UNIVERSITY OF STRATHCLYDE

DEPARTMENT OF MARKETING

MARKETING OF TOURISM: AN INVESTIGATION OF THE APPLICATION

OF MARKETING CONCEPTS AND PRACTICES IN PROMOTING EGYPT AS A

TOURIST DESTINATION IN BRITAIN AND IRELAND

VOLUME ONE

MOHAMMED FATHY EL-SAYED MOHAMMED KASSEM

Submitted according to the requlations for the degree of Ph.D.

Glasgow June 1985,

{



To those who love me and have supported me all through.,
My parents, my uncle Al Shiekh Abdel Galeil Kassem,
my wife Nagla'a, and my daughters Rihab, Manal, and Marwah.



ABSTRACT

The success of marketing physical products has led many
scholars to suggest that marketing is a universal activity which
can be applied with equal success to the sale of services.

The purpose of this research is to examine the relevance and
contribution of marketing to the tourism sectors in general, and
the extent to which marketing concepts and modern marketing
practices have been accepted and implemented by the Egyptian
Tourism Bodies, and the British and Irish tour operators in
promoting Egypt as a tourist destination in Britain and Ireland

in the particular.

A thorough examination of the literature regarding the
applicability of marketing concepts and techniques to all tourism
related sectors as well as the similarities and/or differences
between goods marketing and services (tourism) marketing was
carried out, based upon which spzcific hypotheses have been formal-
1sed and tested.

The empirical investigation was carried out in the period
between May and the end of October, 1984. Two studies were
conducted in order to verify the existence of the so-called market-
ing oriented philosophy in the Egyptian tourism related sectors,
and the British and Irish tour operating companies offering Egypt
as a tourist destination in Britain and Ireland. The first study
was conducted with the British and Irish tour operators. Two
questionnaires were distributed to all 34 British and Irish tour
operators pramoting visits to Egypt. The first questionnaire
aimed at investigating their familiarity with Eqypt as a tourist
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destination from which it was hoped to assess the marketing
efforts of the Egyptian Tourism Bodies. Th2 second one aimed

at examining the marketing activities undertaken by tour operators
to pramote Eqypt as a tourist destination. Another study was
conducted with th= actual British tourist customer of Bgypt.

A pre-tour questionnaire was distributed to 750 visitors who were
going to BEgypt in order to determine what image and expectations

they have about the country. A post-tour questionnaire was
distributed to another 750 visitors who were coming back from

Egypt in order to assess their level of satisfaction with the
country as a tourist destination.

The findings of the field work reveal that the Egyptian
Tourism Bodies are far from becoming marketing oriented and they
have a long way to go to make effective use of marketing concepts
and techniques. Thus, the marketing concept, with its total
integration of business activities designed to provide customer
satisfaction at a profit, is not wholly adopted and implemented
by the British and Irish tour operators in promoting Egypt as a
tourist destination. In addition, there is still room for
possible improvement in many areas in order to fulfil the
existing/potential customzrs' needs and maintain their satisfaction.
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CHAPTER ONE
GENERAL INTRODUCTION: THE PURPOSE AND SIGNIFICANCE OF THE STUDY

Introduction

The growth of the service sector in the econamy is perhaps
one of the most important features of modern society. Fram a study
of the growing volume of services, it appears that as people grow
more affluent, they have a greater need or desire for services [1].
Most of the advanced countries are living now in this stage of
econamic growth. The United States is now pioneering this new
stage of econamic development and Britain and Western Europe are
following the US pattern. More people are now employed in services

e T g

than rnanufacturmg firms, and the service industry's share accounts

B il e i Lo TN S Y

for more than 60% of the total output of Britain [2].

However, consumer and industrial products have provided the
major focus for enquiry and research by both academics and
researchers, and 11ttle attentlon has been given to the problems
involved in marketmg services, and until the early 1970s the

g
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literature of services marketmg was very limited.
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In the last decade, the debate concerning whether the
marketing of products is similar to or different from the
marketing of services has resulted in three different views.

These views will be extensively discussed in chapter two. The
first view stresses that there is no difference between products
and services, so the same concepts and techniques discussed under
products apply as well to the marketing of services. The work of
Levitt [3], Ornstein [4], Enis and Roering [5], Wyckham et al. [6)
and Bonama and Mills [7] support this view.



