BASIC APPROACH

Services Marketing 3e is suitable for both undergraduate and
graduate level courses in services marketing. The new edition of
this combination text/ reader/ casebook explores the concepts
and techniques of services marketing, and combines conceptual
rigour with real world examples and practical applications. A
broad range of service categories in Australia, New Zealand,
Asia, the Pacific, and the rest of the world are thoroughly
investigated.

NEW TO THIS EDITION

The impact of Information Technology on services
marketing has been integrated into the relevant chapters.
Chapter 5, Handling customer complaints (previously
chapter 8), has been moved to reflect its importance to

the process of understanding the customer and managing
relationships.

Chapter 6, Managing customer relationships, has been
revised and updated to reflect current trends and literature in
this important area. There is more specific focus on issues
such as relationship marketing to take account of current
research.

Chapter 7, Target market definition, understanding and
positioning, has been substantially rewritten. The content
has been streamlined so that it is more directly relevant to
the specifics of services marketing. Many more Australian
and Asian examples have been included.

Chapter 10, Understanding costs and developing pricing
strategy, has been revised and updated. It now contains
material on Yield Management.

Chapter 12, Communicating and promoting services, has
been updated and refocused both conceptually and in terms
of the examples used. There are now many more Australian
and Asian examples included in the chapter.

There is increased coverage of service scape in chapter 9,
Service delivery and service scape strategies.

There is more emphasis on B2B in this new edition, with
more B2B examples throughout the text.

Coverage of Emotional Labour, not-for-profit marketing and
NGO’s, professional services marketing, and ethics has
been included in this edition.
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PEDAGOGICAL FEATURES

Each chapter contains:

Learning Objectives

NEW! Services Marketing Highlight. Sets the scene for

each chapter with a concise and engaging example

Examples: New examples throughout, from Australia, Asia,

the Pacific and New Zealand, illustrate key points

Photographs and advertisements of selected services

highlighting practical applications are included

A Conclusion for each chapter relates concepts to the

learning objectives at the start of the chapter

NEW! Mini-cases and questions. Each chapter closes with

a short case (quarter page) which encourages the student to
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