
CHAPTER 7: PROMOTING SERVICES AND                     
EDUCATING CONSUMERS

SERVICE MARKETING



OVERVIEW

7.1 Role of Marketing Communications

7.2 Challenges of Services Communications
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ROLE OF MARKETING 
COMMUNICATIONS
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WESTIN’S “THIS IS HOW YOU 
SHOULD FEEL” CAMPAIGN 

Starwood, the parent company of Westin, 
aimed to reposition and redefine the 
brands of hotels in its portfolio and 
embarked on this creative campaign to 

reposition staying at a Westin as 
rejuvenating and de-stressing.
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Source:
(1) https://static1.squarespace.com/static/56c46be559827e4f3508914a/56d7734837013bbd82591116/56d7737ab09f951a53f8cd77/1456968890838/westin.jpg?format=500w

(1)



MARKETING COMMUNICATIONS

Communication is the most visible or audible—some would say 
intrusive—of marketing activities.

The location and atmosphere of a service delivery
facility, corporate design features such as the

consistent use of colors and graphic elements, the

appearance and behavior of employees, the design
of a website—all contribute to an impression in the
customer’s mind that reinforces or contradicts the specific
content of formal communication messages.
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ROLES OF MARKETING 
COMMUNICATIONS

1. Position and differentiate service

2. Help customer evaluate offerings
and highlight differences that 
matter

3. Promote contribution of personnel
and backstage operations

4. Add value through communication 
content

5. Facilitate customer involvement in 
production

6. Stimulate or dampen demand to 
match capacity
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POSITION AND 
DIFFERENTIATE SERVICE

Even if customers 
understand what a service is 
supposed to do, they may 
find it hard to tell the 
difference between 
offerings from different 
suppliers. 

Companies may use concrete 
clues to communicate service 

performance by highlighting 
the quality of equipment and 
facilities and by emphasizing 
employee characteristics such 

as qualifications, experience, 
commitment, and 
professionalism. 
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EVALUATING SERVICE OFFERINGS

Airlines do not advertise safety because even the suggestion that things might 
go wrong makes many passengers nervous. Instead, they approach this ongoing 
customer concern indirectly by advertising the expertise of their pilots, the 
newness of their aircraft, and the skills and training of their mechanics. 
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(1)

Source:
(1) http://www.max-avia.ru/UserFiles/Image/4201a84d6d966e1a2ec6fd242df0a5d7.jpg



Frontline personnel are central to service delivery in high-contact services
➔Make the service more tangible and personalized

Show customers work performed behind the scenes to ensure good 
delivery

To enhance trust, highlight expertise and commitment of employees

Advertisements must be realistic

Messages help set customers’ expectations

Service personnel should be informed about the content of new advertising 
campaigns or brochures before launch

PROMOTE CONTRIBUTIONS OF 
SERVICE PERSONNEL
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CASE: STARBUCKS

Starbucks shows how coffee beans 
are cultivated, harvested, and 

produced—highlighting its use of 
the finest and freshest. 
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(1)

Source:
(1) https://www.starbucks.com/coffee/learn/flavors-in-your-cup



ADD VALUE THROUGH 
COMMUNICATION CONTENT

Prospective customers may need 
information and advice about 
what service options are 

available to them; where and 
when these services are 

available; how much they cost; 

and what specific features, 

functions, and service 
benefits are on hand. 
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(1)

Source:
(1) https://www.glpagedesign.ca/advertisment/assets/mva-advertisement-lg.png

Information and consultation represent 
important ways to add value to a product. 



FACILITATE CUSTOMER 
INVOLVEMENT IN PRODUCTION

When customers are actively involved in service production,  

they need training to perform well.

One approach to training customers, recommended by 

advertising experts, is to show service delivery in action. 

Television and videos are effective to show service delivery in 
action because of their ability to engage the viewer and display a 
seamless sequence of events in visual form. 
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CASE: SHOULDICE HOSPITAL, CANADA

This educational technique helps patients 
prepare mentally for the experience and 
shows them what role they need to play in 
service delivery to ensure a successful 
surgery and fast recovery.

Shouldice Hospital in Toronto, specializes 
exclusively in hernia repair. It offers 
prospective patients an opportunity to view

an online simulation. on hernia and explains 
the hospital experience on its website 
(http://www.shouldice.com/shouldice-
experience.html).
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STIMULATE OR DAMPEN DEMAND 
TO MATCH CAPACITY

Live service performances—a seat at the theater for Friday 
evening’s performance or a haircut at Supercuts on Tuesday 

morning—are time-specific and can’t be stored for resale at a 
later date

Examples of demand management 
strategies:

• Reducing usage during peak demand 
periods

• Stimulating demand during off-peak 
period 

Advertising and sales promotions
can change timing of customer use 
to match demand with the 
available capacity at a given time.
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DEMAND MANAGEMENT STRATEGY

Low demand outside peak periods poses a serious problem for service 
industries with high fixed costs, such as hotels. 

One strategy is to run promotions that offer extra value during
off-peak period—such as room upgrades or free breakfasts—in an 
attempt to stimulate demand without decreasing price. 

When demand increases, the number of promotions can be 
reduced or eliminated.
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CHALLENGES OF SERVICES 
COMMUNICATIONS
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PROBLEMS OF INTANGIBILITY

Because services are performances rather than objects, their benefits can be difficult to 
communicate to customers, especially when the service in question does not involve 

tangible actions to customers or their possessions. 

Generality Abstractness Non-searchability Mental impalpability

Intangibility creates 4 problems:
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Generality
Refers to items that comprise a class of 
objects, persons, or events—for 
instance, airline seats, flight 
attendants, and cabin service.

to create a distinctive value proposition is 
to communicate what makes a specific 
offering distinctly different from—
and superior to—competing 
offerings. 

