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1. Define Services
“Services are activities, benefits or satisfaction which are offered for sale or provided in connection with sale of goods”. – The American Marketing Association.

2. What do you mean by services marketing?
A type of economic activity that is intangible, is not stored and does not result in ownership. A service is consumed at the point of sale. Services are one of the two key components of economics, the other being goods. Examples of services include the transfer of goods, such as the postal service delivering mail, and the use of expertise or experience, such as a person visiting a doctor.

3. What are pure services?
The division of consumables into services is a simplification: these are not discrete categories. Most business theorists see a continuum with pure service at one endpoint and pure commodity goods at the other. 

4. What is tangibility?
A tangible asset is an asset that has a physical form. Tangible assets include both fixed assets, such as machinery, buildings and land, and current assets, such as inventory. 

5. What is heterogeneity?
Fundamental characteristic of services which results in variation from one service to another, or variation in the same service from day-to-day or from customer-to-customer. Heterogeneity makes it hard for a firm to standardize the quality of its services. 

6. What is Perishability?
Perishability is used in marketing to describe the way in which service capacity cannot be stored for sale in the future. It is a key concept of services marketing. Other key characteristics of services include intangibility, inseparability and variability.

7. What is service design?
Service design is the activity of planning and organizing people, infrastructure, communication and material components of a service in order to improve its quality and the interaction between the service provider and its customers.

8. What is blueprinting?
A blueprint for something is a plan or set of proposals that shows it is expected to work.

9. What is Service map?
Service map show the process and structure of providing the service. Preparation of service maps is essential in large organisations in order to enable the employees to understand the service logic.
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10. Discuss the characteristics of services marketing.
It is essential for the service marketers to have the characteristics of services. These are given below:
· Intangibility
· Inseparability
· Heterogeneity
· Perishability
· Ownership
· Pricing of services.

11. Explain the components of Service.
A Product is a key element in maintaining a satisfied customer. The services may be divided into four components, namely
· The Physical product
· Service Product
· Service Environment
· Service delivery.

12. Explain briefly the procedure for service design with activities in each stage.
The management model for the service design consists of eight stages, namely
· Designing the attributes
· Specifying design performance standards
· Generating and evaluating design concepts
· Developing design details
· Implementing the design
· Measuring performance
· Assessing satisfaction
· Improving performance

13. Explain the applications of technology in increasing service productivity.
Technology can be applied to service activities in three ways. They are
· Hard technology 
Hard technologies substitute machinery, tools and other engineering devices for labour intensive performance of service work. Eg: automatic car parking, automatic vending machine etc.,
· Soft technology
Soft technology means substituting pre-planned systems for individual service operations. Eg: Pizza Hut, KFC etc.,
· Hybrid technology
Hybrid technologies combine hardware with carefully engineered systems to bring greater efficiency, order and speed to the service process.

14. Explain the role of technology in service process.
The role of technology and physical aids in service delivery system are summarized below:
· Easy accessibility of service
· New ways to deliver services
· Close link with customers
· Higher level of services
· Global reach of service
· Cost rationalization

15. Explain the classification scheme for services on the basis of the nature of the services.
Classification of services helps in understanding the nature of services very clearly. It provides an insight into effective application of marketing principles in services industry.
A. Classification of services by Adrain Payne
· Communication and information services
· Public utilities, government and defence.
· Health care
· Business, Professional and personal services
· Recreational and hospitality services.
· Education
· Other non-profit organization
B. Classification of services by Christopher Lovelock.
· Nature of service act
· Type of relationship that the service organization has with its customers
· Scope for customization and judgement in delivery system.
· Nature of demand and supply for the service
· Methods of service delivery.
C. Classification of services by Philip Kotler
· Pure tangible goods
· Hybrid 
· Pure service
· Equipment based services
· Clients presence
· Personal services vs. business services
· Objectives and ownership
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15. Discuss the guiding principles to be considered by a marketer while designing a service.
There are mainly five guiding principles to be followed while designing service as shown below:
· Improving service continually
The service must continually improve, because of the assumption that customer requirements are constantly changing. Todays goods may not be demanded tomorrow customers changing their needs.

· Concentrating Customer retention
The emphasis is given to customer retention rather than customer attraction. This is undertaken in addition to advertising, pricing and promotion. The main object of the organisation is to satisfy customers and therefore the customer satisfaction is usually customer retention.
· Customer satisfaction to increase the income
The company’s income or revenue will increase, when there is customer satisfaction through the mechanisms of customer retention. The service improvement doesn’t mean cost cutting. Service improvement, through revenue expansion and customer satisfaction.
· Service improvement efforts 
The organisation is to satisfy its customers, including its shareholders to get return targets set by the shareholders. The expenditure should be made with consideration of the rate of return, and service improvement efforts are no exception.
· Delighting the customers
Generally, in many mature markets the surviving competitors will all be relatively problem-free. Any competitive advantage from customer satisfaction will often have to be based on a higher order of customer satisfaction, which is commonly called “customer delight”, and arises from surprising and exceptional service.

16. Explain the key steps in preparing a service blue print.

Companies that outmaneuver their competitors by providing new or improved services to customers keep their service development process from being “ad hoc.” These customer-focused companies tend to move with specific intent through a set of planned stages of service innovation. Typically, these stages involve establishing clear objectives, idea generation, concept development, service design, prototyping, launch, and customer feedback.

This column continues our discussion of Service Blueprinting, a technique that supports several of these steps. As a visualization tool, Service Blueprinting will generate new service ideas and identify gaps in current service quality that are impacting customer loyalty.
[bookmark: enews]Blueprint Components

There are five components of a service blueprint. Our example shows a simple blueprint for a one-night stay in a hotel. They are:

Customer actions: This include all the steps a customer takes during the service delivery process. In a Service Blueprint, customer actions are usually depicted in sequence, from start to finish. Customer actions are central to the Service Blueprint, so they are described first.

The onstage visible actions taken by employees: Onstage visible actions by employees are the face-to-face contacts with the customer during the service delivery. These are separated from the customer by the line of interaction. Service delivery actions by frontline customer contact employees are shown here. Each time the line of interaction is crossed through an interaction between a customer and contact employee (or self service technology), a moment of truth occurs. During these moments of truth, customers judge your quality and make decisions regarding future purchases.

Backstage actions taken by employees that are not visible to the customer: The next part of the Service Blueprint is the “backstage” invisible actions of employees that impact customers. Actions here are separated from onstage service delivery by the line of visibility. Everything above the line of visibility is seen by the customer while everything below it is invisible. In our hotel example, these actions included taking the food order (accurately) and preparing a quality meal.

