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Preface

This third European edition of this highly successful Services
Marketing text is for students and business people who recognize the
vital role that services play in the economy and our lives. European
economies are now dominated by services, and virtually all companies
view service as critical to retaining their customers today and in the
future. Even manufacturing companies that, in the past, have depended
on physical products for their livelihood now recognize that service
provides one of their few sustainable competitive advantages.

This third European edition takes the theories, concepts and
frameworks that exist in the original American version of the text and
applies them to the European context. European examples, cases and
readings are used to provide a true European flavour to the material.
The material in this third edition has also been updated and
restructured to reflect the latest services marketing thinking.

The foundation of the text is the recognition that services present
special challenges that must be identified and addressed. Issues
commonly encountered in service organizations — the inability to
inventory, the difficulty in synchronizing demand and supply, and
challenges in controlling the performance quality of human
interactions — need to be articulated and tackled by managers. This text
aims to help students and managers understand and address these
special challenges of services marketing.

The development of strong customer relationships through quality
service (and services) are at the heart of the book’s content. The topics
covered are equally applicable to organizations whose core product is
service (such as banks, transportation companies, hotels, hospitals,
educational institutions, professional services, telecommunication) and
to organizations that depend on service excellence for competitive
advantage (high-technology manufacturers, automotive and industrial
products, and so on).
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The book’s content focuses on the knowledge needed to implement
service strategies for competitive advantage across industries.
Included are frameworks for customer-focused management, and
strategies for increasing customer satisfaction and retention through
service. In addition to standard marketing topics (such as pricing), this
text introduces students to topics that include management and
measurement of service quality, service recovery, the linking of
customer measurement to performance measurement, service
blueprinting, customer co-production, and cross-functional treatment
of issues through integration of marketing with disciplines such as
operations and human resources. Each of these topics represents
pivotal content for tomorrow’s businesses as they structure around
process rather than task, engage in digital marketing, mass customize
their offerings, deliver services using mobile and digital platforms, and
attempt to build strong relationships with their customers.

DISTINGUISHING CONTENT FEATURES

The distinguishing features of the text, some of which are new to this

third European edition, include the following:

1 Cross-functional treatment of issues through integration of marketing
with other disciplines such as operations and human resources
management.

2 A focus on understanding the foundations of services marketing and the
customer before introducing the conceptual framework of the remainder of
the book based on the gaps model.

3 Greater emphasis on the topic of service quality than existing marketing
and service marketing texts.

4 Increased focus on customer expectations and perceptions and what
they imply for marketers.

5 Increased technology, social media and digital coverage throughout the
text.

6 A chapter on service recovery that includes a conceptual framework for
understanding the topic.

7 Animproved chapter on listening to customers through research and
social media.

8 A chapter on customer-defined service standards.

9 Consumer-based pricing and value pricing strategies.

10 A chapter on integrated services marketing communications.

11 Increased focus on customer relationships and relationship marketing
strategies.

12 An entire chapter that recognizes human resource challenges and human
resource strategies for delivering customer-focused services.

16



13 Coverage of new service development processes and a detailed and
complete introduction to service blueprinting — a tool for describing,
designing and positioning services.

14 Coverage of the customer’s role in service delivery and strategies for co-
production.

15 A chapter on the role of physical evidence, particularly the physical
environment or ‘servicescape’.

16 A chapter on the financial impact of service quality.

To support these topics, there are:

1 European cases and vignettes.

2 ‘Service Spotlights’ in each chapter providing short European examples
to illustrate services marketing in action.

3 Discussion questions and exercises appropriate to the European
context in each chapter.

4 Up-to-date Suggestions for further reading (particularly European
reading) in each chapter.

5 Short revision lists of Key concepts provided at the end of each chapter.

The framework of the book continues to be managerially focused, with
every chapter presenting company examples and strategies for
addressing key issues. There are integrating frameworks in most
chapters. For example, there are frameworks for understanding service
recovery strategies, service pricing, integrated marketing
communications, customer relationships, customer roles and internal
marketing.

