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Abstract: Services generally, and social work ones, partidylaneed to be approached,
defined and treated in terms of their features @sjgared to the ones of material goods. This
article aims to highlight these features and thestimportant implications they have on the
standardization process of social work serviced, adpects taken into analysis being
discussed in terms of marketing. Faced with thédlem of the standardisation of social work
services, the references to the ways of assedséimgquality are fully explainable.

This analysis represents a start point for a seakapplications in social work field,
concerning the standardization of practical aciigt in social work. These applications are
realized through a project founded by European Wniprecisely The Operational Sector
Programme for the Human Resources Development wifileghnced from The European
Social Fund, which gives the opportunity of fundawivities from the occupational area.
Without being a paradox, yet not circumscribingittie natural area, a partnership between
3 Romanian universities (“George Bacovia” Univeysitf Bacau, University of North from
Baia Mare and Braila Centre of Studies from “Congia Brancoveanu” University) lead to
the initiation of a project now in an developmetage. In period 01.04.2009 — 31.03.2011,
the partners are implementing the project called utgpean Qualifications and
Standardization within the Social Work Field — Awyon Eur- As”. (PERSEUS:
POSDRU/18/1.2/G/11966)
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I ntroduction

In everyday languageservice means, first of allthe action to servyeto serve somebody’s
interest! then the result of this action, i.e. an intangiged able to satisfy a human need.

Economy specialists consider service as a systeutildfes where the beneficiary buys or
uses, not a material product, but a certain utilishich gives him/her certain advantages or
satisfactions, unconcretised, in most cases, iatenmal good and destined to meet personal or lsocia
needs.” For a more rigorous definition, these specialitst from the separation of activities into
three main areas:

1) primary, which includes agriculture, forestryddishery;

2) secondary, which includes industries and caogon;

3) tertiary, which includes services and trade.

In turn, the tertiary sector can be approachedrat levels:

e proper tertiary (tertiary |)— restaurants, hotels, cleaning services, laundpairs,
maintenance, crafts, hairdressing and beauty ssvatc.;

» quaternary (tertiary Il)— transport, trade, communications, financial addhinistrative
services;

e quintary (tertiary 1) — welfare, health, culture, education, recreat#a,

The American Marketing Associatiaefines services abe activities, benefits or rewards
offered for sale or provided in close connectiothvihe sale of good$ This definition brings into
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guestion the essential notion of services: theonotf activities. In addition, it includes among
services the so-called “commercial services” (penfed in association with the sale of a commodity).

Starting from this definition, W.J. Stanton reazlamother oneServices are those separate,
identifiable, essentially intangible activities, i bring desired rewards and that are not neceiggar
related to the sale of a good or of another serfice

For K.J. Blois, the service fany activity that provides benefits without necadly involving
an exchange of tangible goods’this definition bringing into question one of thessential
characteristics of services: intangibility.

In turn, Ph. Kotler makes a similar definitionService is any activity (or benefit) that a
person can give another person and which is eafigntitangible and does not result in an ownership
of something®

Placing themselves on a consumer position, BeBScnard M. and David W. Jackson believed that
,Services are activities that are completed by ofitg a benefit or a utility; activities that the@mrsumer is
unable or unwilling to provide himself.”

On account of the main features of services, youreach a better definition from the marketing
perspective.

Goods and services

Between the production of goods and that of ses/{thcluding social work) there argrinsic
differences, given by their inherent nature, by the charactésstof production and distribution
processes, by consumption,.etc

Normally, production means manufacturing, assemfoljowed by the physical transport of
the outcome. In industry, a number of auditorsp@tsors and even robots can ensure that these
productions are carried out, planning is perfornted,rigid quality standards are attained. Yethim
case of social work services planning is rarely glete, the quality control is neither precise nasye
to achieve,complete standardization is impossiblalthough there is principle or descriptive
standards, they are fully expressible in physicaisu- for reasons of human factor and lower weight
of the material and technical factors. Not all emgpkes of social work companies can achieve benefits
at the same level, alifferences are inherent including the quality of services and in ternidevel
of service to customers in different or even idmltsituations. Customers are directly and diffdyen
involved in the process.

The study of the consumers’ needs and desireseisinitial and the end point of any
marketing approach.

The need is alpha and omega of marketing concerns.

Although economists continually invoke it, thekaf defining need was assumed (even with
some priority) by linguists, sociologists and psylogists, as well.

If we started from what linguists tell us (and definitely need to do it), we would find that,
in everyday languagdyy need (need, necessity or requiremeas it is calledwe understand the
status8 of lack one experiences and which involve®ssing resolution, it everything it requiresb®
done.

