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INTRODUCTION

Psychological barrierisacankerworm that has
been eaten deeply into the fabric of service
marketing system for over adecade, particularly
in the third world countries. In spite of the fact
that service marketing is the most profitable
venture if the service provider build a strong
corporate image in the mind of the potential and
realized customers who will later turn to be the
best advertisement (Ben, 1980).

Thesnail growth rate of service marketing can
be succinctly attributed to the unscrupulous
practices of the service-marketing providers,
which had predominantly built barriers in the
mind of customers. Marketing with itsjungle of
interpretations has got myriad of definitions, but,
universally, marketing is defined as the
management processresponsiblefor identifying,
anticipating and satisfying customers require-
ments profitably (Walsh, 1989). Wright from the
evolution of marketing, the profession has been
perceived as an act of selling goods to actual
customersfor aprofit and that endsthetransaction
but marketing is more than mere selling, it
involves other activitieslike delivery, financing,
promotion just to mention afew.

The growth of marketing during the manu-
facturers era welcomed the producers concept
which stated that producerswere kings, and they
did produce product that they havethe resources
to produce and by so doing they dominated the
market without any breathing space for the
customers. Themanufacturers eragallantly gave
the producers a strong edge to grow at the
devastating expense of the noble customers. This
cathonic erawas embraced by the push strategy
where the producers produce product and push it
to the hands of the customers, salvaging their
scarce resources, during this era the customers
were encroached and be wildered of the right to
quality products, satisfaction and opportunity of
maximizing choices.

The advent of tangible and intangible
technology in the period of scarce economic
resources had awakened the eraof consumerism

asasoleingredient towards customer satisfaction.
“Customer satisfaction” is a phrase that cannot
be swept under a carpet because the survival of
any organization may be profit or non-profit is
hinged oniit.

The early marketers failed to take proper
cognizance of the psychological views and
behaviours of the customers as strong barriersto
successful marketing. Unsatisfied customer isa
cankerworm to an organization because he will
relentlessly and endlessly beleaguering the
product and the company, which eventually leads
to the negative growth of the organization
particularly the service, oriented companies. In
this respect service marketing in whatever form
it might take requires a proper attention for its
survival and growth.

PSYCHOLOGICAL BARRIERS

Customers see product asabunch of attributes
and the importance of these attributes are the
expectations of customers. The attributesplay a
vital role in building customers product image.
The psychological dimensions (product perfor-
mance) of customers are the main forces that
marketers should properly address if they want
to continue existing in the business; the
psychological views are the main hindrances to
successful service marketing. These forces can
even negatethe best marketing intentions. People
generally have negative perceptionsand attitudes
about various products and marketing techniques,
and for amarketer, “itisvery important to under-
stand the ranges and depths of these negative
attitudes before designing and implementing
marketing campaigns” (Leon, 1997).

The negativeattitudes and potentially negative
reactionsto products and promotions seem to be
deep within the psychic of actual and potential
customers (Afrad, 1979). These attitudes and
reactions are independent of the marketing
situations, they preceded any contact and only
cometo force when aprospect isconfronted with
the possibility of making a final purchase
decisions. To givecontext to thethought, barriers
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could be viewed as: fear, confusion, perception
and culture, inertiaand anxiety, all these kick off
customersfrom buying aservice (Richard, 1979).

* Fear asakicking force, it initiates negative
responses; some of which can beeasily explained
while some are very complex and difficult to
explain. These responses might be called
instinctive reactions.

The prevalent examplesthat depict fear isthe
problem of marketing contact lenses in African
countries, the sale of this was unwholesomely
welcomed despite of the accrued advantages.
People defaced the idea of putting a “glass’
directly attached to their eye bulbs, because they
ignorantly believed that it causes blindness and
that they even feel disgusted for seeing people
using contact lenses. Another good example is
the poor acceptance of oral contraceptive pillsto
institute family planning; families negate the
concept becausethey perceived that it would lead
to permanent sterility.

Viewing it from another dimension, it is
peopl €' sbelief that servicemen arethieves. The
stomach of an owner of an Automobile quakes
when he sees on Auto mechanic approaching his
car, or when an electronic service man shakeshis
head. They get aqueesy feeling in the pit of the
stomach when he says that the set has to come
out and get to hisrepair shop. Thesefeelingsare
perfectly cemented in the mind of customer.
Furthermore the customers also feel that
serviceman will discharge his service unscru-
pulously and dubiously by changing good parts
and replacing them with defective ones from his
“Junk shop” to decelve customer and make money
at his own expense.

