations must address when seeking to meet customer expectations. The model was first proposed by A. Parasuraman, Valarie Zeithaml, and Leonard L. Berry in 1985.

 
In the Gap Model of Service Quality, customer satisfaction is largely a function of perception. If the customer perceives that the service meets their expectations then they will be satisfied. If not, they’ll be dissatisfied. 
15. a)  The concept of Marketing Mix: Marketing is simplistically defined as ‘putting the right product in the right place, at the right price, at the right time.’ Though this sounds like an easy enough proposition, a lot of hard work and research needs to go into setting this simple definition up. And if even one element is off the mark, a promising product or service can fail completely and end up costing the company substantially.

The use of a marketing mix is an excellent way to help ensure that ‘putting the right product in the right place’ will happen. The marketing mix is a crucial tool to help understand what the product or service can offer and how to plan for a successful product offering. The marketing mix is most commonly executed through the 4 P’s of marketing: Price, Product, Promotion, and Place.
(OR)

      b) Marketing of consultancy services: 
A marketing consultant works with companies to create and implement marketing strategies. These strategies are centered on the core of the business and what services and products they offer. A consultant helps create a detailed marketing plan, determine the marketing message, and identify the appropriate marketing mix to get the message out. They will then follow the plan through, and work to execute and implement the marketing strategy. They will monitor results, tweak as necessary and ensure that the companies get the best results from their marketing efforts.

A marketing consultant will be skilled and knowledgeable in consumer behavior and marketing process. It includes having the ability to identify the companies target market and position their product or service offering in a way that will interest consumers and make them want to buy. A great marketing consultant will be able to not only think creatively but analytically. They must be able to not only be creative but to be able to gain results from that creativity.

Part – C

Answer All Questions (5 X 7 = 35)

Each answer should not exceed 600 words or three pages 

16. a)  The Classification of services: Professional services – Financial advice – Advertising – Business and management. 
(OR)

      b) The characteristic features of services: Intangibility – Service variability – Simultaneous production and consumption and Service perishability. 
17. a) The importance of Marketing Information:  Anticipation of Consumer Demand- Complexity of Marketing- Significance of Economic Indicators - Significance of Competition- Consumerism.
(OR)

      b) Problems of segmentation:  Limited Production - Expensive Production - Expensive Marketing - Difficulty in Distribution - Heavy Investment - Promotion Problems - Stock and Storage Problems - 
18. a) The problems in pricing: 
· Pricing Over the Life Cycle of the Product
· The Rate of Market Growth
· The Erosion of Distinctiveness
· The Significance of Cost
· Post-Skimming Strategies
· Mixed Strategies
· Pricing in Maturity
· Pricing Products in Decline
(OR)

      b) Methods of pricing used for service products: Cost-oriented methods or pricing are as follows:
· Cost plus pricing
· Mark-up pricing
· Break-even pricing
· Target return pricing
· Early cash recovery pricing
19. a) The measurement of service quality: 

Many researchers have struggled with the issue of how to measure service quality.Â  Perhaps the most widely used measure is based on a set of five dimensions which have been consistently ranked by customers to be most important for service quality, regardless of service industry. These dimensions defined by the SERVQUAL measurement instrument are as follows:

Tangibles: appearance of physical facilities, equipment, personnel, and communication materials;
Reliability: ability to perform the promised service dependably and accurately;

Responsiveness: willingness to help customers and provide prompt service;

Assurance: knowledge and courtesy of employees and their ability to convey trust and confidence; and

Empathy: the caring, individualized attention the firm provides its customers.

These five SERVQUAL dimensions are used to measure the gap between customers’ expectation for excellence and their perception of actual service delivered. The SERVQUAL instrument, when applied over time, helps service providers understand both customer expectations, perceptions of specific services, and areas of needed quality improvements. 

SERVQUAL has been used in many ways, such as identifying specific service elements requiring improvement, and targeting training opportunities for service staff. 

Proper development of items used in the SERVQUAL instrument provides rich item-level information that leads to practical implications for a service manager.

The service quality dimensions evaluated by SERVQUAL should be adjusted for optimal performance in different industry, public and private sector applications.

SERVQUAL scores are highly reliable, but when used in different industries may fail to produce a clear delineation of the five basic dimensions.Other measures, such as the Six Sigma model should be considered for applicability in quantifying the gap between service expectations and perceptions.
(OR)

b) The principles of improving service quality:  1. Attracting new customers costs more than retaining existing customers - 2. Customer service costs real money - 3. Understand your customers’ needs and meet them - 4. Good process and product design is important - 5. Customer service must be consistent - 6. Employees are customers too- 7. Open all communications channels- 8. Every customer contact is a chance to shine - 9. People expect good customer service everywhere.
20. a) The bases of market segmentation: The four bases for segmenting consumer market are as follows: A. Demographic Segmentation B. Geographic Segmentation C. Psychographic Segmentation D. Behavioural Segmentation.

