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Interactive Services Marketing covers the essentials of services marketing--with particular
emphasis on the theater model and the impact of technology. The text features a dynamic
approach to human interactions--both in face-to-face communication and in connections
through technology. The Third Edition focuses on interactions in service environments. The
concise text is fully supported by a robust web site, enabling instructors to reinforce the
emphasis on technology and allowing students to interact with both the printed text and online
material. Pedagogical tools include chapter-opening vignettes, margin notes, end-of-chapter
summaries and conclusions, exercises, and Internet activities. Available with InfoTrac Student
Collections http://gocengage.com/infotrac. Important Notice: Media content referenced within
the product description or the product text may not be available in the ebook version.
"This book examines current, state-of-the-art research in the area of service sectors and their
interactions, linkages, applications, and support using information systems"--Provided by
publisher.
How to Manage Market For Sustainable Profit and Growth This concise book is an attempt to
answer this question by urging the business professionals to see and carry out the entire
business from the perspective of customers. The book provides step by step directions to
business professionals how to find out the unmet or under-met jobs of customers; how to
choose the market of interest and specific groups of customers for doing business with; how to
create and deliver winning customer value proposition for these customers through innovation
and suitable business models; how to navigate the business through product development,
branding, sales, and distribution, under different kinds of market complexities including
commoditization and globalization of markets, and provide seamless experience to the
customers.. The book ends with recommending ways to manage customer loyalty and
profitability, and steering the firm to the path of sustained profitable growth.
At the top of a company, sales do not matter, profits do not matter, even return on investment
is a secondary concern. What matters is share price and what drives share price is the creation
of shareholder value. Many marketing directors, obsessed with branding and other promotional
tactics, miss this fundamental truth of modern business and so destroy the wealth of their
company's ultimate owners. By failing to consider and manage the business risk associated
with their strategies, they deliver returns below the cost of capital and neglect the firm's raison
d'etre. The board needs a way of holding these marketers to account. Marketing Due Diligence
is a new process which has emerged from years of research at Cranfield, one of Europe's
leading business schools. It blends proven ideas from strategic and financial management with
new concepts about organisational effectiveness to create a process that directly connects
marketing strategy to shareholder value. CEOs and CFOs cannot afford to operate without
Marketing Due Diligence. Bad marketing directors cannot afford to work with it. * Top level
Cranfield based author team utilising latest Cranfield in-company research * Connects
marketing plans and investment to the valuation of the firm and how it can contribute to
increasing stakeholder value * Systematic and practical approach so that it can be used by
both practitioners and students
Small and medium-sized enterprises (SMEs) dominate the market in terms of sheer number of
organizations. Their role in the business world is difficult to overstate. Despite this, there is a
high failure rate among smaller organizations, which can be explained to a significant degree
by a lack of marketing understanding in this sector. Introducing the importance of marketing to
entrepreneurial firms this book guides the student through the fundamentals of marketing
within the SME context, providing a more value-added learning experience than your standard
marketing run-through. The authors deal directly with "people issues" (i.e. everyday
entrepreneurial marketing interactions) to prepare students for the "dragon’s den" of
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entrepreneurialism. This new and lively textbook provides a fresh and unfettered approach for
marketing students who require a more real-world understanding of the impact of their
discipline on entrepreneurial firms. The growing student body involved with studying
entrepreneurship will also benefit from the customer insight offered by this approach.
The fundamentals of services marketing presented in a strategic marketing framework.
Organized around a strategic marketing framework Services Marketing guides readers into the
consumer and competitive environments in services marketing. The marketing framework has
been restructured for this edition to reflect what is happening in services marketing today.
Marketing in Travel and Tourism aims to guide and support readers through the complexities of
tourism marketing in the 21st Century. It sets out clear explanations of marketing principles
and concepts adapted from mainstream services marketing, and goes on to illustrate the range
of applications currently practised in the modern visitor economy. Now in its fourth edition, and
reprinted almost every year since 1988, each chapter of the book has been updated to include
current evaluations of all the key developments in marketing, especially consumer centric
marketing and the now focal role of the Internet in the marketing mix. The chapters on
communicating with cutomers have been extensively rewritten to take account of e-marketing
and related marketing developments in tourism that are pulled together in a forward looking
Epilogue. This fully revised edition includes: full colour interior with pedagogic features such as
discussion questions and exercises to encourage further exploration of key areas new material
on the role of e-marketing, motivations and consumer behaviour five in-depth international
case studies, including Tourism New Zealand and Agra Indian World Heritage Site, along with
17 mini cases to contextualise learning a companion website:
www.elsevierdirect.com/9780750686938, packed with extra resources such as Power Point
slides and interactive multiple choice questions to aid teaching and learningMarketing in Travel
and Tourism provides a truly international and comprehensive guide to marketing in the global
travel industry, an indispensible text for all students and lecturers.

