M IN TII-\I{E‘I%ERSPECTIVE

OF mnusmlm.‘ nwownon 4.0

s TRIRAHNIZAM b
~"MOHD FAZLI MOHD SAM. 1 b
“HﬂMMﬂD_HUURﬁZLnHﬁHAHzm nm;@

""ln._“+




SERVICE MARKETING
IN THE PERSPECTIVE OF
INDUSTRIAL REVOLUTION 4.0

Services markefing is a formn of marketing that businesses that provide a semvice 1o their customers use io
increase brand awarensess and sales. Unlike product marketing, sarvices marketing focuses on advartising
fangible fransactions thal provide value 1o cusfomers, While, indusiry 4.0 fechnologies have transformed the
fraditional methods of varous study areas, wsing digitaization 1o fulfil sustzinability and infrodece innovalive
mfrasiruchme. In the present era, every organization requires a distinct markeding strategy in omder o meet
customer and market demands in the form of products and senaces. Customer safisfaction, customer rebention,
cusiomer behavicur, customer profling, and rewards systems are key parameiers in the effeclive |
implementation of an organization's marketing strategy for achieving batier productivity.

The understanding of fundamental issues & at pime and the application of those issues or case studies wil |
result in positive externalities to the present technology. This will result in marketing depariment to the firm, |
industry and the nation.
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