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Course Description:
In today’s world, it is not enough that companies sell a superior product or service.  Consumers have become smarter and more demanding.  Due to the advancement in technology, information is very accessible from the worldwide web.  Thus, consumers are able to do their own research even before they do actual purchase of a product or service.  Therefore, companies are working on better strategies to distinguish their services from their competitors.  They have become more creative in thinking of other value-added services that they can package with the basic product or services that they are offering.  It is through this superior service quality that they are able to leverage on their competitive advantage.

This course aims to introduce services marketing as a distinct avenue of marketing.  This is especially important in a very competitive environment/markets and has a major influence and impact on a company’s success.  The focus of this course will be on the frameworks for understanding services and how to effectively market it across industries.

Credit:
3 UNITS
Prerequisite:
Principles of Marketing; Marketing Management
Required Textbook:
NIL
Other Resource:
Mc Graw Hill (2008) Principles of Services Marketing, 5th Edition by Adrian Palmer
Reference:  



www.bschool.nus.edu; http://en.wikipedia.org/wiki/Services_marketing
Course Objectives:

The objectives of this module are:
1. Allow the students to differentiate between the characteristics on the marketing of goods and services.
2. To provide a set of frameworks, concepts and tools for critical thinking about services and service related activities.

3. Promote a “service-oriented” mindset.
4. Develop and encourage critical and analytical thinking of students through group activities, e.g case studies and actual experience of service (e.g. restaurant dining experience)
REQUIREMENTS:

Quizzes, graded recitation, midterm exams, case studies, group projects, group presentation as Final Exams.
Course Content:

	Wk
	No. of Hrs
	Topic
	Strategy/

Methodology
	Skills
	Values
	Student Output

	1
	3
	· Introduction, Orientation, Requirements Expectations, Initial Assessment

· Definition of Services Marketing

· Distinguishing Features of services: Intangibility, Inseparability, Variability and Perishability.

-  Classification of Services
- Marketing in a Services Context
	· Oral introduction.

· Lecture / Interactive Discussion
	Speaking, writing and listening 


	Ease, naturalness and confidence,

time management,

retention of basic academic knowledge


	· Oral introduction.

· Sharing of student’s expectations and areas they want to focus on.

· Contribution from students on their academic and practical stock knowledge related to services in various industries based on their personal experiences.



	2

	3
	· Growth and Development of Services Brands

· Services  Branding Strategy
Submit HW – Individual Experience on Services (Fastfood Chain, gym/sports club/fitness center/cellphone company/coffee shop, restaurant, salon)


	· Oral
· Lecture, discussion and first group presentation on case study.
- Written work
	- Oral presentation skills, listening and comprehension.
- writing skills
	- critical thinking and analysis
	- students input during recitation.
· Individual paper

	3
	3
	Defining the Service

The Service Encounter

Case Study: TGI Fridays

	· Oral, lecture, class discussion
	· Oral and written skills 
· comprehension
	- analysis; group collaboration; team player skills; Interpersonal skills
	- student’s input during recitation.

- Group presentation of case study


	4


	3
	Service Productivity and the Internet
Making Services Accessible to consumers

Services Intermediaries
	Lecture, class discussion, Group Brainstorming activities

	· oral and listening skills
	· comprehension and expression of  self
	· Small Group discussions and presentation to class of group’s output.

	5
	3
	Understanding Services buyer behavior

Relationships, partnerships and networks- relationship marketing; CRM
	Lecture, class discussion
	-Research skills; presentation skills
	- self-confidence in presenting/public speaking
	Group Report-CRM and relationship marketing

	6
	3
	Innovation and new service development
· Service Life Cycle

       New Service Development     Process
	Lecture, class discussion
	-Listening and Comprehension
	- Grasp and appreciation of subject matter
	Oral recitation

	7
	3
	Out of Classroom  Activity – Restaurant Experience – evaluation  and critique
	Lecture, class discussion
	Observation of services in a restaurant
	Critical and Creative thinking
	Evaluation/Reaction Paper

	8
	3
	Written Midterm Exams
	Written exam
	Writing skills and expression of thoughts
	Essay Writing
	Midterm Exams

	9

	3
	Service Quality
· Frameworks for Understanding and measuring service Quality

The Marketing Impacts of Services Employees


	Lecture, class discussion
	Listening and Comprehension
	Appreciation of subject Matter; application
	Oral recitation

	10
	3
	Case Study: 24/7 society may be good for customers but can employees cope with the stress?

Pricing of Services – Various Strategies

	Lecture, group presentation
	Group Collaboration; division of research work
	Interpersonal skills; development of EQ
	Group Reporting/
presentation

	11
	3
	Managing Demand and Capacity

Managing Communications 

· Channels of Communication
	Lecture, class discussion
	Oral skills
	Appreciation and Application of Subject Matter
	Class discussion/recitation

	12
	3
	International Services Marketing

· Opportunities for overseas development of services 
	Lecture, class discussion, group reporting
	Oral presentation skills
	Analysis; Interpersonal Skills
	Group report

	13-14
	3
3
	Finals – Group presentation of a Case

Yield Management in Hotels, Case on Call Centres
	Listening
	Oral presentation skills
	Analysis; Interpersonal Skills
	Oral Finals, Group Presentation/
reporting


EXPECTATIONS FROM STUDENT:

The student’s responsibility is to come to each class prepared.  She is also expected to take all examinations on the date scheduled.  She should read the assigned problems prior to class.  She is expected to attend each class and participate actively in the discussions.

ACADEMIC DISHONESTY

All students are expected to be academically honest.  Cheating, lying and other forms of  unethical behavior will not be tolerated.  Any student found guilty of cheating in examinations or plagiarism in submitted course requirements will  receive an F or failure either in the course requirement or in the  course itself.  Plagiarism refers  to the use of  books, notes or other intellectual property without giving proper attribution to its author, or ;representing the work of another person as one’s own; Cheating refers to securing help in a test; copying tests, assignments, reports or term papers; collaborating with other students during an examination or in preparing academic work; signing another student’s name on an attendance sheet; or otherwise practicing scholastic dishonesty.

GRADING:
70 % Class Standing (attendance, class participation, quizzes individual, partner, group work output – e.g. reaction paper/group paper)

10% - Midterm written exam

20 % - Finals written and oral exam.

CONSULTATION HOURS: 11-12 nn, Saturdays
	Approved by:     

	MR. DANILO D. REYES

	Chair, BA Department


