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ABSTRACT
Compared to a few years ago, when most providers of services relied on their own / their Associations / their brand, good will, reputation and friends and well-wishers to obtain and do business, today’s plethora of service providers are actively involved in the marketing of their services ; they are:-
NEWSLETTERS – PRESS RELEASES, ACCOUNTING – LAW – ARCHITECTURAL, ENGINEERING – MANAGEMENT CONSULTANCY FIRMS – INFORMATION –BPO- KPO- IDEAS – PLACE – EXPERIENCE – PROPERTIES – EVENTS – SELF–EMPLOYED TECHNICIANS & TECHNOCRATS, EDUCATIONAL & TRAINING INSTITUTIONS.
Business services include maintenance and repair services and business advisory services.
The whole gamut of service marketing approaches, issues, problems and strategies are covered in this paper.
INTRODUCTION
Traditional four P’s of Marketing approaches works well for goods; but additional Ps such as  people, Physical Evidence and Process are necessary for service Marketing.  Service Marketing requires not only extended marketing but also internal and interactive marketing.  External marketing describes the normal work to prepare, price, distribute and promote the service to customers.  Internal Marketing describes the work to train, motivate employees to serve customers well.  The most important contribution the Marketing Department can provide is to be exceptionally clever in getting everyone else in the organization to practice marketing.  Interactive Marketing describes the employee’s skills in serving the client.
Because services are generally high in experience and credence qualities, there is more risk in purchase.  This has several consequences, viz (1) Service Consumers generally rely on word of mouth rather than advertising (2) they rely heavily on price, personnel and physical cues to judge quality and (3) they are highly loyal to service providers who satisfy them.
Service organizations face three challenges, viz increasing competitive differentiation, service quality and productivity.
Various studies have shown that excellently managed service companies share some common practices viz. a strategic concept, a history of top management commitment to quality, high standards, systems for monitoring service performance and customer complaints and an emphasis on employee satisfaction.
Excellently managed service companies believe that employee relations will affect customer relations.
Marketers   must, therefore, find ways to give tangibility to intangibles, to increase the productivity of service providers, to increase and standardize the quality of the service provided and to match the supply of services during peak and non-peak periods with market demand.
Service Firms of all types and sizes are employing Marketing Research and strategic planning with increasing frequency. The unique service features are: INTANGIBILITY, INSEPARABILITY and HETROGENEITY AND PERISHABILITY – these require different approaches in developing marketing strategy.  Buyers must evaluate them on both credence and experience qualities: Thus, marketing strategy must be built around educating buyers to overcome buyer uncertainty, enhancing the tangibility of the service being offered, maintaining product quality, and managing fluctuating demand.
Supply chain management has become not just a question of efficient logistics process, but is now related to the survival, sustenance and growth of not only the product - oriented but also service - oriented organizations, with consumers becoming more demanding in their requirements of services.  As a result, the construction of an efficient and integrated supply chain has assumed paramount importance.  Use must be made of the advanced latest techniques, such as IT, ERPs, DSSs, BPR, BM, TQM, Six Sigma, Kaizen and others.
Modern management has successfully adopted the process of value addition to develop the concept of supply chain to firms engaged in the production of services as well.  The principle behind this is that the primary purpose of any business is to create value addition.
AIRLINES:
For instance, in an airline, the moving entity (quite literally) is a passenger and the supply chain starts from the point where the entity is generated i.e. an individual becomes a passenger or decides to undertake travel.
An Airline can optimize over the supply chain of its passengers by not only providing the local transportation from the airport to the city and vice versa but also bettering the supply chain management. This might open up possibilities of producing assistance in travel documentation either itself or in alliance with other service providers.
HOTELS:
Hotels provide many services to their clients and the supply chain for hotels generally include their residents or guests among other entities.  Optimisation over the supply chain would include providing transport services from to and the airport and railway stations to improve the customer service level.  Hotels with a large percentage of business travelers usually offer the American plan or complimentary breakfast to optimize their service over the supply chain.  This allows them to provide only a fixed menu breakfast and handle the breakfast rush at a lower system cost.
