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> Growth of the
Internet

Iz

> Push to increase
shareholder value

> More companies
operating on a
transnational basis

> Changes in
regulations

> Rising consumer
expectations

A

> Privatization More affluence » Emphasis on > Wireless networking

> More people shart

> Mew rules to o
of ti

protect customers,
employees, and the e
environment

Increased desire for
buying experiences

> MNew agreements T
on trade in services > Rising consumer
ownership of
computers, cell
phones, and high-
tech equipment

> Ubiguitous social
networks

» Easier access to
more information

> Immigration

A

Growing but aging
population

|

productivity and
cost savings

> Manufacturers
add value through
service and sell
services

> More strategic
alliances and
outsourcing

> Focus on quality
and customer
satisfaction

» Growth of
franchising

> Marketing
emphasis by non-

profits

and technology

» Digitalization of text
graphics. audio. and
video

> Cloud technology

\J

User-generated
content

» Location-based
services

> Big data
> Artificial intelligence

> Improved predictive
analysis

> Internet of Things

l

> Increased
international travel

> International
mergers and
alliances

> “Offshoring™ of
customer service

> Foreign competitors
invade domestic
markets

New markets and product categories create increased
demand for services in many existing markets, making
it more competition intensive.

!

Innovation in service products and delivery systems is
stimulated by application of new and improved technologies.

'

Customers hawve more choices and exercise more power.

!

Success hinges on (1} understanding customers and competitors,
{2) viable business models, (3} creation of value for bath
customers and the firm, and {4) increased focus on services marketing
and management.

Figure 1.9 Factors stimulating the transformation of the service economy.
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Figure 1.10 Qutsourcing is an important driver of the growth of the service sector.
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FIG-1.1 Scale of Market Entities
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TABLE 2.2 Southwest Airlines Strategic Service Vision

Service Delivery System (perating Strategy Service Concept Target Market Segment

v Funcabinatmosphereto ~ + Quick tunaround atgate ~ + Shortflightswith ~ + State of Texas residents
differentiate service results in high utilizationof ~ frequent departures . Bysiness traveler who

+ Use only Boging 737 aircrat o Servespeanutsand  drives because of
aircraft to control + No assigned seating rewards ~ soft drinks only inadequate airline
maintenance and operating  puncuality and promotes , Use of imnercityor  IViCe
Costs on-ime performance low traffic airports  + Inexpensive family

+Hire cabin crew based on avoids congestion travel on weekends
atttude + Carryon luggage
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Selection and development

Job design

Workplace design

Information and communication

Reward and recognition

Service value in quality and cost

Service value in quality and cost

Attractive value
Repeat business

Referral

Revenue growth

Profitability



