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ABM (account-based marketing) 186–192
academic studies 23, 27, 32, 34–35, 46,

87
Accenture 109, 187, 190, 199
access to technology 14
account-based marketing (ABM) 186–192
account management 157–158, 162, 173–178,

193–194
consultancies 178–180
cultural variations 180–181
insights into major accounts 182–185
international markets 260
planning processes 181–192
prioritising accounts 171–173
quality of services 192–193
selection of accounts 176
see also relationship marketing

account plans 182, 185
accountancy practices 5, 20, 85, 116
acquisition strategy 109, 161
activity links (ARR model) 269
actor bonds 184, 269
actors-activities-resources (ARR) model 64, 184,

268–270
adaptation, innovation through 131–132
added value creation 18, 120–122
‘adverse selection’ 57
advertising 201, 210–211, 261, 265–266
after-care 55–56, 72–73
agencies

briefing process 209–210
innovation management 129
marketing activities 27
selection process 209

agency brief 209–210
AIDA concept 216, 265–266
air travel companies 13, 15–17

international brand strategy 259
quality of services 224–225, 242–245
recovery of services 242–245

self-service technology 38–39
service vision 116

Alderson, Wroe 48
Allport, James 20–21
Amazon.com 232–235
ambience of services 52
American Customer Satisfaction Index (ASCI)

225–226
analyst relations 212–213
analytical tools 235–239

see also individual analyses
Ansoff’s matrix 65, 266–268
Apple Mac Computers 7
ARR model 64, 184, 268–270
ASCI (American Customer Satisfaction Index)

225–226
aspiration

brands 96–97
international markets 257
marketing to 35

‘assumed close’ sales technique 167
asymmetry of information 5, 57–58
attitudinal segmentation 303
attributes

brands 84, 98–99
buying considerations 148–149

audits
brand audits 108
contact audits 106, 239, 275–276
market audits 63, 182–183, 291–292

augmented features 143, 281

BA/British Airways 13, 15–16, 116
international brand strategy 259
quality of services 224–225, 242–245
recovery of services 242–245

BCS (Business Consulting Services) 30, 31
behaviour of employees 99–100, 230–231
behavioural marketing 57, 59, 64, 198–199, 303
belief sets, market dynamics 48

311

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



P1: OTA/XYZ P2: ABC
Ind JWBK451-Young March 13, 2010 13:10 Printer: Yet to come

312 Index

benefits sought, segmentation by 303, 304
Berry, Leonard 241
bespoke marketing plans 186–191

see also customisation of services
best practice approach, communications 207–208
bid support, global business 177
blueprinting 142–143, 270–272
Boston matrix 85–86, 143–144, 208, 272–274
BP (British Petroleum) 102–104
brand audits 108
brand awareness see fame
brand equity 84–85, 108
brand extension 107–113
brand integrity 91–96
brand management 24, 34–35, 90, 91, 113
brand values 84, 98–99, 108, 112–113
brands 13–14, 84–85, 89–113

asymmetry of information 58
building 200–201
created before 1900 90–91, 92–94
creating where none exists 104–107
effect of 89–91
intangibility of services 34–35
international strategy 258–259
leadership vision 113
management systems 24, 34–35, 90, 91, 113
naming strategy 101
strategy basics 91, 96–100
variability of services 36

Branson, Richard 8, 15–17, 26, 48, 111–113
brief for agencies 209–210
British Airways see BA/British Airways
British Petroleum (BP) 102–104
broadband communications 14, 110–113,

148–149
broadcast communications 201, 210
brochures 214
BT marketing services 32, 134–137
‘build’ strategy 273
Bulmore, Jeremy 89
business buying 150–152
Business Consulting Services (BCS) 30, 31
business mission 78, 81–83
business partners, selling through 160–161,

163
business portfolios

Boston matrix 272–274
directional policy matrix 277–279

business-to-business markets
collateral 214
communications 196
cultural differences 251
fame association 96–97
segmentation 303–304

business vision 78
Butler, R.S. 23

buyers
asymmetry of information 57–58
brand creation 105
how people buy 147–152
market audits 292
naı̈ve vs experienced 56
Porter’s competitive forces 298–299
segmentation of markets 51–52
understanding

intended segments 198–199
needs 118–119

see also customer . . .

