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Perishability in Service Marketing: Understanding and Managing an Intangible
Challenge

perishability in service marketing is a concept that often distinguishes
services from physical products in the world of business. Unlike tangible
goods that can be stored, inventoried, and sold at a later date, services are
inherently perishable—they cannot be saved, stored, or resold once the moment
of delivery passes. This unique characteristic introduces both challenges and
opportunities for marketers and service providers aiming to optimize customer
satisfaction and business performance.

In this article, we'll explore the nature of perishability in service
marketing, its implications on service delivery and management, and
strategies businesses can employ to effectively address this aspect. Whether
you’re in hospitality, healthcare, entertainment, or any service industry,
understanding perishability is crucial for creating competitive advantages
and enhancing customer experiences.

What Does Perishability Mean in Service
Marketing?

Perishability refers to the fact that services cannot be stored for later use
or sale. For example, an empty seat on a flight or an unsold hour of
consultation time represents lost revenue that cannot be recovered. This
contrasts sharply with physical products, which can be stockpiled and sold
when demand allows.

Since services are intangible and often consumed at the point of production,
they expire if not used. This characteristic has significant implications for
how businesses manage supply and demand, pricing, and customer expectations.

Why Perishability Matters More in Services

Services typically involve simultaneous production and consumption, making
perishability unavoidable. The moment a service opportunity passes, it’s gone
forever. This creates pressure on service providers to balance capacity and
demand in real-time, which can be tricky without effective planning.

For instance, a hotel room that remains empty for a night is a lost
opportunity, Jjust as a missed appointment slot in a dental clinic cannot be
sold afterward. This ephemeral nature of services means that service
marketers must be proactive and agile in managing their offerings.

The Impact of Perishability on Service
Marketing Strategies

Understanding perishability helps marketers craft strategies that minimize



wasted resources and maximize customer satisfaction. Here are several ways
perishability influences marketing decisions:

Demand Forecasting and Capacity Management

Since services cannot be stored, predicting customer demand becomes critical.
Businesses need to accurately forecast busy periods and prepare accordingly.
This might mean hiring additional staff during peak hours or expanding
service hours when demand is high.

Effective capacity management ensures that service providers can meet demand
without excessive waiting times, which enhances customer satisfaction.
Technology plays an important role here—data analytics and AI can help
anticipate demand patterns and optimize resource allocation.

Pricing Strategies to Manage Perishability

Pricing becomes a powerful tool to balance supply and demand in perishable
services. Dynamic pricing models, such as those used in the airline and hotel
industries, enable companies to adjust prices based on real-time demand.

For example, offering discounts during off-peak times encourages customers to
use services when capacity is underutilized, reducing perishability losses.
Conversely, raising prices during peak periods helps manage high demand and
maximizes revenue.

Promotions and Incentives

To combat perishability, service marketers often deploy targeted promotions
designed to attract customers during slow periods. Limited-time offers, last-
minute deals, and loyalty rewards incentivize customers to fill unused
capacity.

These marketing tactics not only reduce revenue loss but also help maintain a
steady flow of business, improving overall operational efficiency.

Challenges Posed by Perishability in Service
Delivery

While perishability compels innovation, it also introduces challenges that
businesses must navigate carefully.

Inconsistent Customer Experience

Demand fluctuations mean that service quality can vary depending on the time
of day or season. Overcrowding during peak times may lead to rushed service,
while underused capacity can translate to a less vibrant atmosphere. Both
extremes risk undermining the customer experience.



Managing perishability requires maintaining a consistent service level
despite these fluctuations—a difficult task that often involves staff
training, flexible scheduling, and process improvements.

Inventory Management Limitations

Unlike goods, services cannot be inventoried, which eliminates traditional
inventory control methods. This absence complicates operational planning and
requires alternative approaches, such as real-time monitoring of service
usage and adaptive resource management.

