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1. SERVICES: Role, Nature

Services: D1 Services: D2

* A service is an activity or series of activities * Most authorities consider the services sector to include
* of more or less intangible nature * all economic activities whose output
* that normally, but not necessarily, take place in interactions between * is nota physical product or construction,

* is generally consumed at the time it is produced, and
* provides added value in forms (such as

* convenience,

* customerand

* service employees and/or

* physical resources or

* goods and/or « timeliness,

* systems of the service provider, + comfort, or
* which are provided as solutions to customer problems. + health) that

* amusement,

* are essentiallyintangible concerns of its first purchaser.

"(Christian Gronroos, Service Management and (James Brian Quinn, Jordan J. Baruch, and Penny Cushman
Marketing,Lexington, Mass: Lexington Books, 1990, p. 27.)" Paquette, Scientific American, vol. 257, no. 2, December 1987,
p. 50.)

Classifying economic activities (including services) by the EU



134. The following table presents the “high-level SNA/ISIC aggregation A*10/11™:

1 A Agriculture, forestry and fishing

2 B,C,DandE Manufacturing, mining and quarrying and other industry
2a C Of which: manufacturing

3 F Construction

4 G,Hand| Wholesale and retail trade, transportation and storage, accommodation and food service activities

5 J Information and communication

6 K Financial and insurance activities

7 L Real estate activities*

8 Mand N Professional, scientific, technical, administration and support service activities

9 O,PandQ Public administration, defence, education, human health and social work activities
10 R,S, Tand U Other services

*  which includes imputed rents of owner-occupied dwellings

19 G Wholesale and retail trade, repair of motor vehicles and motorcycles 45 to 47
20 H Transportation and storage 49to 53
il A Agriculture, forestry and fishing 01 to 03 21 | Accommodation and food service activities 55+ 56
2 B Mining and quarrying 05 to 09 22 JA Publishing, audiovisual and broadcasting activities 58 to 60
3 CA  Manufacture of food products, beverages and tobacco products 10to 12 23 JB  Telecommunications 61
4 CB  Manufacture of textiles, apparel, leather and related products 13to 15 24 JC  ITand other information services 62 +63
5 CC  Manufacture of wood and paper products, and printing 1610 18 25 K Financial and insurance activities 64 to 66
6 CD  Manufacture of coke, and refined petroleum products 19 26 L Real estate activities* 68
7 CE Manufacture of chemicals and chemical products 20 27 MA  Legal, accounting, management, architecture, engineering, technical testing and analysis 69to 71
8 CF Manufacture of pharmaceuticals, medicinal chemical and botanical products 21 activities
9 CG  Manufacture of rubber and plastics products, and other non-metallic mineral products 22+23 28 MB  Scientific research and development 72
10 CH  Manufacture of basic metals and fabricated metal products, except machinery and equipment 24 + 25 29 MC Other professional, scientific and technical activities 73t0 75
i Cl Manufacture of computer, electronic and optical products 26 30 N Administrative and support service activities 77 to 82
12 CJ Manufacture of electrical equipment 27 31 O Public administration and defence, compulsory social security 84
13 CK Manufacture of machinery and equipment n.e.c. 28 524 P Education 85
14 CL Manufacture of transport equipment 29 +30 33 QA  Human health services 86
15 CM  Other manufacturing, and repair and installation of machinery and equipment 31to33 34 QB Residential care and social work activities 87 + 88
16 D Electricity, gas, steam and air-conditioning supply 35 35 R Arts, entertainment and recreation 90 to 93
17 E Water supply, sewerage, waste management and remediation 36to 39 36 S Other services 94 to 96
18 F Construction 411043 37 T**  Activities of households as employers; undifferentiated goods- and services-producing 97 + 98*
19 G Wholesale and retail trade, repair of motor vehicles and motorcycles 45 to 47 activities of households for own use
38 U**  Activities of extra-territorial organisations and bodies 99*

including imputed rents of owner-occupied dwellings
All of U and part of T (division 98) are outside the SNA production boundary, and will be empty for SNA data reporting, but are

included for completeness.




