KL<~ B 9B ER S 2B A KE I E L

R 3 T B 5 o
¢ g | A EaT

= B ¢ 15
SERVICE MARKETING & MANAGEMENT
AEdese A i
ESEN cy | B8 HEY 3L

TBTXE4A

g (M) % 5 p %

- ~ &g

S

rﬁ“""M@»J SRTIRE W FAN TAREE ) TRESRF L > T 4K

~ ‘E) I; %/J— o

S AEEREAIRRTAOPIfRE B M - F 2T THEFEEE o nd
ST Fdan ) apoc @ o

=~ FARREP G LR R B E H EAl= e ﬂf ) FWK%L/E?__#J 8 ¥ ik o
S T

A BVEFRELEY ~REEE2EJa? o

B. #3125 BB~ A kit~ F i“iii‘i T

C. i%’é)”—,gl.’ﬁ %Z‘F‘LWF\ ’l~ ‘+/h?"i%ﬁ'(ﬁ%7 ﬂb °

D. 337" 55 hiF@E* a4 o

E #2375 5 $IZB4EL ¥ B Sils 720 4 o

Fog By WEsRema R -

G BEFHMIFERBEY 204 o

H B2 gF2RemEehesz A45% o

L #3585 B E T8t ¢ PRIF2 44 o
AR MBATHOTAEYE, HH %AW, ZRBEFTA BFEINMAR
ARBE, AEBEEFRAAGCES, BRETHMBENESE ARBEAR
S, HEARBNE, THASERE TR, ARARIEE KEOERAHR A
BB BALGHEA, RETERATHRE, BBRWMEFAR, BMARBT
SH L o A 2 00 B AR R

PARE A

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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Lovelock, Services Marketing 6e 2007, Prentice Hall
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