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Objectives

* Explain the profound impact of physical
evidence, particularly the servicescape, on
the service brand.

* Explore the importance of managing
demand and pricing for the service brand

« Understanding perceptions when waiting
in line
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Textbook Reading

 Chapter 10 and 14
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The Physical Environment

“In many areas of marketing in the future,
marketing planners will use spatial
aesthetics as consciously and skilfully as
they now use other tools of marketing”

( Kotler, 1973)



Roles of the servicescape
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« Package
— conveys expectations
— Influences perceptions

 Faclilitator

— facilitates the flow of the service delivery
process
* provides information (how am | to act?)

« facilitates the ordering process (how does this
work?)

« facilitates service delivery
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Roles of the servicescape Siiicyde
(continued)

« Soclaliser

— faclilitates interaction between:
e customers and employees
e customers and fellow customers

 Differentiator

— sets provider apart from competition in the
mind of the consumer
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Propeller Island , Berlin (3)
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Yotel

Future of Bank Branches
Jyske Bank

Virgin Money Lounge



https://www.youtube.com/watch?v=NTR4SQl8h30
https://www.youtube.com/watch?v=zSiInM7DumA
https://www.youtube.com/watch?v=kfE_KWi7ncc
https://www.youtube.com/watch?v=ykUe7HAETXA

Questions

 What does the exterior say about
what is on offer inside and the
nature of the service?

« What does the interior
communicate in terms of
atmosphere?

« What mood / feeling is evoked?

« What does it say about the
customers?

« How are they expected to behave?
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Elements of physical Sriheyde
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Servicescape Other tangibles
Facility exterior Business cards
Exterior design Stationery
Signage Billing statements
Parking Reports
Landscape Employee dress
Surrounding environment Uniforms
Brochures
Facility interior Web pages
Interior design Virtual servicescape
Equipment
Signage
Layout
Air quality/temperature
Lighting

Floor coverings
Aromas/scents




Attack the Senses

* Sight
— Colour, Brightness, Size, Shapes

« Sound
— Volume, Pitch

e Smell
— Scent, Freshness

* Touch
— Softness, Smoothness, Temperature
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Physical Holistic Internal Behaviour
environment environment responses
dimensions
Cognitive Emotional Physiological Individual bahaviours
= Beliefs = Mood = Paim = Affiliation
= Categorization = Attitude = Comfort = Exploration
= Symbolic meaning = Mowvement = Stay longer
= Physical fit = Commitment

Ambient conditions Carry ocut plan

= Temperature

= Air qualiby

= Moise

= Music Employvees

= Odowr responses

= Etc.

Space/function Social interactions
= Layout Between and

= Equipment among customers
= Furnishings and employees

= Etc.

Signs. symbols :z:;:;}m; Individual behaviours
and artifacts = Attraction

= Signage = Stay/explore

= Personal artifacts = Spend money

- Style of decor = Return

Carry out plan

Etc. Cognitive Emotional Physioclogical

= Beliefs = Mood Paimn

= Categorization = Attitude Comfort
= Symbalic meaning Mowvement
Phy=sical fit

19
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It is the holistic pattern of the stimuli
that impacts on behaviour and brand
perception.

* Need to note how the different
elements of the servicescape fit
together and support the brand.

20
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https://www.youtube.com/watch?v=SB2lLdiaHdk
https://www.youtube.com/watch?v=8tQh-gDSSyk
http://www.luxurydreamhotels.com/en/hotels/Rough_Luxe.html
http://www.luxurydreamhotels.com/en/hotels/Una_Hotel_Vittoria.html
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1. What aspects of this servicescape have
a positive influence or negative influence
on customer perceptions of the overall
service experience?

2.\Which of the following characteristics
(colour, lighting, shapes, sound, and
smell) in each servicescape influences
the customer’s experience?
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Shangri La — London Shard




Managing Demand

 Demand may:

— exceed available capacity - turn
people away

— exceed optimum capacity -
deterioration in quality

— be balanced at optimum capacity
— demand is below capacity -
disappointing experience
* One service may have all of these
at different times
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VOLUME DEMANDED

Demand exceeds capacity
(business is lost)

CAPACITY UTILIZED

Demand exceeds
optimum capacity,
(quality declines)

Maximum Available
Capacity
Optimum Capacity
(Demand and Supply
Well Balanced

Excess capacity
Low Utilization (wasted resources)

(May Send Bad Signals)

TIME CYCLE 1 TIME CYCLE 2

25
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Yield Management/ Revenue Sirathclyde
Management

* To produce the best possible financial
return from a limited available capacity

 Allocating the right type of capacity to the
right kind of the customer at the right price
to maximise revenue

« Mathematical modelling

26



Yield Management/ Revenue
Management

* Relevant where:
— Fixed and perishable capacity
— Advanced bookings

— Uncertain demand and customer
behaviour(no show/ cancellation)
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Yield / Revenue Management

* Yield Management in Restaurants
 Revenue Management in Hotels



https://www.youtube.com/watch?v=-FfW7Z2jROc
https://www.youtube.com/watch?v=b2zg81CSZ64

Operational Measures Stathclyde

AMmazon

Jet 2 — Boeing



https://www.youtube.com/watch?v=Z2Bs0nqVyqs
https://www.youtube.com/watch?v=ZjXKzhdtHe0

Waiting in Line S
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* Improving customers’ experience of
walting can be as effective as reducing the
actual length of the wait.

 Transactions should seem brief

« Can be done by improving:
— Operations or
— Perceptions

30
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Perceptions Management e
( Maister, 1984)

« Unoccupied time feels longer than occupied time

« pre-process waits feel longer than in-process waits

« anxiety makes waits feel longer

* uncertain waits are longer than known, finite waits

« unexplained waits are longer than explained waits

 unfair waits are longer than equitable waits

« the more valuable the service, the longer people will
wait

 solo waiting feels longer than group waiting

31
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 social justice and equity is critical
« what is the acceptable waiting time

 use distractions to entertain and physically
Involve the customer

* make queuing unnecessary

* modify customer arrival time

« keep resources not serving customers out of
sight

* employ more staff at times of high demand
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