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Selling services is becoming Increasingly
compotitive with enhanced consumer expecta-
tions as well as avsilability of choices. Maost
of the services are moving from ‘seller’s market’
to ‘buyer’s market’. Banking, professional
educatien, health care, and airlines are. a fow
examples. Service organisations are chilnqing
their approach from ’‘production orientation’ to
‘matketing orientation’. Professional services
such as health care, legal advice, consultancy,
advertising and market research are becoming
as customer oriented as possidle. For service
tirms, enhancing perceived image of the orga-
nisatien is necassary for a clear positiening of
their service. Interestingly, the firms selling
tangible products are trying to differentiate
their offer from the rest on the basis of service
component. Cempanies such as Birla Yamaha,
Coat, HCL Hewlett Packard, Hero Honda, LML,
Maruti Udyog, Videeocon, Lakme, Titan indus-
tries and Phillips are cocentrating on service
attributes like after sales service, retailing,
customer advice, follow up visits, complaint
registration, etc, to mitigate the effects of
competition. They define that the value of
their product includes ‘product plus service’
(Chatterjee, 1975),

It is quite evident that service firms try to
tangibalise and concretise their offer so ihat
consumers can objectively evaluate them. |t
is often noticed thet airlines advertise on punc-
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tuality and in - plane hospitslity, banks en. -
automatic teller machines, hotels on confe-- -
rence rooms and so on. At the same time,
firms selling tangible products are trying to
bring in intangible components to differentiate
their offer. Services are gaining increasing
importance both from micro and macro pres-
pectives, Itis even argued that every business
is in service, only the service component varies
(Levitt, 1981). From macro perspective, trends
indicate that future belongs to intangibles
During the period, 1950-51 to 1985-86 contri-
bution of tertiary sector in net Domestic
Product (at factor cost by industry of origin)
rose from 28.6 percent to 40 8 percent (Verma,
1993). Thus service is a crucial factor for indi-
vidual firms to servive and national economy
to grow,

Competition and Services

Competition may not necessarily bring
benifits to customers, more so in case of
sorvices, Competition in sefvices is &8 new
phenomenon. {n addition, services are not
amenable to physical comparison in evaluating
performance which leads to lack of self - confi-
dence among consumers to make buying deci-
sion on their own. Hencs, firms selling services
may preter to tickle compstiton at the periphe-
ral than at the basic level. Consequently,
‘selling concept’ which emphasises en aggre-
ssive salling, than the ‘marketing concept’,
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which goes to the root ol sonsumer’s needs,
may take priority. )

In the present day werld of compstition,
it is ncossaty to recognise that selling concept
is not a substitute ta but an extension of mar-
keting sencept (Manning end Reece. 1887).
By neture, the difference between marketing
snd eelling in services is lesser than thatin
tengibles. as the core need is identified and
fultilled during the buyer - seller interaction.
Hence, for services. need identitication and
core value creation which are major partof
marketing are perfermed in the process of
selling. !In their attempt to tackle compatition,
seorvice firms are likele 1o claim that their offers
are suitable to ‘everybody’s’ need rather than
‘somebody’s’ need, As a result targeting may
become confusing. A product or service can
not bs every thing to everyone but only be
somathing to someone (Ramaswamy and

. Namakumari, 1990}). Hence, thare is a danger
of ‘overselling’ and/or ‘undue selling’. There-

fore, it is' necessary to adopt genuine and
appropriate selling approach for mutual benefit
of consumers and marketeers.

Need for Different Apploach

Services are typically different fram tangl-
bles, Gronross, (1980) working definition
describes the cheracteristics of services.
According to him, ‘a services is an activity or
serios of actvities of more or less intangible
nature that normally, not necessarily, take
place in interactiors between the customer end
service employees and/or physical resources or
goods and/or systems of the service provider
which are provided as solution to customer
problems”. Obviously, services are provided
as solutions to customer’s problems,

The ditferences in characteristics of servi=
ces from that of tangibles call for a ditferent
spproach in selling. The summary of difleren-
ces is presented below.

