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PREFACE"

Services dominate the expanding world economy as never before, and nothing
stands still. Technology continues to evolve in dramatic ways. Established industries
evolve or sink into decline. Famous old companies merge or disappear, as new
industries emerge and rising stars seize the business headlines. Competitive activity
is fierce, with firms often employing new strategies and tactics in response to cus-
tomers’ ever-changing needs, expectations, and behavior. Customers themselves are
being forced to confront change, which some see as presenting opportunities and
others as an inconvenience or even a threat. If one thing is clear, it’s that skills in mar-
keting and managing services have never been more important!

As the field of services marketing has evolved so, too, has this book, with each
successive edition representing a significant revision over its predecessor. This new,
Sixth Edition, is no exception. Readers can be confident that it reflects the reality of
today’s world, incorporates recent academic and managerial thinking, and illustrates
cutting-edge service concepts.

You'll find that this text takes a strongly managerial perspective, yet is rooted in
solid academic research, complemented by memorable frameworks. Our goal is to
bridge the all-too-frequent gap between theory and the real world. Practical manage-
ment applications are reinforced by numerous examples within the 15 chapters.
Complementing the text are 11 interesting, up-to-date readings and 18 outstanding,
classroom-tested cases.

Preparing this new edition has been an exciting challenge. Services marketing,
once a tiny academic niche championed by just a handful of pioneering professors,
has become a thriving area of activity for both research and teaching. There’s grow-
ing student interest in taking courses in this field, which makes good sense from a
career standpoint, because most business school graduates will be going to work in
service industries, and managers report that manufacturing-based models of busi-
ness practice are not always useful to them.

WHAT’s NEw IN THiIs EDITION?

This Sixth Edition represents a significant revision. Its contents reflect ongoing devel-
opments in the service economy, new research findings, and enhancements to the
structure and presentation of the book in response to feedback from reviewers and
adopters.

New Topics, New Structure

e The chapter text is now organized around a new framework for developing effec-
tive service marketing strategies that emphasizes the value exchange between sup-
pliers and their customers. This framework, which allows for a flexible approach
to teaching, is depicted in Figure 1.11 and forms the structure of the book,enabling
students to see how different chapter topics relate to each other.

* Parts I and II have been restructured to improve the logical sequencing of topics.
In particular, discussion of positioning strategy (Chapter 7) now follows rather
than precedes chapters addressing such strategic elements as product elements,
service delivery, communications, and pricing.
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Figure A Four-Part Structure of the Book
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Each of the 15 chapters has been revised. All chapters incorporate new examples
and references to recent research, and some have been retitled to reflect impor-
tant changes in emphasis. Figure A displays the four-part structure of the book,
showing how chapter topics are sequenced.

Chapter 1, “New Perspectives on Marketing in the Service Economy,” has been
completely rewritten. It explores the nature of the modern service economy, and
presents a clear new conceptualization of the nature of services, based on award-
winning research by one of the authors. In addition, this chapter offers a com-
pelling discussion of the distinctive challenges facing service marketers but
explicitly avoids sweeping generalizations. It introduces the eight key elements
of the services marketing mix (referred to collectively as the 8 Ps), and presents
the organizing framework for the book.

Chapter 2, “Customer Behavior in Service Encounters,” has also been substan-
tially revised and is now organized around a three-stage model of service con-
sumption that distinguishes, where necessary, between high- and low-contact ser-
vices. At each stage, this model presents relevant insights from different concepts
that are central to understanding, analyzing, and managing customer behavior.
New applications of technology—from Internet-based strategies to biometrics—
and the opportunities and challenges they pose, for customers and service mar-
keters alike, are woven into the text at relevant points across virtually all chap-
ters, as well as being illustrated in boxed inserts.

Among the significant enhancements to other chapters, you'll find: a new treat-
ment of service pricing, including expanded coverage of revenue management
and thought-provoking coverage of abusive and confusing pricing practices; an
overview of recent developments in electronic communications such as iTV,
blogs, and Internet advertising; the latest thinking on cost-effective service excel-
lence; an expanded section on the “wheel of loyalty” and customer relationship




management (CRM); and discussion of current thinking on change management
and service leadership.

® Inrewriting and restructuring the chapters, we worked hard to create a text that
is clear, readable, and focused. Boxed inserts within the chapters are designed to
capture student interest and provide opportunities for in-class discussion. They
describe significant research findings, illustrate practical applications of impor-
tant service marketing concepts, and describe best practices by innovative ser-
vice organizations from the United States and other countries. Most of these
inserts are either new to the Sixth Edition or have been updated.

New Readings

* Eight of the 11 readings are new to this edition. In response to reviewers’ sugges-
tions, we selected readings that are relatively short, well written, and appealing
to both undergraduates and MBA students.

¢ These readings, drawn from such respected publications as Harvard Business Review,
BusinessWeek, Journal of Service Research, MIT Sloan Management Review, The Wall
Street Journal, and The McKinsey Quarterly, complement the text and offer students a
chance to explore key issues in greater depth, as well as to examine interesting and
even provocative market trends.