Company support processes used throughout the service delivery: The fourth critical component of a Service Blueprint is the “support processes” that customer contact employees rely on to effectively interact with the customer. These processes are all the activities contributed by employees within the company who typically don’t contact customers. These need to happen, however, to deliver the service. Clearly, service quality is often impacted by below-the-line of interaction activities.

Physical evidence of the service: Finally, for each customer moment of truth the physical evidence of the service delivery at each point of customer contact is recorded at the top of the blueprint.
Vertical lines are drawn on the blueprint to show how various activities and processes interact to deliver the service to the customer.

17. What are the characteristics of services? Explain in detail.

The following are the general characteristics of services marketing as following below:

· Intangibility

Services are essentially intangible. So it is impossible for customer to see, feel, taste, hear, smell services before they are bought. The feature of service makes their nature an abstract phenomenon. An insurance company promoters service benefits such as guaranteed payment of child’s education expenses or a retirement income.

· Inseparability

Services are produced and consumed simultaneously, when a person render a service than the provide is the part of the services. Personal services cannot be separated from the individual. Service providers such as dentist, musician, dancer and such other professional create and other services simultaneously. Inseparability bears certain market implication.

i. Simple distribution
ii. Multiple location
iii. Image of the service providers.

· Heterogeneity

The qualities of the output of service sold by one provider is not uniform, for example a mechanic cannot offer service of uniform quality while repairing a number of refrigerators.

· Perishability

Services cannot be stored unused electric power, vacant seats in a transport, empty rooms in lodges, idle mechanics etc., It represents business that is lost forever. A service is not used today is lost forever. It cannot store or carried forward. A balanced demand and supply strategy helps in maintaining smooth way of rendering services.

· Ownership

The very important feature of services is that ownership cannot be transferred. The service uses cannot buy and own the services. The provider sells the services and consumes it. But he cannot own the service provided him if goods are bought, the buyers acquire the title of the goods. But in the case of service, ownership his not transferred from seller to buyer.

· Absence of quantitative measurement

Since services are intangibles they do not permit quantitative measurement. In facts quality measurement is highly difficult.
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1. What is marketing mix?
The marketing mix refers to the combination of ideas, concepts and features which put together best appeal to the target market segments.

2. What is service marketing mix?
The marketing mix components in service marketing include: 1. Product 2.Price 3. Promotion 4.Place 5.People 6. Physical evidence and 7. Process

3. What is Product?
A product is an overall concept of objects or processes which provide some values to customers. Goods and services are sub-categories of product.

4. What do you mean by pricing?
Pricing is equivalent to the total service offering. Pricing includes the brand name, delivery and other benefits.

5. What is Promotion?
The promotion element of the service marketing mix communicates the positioning of the service to customers. Promotion adds tangibility and helps the customer evaluate the service offer.

6. Define Advertising.
“Advertising is any paid form of non-personal presentation and promotion of ideas, goods or services by an identified sponsor”

7. What do you mean by location of service?
The location of service delivery and the channels used to supply services to target customers are two key decision areas. Location and channel decisions involve decisions as to how and where the service delivery takes place.

8. Who are ‘people’ in service marketing?
All human actors who play a part in service delivery and thus influence the buyers perceptions, namely the firm’s personnel the customer and other customers in the service environment.

9. What is Physical Evidence in service marketing?
As services are intangibles, customers rely on tangible cues or physical evidences to evaluate the services before they are availed.With help of physical evidences, customers assess their satisfaction with the service during and after consumption.

10. What is process in service?
The process element of the service marketing is concerned with the way in which the service is delivered to the customer.
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11. Explain the characteristics of service marketing mix.
The marketing mix which is a tool used by markets to exhibit the following features.

· It represents the important internal elements of ingredients that make up an organisations marketing programme.
· It is different from traditional marketing mix in the context of services.
· The level of expenditure on a given ingredient in the marketing mix.
· The perceived level of elasticity in customer responsiveness.
· Allocation of responsibilities.
· It is a blending process.
· It is an extended from traditional marketing mix.

12. Explain the product in service sector.
A product is an overall concept of objects or processes which provide some values to customers. Goods and services are sub-categories of product.

The four levels of product are:
· The core or generic product
· The expected product
· The augmented product
· The potential product.

13. Explain the objectives of pricing.
· A firm follows survival price policy when there is an intense competition and changing consumption pattern in the target market.
· Profit maximisation of profitability over a given period.
· Market share means the portion of industry’s sale which a marketer wishes to retain.
· The high price charged impresses the quality of the services.

14. Describe the various element of Promotion mix.
The promotion mix includes six elements, namely
· Advertising
· Personal selling 
· Sales promotion 
· Public relations
· Word of mouth
· Direct mail

15. What is Physical evidence? What are the types of physical evidence?
As services are intangibles, customers rely on tangible cues or physical evidences to evaluate the services before they are availed. With help of physical evidences, customers assess their satisfaction with the service during and after consumption.

Types of physical evidence:

· PERIPHERAL EVIDENCE:
Peripheral evidence can be possessed by the consumer but it has no independent value as such.

· ESSENTIAL EVIDENCE:
Essential evidence cannot be possessed by the consumer. It form a dominant part of the services and have an independent value to the customers.

16. What are the different kinds of processes in service?
The processes involve the procedures, tasks, schedules, mechanisms, activities and routines by which a service is delivered to the customer. There are three kinds of delivery process:

· Line Operations
· Job shop operations
· Intermittent operations
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17. Explain the life cycle concept in the service industry.
The stages in the new services development are similar to new product development process for manufactured goods.
a) Idea genereation
b) Idea screening
c) Development and evaluation
d) Business analysis
e) Service development and testing
f) Market testing
g) Commercialisation
h) Post introduction evaluation

A product or service passes through certain distinct stages during its life and this is called the product life cycle.
a) Introduction
b) Growth
c) Maturity
d) Decline

