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and support personnel in planning and execution; and close
coordination with suppliers will possess the capability to
gain competitive advantage in responding to the challenge
of building account share.

There are a lot of tables in this book, and at first glance,
the amount of detail may seem imposing. However, the
authors have done an admirable job of presenting complex
material in a user-friendly way. They have made abundant
use of bullet points and end-of-chapter summaries to high-
light the key findings and to communicate the substance
of the research for the reader who does not wish to study
the detail. This book should attract readers from top man-
agement levels as well as all areas of business marketing
and sales operations. I would also recommend it as a useful
supplementary reader for business marketing or sales man-
agement classes.

Paul Boughton
Saint Louis University

On Great Service: A Framework for Action

by Leonard L. Berry
New York: Free Press, 1995, 292 pages

Reviewing a book on service quality is an interesting
endeavor. After all, over the past decade, there have been
a number of books published on this and related topics. So
one initially might ask questions such as, Why do we need
another service quality book? Haven’t we talked, written,
and read enough about service quality? How many aca-
demics and practitioners can there be who have not “heard
the word”’?

Leonard Berry’s book On Great Service is a welcome
addition to a book market that on the surface might appear
to be saturated. There seems to be too many books out there
preaching the virtues of service quality and offering the
standard service quality advice. Advice on topics such as
empowerment, training, rewards, and team building are all
too familiar to many of us. Instead of just giving the usual
service quality advice, although admittedly there is some
of this included out of necessity, Berry offers tangible
lessons and tools that can be used to implement effective
service quality improvement programs in organizations.
As he notes, we have moved out of the talking-about-
quality era and into the improving-quality era.

This book is written for service managers and employ-
ees with a focus on teaching lessons of service quality
implementation and improvement. It specifically focuses
on how service providers can move from providing the
poor-to-average-to-good service that we as customers
have come to expect and accept, to providing the great
WOW service that we so rarely experience.

The basis for this book is twofold. First, the research on
service quality conducted since 1983 by Berry and his
colleagues serves as a backdrop for many of the ideas

presented. In addition, on-site personal interviews and
observation provide instructional material that service
providers and managers will find extremely valuable. The
on-site interviews and observation also provide a wealth
of examples of great service organizations in action that
managers will find inspiring and constructive.

In the end, this book constitutes what might be consid-
ered a handbook of ideas service managers can pick and
choose from in their efforts at leading and inspiring great
service delivery in their organizations. Although the book
provides a “Framework for Great Service” and a somewhat
programmatic approach to delivering great service, each
of the chapters is self-contained and can be referred to
much as one would a handbook on delivering high quality
service. As evidence of this, each chapter concludes with
an “action checklist” consisting of a series of introspective
questions managers can use to evaluate their organizations
on the aspect of service discussed in that chapter.

On Great Service is not intended primarily for market-
ing academicians. Regardless of this, those teaching ser-
vice marketing courses or addressing service quality issues
in other courses will benefit from this book. For the mar-
keting academician familiar with the body of research in
the service quality area, this book will not provide any
groundbreaking insights into service quality, as many of
the chapters are admittedly, and necessarily, basic in this
regard. However, the examples provided throughout the
book and the tools for implementation that constitute the
crux of the book provide material that should be useful to
academics in the classroom and possibly for the generation
of research ideas.

Scott W. Kelley
University of Kentucky

Sports Marketing: Competitive Business
Strategies for Sports

by Christine M. Brooks
Englewood Cliffs, N]J: Prentice Hall, 1994, 333 pages

As stated in the preface, this book has evolved from
Christine Brooks’s course materials and her active research
career. It differs from previous works in sport marketing
primarily by the addition of well-conceived learning exer-
cises that she has designed and tested through years of
work with her students at the University of Michigan. In
terms of content, it is similar to Stotlar’s (1993) Successful
Sport Marketing in that the author has spent considerable
time and effort detailing the action steps necessary to
assemble a cohesive sponsorship proposal and strategic
plan. It would be fair to say that with regard to this
particular topic, Brooks, through the use of case studies
and work sheets, has been extremely effective in detailing
the processes of corporate sponsorship and the rationale of
the corporate decision maker. The author has provided
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essential information in a format as simple for the instruc-
tor to convey as it is for the students to comprehend.