In keeping with this approach, Ph. Kotler formutate much shorter and clear definition. In
his opinion, the need is a state of awareness of a sensatiabsaice”’

Passing over the fact that some needs manifelse atibconsciougevel, we believe that such
a definition is fully acceptable in marketing.

The status of absence, deprivation, anxiety, imzaatension, and hence of discomfort that
is defined in a need, is the one which mobilizeshttman intellect and energies towards finding ways
of fighting it. A. Maslow, who dealt particularlyith the study of needs, says th#tte, unmet needs
which actually explain the behaviour of individual8
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In connection with such statements (which are ex¢fg common, in fact), we should make
the following remark:talking about unmet needs is the same as talking aboutnsatisfied
dissatisfactions, becausehe need itsalf is a state of dissatisfaction. Moreover, once a need is
satisfied (fully), it becomes a void necessity.other words, the satisfied need is equivalent & th
lack of need.

On the other hand, if by need we understand, aouptd its definition, a state of absence,
anxiety, stress, etc., that is, a state of difsatien, we do not think the expression of needs’
satisfaction, which appears to be equivalent to dhthe dissatisfaction’s satisfaction, is justless
(though sometimes we use it, as well).

A second note (which is, obviously, not ours) iatth need, in order to generate extinction
concerns, must first be transformed into desire.

In everyday language, by desire we understandettiangs of the one who desires or aspires
to somethind! Starting from here, marketers have defined thel ase

» atransformed form of the need

» aneed passed through the filter of reason;

« aneed modelled by the individual’s culture andspaality;*?

« the human aspiration towards concrete means af Bagisfactior? etc.

As far as we are concerned, we are for the lastpreetation of this concept.

Needs do not generate abstract concerns for tHaiimation, but orientation towards as
specific goods as possible.

While needs are limited in number (they can alwbgdisted), desires are almost limitless
(given the great diversity of their coverage meafs)e and the same need (such as food, let's say)
can generate a great number of desires, diredtmgtlividual towards a great variety of goods (mea
of all kinds, all sorts of bread, fruit of all vaties, etc.).We consider here the existing asbatsalso
the absent ones.

On the other hand, it needs not be overlooked dbethat needs do not automatically turn
into desires. For example, the needs we are notreawd (those that occur in the human
unconsciousness), and the forgotten ones (whicheale but do not create obvious pressures being
passed, the stringency with which others manifesissecondary plans) do not necessarily generate
desires. Also, in the transformation of needs (Whscmanifested in the form of impulses, espedjally
into desires there can be some barriers. Thusagpiation or orientation of people towards certain
goods can be suppressed by:

« the legal provisions that forbid the commerciali@matand consumption of certain products
(such as drugs, but not only);

» education (by which the aspiration to cigarettdsolalic drinks are extinct before they
manifest);

« religion (which forbids Muslims, for example, thést to eat pork);

« the lack of money (which would make absurd or catgly irrational — therefore null — the
aspiration of people towards goods which are imptesto buy);

« the lack of information about the existence otaiaergoods etc.

If marketing cannot create (but is only aware @kjtain needs, it can create or stimulate a
multitude of desires.

As far as the appearance of desire is concernedidda that some desires would not be
generated by needs, but by the mere perceptiotneofexistence of goods widespread among
specialists? Whenever we happen to see some goods (espetiaflg tve had no knowledge of) we
immediately feel the desire to have or consume tHguh we must not conclude that only the mere
existence of such goods would generate the needngume. In reality, the need for which they were
created, already existed, but inaéent state; their perception transforming it into ativecform. In
other words, the perception of goods may only at#a latent need (or a need we were not aware of),
the latter (also a need) generating actually trséreléo purchase (and not just the mere perception
goods).
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Finally, in order to complete the image relatedht® binomial needs - desires, and to prevent
further confusion, it should be noted that, in nedirig studies, needs (in this context caliederic
needs™) should be given priorityin other words, if someone asks focar, we must be clear that that
someone needs space movements the vehicle care €tisaris “the generic need”), and not the car
itself.

If we were to bring into discussion the phrase ‘@genneed”, we would immediately find that
it is given the meaning of meaning of desire-getireganeed (the attribute “generic” having here a
totally different meaning than that given by thenfRmian language dictionary). Considering the fact
that practically all needs generate desires, wd &bsolutely unnecessary - and confusing) the
attribute “generic” attached to the concept of n&&dh the reported exception of the real meaning,
would be somewhat justified only for the needs gatiey other needs (to differentiate them from
derived ones).