CAB (customer advisory board) 62–63
campaigns (communications) 204
capital flow for globalisation 252–253
capital investment management 12
carbon impact assessments (CIAs) 135, 136
‘cash cow’ businesses 273
catastrophes, handling 18–19
category management 140–142
CEM see customer experience management
‘champions’ 145
channel conflict 160–161
chief marketing officer (CMO) roles 25
China 3
choice, differentiation and 140
CIAs (carbon impact assessments) 135, 136
client managing directors (CMDs) 176
climate change issues 102
closing sales 167
‘cloud computing’ 125–127
CMDs (client managing directors) 176
CMO (chief marketing officer) roles 25
co-creation of services 132–133
collaborative approach

account-based marketing 188
market insights 60–63

collateral 214–215
collectivism 287
colour, brand design 105–107
commercial environments 12–13
commodification of services 118, 122, 138
communications 195–222

brands 107, 109
contact audits 275–276
creative execution of 209–210
during crises 221–222
employee–service inseparability 38
GAP model 236, 286
global account management 177
international issues 259–260
relationship-building 189–190
strategies 38, 195–202
techniques 203–209

compartmentalised organisations 9–10
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compensation plans 177
competition/competitiveness 13

account management 183
communications 201
core service changes 11
experience curves 279–281
perceptual mapping tools 296–298
Porter’s forces 298–299
positioning businesses 54–55
pricing practices 138–139
professional services 5
quality of services 55–56
research tools 299–302
service sector growth 2–3
Virgin Atlantic 16–17

component design techniques 142–143
computer service companies 6, 12–14

account management 173–174
brands 108
engineering services 7
market distortions 56–57
marketing examples 28–31, 41, 45–46
New Service Design 121–122, 125–127,

130–131
quality issues 225
sales strategies 153–154
strategic context 67
see also information technology industry

concept testing research 301
conceptualising services 32, 79
conglomerates 25–26
conjoint research 300
consistency of services 35–37, 91–96
consultancies 6

account management 178–180
differentiation 139
diffusion of innovation 129
innovation through smallness 128
organisational buying 152
product sales and 152–154
separate service businesses 161
thought leadership 131

consultative selling 152–154, 163, 167
consumer goods businesses 28, 32, 35, 47

see also product . . .
consumer relations 1–2

see also relationship marketing
consumer services 5, 46
consumers 147–150

see also buyers; customer . . . ; market . . .
contact audits 106, 239, 275–276
context

segmentation by 303, 304
strategic context 67–68

continuous improvement programmes 240
control 41

core competencies 78
core services 8–9

component design 143
features analysis 281
fundamental changes 11
holistic approach 227–228
innovation and 120–122, 125–127
relevance 14–15
strategic intent 70–71
value propositions 138–139

corporate brands 13–14, 100–104
see also brands

corporate relations 25
see also relationship marketing

corporate sponsorship 177–178
see also sponsors

corporate strategy 67, 87
see also strategy/strategy development

cost-effectiveness, international markets 3–4
cost management 208
cost-plus pricing 7, 138
Crayton, David 128–129
creative discretion 231
creativity 123, 209–210, 231

see also innovation
‘credence attributes’ of brands 98
crises, communications during 221–222
critical success factors 56, 123
CRM see Customer Relationship Management
cross-border service markets 249–250, 257–258
cultural differences

account management 180–181
international service markets 250–251, 253,

257–259
Satyam case study 219
tools/techniques 287–288

culture of organisations 9–10, 27, 242
customer account prioritisation 171–173

see also account management
customer advisory board (CAB) 62–63
customer aspirations

brands 96–97
international markets 257
marketing to 35

customer care 223, 247
holistic services 227–228
profitability and 239
recent history of 224–226
see also quality of services

customer equity 85
customer evidence programme (Microsoft)

205–208
customer expectations see expectation

management
customer experience management (CEM) 198,

228
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customer needs 148
brand creation 105
differentiation 140
market segmentation 52
poor understanding of 118–119

Customer Relationship Management (CRM) 217
see also relationship marketing

customer satisfaction
ASCI programme 225–226
GAP model 236
measurement 246–247
Orange Business Services 60–61

customer segmentation 104
see also segmentation of markets

customers
co-creation of services 132–133
collaborative research 60–63
core service relevance to 14–15
events and hospitality 213–214
‘follow the client’ strategy 261–262
loyalty concept 226–227
major customers 171–194
‘solutions’ selling and 159
strategic intent and 70–71
see also buyers; consumer . . . ; customer . . . ;

market . . .
customisation of services 36, 77–78, 140–141

international markets 251
Interoute network 125–127
major accounts 192–193
‘one-offs’ 119
value propositions 134–137
see also bespoke marketing plans;

