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SERVICES MARKETING: 

STRATEGIES FOR NONPROFITS AND FOR-PROFITS 
____________________________________________________________________________ 
 
Overview 
 
Services—including the activities of public and nonprofit organizations—dominate the economies of most 
developed nations today.  In a typical year, a majority of MBA graduates go to work for service firms.  
Yet traditionally, business school courses in marketing and other fields have focused on the manufacturing 
sector of the economy.  And most marketing concepts were originally developed with manufactured 
products in mind.  
 
Service management differs from manufacturing management in a number of ways, reflecting the intangible 
nature of service performances and the greater variability that often results from real-time production and 
delivery. In many instances, customers are actively involved in the delivery process and employees 
become part of their service experience.  As a result, quality control is difficult and the marketing, 
operations, and human resource functions overlap. 
 
Course Objectives 
 
The primary objective of this course is to help you to work effectively as managers (or consultants) in a 
service-driven economy.  Through cases, readings, projects, class discussions and presentations, we’ll 
address the distinctive characteristics and problems of both nonprofit and for-profit service enterprises. 
  
In the process, you will learn to recognize the nature of different types of services, to dissect service 
experiences, to evaluate delivery systems, and to understand the role played by customers themselves. 
During the course, we’ll be exploring marketing concepts, frameworks and models designed to facilitate 
analysis of different types of services and to help in development and implementation of appropriate 
strategies.   
 
We’ll take advantage of the fact that many services offer us a wonderful real-world laboratory for study 
and analysis.  (By the end of this course, I suspect that you will never again look at a restaurant, museum, 
or airline in quite the same light!)  Through participation in a series of individual and group projects, you’ll 
develop a pragmatic, real-world view of current marketing practices and innovations in the service sector, 
start to think more analytically about your own experiences as a service customer, and better understand 
the nature of different types of front-line service jobs involving customer contact. 
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Course Format and Content 
 
This half-semester course is, of necessity, fairly concentrated, with 13 sessions taking place on seven 
consecutive Tuesdays. Our initial class meeting (March 20) runs from 2:30 – 4:00.  Thereafter, we’ll be 
meeting for double sessions from 2:30 –5:30, with a break for caffeine (or whatever) at about the halfway 
point.  On most days the assignment for the first session will include one full-length case and at least one 
reading (a chapter or article); the second session will typically involve two readings and occasionally a 
very short case. Our cases will cover a variety of industries and feature both nonprofit organizations and 
for-profit companies. See syllabus  below 
 
Expectations  
 
My expectation is that you will come to all classes, read all assigned materials, prepare the accompanying 
study questions thoughtfully, and submit written projects on or before their due dates. You should plan to 
devote as much preparation time to our double sessions as you would to two separate class meetings on 
different days. Our sessions will be livelier and more interesting if everyone is well prepared!  If you’re 
unable to come to class for any reason, please notify me in advance by email, otherwise I’ll have to 
assume you were unprepared.   
 
Contact Information 
 
I’ll be on campus all day on Tuesdays (and occasionally on Monday afternoons).  During those times, I’ll 
be happy to meet with you either individually or in groups.  Please contact my assistant, Elisa Godfrey (52 
Hillhouse, tel: 2-6018) to make an appointment.   
 
My office is 56 Hillhouse, Room A201, tel: 2-6049), but it may be easier to reach me by email: 
christopher.lovelock@yale.edu.  I’d also be happy to meet with groups of you for breakfast, lunch, or 
post-class refreshments.  Please feel free to call me Christopher. 
 
The teaching assistant for this course is Karen Osborn, who will be grading your papers—although I will 
also read everything myself.     
 
Grading 
 
Evaluation will be based on class participation (30%), three individual written projects (55%), and 
small group activities involving short written reports and in-class presentations (15%).  The good news is 
that there will be no final exam.   
 
Course Materials 
 

(a) Required text: Christopher H. Lovelock, Services Marketing, 4/E (Prentice-Hall, 2001).  This 
combines text, readings, and cases and is available from the Yale Bookstore.   
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(b) Supplementary cases and readings.  Wherever possible, these materials will be distributed 

electronically through the course Web site. Student papers will form the basis for discussion in at 
least one session. 

 
Small Groups 
 
All students will be assigned to a small group consisting of about six members.  I’ll decide the composition 
of these groups and announce them on March 27, at which time I will also give details of the role that 
groups are expected to play.  Group work will account for 15% of the final grade for the course. 

