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xvii

This second European edition of this highly successful Services Marketing text is for stu-
dents and business people who recognise the vital role that services and service 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 recognise that service provides one of their few sustainable competitive 
advantages.

This second 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 fl avour to the material. 
The material in this second edition has also been updated and restructured to refl ect the 
latest services marketing thinking.

The foundation of the text is the recognition that services present special challenges 
that must be identifi ed and addressed. Issues commonly encountered in service organisa-
tions – the inability to inventory, the diffi culty in synchronising demand and supply, and chal-
lenges 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 organisa-
tions whose core product is service (such as banks, transportation companies, hotels, hospi-
tals, educational institutions, professional services, telecommunication) and to organisations 
that depend on service excellence for competitive advantage (high-technology manufactur-
ers, automotive and industrial products, and so on).

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 stu-
dents to topics that include management and measurement of service quality, service 
recovery, the linking of customer measurement to performance measurement, service blue-
printing, customer co-production, and cross-functional treatment of issues through integra-
tion 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 pro-
cess rather than task, engage in one-to-one marketing, mass customise their offerings, and 
attempt to build strong relationships with their customers.

Distinguishing Content Features
The distinguishing features of the text and the new features in this second 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 ser-
vice marketing texts.

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

 5 Increased technology, social media and Internet coverage throughout the text.
 6 A chapter on service recovery that includes a conceptual framework for under-

standing the topic.
 7 An improved chapter on listening to customers through research.
 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 recognises human resource challenges and human resource 

strategies for delivering customer-focused services.
13 Coverage of new service development processes and a detailed and complete 

introduction to service blueprinting – a tool for describing, designing and posi-
tioning 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 illus-

trate 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 pre-
senting 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 rela-
tionships, 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 understand-
ing the customer, in terms of behaviour (Chapter 2), expectations (Chapter 3) and percep-
tions (Chapter 4). The remainder of the text is organised around the gaps model of service 
quality, which is described fully in Chapter 5. Beginning with Chapter 6, the text is organised 
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 with delivering and performing services; 
and Chapters 16 and 17 with managing service promises. Chapter 18 then focuses on the 
total picture of service and the bottom line.

Preface
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This structure is shown below.

Foundations for services marketing

Chapter 5: The gaps model of service quality

Addressing provider gap 1: Understanding customer requirements

Addressing provider gap 2: Aligning service design and standards

Addressing provider gap 3: Delivering and performing service

Addressing provider gap 4: Managing service promises

Services and the bottom line

Chapter 1: Introduction to services
Chapter 2: Consumer behaviour in services
Chapter 3: Customer expectations of service
Chapter 4: Customer perceptions of service

Chapter 11: Employees’ roles in service delivery
Chapter 12: Customers’ roles in service delivery
Chapter 13: Delivering service through intermediaries and electronic channels
Chapter 14: Managing demand and capacity
Chapter 15: Service recovery

Chapter 16: Integrated services marketing communications
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Chapter 18: The financial impact of service quality

Chapter 8: Service development and design
Chapter 9: Customer-defined service standards
Chapter 10: Physical evidence and the servicescape

Chapter 6: Listening to customers through research
Chapter 7: Building customer relationships

What Courses and Which Students Should Use This Text?
Students need to have completed at least a basic marketing course as a prerequisite prior 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 undergradu-
ate and postgraduate levels and (2) marketing management classes at the postgraduate 
level 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 specialised 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.