18. Explain the various P’s of Services marketing?

The first four elements in the services marketing mix are the same as those in the traditional marketing mix. However, given the unique nature of services, the implications of these are slightly different in case of services.
Product
In case of services, the ‘product’ is intangible, heterogeneous and perishable. Moreover, its production and consumption are inseparable. Hence, there is scope for customizing the offering as per customer requirements and the actual customer encounter therefore assumes particular significance. However, too much customization would compromise the standard delivery of the service and adversely affect its quality. Hence particular care has to be taken in designing the service offering.
Pricing
Pricing of services is tougher than pricing of goods. While the latter can be priced easily by taking into account the raw material costs, in the case of services, attendant costs - such as labor and overhead costs - also need to be factored in. Thus, a restaurant not only has to charge for the cost of the food served but also has to calculate a price for the ambiance provided. The final price for the service is then arrived at by including a mark up for an adequate profit margin.
Promotion
Since a service offering can be easily replicated, promotion becomes crucial in differentiating a service offering in the mind of the consumer. Thus, service providers offering identical services such as airlines or banks and insurance companies invest heavily in advertising their services. This is crucial in attracting customers in a segment where the services providers have nearly identical offerings.
The final three elements of the services marketing mix - people, process and physical evidence - are unique to the marketing of services.
People
People are a defining factor in a service delivery process, since a service is inseparable from the person providing it. Thus, a restaurant is known as much for its food as for the service provided by its staff. The same is true of banks and department stores. Consequently, customer service training for staff has become a top priority for many organizations today.
Process
The process of service delivery is crucial since it ensures that the same standard of service is repeatedly delivered to the customers. Therefore, most companies have a service blueprint which provides the details of the service delivery process, often going down to even defining the service script and the greeting phrases to be used by the service staff.
Physical Evidence
Since services are intangible in nature most service providers strive to incorporate certain tangible elements into their offering to enhance customer experience. Thus, there are hair salons that have well designed waiting areas often with magazines and plush sofas for patrons to read and relax while they await their turn. Similarly, restaurants invest heavily in their interior design and decorations to offer a tangible and unique experience to their guests.

19. Describe the importance of Advertising.
Advertising is a paid form of non “Professional presentation of goods and services to a group of people by a recognized sponsor. It is important because it creates awareness of existence of a product and a sense of urgency to consumers by informing them on sales and offers. Advertising also helps businesses in keeping up with the competition in the market and acts as a form of sales promotion method.
A. Crucial for a launch
Advertising is very crucial for launching (introducing) a new product, service and/or idea in the market. If advertisement of any concerned product, service and/or idea is done properly at a right place, through proper media, and within a specific time constraint, can attract new-customers. This helps to capture the market and increase sales of an advertiser.
B. Source of revenue
Advertising is a prime source of revenue for publishers of mass-media like newspapers, TV channels, magazines, websites, etc.
C. Sales promotion
Advertising is done to promote goods, services, ideas and/or events.
D. Increases sales
Advertising sparks an interest in masses about advertised products and/or services of its advertiser. This interest creates demand in the market. The growing demand soon results in higher sales. Eventually, the advertiser fulfills his main goal of investing in an advertisement.
E. Maximizes profit
Advertising helps in increasing sales and control the cost borne by the advertiser. It helps to widen the gap between his sales and incurred cost. With maximizing sales and lowering cost, the profit of a advertiser grows.Thus, advertising aids in maximizing the profit of its advertiser.
F. Consumer awareness
Advertising creates awareness by informing consumers.
G. Educate society
Advertising has a remarkable ability to reach masses and educate the society. Therefore, many Governments and even Non-Governmental Organizations (NGO) often take help of advertisements to reach and educate people on important social issues.
H. Demands creativity
Advertising is impossible without creative thinking. In other words, creativity is the essence (main ingredient or soul) of advertising.
An advertisement (ad) must be:
· Creative,
· Original,
· Not a copied one,
· Artistic, 
· Attractive to large masses.
I. Builds brand's image
Advertising creates goodwill and helps in building a brand's image in the market.
20. Describe the various sales promotional tools.

The tools which are aimed at the final consumers include the following:
· Samples
· Rebates price incentives
· Gifts Coupons
· Free offers
· Contest
· Discount and commission
· Fairs and shows 
· Prizes
· Cash refunds
· Warranties
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1. Explain capacity planning.
Capacity planning involves converting demand forecast into overall capacity requirements. Such aggregate capacity requirements will serve as a framework for the allocation of overall capacity to individual services.
2. What is triage?
Triage means storing and it is a mechanism that directly manages demand. In services, triage mechanism can serve to segment demands of different kinds and route them to different service processes.

3. What is waiting line strategies? 
Production and consumption of service take place simultaneously. Presence of customers is indispensable at the time of performing service. Waiting customers are a fact of life for most service organisations.

4. Define internal marketing.
“The term internal marketing has been coined to characterise the set of activities a firm must undertake to woo and win over the hearts and minds of its employee to achieve service excellence” – RUST

5. What is external marketing?
It helps to build the customer’s understanding of the quality of service an organisation can deliver. The service provider should understand the needs of the customer.

PART – B 

6. What are the various types of capacity planning? 
Capacity planning may be of two types, namely

· LONG TERM CAPACITY PLANNING:
It relates to investments in building and equipment and to some extent in human resources. It is made by carefully considering external  factors such as economic, social technical factors as well as the behaviour of major competitors.

· SHORT TERM CAPACITY PLANNING:
· Attempt to adjust resources to meet demand
· Attempt to manage demand so that resources need not be adjusted.

7. What is yield management? What are its problems?
Yield management significantly improves revenues. It is an ideal solution to the problem of matching supply and demand. An organisation suffers from the following problems
· Loss of competitive focus
· Customer alienation
· Low morale among staff
· Incompatible incentive and reward system
· Lack of employee training
· Absence of centralised reservation

8. What are the various components of internal marketing programmes?
According to William R.George, an internal marketing programme includes the following components,
· Latest methods of training
· Continuous interaction with the management
· Internal communication
· Marketing research
· Other human resource management activities
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9. Discuss the strategies for managing demand and supply.
The strategies that the service firm should follow include the following:

UNDERSTANDING CAPACITY CONSTRAINTS
· Time
· Labour
· Equipment
· Facilities

UNDERSTANDING DEMAND PATTERN
· Charting demand pattern
· Predicting cycles
· Identifying random demand fluctuations
· Disaggregating demand pattern by market segment

CAPACITY PLANNING
· Long term capacity planning
· Short term capacity planning

MANAGING CAPACITY TO MATCH DEMAND
· Customer involvement 
· Stretch existing capacity
· Cross train employees
· Hire part time employees
· Request overtime work from employees 
· Rent or share facilities
· Sub contracting or outsourcing
· Schedule downtime during periods of low demand
· Modify or move facilities and equipment

MANAGING DEMAND TO MATCH CAPACITY
· Vary the service offering 
· Communicate with customers
· Modify timing and location of service delivery
· Differentiate on price

WAITING LINE STRATEGIES
· Waiting lines 
· Reservation
· Differentiation for waiting customers
· Triage 
· Delaying service delivery
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1. Define Communication.
According to Newstrom and Davis have defined as, “Communication is the transfer of information from one person to another person. It is a way of reaching the other by transmitting ideas, facts, thoughts, feelings and values”.

2. What do you mean by communication process?
The term process refers to identifiable flow of information through interrelated stages of analysis directed towards the achievement of an objective. Transactional process model is based on the social approach to organizational behavior.

3. What are barriers in communication?
The problems of communication arise because there are various obstacles which may entirely prevent a communication, filter part of it or convey a different meaning. These obstacles are known as communication barriers.

