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The 30 unique training courses are part of the only program of its kind in Australia. It is for business owners, (small to medium), 
current managers wanting to upskill and staff intending to become a manager in the future. Trainees can select to do one or more 
of the 30 courses that they feel are currently relevant now in their career. Their training will also have a valuable benefit to the 
businesses they are working for. The courses are delivered uniquely and easily on-line, any time and on any device. Also included 
with the training is online tutoring, mentoring and assessment.
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“… providing 
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BY Managers for 

Managers.”



Purpose:   

To understand the issues that impact on developing an 
effective services marketing strategy.

Aims: 

To be able to create a services marketing plan in a competitive 
environment.

Objectives:

As an outcome of completing this topic you will be able to: 

a.  To develop a marketing strategy covering segmentation, 
targeting and positioning.

b.  To understand the concepts of conventional marketing and 
relationship marketing. 

c.  To study the issues associated with the services marketing 
mix.

d.  To develop a services marketing plan covering product 
introduction, management, pricing, budgeting and profit 
projection.

Introduction      

To some people the connection between providing a service 
and the need to market that service is blurred, in the sense 
that a service has to be provided and the need for marketing is 
obscure.

However, the world is changing at a rapid rate and a new 
service economy is emerging. It is estimated that with the 
decline in traditional manufacturing the services sector now 
provides up to 60% of employment opportunities.

Deregulation, the removal of trade barriers, increasing 
competition, and privatisation have created a need for many 
businesses with almost captive markets, to promote their 
services in a very competitive environment.

While the principles of marketing may be similar irrespective of 
the type of product, there may be certain areas of marketing 
that need to be more focused in the service environment. 
For example, due to the intangible nature of service the 
development of a services marketing model is important. This 
will be recalled from the ‘Introduction to Services Marketing’ 
module in Year 1 of the course.

The ‘Public’ sector, the traditional bastion of conservatism, and 
the ultimate in job security and protectionism, is now being 
subjected to rapid changes in terms of having to promote 
its services in order to retain their role and status in the 
community. This is particularly evident in the area of industry 
utilities such as electricity, water, and gas. Each of these areas 
are discovering the need to understand the principles of 
services marketing and how to apply them in the market.

Including Online Tutoring, Mentoring and Assessment. 

Course report available to the employer, on request. 

“Even with my 10 years’ experience in a service department as a supervisor, this course has 
given me more confidence and direction, I now see things from a management perspective 
and am able to deal with situations more competently.”    
Stephen W, OCE (Australia)

“My job satisfaction has increased and I believe that I am becoming a more valuable 
contributor to my organisations operations.”    
Lindsay W, Service Solutions P/L (Australia)

“Excellent, first class content. Balanced delivery. The value of this course is the scope. It covers 
the many aspects of management and provides a very good understanding of all the areas 
covered.”   Tom McD, Siemens Nixdorf (Australia)

“It enables the line manager to effectively converse with, and understand other departments in 
an organisation.”   Martin B, Schindler Lifts (Australia)
 

YES - we would like further information on the training courses for our 
staff and members, and also receive a FREE business publication. 

Contact Garry Prigg for more information - 
Email: info@internationalconsultantstobusiness.com   
Web: www.internationalconsultantstobusiness.com  

Testimonials of Excellence      

“These courses will be invaluable to business  
owners and their staff to upskill on specific  

business training needs.”

Garry Prigg
FOUNDER AND CEO
International 
Consultants to Business
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