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Premise 

Much like managing a football (soccer) team, managing a service is a complex business. You can set a 
strategy for the style of play you desire, you can train your players, you can coach them, you can get them 
to hone their technical ability, you can even have them practice set moves in anticipation of specific 
opportunities such as corners or free kicks. Yet ultimately, you, as manager, are helpless when they walk 
out onto the pitch and play the game; a unique game since no two games will ever be the same, no matter 
how many times you may play the same opposition.  

Of course, you may argue that you do have some influence on proceedings such as issuing and shouting 
instructions from the touch line, which may or may not be implemented or making substitutions, which 
may or may not be effective. In simple, you have no control over the hundreds of ‘interactions’ that will 
take place between your players and the opposing team. And then you have the influence of the referee 
and his/her assistants, the crowd, the pitch, time of kick off and so on. 

Yes, managing and then marketing a service is a much more sophisticated challenge than conventional 
manufacturing and marketing of products, even those products which rely on service to be delivered to 
market. Sadly, business schools, universities and other forms of higher education, are consistently 
emphasising the importance of the traditional ‘marketing mix’, as applied to manufacturing businesses and 
not creating or teaching the intrinsic qualities of developing, managing and marketing service organisations.  

Characteristics of a Service 

What exactly are the characteristics of a service? How are services different from a product? In fact many 
organisations do have service elements to the product they sell, for example McDonald’s sell physical 
products i.e. burgers but consumers are also concerned about the quality and speed of service; are staff 
cheerful and welcoming and do they serve with a smile on their face? There are five characteristics and 
thus differences  to a service, as opposed to a product or manufacturing business and are detailed below. 

1. Lack of ownership. 

You cannot own and store a service like you can a product. Services are used or hired for a period of time. 
For example when buying a ticket to the USA the service lasts maybe 9 hours each way , but consumers 
want and expect excellent service for that time. Because you can measure the duration of the service 
consumers become more demanding of it. Other services, such as banking, health care or insurance, have 
an occasional and often much shorter service time experience although more frequent. 

2. Intangibility 

You cannot hold or touch a service unlike a product. In saying that although services are intangible the 
experience consumers obtain from the service has an impact on how they will perceive it and thus tangible 
memory of the service. What do consumers perceive from customer service? And what do they perceive of 
the location and the inner presentation of where they are purchasing the service? 

3. Inseparability 

Services cannot be separated from the service providers. This is a crucial difference, whereas a product 
when produced can be taken away from the producer. However a service is produced at or near the point 
of purchase. Take visiting a restaurant, you order your meal, the waiting and delivery of the meal, the 
service provided by the waiter/waitress is all a part of the service production process and is inseparable. 
The staff in a restaurant are a part of the process as well as and often as much as the quality of food 
provided.  
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4. Perishability 

Services last a specific time and cannot be stored like a product for later use. If travelling by train, coach or 
air the service will only last the duration of the journey. The service is developed and used almost 
simultaneously. Again because of this time constraint consumers demand more. 

5. Heterogeneity 

It is very difficult to make each service experience identical. If travelling by plane the service quality may 
differ from the first time you travelled by that airline to the second, because, for example, the airhostess is 
more or less experienced/ attentive. A concert performed by a group on two consecutive nights may differ 
in slight ways because it is very difficult to standardise every dance move. Generally systems and 
procedures are put into place to make sure the service provided is consistent all the time; however, there 
will always be subtle and sometimes major differences, and not always for the better. 

Service Marketing Mix, in addition to the conventional ‘4 Ps’ (Product, Price, Place, Promotion) 

People/ Interaction 

An essential ingredient to any service provision is the use of appropriate staff and people. Recruiting the 
right staff, training and rewarding them appropriately in the delivery of their service is essential if the 
organisation wants to obtain a form of competitive advantage. Consumers make judgements and take clues 
as to the service they experience based on the employees with whom they interact. Staff need to have the 
appropriate interpersonal skills, aptitude, attitude and service knowledge to provide the service that 
consumers are paying for and expecting. Many British organisations aim for the Investors in People 
accreditation, which tells consumers that staff are taken care of by the company and they are trained to 
certain standards. Well that’s the intention anyway! 

Process/ Integration 

Refers to the systems used to assist the organisation in delivering the service. Imagine you walk into 
Carphone Warehouse and order a mobile phone and you have it delivered within 15 minutes. What was the 
process that allowed you to obtain an efficient service delivery? Banks that send out Credit Cards 
automatically when their customer’s old one has expired again require an efficient process to identify 
expiry dates and renewal. An efficient service that replaces old credit cards will foster consumer loyalty and 
confidence in the company. In addition, defining expectations for your target market will enhance your 
ability to exceed them. 

Physical/ Environment 

Where is the service being delivered? Physical issues and the environment within the service is delivered 
are the elements of the service mix which allows the consumer again to make judgements on the 
organisation and clues about how serious they take service. If you walk into a restaurant your expectations 
are of a clean, friendly environment. On an aircraft, if you travel first class, you expect enough room to be 
able to sit and lie down! Physical issues and the environment are essential ingredients of the service mix; 
often overlooked, are where consumers make more critical perceptions of the service delivered. 


