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E-SERVICES 
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 Abstract: In this paper we try to introduce the characteristics of e-seriveces. As major features the 
literature mention the accessability, usability, acceptance, security, benchmarking, etc. We examine 
the e-services from a very practical aspect to show the main definitions and characteristics for 
everyday use. 
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Introduction 

 
During the last ten years a large amount of e-services have been launched to electronic 

markets and the same kind of development will certainly continue. In many cases 
traditional services have simply moved to electronic environment and human work is partly 
substituted by computers and software. This was predicted to revolutionize the way of 
doing marketing in a short period of time. However, the development has been slow, but 
the trend towards e-services is clear. As Lovelock et al. (2002) point out Internet 
Revolution is still in its early stages. 

Our goal is to overview the characteristics of e-services. On this route we describe the 
features of e-service. But, we think it is important to define some key terms at first. So, we 
let’s see them. 

 
Key terms & definitions 

 
7P: The tool what makes easier the examination of service marketing and management. 

Analysing the 7P's of marketing can help you focus your strategy as each area is split up in 
to specific sectors. 

Price – The price level can help you define who your competitors are and where you 
situate within the market place. 

Product – A businesses product or service is essentially the core of the organisation.  
Place – Distribution channels need to efficiently deliver your product to the customer.  
Promotion – Promoting your business can help portray a specific message to potential 

customers.  
People – Internal staff are the key to a successful business. 
Processes – The systems that you use to deliver the product or service to customers need 

to be efficient.  
Physical Evidence – People want to see what they are buying before committing to the 

purchase. 
WEB 1.0: The users can look for information posted by suppliers. 
WEB 2.0: The users can not only look and read information but can post themselves 

too. Community being the most popular force, producing companies like Facebook. 
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WEB 3.0: where “the computer is generating new information”, rather than humans. 
Conrad Wolfram, (2010) or as Samana Mitra (2007) says, web 3.0 = content, commerce, 
communitiy, context+personalization+vertical search+place. 

E–service: Services use intelligent basic equipments and build on communication basic 
tools. 

Forum: This tool can be the part of the service or can be operated on a different website. 
It is a two way communication and an interactive tool.  

The members can write their opinion about the products, the sellers, their experiences 
about the usage of the products, etc. The posts can be seen by anybody. 

Feedback: The seller can leave feedback for and about the buyer and about the details of 
the transaction. The buyer can do the same for and about the seller. The feedbacks can be 
seen by any other user. 

Review: The user of the service can write his/her opinion about the service. It is a one 
way communication. This tool can be the part of the service or can be operated on a differ-
ent website also. 

 
E-service 

 
Rust (2004) indicates that technological development presents service providers new 

tools and opportunities. Therefore, it is very important to analyze various types of currently 
marketed e-services and discuss, how these services respond to present state of services 
marketing literature. Especially of our interest are definitions of service and e-service as 
well as service characteristics. 

The boom around service characteristics started in the late 1970's, but after the boom 
period very little has happened in this area. Recently, some scholars (e.g. Lovelock & 
Gummesson 2004; Vargo & Lusch 2004a; 2004b) have presented justified criticism against 
some of the earlier statements. They have even claimed that sticking to the earlier tradition 
prevents the fresh ideas in services marketing literature and research. Lovelock and 
Gummesson (2004) remind that there is a lack of research containing the complex and 
varied properties of all types of services. Moreover, they pay attention to information 
technology that no doubt affects the content of services and service characteristics, but 
there is not enough research to show this affection. In this respect, service definitions have 
to some extent evolved within time, examples of which we will present later in this article. 

The purpose of this article is to discuss how e-services fit to traditional service 
conceptualisation and how they can be characterised. The article is two-folded; it includes 
theoretical considerations of e-service concepts and their characteristics and empirical study 
of various types of e-services including both core and supplementary services. Thereafter 
we propose a new e-service definition, that is intended to be a general definition and 
therefore, exceptions cannot be avoided. At the end of the article we discuss new e-service 
innovation perspectives by combining both theoretical and empirical knowledge. The 
reason behind is our strong belief that proper e-service innovation calls for conceptual roots 
connected to empirical analysis forming the solid ground for new e-services. In this article 
we limit our examination to e-services provided on the screen, and thus we leave outside 
the scope of the study those service processes that do not occur on the screen. 

Until recently, the Internet was about the creation of e-commerce systems, and it was 
dominated by web sites and storefronts. We have now entered the next Internet evolution: 
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the proliferation of e-services (Tiwana & Balasubramaniam, 2001). E-services are modular, 
nimble, units of service made available from a business to other businesses and to 
consumers. Almost any business asset can be turned into an e-service and offered 
efficiently via the Internet. 

An e-service is any asset that is made available via the Internet to drive new revenue 
streams or create new efficiencies. 