EDUCATIONAL INSTITUTIONS
Students are the entities that undergo value addition and therefore constitute the supply chain in educational institutions.  Supply chain management, among other things, will attempt to strengthen the supply chain by enabling linkages with feeder institutions. Similarly, optimization over the supply chain would include providing of placement services for graduates to improve the customer service levels.
FIRE STATIONS
It should be located to give rapid access to potential fire hazards and thus help manage risk most effectively.
TECHNOLOGY (IT)
As internet technology keep advancing, service industries such as Banking, Insurance, Travel and a host of others will have to adopt them to the fullest extent and thus marketing channels will create a new route for them.  
ELECTRICITY
The Electricity generating organizations faces a situation of demand exceeding the supply.  This leads to a rationing system. Optimal scheduling methodologies need to be applied to provide satisfaction to the consumers.
POST & TELEGRAPH
The post and telegraph department handles a major portion of the postal volume generated in India (a small fraction of the net postal volume is carried through the private courier services).  A well designed supply chain Management strategy will go a long way in improving the services for postal clearance and thus increase efficiency.
HEALTH SERVICES
Hospitals, Dispensaries and public health services form the back bone of the health services.  Unavailability of essential drugs and medical supplies leads to crisis.  As such, a well- organized, integrated paradigm shift is called for, in respect of procurement, distribution and servicing of life- saving medical drugs and other medical items; shared services should be developed.  Several hospitals can share medical equipment purchases.

SERVICE QUALITY
In one of the research findings, an analysis of service quality has been brought out.  It says that service quality is a function of “expectation performance – gap”.  It defines service quality as the degree and direction of discrepancy between the customers service perception and expectations.
Customers’ assessment of service quality will indicate the service quality gap between service expectations and perceptions: The organisational  gaps are (a) Market Information gap (b) Service Standards gap (c) Service performance gap and (d) Internal Communication gap.  In order to have a systematic and comprehensive approach towards customer service strategic management, an organization should set up and monitor a customer service Monitoring cell,  a customer conference, a regular and continuous informal interaction with customers and a good system of customer feedback.
CURRENT DEVELOPMENTS 
With the globalization of the world economy and the liberalization policies, the banking sector was first to recognize the need for offering better facilities to the customers.  The globalization of the world economy and the liberlisation of the Indian economy is no longer a buzzword but a fact.  All links in the banking sector need to be addressed adequately in the design of supply chain management to meet the end objective of providing efficient and effective services to their customers.
CORPORATE VISION
A company’s’ corporate vision about customer service should include:-
1. Written statement of service policy and their circulation to customers.
2. Adequate recognition to customer profitability in terms of return.
3. Clarity, transparency and uniformity in operational mechanism.
4. Commitment for long term association, and
5. Proper monitoring of service for continuous improvement.

CONCLUSION
Producers of services and ideas also face the problem of making their output available and accessible to target populations.  Schools develop “educational dissemination systems” and hospitals develop “health – delivery systems”.  These institutions must figure out agencies and locations to reach the target customers.  Hospitals must be located in central areas to serve the people with complete medical care.  Schools must be close to the children who want to learn.
A growing part of international trade is taking place in services.  The world market for services is growing at double the rate of world merchandise trade.  Large firms in Accounting, Advertising, Banking, Communications, Construction, Insurance, Law, Management Consulting, Education, Training and Retailing are pursuing global expansion.  At the same time, many countries have created entry barriers and regulations.  Ethics or ideals that are upheld and followed in the home country may sometimes have to be compromised in order to do business in other countries.  Therefore, marketing must also adopt sales promotion techniques to different markets, by trying to stimulate sales by modifying other marketing mix elements.  Two service businesses can also join together in a marketing alliance (example Unit Trust of India (UTI) and Axis Bank.  Marketers must also understand the service output levels desired by the target customers.
By way of service back-up, some add-on services (such as credit, delivery, installation, repairs) can be provided by the service provider or by the channel.  The greater the service back up, the greater the work provided by the service company.
Service – Firm – Sponsored Retailer Franchise: A service firm organizes the whole system for bringing its service efficiently to consumers.  Example: Auto–Rental    business, Fast – Food service Business and Motel Business: The marketing function in these areas, have grown and are growing tremendously. 