Preface

wil31711_prelims.indd   xixwil31711_prelims.indd   xix 2/27/2012   3:52:00 PM2/27/2012   3:52:00 PM



Author’s acknowledgements
I would like to acknowledge the suggestions for improvements made by the reviewers of the book. Their feedback on the 
book and on the stages of the draft manuscript has helped us to improve the second European edition for academics’ 
teaching and for their students’ learning. Our thanks go to the following reviewers for their comments at various stages in 
the text’s development:

Saima Bantvawala, VU University Amsterdam 
Richard Bentley, Southampton Solent University
Gary Bernie, Institute of Technology Blanchardstown
Cindy Chung, Goethe University 
Jackie Clarke, Oxford Brookes University
Lisa Day, London Metropolitan University
Anders Gustaffsson, Karlstad University
Kristina Heinonen, Hanken School of Economics
Rebecca Hughes, University of the West of England
Johan Jansson, Umeå University
Ingmar Leijen, Vrije University
Line Lervik Olsen, BI Norwegian Business School
Owen O’Reilly, Dublin Business School 
Mignon Reyneke, University of Pretoria
Timo Rintamäki, University of Tampere
Ko de Ruyter, Maastricht University
Jørgen Vinding, Copenhagen Business School
Akiko Ueno, University of East London
Tony Woodall, Nottingham Trent University

I would also like to thank the following case contributors and those who gave permission for material to be reproduced 
within the textbook: 

Dr. Marc Day, Henley Business School
Dr. Monali Hota, IESEG School of Management 
Jean-Pierre Baillot, IMD Business School
Stefan Michel, IMD Business School
Eleanor O’Higgins, University College Dublin

I would also like to acknowledge the professional efforts of the McGraw-Hill staff.  My sincere thanks to Mark Kavanagh, 
Caroline Prodger and Jennifer Yendell.

Finally I would like to thank my wife and family, Sandra, Duncan and Kirsty for keeping me sane whilst writing this 
edition.

Picture Acknowledgements
The authors and publishers would like to extend thanks to the following for the reproduction of company advertising and/
or logos: 

Chapter 1: Thanks to iStockphoto; Chapter 2: Thanks to Alamy Stock Photography; Chapter 3: Thanks to Alamy Stock 
Photography; Chapter 4: Thanks to Alamy Stock Photography; Chapter 5: Thanks to iStockphoto; Chapter 6: Thanks to 
iStockphoto; Chapter 7: Thanks to iStockphoto; Chapter 8: Thanks to iStockphoto; Chapter 9: Thanks to iStockphoto; 
Chapter 10: Thanks to iStockphoto; Chapter 11: Thanks to iStockphoto; Chapter 12: Thanks to iStockphoto; Chapter 13: 
Thanks to Alamy Stock Photography; Chapter 14: Thanks to Hyatt Corporation; Chapter 15: Thanks to Dave Carrol; Chapter 
16: Thanks to T-Mobile; Chapter 17: Thanks to iStockphoto; Chapter 18: Thanks to iStockphoto; Tesco case: Thanks to 
iStockphoto; McDonald’s case: Thanks to iStockphoto; Disney case: Thanks to iStockphoto; Yo! Sushi case: Thanks to Yo! 
Sushi; RyanAir case: Thanks to iStockphoto; Ritz case: Thanks to Alamy Stock Photography; Axa case: Thanks to Axa.

Every effort has been made to trace and acknowledge ownership of copyright and to clear permission for material 
reproduced in this book. The publishers will be pleased to make suitable arrangements to clear permission with any copy-
right holders whom it has not been possible to contact.

Acknowledgements

xx

wil31711_prelims.indd   xxwil31711_prelims.indd   xx 2/27/2012   3:52:01 PM2/27/2012   3:52:01 PM



xxi

Guided Tour

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

Opening Example
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 marketing practice. Examples 
include TMobile, Virgin, ISS, eBay, 
IKEA, LOVEFiLM, Amazon, Boots, 
Hyatt and the London Underground.

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 consumer and business-
to-business services and cover 
industries as diverse as banking and 
tourism. Featured brands include ING, 
Scandinavian Airlines, Asda Walmart, 
Expedia and many more.

