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Definisi Jasa

Jasa : Setiap tindakan atau perbuatan yang dapat
ditawarkan suatu pihak kepada pihak lain yang pada dasarnya
bersifat intangible (tidak berwujud fisik) dan tidak menghasilkan
kepemilikan sesuatu (Kotler dan Keller, 2012 ).

 5 Katagori perusahaan menurut Kotler dan Keller ( 2012 ) :

1. Produk fisik murni

2. Produk fisik dengan jasa pendukung

3. Produk hybrid

4. Jasa utama yang didukung dengan barang dan jasa minor

5. Jasa Murni
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Klasifikasi Jasa ( WTO – 2010 )

1. Business services.

2. Communication services.

3. Construction and related engineering services.

4. Distribution services.

5. Educational services.

6. Environmental services.

7. Financial services.

8. Health-related and social services.

9. Tourism and travel-related services.

10. Recreational, cultural, and sporting services.

11. Transport services.

12. Other services not included elsewhere.
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Karakteristik Jasa

1. Intangibility 

2. Heterogeneity

3. Inseparability

4. Perishability 



Intangibility

1. Intangibility is used in marketing to describe the inability to 
assess the value gained from engaging in an activity using 
any tangible evidence. 

2. A defining characteristic of a service is that it is intangible – it 
is not something physical that you can see, touch, or taste.

3. Example : Teachers provide a service that is intangible. You 
can't feel, touch, or taste the service of teaching as shown 
in. However, it is possible to give tangible proof for the 
quality of service, such as through state test scores.

Source: Boundless. “Intangibility.” Boundless Marketing. Boundless, 26 May. 2016. 
Retrieved 19 Sep. 2016



Heterogeneity

1. Service heterogeneity may be defined as the changes 
in the quality of the same service provided by different 
vendors.

2. Describes the uniqueness of service offerings

3. Example : All Big Macs at McDonald's, such as the one 
shown here, are almost identical. However, the same is 
not true of the service rendered by the same counter 
staff consecutively to two customers.

Source: Boundless. “Heterogeneity.” Boundless Marketing. Boundless, 26 
May. 2016. Retrieved 19 Sep. 2016



Inseparability

1. Inseparability is a service characteristic that makes 
it impossible to disconnect the production of the 
service from its consumption.

2. Example : A barber is a part of the haircut service 
that he delivers to his customer. A haircut is 
delivered to and consumed by a customer 
simultaneously. In contrast, that same customer 
may consume a fast food burger a few hours after 
its purchase.

Source: Boundless. “Inseparability.” Boundless Marketing. 
Boundless, 26 May. 2016. Retrieved 19 Sep. 2016



Perishability

1. Perishability is used in marketing to describe the way in 
which service capacity cannot be stored for sale in the 
future.

2. Example : An airline, such as Delta Airlines shown in, 
can only sell seats on an airplane prior to departure. 
This service is only available for that definite time 
period. An empty seat on a plane never can be utilized 
and charged after departure. Once the plane has left 
for its scheduled flight, that service cannot be offered 
for that particular flight. Unsold seats lose their 
inherent value.

Source: Boundless. “Perishability.” Boundless Marketing. Boundless, 26 
May. 2016. Retrieved 19 Sep. 2016
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Perspektif Jasa

1. Core product perspective

2. Price perspective

3. Image perspective

4. Service perspective
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Orientasi Layanan

Service orientation is defined as an 
organization-wide embracement of a basic 
set of relatively enduring organizational 
policies, practices and procedures 
intended to support and reward service-
giving behaviors that create and deliver 
“service excellence.”



Orientasi Layanan

Skala orientasi layanan

(SERV*OR Dimension)

1. Service leadership practices

2. Service encounter practices

3. Human resource management practices

4. Service systems practices
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Prinsip Manajemen Jasa

1. Profit equation dan logika bisnis

2. Wewenang pengambilan keputusan

3. Struktur organisasi

4. Fokus penyeliaan

5. Sistem Imbalan

6. Fokus pengukuran kinerja
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