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Source: Kotler, P., & Keller, K. L. (2006). Marketing Management Twelve Edition, p 19.
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Source: Kotler, P., & Keller, N. (2016). Marketing management, 15th Global edition. England:

Person Education limited, p 47.
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Source: Kotler, P., & Keller, N. (2016). Marketing management, 15th Global edition. England:

Person Education limited, p 48.
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. /

Source: Kaotler, P., Wong, V., Saunders, J., & Armstrong, G. (2005). Principles of Marketing,

fourth European edition. Harlow: Pearson Education Limited, p 35.
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Three sl L) Sl Lo Lltad ¢ Laad) el g dabal) Ll ¢ alas¥) JA (g0 1k &0
: (Kotler et al., 2005) 4 Jiai Al 5 cclaradll 5 gudt & 48U Ps
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DR o b e o Lendi Jaad o) AS81 (S (il 3N Lia ) (B DS (A plea peilSaly
Aaadl) bl GalaSY 5 G sa 3l G ST A8 6 ga g Sl 22 58

05 5 0ol Cpandiall Galai¥) sl ale ety Sleaadl Jlee V) g lad of JSAIL sl
pgaslad 5 il sall x5S il JIA (e 503 pe Ganailly @l 5 AaA 5 sl e
(ladal) a8 3 sl andy o) 920 (A 5 bl sall ool 5 B3 g a8 ladll B3ay e sa g
DA (4o 48 giia dyale iy y 5kt 48,8l (S 1(Phiysical Environment) 4gatall )-2
o]l il aadip ya je A4S

Bsdia Jlusa araral JOA (g Lgusdd i 4aadl) 48,30 (Sa ) :(Process) leadl Jlawall-3
slica) aad baaall L ol i€ ClESELY alailly | geld clandll adia (ard Aeadll sl
peledd i A3 jh o Sl

arlusi g 318 48y 5l 81 508 Chand () Sy Al AN pualiall sda G J sl (Say € Bans Laad
Jidiall 5 cleadl) glady alall i suiil) g all Ui el Sy Gl Galad e 5 danal)
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A g el ol (33040 e Cang Cun Ay gul) L) i) dpnd 8 ARl adiea] die
JlSiall (8 guiil 0 ggda (mje SR (e 1385 ¢ sl ST A it g (318 Cangs A0S ALalSia
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W qiliall il (o jy Ay gt 311 JS
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SIS sl e 5 s salall el o) gl e Ly 3 pailady gl 13a 45 lie Wl
o) bl 6y sl oy Sl e it (3 Cladil) pUay aldll 6y suil] oy Sal) Ui
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Aaddlly dea giall AS LAl sad iially dga giall AS AN (e Jeadll (8 ety (sdll 5 YL
Alad Cle) ja) AT Can st oA ) cplaill 1aa 8 ddliall 53a 30L ) o (Sl Lo sa g
o sl 3aiad sl oall 35 i A (e @l g clandldl Gy gt Jlae (8 (981 (383
laad) (5 g Cpanal Al 385 ) 5 ¢ Jelall y daall ¢ a A Gy guil) i ) <Yl 2D
SR B sl 0 sede e o pall Il I Canall 138 (e ) allaal) 3 (3 i 1
o o8 o AN G sutl) O i iy AN Gy guiill o sehe (A5 3 )5 0 1 IS (e
RNl By suilly an gl gt s Gl
Gl o sgia D)l IA (e Aol (G guil o sgia Loanl ) (3 kaiind UG Cllaall 6 Ll
g Gl G okl ) ABlal cclandl) G g lad Gabat 8 a8l 5 e lal)
el B sudil) ~las (Gl Lee Ll
Aaadll R0 g gul) 1581 llaal)
Gisud A G5l G o ol pall g tdasdll SN G gudl) p e (A B g0 Yl
(Kotler el s Jalall ¢ o jlall G sl dus ) O¥lae 436 4§ 581l llady Gleasll
.& Keller, 2016)

leadl) o U Lgde agdy il OB (5 gl £ ) il jeday ) sall JSI
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N el Gyl il

Source: Kotler, P., & Keller, N. (2016). Marketing management, 15th Global edition. England:

Person Education limited, p 432.

