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Preface

As we enter the 21st century, we can see significant changes occurring in the ways services are
being designed and delivered, and the underlying cause of many of these dramatic changes is
technology. Self-service gas stations and checkout counters in supermarkets, online financial
transactions including banking and stock trading, online purchases of goods formerly bought
in traditional brick and mortar retail operations, e-tickets for air travel, and speed pass lanes on
toll roads and turnpikes are just a few of the many examples of how technology has changed
both the way in which services are being provided and the way in which customers behave.

And we have only seen the tip of the iceberg. Technology will continue to advance in
the form of faster and more accurate transmission lines, more powerful computers, and
larger electronic data storage equipment that is capable of storing petabytes of data. As
technology enhances our ability to offer a broader range of always accessible and more
personalized services, it also is making it possible to deliver services at lower costs. The
result is both more effective and more efficient service. For all these reasons, we chose
technology as the unifying framework for linking the topics that are presented in this book.

This is the first endeavor for both of us in writing a brand new, “clean slate” textbook.
There is an old saying, “To really learn a subject, you should teach it.” We have both taught
service operations management for many years, but our efforts in writing this book have
led us to offer this modification, “To really learn a subject, write a textbook about it.” Be-
fore committing anything to paper, we spent many hours researching and “enthusiastically
discussing” the finer points of service management that we thought we had previously un-
derstood, but that we needed to clarify and refine before we could include them in our
book.

GOALS

Our primary goals in preparing this book on service management were to:

* Present the basic service concepts within a framework for managing services both ef-
fectively and efficiently.

* Integrate marketing and human resource issues throughout the text.

* Make service management concepts “come alive” by continuously reinforcing the the-
ory and concepts with real-world examples.

* Provide students with a set of management tools to assist them to better understand the
fundamental characteristics of services. These are presented primarily in the chapter
supplements.

* Emphasize the internationalization of services by including examples of well-managed
service organizations in different countries.

SPECIAL FEATURES OF THE BOOK

To facilitate the student’s education about services, we have incorporated several peda-
gogical features in our book, including:

viii



Preface ix

Chapter learning objectives: Each chapter begins with a list of learning objectives that
highlight the major topics and concepts of the chapter.

Opening vignettes: Each chapter opens with a short vignette about a real company or
experience that incorporates some of the material in the chapter. The purpose of the vi-
gnette is to create student interest in the chapter by demonstrating that the material pre-
sented is actually used in real-world situations.

The customer’s perspective: At the beginning of each chapter, concepts are introduced
using easy-to-relate-to examples from everyday life. These emphasize the relevance of
the concepts to the customer as well as to the service firm.

Managerial issues: These provide a bridge between the examples and issues presented
in the opening vignette and the customer’s perspective on the theory and concepts pre-
sented in each chapter.

Views from the Top: Many of the concepts presented in this book were introduced or ad-
vocated by senior executives. The Views from the Top identify senior managers, often
the founder, chairman, and/or CEO of a well-known service organization that has been
a strong advocate of a particular concept that is presented in the chapter.

Application of technology to create value: Throughout the text are examples under the
heading “Using Technology to Create Value” that illustrate how service firms are using
technology to create value for both their organizations and their customers. The use of
real-world examples reinforces the importance of both technology and the topics in suc-
cessfully managing service operations.

Internet exercises: The Internet is one of the widely available technology tools for ob-
taining and disseminating information. Where appropriate, an Internet exercise is pro-
vided at the end of a chapter to guide the student in obtaining the latest information on
a particular topic or to reinforce the concepts presented in the chapter.

Examples with solutions: Examples with solutions illustrating specific procedures and
techniques follow quantitative topics. These are clearly set off from the text, and help
the student to better understand the computations.

Key term definitions: Key terms are in boldface when first introduced in the text and are
defined at the end of each chapter with page numbers for quick reference.

Review and discussion questions: These questions allow students to review the
chapter concepts before attempting the problems. They provide a basis for classroom
discussion.

Solved problems: Representative example problems are included at the end of each of
the quantitative chapters. Each includes a detailed, worked-out solution and provides
another level of support for students before they try homework problems on their
own.

Problems: A wide range of problems follows each of the quantitative chapters.

Cases: Located at the end of most chapters, short cases based on actual companies or
customer experiences, allow the student to think critically about issues discussed in the
chapter. These cases can also provide a basis for classroom discussions, or provide a
capstone problem for the topic.
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ANCILLARY MATERIALS

*  Student CD-ROM

* PowerPoint Presentation Slides, which provide lecture outlines plus graphic material
from the text to complement and customize lectures
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