Needs (and desires, as well) have some featuremtist necessarily be taken into account in
marketing studies.

First of all, they have dynamic character, multiplying and diversifying in timehdre is no
need to bring arguments to the fact that needs dasnles) of an adult are others than those hérhad
the first years of his life, or that in the *2tentury there are other needs than those exifitieg
centuries ago.

Secondly, needs and desires havelastic character, the intensity (pressure) with whiclythe
manifest decreases with the consumption of goodstHeir coverage. Between the level of
consumption (of a certain kind) and that the initgnaf the need that imposed it, there is an ingers
relationship.

Thirdly, needs and desire haveenewable character. It is hard to imagine needs that could
be met once and for all. Typically, one extingusheeed, after a certain time, becomes active.
Therefore, the consumption of goods has to be redeas well. It is known that the consumption
needs of people are manifested through the destiake possession of the means by which they can
be satisfied.

The way of meeting a need (or desire) bears, ahblyéhe name of “good”. In general, by
good we understand any result of a natural or aitd process able to cover a need

Goods take the most diverse forms. Thus, theymaaterial or immaterial (they are called
services), may come directly from nature (water, lmjht and heat of the sun) or from human actions
(bread, cars). If for exchange, they are calledroodities.

Marketing as meansto needs

In marketing, the means for covering needs ase ahlled products, by them not only
understanding the outputs of the processes caatedirected and performed by humans (catied
production), but the results of natural processes that casohsumed directly.

The category of means used to meet needs inclpdegpiethat, one way or another, directly
meet certain needs (singers, football playgugces(such as places of relaxatiomjeasetc., i.e.
everything that is used to meet needs.

As concerning the relationship between desiresjsiaad goods, we would like to emphasise
the following: the need is the unique source (cpo$éesire (as is generally considered), justhas t
good role is not only the means of satisfying theig (and obviously of meeting the need). Defining
itself as the orientation towards a means of mgdtie need, it is very evident that the desiredas
twofold determination: on the one hand, it is defeed by need, and, on the other hand, by the good
that can be used to meet it. The consumer is aldiaysn by a need; he wants something that can be
used to extinguish it. If he is hungry, for exampgie does not just want food, but various means to
satisfy hunger (lamb, cow milk, French fries). Whiemorder to meet a need, a certain good (French
fries, for instance) does not exist yet, there egher desire (appetite) to eat it. It is absurdd(a
tormenting) for the rational consumer to want sdmnmef that does not exist.

If by need | understand a state of default whialsea (to the one who lives it) a tension and
dissatisfaction, by means of covering a need wé wilerstand any means that can transform
dissatisfaction (caused by a need) in satisfaction.

15st. Pruteanu, C. Munteanu, C. Calusdhteligenra Marketing PlusEditura Polirom, g, 1998, p. 72



Appealing to microeconomics, | can see that trentedge or ability of a good to create, as a
result of consumption or use, the satisfactioralied utility or subjective valu.

A good is desired only if it has utility for thoséo want it (ability to provide satisfaction). In
fact, from the consumer’s point of view, the vergtion of good is associated with utility. If
“something” is not in any condition to provide canger's satisfaction, it will be immediately
considered no longer a good, but a useless thing (ery general sense) or (i.e. harmful - if,@ast
of satisfaction it provides dissatisfaction). linet words, desire and utility are inseparable cptice

According to Ph. Kotler’s opinion satisfaction isfithed as expressing “the measure in which
a product’s perceived performance is up to the wmes's expectations”, this measure being given
by “the pleasure or disappointment someone feetwvgdomparing his impression on the performance
(results) of a product with the expectations he tiefdre buying it*®.

There are several reasons why we don't share tlaig @f conceiving the consumer’s
satisfaction.

Satisfaction as Utility

In order to clarify the meaning of the term satiifan, | have to appeal, first of all, to that
given by linguists. They have reached the conciusihat to satisfy (a verb derived from the Latin
satisfacere) means: to content somebody by carrying out a véshecessity, requiremé&nt, in their
opinion by satisfaction understanding‘a feeling of contentment, of pleasure. What prasiuc
contentmenit®. The utility of the consumed product is exactly aivtproduces pleasure to the
consumer. In other words, the mere fact that aymbis useful for its consumer (covering a need) is
sufficient, in my view, to create him a certainisaiction (either higher or lower). This is thesfir
reason why | do not fully agree with the view exgzed by Ph. Kotler.