A GBI G eld teny 53 1530 1(Internal Marketing) (A3l Gagadll aggda 1
Crila sall 53 S35 cagd 0 Ll painly @il (o O s " 5 I0Y) O (s el s
.(Gronroos, 1990) " aefitla 5 ce ALl 3 ki agual (sl sall ()5S O aaid Aalaiall A
olen) aald cam IS0 (LN el (il gall adats oy Adga ANl G guiil) Coimy LS
Labidl A JAl padd JS0 i) IS8 5 (SA Qalad) " asl Jall Sy (5o sadl) and B
.(Kotler & Keller, 2016) "2 s=ill 4 jlaal

O e LS e la¥ g cpils o) qu‘ﬁﬁhh&ﬂmu\ &._\AJWQ\AJSJ\KS‘)&Q‘%" 5ed
S Jaall acall ciladd aaen 5 Ll ) 5 il ge o Jeldill jadad g Jladl) oy Hailly o 68
.(Kotler et al., 2005) " okl Lia )l auais Jal (g caal g

ey ihiall e (b o AN Gogedl) SR Gy guiill Gan o cang sl ) 88

b yag e sy s ) 0 staine A8 a0 il ge 5 O J 5 )liae dedd (e
(Gronroos, " 48 il JalS e b e dpeddl) il 5N G guill dia o " (0 5S5 Gf any AI
1979)

OY Aabaiall (& AT (add IS wandi gad Gogedll 1) o DDA (g0 V) B () 12

Aalilal) A1 Gasedlly Aaglll ABE B DA e Gy caldal jeaa Gl O
Glalial Gy Liblae ahas o caag dadaiadl 5 48580 o s 5y gl 4 6illy 3 gl

.(Gronroos, 1980)" 3 s
B Al e ) Fie aae @lin rAreadd) Agall AR (5 guil) gad An gl Aranf 2
G s 5,6 SN Rl Gy el s Lay y s e AR 3y puiil) zral s A Aalally b i)
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3 5 gudill iiay 2 0l Scandinavian Airline AdluaiSuy) o)) julall 4 54 2Uas o2aiy
.(Gronroos, 1990) (k) G sl el Ll Ua i

Cileadll S 55 e i (il Lia ) (§at dad Calh gall ulagy) i) sall dpaad | i g
oele ) siall LeSal Lal (ppida sall Jumdl lia) e Jaai o

el prenaly o 58 ) A i Al g 3 (e Yy Apiga Bls (Bagead ) plisg g
il Al ASual aladiul agiSad all oY) o S 5 acall a5 oy il sl
OS5 N @) gl 3 3e3 Jal (e ccala gall B ppiaall i) gall 5 e sall S cAplalall 4y LAY
.(Kotler & Keller, 2016) akite JS& ik ol Loa jl) dan) je g ) pal s G331 e
an sl A jlas wreall e am el sall e e 83 a1 Fadd ppail g Aaddll A€ 5l Aol
[ PR YRR P WOP i PP [ PRV i TPWEIL PO JE KT R L ISR
.(Kotler et al., 2005) alall Lgiy ylay aadi 38 400

aal I ) @S s 8 i o oS Gl el sl e el @lia G (e a1 e
asii Gl 4S50 dauls (lmia) aly 520 (Y gl eBaomiil an sl An 5o e danlall Jal gal)
(Parasuraman, " Gueedll asgha " auly Gaoad A5 L)l ) gl dals Sle
. Berry & Zeithaml, 1983)

o VT e 3 A 5 gle Can iy L ol g el sl (e A0 U g Gl dalaie JS3
Ao A G eul) Y il dlgs 8 Clleall Zlad e i sed caa IS5 628 S
.(Gronroos, 1990) _hall (s i

A s puad Al clanall plail ot )l FUsadl A gudll AaisY) O e i3 o
Labiidll (8 (3 saill JalSI elaVG iz 2al 5 sl Gl e ME G cany Ay gl ddais)
.(Gronroos, 1980)

LY Y5 55 a0 g Calhgall Alagy) i gall o alad 5 jliedll cilerdl) culS
.(Kotler & Keller, 2016)

Ol gally Lalia¥l s Jpasll 44 o Gronroos e h LS Jalall gysuill ) gad
O el e cdandl) 2808 e Jaliad) sy ghail Al g Ll 8 i e0ysa ) sad (e il
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BSAl ( segdy cpdll (el bl Alladl) Aedalls M GlA (A4S Y osany RN Gy )
.(Gronroos, 1990)

Gaodll ) 1Al A AN Gagadl plad gabud RN (G gedh) Allad gan LG
Al ilasal g s wesill ¢ umnll Sae] b ity 5 (galad) Jarll Ciay Al
.(Kotler & Keller, 2016)