E-service is an umbrella term for services on the Internet. E-services include e-
commerce transaction services for handling online orders, application hosting by 
application service providers (ASPs) and any processing capability that is obtainable on the 
Web. 

Chapter 1 of the Internet was about businesses being wired to their employees, 
customers and partners; key business processes being linked to the Internet, and a critical 
mass of consumers coming online. Businesses were learning how to turn a new technology 
into a new business resource. Now, the Internet is ready for its next evolution. It is no 
longer about businesses looking at the web as a technology. The Internet has been absorbed 
into the core business infrastructure, and businesses can capitalise on this new asset. 

Chapter 2 of the Internet is about the mass proliferation of e-services. E-services come 
in the form of modular units, which can be combined and recombined to solve business 
problems and to help businesses to overcome the limitations of a static business 
infrastructure. Successful companies will be those capable of turning their business assets 
into services and deliver them via the Internet. 

There is no unique way to define e-services, even though the term is commonly used in 
the current literature concerning electronic commerce. According Rust and Lemon (2001) 
e-service is providing consumers with a superior experience with respect to the interactive 
flow of information. 

Rust and Kannan (2002) state that e-service can be defined as the provision of service 
over electronic networks such asthe Internet. 

Zeithaml (2002) includes both pre- and post-Web site service aspects into the concept of 
eservice quality. However, none of the authors pay attention to describing e-service content 
or characteristics in their definitions. The above shows that the discussion of definition, 
content and characteristics of e-services are really needed. 

Technology based services have been categorized by various authors, e.g. Bitner et al 
(2000) and Dabholkar (1994). Heinonen (2004) has even defined a technology-based servi-
ce “as a service with both tangible and intangible elements that is performed totally or 
partly by the customer via a technology interface”. From our perspective e-service is a 
different concept compared to technology-based service. The deviation between the two 
concepts can be illustrated by the aid of two examples from financial sector. Namely, there 
are services that benefit from the IT, such as ATM banking services and unit-linked 
insurance, but they are not e-services. 

The definitions of e-service presented above do not emphasize its characteristics, but 
only refer to services that are delivered special way, namely through electronic channels. 
These channels most often refer to the Internet even though there exist other electronic 
channels (see Järvinen et al 2003). We consider the discussion of characteristics utmost 
important in connection with e-services, because through characteristics the content of e-
service concept can be defined properly. This is the reason for analysing the common servi-
ce characteristics in our empirical study. Following the reminder by Grönroos (1991) that it 
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is more useful to examine service characteristics than attempt to create the most perfect 
definition of services we move to that section. 

 
E-service charactheristics 

 
In many contexts (e.g. Heinonen 2004) it is stated that especially information-based 

services fit to electronic-based service channels. As information exchange is about to begin 
to dominate economic activities (see Vargo and Lusch 2004a) this brings new challenges to 
eservice activities. Services differ in frequency of use (Nordman 2004). Some services, e.g. 
insurance are acquired quite rarely, while others, e.g. food take-away and bank transactions 
are in use weekly or even daily. We agree that these two issues affect the way traditional 
service can be moved to e-service and whether this movement is successful. 

We chose following e-services to our empirical examination: e-banking services, e-
insurance services, e-financial advise services, hotel e-booking services, flight/railway e-
ticket services, packaged tour e-services, real estate e-services and food take-away e-
services. It should be pinpointed that we have limited our study to e-services only, i.e. 
services that are offered through electronic channels and that can be used on the screen. 
This means that some of the examined services cannot be realized electronically, but they 
require physical part in order to materialize, which part we have left outside our study and 
only mention this in each case. For example from the point of view of this article, e-service 
in connection of flight/railway ticket services ends when the seat is reserved and the ticket 
is printed and paid even though the actual flight/railway trip is ahead. Hotel bookings, 
packaged tours and food take-away are treated similarly. 

 
                               Table 1 

e-Services and characteristics 

 
     Source: own edited based on Järvinen(2001) and Järvinen and Heino(2004) 
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Table 1 shows how the chosen service characteristics; intangibility, process nature, 
inseparability and interaction, fit to the selected e-services. These results are mainly based 
on earlier studies of Järvinen et al. and Järvinen and Heino. Our arguments on behalf of 
each characteristic can be found below. 

All studied e-services proved to be intangible in their nature. Real estate e-services and 
food take-away e-services become more tangible during next phase when a customer goes 
and sees the estate, purchases it and moves in, and when the take-away e-services are 
ordered and the food is either collected or transported and finally eaten. The e-service 
remains intangible, if customer is only using e-services to select and pick up the most 
interesting objects. For example real estate e-services can be used while saving for 
mortgage in order to get proper picture of the market and to learn about evaluation of the 
objects for sale. This can be achieved by studying the location maps, texts and photos of the 
objects. 