The second view emphasises that unique features do exist for
different kinds of services, and that these unique features have to
be recognised in order to develop an appropriate service marketing
theory. Wilson [8], Eiglier et al. [9], Bossam [10], Shostack [11],
Gurmesson [12], among others [13], tried to develop concepts and
approaches that suit the service sector and differ at the same time
from the traditional one.

The third one is a balanced perspective between the two
preceding viewpoints. This perspective, of which Baker [14],
Gronroos [15]), and Cowell [16] are representatives, argues that
although there are similarities in both marketing of products and
services, especially at the strategic level, there are some
differences in characteristics for many services which require new
marketing elements and/or more emphasis on same of the existing
elements in addition to the popular marketing activities.

This controversy over the similarities and/or differences
between product and services marketing encourages many authors
to examine the applicability of marketing concepts and tools to
a wide range of service activities. Coverage in the literature
includes the application of marketing, or specific aspects of it,
to service situations like transport services [17], insurance [18],
family planning [19], banking [20], building societies [21],
professional services [22], career services [23], recreation and
leisure services [24], and tourism services [25].

In an ever shrinking interrelated world society, few
industries have as much impact on the econamy of a nation as
tourism. Statistics relative to this are revealing, Tourism
accounts for 30 per cent or more of the Gross National Product of
countries such as Tunisia and Morocco [26]. In 1980 the tourism



industry in Canada generated an estimated revenue of $13 billion
including over $3 billion in foreign exchange earnings contributed
by travellers fram foreign countries [27]. The share of inter-
national tourists receipts in exports of goods and services is of
considerable proportions in European countries like Austria (21.4
per cent), Greece (20.5 per cent), Portugal (16.2 per cent), and
Spain (23.1 per cent) [28]. In Spain in 1978, there were more
visitor arrivals (40 million) than the actual population of the
country (36 million) [29]. Incaming tourism is the fifth
largest revenue earner of all UK exporters, providing almost £3,800
million per annum in revenue, while accounting for 16 per cent of
invisible exports per annum [30]. In Finland, tourism ranks
among the leading industries and has turned the Finnish balance
of trade from a deficit of $31.1 million in 1963 to a surplus of
$34 million in 1970 [31]. Newly emerging nations in such areas
as the Caribbean depend very heavily on tourist income, which
often represents the major part of the Gross Damestic Product
(GDP). The tourism industry continues to provide jobs to many
people in both developed and developing nations.

In BEgypt, with which this study is concerned, tourism
represents one of the four reliable workhorses of the country's
hard currency earnings, i.e. workers' remittances (amounted to
$3 billion in 1980 - 1981); 0il (reached $2.75 billion in 1980 -
1981); tourism (brought in $700 million in 1980 - 1981): and
the Suez Canal ($900 million in 1980 - 1981) [32].

Wnile such econamic benefits attract much attention,
international tourism also contributes to non-econamic goals, by
providing the greatest single opportunity for cultural, social and
political exchanges among people all over the world [33].



In short, tourism has long been recognised as a desirable means
of stimulating the growth of the national econamy. 1t is also
the largest single item in the world's foreign trade, and for
same countries, is already the most important export industry and
earner of foreign exchange. For other countries, tourism
represents a pranising new resource for econamic development.

The importance of tourism was formally recognised when the twenty
frist United Nations General Assembly designated 1967 as the
International Tourist Year with a unanimous resolution
acknowledging that "tourism is a basic and most desirable human
activity deserving the praise and encouragement of all peoples
and all Governments." When travelling away from hame, tourists
came in contact with the places they visit and with their

inhabitants, and social exchange takes place.

Recognising such econamic and non-econamlc potentials, public
agencies and tourism related organisations throughout the world
continuously strive to attract more tourists to their countries.
AS a consequence, pressures are mounting on all tourism bodies
for effective marketing management of the tourist services and
attractions offered by these bodies,.i.e. national tourist organ-
isations, suppliers of tourism services (hotels, airlines,
transport firms, etc.), tour operators,.travel agents, etc.,
and recently there has developed an increasing interest in
applying marketing concepts and tools in the field of tourism
industry.