PROBLEMS OF INTANGIBILITY
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(2)

(1)

Source:
(1) https://s-media-cache-ak0.pinimg.com/originals/1b/dc/33/1bdc33f1b243053ab82fe465fc0a2411.jpg 
(2) http://www.mromanagement.com/uploads/features/gallery/image_ee0a64f30d97072400ebe519e4fe4151b266c87a.jpg



Abstractness 
No one-to-one correspondence
with physical objects.

It can be challenging for marketers 
to connect their services to 
abstract concepts such as 

financial security, expert 
advice, or safe transportation 

PROBLEMS OF INTANGIBILITY
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Non-searchability

Cannot be searched or 
inspected before purchase

credence attributes, such as 

surgeon expertise, must be taken 
on faith. 

PROBLEMS OF INTANGIBILITY

In health club, the experience of working with the 
trainers can only be determined through 
extended personal involvement. 
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(1)

Source:
(1) http://www.sivatelbangkok.com/images/facilities/The-Eight-health-club-2.jpg



Mental impalpability

Customers find it hard to grasp 
benefits of complex, multi-
dimensional new offerings

PROBLEMS OF INTANGIBILITY

The prospective customers 

cannot imagine what it would 

be like to experience the first class 
service.
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(1)

Source:
(1) https://s-media-cache-ak0.pinimg.com/736x/1c/9c/01/1c9c016b430887d8d135b665ebd62e9e--emirates-airline-the-passenger.jpg



There are two ways to effectively overcome the challenges of 
intangibility

OVERCOMING PROBLEMS 
OF INTANGIBILITY

Use tangible cues in advertising Use metaphors
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(1)

(2)

Source:
(1) http://cdn.gestalten.com/media/catalog/product/cache/1/thumbnail/9df78eab33525d08d6e5fb8d27136e95/t/a/tangib_cover.jpg
(2) https://plasticenglish.files.wordpress.com/2013/04/3179130228_4ffbe84680.jpg 



USING TANGIBLE CUES

It’s helpful to include “vivid 
information” that catches the 
audience’s attention and 

produces a strong, clear 
impression on the senses, 
especially for services that are 
complex and highly intangible. 

Many schools or educational programs 
feature alumni to make the benefits of its 
education tangible and communicate what 
its education could do for prospective 
students.
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(1)

Source:
(1) http://www.undergraduateawards.com/wp-content/uploads/2016/12/Student-Testimonial-Anna-Deregowski-745x745.png



ADVERTISING STRATEGIES FOR 
OVERCOMING INTANGIBILITY 
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to create messages that clearly 
communicate intangible service 
attributes and benefits to potential 
consumers, service marketers can 

follow specific communications 
strategies for dealing with them 



USING METAPHORS

Insurance companies often use this 
approach to market their highly 
intangible products, e.g.,

• Prudential Insurance – uses 
Rock of Gibraltar as symbol 
of corporate strength

• Allstate – “You’re in good 
hands”

Metaphors, that are tangible, help communicate value propositions
more dramatically and emphasize key points of difference
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(1) (2)

Source:
(1) http://www.newstatesman.com/sites/default/files/styles/nodeimage/public/blogs_2014/09/prud.png?itok=3428f0Z3
(2) https://s-media-cache-ak0.pinimg.com/originals/4e/ee/b0/4eeeb0d7c9125800448359d18eb49a3b.gif



CASE: ACCENTURE

Accenture, an international consulting firm that 
provides strategy, consulting, digital, 
technology and operations services, made an 
advertising campaign that features champion 
golfer Tiger Woods in eye-catching situations to 
dramatize the abstract notion of helping clients 
capitalize on innovative ideas in a fast-moving 
world. The notion is to highlight the firm’s 
ability to help clients “develop the reflexes of a 
high-performance business”.
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(1)

Source:
(1) http://i.bnet.com/blogs/woods-2.jpg



MARKETING COMMUNICATIONS 
PLANNING
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CHECKLIST: THE “5 WS” MODEL

Who is our target audience?

What do we need to communicate and achieve?

How should we communicate this?

Where should we communicate this?

When do communications need to take place?
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TARGET AUDIENCE: 3 BROAD 
CATEGORIES

Employees – Serve as secondary audience for communication 
campaigns.

Prospects – Employ traditional communication mix because 
prospects are not known in advance

Users – More cost effective channels utilized
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Objectives may include shaping
and managing customer 
behavior in any of the three stages 
of the purchase and consumption 
process. 

SPECIFYING COMMUNICATIONS 
OBJECTIVES

Communications objectives 

answer the question of what 
we need to communicate 
and achieve. 

Marketers need to be clear about their goals; otherwise, it will be difficult to

formulate specific communications objectives and select the most 
appropriate messages and communication tools to achieve them.
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EDUCATIONAL AND PROMOTIONAL 
OBJECTIVES IN SERVICE SETTINGS

Create memorable 
images of specific 

companies and their 
brands

Stimulate demand in 
off-peak, discourage 

during peak

Reposition service 
relative to 

competition

Provide reassurance 
(e.g., promote service 

guarantees)

Compare service 
favorably with 

competitors’ offerings

Familiarize customers 
with service processes 

before use

Build awareness and 
interest for unfamiliar 

service

Reduce uncertainty or 
perceived risk by 

providing useful info 
and advice

Teach customers how 
to use a service to 

best advantage
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Build preference by 
communicating 

strengths and benefits

Recognize and reward 
valued customers and 

employees

Encourage trial by 
offering promotional 

incentives