Customer Perception of Value

Because services are intangible and perishable, customers may struggle to
assess their value before purchase. Service marketers must therefore
communicate benefits clearly and create trust through guarantees,
testimonials, and quality assurance.

This is especially important given that customers cannot "return" a service
once consumed, making the initial experience critical.

Effective Strategies to Manage Perishability in
Service Marketing

Many successful service businesses have developed creative ways to address
perishability and turn it into an advantage.

Segmenting Demand

By identifying different customer segments with varying preferences and price
sensitivities, companies can tailor service offerings and timing. For
example, a gym might offer discounted memberships for off-peak hours to
attract customers who prefer less crowded environments.

Capacity Flexibility

Introducing flexible staffing models or modular service delivery can help
adjust capacity based on real-time demand. Using part-time workers, cross-—
training employees, or implementing automated service options are practical
approaches to enhance flexibility.

Reservation and Appointment Systems

Implementing reservation systems helps smooth demand over time and reduce the
risk of no-shows, which are costly in perishable services. Appointment
reminders, deposits, and cancellation policies further minimize lost



capacity.

Leveraging Technology

Modern technology offers powerful tools to mitigate perishability challenges.
Online booking platforms, AI-driven demand forecasting, and customer
relationship management systems streamline operations and improve
responsiveness.

Creating Value—Added Packages

Combining services into bundled packages encourages customers to commit in
advance, reducing uncertainty regarding demand. For instance, a spa offering
a package of treatments may secure bookings that otherwise might have been
lost.

Examples of Perishability in Different Service
Industries

Exploring real-world examples helps solidify the understanding of
perishability’s impact.

e Airlines: Each seat on a flight that goes unsold represents lost revenue
that cannot be recovered once the plane departs.

e Hotels: Empty rooms at night are perishable assets; hotels use dynamic
pricing and last-minute deals to maximize occupancy.

e Restaurants: Unsold tables during dinner hours cannot be stored or sold
later, prompting reservation systems and special offers.

e Healthcare: Unused appointment slots in clinics are lost opportunities
that require careful scheduling and patient reminders.

e Entertainment: Ticketed events have fixed dates; unsold seats mean lost
income, leading to early bird pricing and promotional campaigns.

Each of these industries faces the consequences of perishability daily and
adapts marketing strategies accordingly.

Why Understanding Perishability Is Essential
for Service Marketers

Grasping the concept of perishability enables marketers to design better
service offerings, optimize revenue, and enhance customer satisfaction. It
encourages a proactive approach to demand management, pricing, and capacity



planning, which are vital for thriving in competitive environments.

Moreover, by acknowledging perishability, businesses can innovate in service
delivery and communication, fostering stronger relationships with customers
and building brand loyalty.

Perishability in service marketing is more than just a characteristic—it's a
dynamic challenge that shapes how services are created, marketed, and
delivered. Embracing this concept leads to smarter strategies and more
resilient businesses capable of meeting customer needs efficiently and
effectively.

Frequently Asked Questions

What is perishability in service marketing?

Perishability in service marketing refers to the characteristic of services
that they cannot be stored, saved, or inventoried for later use. Once the
service time has passed, the opportunity to sell that service is lost.

How does perishability affect service capacity
management?

Perishability makes capacity management critical because services cannot be
stored. Businesses must carefully match supply with demand through strategies
like reservation systems, flexible staffing, and demand forecasting to
minimize lost sales and idle capacity.

Why is perishability a challenge for service
marketers?

Perishability is challenging because it limits the ability to balance supply
and demand. Unlike physical products, unsold services represent lost revenue
that cannot be recovered, requiring marketers to implement pricing and
promotional tactics to stimulate demand during low periods.

What strategies can service firms use to manage
perishability?

Service firms can manage perishability by using strategies such as
differential pricing (off-peak discounts), reservation and appointment
systems, capacity flexibility (e.g., part-time staff), and demand management
through promotions and product bundling.

How does perishability impact customer satisfaction
in services?