A second reason derives from a reasoning whicklé&ed more to the common sense than to
the theory of consumption (and of utility): the samer lives a feeling of satisfaction (contentnant
pleasure) even when there is no comparison betwegtral performance of the product and its
expectations (either because he does not knowerfermance too well, either because he failed to
realize his expectations). This is especially fareentirely new products (but not only).

Being unable to equate desire with expectationsafliee there are enough situations where
the consumer, although he wants the product to dwg efficient, expects - as a result of prior
assessment — it to be less efficient or even iefit), | believe that it is not the degree of éstescy
between performance and expectations, but espethi@lone between performance and desire what
determines the level of consumer satisfaction.

On the other hand, | cannot deny the fact thataliel of satisfaction (or dissatisfaction) of
the consumer is influenced by the way in which peeformances of the product confirms (or not)
his/her expectations.

As | are concerned, as | have already mentionan in favor of defining satisfaction in tight
connection with the utility of the goods and witletconsume action (in which this manifest or not).
We must not be specialists in marketing to noticeessential thing: even without effectively
consuming goods, but only through the simple factpossessing them, people are sometimes
satisfied, the more they live a feeling of satititatthrough the act of consuming. In other woids,
the extent in which a product has utility, it willrnish satisfaction to people by only possessiisgng
or consuming it.

An individual presents importance for the spediatignarketing not only as a bearer of some
needs or desires, but as a bearer of a demandondnof its manifestation forms. The deeper
knowledge of the consumers’ needs and desires tlgepoesent a preoccupation in itself of the
marketers or entrepreneurs when protecting theerests. It is only the point of departure in
estimating the demand.

In everyday language, by demand one understandbcitagion or a demand, respectively a
“quantity of goods and services necessary in daleover the consumg”

The political economy defines the demand as being:
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1) the quantity of goods solicited on the market aedain price;

2) solicitation (determined by a need — manifestedugh a desire) to be in the possession of
a good, :;1; which it is added the possibility and tlisposal to pay the price pretended by a setler t
obtain it.

The first definition given by the economists foe tilemand has the quality to be very concise,
and the second one, the quality to make the denmandrrespondence with its main factors which
contribute to its appearance or manifestation (eds transformed into desires, the capacity to pay
and prices). More precisely, from the second onesttllts that:

1) long as the desire does not transforms its#dftime desire to produce the respective goods
it does not generate demand,;

2) when the payment possibility lack (incomes dreotgoods to be offered in exchange), the
simple manifestation of the purchasing desire tssnfficient for the appearance of the demand;

3) even when the need and the desire to purchaselde®en covered by means of payment
(existing thus need, desire, specific incomes),dbmand does not manifest if the solicited price is
not acceptable (being considered highly exaggerated

The specialists in marketing, although operatinthulie above mentioned matters linked to
the notion of demand, approach it in a more complay, defining it as being thelicited quantity
from a certainproduct, at a certainprice, in certainplace, in a given period ofime and in certain
environment conditions, by one or all the clients disposinglad sufficient willingness to buy, as a
result of the manifestation of certaimeed and desire, within the framework created by a given
marketing mix program

All the actions linked to the marketing preferenfoiow, on one hand, the knowledge of the
demand, and on the other part, want to influende tthe benefit of the firm promoting it and in
disfavor of the competition. Thus we may say tifatie need is equally linked to the starting point
and the ending one of the marketing studies demand represents the central point around which
all the marketing actions of the firm gravitate. Absolutely all the marketing mix components aim, in
the end, the demand. According to the marketinignjghe product must be designed in such a way it
create, attract and satisfy demand. Promotion lig made in order to realize, stimulate or maintain
demand. Price is established in such a way nathibit but motivate the demand. Distribution should
be done in such a way as to insure the best sdtmiaof the demand. Consumers’ needs and desires
are studied in order to estimate demand. The ftudies competition in order to insure the demand
addressed to it. The consumer’s behavior is algdied in order to know the mechanism of the
demand manifestation etc.

The Doctrine of Demand

From the point of view of the tasks which must lsswemed by the marketing in connection
with each form a part, the estates of the demawné baen illustrated and they can be grouped in
special ones and real ones.

a) Special estates. In this category belong: the negative demand niileone and the latent
one.

1) “The negative demand” is the special estatetiagi®n the market in which the product is
not agreed (or even definitely refused) by thosenifeating it. Such an estate would be that
manifested by nonsmokers opposite the cigaretfetheoMuslims opposite pork, of the employers
opposite the employees having records etc. Inais& cthe marketers have the task to find the causes
leading to such kind of manifestations, and if dsgible, to eliminate (through re-education of the
consumers, through demonstrations which can elimidaubts, by re-designing the product etc.).
The marketing actions used in order to change negatemand” into a positive one are circumcised
to the so-calledonversional marketing.