4. Define CRM.
According to Morgan and Hunt “The goal of relationship marketing is to establish, maintain and enhance relationship with customers and other parties at a profit as such the objectives of the parties involved are met”.

5. What is customer loyalty?
The term customer loyalty is used to describe the behavior of repeat customers, as well as those that offer good ratings, reviews, or testimonials. Some customers do a particular company a great service by offering favorable word of mouth publicity regarding a product, telling friends and family, thus adding them to the number of loyal customers.

6. What is customer relationship in competitive environment?
The competitive environment, also known as the market structure, is the dynamic system in which your business competes. The state of the system as a whole limits the flexibility of your business. World economic conditions, for example, might increase the prices of raw materials, forcing companies that supply your industry to charge more, raising your overhead costs. At the other end of the scale, local events, such as regional labor shortages or natural disasters, also affect the competitive environment.



7. What are the three cornerstones of CRM?
The essence of CRM thinking originates from three concepts in marketing management:
· Customer orientation
· Relationship marketing
· Database marketing

8.  What is customer market?
Customer market represent all the people or the organisation that buy goods or services. They can be either consumers or intermediaries. In more markets today, ‘customer service’ proves to be the major factor differentiating the company from its competitors.

9. What do you mean by cross-sell/up-sell?
The cross-sell/up-sell is also known as increasing the wallet share or the amount the customer spends. The purpose is to identify complementary offerings that a customer would like. Up-selling is similar but, instead of offering a complementary product, the organisation offers an enhanced one. In financial terms, when a customer accepts a cross-sell or up-sell offer, that organisation begins to reap more profits.

10. What are the four dimensions of relationship marketing?
· Stakeholder orientation
· Decision orientation
· Time-horizon orientation
· Value orientation

11. What is Win Back?
This is the process of convincing a customer to stay with the organization while they are discontinuing service or convincing them to rejoin once they have left. Win back is the most time-sensitive. Research indicates that a win-back campaign is four times more likely to succeed, if contact is made within the first week following a defection than if it is made in the fourth week.
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1. Explain the concept of customer relationship management. 

CRM (Customer Relationship Management): Managing customer relations. Terminology confusion often occurs between "the CRM concept" and "CRM systems on a computer".

The CRM concept: Is a set of internal standards and business protocols related to customer service (the type of service you want or would want to provide for buyers). Quite often, to increase corporate profitability, we segment customers into several categories (for example, with the aid of ABC analysis) and develop various methods to serve buyers depending on which group the customer belongs to.

The CRM system: Is software that helps to implement, measure and control internal standards and work methods related to serving customers. When implementing the CRM concept and/or a CRM system, it's very important to understand how and why you'll refine your customer service protocols, and how the CRM system will help managers and directors save time spent on managing and measuring consumer service parameters.

It's astonishing, but still today many companies neglect to call back and invoice customers promptly! Management and accounting of even the simplest operations increases the efficiency of the sales department's work considerably, and nearly without expense.
The most common causes of inefficiency in the sales department:
	The problem
	Possible causes
	Solutions
	Role of the CRM system

	Losing incoming calls
	Managers are not requesting contact information
	Taking notes about incoming calls, comparing them with the managers' report
	Managing newly created contacts and comparing them with company records

	Managers forget to call clients
	Laziness, excessive quantity of work, an awkward procedure to organize work
	Controlling the workload scheduling of managers' contacts
	Reducing managers' time spent on planning and directors' on administration of unfinished business

	Good managers stop selling
	It's impossible to manage more than 100 to 150 contacts concurrently
	Properly managing a surge of new con tacts (removing old ones, adding new ones)
	Reducing directors' time spent on evaluation/removal of "useless" contacts

	Low effectiveness of telemarketing
	Low quality database, unqualified salespersons, a bad product
	Administering a contact database, requesting reports on the reason(s) behind each refusal, clarifying the terms of sale in the contract
	Reducing managers' time spent on producing reports and facilitating directors' error analysis




2. Explain the benefits of CRM.
CRM is the process of acquiring, retaining and growing profitable customers. CRM helps business use technology and human resources to gain insight into the behaviour of customers and the value of those customers that create loyalty. CRM has several advantages.
1. Provides better customer service 
2. Increase customer Revenue 
3. Discover new customers 
4. Prevents over spending on low value clients or under spending on high value ones 
5. Cross Sell/ Up sell products more effectively 
6. Help sales staff to close deal faster 
7. Make call centre more efficient 
8. Simplify marketing and sales processes 
9. Reduce Advertising costs 
10. Allows organization to compete for customer based service, not prices. 

3. Discuss the importance of CRM.
1. A CRM system consists of a historical view and analysis of all the acquired or to be acquired customers. This helps in reduced searching and correlating customers and to foresee customer needs effectively and increase business.
2. CRM contains each and every bit of details of a customer, hence it is very easy for track a customer accordingly and can be used to determine which customer can be profitable and which not.
3. In CRM system, customers are grouped according to different aspects according to the type of business they do or according to physical location and are allocated to different customer managers often called as account managers. This helps in focusing and concentrating on each and every customer separately.
4. A CRM system is not only used to deal with the existing customers but is also useful in acquiring new customers. The process first starts with identifying a customer and maintaining all the corresponding details into the CRM system which is also called an ‘Opportunity of Business’. The Sales and Field representatives then try getting business out of these customers by sophistically following up with them and converting them into a winning deal. All this is very easily and efficiently done by an integrated CRM system.
5. The strongest aspect of Customer Relationship Management is that it is very cost-effective. The advantage of decently implemented CRM system is that there is very less need of paper and manual work which requires lesser staff to manage and lesser resources to deal with. The technologies used in implementing a CRM system are also very cheap and smooth as compared to the traditional way of business.
6. All the details in CRM system is kept centralized which is available anytime on fingertips. This reduces the process time and increases productivity.
7. Efficiently dealing with all the customers and providing them what they actually need increases the customer satisfaction. This increases the chance of getting more business which ultimately enhances turnover and profit.
8. If the customer is satisfied they will always be loyal to you and will remain in business forever resulting in increasing customer base and ultimately enhancing net growth of business.

4. What are the advantages of CRM?

CRM is the process of acquiring, retaining and growing profitable customers. It requires a clear focus on the service attributes that represent value to the customer that create loyalty. Customer relationship management has several advantages:

a) Reduces advertising costs.
b) Makes it easier to target specific customers by focusing on their needs
c) Makes it easier to track the effectiveness of a given campaign
d) Allows organisation to compete for customer based service, not prices.
e) Prevents overspending on low-value clients or under-spending on high value ones.
f) Speeds up the time to develop and market a product.
g) Improves the use of the customer channel, thus making the most of each contact with a customer.

