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PREFACE

Dear Readers,
We are delighted to welcome you to the exciting realm of services marketing through this book, 
Services Marketing: Text and Cases. Crafted with you at its heart, this book seeks to blend theoretical 
foundations with practical insights, equipping you with the knowledge and skills to thrive academically 
and professionally.

The landscape of marketing has transformed dramatically in recent years, with economies 
increasingly driven by services. The unique characteristics of services—intangibility, variability, 
inseparability and perishability—present distinct challenges and opportunities that require a specialised 
approach. Our goal is to bridge the divide between theory and practice, offering a comprehensive 
perspective on this vibrant field.

Designed for a diverse audience, whether you are a business management student, an aspiring 
entrepreneur, or a professional eager to deepen your expertise, this book integrates real-world case 
studies, examples and interactive exercises. As you progress through the chapters, you will explore 
critical topics such as service quality gaps, customer relationship management, service blueprinting, 
customer delight: useful tips and the role of technology in enhancing service delivery. Each chapter is 
thoughtfully curated to solidify your understanding of core principles while sparking innovative ideas.

As authors, we hope this book serves not merely as a textbook but as a trusted companion on your 
learning journey. Marketing, at its core, is about creating value, fostering trust and nurturing lasting 
relationships—nowhere is this more evident than in the service industry, where the human element is 
paramount.

To make the most of this book, we encourage you to:
 1. Engage Actively: Dive into the case studies and tackle the problems presented to sharpen 

your analytical and decision-making abilities.
 2. Stay Curious: Supplement your reading with external resources like articles, videos and 

real-world examples to enrich your perspective.
 3. Collaborate: Share ideas and discuss concepts with peers to gain diverse insights.
 4. Think Beyond the Classroom: Apply what you learn to real-life scenarios, from observing 

customer service at a local café to analysing the strategies of global brands.
The world of services marketing is dynamic and ever-changing. Embrace adaptability, remain open 

to new ideas and commit to lifelong learning. Your journey with this book is just the beginning.
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We are eager to hear about your experiences and insights as you engage with this textbook. Your 
feedback is invaluable to us, both as authors and as fellow learners. Please feel free to share your 
thoughts through academic platforms or forums.

With warm regards and best wishes, we place this book in your hands, hoping it inspires you to 
excel in the fascinating world of services marketing and beyond.

Dr. S.L. Gupta 
Professor

Birla Institute of Technology (Deemed University)
Mesra, Ranchi, Noida Campus

Dr. Ritika S. Israney
Assistant Professor

Department of Commerce and Management
Bharatiya Vidya Bhavan College (an Institute of Eminence)

Guru Gobind Singh Indraprastha University, Delhi
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