Z Al 8 dnsall 3 sa (uSad ) 31 pall Y o JA) sl dpaal (e JIE Y 13
5olaYL Jang z AN 8 A sall e Al 5 e (Gabailh (Lgthy ) paind 5 Leal sal ola el 58
(Uhslan) Jalall b ihs all Ly (3aad (ulal o o 58 3o 40800 3 5 sua pa85 () Ll
(2019

Gagnad Al (Aadall 45 ga il Gabas Jal e il () ad Cuaall B el o seia Gl s Al
i sntll ) aladin) o juaidy A il s Al Gy sedl) 3y (e ST cilaal)
.(Kotler et al., 2005)

aas s Gl Ll ag )y Aadl) B Lual o Cunall Gyl oseie S Gua
Zladl Ll Un i 8ol 3y seitl) 355 Gl dadl) i Al 8 daaluall sa il sl
.(Gronroos, 1990) -~ )&l & sudll

ISl GF Y e O e ol Al Glas ) g e saaly A dpeasd) JleeYl
@ dagll glad il ol 5l A8 s dad BlA DA (e Lealad o Lailad g daals ol
O35 Ol (alasY) e diast (€ " 1 g 4 ga sk Al Jhsadl o) paall 4 oa Al
s sn sy " i jlae 8 ) painY) agi€ars oY) (e Jle ssiue Gle el
(Berry, 2007) J=l ¢

ClSadl " a elly &) el il ARl el Gl LeSay Al il il of aas el
20l Le s s ezladl) U b elid) o <€ ol Cua " Corporate Generosity i)
( Berry, 2007) daals ¢lad) e 5 50l8 maai of e ilS

Sl e G Y (Al Gy sl Adlad sae o (g a5 gl Adled Gadad
(2019 ¢isalan) Lelals Juadl ¢1aY) ey G 3all &l
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6 sinsall & aaclal 06 o ol i 1Y) Al dpaal (il sall 5 le) 3 gl B lal any Gl
o Aalladl) (33 e L) Le 5 5 A sall ) 5 (uSay () a5l 0l cad) malai (53
e Rl o Galad iy A5 (LI sl 3 8 disd A die iy el Gla
(2019 ¢ glan) 2l (sl
Oty Gadl) il pliie Wl ol Comy CalaaY) ety el ZL 1 ) Jsaslli cellal
Claddll (5 usd (o s At 4 g ilis 538t Jad (e 4l () iy B L JS8 (il 3l
sl el aladind o jaty oAl galill s Al Gysal) 3jae e ST Taga
(2019 ¢ sles)
Al a4 ) JSEl i g g
Aaadll ) Aluslis 1(9) @b, IS
adalal) a.lgg\ 53 ga
&a*bblu:\éﬁy
el f 1)-'32}4

fasall fua ) 335l
Omal ) L)
el sl ol )

A )l 5 Al s

Source: Dunmore, M. (2002). Inside-out marketing: How to Create an internal Marketing

Strategy. Kogan Page Publishers, p 11.

s el eV s el Lliay g s Lada | el 22y JSal 3y gusil) A -l (gidacs UL
La g A ) cla jday b3l adady La " JS8 P, Drucker @uaadl 3y ol 65508 WS
.(Gronroos, 2011) " @i Jes oY Lanla B3 sd) g agal) Apuuilly Lad a4y ()9 Sy
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Gladdld) 3y gaud i) 1IN Cuaial)
48 giie Adliae A GlA) L) agal) (e 3y el eS8 dpaaal) S il Juadl (o aas Gll
il (G 52aty ) Cpidagall (o Y s it Ay ) SLEN Hga b ol il 3
( Berry, 2007) & sl daglal) day S Jlae 5 ¢ shail (1o 4n
Juzail an Gl ikl o sh @l o SV Jleall 358 s A Laadl) o gl
ST slady G g iay ) il gl wgiST ¢ SIS | glady () ony ) il ) gaad (e glalall

.(Berry, 2007)

Sy gual) 1 S allaal)

s3ga O el 55l my  (Interactive Marketing) (Ao Wil (& gudill 2 ggda Y ol
Gasnd Jlae (88 (@il 5 (g yidall G Jeldill Basa o S JS adiad 4S Hadll daadl)
G0 8 o aaiad Aaaal) Basad gl cleadl) s Adlall VLAY 8 La suad s ciladal
lucill 83 525 Aadil) W

canll Lany o 5l Legd ST 51 0 sl (5 ol Jaliiall Balzil) sa Jeliilld dale 3 jlay g
.(Gronroos, 2011)

