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1. Ta1 fauve & J=nfer e (Conceptual Framework) T Tererem FifSTw) Taret i fomiwarstt qer ST
foraur Hatelt SwTat o Haw H fordieish == shifery)

2. 4T 3ATE (Service Product) & fafi=T Tl it samen Sifsw qern fasgwor Hifse for @ig aar g
sfcreael SIS § fTar T s ud el o fog Stfdfts qe gisid s =g dafda dar &
(Augmented Service Offerings) <hT IUNT fohd TR T HehalT 2

3. WWﬁWW(People)ﬁWWﬁWWWW% ATTeR fqur (Internal
Marketing) U HIe st TRt foreft Sam S 5 SelT TrerT qeiT ATesh §q 8 i o TR 3=1d
ket 2

4. TEH HSA (Gronroos Model) 3t fararemT hifsre qem WW%WWW‘&@WW%H’%
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5. TefaRaa w e fevaforr fafear—
() Tar fomor ﬁ‘i\_ﬂ (Service Marketing Triangle)
(@) SERVQUAL Higd
(M qaﬁlzcm-r T faraur TR (Integrated Service Marketing Communication)
(ST) QT3 | /AT TS 0T T Jaie (Managing Demand and Capacity in Services)
(F) HETIS TaTd (Facilitating Services) e g e (Supporting Services)