 
__________________________________________________________________________________________

____ 

 
Syllabus 

 
      SERVICES MARKETING: STRATEGIES FOR NONPROFITS AND FOR-PROFITS 
__________________________________________________________________________________________
____ 
 
 
 
I: INTRODUCTION: MARKETING IN DIFFERENT SECTORS   

 
Session #1, March 20 

 Reading:    Lovelock, Services Marketing 4/E (SM4), Chapter 1 
       

II: CUSTOMER INVOLVEMENT IN SERVICES  
  
 Session #2, March 27 

Reading:   SM4, Chapter 2  
Case:  Sullivan’s Auto World Ford (SM4, 597-601) 

 

Session #3, March 27  

Reading: SM4, Chapter 3 
      Grove and Fisk, “Service Theater: An Analytical Framework for Services 
       Marketing” SM4, 83-91 
Case:         Euro Disney: An American in Paris  

 
III:       CREATING A MARKETING ORIENTATION ACROSS THE ORGANIZATION 
  

Session #4, April 3  
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 Reading:   Drucker, “What Business Can Learn from Nonprofits” HBR  

             Case:        Museum of Fine Arts, Boston (SM4, 625-638) 

 
 Session #5, April 3 
 Reading: SM4, Chapter 4 

Case:  Museum of Fine Arts (cont). 
 
IV: POSITIONING A SERVICE IN THE MARKETPLACE   
 

Session #6, April 10   
 Reading:   SM4, Chapter 7 
 Case:  Southwest Airlines (A) (Harvard) 

 V:      IMPROVING SERVICE QUALITY AND PRODUCTIVITY  

Session #7, April 10 

            Reading:         SM4, Chapter 12 

            Optional:        Berry and Parasuraman, “Listening to the Customer…” (SM4, 182-194)   
   

VI:     CREATING AND DELIVERING THE SERVICE PRODUCT        
 
Session #8, April 17 
Reading: SM4,  Chapter 8 
Case:    First Direct: Branchless Banking  

     
            Session #9, April 17  
            Reading: SM4, Chapter 11 
              Porter, “Strategy and the Internet,” HBR 
  Deighton, “Service Markets and the Internet (SM4, 444-454) 

Session #10, April 24 

 Reading:  Service Diaries 
 Presentations 
 
 
VII:   RESOURCE ATTRACTION AND SERVICE STRATEGY: FUNDRAISING       
            AND VOLUNTEERS 
  

Session #11, April 24 
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Reading:  Package of articles on fundraising 
Case:    Yale University: The Annual Fund  

 
Session #12, May 1   
Reading:  The VNA Visitor, Spring 2001 
Case:  Visiting Nurse Association of Cape Cod 

 
VIII: MARKETING AND HUMAN RESOURCES 

COURSE WRAP UP 
 
 Session #13, May 1 
 Reading: SM4, Chapter 15  

  Heskett et al., “Putting the Service Profit Chain to Work” (SM4, 574-584) 
 Optional: SM4, Chapter 16 

 “Case” Project #3 package (Customer Contact Personnel and Their Jobs) 
 
_______________________________________________________________________________ 
 

Individual Written Projects for Mgt. 853 
 
__________________________________________________________________________________________
____ 
      
There are three sets of written assignments in this course, but no final exam. All projects should be 
typewritten. In most instances, your work will form the basis for discussion in small groups and, perhaps, 
in-class presentations.  So in a very real sense, you’ll be contributing to other people’s learning as well as 
your own. 

 
Project #1 (10% of final grade) consists of (a) a letter of complaint to a service organization, due on 
March 27, followed by (b) an evaluation of the response—if any—that  you receive, due May 1.   

 
Project #2 (15% of final grade) consists of a diary of your service encounters, due on April 10. 

 
Project #3 (30% of final grade) offers you a choice. You can either prepare a written analysis of 
two cases that are going to be taught in class (each is due on the day the case is scheduled to be 
taught) or interview a customer contact employee in a service organization and write a short report on 
what you learned. The latter is due on April 24. 

 
 
Project #1: Complaint Letter (due March 27, May 1)  

 
Write a letter of complaint and send it to an organization with whose service you have recently been 
disappointed. Your letter should describe the situation(s) that you encountered and express clearly your 
reasons for dissatisfaction.  (Note: SOM and all other activities associated with Yale University are 
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off limits for this assignment!  If you propose to write to a small organization based in the New 
Haven area, please check with Amy first, so that we avoid duplication).   
 
Recognize that specificity and clarity in your letter are particularly important in terms of the organization’s 
ability to evaluate your complaint, correct your problem to the best of its ability, and incorporate your 
observations as useful learning for improving/maintaining service quality in the future.  Finally, remember 
that this is a serious exercise: Only legitimate complaints should be presented. Your letter should be sent 
as soon as possible and certainly no later than March 27.  Please submit a “blind” copy to me (via Amy) 
at the same time.  For obvious reasons, don’t copy me on the original.   
 