As we cannot speak about demand when there iskaofathe desire to possess a certain
product, we think it is necessary to state someradinguments in order to eliminate such an esfate o
the demandlf the real desire to purchase the product does not exist (or even on the contrary), we
cannot speak here about demand. The demand is not negative but the attitude ofdhiesumers
towards a certain product. In other words, instaaspeaking about a “negative demand”, we would
speak about negative attitude of the consumers towards some products offerethéopurchase.

22T GherasimMicroeconomieVolumul I, Editura Economica, Bucugte 1993



2) The null demands the same witlthe lack of demantbwards a product existing on the
market. It is meet when the product is unknowngesso/ely expensive or useless (although known)
for the addressing consumers etc. The task of magk this case is that of stimulating demand by
eliminating the causes which have led to its ldgkgublicity, discounts, revised product etc.)this
case it is about stimulating marketing

Making again an appeal to the demand definitioniclvlsupposes the manifestation of the
interest and of the desire to purchase, it regbls not null demand cannot be accepted as being a
form of the proper demand, it being in fact antadié of total indifference from the part of the
consumers towards certain products created for {tleerperfectly healthy people towards medicines,
of the Romanian uneducated peasant towards themoatreaties of astronomy, of the blind towards
a painting gallery, of the bagger towards the lyachts etc.).

3) Thelatent demands the one ready in any moment to trigger itdedfing backed up by a
real purchase need or desire, even an acute onezllbas all the other conditions of manifestation
resulting from the above mentioned definitions, Which has no correspondence in a good capable to
cover it. We speak here about genre products ssiamedicines for incurable diseases, vehicles with
non-polluting engines based upon the hydrogen talkesttly from water, the youth elixir etc. The
development marketingt which one appeals in this case should assuenéaik of conceiving and
constructing products capable to cover it.

b) Estates of the real demand. The real demand is the demand which gatherfealtiefining
conditions for the effective manifestation, beiogrid on the market under the following forms:

1) growingdemandjn full ascent and which imposes itself to be snstthrough measures
linked to thedevelopment marketing

2) full demand (completahich is situated in the best accordance with ntargeobjectives
of the firm, and which must be maintained a longique of time troughmaintenance marketing
actions

3) declining demandyhich level is more and more low, and which mayseatwo problems
to the firm: gradual giving up to the manufacturiofigthe respective good or re-launching it on the
market (based upaemarketingactions);

4) fluctuating demandwhich level is variable from one period to anothecording to certain
factors, in this cassincromarketingactions being necessary;

5) excessive demanthe level ofwhich overpassethe level of production capacity of the
firm, a reason for which there exists the dangdeta part of the clients with a non-covered need
(with all the resulting negative consequences),ctvimust be tempered and discouraged through
demarketingactions ( through price growth);

6) non-desirable demandyhich is oriented towards harmful products (cittese drugs)
desired by the persons manifesting it, but whi@htatally rejected by the society, in general. Eien
their name expresses a paradox of the type “toelése undesirable” (as to demand means before all
to desire), by specifying it is desired by theciety (not by his/her bearer), the word undesirable
could, though, be accepted. This makes the objemttb— marketingwhich proposes its destruction
(by prohibited prices, by consumers’ re-educatiampaigns etc.).

From material goodsto non-material services

1. Characteristics of quantitative aspects

In the opinion of the Americans Ph. Kotler and Asmstrong, services have four general
characteristics:

* intangibility;

 simultaneity of production and consumption;
« impossibility to be stored (perishable);

« variability (heterogeneity).

a) Intangibility is the main feature by which social work serviaes different from material
goods, being translated by the fact that lackinghgsical form, before being purchased and
consumed, services can not be seen, tasted, heactied or smelled. Therefore, they create multiple
problems to the services workers, forcing potemtisstomers to be aware of their tangible (or veibl
parts — i.e. the service records. Although theyrmainsee the service, they may however see differen
tangible aspects associated to it.

Emphasizing the visible parts is a central aspéth® marketing of social work services.
As the package of a bar of soap or of a perfume&atds something about the material product,



visible aspects of a social work service are tha filues about it. Marketing has to highlight them

in the most advantageous way, as a first image ®¥hile material goods sellers must use abstract
ideas when they want to promote or sell produdsias work service providers must produce hard

evidence and use images so that their abstraat lndfmomes practical and marketable.