Tl Aila gy e 1Y) Adgla b ilarall Sl b eliall 5y puill (il Slligh
) el A (e YT ¢ g 5 (o suil) Al (Ll ) oS5 1 ¢ 3 gl

g 5 - Ae2al) il S (a0 58 IS (O ¢ SV (5 gl A g a0 Bils 1
O g Aeadll g il Jlsa (8 Jal el gaen 5 ZUY) Blam (B Alemiond) - 4k 2

.(Gronroos, 1979) ¢ sl & Jlie ) Ga 335
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Cladddl g gadl a1 EMUEL Ciaal)
ol (e 3 jle Laddlly (s gale £ 28 Aliay Laludl G g daadll 5 Aaludl G ol (5,0
Laodl) adie 335a (e Jadil ¥ Aadiall daddll Basad (aldiV) o Wil el oS o
.(George & Berry, 1981)
5 smsal Sy Db cApin ye Alalre (aial o Aala G 50 311 5 At adie (o Je il Alad G LS
OY A B3 s b Aadd 4l VA (e Aalany G503l slimy) (S 4l Ll il cleadl
anlpall dleal) ~lad) Conmd Ll sa5al) NS (e deddll B3pa Jle S0 Y )l
adiy =1l 1Y) L) Gl Zads ol Lgiasa JOA (e b o(padaall 3 lakall aall (3140
oal ) agiSar Y (b yinalls | (Ldga s Ta5h5 andaall 8 Jolil) IS 1) Lae AL s 59 5 Lelaial
O] agdle Gaaty Jy Baadll saaldl A B sadl A (e Aalsy 5030 slia ) agiSay 4
. (Kotler et al., 2005) Laasl diaa sl <l jlgall i Jeléal (8 gusill &l lga
sl O3Sy Y Gl Mg s sl dead (8 (il gl B lee " (Ao liil) (5 sl Caiay Gl
Kotler & Keller, ) Aidasll b sa Cum a5 s cand 2080 g8 s S (g0 423l
(2016
Kotler ) s 4dals daa i 66 Laxie (5L 31 JuaiV) a8l ge (A& 05835 (sibasall g
. (& Keller, 2016
05l ddss -
¢l Clalaa Y Aads se) i -
(Ol g dpadl ABble ok -

oAbl Sl Ja daadll B3 g il -
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Cladddl g gadl a1 EMUEL Ciaal)
ee )2 (pils gall Slamiad 33 ) e Jand o)f 52 sall cppnt 3 geal Cany Y 4l Ua SAIL sl
ol lgas Cpila sall 48 jaa Cpunt e dseall K55 ) i oY) e gl a8 Laad oSl
(Berry, Zeithaml ala sall 3613 3 il 4o Ll Jlacall 5 48 5 sall (e JS (Y &l

.& Parasuraman, 1985)

IS V56 O iy o pall LS8 ecila ga IS A g pman o AT Cingy Aadal) 83 g (sl
Ob Ofislll (a3 sal) Cpaatl Calh ge JS Aadll A g psal) 2Kl dia ja
:(Parasuraman, Berry & Zeithaml, 1983) (xils sall aaes
eaanal) i gl) 8 AS 5l B gl (ppaend A8 53 3 AS Ll abeledind o5 of cang -
633 5a) Gauenil A JBEY) i e agaan 2y o Gany -
tdanll (e (A 5Y) ALY HaY) (g gme B B2 gall Cpauni 392 g puany o any -
faadaill 5y pxill ale IS (8 Jaall 5 M) (e Ll 33350 T anadi o o ang -
1Y) and QDA (e Laddl) 33 g a2y () cang LS -
Y g Afaad) Ay 0 535 Caladdll (et & Apad 3l AS Ll
LN ge e Juail (B aa ol il sall e Gpaill agea 3855 () Al aty Y LS
(Berry, Zeithaml <S¢ jadl Jadii () cang s o olad daaall 2ol acall edia

.& Parasuraman, 1985)
B3 gad) a3 gea agladdii Gdl) LalAEY) 5 ) sall JSA

4024l 3 g Cptaat ) gea Cildlagia (10) ?SJ JE

O
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Source: Berry, L. L., Parasuraman, A., & Zeithaml, V. A. (1988). The service-quality

puzzle. Business horizons, 31(5), p 43.