Based upon the above, the present study aims at examining the
relevance and contribution of marketing to all tourism sectors in
general, and the extent to which marketing concepts and modern
marketing practices have been accepted and implemented by the
BEgyptian Tourism bodies, and the British and Irish tour operators
1n marketing Egypt as a tourist destination in Britain and Ireland
1n the particular.



Importance of the Study

The present study is considered important for the following

reasons:

Firstly : The academic J_._lm rtance

(a) Despite the importance of tourism and its increased
influence on the nations' econamy, the literature on marketing in
developed and underdeveloped countries has neglected the tourist
industry as most of the literature focuses on the marketing of
physical products. Thus, very little has been written about the
marketing of tourism. This is due to the fact that mass tourism is
a relatively recent phenamenon. It is hoped that this study will
contribute towards a better understanding of the marketing of
tourism by all tourism related sectors, and cover partly that gap
in the literature.

(b) In Egypt, the researcher's hame country, marketing
studies in general are very limited indeed, one can count them on
the fingers of two hands, while the literature on marketing of
tourism is almost absent. Hence, in addition to the body of
literature, the study is an attempt to provide useful information
to the Egyptian Government, Egyptian higher education institutions,
and to damestic and foreign companies operating in tourism.

(c) Since this kind of exploratory research in the field
of marketing of tourism has not been widely examined in the English
literature of the emerging nations, the findings could serve as raw
material for further research in future.



Secondly : Practical importance

(a) To Egypt, this study was undertaken in the hope that it
would help the policy makers at State level. It would provide
valuable information about all Egyptian Tourism Bodies i.e. hotels,
Egypt Air, tourist firms, tourist office in London, transport,
administrators of attractions, etc, thelr strategies and policies,
their pitfalls and deficiencies. The study as well, will highlight
the problems which tourists meet, their needs and wants, their
1mage and expectations about the country, and the reasons for their
satisfaction or dissatisfaction. Also, the study will examine how
Egypt is marketed as a tourist destination by the British and Irish
tour operators in Britain and Ireland. All this information would
help the policy makers at State level to develop their strategies
for the tourist sector and to solve its problems, and to overcome
its difficulties.

(b) To the British and Irish tour operators, the study
provides useful information which can enable them to see certain
areas for possible improvement in pramoting Egypt or any other
destination country. More specifically, this study hopes to provide
and suggest ways by which these tour operators can benefit from
applying the marketing concept in their business in order to satisfy
their custamers' needs and wants.

Organisation of the Study

The study is organised in eight chapters, the first of which
is the introduction.

Chapter two 1s devoted to provide a marketing approach in
tourism as a service industry. It begins by discussing briefly the



nature and scope of marketing and its relevance to the services
area. This is followed by an extensive investigation of the
nature and scope of the marketing of services in general. It then
proceeds to examine the definitions, characteristics and
classifications of tourism. Next, it reviews the literature which
outlines the nature of marketing in tourisn, its markets, Egypt's
market share, and the nature and scope of tourism in Egypt.

Chapter three is an attempt to establish a marketing strategy
for tourism. It begins by discussing the nature of marketing
planning and the role of marketing research in the whole planning
process, It then asks three basic questions. The first is: Where
are we now? To answer this question, the tourist market in terms
of demand and supply is examined with particular emphasis on the
tourist behaviour i.e. motivation, image and attitude, life style,
and customs and habits. Then, market segmentation is thoroughly
discussed. The second question is: Where do we want to be ? To
answer this question, the objectives of tourism marketing in general,
and the objectives of the Tourism Development Plan in Egypt are
touched upon. The answering of the third question: How do we get
fram where we are to where we want to be is left to be the subject of
the next chapter where the elements of the marketing mix are
examined,

Chapter four examines the application of the marketing mix
elements in the tourism industry. In this respect, it begins by
discussing the nature and scope of the marketing mix its
definitions, composition, deveopment, application and its problems.
Then, the aspects pertaining to each element of the marketing mix,
l.e. product, price, distribution, and promotion, and their
applicability to the tourism industry, together with the extent to
which these are similar to or different from their application in



product marketing are emphasised in the light of the
characteristics of the tourist product.