UNIQUE STRUCTURE

The text features a structure completely different from the standard 4P
(marketing mix) structure of introductory marketing texts. The text
starts by introducing the reader to the key foundations for service
marketing by introducing services (Chapter 1) and understanding the
customer, in terms of behaviour (Chapter 2), expectations (Chapter 3)
and perceptions (Chapter 4). The remainder of the text is organized
around the gaps model of service quality, which is described fully in
Chapter 5. Beginning with Chapter 6, the text is organized into parts
around the provider gaps in the gaps model. For example, Chapters 6
and 7 deal with understanding customer requirements; Chapters 8, 9
and 10 with aligning service design and standards; Chapters 11 through
to 15 address delivering and performing services; and Chapters 16 and
17 managing service promises. Chapter 18 then focuses on the total
picture of service and the bottom line.
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WHAT COURSES AND WHICH STUDENTS SHOULD
USE THIS TEXT?

Students need to have completed at least a basic marketing course as a
prerequisite to using this text. The primary target audience for the text
is services marketing classes at the undergraduate, postgraduate (both
masters and doctoral courses), and executive education levels. Other
target audiences are (1) service management classes at both the
undergraduate and postgraduate levels and (2) postgraduate level
marketing management classes in which a lecturer wishes to provide a
more comprehensive teaching of services than is possible with a
standard marketing management text. A subset of chapters would also
provide a more concise text for use in a specialized mini-semester
course. A further reduced set of chapters may be used to supplement
undergraduate and graduate basic marketing courses to enhance the
treatment of services.
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Guided Tour

LEARNING OBJECTIVES

Each chapter opens with a set of learning objectives, summarizing
what knowledge, skills or understanding readers should acquire from
each chapter.

LEARNING OBJECTIVES

This chapter's otjectives ae to;

1 Explain what senvices are and identily Important trends in Senicas.

2 Bxplain the need for spacial senvices marketing concepts and practices and why the need has
eveloped and Is SeosierEtng.

3 Explors the profound IMpact of tecnnology on sanice,

4 Outline the basic differences batwaen goods and sevices and the resulting challenges and
OPPOIUNITIES Tor SeVIca DUSINGSSEs.

5 INUDOUCE the EXPaNaSd MAMKSUNG M for S8NIcSS Snd e PRIcSophy of CUSICMET facu3, 83
powertul framewerks and themes that a6 fundamertal 10 the rest of the text.

6 Introouce the SANUCTICN SYStam Model and the concapt of thi SaVICES trange.

-wr . o

OPENING EXAMPLES

Each chapter opens with an example of service marketing in action or
a services marketing issue that helps you to understand how the theory
explored in the chapter is relevant to real practice. Examples include
Airbnb, Skyscanner, Starbucks, and Amazon.

23



f’ft_.‘.hangjng Perceptions - Virgin Money 1\.

As part of itx expansson into the UK retail
banking sector, Virgin Moneyg are autempting
w change cusiomers’ perceptions of the
sery poe delivered by bank branches through
the opening of five Vingin Money Lounges
in major cities. These lounges do have
arcas where cuslodfners can do thear online
banking of receive servioe relating bo Uwir
Virgin Money products, but they are about
more than moneg and banking They are
desigrend to be places where customers can |
relax and local communities come iogether,
They provide free hot and cold drinks, froit and snacks as well as free WieFi and acoess to free iPads
Telewision is available all day as well as newspapers and a solection of magmines. Children ane
\:rnkunmd: there is a dedicated chiklren's area in every Lounge, complete with logs, books anrlum_._‘,n'

SOCIAL MEDIA AND DIGITAL MARKETING

Icons highlight materials that focus on issues involving social media
and digital marketing in each chapter, to help you explore how recent
technological innovations and behaviours affect established service
marketing theories.

/PHYSICAL EVIDENCE \

WHAT IS PHYSICAL EVIDENCE?

Customers ofien rely on tangible cues, or physical evidenoe, 10 evalaate the servioe before s purchase amd
1o assrss their satisfaction with the service during and after consumpton. Effective desigm of physical,
tangible evidence is inportant for closing provider gap 2.

