
SERVICES MARKETING 
Business 6230 

Faculty of Business Administration 
Memorial University of Newfoundland 

 
COURSE INFORMATION AND SCHEDULE 

Winter Semester 2001 
Slot 10, 0900h Monday/Wednesday, Room B2015 

 
 
Instructor:  James G. Barnes 
Office:   B2010 
Telephone:  737-4362 (office); 753-2733 (home) 
Fax:   737-7680 
e-mail:   jbarnes@mun.ca 
 
OFFICE HOURS: 
 
I will be in my office and available to meet with you during the day on Mondays and Wednesdays 
throughout the semester.  I will also be in my office at other times during the week and in the evenings, 
but my schedule may be somewhat irregular.  If you are unable to contact me in my office, please feel 
free to telephone me at home, or send me an e-mail message to the e-mail address above. 
 
 
COURSE MATERIALS: 
 
The textbook for the course is Services Marketing, Second Edition by Valarie A. Zeithaml and Mary 
Jo Bitner. It is published by McGraw-Hill and available in the University Bookstore.  A package of 
readings has been prepared and is also available at the Bookstore.  In addition, a number of other 
articles will be assigned during the semester.  These have been placed on Reserve in the University 
Library. 
 
 
OBJECTIVES OF THE COURSE: 
 
This course in Services Marketing is intended to broaden your view of marketing, to give you an 
understanding of how marketing is practised in service organizations, and how it will be managed in the 
future.  The course is intended to encourage you to question the conventional view of marketing as it has 
been studied and applied over the past 50 years or so.  The course will examine marketing in industries 
that deal primarily in services, but also from the perspective of all organizations, in recognition of the fact 
that service is an integral part of the offerings of every company and organization, regardless of the 
sector in which it operates. 
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The course will apply the principles of services marketing to organizations in the private, public and not-
for-profit sectors.  It will examine marketing in services organizations and the issues that arise from the 
differences between the marketing of tangible products and the marketing of services.  It will also 
address the need for understanding consumer behaviour as it applies to the purchase of services and to 
the interaction between customers and service providers.  Consequently, a good understanding of 
consumer behaviour will be helpful in this course. 
 
The course is designed to help you gain a comprehensive understanding of the nature of services. The 
successful marketing of services and the delivery of excellent service are critical elements in the 
development of customer satisfaction and the long-term success of an organization.  In this regard, 
service quality and its measurement will be discussed, as will the link between service quality and 
customer satisfaction.  The factors that contribute to perceived service quality lie within the areas of 
responsibility of virtually all employees of an organization.  The provision of superior service is, 
therefore, the responsibility of other departments of the organization, in partnership with marketing. 
 
 
COURSE FORMAT: 
 
The course will involve a number of different approaches to achieving its objectives.  The course 
evaluation scheme outlined below reflects the fact that this is a multifaceted course, with several different 
elements contributing to the final grade. 
 
 
Evaluation Scheme: The course offers a number of elements which provide you the opportunity to 
demonstrate your understanding of the material and your ability to apply the concepts of marketing and 
related fields in a services context: 
 
 Mid-term examination 
  Wednesday, February 21, 2001  25 marks 
 Team essay/written assignment 
  to be submitted Monday, April 9, 2001 25 
 Final examination     40 
 Class participation and contribution   10 
 
You will find that this course places considerable emphasis on communications skills.  
Grammar and clarity of communication will be taken into consideration in the grading of the 
written assignment.  You will also note that a 10% component of the final grade has been 
specifically assigned for contribution in class.  Therefore, attendance and participation are 
expected of all students. 
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Classes:  The course meets twice weekly, on Monday and Wednesday mornings at 0900h.  There will 
be material assigned for each class.  This will consist of chapters from the textbook and/or readings 
assigned from the course package available at the University Bookstore.  Other readings may also be 
assigned.  You will be expected to have read the assigned material and to be prepared to 
discuss its contents.  Most classes will involve a combination of lecture and discussion.  Some also 
require preparation of short exercises or cases for discussion in class. 
 