3aad o Laie 450" Bowen s Schneider e JS as s 2 rdesdd) 4885 is daai-]
2 ey e e g ANELY) ) Sae JBl agild dadaiall af s julea alal o cpila sall
.(Schneider & Bowen, 1985) " deaall s lals )l i il 3

il o gllaal) el (5 gusill ool im0 a5y (S1AT Alis g = guin gy oa Aaddd) ABES ) haid
Ol A3 O a3 geadl s Madan daia @l daaal) zomadl (el (33 gud dpa) yiu
(Gronroos, 21 &Y Gm Adad) & jleall 5 (5 saaily dga siall Cadl sall (paali g cdandlly aa il
11990)
An sill g dandll M)yl 5 5a) (A AS LAl AEED o 8l 5 ) g i) Gl Aandll Bl g
b gall Gany s Aald castha el dedlly dga gie WS e dlall age sl
Losi 534S 80 88 Allsed Ax jae s s AaBsle e 5 Baaa GV LY 468 e sy
laad ) (g gust e (8 gad) 435l La 1385 0 AT Galaaly A je dpually 585 Ul
.(Gronroos, 1990) Aalall (3 suilly <o 2y Le s
cand O gusall 53 lad 55 Aeadl) g cplalall a5 A4S e (5 san il Ll Adldilla

.(Gronroos, 1990) <\

aae U (4PS) sl @il med o) relBlal)l Giguds An sl (Biad duaria)
30 sall gen iladdll gy gudt Jlae 8 Aald 5 (guaY) e 2al) 8 bii ¥ McCarthy
o SEMall Bl 550 Jal pe alite of Cam il s 8l b jedas ) Al
A5 (VLAY e de gene dllia aad Cun (D) jlus YA Lagad 5 Gl g
el aliny Baaall @gedll dadsll Adball 2 A a0 Al Ll deadll
.(Gronroos, 1990) (& sl
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A ey cleadll Grsud 4 el Al el GO pe 8l Bla) el
:(Bendapudi & Berry,1997) <

Ladie Jia ¢S 63 pabunall 4 gucand) Callati Lgtinda aSay Claddl) (pe daall o ) 1 ks ¢
Oe all Glaadll edie ae B jaivsall el gai il LU Sy iy guanll Lo i Y
Agilaaal) dpals g A saleDUL aati ) Coleddl) a8 dad gl jlladl)

Aaaal) A et S Lyt ) 1 90 Cala gl Candy G ool 4y o4 lanal) G aSai <L
Claadll setie padya jf Clidle (S5 ) (oaali Ga gadll da 5 o (3L 31 Aeadl) aaas 4
L sty Al labaia)

Jae 8 GBlall oy alaia¥l ) Glgeall (e el dlin IS 6ol dams
.(Bendapudi & Berry,1997) «leaall

Al Ca el adie e CENRLl ol ol Baexiy a3 )l el 3y a5 Allisa ()
Cl el o2 Jalii a8 (Al ) auzall (el ) Bl 3 8 O sl i
3yl sall (el ye o Alaladl V) 5 e slaall 4 g5 (Sl Ll ) b g ilia) cilans o) 5
.(Bendapudi & Berry,1997) S &l cilaal 3 48 jLad) s

e 58S 50 L O S (@ildl s s sidall (s daadl) apaii ol e Bl S e i) p3gd
3 ) sall AL Alaia ¥l 3 jle) ray A cadll S o Gl ol Ll o) il o gl
. (Gronroos, 1990) 4 suill 1ais¥)

aa Al gy puiil) HS8 84S AR oda o e8] (5 )5l (gad B dadd (sl
) ol paal) L Jagad g GBSl Ui | (6 gl jliss (8 Adas g3 g 8 23 (5L )
(Berry & Gresham, 1986) s jixy 3l sa el sl (55

Ll ) Gl ) ae GBI 5y 5ui s 3 Adbia Aall) 58 " (5 sudll a sgdad i) 138 (ad
Ay s cAgimall Cal laY) Calaal sl 2y Gy (Ja) Al sh ClBe 5 )5 pually Ll (ud (S)
. (Gronroos, 1990) " 2se sl ela gl 5 & yidall Jalall A e clld

Gp Sal) Jelall o MAall @A A A Lhal™ dardd) jlua A g3l ) daala3
sl e il Blaadl dlld aas (sl Ly opali Glo aelay Laadl) asbay (5030
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AU e A
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il ) Tl e 555 LS e AT 5l ma Balill Zsl 35 o555 melladl 5 ol i
Juails ¢y s_yad s Aaiil) o 2 iall s gl LN el Lo Llle 5 cdsalal) Lashaall
Al Jleall Slusall 8 Bl o6 Uiy 1508 13 L Al Zaddl) adha ga (s 58

