Index

abductive research process 78-9
accessibility of services 28-30, 50, 51
action parameters 113, 204
acts 155-6, 157
attraction in business
relationships 128
automation 16
auxiliary services 31-2, 51-2

barber’s shop marketing case study
37-8

bearers of the service 29

black box of consumption 177-80

bonding 196

brand management 18

business-to-business marketing 208

business-to-business relationship
165, 166

buyer—seller interactions 44, 64-6,
97-8

characteristics of services 43-5

closed process, production as  71-3

co-creation of value, customer 8,
184, 200

communication 151-2

complaints management 148

connotative meaning 161

consumer influence on service offering
52,176

consumers see customers

consumption concept 186-8

contact personnel 47, 64, 82, 87

continuum concept 25

coordinated marketing 116

Copenhagen School 113
co-producers, customers as 8
co-production of value, customer 200
core value 187
corporate culture 101
corporate image 38-9, 45-6
as quality dimension 62-3, 64, 66
customer co-creation of value 8,
184, 200
customer contacts 140
customer co-production of
value 200
customer expectations 79, 181
customer focus definition 213
customer information files 136-7
customer loyalty 137
customer management 17, 202-4
customer perceived value (CPV) 75, 76,
162, 163, 164, 165
customer relation of a service business
model 47-8
customer relationship life cycle 97
customer relationship management
2024
customer relationships 148
customer satisfaction 63, 133, 137,
138, 140
customer-technician interaction
87-8
customer training 148
customer value chain 154
customers 47
as active participants in marketing
33-5
individual treatment 75



220 / INDEX

dialogue 158-61

direct communication 157

direct distribution 30

direct mailings 203

direct response marketing 156

disconfirmation concept 77, 80

distribution concept of consumer goods
marketing 50

downsizing 16

dynamic process model of relationship
marketing 11-12

elevator repair and maintenance case
study 83-4
enabling promises 206
episodes 157
exchange 180, 201-2
concept of 129
in market research 178
expectancy disconfirmation 215
expectations, role of 215
expected service 58-9
expressive performance of product
59, 60
external marketing 206
extra-corporate elements of service,
consumers as 34
extranets 16

four P model (McCarthy) 15,17, 28, 71,
96, 97,107, 108, 109, 111-13, 115,
116-17, 204, 205

limitations of 118-20

full-time marketers 11, 114, 115, 119,
130, 133, 209

functional quality 45, 46, 60-2, 67, 77,
79, 85

functionalist approach 107

future value 187

gap model 181

good service quality 834
goods logic 183-5
goods, service-like 185-6

here and now perception 80-1
heterogeneity of services 178
holistic concept of marketing 71
holistic service 150, 151

human resources 30-1

IMP Group 127

inclusive tours marketing case study
35-7

individualizing the market 136

industrial marketing 96, 97-8

information technology 16

inseparability of services 178

institutional approach 107

instrumental performance of product
59, 60

intangibility of services 27, 43, 178

integrative function, marketing as 116

interaction 152-3, 180, 201-2
interaction process 11, 148, 149, 154-6,
157, 164, 165

interaction/network approach to industrial
marketing 114

interactions with customers 179

interactive customer/personnel
communication concept 51

interactive marketing 70, 147, 188,
199, 207

interactive marketing function 45, 65,
100, 115, 180

internal marketing 134, 179, 206,
207, 211

need for 101-2
of service firms 31

internal marketing function 54

Internet 18

intra-corporate elements of the service
32-3

intranets 16

just-in-time logistics 16, 148, 150

lack of ownership 28

line of visibility 82

loyalty programs 203

market orientation 116

market research 137-8

market segmentation 136

market share statistics 137, 138

marketed object 131-2

marketed services, definition 27

marketer-as-a-mixer-of-ingredients
metaphor 205

marketing concept 110

marketing costs 16



marketing, definition 107-8
marketing department 132-3
marketing faith 117
marketing function 111, 207-8
marketing guidelines 197
Marketing Management 110
marketing mix 95, 96, 98, 107,
115-17, 205

history of 108-10

limitations 118-20

management 4, 10-11, 12, 15

nature of 110-12

planning 24

weaknesses 28
marketing of services 114, 115
marketing orientation 116
marketing planning 135-6
marketing productivity 16
marketing resources 130-1
marketing responsibility 134
marketing, shortcomings of 219-12
marketing, status of 17-18
marketing theory, status of 16-17
marketing training 30
marketing training programs 101
marketing variables 130-1
marketing, relationship definition 98-9
mass communication 157
megamarketing 109
microeconomic theory 112
mindset, relationship as 129
mixer of ingredients metaphor 109
moments of truth 155, 99-100, 180
monopolistic competition, theory of

