RUNNING HEAD: GOODS AND SERVICES 			1

GOODS AND SERVICES 		4






Characteristics of goods compared to services
Name 
Institution Affiliation
Date 









Introduction
Goods are physical products that can be used and consumed once or repeatedly while service is an agreement where, the consumer purchases expertise, time and equipment from a service provider (Dixit & Bajpai, 2018). This paper will figure out some of the characteristics both good and services. We will be able to compare the two characteristics and then determine how technology has brought about change of services. It will start with goods and then services.
Tangibility and ownership 
 Goods can be touched physically, for instance, one can move a book they bought. Services on the other side you can not feel. For example, a service such as a coaching session you can not touch it, the efforts that have gone in the coaching cannot be measured. Buying of goods, the customer becomes the rightful owner of the product, for instance buying a car, the car belongs to the customer. When you purchase a service, the customer does not own the facility. For example, when a customer buys a ticket airline, the airline is not theirs. 
Customer involvement and quality 
In goods, the customer involves himself such as buying a can of coke that is already produced. In services, the customer has engaged actively. For instance, in some ice cream chains and food chains, the customer decides on the ingredients they need in their ice cream. In goods, there is mass manufacturing hence there is uniformity. In services, the condition may differ each time since there is a lot of manual labor involvement. For instance, in restaurants, the quality of food may vary with time in a similar restaurant. 

Evaluation, inventories and perishability
 Varying of the quality with time and maximum customer involvement toughens evaluation of various services. For instance, SBI has less number of ATMs than HDFC, therefore, the assessment that HDFC provides better services since there is more reach to an end customer. However, you cannot evaluate, a barber cutting one's hair. Goods can be manufactured and stowed in stocks. For instance, cereals might be found in several boxes at the stores. Service production and consumption occur at the same time; production only begins when there is a customer to consume. Goods have a more considerable lifespan and are not perishable. Services are perishable; they cannot be returned, stored or resold. They have deadlines; when not used on time they become useless. For example, after a flight takes off, the airline ticket becomes futile. Consumer service remains to be the lifeblood of an organization, and it is the attitude of the company. If there is low technology, customers became frustrated and disheartened leading to reduced company's sales. Technology can be important in various ways to improve customer services. 
How technology changes customer service and offerings
Consumer preferences differ, some prefer talking to a call center agent, some want to do self-service tasks with their mobile app while most of them want both. Mobile apps are significant in the self-service mix which describes outstanding consumer service. Mobile apps are convenient and are always available (Waight & Abd-El-Khalick, 2018).
Customers require fast results. The experience is quicker and better if the service provider creates self-service to function as an electric concierge, that has intelligence and technology to be active, personal and forecasts what the consumer wants before asking for it. For instance, intelligent self-service IVR systems, understanding of the natural language, services wrought by leading-edge speech identification technology aid in providing fast and flexible personal consumer services (Groshen et al, 2017).
Mobile gadgets play an essential role in customer’s lives. There is Natural Language Understanding, apps such as Siri educating customers on the simplicity and power of voice in obtaining answers. The explosion of apps and mobile voice assistants are a significant influence on consumer service strategy. More so, most online stores offer advanced customer services such as live chatting means, online customer support all the time. This interaction aids the company in creating a more significant user base that employs the improved techniques to provide excellent services to the customers.
In terms of keeping customers updated and facilitation of smooth payments, the best way to keep customers updated is through the website where most of the customers are hooked to most of the time. Publishing the product on the website penetrates to most of the customers. Smooth payment and refund policy. Thanks to technology, many payments, and refund systems are cashless. Transparent, instantaneous and straightforward through the web (Waight & Abd-El-Khalick, 2018). Indeed, the trust of the customer depends on the technological factors. This probably is the primary reason why every user thinks online stores are safe regarding the advanced payment and refund.
Conclusion
There is a big difference between services and goods, but they are related closely and are inseparable. In some cases, the processes include both services and products. The impacts of technology on customer service and service provision is not an unknown one to both users and marketers. Technology helps in shaping the future possibilities, communicating people with opportunities and living in a world that is connected.
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