Features coverage of the service systems lifecycle, including service marketing,
engineering, delivery, quality control, management, and sustainment Featuring
an innovative and holistic approach, Service Science: The Foundations of
Service Engineering and Management provides a new perspective of service
research and practice. The book presents a practical approach to the service
systems lifecycle framework, which aids in understanding and capturing market
trends; analyzing the design and engineering of service products and delivery
networks; executing service operations; and controlling and managing the service
lifecycles for competitive advantage. Utilizing a combined theoretical and
practical approach to discuss service science, Service Science: The Foundations
of Service Engineering and Management features: Case studies to illustrate how
the presented theories and design principles are applied in practice to the
definitions of fundamental service laws, including service interaction and sociotechnical natures Computational thinking and system modeling such as
abstraction, digitalization, holistic perspectives, and analytics Plentiful examples
of service organizations such as education services, global project management
networks, and express delivery services An interdisciplinary emphasis that
includes integrated approaches from the fields of mathematics, engineering,
industrial engineering, business, operations research, and management science
A detailed analysis of the key concepts and body of knowledge for readers to
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master the foundations of service management Service Science: The
Foundations of Service Engineering and Management is an ideal reference for
practitioners in the contemporary service engineering and management field as
well as researchers in applied mathematics, statistics, business/management
science, operations research, industrial engineering, and economics. The book is
also appropriate as a text for upper-undergraduate and graduate-level courses in
industrial engineering, operations research, and management science as well as
MBA students studying service management.
While most books on marketing and services are readable, very few take the
student's viewpoint and set out to answer the question Is it understandable? in
the affirmative. This book and its pedagogy has been designed precisely with this
in mind:v Design: The book has a consistency of design that is innovative, with
aesthetic appeals. v Opening and Closing Cases: Every chapter begins and ends
with a case. The cases introduce the primary theme and issues discussed in the
chapter and closes with analytical tasks for the students. The cases are original,
pertaining to Indian situations, companies and protagonists, helping the Indian
students to connect.v Objectives: Every chapter has clear learning expectations,
get a glimpse of the chapter context and their respective importance. v End-ofchapter Questions: The questions are many and have been designed carefully to
enhance learning for the students. There are elements of research, project work,
and academic exercises in them.v Illustrations: The book is generous with
pleasing and informative charts, tables and diagrams.v Glossary: The Appendix
at the end of the book contains a glossary of services and marketing
terminologies. v Marketing models: In addition to the text, the appendix also
contains major marketing models mentioned in the text, which are frequently
used by the marketers.v How to do cases: The Appendix also contains an useful
section for all students a template for case discussion and analysis.There are
four parts in the book. Part I takes an overview look at the major differences
between services and goods and their characteristics, classifications and
different models. It methodically analyses the section on the local, domestic and
international conditions and environment factors that have affected services. It
also examines the importance of Relationship Marketing in services. Part II
examines in-depth the marketing of services. It looks sweepingly and with depth
at marketing planning and strategy, service buying behaviour, knowledge
management and marketing research in services, and the seven marketing mix
variables for services. Part III is about the assessment of service delivery and
customer relationship management. Part IV deals exclusively with
comprehensive service cases. The cases are in addition to the opening and
closing cases. The book lucidly explains the basic concepts of services and
marketing and fills a long-standing need of the students for a book on both
services and marketing.
The second edition of Services Marketing: Text and Cases takes a leap forward
to develop a strategic perspective to the service marketing framework. This
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edition begins with an initiation into the field of services and then develops an
appreciation of the service marketing system and includes five additional
chapters. The focus is then directed at service strategy and the creation of
sustainable differentiation. The book finally discusses the management of
operational issues such as quality, demand matching, recovery and
empowerment.
This is a comprehensive, practical and theoretical guide to the latest thinking in
the foundations of services. The authors present contributions from the world''s
leading experts on services marketing and management.'
