cheign for customers!
nat anly for vatherics

thee service ew
Impemain ©

marketing wi;
vaker g

Crafting the Service Environment

dimensions

ihe maim sevvice dmensons

vimummeni are:

ol cvve

R i LT e
oF SYEAE, a1 MY Fopeien
1 pampeaive achage

et
dwengh e

ke

the pumpose of service environment

understanding consumer responses

v undberssand dhe: prsguinmes, e i i foces

o urederstareing it [elings ef custmers

o bencwr o o people
drive e sebaviar [

reariwn T * pleass

dlimensinns af affec

Furisel vl o T

o casscrerr fivl dharirg the service
enncoumier s an Inspanan driver of loyaky

emplipe respiees
ot e g

g ol canpand

e |

o - E
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the service environment is an
important component of the
marketing mix and overall
value proposition
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environment communicate and determine
the positioning of the service,

shape employee and customer
productivity, guide customer through the
delivery system, and may represent the
core of a competitive advantage




the purpose of service environment

service environment = servicescape

> it affects the byuer behavior in three ways:

* a message creating n
* an attention creating
« an affect creating me

> creates image, positioning and differentiation

servicescape communicates and
reinforces customer expectations
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Nt = servicescape
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- a message creating medium i

the servicescape stand out

* an attention creating medium rom he compeiion,

attracts customers

[ an affeCt Creating medium enhances the experience and

increase the 'appetite' for it
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distinctive nature and quality
of the service experience
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enhances the experience and
increase the 'appetite' for it
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servicescape communicates and
reinforces customer expectations

creates the impression of
the low prlce x high prlce enwronment




physicial surroundings help to shape
q appropriate feelings and reactions in
cutomers and employees

e.g., muvico




understanding consumer responses

to understand the responses, we have to focus
on understanding the feelings of customers

both, conscious and e
unconscious perception “’f’"ﬁ

by better knowledge of p
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unconscious perception

by better knowledge of people
we can drive their behavior P

* pleasure

T

a direct, subjective response to
the environment, depending on
how much the individual likes

or dislikes the environment






there are two
. . \'\
dimensions of affect"

Russell model of affect

by better knowledge ot peopl
we can drive their behavior §
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* pleasure
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a direct, subjective response to
the environment, depending on
how much the individual likes

or dislikes the environment

how stimulated the individual
feels, ranging from deep sleep to
highest levels of adrenaline

- less subjective, depends
largely on the environment



the environment, depending on

# how much the individual likes
or dislikes the environment

O pleasure a direct, subjective response to

. _________._1 how stimulated the individual
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how stimulated the individual

* arousal e rang
r u feels, ranging from deep sleep to

highest levels of adrenaline
- less subjective, depends
largely on the environment




Russell model of affect

e.g., customer to feel excited -
pleasure + a relatively high-arousal

Unpleasant




how customer feel during the service
encounter is an important driver of loyalty

I work for money,

If you wvaint toyadty,
get a dog.

employee responses are also important
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e T f you want 1015
get o dog.

N employee responses are also important
~and they affect the productivity

onses can be categorized:

quality perception beliefs
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responses can be categorized:

cognitive

emotional

psychological
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quality perception beliefs




emotional






psychological




comfort







dimensions

the main servi
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the main service dimensions of environment are:

» ambient conditions

* space

 functionality

* signs, symbols, artifacts

@ ambient ConditiOHS affect our five senses
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@ ambient COI]ditiODS affect our five senses

...lighting, color schemes, size and shape, @
sounds, temperature, scents or smells

fast-tempo and high-vol
increases arousal level




clever design can elicit
desired behavioral responses
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fast-tempo and high-volume
increases arousal level

|
' people tend to adjust their pace
(voluntarily or involuntarily) to

match the tempo of music
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match the tempo ot music

to keep jay customers away -
play classical music

familiar x unfamiliar



LICVEL UTOIgll Ldll €1

oot S TN
@ @ ./ desired behavioral r

\I /

. . . L
...lighting, color schemes, size and shape, @
sounds, temperature, scents or smells

fast-tempo and high-volume
increases arousal level
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match the tempo of music

to keep jay customers away -
play classical music

uiO0S2300 fuluse=ichown

familiar x unfamiliar






may or may not be consciously
perceived by customers

powerful when we are hungry



may or may not be consciously
perceived by customers

powerful when we are hungry

aromatherapy




aromatherapy
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—
High yield 2 year old clonal Eucalyplus cop & annual wheat intercrop
polyculture managed as a1 agroforestry system. (Jalandhar, Punjab, Ircia)

relaxing enegizing

balancing

boosts energy
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Lﬁgcolor has a strong effect on people's feelings

- hue - the pigment of the color
\\ (orange, yellow, green, blue)
\ \\\‘H
\ ~ value - degree of lightness or darkness of
. the color (from pure black to pure white)

chroma - hue intensity, saturation

A associated with reduced
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associated with elated
mood and arousal but
also heightened anxiety

encourage fast decision making,
good for low-involvement
decisions or impulse purchases




associated with reduced
arousal levels, elicit emotions
as peacefulness, calmness,
love and happiness

favored when consumers need
time to make high-involvement
purchases
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you can play with colors, you can
play with logos, but be careful
and fit them into context |




decisions or impulse purchases !

determine the user-friendlines

spatial layout and functionality

refers to the floorplan, size and
shape of furnishing, counters,
and potential machinery and
equipment, and the ways in W e
which they are arranged Ty il qﬁlz

refers to the ability of those items
to facilitate the performance of
service transactions
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spatial layout an

refers to the floorplan, size and
shape of furnishing, counters,
and potential machinery and
equipment, and the ways in |
which they are arranged




1 functionality

refers to the ability of those items
to facilitate the performance of
service transactions




signs, symbols, and artifacts




first-time customers will automatically try
to draw meaning from the environment to
guide them through the service process

signs should be explicit <—
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signs should be explicit

and intuitive



if not - customers become disoriented,
uncertain and even angry and frustrated
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giving directions
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communicationg service script







- behavioral rules
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design for customers!
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holistic view
- keen observation of customers
- feedback and ideas from front-
line statf and customers
- field experiments
- blueprinting