There are several ways to underscore the speddinemts of a social service, such as the
environments in which services are provided, stgjbearance and behaviour, communication and
prices.

The physical environmeffprovided by the outside and inside the servidg time existence
of harmonious design and structure, the locationoohpartments and routes of people’s movement,
the existence of “queues” etc.) greatly affectswlay social work services offered by providers are
perceived.

The staffinvolved in the service production and sale, both number and (especially) by
qualification, behaviour and attitude leaves itsknae the rapidity of serving and on the other peaters of
service quality.

The means of informatiofior the public, concretised in leaflets, postemsonitors,
printers, telephones, symbols of identification atso represent concrete material elements by
means of which the compensation of the intangibit social work services is achieved.

b) Most services arboth produced and consumed in the same place and at the same time.

The social work service is carried out in real tiamel it is consumed exactly when it is produced.

Therefore, a first characteristic of social workveges (from this point of view) refers to the
placement of the service unit, involving also a particular structure of costhe place where the
service is carried out is, usually, the same whih $ervice production plac&he service is carried out
where the customer is. The participation of thetamsr is extremely important: no customer, no
service. Services exist due to their permanentaobntith the customer.

Secondly, due to the simultaneity of production andsumptionthe quality of social work
services cannot be assessed before they are carried out, therefore before they are bought, but only
during the activity. Moreover, there are social work services whichnoarbe assessed even after
consumption. The difficulty of assessing the gyadit services involveshe perception of a greater
risk at purchasing than in the case of materialealt§ and the opinions of those who experimented
the service is of great importance. Thus, the ingmrrole of verbal communication in promoting
social work services — and, at the same time, pleeial attention that the marketing specialistsehav
to pay to opinion leaders.

The simultaneity of production and consumption lage not only the presence of the service
provider during the activity, but aldbe participation of the consumer to the servicevision By
means of the information the customer sends tbidrisawyer, he/she contributes to a good provision
of the service.

Besides the positive aspects (knowledge of the iservinvolvement in its
development), a role that satisfies the consumehéncarrying out of the service, it has also
a negative aspect: any change in its carrying oaites its modernisation difficult, involving
changes in buying or consumption habits.

Simultaneity of production, sale and consumptidrsacial services is required. If in
the case of material goods consumption can be axrout only after the completion of
production (the two processes are strictly sepdratetime), in the case of social work
services consumption can take place only duringirtipgoduction. For example, it is
impossible to produce first a service of takingecaf an older person, and then (eventually)
to store it and use another time. When the socialkwprocess begins, its consumption by
the customer begins, too, and when its productieases, consumption ends. This feature
requires therefore the presence of the client @laith the manufacturer) to the provision
of the service.

Being inseparable from individual providers, soaadrk services involve certairelations,
often very personalised between providers and beneficiary. Therefore,idévidual bidders may be
themselves, a special attraction for customers.amolus social worker or a famous doctor, for
instance, is always elements of attraction foraustrs of social services they render.

Regardinglistribution, in the case of material goods it requires thiements: the factory or
workshop, showroom and place of consumption - wihiakie, usually, different sites. Instead, for
most social work services, we are dealing waithnique locatiorwhere the entire activity of service -
distribution — consumption takes place. This doesmean that intermediaries should be excluded



entirely from the supply chain. All of them providate factum sale and purchase of social work
services (only before they are performed - and aftdr they were “produced”, as in the case of
material goods).

Unlike the market of material goods, the markesafial work services operates according to
a separate competitive logic, being rather locahtglobal. Market and competition are not global bu
local. A home for children in a particular localiipr example, can address only the demand that is
manifested in that locality, and it cannot compeitls homes in other localities.

¢) Theimpossibility to be stored. With no material nature and being impossiblegpasate, in
time, the production from their consumption, soevakk services cannot be stored for future sale. In
addition, the time required for their experiencetlweir provision may be distributed on time axis
according to the preferences of the one who orgarénd coordinates production. Instead, there can
be “stored” (held in reserve) production capacityazcount of which these services are provided, to
cope with seasonal variations (or otherwise) ofapplication. The service institution is required t
maintain its operational status independent ofauets’ fluctuations.

