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CHAPTER 9 
 
Service Communications 
 
The chapter has been designed to provide the reader with a clear 
understanding of: 
 

a) the importance of planning and executing an integrated  marketing 
communications strategy 

b) the impact that the distinguishing characteristics of services have 
on the development of communications 

c) the principal communication techniques used in services marketing 
d) the terms corporate identity, branding, and brand image 
e) the development of advertising objectives and strategy 
 
 
 

Tutors should begin by discussing key communication challenges facing 
services industries today:  - the fragmentation of media – often making it 
difficult to reach critical mass; the proliferation of brands within markets - 
often making it more difficult to develop and communicate a distinctive 
positioning. Against this background many organisations are faced with 
declining marketing budgets (in real terms).   
 
Tutors could engage students by describing the relatively limited places 
where advertising was present 20 years ago and then encourage students 
to think of examples of where they have seen advertising recently in 
unusual places.  
 
Referring to Chapter 1, Section 1.2 - Characteristics of Services -students 
should be asked to consider what the implications of the four key defining 
characteristics of services – intangibility, inseparability, heterogeneity, and 
perishability - have for the development of services communications  
 
This discussion will probably have raised some of the key communication 
techniques used by services marketers. At this point the chapter goes on to 
outline five techniques of particular importance to services organisations. 
The role of personal selling often assumes a significant role since the 
delivery of many services often involves human contact. Many companies 
are now using call centres to do some of their personal selling. And 
increasingly organisations are using call centres based in the developing 
world. Students might be interested to consider why organisations run 
overseas call centres, in addition to contemplating life as a call centre 
employee.  
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It is unlikely that a discussion of the defining characteristics of services will 
have raised the issue of internal marketing communications. Students will 
already have been exposed to the concept of internal marketing in Chapter 
7, Section 7.10. In the context of the current chapter, tutors should 
explore the various mechanisms discussed in the chapter for ways in which 
organisations communicate internally (newsletters, staff forums, awaydays 
e-bulletins).  
 
One of the key challenges of services communications is to manage 
customer expectations of service. Figure 9.6 should be referred to in a 
discussion of the various factors that combine to develop expectations – 
noting traditional marketing communications is only one of ways in which 
expectations are formed.  
 
Word of mouth communication is often critical. Students should be asked 
to consider why this marketing communications tool might be of greater 
significance in services than in product marketing.  
 
Such a discussion would lead seamlessly to the final mechanism which is 
the provision of tangible clues. Again the importance of this tool relates to 
the intangibility of many services.  
 
The chapter then proceeds to explore the area of corporate identity, and 
the various factors that contribute to the building of a corporate identity. A 
few of these variables are discussed in depth: naming the service; 
designing the logo; and uniforms.  
 
Following this, a discussion of brand image development and the 
importance of understanding the social and psychological benefits 
consumers are seeking to realise is undertaken. Many students will have 
previously been exposed to the concept of brand image development. Once 
again the intangibility of many services leads to the even greater 
significance of understanding the social and psychological benefits 
consumers derive from the consumption of a service. Students should be 
asked to think of examples of services that communicate emotionally (as 
opposed to rationally). What emotion are they trying to convey? Which 
social/psychological consumption benefits are they attached to? Social 
benefits being defined as those benefits which accrue to the consumer in 
the context of his/her social environment. Whereas psychological benefits 
as generally unseen by others although they may in turn affect how the 
consumer behaves in a social setting. So being seen carrying a shopping 
bag from an upmarket retailer will deliver social benefits to certain 
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consumers, whereas having cosmetic surgery will often greater 
psychological benefits.          
 

From this, the discussion of branding focuses on the roles that marketing 
communications can play in building repeat purchase and encouraging brand 
loyalty.   
 
The chapter proceeds to examine the specific marketing communications 
tool of advertising in some depth again in the context of the distinguishing 
characteristics of services. The advertising of professional services is also 
treated to its own discussion.  
 
Finally the chapter concludes with a brief exploration of the impact of the 
internet on services marketing communications allowing two-way dialogue, 
in real time, 24x7. 
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Assignment 9.1 : Uniforms 
 
Nelson and Bowen in their article entitled “The Effect of Employee Uniforms 
on Employee Satisfaction” identify five variables that help define the 
uniform- appearance, function, character, comfort, and materials.  
 
Find visual references (advertisements, web site, photographs) of uniforms 
from at least 3 service providers. Then use Nelson and Bowen’s framework 
to discuss each of the selected uniforms. If you were asked to design the 
next uniform for each of these service providers, Suggest was in which you 
would change the uniform to improve communication of the company’s 
personality and values.  
 
Nelson, K. & Bowen, J.  (2000) “The Effect of Employee Uniforms on 
Employee Satisfaction”, Cornell Hotel and Administrative Quarterly 
 
 
Assignment 9.2 : Managing Expectations 
 
In their seminal article “A Framework for Managing Expectations”, Sheth and 
Mittal suggest that there are several ways in which expectations can be 
managed. Students should read the article and consider which of their 
proposed mechanisms would work best in the following service industries: 
 
5 star spa resort 
Government job centre 
Driving school 
Marriage guidance counselling 
Internet service provider 
 
Sheth, J.H. & Mittal, B. (1996) A Framework for Managing Expectations, 
Journal of Market Focused Management 
 
 
Assignment 9.3 : Advertising strategy 
 
Select a current advertisement and using Figure 9.13 – Factors Affecting 
Selection of Advertising Strategy – analyse how the service provider has 
defined each of the six factors.  
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