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Chapter 7:
Promoting Services 

and Educating
Customers

Services Marketing 7e, Global Edition
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Recap

= Why is it difficult to assign a price to a service?

= What are the objectives for establishing prices?

= What are the three legs of the price ‘tripod’?

= Provide an example of rate fence
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1. How can we attract new 
students to our Faculty 
using communication 

methods?

2. What is the role of 
marketing communication?
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Specific Roles of Marketing 
Communications

Position and differentiate service

By…
= Helping customers evaluate offerings and highlight differences 

that matter

= Promoting the contribution of personnel and backstage 
operations

= Adding value through communication content

= Facilitating customer involvement in production

= Stimulating or dampening demand to match capacity
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The 5 ‘W’s Model for Marketing and 
Communications Planning

= Who is our target audience?

= What are our objectives?

= How should we communicate this?

= Where should we communicate this?

= When should the communication take place?

5
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Who is our target audience?

= Prospects
è Employ traditional communication mix because prospects are not 

known in advance

= Users
è More cost-effective channels

= Employees
è Secondary audience for communication campaigns
è Shape behavior

è Part of internal marketing campaign using company-specific 
channels

https://www.youtube.com/watch?v=cvb49-Csq1o

https://www.youtube.com/watch?v=cvb49-Csq1o
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What are our objectives?

https://www.youtube.com/watch?v=R8-9oIq1hxw

https://www.youtube.com/watch?v=u3ybWiEUaUU

https://www.youtube.com/watch?v=_vHVCMr5ikw

https://www.youtube.com/watch?v=4Klv1Map2UY

https://www.youtube.com/watch?v=gXfLl3qYy0k

https://www.youtube.com/watch?v=R8-9oIq1hxw
https://www.youtube.com/watch?v=u3ybWiEUaUU
https://www.youtube.com/watch?v=_vHVCMr5ikw
https://www.youtube.com/watch?v=4Klv1Map2UY
https://www.youtube.com/watch?v=gXfLl3qYy0k
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What are our objectives?
Educational and Promotional 
Objectives in Service Settings

Create memorable 
images of specific 

companies and 
their brands

Build awareness 
and interest for 

unfamiliar service

Compare service 
favorably with 
competitors’ 

offerings

Build preference by 
communicating 
strengths and 

benefits

Reposition service 
relative to 

competition

Reduce uncertainty 
or perceived risk by 
providing useful info 

and advice

Provide 
reassurance (e.g., 
promote service 

guarantees)

Encourage trial by 
offering promotional 

incentives

Familiarize 
customers with 

service processes 
before use

Teach customers 
how to use a 

service to best 
advantage

Stimulate demand 
in off-peak, 

discourage during 
peak

Recognize and 
reward valued 
customers and 

employees

https://www.youtube.com/watch?v=4Klv1Map2UY
https://www.youtube.com/watch?v=_vHVCMr5ikw
https://www.youtube.com/watch?v=u3ybWiEUaUU
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After understanding our target audience, our
specific communications objectives and
message strategy, we now need to select a mix
of cost-effective communication channels. Most
service marketers have access to numerous
forms of communication, referred to collectively
as the service marketing communications mix

Where should we communicate this?
The Marketing Communications Mix
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1. How did you learn about 
the educational offerings at 
Tor Vergata for ERASMUS?

2. And then, through which 
means did you collect info?
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Where should we communicate this?
The Marketing Communication funnel

https://www.youtube.com/watch?v=UE-E5DFeF3o

https://www.youtube.com/watch?v=UE-E5DFeF3o
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Awareness
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Interest
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Desire
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Action
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Loyalty
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What are the problems 
connected with the 
communication of 

services?

How should we communicate this?
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How should we communicate this?

= Intangibility (abstractness): e.g., safe transportation 
do not have one-to-one correspondence with physical 
objects 

= Generality: some services have a physical connection 
but are too broad to create a unique value proposition 
is to communicate what makes a specific offering 
distinctly different from — and superior to —
competing offerings

= Non-searchabilty: refers to the fact that many of the 
service attributes cannot be searched or inspected 
before they are purchased 

= Mental impalpability: refers to services that are 
sufficiently complex, multi- dimensional, or novel so 
much so that it is difficult for consumers — especially 
new prospects — to understand what the experience 
of using them will be like and what benefits will result. 

What can be done to overcome SM communication 
problems?
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How should we communicate this?
Advertising Strategies for 
Overcoming Intangibility 

https://www.youtube.com/watch?v=E8hKc4u7S6U
https://www.shouldice.com/hernias-explained/

https://www.youtube.com/watch?v=k0UeodiASZs

https://www.youtube.com/watch?v=E8hKc4u7S6U
https:///
https://www.shouldice.com/hernias-explained/
https://www.youtube.com/watch?v=k0UeodiASZs
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Where should we communicate this? 
Marketing Communications Mix 
for Services
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Where should we communicate this? 
Sources of Messages Received by 
Target Audience

Source: Adapted from a diagram by Adrian Palmer, Principles of Services Marketing, London: McGraw-Hill,4th ed., 2005, p. 397
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How to create 
Word of Mouth?

https://www.youtube.com/watch?v=1BCA8dQfGi0

https://www.youtube.com/watch?v=1BCA8dQfGi0
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Where should we communicate this? Messages 
Originating From Outside the Organization 

Word-of-Mouth (WOM)

è Marketers use a variety of strategies to stimulate positive and
persuasive comments from existing customers.

è These include:

Creating exciting stories, promotions, and competitions that get
people talking about the great service the firm provides.

Offering promotions that encourage customers to persuade others
to join them in using the service

Developing referral reward programs that incentivize existing
customers to make referrals

Referencing other purchasers and knowledgeable individuals

Presenting and publicizing testimonials.

Providing opportunities for online reviews, and supporting and
responding to them frequently.

Support and engage brand communities.

23
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When should the 
communication 

take place?

24
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When should the communication take 
place? The media plan flowchart
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When should the communication take 
place? Budget

Three steps:
1. Defining the communication objectives along the 

service marketing communication funnel
2. Determining the tasks needed to achieve these 

objectives
3. Estimating the costs of the program
Which costs should you consider?
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Company Brands 
Adorn
Proraso
Erbaviva
Kaloderma
Prokrin
Schultz
Batist
Oxy
Sul Filo Del Rasoio
Marvis
Just For Men
Tenax
Sapone del Mugello
Valobra
Floid

Group work!

https://proraso.com
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Team Project Work – Ludovico Martelli
Study the assigned company by providing:

1. One slide for the overview of the selected company and brand; 

2. Four slides for identifying and analyzing Product, Promotion, Placement, 
and Price;

3. How can selling barber products be shifted to a service? Identify a service 
that does it or ideate it from zero, also describing the petals of the service 
flower - two slides

4. Identify one intriguing question you would pose to the General Manager 
of Ludovico Martelli – in the last slide of the PPT.

You need to document each source at the bottom of each slide or in the last 
slide of the PPT.

Deadline: Thu 7th at 13.00