Perishability impacts customer satisfaction because service availability is
time-sensitive. If demand exceeds supply and customers cannot access the
service when needed, it can lead to dissatisfaction. Proper capacity planning
and demand management help ensure customers receive timely service.



Additional Resources

Perishability in Service Marketing: Navigating the Challenges of Intangible
Offerings

Perishability in service marketing represents one of the fundamental
characteristics that differentiates services from tangible goods. Unlike
physical products, services cannot be stored, inventoried, or saved for later
use. This intrinsic trait poses unique challenges for marketers and
businesses striving to optimize demand and supply, maximize revenue, and
maintain customer satisfaction. Understanding perishability in the context of
service marketing is crucial for designing effective strategies that
accommodate the temporal nature of services and capitalize on market
opportunities.

Understanding Perishability in Service
Marketing

Perishability refers to the inability of services to be stored or inventoried
for future consumption. Once the moment of service delivery passes without
utilization, the opportunity to realize revenue from that service is lost
forever. For example, an unoccupied hotel room or an empty seat on a flight
represents revenue that cannot be recovered once the date and time have
elapsed. This contrasts sharply with physical goods, which can be stockpiled
and sold at a later time, providing businesses with more flexibility in
managing supply and demand.

This feature of perishability is particularly significant in industries such
as hospitality, transportation, healthcare, and entertainment, where services
are time-bound and consumption is immediate. The perishable nature of
services requires companies to develop innovative approaches to match demand
with capacity in real-time, ensuring that service delivery aligns with
customer expectations and operational constraints.

The Impact of Perishability on Service Operations

Perishability directly influences how service providers manage their
operations. Since services cannot be stored, any mismatch between supply and
demand results in lost revenue or customer dissatisfaction. High demand
periods might lead to overbooking or long wait times, while low demand can
translate into underutilized resources and increased operational costs.

This dynamic compels businesses to adopt flexible capacity management tactics
and demand forecasting techniques. For instance, airlines employ yield
management systems, adjusting ticket prices based on demand fluctuations to
optimize seat utilization. Similarly, restaurants may use reservation systems
and dynamic staffing to balance service levels with customer influx.

Moreover, perishability affects staffing decisions, inventory procurement for
supporting goods, and overall service delivery scheduling. Firms must
anticipate demand patterns and adjust their workforce and resources
accordingly to mitigate the risks posed by the temporal nature of services.



Perishability and Pricing Strategies in Service
Marketing

One of the most effective tools to manage perishability in service marketing
is dynamic pricing. Since services cannot be stored, pricing becomes a lever
to stimulate demand during off-peak times and maximize revenue during peak
periods. Airlines, hotels, and car rental companies are prime examples of
industries leveraging time-based pricing models to address perishability.

Dynamic pricing enables businesses to respond to real-time market conditions,
customer behavior, and competitor actions. For example, offering discounted
rates during slow periods encourages customers to shift their consumption
patterns, thereby reducing idle capacity. Conversely, premium pricing during
high-demand intervals helps capitalize on scarcity and willingness to pay.

However, dynamic pricing requires sophisticated data analytics and customer
segmentation to avoid alienating loyal customers or creating perceptions of
unfairness. Transparency and communication are essential to maintaining trust
while implementing pricing strategies that reflect the perishability of
services.

Strategies to Mitigate Perishability Challenges

Given the constraints imposed by perishability, service marketers and
managers employ a range of strategies to optimize utilization and enhance
customer satisfaction.

Demand Management Techniques

e Reservation Systems: Allow customers to book services in advance,
helping businesses predict demand and allocate resources efficiently.

e Promotional Offers: Time-limited discounts or value-added packages
encourage consumption during low-demand periods.

e Service Customization: Tailoring services to different customer segments
can spread demand more evenly over time.

Capacity Management Approaches

e Flexible Staffing: Employing part-time or temporary workers to adjust
labor supply in response to demand fluctuations.

e Multi-Use Facilities: Designing service environments that can serve
different purposes depending on the time of day or week.

e Technology Integration: Utilizing automated systems and self-service
options to increase throughput without proportional increases in labor



costs.