5. Explain the different stages of relationship with customers.
Customer Relationship Management is seen as a means of identifying, establishing, maintaining, enhancing and where necessary terminating relationships. The definition anticipates that once the company starts thinking about individual customers, it should recognize that different customers are at different stages of relational development. Importantly, it also implies that each customer types should be handled in a different way. This may include different targeted messages and different ‘value options’ from the exchange. The key stages of CRM are explained through the tabular form:


	Sl.No
	Stage
	State
	Culture

	1.
	Satisfaction Based
	Reactive
	Meet customer needs
Responds to Complaints
Minimal evaluation of customer service levels.

	2.
	Performance based
	Proactive
	Evaluate customer Perception
Identify customer retention factors

	3.
	Commitment based
	Very Proactive
	Evaluate multiple customer needs
Continuous inbound or outbound flow and feedback
Continuous improvement



CRM are mainly of two different types. Reactive service is where the customer has a problem and contacts the company. Proactive service is where the manager decides not to wait for the customer to contact the firm, but contacts the customer himself in order to establish a dialogue and solve problems. 

Dwyer suggests a five-stage model where each phase represents the following:

1. Awareness: Awareness is where one party recognizes that the other party is a ‘feasible exchange partner’.

2. Exploration: Exploration refers to the ‘research and trial stage’ in the exchange. This stage includes sub phases such as attraction, communication and bargaining, development and exercise of power and expectation development.

3. Expansion: Expansion refers to the period where there is a continual increase in benefits obtained by exchange partners and they become increasingly interdependent.

4. Commitment: Commitment relates to the implicit or explicit pledge of relational continuity between the parties.

5. Dissolution: Dissolution refers to possibility of withdrawal in any relationship

In defining the scope of E-CRM, three different levels can be distinguished:

1. Foundation services: They include the minimum necessary services such as website effectiveness and responsiveness as well as order fulfillment.
2. Customer –centered services: These include order tracking, product configuration and customization as well as security / trust.
3. Value –added services: These are additional services such as online auctions and online training and education.

Self services are becoming increasingly important in CRM activities. The rise of Internet and e-crm has boosted the options for self service activities. A critical success factor is the integration of such activities into traditional channels. An example was Ford’s plan to sell cars directly to customers via its website,which provoked an outcry among its dealer network.
6. Discuss the six market model.
The six market model is explained below:
a) Internal market
The employees within the organisation who by their actions and beliefs determine the style and ethos of the business. It is believed that developing values in support of customer oriented corporate culture is a critical requirement for sustained success in the market place.
b) Referral market
Referral market can be in the form of professional advice such as doctors, lawyers, bank managers and accountants and also from existing satisfied customers. Building relationship from these sources through word of mouth recommendation is an integral part of marketing strategy.

c) Influence market
It is made up of organizations and individuals which have the ability, positively or negatively to influence the marketing environment within which the company competes. Hence, public relation exercises become an integral part of the relationship marketing process. Successful companies tend to have good relationship with critical sources of influences relevant to their markets.

d) Employee markets
A focal point for relationship marketing because of the critical need to recruit and retain employees who will further the aims of the company in the marketplace. The aim should be to change the organization that is attractive to people who share the values of the company.

e) Supplier markets
It refers to the network of organizations that provide the materials, products and services to the organization. It is only recently that many companies have come to recognize the importance of building close and mutually beneficial relationships with suppliers. Such companies have reaped significant benefits such as improved quality, faster reach-to-market, more innovative products and lower levels of inventory.

f) Customer markets
Customer market represent all the people or the organisation that buy goods or services. They can be either consumers or intermediaries. In more markets today, ‘customer service’ proves to be the major factor differentiating the company from its competitors.

PART – C

7. What is the difference between transactional marketing and relationship marketing?

Essentially, transactional marketing focuses on getting the customer to buy a certain product and walk away, whilst relationship marketing sees the sale as the first step in the building of a relationship. 


Transactional marketing, in the perspective of luring the customer for a one off purchase, focuses strongly on price and short term benefits and product performance, with limited service. Relationship marketing is all about generating repeated sales and customer interactions, thus focusing on bringing value to the customer, and assuring long term performance and service – all aspects of quality becomes major concerns.
 
Relationship marketing brings customer centricity to the spotlight. This vision has implicit the fact that a customer does not buy a product, but instead buys a solution for a specific problem or need. By satisfying this need, a company has access to many other opportunities that the customer will have at some point. Thus, if the company can build a relationship with the customer - find out who he is, what these needs will be - , it will be able to gain a lot more than just a single sell.

8. How is customer relation useful in competitive environment? 

The competitive environment, also known as the market structure, is the dynamic system in which your business competes. The state of the system as a whole limits the flexibility of your business. World economic conditions, for example, might increase the prices of raw materials, forcing companies that supply your industry to charge more, raising your overhead costs. At the other end of the scale, local events, such as regional labor shortages or natural disasters, also affect the competitive environment.