112, 113

network approach 73

non-interactive market communication
39

Nordic School of marketing thought
4-6, 69-70, 146, 147, 179, 195

Nordic School of Services 115, 127

objective of marketing 44
operational resources 85-6
outcome consumption 9, 70-3
outsourcing 16
ownership

lack of 28

transaction of 28

INDEX / 221

parameter theory 113, 116, 204

part-time marketers 11, 75, 100, 101,
114-15, 130, 133, 134, 138, 140,
165, 166, 180, 190, 209

perceived service quality 58-9, 76-81,
115, 181

perishability of services 178

physical environment 47

physical equipment 86

physical/technical resources 47, 86

planned communication process 11,
148, 149, 156-8, 165

planned marketing 167

planned marketing communication
158-9

planning agent 48

planning instruments 26

planning the service offering 28-33

practice theory 184

pricing 39

process 180, 190

process consumption 9, 70-1, 73-6

process perspective 87-8

process re-engineering 16

product concept 24, 131

product marketing triangle 71, 72, 73

product messages 158, 159

production/consumption
interaction 27

production-oriented definition of
marketing 111

promise concept 118, 205

promise keeping 206

promises 59-60, 98-9, 178, 198, 205,
213-14

enabling 72
managing 204-7
proposing value 187

quality competition 112

quality of a service 45-6

quality perception here and now
80-1

relational exchange 180, 202

relational mode 10, 203, 214

relational quality concept 80

relationship-building goal 118

relationship communications globe
159-60



222 / INDEX

relationship costs 163
relationship marketing
approach 73
definition 9, 10, 117-18, 127-9, 195
dialogue 158-61
interaction process 154-6
resources in  46-9
service competition and 149-51
services in  147-9
value process of 161-5
relationship plan 136
relationships 156
resources
adjusting 73-5
in buyer—seller interactions 45-9
human 30-1
marketing 130-1
operational 85-6
physical/technical resources 47, 86
in relationship marketing 46-9
systems 85-6
technological 75-6

scientific management 132

sequences 156

service competition 127, 151

service concepts 25, 48, 50

service contexts 96

service culture, need for 101

service dominant (S-D) logic 176

service ideas 48

service-like goods 185-6

service logic 177, 183-5, 187,
199-201, 213

as dominant logic 188-90

service marketing confusions 24-6

service marketing frame of reference,
original 41-2

service marketing model 49-52

service marketing triangle 9, 74

service marketing, nature of 43-5

service messages 158, 159

service offering 131-2

service process model 81-3

service quality, definition 57

service style/consuming style
model 180

service system model 81-2

service technicians 85-6

service training programs 101

services, definition 182

serviscape 89, 180

Servperf 181

Servqual 79, 181

servuction 115,179, 180

seven Ps model of service
marketing 147

‘should’ expectations 79

subcomponent model (Lipson and
Darling) 28

support part 82-3

support system 83

systems knowledge, specific 86

systems resources 85-6

tailor-made design 148
technical quality 45, 46, 60-2, 64, 67,
77,79, 82, 85
technical solution 131-2
technological resources 75-6
theory generation 5
theory testing 5
three key parties of marketing
72-3
Three Stage Model of service marketing
52-4
tolerance zones 181
total marketing function 44
total quality management 16
traditional external function 180
traditional marketing function 45
traditional product marketing 71
traditional role of marketing
96-7
transaction marketing 99,
195-6
transaction of ownership 28
transaction-oriented goal 118
transaction quality concept 80
transactional modes 10, 203
transactions 180, 202
transition curve 139-40

universal marketing theory 110
unplanned messages 158, 159

value 153-4, 162, 212
value-creating processes 183
value creation 186, 187, 199
value fulfilment 187



INDEX / 223

value-generating process 154, 183, value proposition concept 187
188-9, 198 value-supporting processes 184, 199
value-in-exchange 182, 197-9
value-in-use 6, 8, 177, 182, 183, 186,
189, 197-9, 200, 214 ‘will’ expectations 79
weaknesses of 2.8 word-of-mouth communication 59, 66,
value process 11, 161-5 159-60


















