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Services marketing is a form of marketing which focuses on selling services,
Services can be tricky to sell and the marketing approach for them is much
different than the approach for products. Some companies offer both
products and services and must use a mixture of styles; for example, a
store which sells computers also tends to offer services such as helping
people select computers and providing computer repair., Such a store must

market both its products and the supporting services it offers to appeal to
customers,
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