Direct Competitors
Direct competitors provide products or services similar to yours. For example, a small computer repair business competes with other local computer repair businesses, as well as large retail stores that offer computer repair services. Small retail shops compete with warehouse clubs and big-box retail stores that use their huge buying power to lower overhead costs, enabling them to offer steep discounts that small stores can’t afford.
Indirect Competitors
In addition to direct competitors, some businesses also face competition from providers of dissimilar products or services. For example, a fine dining restaurant competes with other local restaurants, but it also competes with nearby supermarkets that offer ready-to-eat meals. And a pottery studio that relies heavily on children’s birthday parties must compete with other family-friendly establishments that offer children’s activities, such as roller rinks, theme restaurants and children’s museums.
Differentiation
Differentiating your product or service in a competitive environment entails developing an element of your business that competitors can’t imitate. For example, if an Italian restaurant's pizza tastes the same as those of its competitors, customers have no reason to go out of their way to frequent the restaurant. But if the pizza is different -- perhaps larger, better tasting or stylistically distinct -- customers wanting that type of pizza must visit the only restaurant that provides it.
Technology
Technological innovation also affects the competitive environment, hindering those who don’t adapt. For example, the Internet has enabled restaurants to offer online take-out ordering through their websites, which some consumers find more convenient than phone ordering. Restaurants that don’t adjust to this new competitive environment might be at a disadvantage.
9. What are the different kinds of approaches in CRM? Explain in detail.
Customer Relationship Management (CRM) is a term for the software and other methods with which a business manages its customer relationships in an efficient manner. For instance, a company may record information about its customers in so that all the different departments in the company may access this database, to match customer needs with new product offerings and other such services.
CRM has gained a lot of importance for running a successful business in the last few years. It has undoubtedly generated value for many companies. Due to unstable economic conditions and changing needs of the customers, businesses must constantly seek to develop and implement new CRM initiatives to keep their customers happy and run a successful business.
Different approaches to CRM
Operational CRM
Operational CRM renders automated support for businesses that have a direct interaction with their customers, for e.g. sales, customer service, marketing, etc. Every interaction with a customer and their personal preferences are recorded for use by the different departments of an organization to retrieve customer information.
Operational CRM can be broken down into three components
Sales Force Automation (SFA)
SFA, as the name suggests, is responsible for automating a company’s sales-force related tasks. Some activities that SFA could automate are
· Tracking customer preferences 
· Maintaining a lead tracker 
· Demographics Contact Management 
· Performance Management 
· Tracking customer transactions
Many organizations set up call centres to maintain customer information. These call centres help customers with their queries about a product, purchases, etc.Several software companies offer CRM applications that allow an organization in the efficient tracking and maintenance of customer accounts.
Customer Service and Support (CSS)
Customer Service and Support automates processes that are related to service. This could include service requests, customer complaints, item returns, etc.
Enterprise Marketing Automation (EMA)
Enterprise Marketing Automation applications automate marketing tasks used for contact and lead generation. Enterprise Marketing Automation helps a company with information about the business environment, such as vital information about competitors and the different trends in the market. Relevant customer advertisement forms the basis of an effective EMA application.
Analytical CRM
For an effective and successful CRM strategy, it is necessary to thoroughly analyse and understand customer behaviour. Analytical CRM is about analyzing customer information in an attempt to build a stronger relationship with customers. The data obtained from analysis can be used to retain customers before they switch to a competitor. The more the information available to the software for these analyses, the more accurate its recommendations will be. Analytical CRM classifies customers according to their purchasing habits. This information can be used to cross-sell products to customers.
A good Analytical CRM tool can analyze sales patterns, profits, etc which can be very useful in controlling and curbing fraudulent activities. A company must periodically review its strategies or functions based on the information obtained using this tool.
Collaborative CRM
Collaborative CRM is an approach where the various departments of an organization share customer information among themselves. This can be especially followed in the sales, service and marketing departments. This kind of information can be very helpful for these departments. For example, the information obtained through customer feedback in the customer service, technical support, etc can be used by the marketing and sales departments for better perspective of customer needs. The CRM information can be also used for development of new products.
Collaborative CRM also facilitates a better communication between an organization and its customers across different communication channels. Communication systems such as email, mobile, etc are used for communication between the customer and the various departments. Online services are also provided to the customer in an attempt to cut service costs.
A good collaborative CRM
· Increases efficiency
· Improves Customer satisfaction
· Improves Customer service
· Improves customer relationships
10. Explain the different types of customer relationship programmes.
There are four types of Customer Relationship Programmes that enables the company to Win back customers who have defected or planning to create loyalty among existing customers. They are 

1. Win Back or Save:
This is the process of convincing a customer to stay with the organization while they are discontinuing service or convincing them to rejoin once they have left. Of the four categories of campaigns, win back campaigns is four times more likely to succeed, if contact is made within the first week following a defection that if it is made in the fourth week.

Selectivity is another aspect of a successful win back campaign. Leading organizations often filter prospects for contacting to exclude customers who have frequently switched , who have bad credit ratings or whose usage is low. 

To preserve the revenue stream and prevent the customer from becoming a “traditional” win back candidate, a few organizations are now including partial disconnects and reduced usage customers in their win-back campaign.

2. Prospecting:
Prospecting is the effort to win new, first time customers. Apart from the offer itself, the three most critical elements of prospecting campaign are segmenting, selectivity and sources. It is essential to develop an effective-need based segmentation model that allows the organization to effectively target the offer. Without this focused approach, the organization fails to achieve an adequate acceptance on the offer or spends too much on promotions, advertising and concessionary pricing.

Selectivity is important to prospecting as it is to win back. Need-based segmentation defines what the customer wants from the organization and profit-based segmentation defines how valuable the customer is and helps the organization decide how much it is willing to spend to get the customer. Pre-scoring a consumer credit rating is one of the techniques that organization can use to determine the latter.

3. Loyalty:
Loyalty is the third category in which it is most difficult to gain accurate measures. The organizations trying to prevent customers from leaving, uses three essential elements: Value based and Need based segmentation and predictive churn models. Value-based segmentation allows the organization to determine how much it is willing to invest.

Once the customer is determined to belong to the value based segmentation screening, the organization can use need-base segmentation to offer customized loyalty program. Affinity programs such as airline miles and hotel points are some of the most popular methods. However, the organization focus more on needs of individual customers, they find that they are able to achieve the same loyalty with less investment.

4. Cross Sell / Up-sell :
The Cross –sell/ Up sell is also known as increasing the wallet share or the amount the customer spends. The purpose is to identify complementary offerings that a customer would like. For instance, a basic long-distance customer could be a candidate to buy internet access. Up selling is similar but, instead of offering a complementary product, the organization offers an enhanced one. For example, If the customer has used his credit card a few times in apparel shop. CRM tool will enable the credit card company to send his customized mailers on apparel offers including special incentive schemes.

Cross- Sell and Up-sell campaigns are important because the customers targeted already have relationship with the organization. In financial terms, when a customer accepts a cross –sell or up-sell offer, that organization begins to reap more profits.






UNIT – 5

PART – A

1. What is meant by marketing of financial services?

The financial services such as banking and insurance are an inevitable part of an economy. This is the area which really needs to be strengthened. Financial Services require a focus on improving efficiency and performance through operation and costs.

2. What is consumer banking in services marketing?

Retail banking is when a bank executes transactions directly with consumers, rather than corporations or other banks. Services offered include savings and transactional accounts, mortgages, personal loans, debit cards, and credit cards. The term is generally used to distinguish these banking services from investment banking, commercial banking or wholesale banking. It may also be used to refer to a division of a bank dealing with retail customers and can also be termed as Personal Banking services.

3. What are the characteristics of health services?

Health services are highly intangible and which cannot be tested or examined before consumption. Consumers and the patients may not have the requisite knowledge to verify and evaluate the quality of the services provided by a doctor. Due to poor educational background and low awareness of health care issues, a majority of the consumers are not knowledgeable to evaluate service quality.
4. What are the unique features of tourism services?

· Tourism marketing is a process of creating a product or service.
· It comprises fact-finding and marketing research.
· Tourist marketing aims at transforming potential tourists into the actual tourists.
· It is confined to generating demand and increasing of market share.
· Tourist marketing is a managerial process involving a sequence of activities aiming at customer satisfaction.

5. What do you mean by consulting marketing?

Consultancy Services are provides by an independent and qualified person in identifying and investigating the problems concerned with policy, organization, procedures and methods and also for recommending appropriate action and helping to implement them. Professional services such as accountants, medicine, law advertising etc.,
 
6. What is word-of-mouth in marketing?

Consumers are more emotionally bonded to a company when they feel they are listened to by the company. That is why many companies will have sale representatives discuss their products and services with consumers personally or through a feedback phone line. This kind of interaction, as well as promotional events can stimulate conversations about a company's product.