Leveraging Technology to Address Perishability

Advancements in technology have transformed how service firms tackle
perishability. Online booking platforms, mobile applications, and real-time
data analytics provide unprecedented visibility into customer behavior and
demand patterns. These tools enable precise forecasting and the
implementation of dynamic pricing models that respond instantaneously to
market signals.

Artificial intelligence and machine learning algorithms analyze historical
data and external factors such as weather or local events to predict demand
surges. Consequently, service providers can preemptively adjust capacity,
communicate with customers, and optimize revenue streams.

Furthermore, technology facilitates better customer engagement, allowing
businesses to send personalized offers and reminders that encourage timely
service consumption, reducing the risk of perishable service opportunities
going unused.

Comparing Perishability with Other Service
Characteristics

Perishability is often discussed alongside other defining features of
services, such as intangibility, inseparability, and variability. While
intangibility refers to the non-physical nature of services, perishability
emphasizes their time-sensitive aspect. Inseparability relates to the
simultaneous production and consumption of services, and variability points
to the inconsistent quality that can arise from different service encounters.

Understanding how perishability interacts with these characteristics is vital
for holistic service marketing. For instance, inseparability means that
service delivery cannot be delayed or rescheduled without affecting customer
experience, amplifying the effects of perishability. Similarly, variability
challenges capacity planning, as inconsistent service times can complicate
demand forecasting.

Implications for Service Marketing Strategy

The perishability of services necessitates a strategic approach that balances
supply and demand while maintaining service quality. Marketers must focus on
managing customer expectations, optimizing operational efficiency, and
leveraging data-driven insights to minimize revenue loss due to unused
capacity.

Successful service marketing strategies integrate perishability
considerations into product design, pricing, promotion, and distribution. For
example, bundling services with complementary offerings can increase
perceived value and encourage consumption. Cross-promotions with partners can



generate additional demand during off-peak periods.

Moreover, educating customers about service availability and encouraging
advance planning can reduce last-minute cancellations and no-shows, common
issues that exacerbate perishability challenges.

Case Studies Illustrating Perishability Management

A notable example is the airline industry, where perishability management is
critical. Airlines use complex revenue management systems to forecast demand,
adjust seat inventory, and implement tiered pricing. This approach has
significantly increased load factors and profitability.

Similarly, the hospitality sector employs overbooking strategies to
compensate for cancellations and no-shows, accepting a calculated risk to
maximize room occupancy. While this can occasionally lead to customer
dissatisfaction, careful data analysis minimizes adverse outcomes.

In the healthcare industry, appointment scheduling systems and telemedicine
services help reduce the perishability impact by improving access and
spreading demand for services that are otherwise time-sensitive.

The entertainment industry, particularly live events and performances,
manages perishability by offering early-bird discounts, season passes, and
flexible ticketing options to optimize attendance and revenue.

The ability to recognize and strategically manage perishability in service
marketing is a vital competency that distinguishes thriving service
businesses from those prone to inefficiencies and lost opportunities. As
markets become increasingly competitive and customer expectations rise, the
imperative to address perishability with innovative solutions will only
intensify.
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perishability in service marketing: Services Marketing K. Rama Moahana Rao, 2011

perishability in service marketing: Services--the Export of the 21st Century Joe Reif,
1997 U.S. exports of financial, entertainment, architectural, accounting, computer, and other
services have more than doubled in the last seven years. Specifically addressing the needs of service
exporters, this book covers issues such as marketing services vs. merchandise, market research,
export financing, international payments, breaking trade barriers, and more. Also included is a
series of 20 industry-specific articles that give the how-to and where-to for exporting specific
services.

