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ABSTRACT 
Every social and global issue is a business opportunity just waiting for the right kind of inventive Entrepreneurship, the right 

kind of investment, the right kind of collective action. 
Peter Drucker 

 
The aim of this paper is to understand the impact of services marketing 7P’s (Product or Service, Price, Place, Promotion, 
People, Physical Evidence, Process) in the accomplishing of competitive advantage against marketing 4P’s. Modern marketing 
companies are blending all the 7Ps of services marketing in their marketing activities to retain existing customers as well as to 
attract potential ones in Indian Market.  
A significant body of literature has revealed that the 4Ps of the marketing mix have emanate under disparagement by many 
marketing scholars from different perspectives. For services businesses, the customary marketing mix framework should be 
prolonged to include the other 3Ps (people, process and physical evidence) as deliberatefoundations, which distress companies’ 
enactment. 
The Service Marketing Mix comprises of seven decisions which should be considered before launching a product. Firms should 
plan targeted approach on these seven different components and they are Product, Price, and Place, Promotion, People, 
Physical Evidence & Process. All the seven variables help the firm in articulatingpremeditated decisions necessary for 
competitive advantage.  The main objective of this article is to style the importance of relationship of 7P’s of service marketing 
mix for attaining competitive edgeabove 4P’s of product marketing mix in market. Marketing Mix comprises of Product 
marketing mix and Service marketing mix.  
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1.INTRODUCTION 
The marketing mix is a corporate tool used in advertising and by marketers. The marketing mix is often crucial when 
determining a product or brand's offer. The marketing mix refers to the set of actions, or tactics, that a company uses to 
endorse its brand or product in the market. The term "marketing-mix" was first coined by Neil Borden, the premier of 
the American Marketing Association in 1953. It is still used today to make important decisions that lead to the 
accomplishment of a marketing plan. The innumerabletactics that are used have evolved over time, especially with the 
increased use of technology. 
Implementation of marketing mix in Indian Market Year 1980s onward, many marketing researchers intend new 
concept ‘P’ into the marketing mix. Judd (1987) proposes a fifth P (people). Booms and Bitner (1980) add 3 Ps 
(participants, physical evidence and process) to the original 4 Ps to apply the marketing mix concept to service. Kotler 
(1986) adds partisan power and communal opinion formation to the Ps concept. Baumgartner (1991) suggests the 
concept of 15 Ps. MaGrath (1986) submits the tallying of 3P’s (personnel, physical facilities and process management). 
Vignalis and Davis (1994) suggest the totaling of S (service) to the marketing mix. Goldsmith (1999) suggests that 
there should be 7P’s (product, price, place, promotion, physical evidence, process and personalization).  
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7P’s Formats in India: 

 
 
Product: In case of services, the ‘product’ is intangible, heterogeneous and perishable. Moreover, its production and 
consumption are inseparable. Hence, there is scope for customizing the offering as per customer requirements and the 
actual customer encounter therefore assumes particular significance. However, too much customization would 
compromise the standard delivery of the service and adversely affect its quality. Hence particular care has to be taken in 
designing the service offering. 

Pricing: Pricing of services is tougher than pricing of goods. While the latter can be priced easily by taking into 
account the raw material costs, in case of services attendant costs - such as labor and overhead costs - also need to be 
factored in. Thus a restaurant not only has to charge for the cost of the food served but also has to calculate a price for 
the ambience provided. The final price for the service is then arrived at by including a mark-up for an adequate profit 
margin. 

Place: Since service delivery is concurrent with its production and cannot be stored or transported, the location of the 
service product assumes importance. Service providers have to give special thought to where the service would be 
provided. Thus, a fine dine restaurant is better located in a busy, upscale market as against on the outskirts of a city. 
Similarly, a holiday resort is better situated in the countryside away from the rush and noise of a city. 

Promotion: Since a service offering can be easily replicated promotion becomes crucial in differentiating a service 
offering in the mind of the consumer. Thus, service providers offering identical services such as airlines or banks and 
insurance companies invest heavily in advertising their services. This is crucial in attracting customers in a segment 
where the services providers have nearly identical offerings. 