7. What is hospitality in marketing?

The hospitality industry is a broad category of fields within the service industry that includes lodging, restaurants, event planning, theme parks, transportation, cruise line, and additional fields within the tourism industry. The hospitality industry is a several billion dollar industry that mostly depends on the availability of leisure time and disposable income. A hospitality unit such as a restaurant, hotel, or even an amusement park consists of multiple groups such as facility maintenance, direct operations (servers, housekeepers, porters, kitchen workers, bartenders, etc.), management, marketing, and human resources.

PART – B

8.  What are the reasons for the growth of service organization?
 
The reasons for the growth of the services sector may be analysed under the following :

a. Demographic Changes

It is related to population. There is a general increase in the population and increased life expectancy etc., now in India. Migration of people from rural areas to urban areas has led to the development of new towns or regions. This has increased the need for providing infrastructure and support services.

b. Economic Changes

It plays a crucial role in the development of the service sector. With the advent of globalization of business, the world market has grown faster. Advertising agencies, hotel chains, fast food restaurants, car rentals, accounting figures etc., operate on several continents.

c. Social changes

The increased role of women in the work force has led to the growth of several services. Working women supplement the income level of the family. With the increased income, the demand for child care services, travel, beauty parlours etc., These social changed have significantly increase aspiration levels consequently students are making new demands on learning institutions.

d. Political and legal Changes

It is the important cases of growth of services sector. Deregularisation has exposed many services industries to intense competition. Regional interest is the global trade of goods and services are well protected by trading blocs such as NAFTA, SAARC, ASEAN etc.,

e. Technological Changes

Adoption of new technologies has improved the quality of service offered by several organisations. The integration of computers and telecommunications has revolutionised the communication sector.


9. Explain the various P’s of Services marketing?

The first four elements in the services marketing mix are the same as those in the traditional marketing mix. However, given the unique nature of services, the implications of these are slightly different in case of services.
Product
In case of services, the ‘product’ is intangible, heterogeneous and perishable. Moreover, its production and consumption are inseparable. Hence, there is scope for customizing the offering as per customer requirements and the actual customer encounter therefore assumes particular significance. However, too much customization would compromise the standard delivery of the service and adversely affect its quality. Hence particular care has to be taken in designing the service offering.
Pricing
Pricing of services is tougher than pricing of goods. While the latter can be priced easily by taking into account the raw material costs, in the case of services, attendant costs - such as labor and overhead costs - also need to be factored in. Thus, a restaurant not only has to charge for the cost of the food served but also has to calculate a price for the ambiance provided. The final price for the service is then arrived at by including a mark up for an adequate profit margin.
Promotion
Since a service offering can be easily replicated, promotion becomes crucial in differentiating a service offering in the mind of the consumer. Thus, service providers offering identical services such as airlines or banks and insurance companies invest heavily in advertising their services. This is crucial in attracting customers in a segment where the services providers have nearly identical offerings.
The final three elements of the services marketing mix - people, process and physical evidence - are unique to the marketing of services.
People
People are a defining factor in a service delivery process, since a service is inseparable from the person providing it. Thus, a restaurant is known as much for its food as for the service provided by its staff. The same is true of banks and department stores. Consequently, customer service training for staff has become a top priority for many organizations today.
Process
The process of service delivery is crucial since it ensures that the same standard of service is repeatedly delivered to the customers. Therefore, most companies have a service blueprint which provides the details of the service delivery process, often going down to even defining the service script and the greeting phrases to be used by the service staff.
Physical Evidence
Since services are intangible in nature most service providers strive to incorporate certain tangible elements into their offering to enhance customer experience. Thus, there are hair salons that have well designed waiting areas often with magazines and plush sofas for patrons to read and relax while they await their turn. Similarly, restaurants invest heavily in their interior design and decorations to offer a tangible and unique experience to their guests.
10. Explain the essentials of a travels guide?
Travel guides play a vital role. They explain the historical importance and cultural background of various tourist sites and places of worship of the tourist centers to the tourists organizations assign due weightage to the management to travel guides polite counters and informative tourist guides are considered essential for the success of tourism.
· Patience is the important aspect of tourist guide.
· Sense of humour is another consideration for a successful travel guide.
· Tact is essential for transforming the occasion tourist in to habitual tourists.
· Tourist guide should have an in-depth knowledge of destination and is connecting services.
· Tourist guide should have communicative ability.
· Leadership is an essential consideration for an ideal travel guide.
11. Explain the factors that lead to the growth of Indian health care industry.
According to recent studies conducted, the customer's (patient) aspirations are fast changing. Customers are growing more aware of their health needs, demand quick response, less waiting times, and above all - demand nearness of the healthcare unit to them.
Customers though now demand better quality care; they however now do not want to travel much as in earlier days. The billing and pricing though important, is not a very high priority now as insurance reach is getting stronger (to the tune of 40 per cent among patients visiting a urban hospital).
India presently has a bed deficit of approximately 30 lakh beds as per the WHO recommendation of four beds per 1000 population. Considering even a 250 bedded hospital on an average, the country would need 12000 hospitals in the near future. As almost 80 per cent of this would be fulfilled by the private players, a huge rise in IPO's and premium commanding players in the arena would flutter bringing in interesting times for the healthcare industry.
There are various other trends observed which will be followed as
I. CHALLENGES
· High capital costs
· Medical equipment
· Human resources
· Conventional models of business
II. OPPORTUNITIES
· Population
· Insurance
· Comparative low costs and Medical Tourism
· Budgetary incentives
12. What are professional services? Explain.
Professional services include a range of different occupations which provide support to businesses of all sizes and in all sectors. People working in professional services provide specialist advice to their clients. This includes things like providing tax advice, supporting a company with accounting or providing business advice. The kinds of services provided mean that the professional services sector helps to improve productivity and growth across the economy.
Jobs in the professional services
Professional services support businesses of all sizes and in a wide range of industries. People working in professional services help their clients to manage and improve their business. Accountants, management consultants and lawyers all provide professional services to their clients. The Professional Services Higher Apprenticeship currently covers jobs in audit, tax and management consultancy.
The finance team of another type of company, that’s a professional services job. If you work in an audit, tax or management consultancy team, your job will be to help provide companies with the financial and business advice they need.
A job in audit could mean that you will be helping companies with their accounts or analysing financial results for them. If you chose a job in tax, it could mean you will be advising businesses on how to be tax efficient or completing their tax returns. Working in management consultancy, could mean that you will be working with companies to help them reduce costs or reorganise them to be more effective or innovative.
Finance and business advice drives all companies, be it a large private sector company or a public sector organisation, and professional services training will give you the skills you need to work anywhere in a business.
13. Describe the importance of Advertising.
Advertising is a paid form of non “Professional presentation of goods and services to a group of people by a recognized sponsor. It is important because it creates awareness of existence of a product and a sense of urgency to consumers by informing them on sales and offers. Advertising also helps businesses in keeping up with the competition in the market and acts as a form of sales promotion method.
J. Crucial for a launch
Advertising is very crucial for launching (introducing) a new product, service and/or idea in the market. If advertisement of any concerned product, service and/or idea is done properly at a right place, through proper media, and within a specific time constraint, can attract new-customers. This helps to capture the market and increase sales of an advertiser.
K. Source of revenue
Advertising is a prime source of revenue for publishers of mass-media like newspapers, TV channels, magazines, websites, etc.
L. Sales promotion
Advertising is done to promote goods, services, ideas and/or events.
M. Increases sales
Advertising sparks an interest in masses about advertised products and/or services of its advertiser. This interest creates demand in the market. The growing demand soon results in higher sales. Eventually, the advertiser fulfills his main goal of investing in an advertisement.
N. Maximizes profit
Advertising helps in increasing sales and control the cost borne by the advertiser. It helps to widen the gap between his sales and incurred cost. With maximizing sales and lowering cost, the profit of a advertiser grows.Thus, advertising aids in maximizing the profit of its advertiser.
O. Consumer awareness
Advertising creates awareness by informing consumers.
P. Educate society
Advertising has a remarkable ability to reach masses and educate the society. Therefore, many Governments and even Non-Governmental Organizations (NGO) often take help of advertisements to reach and educate people on important social issues.
Q. Demands creativity
Advertising is impossible without creative thinking. In other words, creativity is the essence (main ingredient or soul) of advertising.
An advertisement (ad) must be:
· Creative,
· Original,
· Not a copied one,
· Artistic, 
· Attractive to large masses.
R. Builds brand's image
Advertising creates goodwill and helps in building a brand's image in the market.
14. What are health services? Discuss the merits of marketing of health services.
The marketing principles for medicare services also focus on distributing the services to the users in a decent way and essentially on time. The marketing medicare is a managerial device to satisfy the users so that they can successfully help in promoting the business and the hospitals. The following points justify marketing medicare services.

