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SERVICES MARKETING
Course Description and Schedule
Term Six, 2001-2002

Instructor: Prithwirg) Nath
Phone; 303 (Office) Email: prithwirg@xlri.ac.in

Course Objectives:

Planning and implementing the marketing strategy for service products requires a different sort of
approach, which is different from the traditiona goods marketing. The objective of this course is
to acquaint the students to the uniqueness of the services characteristics and its marketing
implications. The intent of the course is to discuss, measure and analyze several facets in the area
of services marketing essential for the success of a service sector firm.
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Cour se Assignments:

1

Case Study: Cases will involve red life problem, which a service marketer faces. Students
will analyze and present the cases either individually. All students are expected to prepare for
and contribute to the case discussion. A written report for each case has to be submitted
before the discussion of that case in the class.

2. Group Project: Projects will involve selecting a research problem in the services industry e.g.
relationship between service quality delivered to the customers and profitability of a firm (the
actua topics will be announced later). It will involve measuring the perceptions of the
customers of a particular sector like banks and validate your research model. Prior knowledge
in Marketing Research techniques is an absol ute necessity.

3. Quizzes: There will be a number of unannounced quizzes on the assigned reading materials
and the cases.

4. Examinations: There will be only one end term examination (closed book) and no mid-term
examination.

Assessment:

Case Presentation and Case Write-Up (Individud) 15%
Group Project 40%
Quizzes 15%
End Term Examination 30%

Total 100%



Grading Pattern:

Range | 0-35 36-40 | 4145 | 4650 | 51-54 | 5564 | 6574 | 7584 | 85100
of
Marks
Grades F D D+ C C+ B B+ A A+
Cour se Schedule:
Sesson | Topic Books and Chapters Journd Articles
1 Service Marketing: Uniqueness and Book 1: Ch 1,3 1
challenges Book 3: Ch 1-3
2. Service Marketing Strategies Book 1: Ch 4,5
Book 3: Ch4,5
3 Case 1
4 Managing Demand for Services Book 1: Ch 2
Book 3: Ch 6
Book 4: 11, 15
5 Pricing of Services Book 3: Ch 9
Book 5: Ch 6
6 Case 2
7 Project Presentation: Research
Framework
8 Communication of Services Book 3: Ch 10 8
Book 5: Ch 7
9 Dedlivering of Services Book 3: Ch7 11
Book 5: Ch 4
10 Case 3
11 Project Presentation: Research
Instrument
12 Service Quality Book 2: Ch 2-7 3,4
13 Customer Satisfaction and Delight Book 1: Ch 911 7
14 Case 4
15 Service Profit Chain Book 6: Ch 2,3 6
16 Quality and Profitability Book 1: Ch 12, 13 5
17 Return on Quality Book 1: Ch 14 9
18 Service Productivity Book 4: Ch 13 2,10
19 Project Presentation: Findings and
Implications
20 Project Presentation: Findings and
Implications

Welcome to Services Marketing