Geenaral elemmems of Iﬂlyi.h;at eviilence are 2hown in Table 101, 'nu.'g Enclude all Aspecias off th et i
organttions phigsical fuality (ihe serdcescape) as well as other forms of tangible commumication. 1Tl o)
Elements of the servicescape that affect custonwrs include both exteror ateributes (such as signage,
parking. and the landscspe) ard interior stiribuces (swoh as design, begout, equpment amd decor). Note
that wiel pages aml « | - conveged over the Intermet are more recent forms of phgsical
evidenee that companies san e o eommmuicale sk ihe service sxporience, making serviess more
tangible for customers both before and after purchase. For example, travellors can now preview destinations,
tousr netural oo ironments and ‘experience” entertainment venues online before booking their trips or even
deciding where to trevel Virtusl toars and 3k degres views of hotels and their rooms sllow poteniial guesis

\t' whow the facilishes bn aml out before Booking, _“,/‘l

SERVICE SPOTLIGHTS

Each chapter is interspersed with numerous short service spotlights
that tie theory to practice and show how companies bring services to
their customers. Examples come from a variety of customer and
business-to-business servers, and include Amex, FSA, Hilton and IKEA.
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8 X

Omega Bank, a private bank with branches across Greeos, has designed i branch intenons o
ocommunacate a feeling of ‘understated quality’, avoiding ostentation and short-Bved tremadiness, Instead
of using Greek markle and granie flooring, they imporusd honed green slate from the Lake Dostrict
in the UK which bettor matched the ‘oedersiated quality’ image. The teller desks were designed in
ciched glass and soel, with maple timber slab onds, Asthetically, they are meant to bo very open and
welooming in appearance, scoentnaled by Tloating” all the surface planes ob stiinless sieel spacers, so
that pone of the major cbements actumlly touch each other,

The sume design sypstom s incorpormited into graphic and prnt Mems such as bankang and ATM
carnds, promotional kafles and private banking commamcation and print iems *

The dessgn of a physical setting can also differentiate one area of & Sorvioe onganizstion from apothor.
For example, in the hotel indastry, one large hotel may have several levels of dining possibilitios, each
sigmalled by dilferences in desgn Price differentintyon i also often partly achieved throwgh vaniations in
physical setting, Bigger rooms with mone physical amenities cost more, just as lurger seats with nmy

CHAPTER SUMMARY

This briefly reviews and reinforces the main topics covered in each
chapter to ensure that you have developed a solid understanding of the
key topics. Use it in conjunction with the learning objectives as a quick
reference.

\I
SUMMARY

This chapter discissed the discrepancy between company pereeplions of castomer expeclations and the
standards they sot (o deliver tothese ex poctations, Among the major caoses for provider gap 2 ane inadoquate
slandankization of serviee behavioum and actions, absence of formal procoses Tor selting serviee quality
poals, and lack of eustomer-deofined standards. These probl wore dseussed nnd detailed, along with
srategion bo dose the gap.

Customser-delmwd standards are al the heanl of delivery of service that customers cxpect: they are the
link betwem omstomers’ apressed expectatiors aml companyg actions 1o deliver 1o thoese expoctations.
Creating these service siandards b not abvags done by seevice orpanizations. Doing so roqenes that
companses’ marketng aml operations departments work together by using the marketmg rescarch as inpat
for operations design. Unless the operations standards are defined by customor prionties, they ame not bkely
Qluh' an impact on castomer perceplions of service, _/

KEY CONCEPTS

An ideal tool for revision or to check definitions as you read, key
concepts are highlighted in bold, with page number references at the
end of each chapter so they can be found easily.

KEY CONCEPTS

Casfomization v. sfandandieation T Ol i fixes

Goalsetting V2 Serviee performance indices

Hard customer-defined serviee siandards jir e Serviee siundands

Messasring behaviours and actions 198 Soft customer-defmed service slandards

FURTHER READING

Each chapter ends with a list of suggested reading, listing international
research in services marketing.
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Berry, L.L. and Parasuraman, A, (1993). Building a new academic

Jowrnal of Retailing, 68{1), 1360,

Grinroos, C. (2011). Value co-creation in service logic: A critical analy

Grinroos, C. and Gommeras, J. (2014). The service revolution an

logic vs service-dominant logic. Mareging Service Quality, 24(3), 206

IftM and IBM (2008). Succeeding through Service Innovation: A

Research, Business and Government. Cambridge, United Kingdom:

Manufacturing.