· It Provides satisfactory services to the users
The hospital has to satisfy the users by making available to them the quality services. In the medicare services in addition to the medical aid, the doctors and nurses must be soft, sympathetic, decent to the patients, the time-lag for curing a patient should be minimised.
· Time honoured service mix
It provides timely services. The hospitals use sophisticated equipment and technologies in the whole process of treatment.
· It provides for mass awareness
The unawareness of the disease borne by water, sanitation, food, family planning methods and environmental conditions are causes of ailment. The marketing mix promotes the healthcare services.
· It identifies thrust areas
For successful medical services, the thrust areas have to be identified. It includes the viral diseases, communicable diseases, child care, women care and are the sensitive areas to be assigned due weightage.
· It provides for cost-effective services
The time honoured services will reduce the cost and the duration of treatment. 
· It provides a reasonable fee structure
In medical services, a reasonable fee structure provides an opportunity even to the poorest of the poor to avail the services. A rational fee structure can set on the basis of income.





PART – C

15. Explain the users of telecommunication services in marketing mix.

Telecommunication services are an essential component of economic infrastructure.  The telecommunication organisations will generate high level of profit. It focuses our attention on marketing the services professionally which are made nationally and internationally competitive.

According to S.M.Jha, the marketing professionals have to develop a marketing mix so that the services reach to the different segments of users. There are different sub mixes namely:

· The Product mix covering the designing of a quality service profile
· The Promotion mix having more creativity and sensitivity
· The tariff policy designs a sound tariff structure
· The place mix will bridge the gap between services-promised and services-offered and the people mix balances performance-orientation and employee-orientation.

· The Product Mix – Quality standards

The telecommunications product include a number of services, such as the telephonic services, telegraphic services, e-mailing services, fax services, inter-net services. Due to latest communication technologies, the products of services of telecommunication have increased. 

· The Promotion Mix of Telephone services

The marketing mix of telecom services must have creative promotional measures helping the telecom organisations to persuade the users. The Promotional mix consists of advertising, publicity, sales promotion, personal selling, word-of-mouth promotion and telemarketing. Due to hectic competition the Department of Telecommunication has to promote a number of services where the telecom department has yet not been successful in capitalising on the opportunities optimally.

· The Place Mix

The place mix, ensures two important issues, first the promised services reach to the ultimate users and second the location points for the telecommunication services doesn’t create any problems to the users.

While processing services, the marketing professionals must ensure that whatever the services have been promised under delivered to the ultimate user. Besides, the supporting technologies engaged in the processing of services are working satisfactorily.

· The People Mix 

The organisation has to manage the human resources in an affecting ways. Sometimes, the traditional technologies may deliver goods to the users if the employees are duty bound. They must be efficient, honest, decent, committed, value based and very much instrumental in projecting a positive image of the organisation. 

16. What is Financial Services? Briefly describe the marketing environment of financial services.

The role of financial services in stimulating and sustaining economic growth is well-known. A distinct feature of the Indian financial system is the dominance of public sector institutions in practically all areas like banking, term lending and insurance. One of the most important segments of the financial system is commercial banking.

The environmental scanning and monitoring is of critical importance. The financial services industry has a lot of products and services to suit the changing industry structure. Environmental scanning involves assessing influences on the organisation’s business activity under the following:

a) Political / Legal

The political and legal developments create radical changes which have been brought about by these influences. 

· Government policy
· Savings and investment through tax benefits
· Regulatory mechanism and protection to prevent the collapse of financial institutions and protect investor’s money.

b) Economic Environment

The economic factors will also affect the financial services sector. The individuals income and wealth determines the level of consumer activity. Similarly, the consumer confidence in the economy and in job security also has a major impact. The main economic factors are as follows:

· Individuals disposable income.
· Individuals employment levels
· The inflationary trends
· Income tax levels and taxation structures
· Savings and investment levels
· Stock market trends
· Consumer behaviour
· Availability of consumer finance

c) Socio – Cultural environment

The growth of inherited wealth through property ownership and changing attitudes towards consumer credit and debt. The following factors will affect the financial services.
· The flexible employment patterns
· Women development
· The population explosion
· Attitude change of household
· Marriage/divorce/birth rates
· Consumption trends

d) Technological Environment

Technology has also brought about greater efficiency through computerised records and transaction systems and also in business development, through the setting up of detailed customer databases for effective segmentation and targeting. There are three main technological developments.

· Development in process
· Storage and handling of information
· The computerised database systems.
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