Published in 1998. The airline Industry has always been dynamic, innovative and
challenging. While the dynamism has in the past tended to arise on the
production side, a torrent of change on the commercial side is being unleashed
by regularity liberalization. The magnitude and rate of change are also greater
than anything previously encountered in the industry. This work is concerned with
two distinct yet related transitions. The first is general, potentially affecting the
strategic management of all types of company-notably, but not exclusively, in
North America, Europe, Latin America, and parts of Asia. It is a transition to a
new paradigm of strategic management in the growing number of airlines which
participate in liberalized and increasingly competitive markets.
Marketing is crucial in any industry: for service based organisations it's absolutely
critical. This textbook looks at the issues, models and theories behind services
marketing. It is supported by a range of substantial international case studies and
offers an insight into the operation of many different service industries.
Make it easy for students to understand: Clear, Simple Language and Visual
Learning Aids The authors use simple English and short sentences to help
students grasp concepts more easily and quickly. The text consists of full-colored
learning cues, graphics, and diagrams to capture student attention and help them
visualize concepts. Know Your ESM presents quick review questions designed to
help students consolidate their understanding of key chapter concepts. Make it
easy for students to relate: Cases and Examples written with a Global Outlook
The first edition global outlook is retained by having an even spread of familiar
cases and examples from the world’s major regions: 40% from American, 30%
from Asia and 30% from Europe. Help students see how various concepts fit into
the big picture: Revised Framework An improved framework characterized by
stronger chapter integration as well as tighter presentation and structure. Help
instructors to prepare for lessons: Enhanced Instructor Supplements Instructor’s
Manual: Contain additional individual and group class activities. It also contains
chapter-by-chapter teaching suggestions. Powerpoint Slides: Slides will feature
example-based teaching using many examples and step-by-step application
cases to teach and illustrate chapter concepts. Test Bank: Updated Test Bank
that is Test Gen compatible. Video Bank: Corporate videos and advertisements
help link concept to application. Videos will also come with teaching notes and/or
a list of questions for students to answer. Case Bank: Cases can be in PDF
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format available for download as an Instructor Resource.
Services Marketing: People, Technology, Strategy is the ninth edition of the globally
leading textbook for Services Marketing by Jochen Wirtz and Christopher Lovelock,
extensively updated to feature the latest academic research, industry trends, and
technology, social media, and case examples.This book takes on a strong managerial
approach presented through a coherent and progressive pedagogical framework rooted
in solid academic research. It features cases and examples from all over the world and
is suitable for students who want to gain a wider managerial view.Supplementary
Material Resources:Resources are available to instructors who adopt this textbook for
their courses. These include: (1) Instructor's Manual, (2) Case Teaching Notes, (3)
PowerPoint deck, and (4) Test Bank. Please contact sales@wspc.com.Key Features:
European economies are now dominated by services, and virtually all companies view
service as critical to retaining their customers today and in the future. In its third
European edition, Services Marketing: Integrating Customer Focus across the Firm
provides full coverage of the foundations of services marketing, placing the distinctive
gaps model at the center of this approach. Drawing on the most recent research and
using up-to-date and topical examples, the book focuses on the development of
customer relationships through quality service, out lining the core concepts and theories
in services marketing today. New and updated material in this new edition include: · New content on the role of digital marketing and social media has been added
throughout to reflect the latest developments in this dynamic field · - Increased
coverage of Service dominant logic regarding the creation of value and the
understanding of customer relationships · - New examples and case studies added
from global and innovative companies including AirBnB, IKEA, Disneyland, Scandinavia
Airlines, and Skyscanner
Marketing Planning for Services is the answer to the challenge of creating marketing
plans that produce significantly improved bottom-line results. It is written in a pragmatic,
action-orientated style and each chapter has examples of marketing planning in
practice. The authors highlight key misunderstandings about marketing and the nature
of services and relationship marketing. The marketer is taken step-by-step through the
key phases of the marketing planning process and alerted to the barriers that can
prevent a service organisation being successful in introducing marketing planning.
Practical frameworks and techniques are suggested for undertaking the marketing
planning process and implementing the principles covered. The world renowned
authors also tackle key organisational aspects relating to marketing planning which can
have a profound impact on its ultimate effectiveness. These include: marketing
intelligence systems; market research; organisation development stages; marketing
orientation. Marketing Planning for Services is for marketers in the service sector and
students of marketing.