personalised services; ‘solutions’

data-driven approach, communications 206–207,
221

database marketing 217
decentralised organisations 25–26
decision-making units (DMUs) 149–150
defence organisations 11–12
‘defend account’ strategy 172
defining business markets 48–49
delight factors 232
delivery of services 96, 236, 286
Deloitte accountancy 5, 20, 116
demand creation

professional services 76
targeting methods 166

demand forecasting/management 37, 39
demographic segmentation 302
deregulation of markets 69–70
designing services 115–146

blueprinting 270–272
brands 100, 105–107
component design 142–143

experience curves 279–281
features analysis 281–285
international markets 260–261
mistakes in 117–120
molecular modelling 294–296

developing countries’ growth 3
deviant discretion 231–232
Diamond Customer-engagement Strategy,

Satyam 217–221
differentiation 139–140

BT case study 137
lack of 117–118
pricing practices 39

diffusion of innovation 49–50, 129–130,
276–277

direct marketing 211–212
directional policy matrix 65, 144, 172, 277–279
disaster recovery 18–19, 242–245
discounted ‘solutions’ sales 159
discretionary powers of employees 231–232
Disney resorts 116, 231
‘distilling brand essence’ strategy 98
distortions of markets 56–57
distribution systems 6, 10–11
‘divest’ strategy 273
DMUs (decision-making units) 149–150
‘dog’ businesses 273

e-commerce 3
economic growth 1–4
EDF Energy 69–72
editorial relationships 221
electricity supplier strategies 69–72
Ellis, Chris 60–61
email marketing 211
‘embedded’ services 5
emergency services 18–19
‘emergent’ strategic direction 87
emotional empathy 230–231
emotional issues

brand creation 105
buying considerations 151
communication and 196
designing services 143
features analysis 282, 284
quality of services 224–225, 227, 230–231
socially significant services 10

empathy of employees 230–231
employees

brands reflected in behaviour 99–100
communications through interaction 202,

203–209
empathy 230–231
empowerment 231–232
inseparability from services 38–39
interactions 202, 203–209
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recruitment practices 36–37
sales strategies 152–158
service sales force 158–161
variability of services 36

employment patterns, service sectors 4
empowerment 231–232
energy efficiency issues 71
energy security issues 102
engineering services 5–10
environmental factors 12–13, 44
‘essence’ of brands 98
European Union service sector growth 3–4
event-driven feedback 246
events and hospitality 213–214
expectation management

control issues 41
cultural differences 250–251
determinants of expectation 237
employee/service inseparability 38–39
environmental factors 44
lowering expectations 232
service variability 36
simultaneous consumption 37
understanding expectations 235–237
‘zones of tolerance’ technique 238

‘experience’ attributes of brands 98
experience curves 74–75, 78, 279–281
experienced users

control issues 41
market segmentation 52, 56

explorative research 246, 301
exporter companies 261
exporting services 3, 261
‘extant’ strategic direction 87
extended warranties 72
external market force analysis 291

facilities management 5
false markets 56–57
fame

brands 84, 96–97
international markets 257

‘family’ branding strategy 258
features analysis 142–143, 237, 240, 281–285
feedback, customer satisfaction 246
feminine vs masculine cultures 287, 288
field research 299–302
field sales approach 162
financial services 4–5, 101, 199
‘follow the client’ strategy 261–262
followers, market positioning 54–55
formal innovation processes 123–127
formal offers 166–167
franchises 262
free trials 33–34
Friedel, Robert 6

Fujitsu 253–256, 258
full service marketing departments 27–28
functional strategy development approach 87

GAP model 236, 285–286
‘gatekeepers’ 150
GATT rounds 4
GDP (gross domestic product) growth 4
GE/McKinsey matrix 65, 144, 172, 277–279
generic perception studies 246
generic sales structures 161–164
Geo Sourcing Forums, Satyam 219–220
geographic segmentation 303
Gerstner, Lou 29, 30, 32
global account management 174–178
global companies 13, 255, 263
globalisation 13, 174–178, 252–256, 263
‘go-away’ sales technique 167
‘go to market’ capability 86–87
goods/services spectrum 141, 282
Google 80–83
gossip 203
government initiatives 4

see also legislation; public sector
Grönroos, Christian 40
gross domestic product (GDP) growth 4
group-think 48, 52
growth

markets 49–51
service sectors 1–4

‘harvest’ strategy 273
Heathrow T5 disaster 242–245
heterogeneity of services 35–37
high-tech vs high-touch services 52,