Lovelock, C. and Gummesson, E. (2004). Whither services marketi
\Eesh perspectives. Journal of Service Research, 7(1), 2041 __/)

DISCUSSION QUESTIONS AND EXERCISES

Discussion questions encourage you to review and apply the
knowledge you have developed from each chapter. Exercises require a
little more time and thought, and can be used as group assignments or
exam practice.

/i

I Usimg gour own personal ex amples, discuss the geneml importance of costome s in the socoossfiol crention

and delivery of service expenienoes.

Why might customer actions and nititudes cause the service performance gap to oceur? Use gour own
exumples to Hlustrate gour understanding.

Using Table 12.1, think of specific services gou have experienced that fall within each of the three levels
of customer participation: low, medizm and high. Describe specifically what you did as s customes in esch
casp, How did goar mvolvement vanyg across the three igpes of service situationsT

I Deseribe a time when goar satisfaction in & partienlar sitnstion was (eersaond beenise of something
another customer did. Could {or doos} the crganiestion do angthing io ensare that this ox perience happens
pouslinahy? What doos il do? Showuld it try 1o make this siluation & poutine ceeurrence?

ememibe u timan when grar osticfardion in o pertiealar cbdion wee doemer oed beesmoe of enmothing
another oustomer did Coald the crganiestion have done angthing to mansge this sibistion o
effectively? Il so, what?

\ lherss the eostomers role iz o prodivetioe resoures for the i Deseribe 8 time when |pmJ

CASE STUDIES

The book includes a case study section designed to test how well you
can apply the main ideas presented throughout the book to real
company examples. The cases integrate a number of service ideas into
a fuller example that needs deeper analysis and understanding. Each
case study has its own set of questions. Cases include Disneyland,
McDonald’s, Ryanair, Starbucks and Uniglo.
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CASE 1 DISNEY'S MAGIC BANDS: ENHANCING CUSTOMER EXPE

This case was written by Vasudha M, Amity Research Centers Headquar
@ 2014, Amity Research Centers Headquarters, Bangalore.

More than a wu|
announcement ab
of the MagicBand

The MagicBands
among quests ﬂ

hotels were als

%?Eﬂnu
-
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Get Connected. Get Results.

McGraw-Hill Connect Marketing is a learning and teaching
environment that improves student performance and outcomes
whilst promoting engagement and comprehension of content.

You can utilize publisher-provided materials, or add your own
content to design a complete course to help your students achieve
higher outcomes.

&

PROVEN EFFECTIVE

INSTRUCTORS

With McGraw-Hill Connect Marketing, instructors
get:

e Simple assignment management, allowing you to spend
more time teaching.

e Auto-graded assignments, quizzes and tests.
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e Detailed visual reporting where students and section
results can be viewed and analysed.

e Sophisticated online testing capability.

e A filtering and reporting function that allows you to easily
assign and report on materials that are correlated to a
range of categories. Reports can be accessed for
individual students or the whole class, as well as offering
the ability to drill into individual assignments, questions or

categories.

e Instructor materials to help supplement your course.
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Available online via Connect we have a range of

instructor support materials:

e Lecturer manual to support your module preparation, with case
notes, guide answers, teaching tips and more;

e PowerPoint presentations including artwork;
e Image library
e Video links

STUDENTS

With McGraw-Hill Connect Marketing, students
get:

Assigned content
e Easy online access to homework, tests and quizzes.

e Immediate feedback and 24-hour tech support.

With McGraw-Hill SmartBook, students can:

e Take control of your own learning with a personalized and
adaptive reading experience

e Understand what you know and don’t know; SmartBook takes you
through the stages of reading and practice, prompting you to
recharge your knowledge throughout the course for maximum
retention.

e Achieve the most efficient and productive study time by adapting
to what you do and don’t know.

e Hone in on concepts you are most likely to forget, to ensure
knowledge of key concept is learnt and retained.

30





