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1. COURSE DESCRIPTION
This course provides an examination of related concepts as they apply to the unique aspects of service organizations within the field of marketing.
2.  OBJECTIVES 


a. GENERAL
The primary objective of this course is to supplement basic marketing and marketing strategy courses by focusing on concepts, issues, problems and strategies specific to marketing of services. Issues commonly encountered in marketing services such as inability to inventory, difficulty in synchronizing demand and supply, and difficulty in controlling quality will be addressed. Strategies used by successful services marketers to overcome these difficulties will be discussed.

The emphasis in the course will be on service universals rather than on any particular industry (such as bank marketing). However, concepts will be illustrated using cases, examples, and exercises in service industries such as banking, health care, financial planning, consulting, the professions, and communication as well as manufacturing and high tech industries, all of which depend heavily on services to provide value.

b. SPECIFIC COMPETENCIES
During each class session, the student will identify key terminology and learn concepts associated with the elements of marketing exclusively within the service industry.  Additionally, the student will demonstrate, define and apply their understanding of services marketing through a series of in and out-of-class assignments.  The student is responsible for 3.125 hours of daily reading outside of class (non-contact hours) for each class period during the term.

After completion of this course, students will be able to: 

1. Differentiate and explain the factors that characterize the effective marketing strategies of services from those of goods. 

2. Assess customer satisfaction in a service setting. 

3. Demonstrate creative insights into the formulation of strategies in service industries. 

4. Through written record, extrapolate the acquired knowledge to international environments.
5. Identify salient differences between marketing in service organizations and manufacturing organizations.
6. Identify and analyze the various components of the "services marketing mix,” the original 4P’s plus the physical environment, processes, and people.
7. Understand and discuss key issues required in managing customer satisfaction and service quality.
8. Explain the nature and salient components associated with the nature of “services.”
9. Discuss the importance of the financial impact of service quality.
10. Demonstrate customer-defined service standards and expectations.
11. Explain the strategic planning process associated with placement and positioning of services.
12.  Illustrate the components of a marketing delivery system through a conceptual framework.
3. COURSE CONTENT OUTLINE

	Class Meeting #
	Competencies&

Objectives
	CONTENT 
	HOMEWORK (96 HRS.)
	EVALUATION

	
	
	Subject(s) to be covered
	Assignment & number of allotted hours-specify pages
	How assignment will be evaluated

	1
	1
	Understanding Services
	Text reading pgs. 1-27
27 Pages


	In-class Participation Evaluation

	2
	1
	Marketing Service vs. Product
	Text Reading Pgs. 28-55
27 Pages


	In-class Participation Evaluation



	3
	3
	Integrated Service Management
	Text Reading Pgs. 56-82
27 Pages


	In-class Participation Evaluation



	4
	1, 3
	Service as a Process
	Text Reading Pages 93-109
16 Pages


	In-class Participation Evaluation



	5
	2
	Customers and the Service Operation

	Text Reading Pages 110-136
26 Pages


	In-class Participation Evaluation



	6
	2, 3
	The Problem of Customer Mis-behavior

	Text Reading Pages 137-160
23 Pages
	In-class Participation Evaluation



	7
	7
	The Nature of Service Consumption
	Text Reading Pages 163-180
17 Pages


	In-class Participation Evaluation



	8
	7
	Understanding Customer Needs and Expectations
	Text Reading Pages 195-214
19 Pages


	In-class Participation Evaluation



	9
	7
	Evaluating the Service Offering
	Text Reading Pages 216-253
37 Pages


	In-class Participation Evaluation



	10
	1, 2, 3, 7
	Test 1
	None
	Subjective; Authentic Assessment

	11
	5
	Segmentation Strategies for Effective Capacity Utilization
	Text Reading Pages 256-284
28 Pages


	In-class Participation Evaluation



	12
	5
	Creating and Maintaining Marketing Relationships

	Text Reading Pages 285-311
26 Pages


	In-class Participation Evaluation

	13
	5
	Creating Value in a Competitive Market
	Text Reading Pages 314-336
22 Pages


	In-class Participation Evaluation



	14
	1,2,3, 5, 7
	Mid-Term Examination
	None
	Subjective; Authentic Assessment

	15
	7
	Search for the Competitive Advantage
	Text Reading Pages 337-359
22 Pages
	In-class Participation Evaluation


	16
	7, 8
	Developing a Position Strategy
	Text Reading Pages 360-388
28 Pages
	In-class Participation Evaluation



	17
	7,8
	Creating the Service Product and Adding Value
	Text Reading Pages 390-407
17 Pages
	In-class Participation Evaluation