perishability in service marketing: Marketing of Services Dr. Atul S.Charde I Dr. Mukul A.
Burghate I Kartik Uttarwar, Services marketing is a form of marketing businesses that provide a
service to their customers use to increase brand awareness and sales. Unlike product marketing,
services marketing focuses on advertising intangible transactions that provide value to
customers.The purpose of this study Material is to present an introduction to the subjects of
‘Marketing of Services’ for Management and Commerce students. The book contains the syllabus
from basics of the subjects going into the intricacies of the subjects. All the concepts have been
explained with relevant examples and diagrams to make it interesting for the readers.An attempt is
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made here by the authors to assist the students by way of providing Study Material as per the
curriculum with non-commercial considerations. However, it is implicit that these are exam-oriented
Study Material and students are advised to attend regular class room classes in the Institute and
utilize reference books available in the library for In-depth knowledge.We owe to many websites and
their free contents; we would like to specially acknowledge contents of website www.wikipedia.com
and various authors whose writings formed the basis for this book. We acknowledge our thanks to
them.At the end we would like to say that there is always a room for improvement in whatever we
do. We would appreciate any suggestions regarding this study material from the readers so that the
contents can be made more interesting and meaningful. Readers can email their queries and doubts
to our authors on tmcnagpur@gmail.com. We shall be glad to help you immediately. Authors:Dr. Atul
S. Charde I Dr. Mukul Burghate I Dr. Bharati Barapatre

perishability in service marketing: Service Management and Marketing Principles Jay
Kandampully, David J. Solnet, 2024-06-07 This book explores the service economy and challenges
that all organizations face as goods and services make way for a world where customers (B2C) and
businesses (B2B) seek seamless, thoughtful, and exceptional experiences. This book introduces
readers to a range of interrelated topics and the application of service management and marketing
theories which are fundamentally critical to the success of all enterprises seeking competitive
advantage through enhanced customer experience. This book analyses management and marketing
challenges in the service and experience economy and provides insights into how marketers and
managers can strike a balance between supply, demand, price, and quality and leverage technology
for operational efficiency and to better manage customer service and expectations. Through the
coverage of critical foundational topics, from how value is created; the evolution of global economies
from goods, services to experiences; foundations of customer-centric management; managing
service workers; integrating human touch with high-tech service; and many others, the authors
provide a holistic understanding of management in a complex, globally interconnected world. This
book will be useful for students, researchers, and instructors of business management, marketing,
commerce, and economics. It will also be of interest to professionals working in healthcare, retail,
financial services, government hospitality, leisure, tourism, and other services.

perishability in service marketing: Services Marketing: Rao, 2011 The second edition of
Services Marketing, with an enhanced conceptual foundation, meets this requirement of students,
managers and marketing professionals. The enhanced pedagogy and coverage in this edition in
conjunction with the lucid and pithy style of the author make this book perfect for students of
business administration, commerce and management.

perishability in service marketing: Services Marketing: Text And Cases Verma, 2007-09

perishability in service marketing: Tourism Marketing Alan Fyall, Brian Garrod, 2005 This
book provides a thorough and detailed understanding of tourism marketing principles and practice
within the context of inter- organisational collaboration.

perishability in service marketing: Service Quality and Customer Satisfaction in Private and
Public Sector Banks in Kerala: A Comparative Study Laly Antoney, Prem Jose Vazhacharickal,
Quality and satisfaction are the key indicators of corporate competitiveness. Measurement of
customer satisfaction based on the service quality is to be done independently and objectively to
establish baseline for improvements in service delivery. Assessing customer satisfaction periodically
allows bank management and policy makers to identify customers’ needs, expectations, perception
and the perception- expectation gaps. The current study covers a comparative analysis of service
quality and customer satisfaction among the customers of public and private sector commercial
banks in Kerala. The research questions that are addressed in this study are on expectations and
perceptions of retail customers from their preferred banks, relationship between service quality and
customer satisfaction and the difference between the satisfaction level among private and public-
sector banks in Kerala. In order to answer the above research questions, the problem is stated as
“Service Quality and Customer Satisfaction- a Comparative Study between Public Sector and Private
Sector Banks of Kerala.” A descriptive and analytical research was carried out by collecting




