HERSRIHEEXRFESERS

Essentials of
Services

Marketing

o HHFE 3R - J&RIEFL (Christopher Lovelock)
)=+ JR¥K (Jochen Wirtz)
'I]EVEFEEE - J& (Patricia Chew)

@ PEARKZFL R

e

WIEH TR

ARSON,



HEBE TaEEANPIESERAP T E 3 5.0

Iy

£ L= £ e e
| g [ "
(IS ' 2 - : 2
I N
o o o - i bl sl g L
-
| »~

Essentials of
Services

o BTG HE - 78 FCI& 5L (Christopher Lovelock )
24 - JKYK (Jochen Wirtz) a2

P4 HL 8 - & (Patricia Chew)

@ HEARKXZFH R



BEHEREE (CIP) #iF

MR EERE . X/ (50) HWR\EEFE. . FEARKEHRE, 2011.3
HE R TR E AR TR RSBSOS

TREHEMEEN. THEHRY

ISBN 978-7-300-13399-7

[. O T. O M. OIS k- HE R 2B FER-HM-HC N. QF719

R [ A 0 CIP i (2011) 45 026866 2

HAFBIRIAEEEBFHRI RN ER PR AFHM
IREEEHHEM - THEH AT

FRSEHBE (FKXR)

SRR - WRIETL

HF - TR E

PHFFELR - A

HEZTT HEARKZED R

#  H dEERERAEN S HBBI4RAS 100080
B iF 010-62511242 (E4m=) 010-62511398 ()
010 - 82501766 (HFIEE) 010 - 62514148 ([JHE)
010- 62515195 CEATAED 010 - 62515275 (BARZEHR)
[ it http: //www. crup. com. cn
http: //www. ttrnet. com (A FRZHFH)
& O HERE
B Rl BT ERERIA FRA
# M 215mmX275mm 16 FFA AR & 20114E3 HE 1R
Bl 3 30.5%FW 1 Bl & 2011 4F 3 ASE 1 WENRI
F % 785000 E  # 55.0035C

IRAFTR MWK BPREW WA



MARBRA WTO, BEAASHEALLASIEARES YR, ARARLEANES
BH ., ITH, RAHRALRRR LI EN, IH—FRALRABRBEEAT AL XS
H—FAR IR, BEHEFIM, SERBRUR — LT EHRMBEREE—AELEES, &
TR R iX — KA, BRBHEERARBEFT RRREIFFES, RERFRHRAXIHFR
Tey—FrEX,

BEHFAEARABD ISR ERPAFRBANRERT. FELE, WEHFARBHEFTR
EERRA—ANFEEAEILT, ARERKFATHAMRELCIABER “T47 AN E
ERM, 2K F—FEkA, WEKFALHE LM RRAKMECEEAMNGR RS R F
¥, dmd, RARAARBRAEARS, ERERZFRESERRNSE L, MEHKF M
FoPaMERAGEABERE T X, LEXAZEZH, —REEARITRERFHORRLES
BPRETLE, REfmAkid; —2FRAFLEBRGPET, FHFEIRRE A
X—473], BT RBRBRZHE —E T (AIEEBE) HRE, FERMERFOEHARY
W, Bk, AAEGEMARARERFRASDEFTH AN ETRFAM, £MNAA, WiE
HFEN—TF LA RBE &R FAGHEM, MARZHRLIHIT A LGS, AT
vARE %, P B X 3535 P M, RIEE T RT Rk, &SRR E AT E RMAF 693 F KA FiR
BAFAN, ERRBEGEHEIHFEFTS, ELAXFFRNGEE, GE2RBFHREY.
L35 0 B R,

MR —FP RO BBFREAY, PEAARKXKFHRARAX S BFR42 6 X BN,
e XM G- A RERAS], BEXKFTERAIFESME, AORFAREER, #ET —H#E
IMBEAHERLERBEM, FRAELABR, ANTRFR, THEHABFHERF
2L F@R, HZTRAEFETHIE—EHXFE2RAOHKFOE N EL, sHRIKRHM
HATTELNES, RMRT —EXELRXBAH P RESHKFHANE; F—F @, HREHK
FHAMEHFHMERSE, THENZR, ENEAF AR TENTHLHBHEE
HEEEIIR, RXHIFMOKXIF L, FEFIABMEEAXRFAHREER, AEHMAL
EHTAT—4 5.

o RHAEILRMRBEMGNFE, AEMNEEMBERAARFERER, SRHIH#FTT —
TR, TERMBRT LU RELHFUBRARALAEBEHEHALS, REAKZLEHFRA
BHCF AR T RBREHGRE, S RNGAARBIFTE, EAEXKMRREET S
REthdb, XWEFTEER; RFREFHKE, XAFZRFLRBPTIE,

o RMERMELTUHMGETAM., AEXMRBAF RO AME, LRMEAG) L
M RMELFAFEARKGE RN, TLRERFELEAEAFTX, XFXRIHM TR
EERGEFELELS, AMTFENRFRGEHIE S, BRERGETEHEMRE,

o hAZMCHAR., ARHMAEKERA LASF BRI ST R EEAFKTHEIRS
SAEHF OB E R, BAH N ALRREANSTE R ERZ O FHRITGERMTL,
EEELERAMHCABLS T LHEM, IAZTHEAH TRAARFRENERFHELE,
EFREHFREAEHFNE R, LA TRIMNKEX TREHFHMGEB, FiTk