A. Demographic Segmentation:

Demographic segmentation divides the markets into groups based on variables such as age, gender, family size, income, occupation, education, religion, race and nationality. Demographic factors are the most popular bases for segmenting the consumer group. One reason is that consumer needs, wants, and usage rates often vary closely with the demographic variables. Moreover, demographic factors are easier to measure than most other type of variables.

1. Age: 

It is one of the most common demographic variables used to segment markets. Some com​panies offer different products, or use different marketing approaches for different age groups. For example, McDonald’s targets children, teens, adults and seniors with different ads and media. Markets that are commonly segmented by age includes clothing, toys, music, automobiles, soaps, shampoos and foods.

2. Gender: 

Gender segmentation is used in clothing, cosmetics and magazines.

3. Income: 

Markets are also segmented on the basis of income. Income is used to divide the markets because it influences the people’s product purchase. It affects a consumer’s buying power and style of living. Income includes housing, furniture, automobile, clothing, alcoholic, beverages, food, sporting goods, luxury goods, financial services and travel.

4. Family cycle: 

Product needs vary according to age, number of persons in the household, marital status, and number and age of children. These variables can be combined into a single variable called family life cycle. Housing, home appliances, furniture, food and automobile are few of the numerous product markets segmented by the family cycle stages. Social class can be divided into upper class, middle class and lower class. Many companies deal in clothing, home furnishing, leisure activities, design products and services for specific social classes.

B. Geographic Segmentation: 

Geographic segmentation refers to dividing a market into different geographical units such as nations, states, regions, cities, or neighbourhoods. For example, national newspapers are published and distrib​uted to different cities in different languages to cater to the needs of the consumers.

Geographic variables such as climate, terrain, natural resources, and population density also influence consumer product needs. Companies may divide markets into regions because the differences in geographic variables can cause consumer needs and wants to differ from one region to another.

C. Psychographic Segmentation:

Psychographic segmentation pertains to lifestyle and personality traits. In the case of certain products, buying behaviour predominantly depends on lifestyle and personality characteristics.

1. Personality characteristics: 

It refers to a person’s individual character traits, attitudes and hab​its. Here markets are segmented according to competitiveness, introvert, extrovert, ambitious, aggressiveness, etc. This type of segmentation is used when a product is similar to many compet​ing products, and consumer needs for products are not affected by other segmentation variables.

2. Lifestyle: 

It is the manner in which people live and spend their time and money. Lifestyle analysis provides marketers with a broad view of consumers because it segments the markets into groups on the basis of activities, interests, beliefs and opinions. Companies making cosmetics, alcoholic beverages and furniture’s segment market according to the lifestyle.

D. Behavioural Segmentation: 

In behavioural segmentation, buyers are divided into groups on the basis of their knowledge of, attitude towards, use of, or response to a product. Behavioural segmentation includes segmentation on the basis of occasions, user status, usage rate loyalty status, buyer-readiness stage and attitude.

1. Occasion: 

Buyers can be distinguished according to the occasions when they purchase a product, use a product, or develop a need to use a product. It helps the firm expand the product usage. For example, Cadbury’s advertising to promote the product during wedding season is an example of occasion segmentation.

2. User status: 

Sometimes the markets are segmented on the basis of user status, that is, on the basis of non-user, ex-user, potential user, first-time user and regular user of the product. Large compa​nies usually target potential users, whereas smaller firms focus on current users.

3. Usage rate: 

Markets can be distinguished on the basis of usage rate, that is, on the basis of light, medium and heavy users. Heavy users are often a small percentage of the market, but account for a high percentage of the total consumption. Marketers usually prefer to attract a heavy user rather than several light users, and vary their promotional efforts accordingly.

4. Loyalty status: 

Buyers can be divided on the basis of their loyalty status—hardcore loyal (con​sumer who buy one brand all the time), split loyal (consumers who are loyal to two or three brands), shifting loyal (consumers who shift from one brand to another), and switchers (consum​ers who show no loyalty to any brand).

5. Buyer readiness stage: 

The six psychological stages through which a person passes when deciding to purchase a product. The six stages are awareness of the product, knowledge of what it does, interest in the product, preference over competing products, conviction of the product’s suitability, and purchase. Marketing campaigns exist in large part to move the target audience through the buyer readiness stages.
(OR)

      b) The marketing mix of selected services: The marketing mix of selected services  are  Tourism ,Transport, Hospital, Telecommunications, Courier and Automobile services The service marketing mix is also known as an extended marketing mix and is an integral part of a service blueprint design. The service marketing mix consists of 7 P’s as compared to the 4 P’s of a product marketing mix. Simply said, the service marketing mix assumes the service as a product itself. However it adds 3 more P’s which are required for optimum service delivery.
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The product marketing mix consists of the 4 P’s which are Product, Pricing, Promotions and Placement. 

**********

