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CHAPTER 1 
 
Introducing Services 
 
This chapter has been designed to provide the reader with a clear 
understanding of: 
 

a) What constitutes a service 
b) The characteristics of services 
c) The significance of customer involvement and uncertainty in 

services 
d) The role of expectations and perceptions for services 
e) How the application of McDonaldization, development of Call 

Centres and use of technology impact on services 
f) Factors that may account for the everyday service reality 

 
Tutors should begin by asking students what the word ‘service’ means 
and identify organisations/industries for whom service is a major part of 
their business.  Figures 1.1 and 1.2 should be used as a basis for 
agreement on what is, primarily a ‘service organisation’. 
 
Students should then be encouraged to identify important features of 
‘service organisations’.  The four distinguishing characteristics can then be 
explained by the tutor and compared with student responses.  At this 
point and as a way of reinforcing the significance of services students 
need to consider whether the 4Ps framework is adequate for services.  
What further Ps are necessary, and why, for services marketing? 
 
From here tutors should turn to ‘customer involvement and uncertainty’, 
an area that represents a challenge for services and one that will 
strengthen student understanding so far. 
 
Students should be asked to address that challenge in terms of the 
following services: 
 

• A health club 
• Plastic surgery 
• A car service 
• An education course 
• A plumber 
• A bank loan 
• An estate agent 

 
Students should then be required to reflect on how similar their responses 
are to the above services, and why. 
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The following section, Expectations and Perceptions, will help clarify the 
responses given above.  Students need to be questioned over 
 

• How far their expectations are realistic, profitable, practical, 
reasonable. 

• The basis upon which (the criteria) they judge a service 
(perceptions). 

• The degree to which their expectations and perceptions may differ 
from those of the service provider. 

• How a customer’s age, sex, level of education, past experience 
might influence expectations and perceptions. 

 
From here we move to the concept of core and augmented service, a 
concept that students should be familiar with, in terms of products, from 
an introductory course in marketing.  Compared with the product model 
where service is often singled out as augmented, supplementary or 
peripheral, here we have service on service.  One way of resolving this is 
to get the students to clearly explain and separate (with examples), the 
core service from the extras. 
 
The next three sections address issues that are of central importance for 
services and should be of interest for students: 
 

• The ‘McDonaldization’ of Services 
• Technology in Services 
• Call Centres 

 
These topics should form the basis of a lively discussion that may 
consider the following: 
 

• How significant are these topics in the development of services 
marketing management 

• Which services are most likely to apply in any of these areas and 
why 

• What are the benefits/drawbacks for service management, 
employees and customers. 

 
Students should be particularly well placed to address these issues given 
their familiarity with technology, their experience of call centres as an 
employee and customer and as recipients of, amongst others, an 
education service that Ritzer in his book, ‘The McDonaldization of Society’, 
characterises as showing signs of McDonaldization (computer generated, 
graded and assessed multiple choice exams, WEB CT, power point 
presentations etc). 
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We end the chapter where we began on the subject of what constitutes 
service.  Now we should ask students to reflect on what constitutes 
service. 
 
In preparation for this it may be valuable to ask students to bring with 
them newspaper cuttings featuring examples of good and bad service.  
Equally they should be encouraged to give their personal experiences. 
 
Is there a gap between the rhetoric and reality of service and if so, who 
and/or what is to blame? 
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Assignment 1.1 : Thinking of Services 
 
Select a number of services, say 3 to 5.  They might range from plumbing 
to beauty salons, trains to libraries.  Consider the following questions: 
 

a) Do the services you have selected have anything in common?  
Briefly explain why or why not. 
 

b) To what extent does each service exhibit the four major 
characteristics: intangibility, inseparability, variability and 
perishability? 
 

c) For each service, rank, and explain, the importance of the three 
additional Ps: people, physical evidence and process. 
 

d) How would you explain the degree and nature of customer 
involvement for each service? 
 

e) How much uncertainty surrounds the delivery and consumption 
of the services?  What are the main sources?  And can they be 
effectively managed? 
 