141–142
Hofstede, Geert 251, 287
‘hold’ strategy 273
holistic services 227–228

see also integrated services
hospitality 213–214
human capital 36

see also employees
Humble, John 227–228
hybrid offers 76–77, 283
hygiene factors, brands 98

IBM computers 45–46
account management 173–174
control issues 41
evolution of services 28–31
innovation 122
quality of services 225
sales approaches 154
strategic context 67
transition strategies 108–109
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IMC (Integrated Marketing Communications)
215

imitation, innovation through 131–132
independent services 74–75
individualism 287, 288
industrial sectors 51–52
industrialised services 140–141, 159
industry knowledge vs regional sales 162–163
industry maturity 12–13, 50, 288–291, 304

see also market maturity
industry reports 119
influencers

business buying 150
relationships 212–213

information asymmetry 5, 57–58
information technology (IT) industry 6–7

account-based marketing 186–189
electricity suppliers 71
IBM’s IT services 29–31
international markets 253–256
Microsoft 205–208
Satyam Computer Services 217–221
see also computer service companies

infrastructures 8–9
engineering services 6
global account management 177
‘go to market’ capability 86
innovation and 120–121

innovation 115–146
through adaptation 131–132
through co-creation 132–133
competing on 16–17
cultural variations 181
diffusion of 49–50, 129–130, 276–277
through imitation 131–132
international markets 260–261
role of 120–122
sales strategies 155–156
through smallness 128

inseparability of employees and services 38–39
intangibility of services 33–35, 85, 89, 197
Integrated Marketing Communications (IMC)

215
integrated marketing departments 27–28,

215
integrated services 117, 187, 227–228
integrity of brands 91–96
inter-regional communications 201–202
internal communications 38, 202–204
internal customer satisfaction measures 246
internal market audit analysis 292
internal strategic impact perspectives 67–88
international communications 201–202
international service markets 3–4, 249–264

analysis 257–258
commercial environments 13

cultural dimensions tool 287–288
strategic considerations 250–257, 258–263

Internet 3, 6
brand design 107
buying considerations 148–149
direct marketing 211
Google services 80–83
maintaining access 14
marketing communications 213, 214
personalised services 232–235
quality of services 198
viral marketing 204
Virgin Media 110–113

Interoute network 125–127
interview approach, account management 193
intuitive business leaders 26–27
iPhone/iPod (Apple) 7
IT see information technology
IT Services Marketing Association (ITSMA) 186

Jobs, Steve 7, 8
joint ventures 109

key accounts see major customers
Klein, Naomi 90
knowledge-based professional services 75–76
Kotler, Phillip 28, 169

‘landing sites’ 213
language issues, international markets 250
launching brands 107, 110–113
law firms 5
leadership

ABM programme sponsorship 191
crisis communications 222
global account management 176
intuitive business leaders 26–27
market leaders 52–53
thought leadership 45, 130–131, 205, 208
vision 113
see also management systems

leasing programmes 41
legislation

international service markets 249–251
service sector growth 4
socially significant services 10
technology infrastructures 6

Levitt, Theodore (Ted) 32, 49, 131–132, 252
life stage segmentation 302
lifestyle

changes 1–2
segmentation by 303

lifetime value concept 239
‘limited staff role’ marketing departments 27
line extension, portfolio management 144
listening skills, sales staff 153
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‘local’ strategies 253–256, 260–261
logistics 10–11
logos 103
loyalty concept 226–227
luxury goods industry 6, 139

McDonald’s 251
McKinsey consultancy 129, 139
McKinsey/GE matrix 65, 144, 172, 277–279
magazine coverage 212
Mahindra Group 217–221
‘maintain account’ strategy 172
maintenance services 13, 14, 37, 72–74
Maister, David 179–180
major customers

bespoke marketing plans 186–191
insights into 182–185
quality of services 192–193
selling/marketing to 171–194

management systems
capital investment 12
category management 140–142
communications 209–210, 216–221
corporate brands 13–14
cost management 208
creative communications 209–210
cultural dimensions 287–288
customer experience management 198, 228
demand forecasting/management 37, 39
facilities management 5
GAP model 285
innovation and 123, 128–129
marketing and 23–24
message creation/management 199–200, 203
portfolio management 143–144, 272–274,