responses from customers of three prominent banks from private and public sector each. This was
done through an online structured questionnaire based on SERVQUAL model during July 2015 to
July 2016, prior to SBI consolidation. Primary data is analysed using SPSS (V.21). Kolmogorov-
Smirnov Test for the Normality is used to ensure normality of data distribution, Cronbach Alpha
coefficient is used to measure reliability and validity is tested with the panel of experts. Mean, S.D.
percentage, cross tabulation are used for descriptive and univariate analysis. Structural Equation
Modelling, Confirmatory Factor Analysis and regression path analysis are used to conduct inferential
and multivariate analysis. Z-test, Independent T-Test, Chi-Square, ANOVA Pearson Correlation, and
post hoc tests are used for testing of hypothesis and comparative analysis. Modelling is done using
Structural Equation Modelling approach and Path Analysis. The study reveals that the antecedents
of customer satisfaction of retail banking customers of Kerala are reliability, assurance, empathy
and tangibles. Responsiveness dimension do not affect customer satisfaction of banks in Kerala.
There exists a gap between expected service quality and perceived service quality. Study reveals
that there is significant positive correlation between service quality and customer satisfaction in the
retail commercial banking services in Kerala. The level of customer satisfaction in public sector
banks and private sector banks are not significantly different but same. Similarly, it is also found
that, there is no significant difference in the customer satisfaction between sample banks like State
Bank of India, State Bank of Travancore, Canara Bank, from public sector and Federal bank, South
Indian bank and ICICI bank from private sector.

perishability in service marketing: Business for Higher Awards David Needham, 1999 This
student text offers full coverage of the core units for Business HNC/D, reinforcing the theory with
case studies and activities to develop students' knowledge and understanding.

perishability in service marketing: Services Marketing C. Bhattacharya, 2009 While most
books on marketing and services are readable, very few take the student's viewpoint and set out to
answer the question Is it understandable? in the affirmative. This book and its pedagogy has been
designed precisely with this in mind:v Design: The book has a consistency of design that is
innovative, with aesthetic appeals. v Opening and Closing Cases: Every chapter begins and ends
with a case. The cases introduce the primary theme and issues discussed in the chapter and closes
with analytical tasks for the students. The cases are original, pertaining to Indian situations,
companies and protagonists, helping the Indian students to connect.v Objectives: Every chapter has
clear learning expectations, get a glimpse of the chapter context and their respective importance. v
End-of-chapter Questions: The questions are many and have been designed carefully to enhance
learning for the students. There are elements of research, project work, and academic exercises in
them.v Illustrations: The book is generous with pleasing and informative charts, tables and
diagrams.v Glossary: The Appendix at the end of the book contains a glossary of services and
marketing terminologies. v Marketing models: In addition to the text, the appendix also contains
major marketing models mentioned in the text, which are frequently used by the marketers.v How to
do cases: The Appendix also contains an useful section for all students a template for case discussion
and analysis.There are four parts in the book. Part I takes an overview look at the major differences
between services and goods and their characteristics, classifications and different models. It
methodically analyses the section on the local, domestic and international conditions and
environment factors that have affected services. It also examines the importance of Relationship
Marketing in services. Part II examines in-depth the marketing of services. It looks sweepingly and
with depth at marketing planning and strategy, service buying behaviour, knowledge management
and marketing research in services, and the seven marketing mix variables for services. Part III is
about the assessment of service delivery and customer relationship management. Part IV deals
exclusively with comprehensive service cases. The cases are in addition to the opening and closing
cases. The book lucidly explains the basic concepts of services and marketing and fills a
long-standing need of the students for a book on both services and marketing.

perishability in service marketing: The Abcs of Strategic Communication M. Larry Litwin
APR Fellow PRSA, 2007-12-27 Examples include: 25 words that hurt your resume; A user-friendly