Chapter five discusses the design of the field study, and
is a bridge between the theoretical framework and the empirical
findings. It includes the identification of the problem areas and
objectives, formulation of hypotheses, i1dentification of the sample
and the development of the questiocnnaires.

Chapter six 1s devoted to presenting a discussion of the tour
operators survey findings together with the statistical methods used
in the analysis of the data.

Chapter seven presents a discussion of the custamer survey
findings together with the statistical methods used in the analysis
of the data.

Chapter eight presents the contributions of the study,
discusses its limitations and, where possible, makes reccammend-
ations and suggestions for further research to be undertaken.
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CHAPTER TWO

MARKETING APPROACH IN TOURISM

Introduction

The objective of this chapter is to present a marketing
approach in tourism as a service. To achieve this objective, a very
brief discussion will be maée to explore the nature and scope of
marketing in order to determine its relevance to the services area.
Next, an extensive investigation will be made on the nature and scope
of the marketing of services in general in order to determine the
extent to which marketing concepts and practices can be applied in
tourism as a specific service. To do so, this chapter will be
organised as follows:

Section A:

The Nature and Scope of Marketi ng

-~ The nature of marketing
- Marketing definition in the light of 1its scope

The Nature and Scope of Services Marketigg

- Definition of "services"
- The importance and scope of services
- The extent and importance of marketing in the service sector.

The Marketir_g of Services

Section B:

The Nature and Scope of Tourism

- Definition of tourism
- Character of the tourist industry
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- Forms of tourism
- The scope of tourism

The Nature of Marketing in Tourism
-~ Lack of literature

- Definition of marketing in tourism

The Tourist Markets

- International market
- Middle East market

The Nature and Scope of Tourism in Egypt
- Tourist fields in Egypt
- The tourist customer in Egypt

- Egypt market share
- Future potential of tourism in Egypt
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Section A

The Nature and Scope of Marketing

The nature of marketing

It is a well established fact that the nature of marketing has
necessitated a wide variety of interpretations and so encampassed
many different viewpoints. The following arguments may represent
this lack of agreement on the nature of marketing and stress that
the answer to the question "what is marketing?" 1s very camplicated
and somewhat confusing.

"Marketing is not easy to define. No one has yet been able to
formulate a clear, concise definition that finds universal

acceptance" [1].

Baker [2] illustrates this view best when he indicated that
marketing is an enigma. He argued that "at the same time, it is
both simple and camplex, straightforward and intricate, a philosophy

or state of mind and a dynamic business function; it is new and it 1is
old as time itself".

Kelly [3] supports this view. He noted that marketing can be
perceived as a field of management practice, as a social discipline,
or as a developing science. As a field of business practice,
marketing consists of the activities involved in the generation of
markets and consumers and in the development and distribution of
custamer-satisfying goods and services. As a socio-management
activity, marketing includes all tasks involved in the development
and delivery of a flow of goods and services fram production to
consumption, . As a social discipline, marketing is the study of the
econamic and social instrumentality through which a standard of

living is delivered to consumers.
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With regard to the many diverse views of marketing Baker (4]
suggests that uncertainty, confusion or misunderstanding as to the
scope and nature of this exchange relationship (marketing) would seem
to stem from the fact that all of us have participated in such inter-
change and have formulated our own interpretation of its nature.

He argues that consensus is possible by distinguishing between
marketing as a philosophy of exchange between persons and/or
organisations, and marketing as it has emerged as a business function.

Marketing definition in the light of its scope

It is worth mentioning that the many approaches to classifying
various stages in the development of marketing thought suggest that
the general trend in the evolution is a general expansion of the scope

of marketing.

The idea of the marketing concept emphasises to begin with, the
study of the custamer's wants and needs, of products and services

and working back fram that point to organise the enterprise and its
activities in a way that allows for the satisfaction of these wants
and needs. However, in other interpretations, the marketing concept
1s a custamer orientation philosophy which counteracts the production
orientation where the stress is on producing good products but
marketing these products is seen as a secondary function.