277–279
product managers for services 144–145
quality of services 225, 229, 236, 240–242
sales 154–158, 165–170
systems management 157
see also account management; brand

management; expectation management;
leadership

manufacturing sector 1–2, 4, 32
mapping

accounts 183–184
markets 53–55, 108, 296–298

market analysis
audits 61, 182–183, 291–292
international services 257–258
Porter’s competitive forces 298–299
research 59–63, 119, 299–302

market audits 63, 182–183, 291–292
market maturity 28–29, 49–51, 200, 290–291

see also industry maturity
market mavens 292–293

market research 59–63, 119, 299–302
market share 143–144, 272
marketing

communications plan 216
definition 23–24
evolution in organisations 27–31
functions of 24–25, 27–28
‘go to market’ capability 86–87
major customers 171–194
manifestations of 24–27
planning 87, 216
services overview 23–46
tools/techniques 265–306

‘marketing concept’ 274
marketing mix 293–294
markets

Ansoff’s matrix 267
brand positioning 107–113
communicating with 195–222
creation of 13
defining 48–49
deregulation 67–70
development of 288–291
distinguishing 19–21
distortions 56–57
dynamics of 48–59
gaining perspective on 59–64
globalisation of 252–256
growth phases 49–51
international operations 249–264
perceptual mapping tools 53–55, 108,

296–298
segmentation of 51–53, 56, 104, 198–199,

257–258, 302–305
strategic insights 47–65, 87
understanding 47–59
see also customer . . . ; market . . .

Marks & Spencer 224, 239
masculine vs feminine cultures 287, 288
mass services 96

see also volume services
MasterCard 199
maturity see industry maturity; market maturity
mavens 292–293
measurement see performance measures
media planning 199, 210–215
media relations 190, 212
medical services 6, 49
‘membership’ relationship category 142
message creation/management 199–200, 203

see also communications
Microsoft 205–208
middle classes, growth of 3
Midland bank 101
mind sets 52
mission statements 78, 81–83
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mobile phone markets 50, 110, 139–140
mobile technologies 50, 82–83, 110, 139–140
molecular modelling 142–143, 294–296
moments of truth 229, 239
money-back guarantees 224
monolithic brand strategy 105
Moore, Geoffrey 130
Moore’s law 7
‘moral hazards’ 57
‘motivators’, brand values 98–99
multinational companies 252, 255, 258, 262–263

naı̈ve buyers 56
naming strategies, brands 101
narrow casting 210
needs see customer needs
networks 1–21

characteristics 9
communication through 203–204, 217
defining markets 49
international firms 262
Interoute 125–127
maintaining access 14
marketing in 45, 58–59
rainmakers 163

new business sales 161–162
new entrants, Porter’s forces 299
new product development (NPD) 123–124
New Service Design (NSD) 115–146

category management implications 140–142
experience curves 279–281
manager’s role 144–145
measurement of 145
process steps 124
role of 120–122

new users, market segmentation 52
news releases 212
‘no formal relationship’ category 142
North American Free Trade Area 4
Northrup Grumman 187–189
NPD (new product development) 123–124
NSD see New Service Design

objectives, account planning 181–182
observational research 301
oil companies 6, 101–104
‘one-off’ services 119
online marketing 210, 213

see also Internet
open-ended sales questions 167
operational services 18, 61–63
opportunity analysis 64–65, 155, 181, 185
Orange Business Services 60–63, 192
organisational buying 150–152
organisational culture 9–10, 27, 242
outdoor media 210

outsourcing 2, 74–75
experience curves 280–281
innovation management 128–129
international service markets 3
rail services 21

‘over-claim’ mistakes 119
ownership of services 39–40

‘packaging’ of services 33
partnership selling 160–161, 163, 178–180
peer referral 60–61
people-based services category 141–142
perceived transaction period 230
perception studies

customer satisfaction 246
GAP model 286

perceptual maps of markets 51–53, 108, 296–298
performance measures

brands 110–113
New Service Design 145
operational services 18

‘performing’ services 44–45, 231
perishability of services 39
personal network marketing 58–59
personalised services 232–235

see also customisation of services
‘personality’ of brands 98
PERT charting 270
PESTEL analysis 56, 183, 291
Peters, Tom 224, 232
phased transitions, brand strategy 108
physical manifestations of services 34–35, 44
Piercy, N. 27
pipeline management 168–170
‘pitch’ (sales) 166–167
‘placed trust’ 179
planning procedures

account management 181–192
advertising 265–266
communications plan 216
cultural dimensions 287–288
marketing mix 293–294
marketing plans 87, 216
media planning 199, 210–215
quality of services 240–242
strategic context 67–68

point of sale (POS) 214
political issues, brands 113–114
Porter’s competitive forces 298–299
portfolio management 143–144, 272–274,