Services features 5. Ownership

Quality measurement + servce Level The goods-services continuum

Nature of demand * Difficult to rate-quantify

1. Intangibility * No transfer of ownership as for goods
2. Perishability 6. Simultaneity
3. Inseparability
. * The moment of delivery = moment of consumption
4. Heterogeneity
5. Ownership 7. Quality measurement
6. Simultaneity — The blurry border between goods and services
7.
8.
9.

Core Goods Example Core Service Example

Customer Participation

q / | g / lized 8. Nature of Demand Business Custom clothier Business hotel
10. Customized / Taylored / Personalize

. Y « Fluctuating in nature Corfe Business suits Room for the night
11. Quota in the Added Value * Abnormal, sudden, seasonal, situational, dependent Per!pheral goo«?s Gdinenioze Batliighe

. Peripheral service Deferred payment plans [In-house restaurant
* A service, once consumed, cannot be returned ) ) L. ) -
Variant (differentiating from competitors) [Coffee lounge Airport shuttle

. 9. Customer participation
1. Intangibility Customer is co-producing the service

* Can not be touched (not physical objects) 10. Customer participation

* Seeing, touching, hearing, smelling or tasting the goods — not applicable to Many services are tailored to the specific need of the Customer

services
* Services not known the the customer before taking them 11. Quota in the Added Value
When a package of services and products is being delivered, the

2. Perishability Overall classification of the package is based on the dominant quota

(goods vs services)
* Value of service exists at the point when it is required

* Services perish as they are used

. e L. . TABLE 1.4 ; y
* Services last for a specific time and cannot be stored like a product for later use Typology of Services in Core Experience Essential Feature Examples
the 21st Century Creative Present ideas Advertising, theater

. Enabling Act as intermediary Transportation, communications

3. Inseparability E—
xperiential Presence of customer Massage, theme park

" " Extendin Extend and maintain Warranty, health check

* From the service provider 2 9 X RIS :
Theref h . ider i fth . Entrusted Contractual agreement Service/repair, portfolio mgt.
. .
erefore: the service provider Is part of the service Information Access to information Internet search engine

* Production and consumption of services go hand in hand Innovation Facilitate new concepts R&D services, product testing

Problem solving Access to specialists Consultants, counseling
Quality of life Improve well-being Health care, recreation, tourism

4, Heterogeneity

Regulation Establish rules and regulations Environment, legal, patents

« Difficult to standardize the quality






Professional Services

Computer and Related Services

Research and Development Services

Real Estate Services

Rental/Leasing Services without Operators
Other Business Services

Professional Services

Computer and Related Services

Research and Development Services

Real Estate Services

Rental/Leasing Services without Operators
Other Business Services

Legal Services

Advertising services Placement and supply services of Personnel

Accounting, auditing and bookeeping services Market research and public opinion polling services Investigation and security
Taxation Services Management consulting service Related scientific and technical consulting services
Architectural services Services related to man. consulting Maintenance and repair of equipment (not including maritime
Engineering services Technical testing and analysis serv. vessels, aircraft  or other transport equipment)
Integrated engineering services Services incidental to agriculture, hunting and forestry  Building-cleaning services
Urban planning and landscape architectural services Services incidental to fishing Photographicservices
MEdi<_33| and de.ntal services Services incidental to mining Packaging services
Veterinary services Services incidental to manufacturing Printing, publishing
Services provided by midwives, nurses, physiotherapists and para-medical personnel Services incidental to energy distribution Convention services
Other Other

{ F=* (=

=

Postal services General construction work for buildings
Courier services General construction work for civil engineering
Telecommunication services Installation and assembly work

Audiovisual services Building completion and finishing work

Other Other



Commission agents' services
Wholesale trade services
Retailing services
Franchising

Other

Primary education services
Secondary education services
Higher education services
Adult education

Other education services

Sewage services All insurance and insurance-related services
Refuse disposal services Banking and other financial services

[’{’."yn{é‘ﬁ’ ‘f‘,!:'ﬂ Sanitation and similar services Other
R e




Hospital services

Other Human Health Services
Social Services

Other

Entertainment services (including theatre, live bands and circus services)
News agency services