The marketing concept differs also fram the selling concept which
assumes that the company's products will not achieve a high volume of
sales unless a considerable pramotional effort has been undertaken by
the company, This difference between the marketing concept and the
selling concept was highlighted by Levitt [5): "Marketing focuses
on the need of the buyer, selling focuses on the need of the seller.
Selling is preoccupied with the seller's need to convert his product
into cash, marketing with the idea of satisfying the needs of the
custamer by means of the product and a whole cluster of things
assoclated with creating, delivering and finally consuming it".
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A review of the literature indicates that there is a host of
definitions concerning the marketing concept; same have concentrated
only on consumer satisfaction [6], others on the relationship
between consumer satisfaction and the firm's profits [7], while
others take an integrative point of view. For the purpose of our study

1s is enough to stress the integrative perspective because it is

attributed to a recognition of the broader meaning of the marketing
concept.,

Kotler [8] among others, defines the marketing concept as "a
customer-orientation backed by integrated marketing aimed at generating
customer-satisfaction as the key to satisfying organisational goals".

Consistent with this view, Bell and Emory [9] suggest that the
marketing concept should have three elements:

1. Consumer concern by making him the focus of marketing
decisions through a service that delivers a high level
of satisfaction per consumer dollar spent.

2. Integrated op=zrations, a view that the entire business
is a total operational system with consumer and social
problems taking precedence over operational considerations
in all functional areas.

3. Profit reward as the residual that results from efficiently
supplying consumer satisfaction in the marketplace.

To put the marketing concept into action, Baker [1] identifies
the following basic steps:

1. Identification of a need which can be satisfied profitably
within the constraints and opportunities represented by the

potential supplier's portfolios of resources, and which is
consistent with the organisation's declared objectives.

2. Definition of a particular segment or segments of the total
demand which offer the best match with the producer's supply

capabilities (the target audience).
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3. Development of a specific product or service tailored to
the particular requirements of the target audience.

4. Preparation of a marketing plan specifying the strategy
to be followed in bringing the new offering to the attention
of the target audience in a way which will differentiate it
from campetitive alternatives. (The main elements of such
a plan will camprise pricing, pramotion, selling and
distribution policies).

5. Execution of the plan.

6. Monitoring of the results and adjustment as necessary to
achieve the predetermined objectives.

He concludes that "It is these steps which constitute the
marketing function and translate the concept or philosophy into a
practical managerial activity".

Theoretically the marketing concept has been accepted as a
successful business philosophy by most of the marketing writers.

Practically, although the results of the empirical studies which
had been conducted in that respect in the United States in the mid
1960's [11] and in the early 1970's {12] had revealed that most of
the big manufacturing firms have adopted the marketing concept, it
has been observed that many other firms have rejected this concept [13].
Today the concept is regarded as inadequate because 1t ignores the
non-profit sector and wider social responsibility issues. 1In
addition, social objectives may be changing. Consequently, Kotler
and Levy [14] in 1969 suggested that the concept of marketing be
broadened to include non-business organisations. Although they
did not specifically propose a new definition of marketing, they

observed that churches, police departments, and public schools have
products and consumers, and that they use the normal tools of the

marketing mix. Therefore, Kotler and levy conclude that these

organisations perform marketing, or at least marketing-like
activities,
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Despite the sharp issue which Luck [15] took with Kotler and
Ievy by insisting that marketing be limited to those business
processes and activities that ultimately result in a market trans-
action, Ferber [16) and lLavidge [17] began to espouse the dual thesis
that (i) marketing be broadened to include non-business organisations,
and (ii) marketing's societal dimensions deserve scrutiny.

Bmpirical evidence indicates that, at least among marketing
educators, the broadened concept of marketing represents a fait
accampli. A study by Nichols [18] showed that 95% of marketing
educators believed that the scope of marketing should be broadened
to include non-business organisations. Similarly 93% agreed that

marketing goes beyond just econcmic goods and services, and B83%
favoured including in the domain of marketing activities whose

ultimate result is not a market transaction.

The movement to expand the concept of marketing probably became
irreversible. Kotler and Zaltman [19] coined the term "social

marketing" which they defined as "the design, implementation and

control of programs calculated to influence the acceptability of
social ideas and involving considerations of product planning,
pricing, camunication, distribution and marketing research".