Now address, in more general terms, the following questions: 
 
f) From your knowledge/experience or considered opinion are there 

distinctive gaps between the provider’s view of what is on offer 
in terms of service and that of the customer?  Explain why you 
think such gaps exist. 

 
g) Briefly explain your perception of the role of technology in 

services and discuss in more detail the advantages/ 
disadvantages for the organisation, employees and customers. 
 

h) It is stated that consumers find services more difficult to 
evaluate than manufactured products.  Give examples, stating 
why this may be true. 

 4



Mudie & Pirrie, Services Marketing Management, 3/e                                                   Support Material 

Assignment 1.2 : McDonaldization 
 
The McDonaldization thesis (Ritzer 2004) argues, in short, that the 
principles upon which the fast-food giant McDonalds was founded – 
efficiency, calculability, predictability, and control through non-human 
technologies – are coming to dominate more and more areas of the social 
world in both America and, increasingly, the globe.  This exercise is 
designed to get you to think about the extent to which the principles of 
McDonaldization are evident in your experiences in the service sector.   
 
It is not surprising that we come face to face with McDonaldized systems 
anytime we step into a fast food restaurant.  What is surprising, however, 
is the extent to which the principles of McDonaldization extend far beyond 
the glow of the golden arches and other like restaurants to affect such 
areas of life as education, work, health care, travel, leisure, politics, and 
the family to name but a few examples (for examples of specific 
McDonaldized systems other than fast food chains, see Ritzer 2004: 10 – 
11 and Ritzer 2006).  More to the case at hand, the principles of 
McDonaldization have profoundly affected most, if not all, of the service 
operations we become engaged with in the course of our lives.  However, 
seeing the extent to which services are McDonaldized can be difficult for 
two reasons.   First, many businesses, though structured around the 
principles of McDonaldization, try to hide this fact from their customers.  
For example, while McDonalds advertises that it wants consumers to 
come and “visit” their locations, their stores are actually designed to limit 
the time customers spend in them (e.g. seats that become uncomfortable 
after a short period of time or the use of drive-through windows that 
completely bypass having the customers come into the store) in an effort 
to make them more efficient.  Of course, these are not aspects businesses 
advertise because doing so would disillusion customers about how they 
are perceived by the business.   
 
Secondly, since the principles of McDonaldizaton have spread over so 
much of the social landscape, to a certain extent these practices have 
become “normal” and thus taken-for-granted.  Indeed, almost any 
student reading this was born into a world so thoroughly McDondaldized 
that a world structured any other way is hard to imagine.  Indeed, the 
ubiquity of McDonaldization is so great that we may (a) fail to recognize 
the fact that we are in a McDonaldized setting and (b) that there were, 
and in a few locations are, spaces not dominated by the principles of 
McDonaldization.  In all, these two factors together can act to make 
seeing McDonaldization in our everyday lives difficult.  Nevertheless, if 
you go out into the social world with McDonaldization on your mind, you 
are likely to be surprised by the extent to which the settings in which you 
move in general, and your experiences in the service sector in particular, 
are structured around the principles of McDonaldization.   
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This exercise is designed to help you see the extent to which your 
experiences in the service sector are dominated by the principles of 
McDonaldization?  For the next week, as you go out into social world ask 
yourself to what extent the spaces in which you travel are McDonaldized?  
This can be done by asking how the specific aspects of McDoaldization are 
evident in your encounters.   
 

Efficiency:  To what extent are goods and services offered as the 
means whereby something can be obtained for the least amount of 
effort on your part? For example, how many businesses have drive-
thru windows or curb-side service so that, if you want something, 
you can have it without leaving your car?  How many businesses 
use automated machines (e.g. ATM machines or self-checkouts) to 
make the retrieval of goods or services more convenient and 
available at a greater number of places and at more times?  What 
about businesses that directly offer goods and services to 
consumers in their homes (e.g. through internet shopping or home 
shopping networks) or will deliver goods and services to one’s home 
(e.g. pizza delivery) to bypass consumers having to venture out into 
the broader social world to obtain these things?  
    
Calculability: To what extent are quantitative aspects of goods or 
services emphasized over more qualitative aspects as in the 
emphasis on the size of foods as opposed to their taste or 
nutritional value (e.g. the Big Mac, Taco Bell’s half-pound burritos, 
or 7-11’s Big Gulps).  Also, ask yourself to what degree are the 
speed and/or rapidity of goods and services emphasized as opposed 
to their quality as in the cases of fast food restaurants or tax 
preparation services that emphasize how quickly they can get you 
your tax return.  
   