Web site; ABCs of strategic public relations; CBAs of strategic public relations; Ad placement
matters on the Web; Assessing your writing; Be a better manager; Business dining: Dos and donts;
Convince vs. persuade; Crafting your resume; Cover letters that get attention; Fly with less
turbulence; Getting you out there; iPod etiquette; Know your audiences; Know where you are
headed!; Looking for a job; Making your Web site pop; Planning your business trip; Pack without
wrinkles; Political advertising; Resolving client reluctance; Telephone and cell phone etiquette; That
all important thank you note; The 30-3-30 Principle; The 3-Minute Drill; The dreaded social kiss; The
elevator speech; The

perishability in service marketing: A Practical Approach to Marketing Management Kujnish
Vashisht, 2005 In The Modern World, Every Individual Indulges In Marketing Process In A Variety
Of Forms And At All Places Be It Buying Of Goods Or Services, Dealing With Customers, Applying
For A Job, Joining A Club, Drinking Tea Or Offering Coffee. In Fact, Marketing Is An Extensive Social
And Managerial Process By Which Individuals And Groups Obtain What They Need And Want
Through Creating, Offering And Exchanging Products Of Value With Others. Keeping In View The
Increasing Importance Of Marketing, The Present Book A Practical Approach To Marketing
Management Makes An In-Depth Study Of Marketing Management And Aims To Provide For The
Ambitious Students A Comfortable, Genuine And Firm Grasp Of Key Concepts Of The Subject In A
Pleasantly Lucid Style With A Minimum Of Jargon. The Main Attraction Of The Book Is The Manner
In Which The Fundamentals Of Marketing Have Been Explained So As To Enable The Students Not
Only To Acquire Theoretical Knowledge Of The Subject But Also To Apply Them When Needed In
The Real Time Marketing Situations.The Present Book Includes In Its Wide Spectrum All The Core
Concepts Of Marketing Relationship Between Exchange And Marketing; Dynamic Marketing
Environment; Strategies Of Marketing Planning; Marketing Research And Information Systems;
Demand And Sales Forecasting; Market Segmentation, Differentiation And Positioning; Branding
And Packaging; Price Determination; Marketing Channels; Retailing And Franchising; Advertising,
Sales Promotion And Public Relations; Sales Management; Marketing In Service Sectors And
International, Industrial And Rural Marketing, To Name But A Few. The Book Explicitly Explains The
Consumer Behaviour And Social Responsibility Of Marketing And Analyses The Levels Of
Competition Involved In Marketing.A Practical Approach To Each Topic, Well-Illustrated With Rich
Examples From The Indian Marketing Environment, Makes The Book Easily Accessible To The
Average Readers. In Addition, Practical Case Studies And Analytical Questions As Well As Marketing
Quiz Provided At The End Of Each Chapter Would Help The Students Of The Management In
Self-Study And Self-Assessment. The Book Would Be Highly Useful To The Corporate Executives And
Entrepreneurs Besides The Students And Teachers Of The Subject.

perishability in service marketing: Services Marketing Dr.R.Karthi, Dr. C. Suresh,

perishability in service marketing: Marketing & Sales Stella Mike, 2005

perishability in service marketing: RETAIL & SERVICES MARKETING Dr. Mukul
Burghate, India’s retail sector is evolving at breakneck speed, fuelled by a strong economy,
favourable demographics, rising wealth levels, and the rapidly changing lifestyles and consumer
aspirations of an ever growing middle class. Rarely a week goes by without major announcements by
retailers and property developers committing to aggressive programmes of retail expansion and
shopping mall development; or announcements about the arrival of new market entrants or the
forging of new joint ventures with foreign retailers, all eager to participate in an increasingly
dynamic sector. India’s cities are witnessing a paradigm shift from traditional forms of retailing into
a modern organised sector; a transformation that will no doubt accelerate over the coming decade.
The booming retail sector is offering significant new property opportunities, but also many
challenges for a new market that is going through structural change at an unprecedented rate.
Taking about service marketing, we as consumers, use services every day. Turning on a light,
watching TV, talking on the telephone, riding a bus, visiting the dentist, mailing a letter, getting a
haircut, refueling a car, writing a cheque, or sending clothes to the cleaners are all examples of
service consumption at the individual level. The institution at which you are studying is itself a