 
Examinations:  There will be one 75-minute "mid-term" examination held in class on Wednesday, 
February 21, 2001.  This examination is designed to test your knowledge as you progress through the 
course and to provide you with feedback on how well you are doing at the mid-point in the course.  
This examination will deal with material covered up to and including the class immediately preceding the 
mid-term examination.  Precise details on the material to be covered and on the form of the examination 
will be provided well in advance.  This examination will contribute 25 marks toward the final grade in 
the course. 
 
 
Term Essay/Written Assignment: This assignment will involve teams of two students and will be 
carried out over the course of the semester.  The purpose of the project is to provide you with an 
opportunity to understand in detail some particular topic relating to the broad area of Services 
Marketing.  The final report on this project should be no more than 15 pages in length and is to be 
submitted in class on Monday, April 9, 2001.  Additional information on this project is provided at the 
end of this Course Outline.
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COURSE SCHEDULE: 
 
Readings have been assigned for each of the classes.  Chapters from the textbook have been labelled 
“Z&B” in the course schedule below.  Readings from the course package available in the University 
Bookstore have been marked "Bookstore".  Other articles have been placed on Reserve in the 
Library.  These have been marked "Reserve." 
 
 
Mon. Jan. 15 The Nature of Services Marketing 
  Overview of the course 
  Discussion of Course Information and Schedule 
 
 
Wed. Jan. 17 Introduction to Services 
  Prepare: Z&B, Chapter 1, pages 1-24 
 
   "Service with a smile," The Economist. April 25, 1998, pp. 63-64 

(Bookstore-1) 
 
 
Mon. Jan. 22 Keeping Customers/The Integrated View 
  Prepare: Frederick F. Reichheld and W. Earl Sasser, Jr., "Zero Defections: Quality 

Comes to Services", Harvard Business Review, September-October 
1990, pp. 105-111 (Reserve) 

 
   James L. Heskett, et al, "Putting the Service-Profit Chain to Work", 

Harvard Business Review, vol. 72, no. 2, March-April 1994, pp. 164-
174 (Reserve) 

 
 
Wed. Jan. 24 The Customer’s Always First 
  Prepare: Z&B, Part One, pages 25-28 
   Z&B, Chapter 2, pages 29-47 
 
   Christopher H. Lovelock, "Classifying Services to Gain Strategic 

Marketing Insights", Journal of Marketing, vol. 47, no. 3, Summer 
1983, pp. 9-20 (Bookstore-2) 

 
 
Mon. Jan. 29 Great Expectations 
  Prepare: Z&B, Chapter 3, pages 48-71 
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   and Exercise 3, page 69 (for discussion)
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Wed. Jan. 31 Perception? or Reality? 
  Prepare: Z&B, Chapter 4, pages 72-101 
 
   Thomas O. Jones and W. Earl Sasser, Jr.  “Why Satisfied Customers 

Defect,” Harvard Business Review, vol. 73, no. 6, November-
December 1995, pp. 88-99 (Reserve) 

 
 
Mon. Feb. 5 What We Put Them Through 
  Prepare: Z&B, Exercise 6, page 99 (for discussion; replace amazon.com with 

chapters.ca) 
 
   John A. Czepiel, Michael R. Solomon, Carol F. Suprenant and Evelyn G. 