Thefundamental factor in the aforementioned
examples is the fact that potential buyers are
turned off even before they actually evaluate the
product or meeting the serviceman. Human,
being rational being will not just act negatively
without any strong reason that has conditioned
his mind against products and services.
Obvioudly unless something can bedoneto soften
the negative reactions or assuage fear, saleswill
continue to suffer. A clear phenomenon said,
“whatever goes up, must come down” the prob-
lems of innate fear have to be addressed by the
marketers, especially with the products that will
lend themselvesto changes. The marketing tool
for thistask is“ guaranteg”, it hel psbut interactive
marketing will play avital rolein rekindling the
lost image in the mind of customers. The best
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strategy for the company isto develop and train
the direct contact personnel on customer orien-
tation. Although it is unusual for a serviceman
not to find that an additional part or service is
necessary upon opening up the defective areas,
inthissituation the service provider shouldinform
the owners of the defective items as early as
possible and get their approval before going
ahead with the repairs that is beyond what they
originally agreed upon. In order to placate the
like manner situation the service man should
securetheapproval of the owner beforereplacing
the defective ones with the new parts. Similarly
the repairman should always return all defective
parts to the owner, although the owner may say
“throw them away” but at least, the provider
displayed an impression of being scrupulously
honest.

* Fear of new product. Naturally many people
have a strong tendency to find fault with all new
concepts and new products, and they will raise
negative attitude towards their introduction, and
if possible kill them at the embryonic stage
without witnessing any sign of growth. Appare-
ntly, the fear that such product is a nuisance and
might even creates a source of health hazard to
their wellbeing. Hence it will result to demar-
keting the product at the introductory phase. For
example the introduction of Teflon coated
cooking utensils was disbelieved and then
avoided asdangerousto use although the product
was admirably suited to in-store display and
demonstration.

Furthermore, the early advent of coloured
Television set generated a measurabl e degree of
fear inthe peoplefor they radically developed an
impression that the slightest ultra violent rays
emanating from the screen was dangerous to
health, because this could cause glycomaand end
up in permanent blindness.

A bank depositor that was given a Pass-book
asalegal proof or evidence of contract between
the depositor and the banker, where the entries
of the depositors saving were done manually,
apparently he developed a negative impression
that such bank is unrealistic, since manual entry
can be manipulated at any given time, and as a
result the inherent fear hindered the good
patronage of the bank. Inorder to alleviatethese
predicaments marketers should mapped out a
number of strategies to address fear and doubts
surrounding new products that will enhance
customer satisfaction and indirectly beneficial to
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the marketers. Thus, the most effective strategy
is the “free sample,” because psychologically,
when a product can be touched, tasted, smelled
and operated, these practices give the potential
users the opportunity to try the product and this
may even reduce cognitive dissonance.
Eventually may ginger the customer to develop a
strong interest and desire to have the product.

Industrial equipment or costlier products can
be offered on trial basis or with a money back
guarantee. Suppose the new product is
electronics, getting it into his house or office for
trial under normal conditions will convince the
potential customer of the advertised product
qualities.

A serious barrier arises when a big purchase
isbeing anticipated since afinal buying decision
callsfor careful consideration beforetaking afinal
step (Ball,1986), when customers are in such
dilemma a marketer could help by translating
priceinto value (Jerome, 1987). Hence the core
value of the product should be emphasized in
order to win the customers and position the
product in their minds. Furthermore, it is the
marketer’s task to uncover the pressing needs,
hiding under every product and to sell product
benefits not features, so that sdles would be
consummated.

* The strong heart breaker called conf-usion
inhibits sales. It is quite easy to swamp the
shoppers with an array of products and lose the
sales. But in situation where a shopper isfacing
limited or extensive response problem solving
becomes confused, he will be making purchase
decisionsintheair, and at the end he shall not be
able to concretize the purchase decision
(Newman, 1977). Considering the dilemma of a
woman buying shopping product like perfume,
she smells various scents in the product class
before making apurchasedecision. Thesaedady
sprayson her arm thefirst scent, another and then
anther scent. Considering the nature of perfume
by the time she has tested four or more scents,
the olfactory senses became confused and
additional sampleswill definitely confuse her the
more. The customer being deeply confused will
restlessly be moving around the store like a
barbers wheel. In order not to lose the sales the
saleslady is advised, firstly to discuss with the
customer her perfume experience paying attention
to the product of her own interest, and the price
ranges. After the customer has focused on a
particular perfumethen the saleslady could offer

samples.

Trained sales lady could successfully carry
out this task, because she has to disseminate
pertinent information to the potential customer
laying more emphasis on the importance of
products attributes. Similarly the strategy could
also be applied to productslike camera, film and
other productsthat are selectively distributed.