People: People are a defining factor in a service delivery process, since a service is inseparable from the person 
providing it. Thus, a restaurant is known as much for its food as for the service provided by its staff. The same is true of 
banks and department stores. Consequently, customer service training for staff has become a top priority for many 
organizations today. 

Process: The process of service delivery is crucial since it ensures that the same standard of service is repeatedly 
delivered to the customers. Therefore, most companies have a service blue print which provides the details of the 
service delivery process, often going down to even defining the service script and the greeting phrases to be used by the 
service staff. 

Physical Evidence: Since services are intangible in nature most service providers strive to incorporate certain tangible 
elements into their offering to enhance customer experience. Thus, there are hair salons that have well designed 
waiting areas often with magazines and plush sofas for patrons to read and relax while they await their turn. Similarly, 
restaurants invest heavily in their interior design and decorations to offer a tangible and unique experience to their 
guests. 

Objectives of the Study: 
 To understand the current scenario of 7P’s of Service Marketing Mix in Indian Market.  
 To study the competitive advantage and impact of 7P’s of service marketing over 4P’s of product marketing. 

 
7P’s in SERVICE MARKETING: GLOBAL SCENARIO 
Service Marketing is a sub field, which can split into the two main areas of goods marketing and services marketing. It 
typically refers to both business to customer and business to business services and includes marketing od services such 
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as telecommunication , financial, all types of hospitality, car rental, air travel,  health care and professional at the 
global level.  
 
According to Mintel's report, 66% of consumers in United States do prefer service in products because of high cost, 
while 34% say there is lack of availability of service of products in the market. This shows the huge potential for 
untapped market and customer demand and requirement for service of products which the companies can exploit for 
capturing the market share and thereby enhancing the profitability and sustainability of the organization in the global 
competitive scenario. 
 
7P’s in SERVICE MARKETING: AN INDIAN SCENARIO 
The subject of service marketing is vast, having important implications for business strategy and public policy. Clearly, 
service marketing is part and parcel of the overall corporate strategy. Service marketing also ties closely with issues of 
industrial policies and environmental sustainability such as extended producers liability, life-cycle analysis, material 
use and resource flows, and eco-efficiency. 
 
In Indian scenario customers expect the physical appearance and the evidence of a product rather than the theoretical 
experience. Which acts as a very important tool to the customers to purchase a good or product. They expect large 
number of customers which is old and tradition methodology and also acts as myth for them to become loyal to a 
particular product. So the additional 3P’s acts a very important role in service marketing which became a competitive 
edge for the traditional method of 4P’s in product marketing. 
 
Potential of 7P’s In Indian Market: 
Telecom Industry: 
 The rapid growth in Indian telecom industry has been contributing to India GDP’s at large. 
 Privatization was gradually introduced first in cellular and basic services, followed by value added services. 
 Upcoming service such as 4G and WiMAX will help to further augment the growth rate. 

Services Ex: VAS, Blackberry wireless handheld, Live Portal, Caller line identification, On-the –move information 
service, Cheapest call rates, Rewards on usage, wide and extensive presence, customer care touch points, DND policy 
etc.. 
Transportation Industry: 
 Elegant interiors with well-designed seats more leg room as a luxury. 
 Booking offices and ticket counters are extremely spacious and well designed with good looks. 
 Class of travel, Load factors, Profit margins and also well established distribution channel. 
 Planning and developing the right type of product that will satisfy fully the need of customers. 
 Generic Product, augmented service, potential service, sales discount are the part of promotion. 

 
Banking Industry: 

 The products are like deposits, advances & loans, Consultancy, investments and international banking. 
 Services like credit cards, demat services, online money transfer, mobile banking, micro credit, agricultural 

banking etc. 
 Pricing like less interest rates, consulting fees, commission. 
 Places like more branches, ATM centers, Internet/Mobile Banking. 
 People like Managers, Front line officers, employers. 

 
Hospital Industry: 

 The product offering is a commercial intent having features of both tangible and intangible, by satisfying the new 
wants and demands. 

