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INTEGRATED  SERVICES 
MARKETING  COMMUNICATIONS 

(Chapter 14)



Objectives for Chapter 14:  
Integrated Services  Marketing 

Communications

• Introduce the concept of Integrated Services  Marketing 
Communication

• Discuss the key reasons for service communication  problems
• Present four key ways to integrate marketing  

communication in service organizations
• Present specific strategies for managing promises,  managing 

customer expectations, educating  customers, and managing 
internal communications

• Provide perspective on the popular service objective  of exceeding 
customer expectations
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CS = P - E
CS=Customer Satisfaction

P = Performance
E = Expectations









• The definition of “underpromise and overdeliver” is a strategy 
in which product or service providers aim for superior 
customer service by doing more than they originally said they 
would do.
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Source: Parts of model adapted from work by Christian Gronroos and Phillip Kotler
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Approaches for Managing  
Internal Marketing Communications
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• Textbook: Zeithaml, Valarie, Mary Jo Bitner, and Dwayne Gremler 
(2013), Services Marketing 6th International Edition, Irwin/McGraw-
Hill Publishing.  (Other  editions will also work,but you are responsible 
to compare your edition to the 6th - because the syllabus was written 
for the 6th edition.)

• Printed cases will be provided each week and also will be posted on 
the Module Intranet page prior to seminars.
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