Libraries, archives, museums and other cultural services

Sporting and other recreational services

Other

Hotels and restaurants (incl. catering)
Travel agencies and tour operators services
Tourist guides services

Other

Maritime Transport Services

Internal Waterways Transport

Air Transport Services

Space Transport

Rail Transport Services

Road Transport Services

Pipeline Transport

Services auxiliary to all modes of transport




Services for services Services weight in national economies

Infrastructure Services: Percent Employment in Services for the Top Ten Postindustrial Nations, 1965-2005
| ommnEEONs Country 1965 1975 1985 1995 2005

« Transportation

+  Utlities United States 59.5 66.4 70.0 74.1 78.6

+ Banking

Financial Senvices:
« Financing
+ Leasing
+ Insurance

United Kingdom 51.3 58.3 64.1 71.4 77.0
The Netherlands 52.5 60.9 68.3 73.4 76.5

Manufacturing

L L Distibuton Senvces D e Sweden 46.5 57.7 66.1 71.5 76.3
. ¢«  Wholesall )
v Accounting \ Reting +  Education Canada 57.8 65.8 70.6 74.8 76.0
« Llegal __g + Restaurants
+ R&D * Repairing v Hotels Australia 54.6 61.5 63.4 73.1 75.8

France 43.9 51.9 61.4 70.0 74.8
Japan 44.8 52.0 57.0 61.4 68.6

Government Services:
Military

Business Semvices:

e + Judial Consumer Services Germany 41.8 46.7 51.6 60.8 68.5
o Advertising oo et * Selfsenvice Italy 36.5 44.0 55.3 62.2 65.5
+ Waste disposal

Community senices
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F - Construction

L - Real estate activities

1930 950 ] 1990 2010

activities

Year

support service activities

A - Agriculture, forestry and fishing | i
il -
organizations and bodies

J - Information and communication

B-E - Industry (except construction)

K - Financial and insurance activit

M_N - Professional, scientific and
technical activities; administrative and

household and extra-territorial

[J Agriculture: Value from harvesting nature

0-Q - Public administration, defence, .
education, human health and social work o=
other service activities; activities of

: Value from making products

-1- Wholesale and retail trade, transport,

accomodation and food service activities
R-U - Arts, entertainment and recreation;

alue from providing the economic infrastructure

W 1996 m2017



Workforce demand shift

FIGURE 1.5
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State and local government

Information

Transportation and utilities

Construction

Other services

Leisure and hospitality

Financial services

Educational services

Professional and business services

Health care and social assistance

-20% -10% 0%

* All Industry Average

10%

Fitzsimmons, James, A., Fitzsimmons, Mona, J. “Service Management — Operations, Strategy,
Information Technology”, 7th edition, McGraw-Hill Irwin, ISBN 978-0-07-340335-9, p10

The service package

* A bundle of goods and services with information that is provided in some
environment

Supporting facility. The physical resources that must be in place before a service can be
offered. Examples are a golf course, a ski lift, a hospital, and an airplane.

Facilitating goods. The material purchased or consumed by the buyer, or the items provided
by the customer. Examples are golf clubs, skis, food items, replacement auto parts, legal
documents, and medical supplies.

Information. Data that is available from the customer or provider to enable efficient and
customized service. Examples include electronic patient medical records, airline Web site
showing seats available on a flight, customer preferences from prior visits, GPS location of
customer to dispatch a taxi, and Google map link on a hotel Web site.

Explicit services. The benefits that are readily observable by the senses and that consist of
the essential or intrinsic features of the service. Examples are the absence of pain after a
tooth is repaired, a smooth-running automobile after a tuneup, and the response time of a
fire department.

Implicit services. Psychological benefits that the customer may sense only vaguely, or the
extrinsic features of the service. Examples are the status of a degree from an lvy League
school, the privacy of a loan office, and worry-free auto repair.