* Among the authors of these readings are leading professors and management
consultants from around the world, as well as journalists writing for noted busi-
ness publications.

New Cases

e Services Marketing, Sixth Edition, features an exceptional selection of 18 up-to-
date, classroom-tested cases of varying lengths and levels of difficulty. We wrote
a majority of the cases ourselves. Others are drawn from the case collections of
Harvard, INSEAD, and Yale.

e Ten of the 18 cases are new to this edition. Four of the cases carried over from the
previous edition have been revised or updated. Copyright dates range from 2000
to 2007.

¢ Responding to reviewer and adopter requests, we've increased the proportion of
short and medium-length cases.

* The new selection provides even broader coverage of service marketing issues
and application areas, with cases featuring a wide array of industries and orga-
nizations, ranging in size from multinational giants to small entrepreneurial
start-ups. Two nonprofit organizations are included.

VWHAT AIDS ARE AVAILABLE FOR INSTRUCTORS?

We’ve developed the following new and improved pedagogical aids to help instruc-
tors 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

e An introduction to each chapter highlights the key issues and questions
addressed.

e Three types of boxed inserts are found throughout the chapters and often lend
themselves well to in-class discussions:

Best Practice in Action (illustrations of the application of best practices)

Research Insights (summaries of relevant and often provocative academic
research)

Service Perspectives (examples that illustrate key concepts)

Preface  iii



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

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

Pedagogical Materials Available from the Publisher
An exceptional instructor’s resource manual features:

* Detailed course design and teaching hints, plus two sample course outlines.

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

* An overview of each reading, with suggestions for how to use it and the most
appropriate chapter(s) with which to assign it.

* 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 teach-
ing strategy designed to aid student learning, create stimulating class discus-
sions, and help instructors create end-of-class wrap-ups and “takeaways.”

* Tables suggesting which cases and readings to pair with which chapters.

* Two alternative notes—one shorter, one longer—offering advice to students on
case preparation and written analysis of cases.

* A brand-new test bank for use in quizzes and exams.

¢ Additional cases, available online, including several popular cases featured in
previous editions of Services Marketing and a selection of cases on marketing non-
profit services.

® More than 300 PowerPoint slides, keyed to each chapter and featuring both
“word” slides and graphics. All slides have been redesigned to be clear, compre-
hensible, and easily readable.

For WHAT TYPESs oF CouRrses CAN
THis Book BE UseDp?

This text is equally suitable for courses directed at advanced undergraduates or MBA
and EMBA students. Services Marketing, Sixth Edition, places marketing issues within
a broader general management context. The book will appeal both to full-time stu-
dents headed for a career in management and to EMBAs and executive program par-
ticipants who are combining their studies with ongoing work in managerial positions.
Whatever a manager’s specific job may be, we argue that he or she has to under-
stand and acknowledge the close ties that link the marketing, operations, and human
resource functions. With that perspective in mind, we’ve designed this book so that
instructors can make selective use of chapters, readings, and cases to teach courses of
different lengths and formats in either services marketing or service management.

WHAT ARE THE Book’s DISTINGUISHING FEATURES?

iv

Key features of this highly readable book include:

¢ A strong managerial orientation and strategic focus that address the need for ser-
vice marketers not only to understand customer needs and behavior but also
how to use these insights to develop strategies for competing effectively in the
marketplace

e Use of memorable conceptual frameworks that have been classroom-tested for
relevance among both undergraduates and MBA students

Preface



Incorporation of key academic research findings

Use of interesting examples to link theory to practice

Inclusion of carefully selected readings and cases to accompany the text chapters
Extensive and up-to-date references at the end of each chapter

An international perspective

e o o o o

We’ve designed Services Marketing, Sixth Edition, to complement the materials
found in traditional marketing principles texts. Recognizing that the service sector of
the economy can best be characterized by its diversity, we believe that no single con-
ceptual model suffices to cover marketing-relevant issues among organizations rang-
ing from huge international corporations (in fields such as airlines, banking, insur-
ance, telecommunications, freight transportation, and professional services) to
locally owned and operated small businesses, such as restaurants, laundries, taxi ser-
vices, dental offices, and many business-to-business services. In response, the book
offers a carefully-designed “toolbox” for service managers, teaching students how
different concepts, frameworks, and analytical procedures can best be used to exam-
ine and resolve the varied challenges faced by managers in different situations.

Christopher Lovelock
Jochen Wirtz
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Part I lays out the building blocks for studying services and learning
how you can become an effective service marketer. In Chapter 1, we
define the nature of services and how they create value for customers
without transfer of ownership. Highlighting some of the distinctive
challenges involved in marketing services, we present a framework for
developing a services marketing strategy that forms the basis for each
of the chapters in Parts Il, lll, and IV of the book.

Chapter 2 provides a foundation for understanding consumer needs
and behavior in both high-contact and low-contact service environ-
ments. We employ practical concepts to help you analyze and interpret
the roles that customers play in the creation and delivery of different
types of services, including those involving self-service technologies. In
particular, we present a three-stage model of service consumption that
explores how customers make decisions, respond to service encounters,
and evaluate service performance.




