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Service Failure

Do NothingTake Action
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Service Recovery Strategies
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Service  
Switching
Behavior

• High Price
• Price Increases
• Unfair Pricing
• Deceptive Pricing

Pricing

• Location/Hours
• Wait for Appointment
• Wait for Service

Inconvenience

• Uncaring
• Impolite
• Unresponsive
• Unknowledgeable

Core Service Failure
• Service Mistakes
• Billing Errors
• Service Catastrophe

Service Encounter Failures

• Negative Response
• No Response
• Reluctant Response

Response to Service Failure

• Customer Moved
• Provider Closed

Competition
• Found Better Service

Ethical Problems
• Cheat
• Hard Sell
• Unsafe
• Conflict of Interest

Involuntary Switching
Source: Sue Keaveney



Unconditional
 The guarantee should make its promise unconditionally -  

no strings attached.
Meaningful

 It should guarantee elements of the service that are  
important to the customer.

 The payout should cover fully the customer's  
dissatisfaction.

Easy to Understand and Communicate
 For customers - they need to understand what to expect.
 For employees - they need to understand what to do.

Easy to Invoke and Collect
 There should not be a lot of hoops or red tape in the way  

of accessing or collecting on the guarantee.

Source: Christopher W.L. Hart, “The Power of Unconditional Guarantees,” Harvard Business Review, July-August, 1988, pp. 54-62.



New Service Strategy Matrix  for 
Identifying Growth  Opportunities

Offerings

Existing  
Services

New  
Services

Markets

Current Customers New Customers

SHARE BUILDING

DIVERSIFICATION

MARKET  
DEVELOPMENT

SERVICE  
DEVELOPMENT



Service  
Mapping

• A tool for simultaneously depicting the service  process, the points 
of customer contact, and the  evidence of service from the 
customer’s point of  view.

• Process

Points of 
Contact

Evidence
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Step 1

Identify the  
process to  
be blue-  
printed.

Step 2

Identify the  
customer or  
customer  
segment.

Step 3

Map the  
process from  
the  
customer’s  
point of view.

Step 4

Map contact  
employee  
actions,  
onstage and  
back-stage.

Step 5

Link customer  
and contact  
person  
activities to  
needed  
support  
functions.

Step 6

Add  
evidence of  
service at  
each  
customer  
action step.



1. Identify Existing or Desired Service Encounter Sequence

2. Translate Customer Expectations Into Behaviors/Actions

4. Set Hard or Soft Standards

5. Develop Feedback  
Mechanisms

Measure by  
Audits or

Operating Data
Hard Soft

Measure by  
Transact ion-  
Based Surveys

3. Select Behaviors/Actions for Standards

6. Establish Measures and Target Levels

7. Track Measures Against Standards

8. Update Target Levels and Measures



• They are the service
• They are the firm in the customer’s eyes
• They are the brand.
• They are marketers.
• Importance is evident in

– The Services Marketing Mix (People)
– The Service-Profit Chain
– The Services Triangle





Internal Environment

External Environment
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Goal:  
Delivery  

greater than  
or equal to  
promises

Improve  
Customer  
Education

Manage  
Service  

Promises

Manage  
Customer  

Expectations

Manage  
Internal  

Marketing  
Communication



Goal:  
Delivery  

greater than  
or equal to  
promises

Offer  
Service  

Guarantees

Create  
Effective  
Services

Communications

MANAGING SERVICE PROMISES

Make
Realistic
Promises

Coordinate  
External  

Communication

Figure 15-4



Goal:  
Delivery  

greater than  
or equal to  
promises
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Approaches for Managing  
Internal Marketing Communications

Goal:  
Delivery  

greater than  
or equal to  
promises

Create Effective  
Vertical  

Communications

Create Effective  
Horizontal  

Communications

Align Back  
Office Personnel

w/ External Customers

Create  
Cross-Functional

Teams





























• 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.)

• Cases used throughout the semester from 
https://hbsp.harvard.edu/marketing/
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