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

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.
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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.

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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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.

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.

FURTHER READING
Each chapter ends with a list of suggested reading, listing international
research in services marketing.
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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.

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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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.

INSTRUCTORS
With McGraw-Hill Connect Marketing, instructors
get:
• Simple assignment management, allowing you to spend

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

• Sophisticated online testing capability.
• 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.

• Instructor materials to help supplement your course.
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Available online via Connect we have a range of
instructor support materials:
• Lecturer manual to support your module preparation, with case

notes, guide answers, teaching tips and more;

• PowerPoint presentations including artwork;

• Image library

• Video links

STUDENTS
With McGraw-Hill Connect Marketing, students
get:
Assigned content
• Easy online access to homework, tests and quizzes.

• Immediate feedback and 24-hour tech support.

With McGraw-Hill SmartBook, students can:
• Take control of your own learning with a personalized and

adaptive reading experience

• 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.

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

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