Such additions both extend the boundaries of marketing and
recognise marketing's changing role within a changing system.
Marketing's evolution has been summed up by Kotler [20] in his
generic approach, which shows how marketing developed fram a branch
of applied economics devoted to the study of distribution channels
through a management discipline concerned with increasing sales,
through an applied behavioural science directed at understanding
consumer behaviour to the "discipline task of creating and offering
values to others for the purpose of achieving a desired response".
He proposes that the essence of marketing is the transaction, defined
as "the exchange of values between two parties”. Kotler's generic
concept of marketing states: "Marketing is specifically concerned
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with how transactions are created, stimulated, facilitated, and
valued".

In summary, marketing thought has passed through a series of
stages during its development.

The production-orientation stage, where the emphasis was upon
increasing output and little marketing effort was necessary. The
sales-orientation stage, which assumes that the company's products
will not achieve a high volume of sales unless a considerable
pranotional effort has been undertaken by the campany.

The marketing concept stage, where the focus shifted fram
consumer-orientation to a balance between consumer satisfaction and
the firm's profit; to an integrative point of view. For the
purpose of our study, the focus will be mainly on the integrative
perspective because it recognises the broader meaning of the market-
ing concept.

Despite apparent acceptance of the marketing concept by most
of the marketing writers and the big firms, it has been observed
that many other writers and firms have rejected this concept.

It is recognised that it ignored the non-profit sector and wider

social responsibility 1issues,

Consequently, the stage of broadening the marketing concept
has emerged. Marketing is considered a universal activity which
can be applied to the sale of goods and services and also to non-
profit organisations.

To this end, we can conclude that marketing can be applied to
the sale of both services sold by camercial organisations intent
on making a profit - such as hotel service, travel service and

tourism -~ and not-for-profit services' organisations such as churches
and police departments.
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In other words, marketing has relevance for all organisations,

whether profit or non-profit, whether they provide products or
services,

The discussion revealed that, so far the words "products" and
"services" have been used with no attempt to distinguish between
them. Yet, a growing amount of discussion and literature centres
around the debate concerning whether the marketing of products is

similar to/or different fraom the marketing of services.

In the next part of this section, an attempt will be made to
explore the nature and scope of the marketing of services in general
before focusing on the marketing of a specific service (tourism)
which is the subject of this research.
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The Nature and Scope of Services Marketing

Service definition

Perhaps one reason for the paucity of literature concerned
with the marketing of services is that no common definition and
boundaries have been established to delimit the field of services.
The definition of service has been regarded by a number of writers
such as Stigler [21], Converse [22], Ferber [23], Stanton [24] and
Kotler [25] among others. However, the definition of what

constitutes a service remains imprecise.

With respect to services, perhaps Judd [26] sums up the
situation best when he classified the definitional effort into two
types. The first might be called an illustrated definition in which
a list of examples accampanies the definition. The second type of
definitional approach might be called definition by listing because
in this type, the definition is accamplished by the listing. He
argues that the emphasis on listing in each of these definitional
attempts may explain the imprecision noted at the ocutset.

The American Marketing Association [27] defines services as
"Services-Activities, benefits, or satisfactions which are offered
for sale, or are provided in connection with the sale of goads®.
Under this interpretation, it would include (i) intangible benefits
or satisfactions offered for sale independently of other goods or
services (insurance, investments, same medical service):

(ii) intangible activities which require the use of tangible goods
(amusements, hotel service, transportation service); and

(1ii) intangible activities purchased jointly with products or other
intangible activities (credit, training dealer salesmen),

This definition has been criticised by Stanton [28). In his
opinion, it is too broad, because he is concerned primarily with the

services sold by some business or professional firms with profit-making
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motives - commercial services - in contrast to those sold by non-
business organisations. It also lacks the precision needed for
useful analysis. Consequently, he defines "services" as separately
identifiable, intangible activities which provide want satisfaction
when marketed to consumers and/or industrial users and which are not
necessarily tied to the sale of a product or another service".

He includes such services as medical care, insurance, repair services
(but not the repair parts purchased), and entertainment; he excludes
credit, delivery and packaging services which exist only when there is
a sale of an article or another service.

It is quite obvious that he stresses the separating out those
services which exist only in connection with the sale of a product
or ancther service.

As we noted earlier, Judd [29] confirmed that the emphasis on
listing may explain the imprecision. He argqued that this list is
merely illustrative and no attempt has been made to make it camplete,
Consequently, he defined services as "Marketed Services - a market
transaction by an enterprise or entrepreneur where the object of the
market transaction is other than the transfer of ownership (and title,
1f any) of a tangible cammodity".

