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Logistics (4PL) 233-234; logistics service
providers, types of 231-233; partner
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new products 22, 77-79; objectives 59-60;
predatory 94; and product cost 50-59; and
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of 21-25, 21; tipping points in current sales
of innovative products 27; uncertainty and
sales volume during innovative product life
cycle 26

product mix 9-10, 79-80

product(s) 2; branding 10; definition of 4-5;
demand forecasting 37-45; design and
operations planning 2-4, 3; high value/
status 60, 61, 79; image 112, 120; industrial
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257, 259, 261; recognition/identification of
257, 260; sources of 254-256; strategies for

management of 261; vs. uncertainty 253;
ways of dealing with 258-259

Road Technical Inspection 244

road transport 239

robots 283

role-playing technique 161

roll pallets 281

Rotterdam Rules 245

RSS-14 (Reduced Space Symbology) 296

Rundh 135

Russell J. A. 183, 184, 187

safety stock 30-31, 37

Saghir 134, 135

sales costs 87

sales data, historical 37

sales forecasting 126-127

sales promotions 96, 118-122; advantages of
119-120; definition of 118; disadvantages
of 120; effect, patterns of 120;
techniques 719

sales-related pricing targets 59

sales staff 105, 127-128; design 126;
evaluation of 128; organization of 127,
promotions aimed at 121; remuneration/
incentives 128; training 128

sales takeoffs 26

sales targets 119, 123, 127

satisfaction-dissatisfaction 184

Scarcelli, J. M. 189

search engines, advertising through 133

seasonal discounts 81

seasonal stock 31

secondary demand see derivative demand

secondary packaging 139-140

Second Party Logistics (2PL) 233

selective demand advertising 111

selective distribution 7

self-service 181, 192, 211, 224-226

seller—buyer relationships in industrial
markets 277-279, 277

sensitivity analysis 15

service failures 162, 166, 222

service guarantees 221

service leadership 169

service processes 165, 206, 209; blueprint
design 215, 217-218, 217; blueprinting of
196, 212-213, 213, 214, 215, 216; customer
management in 220-222; definition of
206-207; degree of customer contact/
contribution 219-220; design 206-207,
218-227; execution of online order at a
physical store 223; general strategic
approaches for 222-227; interconnection
between operations management and
marketing 207-209; key components of
209-211; objective of 219; outsourcing



227-237; personalization approach 226;
production line approach 224, 226, 227,
self-service approach 224-226; separating
high- and low-contact functions 226-227;
types of 218-220; variety and volume per
unit of provided services 220

service-profit chain 148-150, 749, 156, 169

services 4-5, 9, 88, 143; challenges faced by
frontline employees 152-157;
characteristics of 5, 144-146; classification
of 146-147; corporate culture 168-169;
delivery, components of 148; focus on
customers and frontline staff 169-170;
indivisibility of 5, 144-145, 207; industrial
266; inhomogeneity (heterogeneity) of 5,
145-146, 169; intangibility of 5, 144, 174;
integration of 6; perishability of 5, 146;
provision, and human resources 147-152,
157-168, 158; quality of 145; supply chain,
and human resources management
170-172; typology of 181-182;
see also servicescape

servicescape 173, 174-177, 175, 176; ambient
factors 188-191; Bitner’s model 185-188,
186; blueprinting of service delivery process
196; clarification of roles of attendees 196;
communication of corporate image/brand
178-179; cross-functional collaborations
197-198; and customer’s length of stay/
purchase motivation 182-183, 183;
determination of strategic requirements
196; employees 194; e-servicescape 195;
exterior storefront atmospherics 193-194;
facilitation of production process 179;
identification of key components of
differentiation strategy 180-181;
improvement opportunities, identification/
evaluation of 197; location 198-202; model
of affect 185; other customers 194-195;
positioning of differentiation strategy
178-179; signs, symbols and artistic effects
192-193; socialization of participants
179-180; spatial planning and functionality
191-192; Stimulus-Organism-Response
(SOR) model 183-185, 184; strategic roles
of 178-181; types of 181-183, 181;
updation and modernization of 197,
warehouse layout 202-203, 204, 205