Quality issues are occupying an increasingly prominent position in today's global
business market, with firms seeking to compete on an international level on both price
and quality. Consumers are demanding higher quality standards from manufacturers
and service providers, while virtually all industrialized nations have instituted quality
programs to help indigenous corporations. A proliferation in nation-wide and regional
quality awards such as the Baldridge award and certification to ISO 9000 series are
making corporations world-wide quality-conscious and eager to implement programs of
Page 5/10

Read PDF Services Marketing Lovelock Chapter 1 Ppt File Type
continuous improvement. To achieve competitiveness, quality practice is a necessity
and this book offers an exposition of how quality can be attained. The Handbook of
Total Quality Management: Explores in separate chapters new topics such as reengineering, concurrent engineering, ISO standards, QFD, the Internet, the
environment, advanced manufacturing technology and benchmarking Discusses the
views of leading quality practitioners such as Derning, Juran, Ishikawa, Crosby and
Taguchi throughout the book Considers important strategies for quality improvement,
including initiation and performance evaluation through auditing, re-engineering, and
process and design innovations. With contributions from 47 authors in 13 different
countries, the Handbook of Total Quality Management is invaluable as a reference
guide for anyone involved with quality management and deployment, including
consultants, practitioners and engineers in the professional sector, and students and
lecturers of information systems, management and industrial engineering.
Marketing in Travel and Tourism aims to guide and support readers through the
complexities of tourism marketing in the 21st C. It sets out clear explanations of
marketing principles and concepts adapted from mainstream services marketing, and
goes on to illustrate the range of applications currently practised in the modern visitor
economy. Now in its fourth edition, and reprinted almost every year since 1988, each
chapter of the book has been updated to include current evaluations of all the key
developments in marketing, especially consumer centric marketing and the now focal
role of the Internet in the marketing mix. The chapters on communicating with cutomers
have been extensively rewritten to take account of e-marketing and related marketing
developments in tourism that are pulled together in a forward looking Epilogue. This
fully revised edition includes: Full colour interior with pedagogic features such as
discussion questions and exercises to encourage further exploration of key areas New
material on the role of e-marketing, motivations and consumer behaviour Five in-depth
international case studies, including Tourism New Zealand and Agra Indian World
Heritage Site, along with 17 mini cases to contextualise learning A companion website:
www.elsevierdirect.com/9780750686938, packed with extra resources such as Power
Point slides and interactive multiple choice questions to aid teaching and learning
Marketing in Travel and Tourism provides a truly international and comprehensive
guide to marketing in the global travel industry, an indispensible text for all students and
lecturers. Victor T.C. Middleton, Independent Management Consultant; Visiting
Professor, Oxford Brookes Univeristy and University of Central Lancashire, UK Alan
Fyall, Reader in Tourism Management in the International Centre for Tourism &
Hospitality Research and Deputy Dean Research and Enterprise in the School of
Services Management, Bournmouth University, UK. Mike Morgan, Senior lecturer in
Leisure and Tourism Marketing and program leader for MA European Tourism
Management, Bournmouth University, UK. With Ashok Ranchhod, BSc, MBA, PHd.,
Faculty Research Professor, Southampton Business School, UK, FCIM, Senior
Examiner for the Strategic Marketing in Practice module and Visiting Professor at
Napier University, Southampton University, University of Angers (France) and MICA
(India). Full colour interior with pedagogic features such as discussion questions and
exercises to encourage further exploration of key areas New material on the role of emarketing, motivations and consumer behaviour Five in-depth international case
studies, including Tourism New Zealand and Agra Indian World Heritage Site, along
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with 17 mini cases to contextualise learning A companion website:
www.elsevierdirect.com/9780750686938, packed with extra resources such as Power
Point slides and interactive multiple choice questions to aid teaching and learning
Combining conceptual rigor with real-world and practical applications, this combination
text/reader/casebook explores both concepts and techniques of marketing for a broad
range of service categories and industries.
In services marketing, it is important to understand why customers behave the way they
do. How do they make decisions about buying and using a service? What determines
their satisfaction with it after consumption? Without this understanding, no firm can
hope to create and deliver services that will result in satisfied customers who will buy
again. Understanding Service Consumers is the first volume in the Winning in Service
Markets Series by services marketing expert Jochen Wirtz. Scientifically grounded,
accessible and practical, the Winning in Service Markets Series bridges the gap
between cutting-edge academic research and industry practitioners, and features best
practices and latest trends on services marketing and management from around the
world.