277–279
portfolio strategy 61–63, 85–86
POS (point of sale) 214
positioning

brands 89–113, 258–259
businesses 53–55, 240, 295, 296–298
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post-agreement sales negotiation 167–168
post-purchase distress 34, 215
post-sales support 168
power distance, cultural differences 287
PR see public relations
pre-purchase assessment of services 33
pre-sales activities 165–166
press officers 212
preventative approach to crises 221–222
pricing practices

buying considerations 148–149
New Service Design 121–122
ownership of services 40
perishability of services 39
positioning businesses 53–54
‘solutions’ selling 159
value propositions 137–139

print media 210
privatisation 2–3, 9, 12, 45
procedural strategy development approach

87
process 40–41
‘process re-engineering’ 130–131
product-based services 120, 141
product development 123–124, 126,

143–144
product lifecycle 49, 143
product lines, Ansoff’s matrix 266, 268
product manager’s role 144–145
product marketing 23, 25, 32, 34–35

brands 89–91, 92–94, 100–101, 107
features analysis 282–283
new product development 123–124, 126,

143–144
process 40

product sales staff 152–154, 158
professional services 5, 36, 58, 73, 75–76
profiles

account management 183
AIDA concept 265–266
relationship marketing 62

profitability of customers 239
promotional materials 33
proposals (sales) 166–167
propositions see value propositions
psychographic segmentation 302
public relations (PR) 200–201, 212–213
public sector

marketing in 24–25, 45
networks 9
technology infrastructures 8
utilities 6, 12

punctuality 39
purchasing managers 151
‘pure’ services category 33, 141
purpose of business, clarifying 68–77

qualitative research 300
quality of services 36–38, 223–247

analytical tools 235–239
communications 197–198
control issues 41
cultural differences 250–251
dimensions of 237–239
GAP model 285, 286
major accounts 192–193
planning procedures 240–242
recent history of 224–226
standards 55–56
terminology/perceived wisdom 226–235

quantitative research 300
‘question account’ strategy 172
‘question mark’ businesses 272–273
queuing theory 44

Rackham, Neil 149
rail companies 6, 8–9, 19–21, 49
rainmakers 163–164
rational needs 105

see also customer needs
recommendation algorithms 234–235
recovery of services 242–245
recruitment of employees 36–37
regional communications 201–202
regional sales vs industry knowledge 162–163
regional trading blocks 4
relationship marketing (RM) 58–59, 64

ARR model 268–270
category management 142
communications aspects 189–190, 203–204,

212–213, 216–221
consultancies 178–180
internal communications 203–204
international markets 260
public relations 212–213
see also account management

relationship profiling 64
reliability of services 39, 179, 237–238
repositioning brands 100, 102–103, 107–113
repurchase propensity of customers 226
reputation

brand building 200–201
enhancement 205–208
professional services 75–76
quality of services 240, 244–245
rainmakers and 164

research
account management 185
markets 59–63, 119, 299–302
quality of services 225
tools/techniques 299–302

resource bonds/ties 184–185, 269
response models 216, 265–266
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responsibility, brand integrity 96
Reicheld, Frederick 223
‘rising star’ businesses 273
RM see relationship marketing
Rodgers, Buck 45–46
Rothschild, Lord 6
routine discretion 231

safety procedures 11, 19
sales 24, 27, 147–170

communications 196
environmental factors 44
intangibility of services 33–34
international markets 260
major customers 171–194

sales cycle 165–170
sales staff 152–162
sales support 24, 27, 164, 168
SAS airline 225
satisfaction measurement 226, 246–247

see also customer satisfaction
Satyam Computer Services 217–221
SBUs see strategic business units
scalability

independent services 74–75
‘solutions’ selling 159

scenario planning 63–64
scope, brand integrity 96
scoring systems, accounts 172–173
‘search attributes’ of brands 98
segmentation of markets 51–53, 56, 302–305

brand creation 104
communications 198–199
international services 257–258

self-service technology 38–39, 41
selling services see sales
service brands see brands
service ‘champions’ 145
service concept 32, 79
‘service encounter’ moment 45
service hybrids 76–77, 283
service manager’s role 154–158
service markets see markets
service quality see quality of services
service recovery 242–245
service sectors

business types 77, 80
growth of 1–4

service strategy see strategy/strategy
development
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