Only few services are purely intangible in their nature. Lehtinen (1984) suggests terms 
'service-like' and 'goods-like' entities to be used to describe whether dealing either with an 
entity consisting mostly intangible elements or entity consisting mostly tangible elements. 
Even though banking and insurance services are considered as one of the most abstracts 
services (see Järvinen 1998; Järvinen & Heino 2004; Nordman 2004) they are often made 
more tangible by the aid of various documents like insurance policy and loan agreement. 
This is the case with financial advice services also. On their part hotel e-booking, ticket and 
tour eservices materialize in printed tickets or other printed confirmations. However, some 
academics (see Zeithaml et al. 1990) have identified tangibles, such as physical facilities, 
equipment, personnel and communications material as one of the key dimensions of service 
quality, but in case of e-services all the others but the last one are invisible for customers. 

All studied e-services contain various processes which customers have to follow in 
order to get the service. In addition, those processes include some before stated procedures 
when using e-services, otherwise the system does not function and the expected result 
remains unseen. Electronic devices are not able to treat every customer individually and IT-
systems cannot be developed as unique and variable as the traditional service encounter. 
Still, customers experience their part of the e-service process differently compared to the 
processes at service providers' end. 

Inseparability of production, marketing and consumption is linked to the concepts of 
interaction and service encounter (see e.g. Czepiel et al. 1985). By using inseparability as a 
criterion, the studied e-services deviate from each other. Hotel booking e-services, 
flight/railways ticket e-services, packaged tour e-services and food take-away e-services are 
inseparable: customers have to go through suggested route that ends either to ordering or 
canceling and thus the e-service is produced and consumed simultaneously. In this 
connection there appear also explicit or implicit marketing. However, the core service itself 
is consumed later when a ticket is used and the core service is delivered. Therefore, the 
issue of inseparability can be argued even in the case of e-services. 

Insurance e-services are essentially marketed and produced simultaneously, but only 
partially consumed because insurance provides security that lasts whole insurance policy 
period. Many banking services follow the same mode: customers can enter their bills to 
netbank before the due date and the bill is paid automatically when it is due. On the other 
hand, many banking transactions can be executed in-time basis, but for example e-loan 
applications have to be forwarded beforehand and e-loan decision may take a couple of 
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days. It has to be recognized that even the same group of e-services may contain different 
characteristics, which is the reason that some authors have categorized even banking 
services various ways (see e.g. Howcroft et al. 2002). Real estate and financial advice e-
services may or may not be inseparable. This is because advice required by customers is not 
often provided interactively, instead it takes hours or even days to provide the information 
required. Usually those organisations provide basic information on the screen, for example 
most common financial advice asked is often provided automatically and in standardised 
form and only the special issues are handled individually. Thus, part of the e-service can be 
considered inseparable. In addition, e-service is unable to provide perfect information, and 
in e.g. case of real estate services customers have to visit in the premises when the real 
estates are introduced before decision-making. 

Interaction in e-services materializes in the interaction between customers and service 
providers. Many e-services have eliminated personal interaction and customers are 
interacting only with their computers. We call this automated interaction. In addition, 
Bitner et al. (2000) suggest that technology is eliminating interpersonal service encounters 
altogether. In that sense all kinds of reservation systems (hotel, flight/railroad tickets, 
packaged tour and food take-away) represent automated interaction, whereas banks, 
insurance companies and financial advisers offer some e-services that are linked to human 
interaction even though not often in-time basis. Some real estate agents have also partial 
human interaction service, but not all of them. Our term ‘mostly automated’ in Table 1 
refers to connecting partial human interaction to automated interaction. 

The key issue in interaction is a prompt response, but empirical studies show that there 
are still companies that do not confirm e-orders or reply e-mails. In Table 1 such situations 
are called none interaction. In these cases even automated response systems are better than 
nonresponse. 

Lovelock et al (2002) emphasize that human factor plays a lesser role in e-services than 
in face-to-face or even telephone-based services. But as soon as anything goes wrong, 
personal interaction is vital in performing service recovery and human work important in 
solving technical problems. 

On the basis of the former discussion, we finally propose a new definition for e-
services: e-Service is a benefit providing object of transaction that can be characterized as 
an intangible process that is at least partially produced, marketed and consumed in a 
simultaneous interaction through electronic networks. 

It should be emphasised that our above definition is meant to be a general definition and 
there exist exceptions, especially in ways how to interact with customers. Some service 
providers may choose automated interaction, some try to obtain human touch, some try to 
combine automated and human touch, and some submit none interaction. 

 
Conclusion 

 
The importance of e – services increased the last few years. This trend will keep going 

away. So, the customers have to learn the safety usage of these tools because it is the part of 
our life. 
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