Chapter Summary
This briefl y reviews and reinforces 
the main topics you will have covered 
in each chapter to ensure you have 
acquired a solid understanding of the 
key topics. Use it in conjunction with 
the learning objectives as a quick 
reference to check you have 
understood the service marketing 
ideas explored in the chapter.
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xxii

Further Reading
Each chapter ends with a list of suggest-
ed further reading, listing international 
 research and sources – journals, papers 
and books – in service marketing. Use 
this list as a starting point for your read-
ing for assignments or class preparation.

Discussion Questions and Exercises 
Discussion questions encourage you 
to review and apply the knowledge you 
have acquired from each chapter. They 
are a useful revision tool and can also 
be used by your lecturer as assignments 
or practice examination questions. The 
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 learned 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 Tesco, Yo! Sushi!, Ryanair, 
Starbucks, Ritz-Carlton, McDonald’s, 
AXA Insurance and Disneyland Paris.

Guided Tour

Key Concepts
These are highlighted throughout the chap-
ter in bold, with page number references 
at the end of each chapter so they can be 
found quickly and easily. An ideal tool for 
last minute revision or to check service 
marketing defi nitions as you read.
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Technology to Enhance 
Learning and Teaching

Visit www.mcgraw-hill.co.uk/textbooks/wilson

Lecturer support – Helping you to help your students
The Online Learning Centre also offers lecturers adopting this book a range of resources designed to offer:

● Faster course preparation – time-saving support for your module
● High-calibre content to support your students – resources written by your academic peers, who 

understand your need for rigorous and reliable content
● Flexibility – edit, adapt or repurpose; test in EZ Test or your department’s Course Management 

System. The choice is yours.

The materials created specifi cally for lecturers adopting this textbook include:

● Lecturer’s Manual to support your module preparation, with case notes, guide answers, teaching 
tips and more 

● PowerPoint presentations to use in lecture presentations
● Image library of artwork from the textbook
● Solutions manual providing answers to the problems in the textbook
● Case Notes with guide answers to case questions, written to help support your students in under-

standing and analysing the cases in the textbook

To request your password to access these resources, contact your McGraw-Hill representative or visit 
www.mcgraw-hill.co.uk/textbooks/wilson

● Self-test questions to prepare you for mid-
term tests and exams

● Glossary of key terms to revise core concepts
● Web links to online sources of information to 

help you prepare for class

Students – Helping you to Connect, Learn and Succeed
We understand that studying for your module is not just about reading this textbook. It’s also about 
researching online, revising key terms, preparing for assignments, and passing the exam. The website 
above provides you with a number of FREE resources to help you succeed on your module, including:
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Let us help make our content your solution
At McGraw-Hill Education our aim is to help lecturers to find the most suitable content for 
their needs delivered to their students in the most appropriate way. Our custom publish-
ing solutions offer the ideal combination of content delivered in the way which best suits 
lecturer and students.

Our custom publishing programme offers lecturers the opportunity to select just the 
chapters or sections of material they wish to deliver to their students from a database 
called CREATE™ at

www.mcgrawhillcreate.co.uk

CREATE™ contains over two million pages of content from:

● textbooks
● professional books
● case books – Harvard Articles, Insead, Ivey, Darden, Thunderbird and BusinessWeek
● Taking Sides – debate materials

Across the following imprints:

● McGraw-Hill Education
● Open University Press
● Harvard Business Publishing
● US and European material

There is also the option to include additional material authored by lecturers in the custom 
product – this does not necessarily have to be in English.

We will take care of everything from start to finish in the process of developing and deliv-
ering a custom product to ensure that lecturers and students receive exactly the material 
needed in the most suitable way.

With a Custom Publishing Solution, students enjoy the best selection of material deemed 
to be the most suitable for learning everything they need for their courses – something of 
real value to support their learning. Teachers are able to use exactly the material they 
want, in the way they want, to support their teaching on the course.

Please contact your local McGraw-Hill representative with any questions or alternatively 
contact Warren Eels e: warren_eels@mcgraw-hill.com.
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Make the Grade
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