B e 8 Jelil) U3 4l ing Gadll Gl 8 AS LA (a3 gl 153 gy (b
GBI G e 3 5 U Jlase (a3 i - Aestl i - 530418 ¢y 53 ca AS il Lol
Ll dagl

a5l Alaisall el e oo gl a8 a3AN g0 ety W AS] ey 14 g

15850 (AMA) S 501 (32 sl Tpman 0831 ¢y o) i ye3 Capiadl 1ad g 23 ol
G smtll iy a3 3ale) Y slae e JS 88 Aall) GIAT Aiall Liga gl | uaie laliind 5 Jasaa
A sasiall ASLaall & (CIM) Gagmiill 25 )L dgma s 4S5 aY) (3 gusill Dpman ke (10
. (Gronroos, 2011) 41 sae duaiS dagdl) ) 5 i) a3 488 2000 < sin

AS il Gl iy il alaiy L " US L P, Drucker gl ae Ll a5 ellyy o
(Gronroos, " otai dae &Y Laula 52 A 5 agal) Aol 3af 8 (5S4 L g
2011)

Lall 3lA acd Jal (e 0l 3,88 e aving A deaddl 4le a8 A Shidl A (ad
Ozl leall Jlaall & @ iy o desdl) 384 e el o i ¢ 50 ]

AS ) )40 8 ageal) (pn i) " 1 pedll Cingd A oLl aaiid o (e llnd

Al 3 g2 A8y kg o daall Jlal) B Aailll GBI acd Cian g gl leal) bl (e
. (Gronroos, 2011) "Jalsiall

adia 3 LY dpulul 4y dadll Bla 84S jliall ol el Gl b1 G Jelll 30 g Sl
Jelal) 3ae B e sl Jalis <L deadl)

45



Ghie daic) e daalill dedl Gla 84S i) (e of ) palds of oS latalyg
alal Baas Lo 8 iy (503l pe 4S8l Celd aladiul g Ayl JleeY) 8 daaal)
oo 55 e B (o Al Al 3Lkl s dalad) @) sudill Cilaad) yiul yy ghail (pa ) 5l

s laadl) lS il

Gasm Apan] (Saus Laa Lla eday 14 )l 7z 92 3al) Jo Uil o ggla™ 20 oy ol AN dpadig
i LS eclandl) (3 s Lol sy i) UaY) aaf i s ccilanal) Jlae & 8l
Llpa colisy lue" aly CliMall 3508 Gronroos i | Jeliill 5 guill #lad (il
Jse JOA (e Agimall Cal LY asen zellial ¢l 1 pe BBl 6lgs) 5 ) 5 pacall die g ¢ 3 a
. (Gronroos, 2011) "ase ol e Laliall g aiia

el 52 Lo g Aaliaal 8 3 5o sl Al sgial ATl ApaaY) Jaa Dl Cay i) 120 IS (e
Double Inter -Action de) &€l 7 g3jall Jolill aggda sels A ol A Yl
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1 Mayo Clinic gasa 1 4 o
Mayo Clinic is the first and largest integrated not-for-profit medical group
practice in the world. William and Charles Mayo founded the clinic over 100
years ago as a small outpatient facility and pioneered the concept of a medical
group practice—a model that is widely used today.
Mayo Clinic provides exceptional medical care and leads the nation in many
specialties such as cancer, heart disease, respiratory disorders, and urology. It
consistently ranks at the top of U.S. News & World Report’s Best Hospitals list
and enjoys 85 percent brand recognition among U.S. adults. It has reached this
level of success by taking a different approach from most clinics and hospitals
and putting a relentless focus on the patient’s experience.
The clinic’s two interrelated core values trace back to its founders and are at
the heart of all the organization dees: placing the patient’s interests above all
others and practicing teamwork.
Every aspect of the patient’s experience is considered at Mayo Clinic’s three
campuses in Rochester (MN), Scottsdale (AZ), and Jacksonville (FL). The
moment a patient walks into one of Mayo Clinic’s facilities, he or she feels the
difference. New patients are welcomed by professional greeters who walk them

through the administrative processes. Returning patients are greeted by name and

! Kotler, P., & Keller, K. (2011). Marketing management 14th edition. Prentice Hall, pp. 380-381.
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with a warm smile. The buildings have been designed so that, in the words of the
architect of one, “patients feel a little better before they see their doctors.”