services marketing triangle 148, 157, 169

services offered (pricing structure) 91

shelving 292

short-term obligations 58

signage, service environment 192-193

Simchi-Levi, D. 257

simple exponential smoothing 41, 41

simple moving average 3940, 40

Singh 30

Index 339

single-use packaging 140

slow movers/laggards 20, 105

small metal containers 280

smart tags 301

smell, service environment 190

Smith 230

socialization of participants, and servicescape
179-180

social media 14, 97, 118, 124, 134

Sodhi, Manmohan 257

Sohal, A. S. 261

spatial planning, service environment
191-192

special products 7

special storage systems 292

sponsorship 95-96, 118

stacking 292

steel packaging 138

Stevenson, M. 257

Stewart 138

Stimulus-Organism-Response (SOR) model
183-185, 184

stock see inventory

Stock, J. R. 135

stock acquisition policy 31-32

stock-related costs 33-34

stock-shortage cost 33

stock supply cost 33

storage, product 258, 283, 303;
see also warehouse(s)

strategic alliances 273-274, 276, 278-279

sub-products, pricing of 80

subsidies 81

suppliers 35, 77, 122-123, 250, 268, 278

supplies 9, 258

Supply Chain Operations Reference (SCOR)
model 89-90

supply elasticity 276-277

supply planning 28

support services (back-office) employees 148

support systems for provision of services
164-165

surroundings, store 193-194

symbologies, barcode 295-297

symbols, service environment 192-193

systematic development of new products 18

tangible services 147

target audience, for integrated marketing
communication 100-101

targeted cost pricing 76

targeted profit pricing 72-73

target market, and integrated marketing
communication 106

Taylor 57

teamwork 163-164

technical support for frontline employees 165
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technical training for frontline employees 161

telemarketing 130131

temperature, service environment 188

temperature-controlled warehouses 289

terminals (transportation) 242, 254

tertiary packaging 140

Third-Party Logistics (3PL) 228-229, 233,
234, 250; advantages of outsourcing to
229-230, 232; disadvantages of outsourcing
to 230-231; evaluation criteria of 236

timeline, advertising media 114

time-series models 3942

TIR Convention 245

top management executives, commitment
of 18

total/complete outsourcing 233

total (fixed and variable) cost (TC) 51, 51, 54

total fixed cost (TFC) 51, 51

Total Quality Management (TQM) 260

total variable cost (TVC) 51, 51

trade agreements 123

trade fairs 121

training, frontline staff 154, 160-161, 162,
163, 168

transmitter (communication) 98

transportation 238-239, 279; combined
241-243; costs 81-82, 285; of dangerous
goods 243-244; international 245-247;
means of 239-240; planning 28; risks 259

transport systems 280

trend products, lifespan of 26

triple exponential smoothing 42

Trott 231

Trump, Donald 254

two-dimensional barcodes 295, 295

type I ecolabels 29

type II ecolabels 29

type III ecolabels 29

unique selling proposition (USP) 112
unit load (materials handling) 280-283
unit prices 91

Universal Product Code (UPC) 295
UPC-A 296

UPC-E 296

urbanization 255

users (industrial buyers) 267

value-added services 35-36

value/price ratio 12, 22, 24, 61, 66
Vassiliadis, C. G. 257

Veblen goods, demand curve for 62, 63
vendor management inventory (VMI) 122
vendors 127, 128

Verma 30

vertical integration 266, 278

Very Narrow Aisle (VNA) truck 293

Wakefield, K. L. 182

walk-through audits 222

warehouse keeper 293

warehouse management system (WMS)
304-306

warehouse manager 284, 285, 293

warehouse(s) 242; architectural design of
290-291; definition of 283-284; equipment
283; importance of 284-285; layout
202-203, 204, 205, 290-291; location 290;
risks 258-259; roles and responsibilities of
employees 293; roles of 283, 285, 286-288;
selection of inter-handling systems
292-293; selection of storage systems 292;
spatial planning 291; storage system
philosophy 291-292; storage tasks of
289-290; types of 285, 289

Waters, D. 261

wear and tear see perishability of services

weighted moving average 40-41, 40

wholesale packaging 140

width of product mix 9

willingness to purchase, classification of
products based on 6-9

willing to pay (WTP) 50

Wilson 230

winches 282

Wirtz, J. 167

Yi, Zhixian 38
yield management 83, 146
YouTube 97

zero-level inventory 36
Zinszer, P. 49
zonal pricing 83
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