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In the contemporary global economy, the transition from a goods-dominant logic to a service-dominant logic 

represents one of the most significant shifts in business strategy. As highlighted in the seminal work Services 

Marketing (2nd European Edition)by Alan M. Wilson, Valarie Zeithaml, and Mary Jo Bitner, services no longer

exist merely as an add-on to physical products. Instead, they constitute the primary engine of value creation in

advanced economies. This technical analysis explores the core methodologies, frameworks, and strategic

imperatives necessary to integrate a customer-focused approach across the firm, specifically tailored to the

nuances of the European market.

The Economic Imperative of Services Marketing

Modern advanced economies are overwhelmingly dominated by the service sector, often accounting for over 75% 

of Gross Domestic Product (GDP) in nations like the UK, Germany, and France. This dominance necessitates a 

specialized marketing approach that differs fundamentally from traditional product marketing. While product 

marketing focuses on tangible outcomes, services marketing manages intangible experiences, real-time

production-consumption cycles, and the inherent variability of human-delivered processes.

Manufacturing companies, traditionally focused on output, are increasingly adopting "servitization" strategies. This

involves integrating services into the product core to create sustainable competitive advantages. By shifting the

focus from selling a machine to selling the "uptime" or "output" of that machine, firms create longer-term, higher-

margin relationships with their clients.

Core Theoretical Framework: The Gaps Model of Service Quality

One of the foundational pillars of the Wilson and Zeithaml text is the Gaps Model of Service Quality. This

framework identifies five specific areas where service delivery can fail, leading to customer dissatisfaction.

Understanding and mathematically addressing these gaps is critical for any technical marketer.

1. The Listening Gap (Gap 1)

This gap represents the difference between customer expectations and management's perception of those 

expectations. It often arises from a lack of marketing research, inadequate upward communication, or a lack of 

relationship focus. To close this gap, firms must implement robust Customer Relationship Management (CRM) 

systems and qualitative research methods like Critical Incident Techniques (CIT) .

2. The Service Design and Standards Gap (Gap 2)

Even when management understands customer expectations, they may fail to translate those insights into specific 

service quality designs or standards. This gap is caused by poor service design, an absence of customer-driven 

standards, or inappropriate physical evidence. Addressing this requires the use of Service Blueprinting—a

technical mapping of the entire service process.

3. The Service Performance Gap (Gap 3)

This is the discrepancy between service delivery standards and actual service performance. Even with perfect 



designs, human elements—such as employee burnout, lack of training, or failure to manage supply and demand—

can lead to execution failure. Technical solutions include Internal Marketingstrategies and the implementation of

automated service technologies to reduce human variability.

4. The Communication Gap (Gap 4)

This gap occurs when the service delivered does not match what was promised in external communications. Over-

promising in advertisements or failing to manage customer expectations through technical documentation leads to

a breakdown in trust. Synchronization between marketing and operations is the only technical remedy here.

5. The Customer Gap (Gap 5)

The ultimate gap is the difference between customer expectations and their perception of the service received. This

gap is a function of the previous four gaps. Closing Gap 5 is the primary objective of any services marketing

strategy.

Technical Comparison: Goods vs. Services Marketing

To understand why a specific "Services" approach is required, we must analyze the technical characteristics of

services (IHIP) compared to physical goods.



Characteristic Goods (Product-
Dominant)

Services (Service-
Dominant)

Technical Implication

Intangibility Physical objects, can be 
felt and tasted.

Performances or actions, 
cannot be seen.

Requires "Physical 
Evidence" to tangibilize the 
service.

Heterogeneity Standardized mass 
production.

Variable; no two services 
are identical.

Requires rigorous process 
standardization and 
training.

Inseparability Production and 
consumption are separate.

Simultaneous production 
and consumption.

The customer becomes a 
"co-producer" of the 
service.

Perishability Can be inventoried for later 
sale.

Cannot be stored; unused 
capacity is lost.

Requires sophisticated 
demand forecasting and 
yield management.

The Expanded Marketing Mix: The 7Ps

Traditional marketing relies on the 4Ps (Product, Price, Place, Promotion). However, the 2nd European Edition of 

Services Marketing emphasizes three additional elements critical to service success:

•  People: All human actors who play a part in service delivery, influencing the buyer’s perceptions. This includes 

personnel and other customers in the service environment.

•  Physical Evidence: The environment in which the service is delivered and where the firm and customer 

interact. This includes the "Servicescape" (ambient conditions, spatial layout, and signs).