The 21-story Gonda Building in Rochester has spectacular wide-open spaces with
the capability of adding 10 more floors. Fine art hangs on the walls, and doctor’s
offices are designed to feel cozy and comforting rather than sterile and impersonal.
The lobby of the Mayo Clinic hospital in Scottsdale has an indoor waterfall and a
wall of windows overlooking mountains. In pediatric exam rooms, resuscitation
equipment is hidden behind a large cheery picture. Hospital rooms feature
microwave ovens and chairs that really do convert to beds because, as one staff
member explained, “People don’t come to the hospital alone.” The newest
emergency medical helicopter was customized to incorporate high-tech medical
equipment and is one of the most advanced aircraft in the world.

The other significant difference in serving patients is Mayo Clinic’s concept of
teamwork. A patient can come to Mayo Clinic with or without a physician’s
referral. At that time, the patient’s team is assembled, which can include the
primary physician, surgeons, radiation oncologists, radiologists, nurses, residents,
or other specialists with the appropriate skill, experience, and knowledge.

Teams of medical professionals work together to diagnose patients’ medical
problems, including debating test results for hours to determine the most accurate
diagnosis and best treatments. Once a team consensus has been reached, the leader
meets with the patient and discusses his or her options. Throughout the process,

patients are encouraged to take part in the discussion. If surgery is necessary, the
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procedure is often scheduled to take place within 24 hours, a dramatic difference
from the long wait patients experience at many hospitals.
Mayo Clinic’s doctors understand that those who seek their care want action as
soon as possible. Mayo’s doctors are put on salary instead of being paid by the
number of patients seen or tests ordered.
As a result, patients receive more individualized attention and care, and
physicians work together instead of against each other. As one pediatrician at
Mayo explained, “We’re very comfortable with calling colleagues for what I call
‘curbside consulting.’ I don’t have to make a decision about splitting a fee or
owing someone something. It’s never a case of quid pro quo.”
Mayo Clinic is a not-for-profit, so all its operating income is invested back into
the clinic’s research and education programs. Breakthrough research is quickly
implemented into the quality care of the patients. Mayo Clinic offers educational
programs through its five schools, and many of its physicians come up through
these programs with Mayo’s philosophies engrained in their heads, including
Mayo’s motto: “The best interest of the patient is the only interest to be
considered.”
President Obama often cites Mayo Clinic as a key example in health care reform.
Mayo Clinic has been recognized by third parties for decades for its independent
thinking, outstanding service and performance, and core focus on patient care and
satisfaction.

Questions:
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1. Explain why Mayo Clinic is so good at customer service. Why has it been so
successful practicing medicine differently from other hospitals?
2. Do conflicts of interest exist between wanting to make your patient happy and

providing the best medical care possible? Why or why not?
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Few brands attain such a high standard of customer service as the luxury hotel,
The Ritz-Carlton. The Ritz- Carlton dates back to the early 20th century and the
original Ritz-Carlton Boston, which revolutionized the way U.S. travelers viewed
and experienced customer service and luxury in a hotel. The Ritz-Carlton Boston
was the first of its kind to provide guests with a private bath in each guest room,
fresh flowers throughout the hotel, and an entire staff dressed in formal white tie,
black tie, or morning coat attire.

In 1983, hotelier Horst Schulze and a four-person development team acquired the
rights to the Ritz-Carlton name and created the Ritz-Carlton concept as it is known
today: a company-wide concentration on both the personal and the functional side
of service. The five-star hotel provides impeccable facilities but also takes
customer service extremely seriously. Its credo is, “We are Ladies and Gentlemen
serving Ladies and Gentlemen.”

According to the company’s Web site, The Ritz-Carlton “pledge(s) to provide the
finest personal service and facilities for our guests who will always enjoy a warm,
relaxed, yet refined ambience.”

The Ritz-Carlton fulfills this promise by providing impeccable training for its
employees and executing its Three Steps of Service and 12 Service Values. The
Three Steps of Service state that employees must use a warm and sincere greeting
always using the guest’s name, anticipate and fulfill each guest’s needs, and give
a warm good-bye again using the guest’s name. Every manager carries a
laminated card with the 12 Service Values, which include bullets such as number
3: “I am empowered to create unique, memorable and personal experiences for
our guests,” and number 10: “T am proud of my professional appearance, language
and behavior.” Simon Cooper, the company president and chief operating officer,

explained, “It’s all about people.