* Customer’s perception depends on these features

Service Bperience

Implicit Services




Challenges for Service Managers

Degree of interaction and cusomization
Low High

Challenges for managers
(low labor intensity:
Capital decisions

Service factory Service shop Technological advances

Managing demand to avoid peaks and to promote
off-peaks
Scheduling service delivery

Challe nges for manage(Bigh labor intensity.
Hiring
Training
Methods development and control
Professional Service 9YLX 28SSa1 oSt Tl NB
Scheduling workforces
Control of farflung geographical locations
Startup of new units

Managing growth
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Challenges for managers Challenges for managers

(low interactionflow customizatioj (high interactiorhigh customization

Marketing Fighting cost increases

Making servicéwame Maintaining quality

Attention to physical surroundings Reacting to consumer intervention in

Managing fairly rigid hierarchy with process

needfor standard operating procedure, Managing advancement of people
delivering service
Managing flat hierarchy with loose
subordinatesuperior relationships

Gaining employee loyalty




Market-
Environment

Vision

Mission

2. ORGANIZATIONS
Seen as complex,
heterogeneous object

)

An organization is a complex object with heterogeneous components. This is why organizations are difficult to run. Overall
you may consider them as being a complex aggregate of their STRATEGY, their OPERATIONS and last but not least PEOPLE
(organizational culture and motivation). We may metaphorically represent these concepts on the two faces of a medal.
The first face is showing the Strategy and Culture/Motivationrelated concepts.

Each organizationis given birth and then operates within a specific environment (including markets for companies). It is
within this environmentthat the organization: interacts with its stakeholders, understandsthe overall situation, identifies
presentand future needs and considers contributingto buildingthe future.

Vision (for organizations) as a concept may be encountered with slightly different meanings. The organization builds a
desirableimage of it's future, based on the understanding of the existing opportunities and risks within the environmentit
acts and it's strengths and weaknesses. Vision mustbe developed by leaders, shared and supported to the entire
organization, comprehensive and detailed and positive and inspiring. The Vision is the destination the organization wants
to reachin the future.

The Mission is stating about HOW the organization will get to achieve its Vision. What needs to be donetoday in orderto
achieve tomorrow's Vision.

Lines of business / The Mission is detailed by Lines of business / activity. The high level goals established through the Mission are being

activity +
objectives.

System of

Interests

Lines of authority

Management

Collaboration

Communication
Knowledge
Attitude

Values

detailed by each line of business and activity into more detailed objectives. The detailing of the objectives is as well
refined on the time scale from a medium orlong term to an annual basis and on the activity scale from lines of business to
each process' level. =

There are two factors that manage organizations. One factor is the System of Interests. When you establish clear
relationships between the organizational objectives, individual objectives and responsibilities and the reward and
recognition mechanisms, you have established a System of Interests. This way, organizational, group and individual
interests are aligned and everyone pulls in the same direction.

The lines of authority define the subordination relationships between organizational units.

Managementstyles range anywhere in between autocraticto consensual. Management styles may significantly influence
the organizational climate i M:)UTI itive / positive manner.
Animportantcomponento

N
e organizational culture / climate and as well performance factor is the way people work
together. From formalto informaland spontaneous support, collaborationis key to the organization's success.

Proper, correct, comprehensive, clear, concise, well addressed and open communicationis another key success factor for
any organization.

Organizationscreate, take in, use, re-use, store, and retire-destroy knowledge. Knowledge is a highly valuable resource
that requires specific knowledge management techniques.

Organizational behavior is determined by people's attitude. Adequate management, collaboration and communication are
all based on people's attitude.

Values are partof the organization's strategy and are the second factor that manages organizations (in addition to the
system of interests). Values determine people's attitude and behavior and protect organizations from making major
strategic and operational mistakes.

Functions

Processes-
Projects

Positions (Roles)
Working units

Financial,
Material,
Infrastructure,
Relations, Image
and Information
resources.

STRATEGY

CULTURE-
MOTIVATION

FUNCTIONS

Flipping the cain shows us the operations &?%%%ﬁiésggige ated concepts.

Functions produce results, deliverables. They may'be“seen as black boxes that take inputs and produce outputs

needed / desired either internally by the organization.or externally by the organization's customers.