Gutman, “Service Encounters: An Overview” from The Service 
Encounter, edited by John A. Czepiel, Michael R. Solomon and Carol F. 
Suprenant, Lexington, MA: Lexington Books, 1985, pp. 3-15 
(Bookstore-3) 

 
  David H. Maister,  “The Psychology of Waiting Lines”, from The Service 

Encounter, edited by John A. Czepiel, Michael R. Solomon and Carol F. 
Suprenant. Lexington, MA: Lexington Books, 1985, pp. 113-123 
(Bookstore-4) 

 
 
Wed. Feb. 7 Listen to the Customer 
  Prepare: Z&B, Part Two, pages 103-106 
   Z&B, Chapter 5, pages 107-136 
  
 Valarie Zeithaml, "How Consumer Evaluation Processes Differ between 

Goods and Services," from Marketing of Services, James H. Donnelly 
and William R. George (eds.), Chicago: American Marketing Association, 
1981 (Bookstore-5) 

 
 
Mon. Feb. 12 Building Relationships Through Service 
  Prepare: Z&B,Chapter 6, pages 137-164 
   and Exercise 4, page 162 (for discussion; select a services company 

with which you are familiar) 
 
  Judith A. Cumby and James G. Barnes, “How We Make Them Feel: The 

Role of Affective Reactions in Driving Customer Satisfaction” from 
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International Journal of Customer Relationship Management, vol. 1, 
no. 1, 1998, pp. 54-63 (Bookstore-6) 
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Wed. Feb. 14 Getting Closer to the Customer 
 Prepare: Neeli Bendapudi and Leonard L. Berry, “Customers’ Motivations for 

Maintaining Relationships with Service Providers”, Journal of Retailing, 
vol. 73, no. 1, Spring 1997, pp. 15-37 (Bookstore-10) 

 
   Margo Goodhand, "When saving becomes too dear," The Globe and 

Mail, March 6, 1998. p. A22 (Bookstore-11) 
 
   James G. Barnes, “Close to the Customer: but is it really a relationship?” 

Journal of Marketing Management, vol. 10, 1994, pp. 561-570 
(Bookstore-12) 

 
 
Mon. Feb. 19 Getting Over It 
  Prepare: Z&B, Chapter 7, pages 165-190 
 
   Christopher W. Hart, James L. Heskett and W. Earl Sasser, Jr., "The 

Profitable Art of Service Recovery: How Best to Turn Complaining 
Customers Into Loyal Ones", Harvard Business Review, July-August 
1990, pp. 148-156 (Reserve)  

 
 
Wed. Feb. 21 MID-TERM EXAMINATION 
  covering material up to and including class of Monday, February 19, 2001 
 
 
NOTE: THERE WILL BE NO CLASSES ON MONDAY, FEBRUARY 26, OR 

WEDNESDAY, FEBRUARY 28 - Mid-term break 
 
 
Mon. Mar. 5 Designing the Service 
  Prepare: Z&B, Part Three, pages 191-193 
   Z&B, Chapter 8, pages 194-221 
   and Exercise 1, page 219 (for discussion) 
    
 
Wed. Mar. 7 Setting Standards for Service 
 Prepare: Z&B, Chapter 9, pages 222-250 
  and Exercise 2, page 249 (for discussion) 
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Mon. Mar. 12 Servicescapes 
  Prepare: Z&B, Chapter 10, pages 251-280  
   and Exercise 2, page 277 (for discussion) 
 
 
Wed. Mar. 14 The Role of Employees 
  Prepare: Z&B, Part Four, pages 281-284 
   Z&B, Chapter 11, pages 285-316 
   and the following exercise for discussion 
 
   Consider a recent positive or negative service experience that you 

have had, and think about the extent to which a person or persons 
involved influenced your response to the service provided.  What 
human resources concepts were evident in how you were treated, 
and what advice would you provide to management as a result of 
this encounter? 

