Chap 11
Designing and Managing
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Continuum of Evaluation for Different Types of Products
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m Fd/d(intangibility) .= M (variability)
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» FYHO A2 FHSH7| 2l =S
ZHE e » SESHC oz=
» S2|H SHA By S Sl MH| ® MH|A7Z|Qo| ZEER
=S8 7 > N3 ZYY Med ngE
m H|22|/d(inseparability) > MH|A-MTF IMES g3
® S A| Ll SA| AH| » DAHAERZ =X
® MH[A H|SAtQl 1A47t0| 45 g A™HXM(perishability)
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New Services Realities

Shifting Customer
Relationship
® 1 MStZgH(Customer
Empowerment)
» =0 MH|A T E3St
(unbundling services) 2+
r JEI|=LEE 04 mte St
® 1M ZSMAHCustomer
Coproduction)

B Marketing Excellence

® 2|= O} El(external
marketing)
» DM MH|A FH|, 7tE 278, &
s 5 =7
® L||Z OfA| &(internal marketing)
» SRS WF2HIN 7|7
of
® AT AR X O}7| El(interactive
marketing)

» 124 MH[A0] YOjMO| EYig

» "117|=(high-tech)" &0t OfL|
2t "1 Zd(high-touch)”
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Viarketing Strategies for

Service Firms

Three Types of Marketing in Service Industries
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Excellent Services Company

B Requirements

o Hax iy
» D2 FMo| 1Rl FaF
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® s2 EZ

» Aot MH|~ FE 7| 4F
ETE

» 14 A S0 Chet MH[A XHE 9}
o XX AjAH

» OZHo| A2|(VOC) A
RnEICE - [P

» AMH|A HIfof Chet MAXN E2

m Differentiating Services

® J|2X MH|A L{7|X|(primary
service package)

® O|XI™ AH|A T§7|X]
(secondary service package)

® X[&£Ho =2 MH[A TF|X|Q ¥
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Managing Service Quality

® J|CHA{H|A(expected service)2}
X|ZH =l M H| A (perceived service)
H|

PZBO| MH|AZEE BEHOAQ

Gap

o AH|X} 7[CHQ AYXL K| 2 XtO|

o AL} X4 MH|A FE A
NgY

® MHA FE ML ME[A HE
INgY

® MH|A M Q8 HFLAO|
pUPNY

® X|Zt=l MH|AQ 7|CHAIH|A K}
Ol

m A

dl

oz ®© 0 0 0 o

HA ZY AN 94
MZ| M (reliability)

S B M (responsiveness)
(assurance)

(empathy)

(tangibles)
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Managing Service Quality

9
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Vianaging
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Post-Sale Service Strategies
HNESX & &3 0749 27 m o = M| A THA|
o Mz gt Aghtl = (failure o XN EE g MHA BN 29
frequency)
® ZO|E| SEXXIL} El o X

A o[ AMH| A O

MH|A AIZ|MOol =
S e PEed S8 o =2 MHA 7| =3

® =7} H|-2(out-of-pocket) =X k

I X} MY B DZAH A Mo Z7}

® =HFT|H|E(life-cycle cost) & ® MH|A JtA4uf 0|92 45| A
> MNET0fH|E+ 7 X[ E=H|-2| =7 X] b AEL Qo] mAH T Q
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=7t

HEX|HAAMH|A0| G4t
o J|2X m7|X|E o= MH[A
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