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Preface

The academic field of operations management has often been called production
management or production and operations management because of its close ties to
manufacturing management. Now, however, roughly 80% of the U.S. economy falls
within the “services” domain, giving a new perspective to operations management.
The future careers of business school students tend to be even more extreme in their
tilt toward services. Further, even traditional manufacturers such as Ford and General
Electric now derive large portions of their revenue from their service businesses,
rather than from their physical products. 

The challenge before the operations management community is to keep our field
growing and relevant by embracing the service economy. This book is written in
response to that challenge.

Many traditional operations management tools and techniques presented by
textbooks with manufacturing examples are also valuable in services firms, such as
project management, process analysis, or inventory management. However, even
with these traditional tools, the context and emphasis of their application in a serv�
ice business often differs radically from a manufacturer. Consequently, this book con�
tains many topics found in general operations management texts, but discusses those
topics exclusively from the viewpoint of a service sector manager.

Other tools and concepts, such as yield management, data envelopment analy�
sis, experience management, and scoring systems, are used nearly exclusively in
services. Not only are these topics not found in traditional operations textbooks, but
the major case study writing institutions also ignore them, leading to a general dearth
of teaching material for these topics. Here, we not only include explanatory material
for these topics, but also provide original case studies to offer the decision�oriented
learning environment favored by many students.

ORGANIZATION OF THE BOOK
The book is organized around both qualitative and quantitative themes, starting from
a “top down” look at operations. The first half of the book is largely qualitative and
presents conceptual frameworks to guide strategic operational decisions. The second
half of the book is largely quantitative and focuses on using techniques to achieve the
goals set forth in the strategically oriented material.

This book contains the following features:

• Learning objectives precede every chapter to keep students focused on key
concepts.

• Nineteen original case studies are included.
• Boxed features throughout the text, called Service Operations Management

Practices, provide practical contexts for theoretical points.
• Visit the textbook support site at http://metters.swlearning.com for additional

support resources.
• The Instructor’s Resource CD (ISBN 0�324�22441�9) includes answers to

chapter�end problems, discussion of cases, and PowerPoint® presentations.



NEW FOR THE SECOND EDITION

Text Material on the Student CD
For the second edition the book has gained both quantitative and qualitative material.
The material actually on the text pages is more qualitative, as a significant portion of
the quantitative material has been moved to the Student CD. The quantitative mate�
rial is still here! In fact, a significant amount of quantitative material has been added
to the queuing, location, and DEA chapters, and it is now found on the Student CD.

New Chapters
New chapters have been added covering: “Outsourcing and Offshoring,” and “Six
Sigma for Service Process Improvement.” Additionally, the “strategic planning” chap�
ter has been completely reworked. 

New Cases
The first edition had 10 cases, this edition has 19. Every chapter after Chapter 1 has
a case study, either in the text or on the Student CD.

Special thanks go to Michael Ketzenberg, Colorado State University, for writing
the chapter on project management. Sherry Oh, University of Calgary; Vicente
Vargas, University of San Diego; Ken Klassen, Brock University; and John McClain,
Johnson Graduate School of Management, Cornell University also provided valu�
able additions to this work. 

We would also like to thank our publishing team at South�Western/Thomson
Learning: Charles E. McCormick, Jr., Senior Acquisitions Editor; Taney Wilkins,
Developmental Editor; Larry Qualls, Senior Marketing Manager; Tamborah Moore,
Production Editor, and Crystal Bullen at DPS.

Finally, we would like to thank the following reviewers for contributing their
wisdom:
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