2 Kaotler, P., & Keller, K. (2011). Marketing management 14th edition. Prentice Hall, pp. 379-380.
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Nobody has an emotional experience with a thing. We’re appealing to emotions.”
The Ritz-Carlton’s 38,000 employees at 70 hotels in 24 countries go out of their
way to create unique and memorable experiences for their guests.

While The Ritz-Carlton is known for training its employees on exceptional
customer service, the hotel also reinforces its mission and values to its employees
on a daily basis. Each day, managers gather their employees for a 15-minute “line
up.” During this time, managers touch base with their employees, resolve any
impending problems, and spend the remaining time reading and discussing what
The Ritz-Carlton calls “wow stories.”

The same “wow story” of the day is read to every single employee around the
world. These true stories recognize an individual employee for his or her
outstanding customer service and also highlight one of the 12 Service Values. For
example, one family staying at the Ritz-Carlton, Bali, needed a particular type of
egg and milk for their son who suffered from food allergies. Employees could not
find the appropriate items in town, but the executive chef at the hotel remembered
a store in Singapore that sold them. He contacted his mother-in-law, who
purchased the items and personally flew them over 1,000 miles to Bali for the
family. This example show cased Service Value 6: “I own and immediately
resolve guests’ problems.”

In another instance, a waiter overheard a man telling his wife, who used a
wheelchair, that it was too bad he couldn’t get her down to the beach. The waiter
told the maintenance crew, and by the next day they had constructed a wooden
walkway down to the beach and pitched a tent at the far end where the couple had
dinner.

According to Cooper, the daily wow story is “the best way to communicate what
we expect from our ladies and gentlemen around the world. Every story reinforces
the actions we are looking for and demonstrates how each and every person in our

organization contributes to our service values.” As part of company policy, each
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employee is entitled to spend up to $2,000 on a guest to help deliver an anticipated
need or desire.
The hotel measures the success of its customer service efforts through Gallup
phone interviews, which ask both functional and emotional questions.
Functional questions ask “How was the meal? Was your bedroom clean?” while
emotional questions uncover a sense of the customer’s well-being. The Ritz-
Carlton uses these findings as well as day-to-day experiences to continually
enhance and improve the experience for its guests.
In less than three decades, The Ritz-Carlton has grown from 4 locations to over
70 and earned two Malcolm Baldrige Quality Awards—the only company ever to
win the prestigious award twice.
Questions:
1. How does The Ritz-Carlton match up to competitive hotels? What are the key
differences?
2. Discuss the importance of the “wow stories” in customer service for a luxury

hotel like The Ritz-Carlton.
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R. A. Y. A. N. A. N. (1985). Quality counts in services, too. Business

horizons, 28(3), p 47.
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‘Shriman’ is a newly setup gentbeauty parlour and saloon.

Shri.Aftab its proprietor has invested Rs.10 lakhs in setting up an ultra
modern facility which offers the services of hair cutting, hair styling, body
massage and suana bath for gents.

At a time nearly 9 customers can avail these facilities at 'Shriman'. Being
the only one of its kind the clientele of 'Shriman' has steadily climbed in the last
couple of months. Almost all regular customers of 'Shriman' come from high
ranking revenue an police department officials in the town,corporate executives
and rich business class.

Shri. Aftab has, however, faced a difficulty from the last one month.
'Shriman' has been overcrowding with customer in early morning, particularly on

Saturdays and Sundays while many customers were required to wait for up to 1

3 SHUKLA, A. V. (2004). Case Studies in Marketing Management. First Edition. Sarup & Sons, pp. 74-

75.
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hour for their chance, a few have even gone back seeing the crowd of waiting
customers.

At the same time overspreading of work has resulted in a drop in quality of
service rendered resulting in customer dissatisfaction and also breakage and
spoilege of tools.

Shri. Aftab was looking for ways and means to solve the problem like
differential pricing based on time, prior fixation of appointments, entertainment
facilities for waiting customers and so on to meet the problem.

Shri Aftab, however, cannot think of expanding the available facilities

because of limitations of space and money.

Questions :
1. Give the Title of the Case Study;
2. What are the main causes of the problem?;

3. What should the company now do?;
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Source: Perreault, W. D., & McCarthy, E. J. (2002). Basic marketing: A global managerial

approach. 17 th Edition. McGraw-Hill/Irwin, p21.
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