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Physical rate fences, 204
Place. See Location
Podcasting, 179
Poka-yoke technique, 226
Policy gap, 411, 412
Positioning strategy
analysis as diaghostic tool, 67
changing, 73-74
of child care centers, 58

Giordano (case), 511-522

innovation as, 74
market segmentation for, 66—67

positioning maps for, 69-70

service attributes and levels, 65-66
Possession processing services, 19-20, 129

flowcharting, 216-218

globalization drivers’ impact on, 127

productivity measurement of, 425

Post-encounter stage of service consumption, 36
PR. See Public relations
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ase), 636649

onship management (CRM)

marketing strategies, 348, 355
membership, 353-354

Remote transactions, 114

Renting, 14-15. See also Automobile industry
Repair services, 114
Reservations system

airline, 198-199

hotel, 199

inventory demand through, 262-266
overbooking, 154
restaurant, 116, 201

Restaurants
ambiance of, 69
blueprinting experience in, 220-225
changing product elements in, 254
choosing, 63

fast-food, 44, 92, 102, 274
reservations system, 116, 201
service environment design of, 289
supplementary service innovations of, 101
theatrical metaphor for, 44
waiting in, 260
Return on quality (ROQ), 423424
Revenue management
airline industry, 146, 149

capacity versus demand, 145, 149
defined, 145-146

fairness of, 152—154

gondola (case), 591-594

hotel industry (case), 69-70, 608
marketing benefits of, 400

price customization for, 147

price elasticity and, 147
software, 147

Rewards, 312, 362
Risk, 3941, 383
Role

conflict, 300

modeling, 4564457, 297
theory, 48

Root cause analysis, 420421
ROQ. See Return on quality

Rulebreaker jaycustomers, 394-395
Russell Model of Affect, 277

S

Sabotage, service, 303
Satekeeping, 90
Sales. See also Selling

offices, global, 111
promotions, 173-174

Satisfaction. See Customer satisfaction
Save teams, 368
Scent, 282-284
Scripts, 48-50, 220
Search
attributes, 38

costs, 142, 144
non-, of intangibles, 167

Search engine advertising, 176-177

Search engine optimization (SEO), 177
Seasonal cycles,.252, 253. See also Peak periods
Self-billing, 89

Self-service technologies. See SSTs

Selling
cross-, 299, 359

organizational conflict source of, 299-300
personal, 174
up=r 1621259

Sensory branding, 283

of airline industry, 94

alternate channels for, 178-179
alternatives to meal, 102

cell phones as, 114

core versus supplementary services, 22
of dental industry, 281

documenting sequence of, 84-85
encounter stage of, 44-50

fail points, 226, 227

gaps in, 411

Internet reshaping, 22

as service concept design component, 81-83
theater metaphor for, 4748

time and,22

visibility of, 47

Service employees

as boundary spanners, 299
competitive advantage from, 297-298
complaint handling guidelines for, 393
conflict sources for, 299-300
cross-training, 266

customer loyalty caused by,297-293
customers as partial, 233-236
empowerment of, 310-311
energizing strategies for, 288

failure cycle of, 303

firing (cdse), 139

good, innate qualities of, 409

hiring, 307

hospitality, 89-90

involvement levels of, 466
motivation of, 314

- organizational culture focused on, 310

performance measurement of, 64, 304
promotion and education, 23

role theory of, 48, 50

scripts, 48-51

service environment response of, 286
SSTs and, 237

for productivity improvement, 426
target identified as, 62

team building, 227

training,309-310

Service encounters

facilitating, 85

organizational pyramid of, 318
sequential, study of, 229

stage of service consumption, 36-37

Service environment

ambient conditions of,279-286
customer expectations of, 287
customer responses to, 275-279
design of, 286287, 287
dimensions of, 279-286

guiding tools for, 289-291

health care industry, 191, 205
hotel industry, 199

integrative framework of, 278-27%
psychology, 278

purpose of, 271-275

service employées’ response to, 286

Service processes

blueprinting, 218-225
categories of, 100-101
flowcharting, 215-218
innovation, 100-101
redesign, 102
reengineering, 102

of SS5Ts, 236

Service products

branding strategy for,

customer service v.,
defined,
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Service quality. See also Feedback
Acellion guarantee for (case), 621-623
analysis tools, 420—424
biometrics for,
correcting,
customers as inspectors of, 360—362

of dentistry (case), 490

dimensions of, 409—410

gaps in, 413—414

improvement, 426—428

as loyalty prerequisite, 150

measuring, 419—420

price v., 203—204 _

productivity improvement impact on, 427
productivity strategies integrated with, 427
return on, 423

service process redesign improving, 102
in travel industry, 524

Service quality index (SQI), 419—420

Service recovery. See also Failure; Feedback
in airline industry, 199
in automobile industry, 471
compensation for, 154
components, 126
defined, 382—383
effective, 382—385
guarantees for, 388—393
in hotel industry, 384
loyalty after, 383
mistakes, common, 384
paradox,383—384
planning, 386
principles of, 384—388
procedure implementation for, 371—372
quality problems as, correcting, 411—414
surveys, 4856—486, 556