	18
	11
	Developing Positioning Maps
	Text Reading Pages 410-429
19 Pages


	In-class Participation Evaluation


	19
	11


	Service Blueprinting
	Text Reading Pages 430-455
25 Pages
	In-class Participation Evaluation



	20
	11


	Identifying and Classifying Supplementary Services
	Text Reading Pages 455-481
26 Pages


	In-class Participation Evaluation


	21
	11
	New Service Development and Testing
	Text Reading Pages 483-505
78 Pages
	In-class Participation Evaluation


	22
	7, 8, 11
	Test 3
	None
	Subjective; Authentic Assessment

	23
	9
	Paying For Service, the Customer’s Perspective
	Text Reading Pages 508-533
25 Pages


	In-class Participation Evaluation


	24
	9
	Pricing and Demand
	Text Reading Pages 535-543
8 Pages
	In-class Participation Evaluation


	25
	10
	The Role of Marketing Communication – The Big Picture
	Text Reading Pages 564-585
21 Pages


	In-class Participation Evaluation



	26
	11
	Setting and Meeting Communications Objectives
	None
	In-class Participation Evaluation



	27
	11, 12
	Creating Delivery Systems in Place, Cyberspace and Time
	None
	In-class 

Participation Evaluation



	28
	11, 12
	Options for Service Delivery
	None
	In-class 

Participation Evaluation



	29
	9 - 12
	Final exam
	Total Text Pages – 564

	Objective; Authentic Assessment


	30
	n/a
	Grade review and Distribution

	n/a
	n/a


4. METHODOLOGY

This is a lecture-based course that will require continuous student attendance.  Student knowledge and competencies will be evaluated through daily class participation, question-and-answer sessions and examination through authentic assessment i.e., demonstrating what has been learned.

Note that students CANNOT make-up missed work through class absence.  Students are highly encouraged to maintain a consistent presence during all scheduled class times.

5. ASSESSMENT
The student will be assessed through daily participation and evaluation through testing.  By the conclusion of this class the student will be able to recognize and identify key objectives and will be able to fundamentally apply what was learned based upon the information given in this bimester of instruction.

6. BIBLIOGRAPHY 

6.1 REQUIRED:
MAIN TEXTBOOK(s): 

Lovelock, C. & Wirtz, J. (2006).  Services Marketing, 6th Edition.  Prentice-Hall.
6.2 COMPLIMENTARY:
TBA

6.3 HANDOUTS: 
TBA
6.4 WEBLIOGRAPHY:

About.com: Marketing 

Offers original articles and features about marketing, plus annotated links to selected relevant Internet resources, compiled by a subject specialist, a subject-specific bulletin board, and details of related news and events. Topics include business information, crisis communication, marketing associations and publications, online and off-line marketing. 

AD Resource: Internet Advertising and Promotion Resources 

Guide to all aspects of Internet advertising, online promotion and marketing. 
      
American Marketing Association 

Professional society of marketers founded in 1937. It aims to provide direct benefits to marketing professionals in business and education and serves marketing practitioners, educators, and students. 
      
Building Brands 

Offers information on brand building, including strategy, marketing, communications, and customer relationship management. Much of the content is free, with a 'Shared Learning' Newsletter available via email. 
      
Business Bureau 

Aimed at those involved in small business the site includes resources on sales and marketing, human resources, finance, accounting, legal issues, disabled customer rights and more. 

Krislyn's Strictly Business Sites 

Listing of resources on a wide range of business topics including management, marketing and more specialised topics such as multi-level marketing, barter and insurance. 

Marketing and Marketing Research Journals 

List of links to electronic journals covering subject areas relating to marketing, advertising, and consumer research. Some titles offer full text free of charge, while others require payment. 
      
Marketing North America Resource Directory 

Provides links to marketing resources, arranged into categories which include advertising, direct marketing, education, public relations, online marketing, and patents, trademarks, and copyright. Although the directory has a North American focus, many of the resources described have international relevance. 

Nijenrode Business Information Services 

Indexes for finance, economics, human resource management, marketing, business law and other business related subjects. 

ProfessionalCity.com 

Collection of links to law, marketing and accounting resources. Also offers general reference materials such as Dow Jones Business Directory, and includes details of associations and jobs. 

SOSIG World Catalogue: Marketing 

Set of links to selected, evaluated and annotated Internet resources relevant to marketing. 

Zenith Medianet: The Marketer's Internet Gateway 

Numerous links to commercial, news, media, marketing, and business resources. 
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