I S B0 SGEHAM R A

o BigsE, Misstiik, HAEREAMERFASFRN LAEZRER, KEHM
HAFT —EGMBEFRE LS, EERBEEEASE; MRBAREN, NWASHEBE T FEE
FR&G M) KAE 71, Mk KR EHM A AR EAE ] Kikd,

o RUEBAXMEFINF, REBFXERAINNNE, AEHMARKITRET R EY
A, Je#IFF M. PowerPoint X, XMEF, HRANZHRAFTHRML TR,
Mo Ak B F L AHRA

AEFMAEBGERFHM BIRA B —FF 2K, ZNELE, KB A RKGTE P
RETEAFSHRGFR, T AT, ERREARE, B, AERNELSHE
BB EE THS, BMNELLRRHEF XEERBZFHELALEN. FE2HAGHE,
RESMEBBHIRPERAEE, 2 TEHEMOEZRAHEL, BFP TR
B, BPARLTHRAREZL, it Z ERAEEE BRI .

#_-H
GRS PN N



Services dominate the expanding world economy as never before, and nothing stands
still. Technology continues to evolve in dramatic ways. Established industries and their
often famous and old companies decline and may even disappear as new business models
and industries emerge. Competitive activity is fierce, with firms often using new
strategies and tactics to respond to changing customer needs, expectations and
behaviors. Clearly, the skills in marketing services have never been more important. This
book has been written in response to the global transformation of our economies to
services.

As the field of services marketing grows, there is a need for business schools to equip their
students with a services marketing text that is reader-friendly and easy to understand.
This book aims to meet that need. It takes a strongly managerial perspective, yet is rooted
in solid academic research. It is presented in an easily comprehensible way suitable for
both practitioners and students alike. Practical management applications are
reinforced by many examples within the 15 chapters. This is complemented by 20
outstanding classroom-tested cases.

This book has been designed to complement the materials found in traditional
marketing principles texts. The book offers a carefully designed “toolbox” for service
managers, teaching students how different concepts and frameworks can best be used to
examine and resolve the varied challenges faced by executives and managers in different
service industries.

For what types of courses can this book be
used?

This text is suitable for courses directed at undergraduate and polytechnic students.
Essentials in Services Marketing places marketing issues within a broader general
management context. The book will appeal to students heading for a career in the service
sector, whether at the executive or management level.

Whatever the job is in the services industry, a person has to understand the close ties that
link the marketing, operations and human resources functions in service firms. With
that perspective in mind, we have designed the book so that instructors can make
selective use of chapters and cases to teach courses of different lengths and formats in
cither services marketing or services management.

The table on pages xxviii and xxix links the cases to the chapters in the book.

Preface 1



ii Preface

What are the book's distinguished features?
Key features of this highly readable book include:

P Strong managerial focus supported by the latest academic research. It not only helps
service marketers to understand customer needs and behavior, but also to use these
insights to develop strategies for competing effectively in the marketplace.

P Inclusion of carefully selected American, European and Asian cases to accompany
the text chapters. This offers an international perspective.

30%

European context

P Systematic learning approach. Each chapter is organized in a way that is clear
and easy to follow. Each chapter has:

*  An opening vignette, which introduces the concepts taught in the chapter

*  Learning markers that flag chapter milestones where content related to learning
objectives are discussed

*  Interesting examples to link theory to practice

P Know Your ESM asks pointed questions designed to consolidate understanding of
key concepts through discussion and study

P Work Your ESM extends understanding beyond the question-and-answer format
through scenarios that exercise and apply the concepts learnt



What aids are available for instructors?

We have developed pedagogical aids to help instructors develop and teach courses built
around this book and to create stimulating learning experiences for students both in
and out of the classroom.

Teaching Aids within the Text

>
>

>
>

An opening vignette highlights key issues discussed in the chapter.

Learning objectives and milestone markers for these when a section provides
material that meet these learning objectives.

Boxed inserts throughout the chapters that often lend themselves to
in-class discussion.

Interesting graphics, photographs, and reproductions of advertisements enhance
student learning, provide opportunities for discussion and add visual appeal.

Keywords that help to reinforce important terms and concepts.
Chapter summaries that meet each chapter’s learning objectives.

Review Questions and Application Exercises are located at the end of each chapter

Pedagogical Materials Available from the Publisher

>
4

Derailed course design and teaching hints, plus sample course outlines.

Chapter-by-chapter teaching suggestions plus discussion of learning objectives and
sample responses to study questions and exercises.

A description of 16 suggested student exercises and five comprehensive projects
(designed for either individual or team work).

Detailed teaching notes for each case, including teaching objectives, suggested
study questions, in-depth analysis of each question, and helpful hints on teaching
strategy designed to aid student learning, create stimularing class discussions, and
help instructors create end-of-class wrap-ups and “takeaways.”

A note that offers advice to students on case preparation and written analysis
of cases.

A test bank for use in quizzes and exams.

More than 400 PowerPoint slides, linked to each chapter and featuring both “word”

slides and graphics. All sides have been designed to be clear, comprehensible and
casily readable.

Preface
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