Services
attributes, 38
blueprinting. See Blueprinting
concepts, 102

defined, 15
delivery system. See Service delivery system

goods v., 15
guarantees,388—393
historical view of, 10—14
marketing challenges of, 20—21
prepurchase evaluation of, 3/—44
profit chain, 441—443
sabotage, 304
science of, 8
supplementary. See Supplementary services
switching, 145
tiering, 94—95
Servicescape,.25, 273—274, See also Service environment
Servuction system, 66—67
7 Ps of marketing, 20—21

Shareholder value, 442—443

Shoplifting, 394

Shopping
airports as malls for,
Internet, 119, 143
ministores for, 115—116
mystery, 417—418

one-stop, 362
robots, 143

Signs, 285-286

Simplicity, 514

Simulation models, 266
Single waiting lines, 255, 256
Ski resorts, 116, 246. 266
Social bonds, 365

Social networks, 180
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vice quality
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lent cards

for, 236

09

621-623

service science, 8
software, 125, 334, 94-95
support, 113, 433

voice-recognition, 119-428
Web 2.0, 179

Telecommunication. See also Cell phones
automated service by, 114, 236
customer training for, 180-181
fees, 151-152

queuing theory in, 256
service complaints (case),488
as SST failure alternative, 239

Telemarketing, 174, 184
Testimonials, 175
Tests, personality, 308
Text messaging, 173
Theatrical perspective, 48.
See also Movie-going

Theme parks, 84, 271
Thief jaycustomer, 394
Tiering

customer,358

service product, 94-95
Time. See also Waiting

costs, 142

of distribution, 145

documenting delivery sequence, 83-84
modifying, for demand management, 253
performance measurement by, 64, 302
place (location) and, 22, 115-117

service delivery system and, 4

TiVo, 179 ;
Tokens, 158
Tolerance zone, 43
Total market surveys, 415417
Total Quality Management (TQM), 434
Total user costs, 144
Tourism

gondolas (case), 591-594

ski resorts, 246,
TQM, Total Quality Management
Trade

barriers, 129-131

globalization’s influence on, 127
Trademarks, 539
Trade shows, 174 f

Training
Cross-, 266 :
customer, 166, 178, 180-181
customer service, 449
for jaycustomer handling, 395, 397
organizational culture, 310
Transactional marketing, 350-352

Iransactional surveys, 415-417
Transactions, remote, 114 ‘
Iranscendent quality perspective, 409
Transformational leadership, 317, 457
Transnational strategies, 124-131
Iravel agents, 524, 121

Travel ind ustry, 10, 524. See also Airline industry;

Hotel industry
Trust, 589 .
Turnaround, 450
24/7 service, 117, 529 |

Two-bosses dilemma, 300

U :
Unions, labor, 317

University degree programs, 101
I Th-ecollinae 14Q 2RO

V

Value
communication content adding, 166
creation, 15
of customer loyalty, 348
durable v. nonownership, 15
information adding, 129

instilling organizational culture and climate, 456457

leadership driven by, 456457

net, 141

net present, 351

nets, 232

perception of, managing, 141

pricing based on, 447

productivity improvement impact on, 427
proposition, 273-274

of referrals, 351

of rewards, 170

service environment purpose of, 279-286
service quality perspective based on, 409

shareholder, 442443

tangible/intangible elements adding, 15-16

Vandal jaycustomers, 397-398
Variable costs, 139

Video advertising, 172

Viral marketing, 659

Virtual waits, 259-260

Virtual worlds, 180

Visibility, advertising, 171-172
Visual awakening, 73
Visualization, 168

Vivid information, 168

Voice-recognition technology, 119, 428
Vouchers, 158, 203 fr &

w ! b
Waiting ‘ ‘
perceptions of, minimizing, 260-262 =
psychology of, 260262
queuing and, 255-260
in restaurants, 260
as universal phenomenon, 255-256

virtual, 259-260
Wait list, 258
Walking cost, 614
Weather, 217
Web 2.0, 179

Web sites
airline reservation, 464

blog, 183
social networking, 183
stickiness of, 175

TLContact: CarePages Service (case), 653-665

Wheel of loyalty, 354-362
Word of mouth (WOM), 181-183

Y

Yield, 263-264

Yield management. See Revenue management

Z

Zero defections, 348
Zones, 360, 43
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