Customers want quality products but unless
they could befed with sound reasonsto convince
them for paying higher price, they will prefer
buying low price product. However, the
opportunity for marketer isto stress the product
quality and itsuniquefeatures, especially the core
product and convert it to tangible product by
tangibilizing the intangibles. It is apparent that
marketers should disseminate an in-depth and
pertinent information about the product to the
customer by so doing, the marketer is helping
them to cope with dissonance. Marketing experts
(Kotler, 2000; Richard, 1989) stated that
customers should be educated by the salesman
i.e.the customer contact officer in the
organization, he is expected to convey the
required information and clearly point out product
benefit to both the potential and realized
customers.

The best strategy to resolve the problemisto
place “tell all label” on the items. The “tell all
label” must point out the unique advantages of
the product, it must precisely describe various
attributes of the productsit must carry information
on: who madeit, whereand awhen it was made,
the expiration date, and how to safely use the
product. Aboveall label should be ableto speak
by its own and promote the product, but where
the product iscomplex or sophisticated customers
will need more information and as a result
salesman should be ready to educate the custom-
ersin order to reduce their purchase risk.

How can the problem be abated? People who
areresilient to changes cannot be pushed hard or
fast, otherwisethey will virtually fight back. But
human, been rational beings, they are amenable
to constructive suggestions, and social changes;
hence the salesman has to sympathize and
condicent with the old, and apparently introducing
the new version, preferably not an extreme
variation of the old product. The salesman
explains carefully while the new product is
superior to the old fashion and gives reasons to
support its superiority. More over after winning
their interest and desire he can now recommend
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the new product to the potential customer for
acquisition.

RECOMMENDATIONS

Sequel to the discussion the author does
simply recommend to both the actual and pote-
ntial marketersthe strategiesthat will changethe
attitudes of the customers. Ben (1980) looked at
attitude asthe positive or negative eval uations of
people, object, ideas or events. The attitude of
people either positive or negative has basically
three major influences:. socia influenceor influe-
nce of other people; cognitive influence or the
influence of our reasoning and logic or influence
of our own behaviour. Which jointly mold our
earliest attitudes and may even changethe attitude
for life.

Unsatisfied customer who suffered from the
axe of unscrupulous serviceman will certainly
develop a negative attitude towards serviceman
and this unfavourable impact will stereoly reach
the potential customers, which may eventualy kill
the growth of service marketing in Nigeria.

Thetask of transforming negative attitude to
positiveattitude for the benefit of marketerscould
be carried out through effective and persuasive
communications. However, effective commu-
nication should have the characteristics of credi-
bility, attitude, cognitive dissonance, realized,
logic attractiveness and simplicity. Communi-
cation with high credibility, reputation for impar-
tial, un bias and honesty produce more attitude
change than low communication (Zimbado,
1997). A campaign can be designed to minimize
thepossiblelatent negativeforces. Although each
product requiresits unique combination of tactics,
but whatever tacticsto adopt should be accomp-
anied with a follow up programme that will
enhance customer satisfaction. Customer satis-
faction could be enforced through augmented
servicesin order to gain their confidence, loyalty
and become the font of good will for the
future.

Timeisripeto give service marketing abreak
to move forward through absolute honest and
sincerity in dealing with customers. In congruous
the fortunate serviceman has the potential to
personal economic growth, if he rekindles the
light of prudence and keep the flag of service
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marketing flagging for prosperity. But so doing
the chain of growth and devel opment will conti-
nue to ginger economic devel opment.
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ABSTRACT The paper focussed on the psychological
barriers that had hindered the growth and development of
service marketing in the devel oping countries, from Nigerian
perspective. Service marketingisanoted laudable profession
if the provider takes cognizance of customer satisfaction.
The study examined the barriers; fear, anxiety, confusion,
perception and the attitudes of customers' to these barriers.
The study revealed that these barriers are deterent to the
growth of service marketing because they kick off customers
from patronizing the offers. The negative human attitudesto
services and service providers had become a‘ cancer’ that is
being passed from generation to generation. The perception
of customersisthat servicemen arethieves, carrying out their
functions unscrupulously, deceiving customers in order to
make their money at the expense of customers. Customers
in the developing countries resented new services because
of confusion, not knowing the significant differences between
the old and new services. The question now iswho will soften
the mind of customers and change their negative attitudes
towards service marketing to positive ones. This task could
be carried out through effective and persuasive comm-
unications. Customer satisfaction should be enforced through
augmented services. Service providers should execute their
offer with prudence and honesty.
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