The social work services must be carried out whaard (how) the customer needs. A need
which is met by services, not by products that lsamemoved from a stock, is manifested only at a
certain moment - like an anniversary or a birthdgyerefore, it is said that social work services ar
highly perishable, this being one of their charasties.

d) Variability. As material goods with the same destination may viery different,
variability or heterogeneity, from a qualitative, is not a specific property sérvices only. It
becomes a feature of social work services onlyedrsas expressing the impossibility of their
identical recurrence, from one provision to anotfagpending on their provider, the place and
time they are provided, etc.). The provider mayeham adverse disposition, may be tired or upset.
Moreover, the provision differs according to therlwestyle, the personality of the provider.
Although people often try to standardize the prea#fsservice provision within the institution, the
standardization of services is truly very difficult

The consumers of social work services also peecthis variability and attempt to obtain
as much information about the provider.

e) Being consumed while it is produced, customarslme only ensured the right to benefit
from a social work service. Therefore, to the fatmaracteristics of services already provided,
another one can be adddte impossibility of establishing their ownership (as in the case of
material goods). Hencéhe impossibility of their protection by patents - that is why their copying
is a very easy operation. Therefore, the operatibtheir differentiation from one provider to
anotherby means of markss more difficult than for material goods (but nimbpossible to
accomplish).

The characteristics of social work services inflce, to a greater or lesser extent, all the
marketing mix components, requiring the customaratf marketing in this fiefd.

2. Characteristics of qualitative aspects

The service quality is the result of comparing ¢histomer expectations with the experience
he has during provision. Quality is thus defineddmpsumers. They are those who appreciate the
ultimate quality of the service as good, mediogreanr. The remaining assessments are irrelevant or
insufficient, anyway.

2.1.Defining the service quality

Starting from the content of the concept of gyalily quality of a social work service we
understandhe degree of correlation between the charactass{technical, economic and social) of
the services and features of social need to beredvéhrough their mearfé respectively the
customers’ expectations.

In the case of social services, there catwoaypes of quality:

« technical quality which expresses the result of provision;

« functional quality which represents the way the service is provided.
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As, during the consumer-provider interaction, pnevider has the possibility to demonstrate
the quality of its service, we can appreciate tfratn the point of view of consumers, the functiona
quality is equal or even more important than tiobmégue one.

The mainreference points of customers’ expectationggarding the characteristics of social
work services that they want dre:

a) verbal communicationsvith other clients, by means of which through ataia image
guality is transmitted to prospective clients bygl who have already consumed those services;

b) personal requirementsvhich depend on the level of education, sociust, income, etc.
available to consumers;

C) past personal experiencezccording to which a certain quality of currential service can
be considered satisfactory or unsatisfactory adegrdo the level for a similar service already
consumed;

d) promotional messagewhich can raise or lower customers’ expectations.

2.2.Quality evaluation

One of the main objectives of the manager of aasawrk service institution is tquantify
the quality of provision and knowledge of consumer responstnd¢oreceived services. The service
quality improvement programs which have not cleddyined and quantified their goals are likely to
degenerate into an exercise of “cosmetics”, in Whie objectives are defined in general terms such
as “improvement”, “maximize” etc. In this case, th&sic principle of a manager should Beyou
cannot measure, you cannot assess and if you cassess, you can not lead.

As many strategies to increase consumer satisfaatie difficult to develop and implement,
the providing institutions have to decide the optimratio between the effort made to improve the
quality of social service and effects achieved.

The quality of social work services

The assessment of the quality of social work sesvis realised taking into accodht:

a) their tangible (visible) elements, such as:ghysical and psychological environment in which
they are performed, the equipment used, etc.dffeattire.;

b) accuracy in meeting the promises and obligaidthe provider;

C) responsiveness to customer requests;

d) kindness of personnel trained in performingises;

e) the degree of personalization and understaridinspecific needs of the consumer - ie the exten
to which the peculiarities of each client (whicbludes the personalisation of both needs andaedati

Of these five elements, credibility is most intpot. An institution does not achieve anything if i
does not rely on consumer confidence - which isdst precious resource.

Consumers appreciate credibility after the comptetf provision. They do not give additional
credit for the performance of activities that pawns are obliged to provide. Social work institnso
receiving appropriation in white are those who iegses by care, attention, concern and involvement
during provision.The exceeding of consumer expectatisnghe element of surprise and the best
chance to catch it is during provision, when tledfsheets the client.

A firm providing social work services should payeation both to the result of provision and
to the provision process.

Providers become excellent only if they overcoime threshold of power and performance,
aiming to create emotional connections with custsm&hey aim more than consumer satisfaction,
building loyalty relationships, using any meanspress them during the provision process.

Most social work institutions do not realize it®tgntial offered by consumer-provider
interaction, acting defensively - seeking quickngaiThe staff providing the service is unable t@ta
initiative, to provide a creative activity, to takisks.