Conceptually, Brooks’s attempt to portray the market-
ing of the sport product as “no different from a car or, for
that matter, any consumer product” (p. 88) differs radically
from other sport marketing scholars such as Mullen
(1985). Brooks’s justification for this statement appears to
be her explanation that the sport product contains both
tangible and intangible features and that intangible features
include emotions and experiences that are internally gen-
erated. Although I agree with Brooks that the sport product
has both tangible and intangible features, I would argue
that these features cannot be separated, and it is the inter-
action of these forces that creates the unique dilemma that
faces sport marketers in the discharge of their duties.
Because sport can evoke a highly emotional response and
because at times this emotional response can be almost
irrational (remember the term fan is derived from the word
Janatic), the sport marketer must take into account certain
axioms that, although not entirely unique to sport, are more
commonly found in that domain. These axioms include the
following: the public consumption of the sport product and
its dependence in large part on its consumption and shared
experience with other individuals and groups; the perish-
ability of the sport product (once the game has been played
or the round of golf completed, the participant and the
spectator are left only with the memory of what has tran-
spired); and the unpredictability of the sport product—the
possibility that on any given day, the unexpected may
happen. Perishability and unpredictability are marketing
assets in the context of sport; they are liabilities in other
products such as cars. It is because of these attributes that
the sport marketer, unlike the marketer of traditional prod-
ucts, must place a greater percentage of effort on marketing
the product extensions rather than the core product itself.
In other words, because there is no guarantee as to who
will play and how well they will play, the marketing
emphasis must be placed on those elements such as con-
cessions, giveaway items, and in-game and pregame enter-
tainment; these are areas in which consistency can be
achieved.

Brooks seems to make a case for the differentiation of
the sport product from other traditional products by her
own research, which identifies clusters that affect the ex-
perience of the sport spectator (pp. 91-92). Through the
identification of these clusters, the author identifies the
emotional elements and feelings of team ownership and
identification, environmental factors (excitement, atmos-
phere, and social interaction), and the desire to see compe-
tition between the best athletes and teams. If these factors
are not unique to sport marketing, one might logically
assume that consumers might be interested in watching the
Pepsi challenge (a taste contest between Coke and Pepsi)
with a group of friends and would feel an ownership or
identification with their preferred beverage.

The lack of examination of important elements of the
sport marketing mix such as place may be a result of the
author’s design and intent not to produce a “cookbook”
(p. X). However, the importance of place as it relates to
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sport marketing has altered the presentation of the sport
product since the building of the Astrodome. The author
suggests that place (the term is neither mentioned in the
book nor listed in the glossary or index sections) for the
participant is part of the tangible element of competition—
for instance, a particularly challenging hole at a golf
course, a marathon course, and so forth—whereas place
for the spectator is the site where the sport product is
consumed. Given the state of the industry with regard to
creating sport facilities (the SkyDome, Camden Yards,
Jacobs Field, America West Arena, and the phenomenal
growth of new stadiums in minor league baseball), the
concept of place deserves a more detailed examination,
particularly the influence of certain elements of place, such
as luxury suites and other amenities, and how they affect
the marketing of the sport product by providing a fertile
area for the intangible and tangible elements to interact and
help form the impressions and overall experience.

Although these are areas of concern, Brooks’s work
nevertheless represents a significant contribution to the
field and a welcome addition for students by providing a
workbook framework with which to apply the concepts
and case-study illustrations contained therein. Although
they may be construed as cookbook chapters, chapters 6
through 13 are, without a doubt, the strongest content areas
of the book. For instance, the author, who has done exten-
sive research for clients including the International Health
and Racquet Sportsclub Association (IHRSA), presents a
chapter entitled ““Conducting Market Research” (chapter 7)
that not only is extremely useful and easily understood by
students but also can serve as an excellent overview for the
marketing professional.

Brooks’s professional reputation, experiences, and con-
tacts add a great deal to the book. Brooks effectively uses
these experiences as case studies that effectively anchor
the concepts for students and provide a solid base of
comprehension through illustration. Clearly, the value of
an active teaching role both in and outside the classroom
manifests itself in this particular work.

Although I have some conceptual differences with
some of the information presented in chapters 1 through 6,
nonetheless, I find the overall quality of this work to merit
serious consideration as an undergraduate textbook in
sport management and general business curriculums, as
well as a resource guide and overview for professionals or
those individuals aspiring to enter the sport marketing
field.
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