complex service organization. In addition to educational services, today's college facilities usually
include libraries and cafeterias, counselling, a bookstore, placement offices, copy services,
telecommunications, and even a bank. If you are enrolled at a residential university, campus services
are also likely to include dormitories, health care, indoor and outdoor athletic facilities, a theatre,
and perhaps a post office. There are particular problems and challenges in man-aging services,
namely intangibility, inseparability, variability and perishability. In particular, services have to
contend with uncertainties over customer involvement and what they expect. It is in this context, a
study Material on introduction to the subject ‘Retail & Services Marketing‘is presented to the
students of Professional Post-Graduate MBA degree program. The book contains the syllabus from
basics of the subjects going into the intricacies of the subjects. All the concepts have been explained
with relevant examples and diagrams to make it interesting for the readers. An attempt is made here
by the author to assist the students by way of providing Study Material as per the curriculum with
non-commercial considerations. However, it is implicit that these are exam-oriented Study Material
and students are advised to attend regular class room classes in the Institute and utilize reference
books available in the library for In-depth knowledge. We owe to many websites and their free
contents; we would like to specially acknowledge contents of website www.wikipedia.com and
various authors whose writings formed the basis for this book. We acknowledge our thanks to them.
At the end we would like to say that there is always a room for improvement in whatever we do. We
would appreciate any suggestions regarding this study material from the readers so that the
contents can be made more interesting and meaningful. Readers can email their queries and doubts
to our authors on tmcnagpur@gmail.com. We shall be glad to help you immediately. Author: Dr.
Mukul Burghate

perishability in service marketing: Services Marketing and Management Balaji B., 2002
Concept Of Service | Service Characterristics | Service Expectations | The Service Product | Service
Location | Pricing For Services | Promotion Services | The Service Process| Physical Evidence |
People And Services | Internal Versus External Marketing |

perishability in service marketing: NEP Service Marketing B. Com. 4th Sem (M]JC-7) Vikas
Sharma, Sanjay Gupta, 2025-01-09 1. Service Sector : Meaning, Nature and Importance 2.
Classification and Types of Services 3. Service Marketing Environment 4. Service Marketing Mix :
Product Mix 5. Marketing Mix : Promotion Mix and Distribution Mix 6. Three P's of Service
Marketing Mix-Process-II 7. Three P's of Service Marketing Mix Process-II 8. Management of
Marketing People for Services 9. Market Segmentation 10. Targeting and Positioning 11. Profit
Makig Service Organisations 12. Non-Profit Making Service Organisation.

perishability in service marketing: Marketing of Services Mr. Rohit Manglik, 2024-06-20
Service marketing is analyzed. Guides students to understand consumer behavior, fostering
expertise in marketing through practical projects and theoretical analysis.

perishability in service marketing: Principles of Marketing Skills Mr. Rohit Manglik,
2024-04-05 EduGorilla Publication is a trusted name in the education sector, committed to
empowering learners with high-quality study materials and resources. Specializing in competitive
exams and academic support, EduGorilla provides comprehensive and well-structured content
tailored to meet the needs of students across various streams and levels.

perishability in service marketing: Global Marketing Management Kiefer Lee, Steve
Carter, 2012-03-29 'Global Marketing Management' provides comprehensive coverage of the issues
which define marketing in the world today, equipping students with some of the most current
knowledge and practical skills to help them make key management decisions in the dynamic and
challenging global trade environment.
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Perishability | Definition, Importance, Uses, and Examples Perishability is a characteristic of
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