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Welcome to the fourth edition of our textbook! This is a management textbook about a special and 
vital kind of management—service management. The content of this book was developed through 
many years of teaching service management mainly to hospitality and tourism management students. 
This update ensures that the content of this book remains current and includes references and examples 
about how service organizations can capitalize on, or are impacted by, ongoing technological and social 
changes impacting the world, such as the sharing economy, social media, mobile and wearable tech-
nologies, online communities, and many others. In fact, this fourth edition offers a significant uplift in 
the way technology impacts all of the service management principles in the book, with countless new 
examples, links and cases. The importance of technology to service management led to our great for-
tune of adding Dr Anil Bilgihan to the authorship team, as he has exceptional knowledge and expertise 
in all things digital! This edition acknowledges the far-reaching impact of the COVID-19 pandemic, 
which has significantly altered or accelerated technological innovations in the sector. The pandemic has 
reshaped the landscape of labor and workforce in services, underscoring the importance of resilience 
and adaptability in service delivery. It has prompted a reevaluation of workforce strategies and hastened 
the adoption of remote working and digital collaboration tools. These developments have profound 
implications for service management, highlighting the need for a nuanced understanding of workforce 
dynamics in the current era. Additionally, this update reflects on the way the pandemic has transformed 
various technological aspects across the field. The impetus for this edition is the rapid evolution of tech-
nology and social changes that are impacting the world today. From the rise of the sharing economy 
to the pervasive influence of social media, and from the widespread adoption of mobile and wearable 
technologies to the emergence of online communities, the service sector is undergoing a transforma-
tive phase. This edition captures these pivotal changes, offering significant insights into the interplay 
between technology and service management principles.Our research and teaching interests and per-
haps more importantly—our collective industry experiences—have led us to a strong belief that service 
management theory provides a vital conceptual framework with near perfect applicability in hospitality 
and tourism. We know of only a precious few resources such as this book that provide a framework for 
applying service management theory to hospitality and tourism.

Our shared philosophy in writing this book has been to convey our own journey through service 
management and the way in which our passion for this subject has developed over the years.  The three 
of us have come to realize the magical fit between service management and its applicability to hospital-
ity and tourism (noting that many service researchers use hospitality and tourism as critical contexts 
to understand new ideas, frameworks and theories). Our mission ever since has been to explore this 
passion, to continue to learn, and to make sharing this passion a life commitment.  Post pandemic, this 
passion is even more salient about the way managers can learn to improve themselves, their effective-
ness and organizational performance.  This same passion is shared by the great team of support staff 
who helped with this revision. This book is one vehicle upon which we share our passion with others.

Introduction



xviii ﻿  ﻿INTRODUCTION

We realize that there are many business courses in your study program that are also important. Who 
can manage a business without accounting and financial management skills? Marketing skills? Under-
standing business law? But in today’s business world, dominated by the service sector and with a very 
significant focus on service and experiences, the standard management principles of yesterday are sim-
ply insufficient. Although the traditional management and marketing principles are necessary, there is a 
new management fundamental—service management—that any student, particularly with aspirations 
for working in a service sector such as hospitality and tourism—must fully understand and embrace.

This book introduces the reader to a range of interrelated topics which are fundamentally criti-
cal to success in service enterprises. These principles apply not only to service businesses, as nearly 
every business today has multiple service components embedded within their offer. Businesses can be 
primary service providers, or can use service as an important way to add value and gain competitive 
advantage and differentiation.

You will notice that many of the topics in this book are interrelated. Like Ghandi once said about the 
human body, “it is all connected . . . you cannot have a problem in one part of the body that does not 
affect the rest . . .”. So bringing the topics of this textbook into the best possible sequence was challeng-
ing. We hope readers will find the sequence we have chosen logical.

The title of this book includes the word ‘principles’. Why principles? Many of us remember our sci-
ence training in school, such as chemistry. Learning chemistry requires some very basic understand-
ing of the ‘periodic table of elements.’ Similarly, athletes cannot become elite in any sport without first 
learning the basics. This book is about the principles—the basics—of service management. Without 
sound knowledge and mastery of these basics, it is not possible to effectively and efficiently manage a 
service organization.

This book is a journey, surveying many topics covering operations, marketing, and human 
resources—all of which are capable of being effectively incorporated into any hospitality and tourism 
organization. Each chapter includes many examples, review questions, mini case studies, and a selected 
reading list for that chapter. A full bibliography is also provided. Finally, this book has a web portal. We 
encourage instructors to use the portal for access to PowerPoints, updated readings, case studies, and 
further practice questions. 

Thank you for allowing us the opportunity to share our passion with you!
With our warmest regards,

Jay Kandampully, David  Solnet, and  Anil Bilgihan
And on behalf of our support team
Ms. Siobhan Rees and Ms. Maria Golubovskaya

Jay Kandampully—kandampully.1@osu.edu
David Solnet—david.solnet@uq.edu.au
Anil Bilgihan—abilgihan@fau.edu

P.S. We welcome your suggestions as we continue to evolve this book.

mailto:kandampully.1@osu.edu
mailto:david.solnet@uq.edu.au
http://abilgihan@fau.edu
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Writing a textbook requires effort and sacrifice from many. Those closest to us, our families, often 
give up time to support the efforts put forth. Jay acknowledges Ria’s continued love and encouragement. 
David offers his heartfelt thanks to his wife, Barbara, and daughter, Lola, for their endless understand-
ing (and tolerance) about the time commitment required for undertaking this task. Anil extends his 
deepest gratitude to his colleagues and students for their invaluable insights, and to his dedicated men-
tors for their unwavering guidance and profound influence. 

This textbook has continually benefited from some invaluable research support. In particular, we 
acknowledge Siobhan Rees and (now) Dr Maria Golubovskaya (now at Griffith University, Queensland, 
Australia). Both of these former service management students became passionate about the topic, and 
were integral in the revisions in this and the prior edition. Both helped revise references, assisted with 
the development of new topics, searched for new stories and anecdotes to support the introduction of 
ideas and theories, helped with the development of the cases, assisted with the flow of each chapter, 
helped with indexing and table of contents, and performed many other vital tasks.

Jay? We also acknowledge and thank Dr. Tingting (Christina Zhang) an  associate professor at 
Rosen College, The University of Central Florida. She was a vital contributor of five cases and sourced 
many other pieces of information. Greg Latemore, a consultant and leadership expert, so kindly assisted 
in the development and writing of Chapter 9 (Leadership for Service Organizations). And finally, we 
thank our thousands of past students who inspired us through the way we ‘co-create’ excitement for this 
subject in the classroom, and of course our hundreds of service management academic colleagues who 
endlessly stoke our knowledge through their research and presentations at conferences.
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