There are at least three implications for marketing in the
proposed definition. First, by emphasising "the object of the market
transaction is other than the transfer of ownership of a tangible
commodity" a definite line is drawn. Second, a clear cut demarcation
between products and services will permit describing the similarities
and differences that exist in the marketing of products and services.
Finally, as the breadth of services became more fully recognised,
individual marketing practitioners within service enterprises may come
to recognise the cammon interest they have in solving problems they
previously thought unique to their particular business.
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For the purpose of our research, and based upon the foundation
of the preceding definitions, the study will adopt the latter
definition for many reasons. First, it is generally accepted by the
writers on the subject [30]. Second, this definition, together with
a product definition, exhausts the category of "economic goods”.
Third, it limits consideration to services that are countable because
they have enterprise or entrepreneur status. Finally, this
definition permits recognising three broad, yet mutually exclusive
areas of services within each of which a more camplete list might be
built. These three areas arise fram: (1) the right to possess and
use a product (Rented Goods Services); (ii) the custom creation of
repair, or improvement of a product (Owned Goods Services); or (11i)
no product elements but rather an experience or what might be termed
experiential possession (Non-Goods Services).

This definition, as Judd [31] declared, has the defect of any
definition by exclusion in that, from the definition itself, nothing
can be learned about what are the essential characteristics of a
service. Yet, by this approach it is possible to be quite definite
about what services are not., Moreover, he argued that this definition
has the further advantage of not becoming outdated by service
innovations through dependence on a list of services.

Having discussed the nature of service, the study steps forward
to examine the importance and scope of services before moving to
investigate the extent to which the marketing policies and techniques
may find an application in the service sector.

The lmportance and scope of services

We live in a service society. Service industries have enjoyed
phenamenal growth during recent years. More people are now employed
in services than in manufacturing.

Kotler [32] pointed ocut that "One of the major developments in
post-World War II America has been the phenomenal growth of service
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industries - from about 35 per cent of GNP to the almost 50 per cent of
GNP. Furthermore, approximately 66 per cent of the non-governmental
labour force is engaged in service industries, and this percentage is
expected to rise as the United States increasingly moves into a post-
industrial society. In contrast, the United Kingdom has approximately
50 per cent of its work force employed in the service sector, followed
by France (46 per cent), Germany (41 per cent), and Italy (35 per
cent). As a result of rising affluence, more leisure, and the growing
complexity of products that require servicing, the United States has
become the World's first service econamy”.

Similarly, McMahon and Worswick {33)] declares that total
employment in all service industries in America has, in fact, risen
by same 130 per cent in the past forty years, while the numbers
employed in manufacturing, mining, construction and agriculture are
only about 3 per cent up.

Moreover, Stanton [34] indicated that "out of every dollar that
we spend as consumers, about 41 cents go for services, and the fore-
cast is that this figure will increase rather than decrease".

Regan [35] has posed the following series of five propositions
supporting the forecasts for growth:

1. We have exhausted much of the growth potential in damestic
markets for goods, so manufacturers are turning to markets
which are more difficult to serve but which have higher rates
of return. These are markets where commodity-associated
services provide utilitarian satisfactions to business and
functional satisfactions to household consumers. Also,
higher incomes and higher consumption levels will provide
bigger markets for service industries such as medicine,
education, travel and research.
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Mass-production techniques long used in manufacturing
products are now being applied in the development of service
technologies. Production systems are being developed which
will routinise services so they can be provided faster,

more conveniently, and at lower unit costs for the mass
markets. In this respect, we have seen how data-processing
systems have been developed successfully for cammnications
and information services, Language laboratories, teaching
machines and programmed learning systems are mechanising the
field of education services.

As a wider market is reached by means of technologies in
services systems, we can expect a growing impersonalisation
of these services,

The i1mpersonalised attention and substitution of manufactured
equipment will encourage a reduction in the extrinsic values
of a service, even though the intrinsic values may be the
same or higher. In the medical field, for instance,
technology may improve the accuracy of the diagnosis and

the quality of the remedy (intrinsic essentials); the
delivery of these services to more and more people will
probably result in a decrease in the extrinsic elements such
as abundant personal attention and loving care from the
family doctor.