 
 
Mon. Mar. 19 People in Service Delivery 
 Prepare: "Service with a smile: how do you get employees to care about their 

customers?" The Economist, July 12, 1997, p. 55 (Bookstore-7) 
 
   David E. Bowen and Edward E. Lawler III, "The Empowerment of 

Service Workers: What, Why, How, and When", Sloan Management 
Review, Spring 1992, pp. 31-39 (Bookstore-8) 

 
 
Wed. Mar. 21 The Customer’s Influence on Service Delivery 
  Prepare: Z&B, Chapter 12, pages 317-340 
   and Exercise 3, page 338 (for discussion) 
 
 
Mon. Mar. 26 Impact of Technology 
  Prepare: Z&B, Chapter 13, pages 341-369 
    
   Christopher H. Lovelock, "Technology: Servant or Master in the Delivery 

of Services?" from T. A. Swartz, D. E. Bowen, and S. W. Brown (eds.), 
Advances in Services Marketing and Management, vol. 4, Greenwich, 
CT: JAI Press, Inc., 1995, pp. 63-90 (Bookstore-9) 
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Wed. Mar. 28 Balancing Demand and Capacity 
  Prepare: Z&B, Chapter 14, pages 370-395 
   and Exercise 3, page 394 (for discussion) 
 
 
Mon. Apr. 2 Communicating About Services 
  Prepare: Z&B, Part Five, pages 397-399 
   Z&B, Chapter 15, pages 400-427 
   and Exercise 2, page 426 (for discussion; select two or three 

examples only of both effective and ineffective services 
advertising) 

 
 
Wed. Apr. 4 Price and Value 
  Prepare: Z&B, Chapter 16, pages 428-455 
 
   James C. Anderson and James A. Narus, "Business Marketing: 

Understanding What Customers Value," Harvard Business Review, vol. 
76, no. 6, November-December 1998, pp. 53-65 (Reserve) 

 
 
Mon. Apr. 9 The Big Picture 
  Prepare: Z&B, Part Six, pages 457-458 
   Z&B, Chapter 17, pages 459-480 
 
  WRITTEN ESSAY/ASSIGNMENT TO BE SUBMITTED IN CLASS 
 
 
Wed. Apr. 11 Closing the Gaps 
  Prepare: Z&B, Chapter 18, pages 481-490
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BUSINESS 6230 - SERVICES MARKETING 
Winter Semester 2001 

 
WRITTEN ESSAY/ASSIGNMENT 

(value: 25 marks) 
to be submitted in class Monday, April 9, 2001 

LENGTH LIMIT - 15 PAGES 
 
The written assignment involves teams of two students writing an essay on a subject that you have found 
interesting during the term.  You are to examine a subject in depth and undertake an analysis of the 
content that you have found in the course material and in other reference sources. Essentially, the 
objective of this assignment is to provide you an opportunity to gain an understanding of the 
complexities and challenges of applying services marketing principles in certain situations.  You should 
draw on the material covered during the course and other materials that you may locate on the subject 
you choose to explore.  I am looking for two things specifically: firstly, your ANALYSIS of the topic 
or situation that you have chosen to explore and your explanation of why the situation exists; and, 
secondly, your ABILITY TO APPLY CONCEPTS from the literature to your analysis.  This 
assignment provides an opportunity for you to explore an interesting subject in depth and to apply 
creativity to its examination and to analysing it and writing up your conclusions. 
 
The following represent examples of the type of topics that I would consider appropriate for such an 
assignment: 
  Ø service delivery face-to-face versus through technology 
  Ø what large companies can learn from small firms about service delivery 
  Ø can't afford to fail: the special case of high-involvement services 
  Ø why service seems to keep getting worse 
  Ø value for the customer and value of the customer: the connection 
  Ø linking customer service to shareholder value 
  Ø “I just want a bank; I don’t want a friend” 
  Ø service: thousands of little things 
  Ø service: why some firms just don’t get it 
  Ø it’s all about how we make the customer feel 
  Ø the virtual service encounter: delivering service quality on the Internet 
  Ø the merely satisfied: the curse of customer churn 
  Ø can you measure that?: the issue of measurement in services marketing 
  Ø service quality: whose responsibility is it anyway? 
  
 
WHILE THE GRADING OF THIS ASSIGNMENT WILL BE PRIMARILY ON THE 
BASIS OF ITS CONTENT, MARKS WILL BE DEDUCTED FOR POOR 
COMMUNICATIONS. 
 
 



 
 

 12

  

 