When we open the functional black-boxes, we segiinside activities organized into processes or projects that produce
results (output). It is activities that generate,eﬁy consumlﬂﬁ,—usmg resources, the added value of the organization's

results. b

¢¢r
\?‘ %

The processes' and projects’ activities are perfomredidwror wﬁh the contribution of agents (human resources).
Based on different criteria (such as commoyp) technical knowledge or common contribution to producing results),

human resources are grouped into orgamzaﬁopal units (\ggﬁqng units).

Activities add value by consuming-using fi Fnanugl material, infrastructure, relational, image and information
resources. The adequate level of resources is esential to effective and efficient operations.

OPERATIONAL
KERNEL

RESOURCES
FUNCTIONS

PROCESSES- PROJECTS

POSITIONS
(ROLES)
WORKING
UNITS
FINANCIAL
9
%
Z
& EX
& kS
MARKET - ENVIRONMENT INFORMATION %\
VISION |
MISSION
. %°<, &
LINES OF BUSINESS by P

%

SYSTEM OF INTERESTS "
LINES OF AUTHORITY
MANAGEMENT
COLLABORATION
COMMUNICATION

KNOWLEDGE
ATTITUDE

OPERATIONAL
KERNEL

RESOURCES



About

Answer

Time

Function

Change

Developing a
statement

Features of an
effective
statement

Mission Statement

Vision Statement

A Mission statement talks about HOW you will A Vision statement outlines WHERE you want to

get to where you want to be. Defines the
purpose and primary objectives related to
your customer needs and team values.

It answers the question, “What do we do?
What makes us different?”

A mission statement talks about the present
leading to its future.

It lists the broad goals for which the
organization is formed. Its prime function is
internal; to define the key measure or
measures of the organization's success and its
prime audience is the leadership, team and
stockholders.

Your mission statement may change, but it
should still tie back to your core values,
customer needs and vision.

What do we do today? For whom do we do
it? What is the benefit? In other words, Why
we do what we do? What, For Whom and
Why?

Purpose and values of the organization: Who
are the organization's primary "clients"
(stakeholders)? What are the responsibilities
of the organization towards the clients?

be. Communicates both the purpose and values
of your business.

It answers the question, “Where do we aim to
be?”

A vision statement talks about your future.
It lists where you see yourself some years from

now. It inspires you to give your best. It shapes
your understanding of why you are working here.

As your organization evolves, you might feel J0el, 1 like : :good

ici ieci what you're : question.
tempted to change your vision. However, mission ' : —— 3 orEone _, the only
or vision statements explain your organization's Vision, but : once told me: things that

what about 3 ; “When you / will get you

foundation, so change should be kept to a

Values? live during through are
minimum. L 'S A - ; ‘ tough‘times Vasl/::sr
i P . 2 - - such as
Where do we want to be going forward? When b= B S e

do we want to reach that stage? How do we want

o ' - 7 2
to do it? ——————Joel, imi place ce spui despre viziume=—" - E o intrebare buna. Cii spus candva: 0 s reusesti sunt valorile”.

—= dar n-ai mentionat nimic despre valori. “cénd traiesti in vremuri tulburica cele de azi, A
Clarity and lack of ambiguity: Describing a bright ' —‘ e o “

future (hope); Memorable and engaging
. i .. . . . . | Believe we Afterall, 4
expression; realistic aspirations, achievable; s without ; Values
alignment with organizational values and culture matter / : Ralticswe SR
ez e could create - | from making

Values help us to a yisiontl\at such
measure the is lmmo_ra! or mistakes
correctness of unethical. ‘
our direction;

enea gresel

—= Vision must be:
Only Vision N Leader
provides us Initiated,

with a Shared and

Direction. Itis supported,
the role of Comprehensiv

Vision to ™~ e and detailed,
determine our ? Positive and
destination, - inspiring.

But Values,
even though
essential for
havinga
Vision, do
not provide
us direction.

Initiata de lideri,
cuprinzatoare si detaliata,  capabila
= 3 —
y i > ‘




The Organization seen as a SYSTEM

1 Management Functions

2 Main Value Chain

h

32 Output

31 Input
Functions

Functions
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