In the long run, however, we can expect a proliferation of
services which are adaptable to a wide variety of tastes,
just as the mass production of comodities has led to a
diversity in product choice today. The qualitative standards
of tomorrow's services will probably be different fram those
of today or yesterday. Intrinsically, the service may be
the same or better, but extrinsically, it will probably be
poorer until we find an acceptable substitute for person-
alisation. Even if we could 'dramatically increase the supply
of teachers, doctors and other research specialists, however,

it is doubtful that society would support the traditional high
unit cost system.
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In the short run, the emerging service systems both limit the
range and impersonalise the nature of services. In the long run,
1t is possible that a desirable proliferation of services will develop,
paralleling that for cammodities.

The extent and importance of marketing in the service sector

Despite the increasing daminance of services in the U.S. and all
advanced industrialised countries, a search of the relevant literature
reveals that little attention has been devoted to explore them.
Services marketing is an uncharted frontier., The basic texts still
disagree on how services should be treated in a marketing context.
Marketing seems to be overwhelmingly product-oriented.  Stanton [36]
pointed out that "yet relatively little has been written in the way of

a conceptual, integrated, all encampassing study to guide marketing
executives in service concerns".

Gronroos [37] argued "Marketing literature and research almost
completely take their examples from goods industries. Therefore,
the problems relevant to this area of business have been investigated

very thoroughly indeed. Marketing scholars have, however, been very
little interested in the problems of firms in service industries.
Examples of the marketing problems and the marketing planning situation
of these industries are very seldom discussed by researchers or treated
in marketing texts".

A view camonly expressed by researchers and writers on the
subject, is that there is a paucity of material available. Ten years
ago, for example, Blois [38] among others, illustrated this view when
he stated "... in the U.K. and other economically developed nations,
1t is surprising to find so little written about the marketing of
services.  Thus, anexamination of marketing journals such as the
European Journal of Marketing, Journal of Marketing and Journal of

Marketing Research indicates that few articles on this topic have been
published. As far as textbooks are concerned, relatively few mention

the topic at all and those that do often spare only a few paragraphs
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to it. For example, Kotler in 1967 does not comment at all, while
the second edition of his bock has a chapter on "metamarketing", but
only two pages of it are about the marketing of services. Indeed,
few writers spare even a camplete chapter to the subject (examples

of authors who do are Stanton, and Converse et al., and Wilson

writes one of the few books concerned solely with the topic, although;
as his title (The Marketing of Professional Services) indicates, he

is concerned with a particular sub-set of services",

The above represents some source materials available. However,
it has been recognised that service marketing has failed. The
research which Gronroos [39] conducted among campanies in several
service industries in Sweden and in Finland, has confirmed the view

that marketing services is a difficult task.

George and Barksdale [40] supported this view when they
surveyed four hundred service and manufacturing firms and concluded
that "in camparison to manufacturing firms, service firms appear to
be: (i) generally less likely to have marketing mix activities
carried out in the marketing department, (ii) less likely to
perform analysis in the offering area, (iii) more likely to handle
their advertising internally rather than go to outside agencies,
(iv) less likely to have an overall sales plan, (v) less likely to
develop sales training programmes, (vi) less likely to use marketing
research firms and marketing consultants, and (vii) less likely to

spend as much on marketing when expressed as a percentage of gross
sales”,

Several reasons for this lack of a marketing orientation in the
service industries can be given. Many service businesses are small
(shoe repair, barbershops) and do not use management techniques such
as marketing which they think would be expensive or irrelevant.
There are also service businesses (law and accounting firms) that
are antagonistic to the idea of marketing, believing that it is
unprofessional to apply any marketing planning to their services and
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even prohibiting it in their code of ethics. Other service
businesses (colleges, hospitals) had so much demand for years that
they had no need for marketing until recently [41]. No doubt the
intangibility of services poses more difficult marketing problems

than those which product sellers face.

In the opinion of Stanton [42], the all-encompassing reason,
however, seems to be that top management has yet to recognise how
important marketing is to the success of a firm. This failure is
reflected in three areas of weakness. First, these executives have
a limited view of the marketi