 Quality level, Packaging, Accessories, brand name is retained at the standardized manner. 
 Various product services like: Heart, Orthopedic Spine, Cancer Care, Gastroenterology, Neuroscience, Nephrology, 

Urology Critical Care. 
 Pricing fluctuations are handled carefully with some policies with value addition and quality indication. 
 Assurance & Positioning is done with high degree of reliability and competition. 
 All the states having very reliable services of hospitals across India. 

 
 



International Journal of Application or Innovation in Engineering & Management (IJAIEM) 
Web Site: www.ijaiem.org Email: editor@ijaiem.org 

Volume 5, Issue 6, June  2016              ISSN 2319 - 4847 
 

Volume 5, Issue 6, June 2016                                                                                                Page 39 

Role of additional 3P’s in Indian Market 

In service marketing there are five central factors influencing much marketing strategy including intangibility, 
inseparability, variability, perishability and right of ownership. 
 
All human actors who plays a part in service delivery and thus influence the buyer’s perception. Namely the firm’s 
personnel, the customer and other customer in the service department. They are the one who provides cues to the 
customer regarding the nature of the service. 
 
The environment in which the service is assembled and delivered, combined with tangible commodities that facilities 
performance or communication of service. Physical Evidence includes all tangible representations of service such as 
brochures, letterheads, business cards, report formats and physical facilities. 
 
Changing Phase of Indian Service Market 

A great shift that ushered in the Indian Service Revolution is the emergence of Malls across the regional, urban and 
semi urban markets. Today malls are changing the way common Indians have their shopping experience. It is 
imperative for the unorganized service sector to restructure and reorganize to withstand the increasing competition and 
to meet the consumer expectations by keeping pace with the trends. 

Intangibility: While services maybe intangible, the process of delivery and even the customer experience of the service 
is not necessarily so. Thus while service provider’s focus on pre purchase behavior they often fail to pay attention to 
customer experience during the process of service delivery, the nature of output (which may manifest in an observable 
physical change) or the learning outcomes of the delivery process. 

Heterogeneity: Heterogeneity of services is also not applicable to the services domain today. Across sectors and 
industries we see an increased pressure for standardization of services. This is being achieved in some instances 
through automation such as through ATM’s and vending machines. Even in cases where automation is not possible 
there is greater focus on standardizing the service delivery process by way of service scripts and strict adherence to 
service cycles.  

Inseparability: Even this criterion does not hold true for all services rendered. Inseparability implies that the 
production and consumption of services is simultaneous. Thus, consumers need to be present and/or involved in the 
production process. In reality however, there are several services that are separable. Example: insurance, repair and 
maintenance where production happens prior to consumption and the customers need not necessarily be present at the 
time the service is rendered. The same is witnessed in the phenomenon of outsourcing of services. 

Perishability: even though this is true for a lot of services, there are several notable exceptions. In today’s information 
era there are several information based services that can be recorded and saved in electronic media and reproduced on 
demand. Moreover, for greater clarity in this regard it is necessary to have a distinction between the perishability of 
productive capacity of customer experience and of the output. 

2.Conclusion 

A customer’s needs derive from the value conception progression of a customer and how he wants to be supported. In 
the 7P’s marketing model, the 3P’s of service marketing mix encounters interact with customers while support 
management keeps up the balance with customers through physical evidence. Also in the process of interaction, which 
is a mutual progression, service suppliers need to understand customers and potential customers. Needs, wishes, value 
systems and value-creating method of customers are of vital importance for the development of service organizations. 

What’s more, we should notice that 3P’s factors are interrelated, so are those five sectors of process. People are the 
basic foundation of provider to accomplish service and the interaction part that communicate with customers. Physical 
evidence is one of the most important support functions that convert those tangible facilities or signals into confidence 
of customers. Process with its five cooperative sectors, is the progression that realizes customers’ wishes and makes 
service suppliers and customers benefit each other side. And with the cooperation of these three factors, service 
organizations can do better instrumental perform. 
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