The Marketing Book is everything you need to know but were afraid to ask about
marketing. Divided into 25 chapters, each written by an expert in their field, it's a crash
course in marketing theory and practice. From planning, strategy and research through
to getting the marketing mix right, branding, promotions and even marketing for small to
medium enterprises. This classic reference from renowned professors Michael Baker
and Susan Hart was designed for student use, especially for professionals taking their
CIM qualifications. Nevertheless, it is also invaluable for practitioners due to its modular
approach. Each chapter is set out in a clean and concise way with plenty of diagrams
and examples, so that you don't have to dig for the information you need. Much of this
long-awaited seventh edition contains brand new chapters and a new selection of
experts to bring you bang up to date with the latest in marketing thought. Also included
are brand new content in direct, data and digital marketing, and social marketing. If
you're a marketing student or practitioner with a question, this book should be the first
place you look.
"Services Marketing is well known for its authoritative presentation and strong instructor
support. The new 6th edition continues to deliver on this promise. Contemporary
Services Marketing concepts and techniques are presented in an Australian and AsiaPacific context. In this edition, the very latest ideas in the subject are brought to life with
new and updated case studies covering the competitive world of services marketing.
New design features and a greater focus on Learning Objectives in each chapter make
this an even better guide to Services Marketing for students. The strategic marketing
framework gives instructors maximum flexibility in teaching. Suits undergraduate and
graduate-level courses in Services Marketing."
Services Marketing and Management provides an in-depth consideration of how
services are conceptualized, designed and managed, creating the basis for a clear
understanding of the multi-dimensional aspects of services. Unlike many textbooks on
services marketing this book puts services management and delivery in context. Firstly,
it explores the effect of organizational structures, management styles, internal
marketing and management competencies on service management decision making
and implementation. Secondly, Services Marketing and Management considers
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detailed examples of not-for-profit and for-profit service organizations and service
delivery. Finally, this text addresses contemporary issues for services managers and
speculates on some of the challenges for the future of services marketing. This
textbook is designed for postgraduate and MBA students of services management and
services marketing courses as well as undergraduates.
Managing Organizations for Sport and Physical Activity, fourth edition, presents a clear
and concise treatment of managing organizations in sport and physical activity. The
four functions of management--planning, organizing, leading, and evaluating--provide a
general framework that represents the simplest and best approach for introducing
readers to the intricacies of management. For each management function, Chelladurai
presents relevant theories and their practical applications, citing those theoretical
models that are most appropriate to the unique aspects of the sports industry. He uses
the open systems perspective, placing organizations in the context of their environment
and emphasizing the manager's role in adapting and reacting to changes in that
environment. To apply theory to sport management practices, Chelladurai provides
numerous examples from the fields of physical activity and sport, including professional
sports, intercollegiate athletics, health and sports clubs, and recreation/fitness
programs. New to the Fourth Edition A chapter on service quality, which describes the
notion of quality in sport management services--from the local fitness center to the pro
sport arena. It also discusses the measurement of service quality and the gaps in
translating customer expectations into the desired service. A new feature providing "An
Expert's View," which offers additional perspectives on relevant topics contributed by
scholars who research and publish in a specific area. New sidebars on current topics
relevant to the field of sport management; some examples include US Track and Field's
SMART goal setting as well as genes and technology of leadership. Pedagogical Aids
Developing Your Perspective. Thought-provoking questions ask learners to apply
theoretical information to contexts relevant to them from their current experiences or in
their future careers. Managing Your Learning. Key points from each chapter enhance
comprehension. Strategic Concepts. Key terms lists provide for a shared vocabulary in
discussing the major concepts of management. In Brief. Short summaries of the
important points in a section help crystallize concepts. To Recap. Brief boxes revisit key
concepts discussed earlier in the book. Extensive references to journals, scholarly
texts, and relevant websites.
Successful businesses recognize that the development of strong customer relationships
through quality service (and services) as well as implementing service strategies for
competitive advantage are key to their success. In its fourth European edition, Services
Marketing: Integrating Customer Focus across the Firm provides full coverage of the
foundations of services marketing, placing the distinctive Gaps model at the center of
this approach. The new edition draws on the most recent research, and using up-todate
and topical examples, the book focuses on the development of customer relationships
through service, outlining the core concepts and theories in services marketing today.
New and updated material in this new edition includes: • New content related to human
resource strategies, including coverage of the role of robots and chatbots for delivering
customer-focused services. • New coverage on listening to customers through
research, big data, netnography and monitoring user-generated content. • Increased
technology, social media and digital coverage throughout the text, including the delivery
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of services using mobile and digital platforms, as well as through the Internet of Things.