Difference between Physical Goods and Services

No. ' Physical Gooda Sarvices
Tanagible intangible

2. Homogeneous Heterogeneous

3. Production and distribution age sepsrated Production, distribution and consumptien
from congumption are simultanecos processes
A thing An actjvity or process

5, Core value produced in tactory Core value produced in buyer-salier

interactions
6. Customers do not participate in the Customers participate in the production

production process
Csen be keptin stock

8. Transfer of ownership

Cannot be kept in stock

No transfer of ownership

Saurce : Christitan  Gronross, Service

Management

and Marketing,

Lexington Books, Massachusetts, 1990, p. 28,
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Usually, customels. of sefvices do not
possess adeguate jnfermation ptior to purchase.
Thev not only [ack knowledge about existence
of the service but elao the need for lt.‘ Relati-
vely, customers of services as opposed to
customers of tangible products are unable to
define their nesd specifically. Therefore, It
requires ths expertise on the part of the qdrvico
provider to define the need based on the symp-
toms/problems. A patient, for example, goes
to the doctor with health disorders (symptoms)
but the doctor has to  define
(diagnose) and give solutions ({prescribe
medicine), :

As the complexity of the service increases
the capacity of the customer to define the need
reduces. n simple services like transportatien,
it may be easier fol the customer to define the
need., In the case of simple tangibles too,
such as soap, toth paste etc.., the customer is
abld to define the need and choose the brand
as well. In general it may be said that higher
the dependsnce of customers on the sellers/
providers.

Many of the services are complex in nature;
bs they financial services, health care, legal
s3rvice, management and technical consultan-
cies, advertising or marketing research. To
rypeat, unlike in the case of tangibles sales
parsons of services are both producers and
s»ilers, for cove vailue in service is created in
the procass of buyer seller interaction. This
entails a higher rasponsibility towards needful.
tilment'and hence a need for integrity ‘on the
part of the service providers.

As customers are unable to translate their
needs into damands there is a higher possibility
of suspicion among them. To elaborate, possi-
bility of doubts about the provider's integrity
is hi.h even if he/she js honest and sinccre.
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the need

Therefore, integrity of the service provider
should be gonvincingly high.

Generally, there is a tendency to exploit
ignorant people and service providers might
find it oasy. Buf such shortcut methods are
short-living. Basically, services involve & great
deal of ‘relationship marketing’. Obviously,
no one would like to develop relationship with
those whom they perceive as exploiters,
Kotler (1994) stresses on the need for long
term, trusting, winwin relationship with valued
customers, distributors, dealers and suppliers.
A service seller must sell confidence first and
then services. While there is a higher possibi-
lity of exploitation in selling services, there is
a higher need for integrity on the part of the
previders for the bensfit of the tirm as well as
the customer,

Quite often, selling services involve
‘concept seiling’. Credit cards, factoring ser-
vices and health insurance are a few examples.
in such cases service idea needs to be sold
ptior te actual service and for new services the
offort of selling the idea (concept selling) is
considerably high. For new services, concept
selling is ditficult yet important. Poor product
knowledge about services leads to high esti-
mation of risk by customers. In case the ser-
vice seller does not act as a true friend, the
business will loose relationship.

The question is how a service seller must
practice relstionship marketing to learn the art
of selling eervises. Customers expect total
satisfaction from services, Hence, most of the
sorvice sellers stress on delighting the
customer. A guestin a hotel may be dissatis-
fied even if a minute lapse, such as the door
sttendent not wishing him/her, occurs in ser-
vice delivery. Even if the entire sevice delivery
was satisfying, & small service failure might
spoil customer satisfaction. So a service seller

17




does not seit only the core valUs b jtk the' tbta?’i
“Satistaction is cog-"

package of satistaction.
nitive state of bamg acjequately rewarded in 8
purchase suuatlcn (Howad and Shoth 1969)

Thus, sausfactuon is determmd by the sust‘o- ;

mer's porception
Suggestive Selling

Customcr s confidence in service providér
is tundam.ntsl te develop customer - provider
ulatiom p. Service praviders must remember
that hard s'all does not necessnn]y fostes con-
fidence.. . TharOforo to develop confidece,
service sellars must shun “hérd _seliing’ and’
practice suggestwe sellmg Tho reality’
remains that ne customer does busmcss with
any seller because the ‘seiler wants monoy but
because the customer perceives value for his
money. Satisfaction in case of 1angibles is
largely created in ‘factory’ but in case of
services it ls creatad in ‘shop’.

Suggestive sel!ingvguide's the customer

from the state of ambiguity to clarity in identi- :
[t tries to satisfy the need only

fying the need.
it there are facilities and compstence with the
provider, Under suggestive selling one prefers
no sale to undua sale basausp loss of integrity
is costlier than loss of sale.

For practicing suggestive seiling.k the
provider needs to have role identity with the
buyer. By role identity; it is.meant that the
provider must emotionally.-get absorbed in
remedying-the customer’'s problem. In other
words for suggestive selling the service seller
must ask a question “‘if 1 were in customsr's
place would'| have bought the service”.

