
CONTENTS
IN T R O D U C TIO N ............................................................................................................................. 7

1  THE DEVELO PM ENT A N D  CURRENT C O N D IT IO N  OF SERVICES................... 9

1.1 The developm ent o f the  concept and meaning

o f the  te rtia ry  sec to r................................................................................................9
1.2 Crisis in the service sector?.......................................................................10

1.3 Conclusion.....................................................................................................14

2 SERVICES................................................................................................................................15

2.1 Classification and structure o f services in the Czech Republic 16

2.2 The nature o f services................................................................................. 18

3 SERVICE M A R K E TIN G .......................................................................................................20

3.1 Marketing developm ent (services) after 2000
and in the period o f crisis......................................................................................22
3.2 Marketing trends (not only) in Service Sector.......................................27

3.3 Marketing managers in the tim es o f crisis -  a comparison

o f the Czech and global s tu d y ..............................................................................29
3.4 Specific properties o f marketing management in services................ 37

4 M O D EL OF M ARKETING  PLANNING  IN SERVICE COM PANIES

W IT H  THE V IE W  TO  Q UALITY M A N A G E M E N T  PRINCIPLES.................................. 40

4.1 Inform ation phase......................................................................................42
4.2 Analytic phase..............................................................................................47
4.3 The strategic phase.................................................................................... 49
4.4 STP m o d e l- th e  action phase.................................................................. 50

4.4.1 The ta rge t m arket................................................................................. 50
4.4.2 Positioning o f the serv ice ....................................................................51
4.4.3 Marketing mix in services....................................................................52
4.4.4 Experience -  moments tha t stim ulate em otions............................52

4.4.5 Emotions, Engagement and Evangelism -  "re lig ion",
cult o f the  brand................................................................................................ 56

5 SERVICE AS A PRODUCT A N D  ITS QUALITY MARKET M A N A G E M E N T ... 62

6  PRICING A N D  D ISTRIBUTION STRATEGY IN  SERVICES....................................66

6.1 Pricing po litics...............................................................................................66

6.2 D is tribu tion ...................................................................................................66



7 M ARKETING C O M M U N IC A T IO N  IN  SERVICES......................................................68

7.1 CSR: a strategic tool -  not jus t an image-building to o l.........................74

8 PEOPLE -  AN INTEGRAL PART OF THE M ARKETING  M IX  IN SERVICES.. 76

9  PROCESSES PRESENT N O T ONLY IN  THE QUATERNARY SECTO R.............. 78

10 THE PHYSICAL E N V IR O N M E N T.....................................................................................81

11 M ARKETING RESEARCH IN SERVICES...................................................................... 82

11.1 Marketing research as a too l o f quality management in services .... 83

CO N C LU SIO N ................................................................................................................................86

ABSTRACT...................................................................................................................................... 87

BIBLIOGRAPHY.............................................................................................................................88

FIGURES...........................................................................................................................................93

TASKS A N D  Q U E S TIO N S :........................................................................................................ 94