• Brand new examples and case studies added from global and innovative companies
including Turkish Airlines, Volvo, EasyJet and McDonalds. Available with McGrawHill’s Connect®, the well-established online learning platform, which features our
award-winning adaptive reading experience as well as resources to help faculty and
institutions improve student outcomes and course delivery efficiency.
Essentials of Services Marketing, 3e, is meant for courses directed at undergraduate
and polytechnic students, especially those heading for a career in the service sector,
whether at the executive or management level. It delivers streamlined coverage of
services marketing topics with an exciting global outlook with visual learning aids and
clear language. It has been designed so that instructors can make selective use of
chapters and cases to teach courses of different lengths and formats in either services
marketing or services management.
Services Marketing is well known for its authoritative presentation and strong instructor
support. The new 6th edition continues to deliver on this promise. Contemporary
Services Marketing concepts and techniques are presented in an Australian and AsiaPacific context. In this edition, the very latest ideas in the subject are brought to life with
new and updated case studies covering the competitive world of services marketing.
New design features and a greater focus on Learning Objectives in each chapter make
this an even better guide to Services Marketing for students. The strategic marketing
framework gives instructors maximum flexibility in teaching. Suits undergraduate and
graduate-level courses in Services Marketing.

The Practice of Quality Management presents the results of eleven groundbreaking research projects in quality management. It is the first collection of
research papers by academics in this area. The projects are empirical studies on
total quality management that suggest new ways to think about quality. The
objective of the research found in this book is to develop theory and to assist
practice. Thus, this volume is of interest to both academic researchers and
practising managers. The chapters fall into four categories: `Performance',
`Understanding TQM', `Organizations', and `Using TQM'. All of the chapters show
that there are many different applications and research issues associated with
quality. The chapters on `Understanding TQM' suggest that it is possible to
develop and test theories of quality. The chapters on `Performance' demonstrate
that studies of the operational and financial effect of quality can yield positive
results. Many thinkers on quality consider that organizational impacts of quality
are the most important drivers of the quality process. The chapters on
`Organizations' present evidence on how quality programs affect human resource
management, and organizational structure. Finally, the chapters on `Using TQM'
present several studies of applications of quality management.
Services Marketing Management builds on the success of the previous editions,
formally entitled 'The Management and Marketing of Services', to provide an
easily digestible approach to the service industry with a specific focus on the
management and marketing elements. This new edition has been thoroughly
revamped to include pedagogical features such as exercises and mini cases
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throughout the text to consolidate learning and make it more student friendly.
New content has been incorporated to bring the subject matter thoroughly up to
date, for example featuring more on the Internet, the inclusion of material on call
centres in respect of service delivery and service encounter; additional material
on customer relationship management (CRM); consideration of frontline
employees and internal marketing; and a discussion of revenue management
issues in managing demand and capacity. Particularly suitable for students on
marketing, business and hospitality courses who require a good grounding in the
principles of services marketing, the practical implications are shown clearly and
effectively demonstrate how the principles are applied in the real world. A web
based lecturer resource accompanies the text.
Written from the perspective of the healthcare marketing professional, Health
Care Marketing: Tools and Techniques presents a series of 39 essential
marketing tools and demonstrates their application in the health care
environment.Ideal for undergraduate and graduate courses in health care
marketing or health care strategy, the tools cover a broad spectrum of topics
including product development and portfolio analysis; branding and identity
management; target marketing; consumer behavior and product promotions;
environmental analysis and competitive assessment; marketing management;
and marketing strategy and planning.Each chapter focuses on a specific
marketing tool and can be read as stand-alone presentation of the topic. Step-bystep guidelines take the reader through techniques that range from time-tested
marketing classics to new models that will undoubtedly become classics in time.
All service organizations face choices concerning the types of products to offer
and how to deliver them to customers. Designing a service product is a complex
task that requires an understanding of how the core and supplementary services
should be combined, sequenced, and delivered to create a value proposition that
meets the needs of target segments. Developing Service Products and Brands is
the third volume in the Winning in Service Markets Series by services marketing
expert Jochen Wirtz. Scientifically grounded, accessible and practical, the
Winning in Service Markets Series bridges the gap between cutting-edge
academic research and industry practitioners, and features best practices and
latest trends on services marketing and management from around the world.
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