 
Predictability: To what extent are the physical settings and/or 
interactions in service environments standardized and scripted as 
opposed to be free-flowing and variable?  In terms of a service’s 
physical setting, ask yourself if someone had blindfolded you and 
brought you into this location while, at the same time, removing all 
signs and logo’s bearing the company name, would you be able to 
know what place of business you were in?  Or, in a similar vein, go 
to a number of different locations of the same store or service and 
ask your self how similar and standardized are these physical 
locations?  In terms of the service interaction, ask yourself to what 
extend do the interactions with service workers seem scripted (e.g. 
many workers using the same open and closing lines in their 
interactions with customers) and what, if any, spontaneity was 
evident in their interactions with customers?   
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Control through Non-human Technologies: To what extent are 
humans in control of a service interaction, and to what extent do 
non-humans control the operation?  For example, in a restaurant, to 
what extent do humans do the cooking and to what extent do they 
simply service food-cooking machines?  Moreover, to what extent 
are customers able to determine what they want to eat (e.g. in 
ordering modified items from the menu) and to what extent does 
the menu control what can be ordered?   

 
 
These are just a few questions and examples to spark your thinking about 
McDonaldization when you are out in the social world.  Though not all 
service interactions or settings are McDonaldized, it is increasingly hard to 
find non-McDonaldized environments.  And while McDonaldized settings 
can offer consumers some benefits (e.g. an increased variety of goods 
and services), by and large these systems are designed to benefit 
businesses.  By being able to recognize the extent to which our everyday 
experiences as consumers take place in McDonaldized environments we, 
as consumers, are empowered, to a degree at least.  And in this regard, 
though McDonaldized environments may still be structured around the 
“iron cage” of rationality, by being aware of this cage and the extent to 
which they are designed to trap us into doing things that are 
dehumanizing and/or limiting, we gain some leverage and begin to, if not 
break, then at least bend, the bars that confine us. 
 
 
With thanks to George Ritzer and Craig D Lair, University of Maryland for 
providing this assignment 
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Assignment 1.3 : The Trouble with Service 
 
It has been claimed that service stinks (see Brady, D, 2000, Business 
Week, October 23rd). 
 
Below is a number of assertions as to why this may be so.  How far do 
you agree with these points and what additional aspects do you believe 
should be considered? 
 
 

• Probably at the top of any list should be efficiency, a word we hear 
much of today and one, according to a leading authority,1 that has a 
bad name.  Whether public or private, service organisations are 
seeking to obtain more and more output from fewer and fewer 
inputs (resources).  Tight control and demanding use of resources is 
not necessarily a formula for delivering service quality. 
 

• Front-line employees are regarded as pivotal for success by service 
organisations.  That at least is the theory.  The reality is that 
working conditions on the front line can be less than favourable: 
demanding management and customers, low pay and inadequate 
training.  Consequently the resulting stress, frustration and lack of 
motivation impacts on performance. 
 

• The ever-increasing use of technology frustrates those who equate 
service with personal service.  Being served by a fellow human 
being is viewed by many as the hallmark of service.  When the 
technology fails or is poorly designed from a user perspective, 
customer dissatisfaction is inevitable. 
 

• ‘All consumers are not created equal’, as Hallberg2 observed.  Who 
you are (defined in terms of job status) and what you are worth to 
an organisation (defined in terms of profitability) determines the 
quality of service received.  In a study3 of who gets the best service 
from British businesses, the customer’s occupation was found to be 
significant.  On the matter of profitability Zeithaml, Rust and Lemon 
suggested that by sorting customers into profitability tiers or levels 
service can be tailored to achieve even higher profitability levels 
(see Chapter 11). 
 

• We live in an environment of rising expectations with marketing 
promising better and better service.  Competitive pressures are a 
major driving force.  The trouble is that promises are not always 
matched with proper resources and commitment, as evidence by a 
‘glossy brochure’ versus a ‘stark reality’. 
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