Suggestive selling appears culturally cong-
ruent’in'indian context. Qur culture does not

sesm 1o ‘sccept too expressive behavieur as
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§imilar!y cu:tomou tend to discont
¢ ilggrosslvo sallmg to ‘a‘great extent
as blowlng ono ‘s own ttumpet This could be
observod from the general sunptc:on towards

adver!islng and personal sellmg too.

" Basic ‘requirements of suggestive selling
aré competence and customer orientation. -
Specifically, service providers .need expenise
to turn the customer's problen:s in te specific -
needs. Customer arientgtien in pecessaly-to
develop positive attitudes towards customers
needs and sell the services only if they satisfy
them. A customer depcnds on seller for both. .
need identification snd fulfillment. There are
many instances to show that the doctors who
supgested unwanted: caesarean for making.
tast money had-lost practice in the long run,.
Therefore, it is essential to practice suggestive
selling for thre benefit of customers and
marketeers.

The following steps ere p;o'p‘oted to suc-
cessfully practice suggestive selling.

1. Role identity with Customers :

A..&atvnco saller must place himself in the shees
of .the customer and answer the questien ’is
the service appropriate and adequate’ ?

2, Dsvelepment of Competence :

To define the need from th clues present in the
problem, competence is necessary. This is the
function of knowledge, skil} and experience.

3. Designing the Service ;

Néed definition is fo!!ong by service design
and application, Designing the service needs

facilities and competence especially for
custamisation.
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4. Ensuring Custemer’s Contidencs :

In this context, confidence has two dimen-
sions. One, the provfdou confidence iIn
satlfymg customet’s nesd and two, the custo—
mer's confidence in the provider's ability.
While the providers confidence is largely
determined by eompetsnée, the customs's
contfidence depends en previders communica-
tion skill, sincerity and positive word of
mouth, The customer’s cenfidence is Impor-
tantasit is a perception rather than reality.
sustomer’s confidence is & function of his/her
perception of provider's competence and
integrity.

5. Owing responsibilits :

Sorviee seller must own the responsibility of
his/her performance and compensate the custo-
mer for losses, It any. For this, culture of
mvlng value to customers, money is éssential,
Some of the professional services assure ‘ser-
vice guarantee’ to their clients. For axsmple,
Times Guarantee assures minimum 14% rate of
return and Kotak Mahindra 179, in their port-
folio services on the client’s investment failing
which fees ere not charged,

6. After-service Service :

No doubt, ‘zere defect service’ would reduce
the need for ‘after-service service’. Wherever
nec:ssary it should be provided at no er negli-
gible cost. $ome doctors end lawyers flow the
practice of pricing their service on the basis of
benefits to customers rather than on the basis
of labour involved. For example, a patient
may not be charged for repeat consuliations for
same disease if it is not chronic.

Conclusion

Unlike tangibles, ssrvices have the inherent
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constraint of insepasability from the provider,

-As a result, service evaluastién necessarily in-

volves the svaluation of provider as e person
and marketeer, Obviously, if custemers rate a
provider as insincere, incompetant and explol-
tative, they suspect the service qu.my too.
Therefore, it is essential to market the pnvldor

_as’a person genuinely interested in the mexi-

misation of customer satisfaction. In sétvice
seiling, the provider ef the service should have
role identity with gustomers. Customer satis:
faction is largely determined by. real quality as
well as preceived quality. The real quality is
an outcome of integrity, compsetence and faci-
lities, And perceived quailty results when the
real quality ia rightly communicated and under-
stood by the customers, Service guality which
takes place in the customer provider intetaction
can improve only when the provider willingly
strives for it.

In services, poor knowledge among custo-
mers leads to their high dependence on sellers.
lgnorant customers may become easy target
of exploitation, While it is easier to exploit
customers in selling services, the need for not
resorting to It is high. Suggestive selling
proposes e better means to achieve customer
satitfaction and to sustain confidence and rela-
tionship in the long run for organisational
success. In services, the defference beiween
marketing and selling is less than that in
tangibles, as the ¢ore value is created through
interaction. The tendency of seivise providers
to draw generalisatione from marketing of
tangibles and to apply in aslling services would
prove disastrous Tne distinction bdetween
selling and marketing is meagre in services.
But the service seller may widen the gap
leading to customer dissatisfaction and ergani-
satiénal lailure. Therefsre, suggestive sslling
is a mechanism to orient peopie mere tewsrds
marketing while being on the job of selling
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