•  Process: The actual procedures, mechanisms, and flow of activities by which the service is delivered—the 

service delivery and operating systems.

Technical Execution: Service Blueprinting

A Service Blueprintis a technical diagram that visualizes the service process, the points of customer contact, and

the evidence of service from the customer’s point of view. It is an essential tool for identifying fail points and

bottlenecks.

Components of a Service Blueprint:

1.  Customer Actions: Steps, choices, and interactions performed by the customer in the process of purchasing, 

consuming, and evaluating the service.

2.  Onstage/Visible Contact Employee Actions: The activities the service employee performs that are visible to 

the customer.

3.  Backstage/Invisible Contact Employee Actions: Activities that occur behind the scenes to support onstage 

activities.

4.  Support Processes: Internal services and steps that support the contact employees in delivering the service.

5.  Physical Evidence: Tangible elements that the customer comes in contact with at each step.

By mapping these components, organizations can calculate Service Cycle Times  and implement Poka-Yokes(fail-

safe mechanisms) to ensure quality control across the entire journey.

Measuring Service Quality: The SERVQUAL Scale



The technical measurement of service quality is often conducted through the SERVQUALmulti-dimensional

research instrument. This instrument measures the gap between customer expectations and perceptions across

five dimensions:

•  Reliability: The ability to perform the promised service dependably and accurately.

•  Assurance: The knowledge and courtesy of employees and their ability to convey trust and confidence.

•  Tangibles: The appearance of physical facilities, equipment, personnel, and communication materials.

•  Empathy: The provision of caring, individualized attention to customers.

•  Responsiveness: The willingness to help customers and provide prompt service.

Mathematically, the Service Quality Score (SQ) is calculated as:SQ = Perception (P) - Expectation (E)

Service Recovery: Managing Failures and Building Loyalty

In services, failure is inevitable due to the human element. However, the Service Recovery Paradoxsuggests that

a customer who experiences a service failure but receives an excellent recovery may become more loyal than a

customer who never experienced a failure at all.

A Step-by-Step Technical Recovery Workflow:

1.  Identification: Real-time monitoring of service delivery through digital feedback loops.

2.  Acknowledgment: Immediate response via the preferred customer channel (e.g., social media, email, in-

person).

3.  Empathy & Explanation: Validating the customer’s frustration without making excuses.

4.  Compensation/Resolution: Providing a technical fix or a value-based compensation (the "Service Recovery 

Value").

5.  Follow-up: Verifying satisfaction and closing the feedback loop into the internal process improvement 

database.

Advanced Integration: Customer Experience (CX) and Marketing Research

Alan Wilson’s research emphasizes the integration of marketing research within the service framework. To achieve 

high-level customer focus, organizations must move beyond transactional data. This involves Customer Journey 

Mapping which incorporates emotional data points at every technical touchpoint.

In the European context, this also requires strict adherence to GDPR (General Data Protection Regulation).

Technical writers and strategists must ensure that data collection for marketing research is transparent, secure, and

provides clear value to the customer in exchange for their personal information.

Case Study Analysis: Servitization in the European Manufacturing Sector

Consider a large-scale European industrial equipment manufacturer. Traditionally, their revenue model was based 

on the sale of hardware. By applying the principles found in Services Marketing: Integrating Customer Focus 

Across the Firm, they transitioned to a "Power by the Hour" model. 

Technical Implementation:

  Sensor Integration (IoT): Real-time monitoring of equipment health.

  Predictive Maintenance (Service): Using data to provide maintenance before a failure occurs.

  Outcome-Based Pricing:Charging based on the efficiency and output of the machine rather than a flat purchase

price.



Conclusion and Broader Implications

The mastery of services marketing is no longer optional for firms operating in modern economies. The frameworks

provided by Alan Wilson and his colleagues—the Gaps Model, Service Blueprinting, and the expanded 7Ps—

provide a rigorous, technical roadmap for navigating the complexities of human-centric business models. By

focusing on the integration of customer focus across every department, from HR to IT, firms can transcend the

limitations of the traditional product-based paradigm.

As we look toward the future, the convergence of artificial intelligence and service delivery will further complicate

the "Inseparability" and "Heterogeneity" of services. However, the core principles of managing expectations,

providing physical evidence of quality, and maintaining a robust recovery process will remain the benchmarks of

excellence. The technical marketer must remain agile, utilizing data-driven insights to bridge the gap between what

the customer expects and what the firm delivers, ensuring long-term sustainability in an increasingly service-centric

world.
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