Competent companies know very well that the suepdkthe consumer occurs when at the
moment of provider-consumer meeting, which incluitspiration, perception and spontaneity of the
staff - qualities that should be encouraged antivaiéd by managers. Consumers are accustomed to
the routine of the service, with its very good psmn, being surprised only when providers offer
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something else, when they meet their desires, wiey are involved in solving arising problems,
even if it is not their responsibility. Customerstine the extra effort and appreciate it.

Due to their characteristics, services can nottdsted before being purchased am@
sometimedifficult to assess even after they have been geaviFor this reason, the providing
companies have to make additional effort in ordgsrbve correctness.

To assess the quality of services, there can éaquslity marketing models. The best known
of these are: the SOW model of consumer (develbgeshser, Olsen and Wyckoff), the consumption
and evaluation pattern developed by Fisk and ZPBeho

a) The SOW seeks to establish the manner of assessifr@iservice by a segment of customers
with similar needs. For this, the set of customeeds is transformed into a set of desired
attributes of the services required, attributes ithlate to:

» Security (degree of trust in the respective sejyice

» consistency (degree of trust in customers’ reas)io

o attitude (interpersonal reactions);

* range of services offered;

* the environment of serving;

» availability (access in time and space to the retseservice);
» time required for serving etc..

Is it possible to conceive many variants of comtiama of these attributes (both by the
respective company and by competitors).

The manner of assessment and choice of the custemalected in sub models:

« with a single attribute with influence over theoice;

« with a dominant attribute and minimum threshadd of satisfaction of the other attributes;

« with the alternatives judged by all the otheriktttes.

The selection of social work services takes inteoaat its price, being based on the
quality/price ratio.

b) The Fisk model is based on three phases oicegovovision:

* pre consumption;

* actual consumption;

* post consumption.

1. During thepre consumption phaseccurs: the recognition of the problem, informatithe
identification of alternatives and its selection.it& conclusion there ia first assessmewf the social
work service by the customer (in order to identifg best solution).

2. During theconsumption phasthere takes place the secambessmentf the social work
service by the customer. Benefiting from its usedgk, its expectations (born in the previous phase)
are compared with the satisfaction felt after thestimption itself.

3. In thepost consumption stagefinal assessmemakes place (according to the previous two
and satisfaction after the service consumption).

According to the way a company manages the quafliserving, it can be either successful or
failure. Thus, if it adopts a proactive positioagdising its activity on the analysis of customegdse
and desires, it will besuccessfyland if adopts a passive position, waiting for #raergence of
dissatisfaction to solve it, it will be failure. Both developments largely depend on the degree of
responsiveness to any complaints (and on the waglte them).

It is evident that the prevention of possible ctaimis is much less expensive than solving
them. It is considered that the actions necessaggain a new customer diige times more expensive
than keeping an existing customer. Moreover, aatlisfied customer means cumulative adverse
publicity, which very adversely affects the compangnage. Next, it is to be noted that only a small
percentage of dissatisfied customers complainsy anlpercentage of these complaints will be
received by the company and only one percent ofdhistered complaints will be solved according
to the customers’ expectations (which will resnlaichain loss of certain customers).

c) The Z.P.B. service quality evaluation modehs developed by V.A. Zeithaml, d’A.
Parasuraman and L.L. BefyIn his case, the quality of services is definethasdifference between
the customer’s expectations on the respective @eiamd the perception of the service quality after
using it — we could speak about quality when tlseilte surpass expectations.

%’G. Tocquer , M. Langloisviarketing des services. Le defi relationri2linod, Paris, 1992, p. 112 - 114



In general, the customer’'s expectations are infladnby various factors, such as: word of
mouth advertising, his/her personal needs, the @gstrience, the company’s promotional efforts,
etc.

Conclusion

The quality of the social work service is infleed by a number of their attributes, such as:

» tangibility — given by the physical support of tlervice, the service personnel, the
communication way etc.

» reliability — the ability to perform the serviceroectly from the very beginning;

» rapidity — the achievement of the service withindilimits acceptable to the customer;

e competence — which appears when the features andaihing of the service personnel meet
the required delivery of services;

* courtesy - politeness, courtesy and respect foculseomer from the contact personnel;

» credibility — the honesty of the service company;

» safety — absence of dangers, risks and doubts udieg the service;

* accessibility — the ease with which the servicelmaobtained when desired;

e communication — customer information and the comgzaresponsiveness to it;

* knowledge of the customer — company’'s understandihghe customer's needs and
behaviour, etc..
In order to improve the quality of social work sees we must correctly understand all the

above attributes and to raise their level of penfamce. This will be the body of another research.
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