Letters will be evaluated on: 

• Clarity and conciseness with which you describe the problem and relevant    
                   events  

• Comparison between what you expected—be reasonable!—and details of the  
       service you  actually received 

• Specific and actionable suggestions for improvement (if appropriate) 
• Appearance of your letter and quality of writing (note: if English is not your  

native language, it’s okay to ask a friend to double-check your letter to ensure that it communicates your concerns in a 
clear and idiomatic manner). 

 
When you receive a response to your complaint (as opposed to just an acknowledgement), please 
submit a copy—or a written summary of any telephone conversation—plus (1) a brief evaluation of this 
response, (2) a statement of your level of satisfaction with the organization’s approach to problem 
resolution, and (3) suggestions for any improvements.   
 
If you have not received a response by April 30, please send me a memo containing (1) your 
hypothesis as to why you received no response and (2) your feelings as a customer and your future 
intentions towards this organization.   
 
Due date for follow-up: All evaluations, whether involving a response or non-response, are due not later 
than May 1. 
 
 

Project #2: Service Diary (due April 10) 
 
Keep a typed diary of your service encounters during a two-week period.  For each week, record 
between three and five service encounters based on your first-hand experience.  You should start your 
diary as soon as possible and complete 8-10 entries in total.  Each entry should briefly describe the 
encounter in terms of: 
 

• factual details—what happened, when, where, nature of transaction, at what type of service organization  
 

• comments—your feelings, observations, actions taken (if any) 
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• your analysis of the situation (why it was positive/negative/neutral in generating satisfaction), your 
diagnosis of the causes, and any brief action recommendations that seem appropriate. 

 
Please record only those experiences you are willing to share with the class, since you may be asked to 
describe your encounters to your classmates. Don’t record more than two encounters with any one 
service. Try to record a good cross-section of the service organizations that you patronize, following the 
basic report format below. (See examples of two completed diary entries). 

 
DIARY FORMAT AND TWO SAMPLE ENTRIES 
 

Encounter #  Date:                Time:                     Location:  
 
Organization: 
  
Details: 
 
Comments:  
 
Analysis:  
 

 
SERVICE ENCOUNTERS DIARY: two completed examples shown in italics)  

 
___________________________________________________________________________ 
 
Encounter # 5  Date: Friday, Sep. 22 Time:  8:45pm  Location: Newtown 
 
Organization: Restaurant “Chez Jules” 
 
Details: Restaurant kept us (self and friend) waiting for 45 minutes past our 8:00pm reservation 
 
Comments: I was angry and my friend got very impatient.  When I complained, the hostess said she was sorry (in a 
rather insincere way) but sometimes these things happened. The meal was good but we probably won’t go back.  
 
Analysis: The restaurant does a poor job of integrating capacity planning and demand management (judging by the 
hostess’s comment, this doesn’t appear to be an isolated incident—perhaps they deliberately overbook on 
weekends!).  The hostess should be trained to relate more sympathetically to customer concerns. If it is clear that 
customers with reservations are going to be kept waiting, then they should be given advance warning of delays to 
manage their expectations.  Management doesn’t seem to think in terms of service recovery (e.g, an apology and 
offer of a free drink after a certain amount of waiting time has passed). 
 
___________________________________________________________________________ 
 
Encounter # 7  Date:  Tuesday, Sep. 26  Time:  9:15am   Location:  Southville 
 
Organization: Post Office, Columbia Avenue 
 
Details: Sent a package. Served quickly by the postal clerk who was polite but somewhat impersonal.  He was able 
to answer questions about prices for different levels of service and suggested Express Mail if I wanted next-day 
delivery.   
 



 8

Comments: I see a different postal clerk in this office every time I go there, which is about once a week.  Only one of 
them has ever smiled at me.  The post office interior and exterior are both dull and institutional looking.  There was 
a political slogan painted on the outside wall, which looked as if it had been there a while.   
 
Analysis: Contrary to postal stereotypes, the employees in this office seem to be polite, well informed and efficient. 
But if management keeps rotating the employees, they will never get to know the customers and it will continue to be 
an impersonal experience.  Why can’t the Post Office brighten up the appearance of this office?  Graffiti should be 
removed immediately so that other vandals don’t get the same idea.   

 
Project #3: Case Analysis or Employee Interview (due dates vary) 

 

TWO CASE ANALYSES (2 x 15% of final grade) 

 
Select two of four designated cases (Museum of Fine Arts, Southwest Airlines, and others to be 
announced) assigned for class between April 3 and April 24.  In each instance, prepare a 3-4 
page (double-spaced) analysis, plus any relevant exhibits, that responds to the study questions 
assigned with the case.  Each paper will account for 15% of your final grade and is due before 
class starts on the date specified for discussion of that case. Late papers will not be accepted.   
 
or 
 

REPORT ON INTERVIEW WITH A CUSTOMER-CONTACT EMPLOYEE (30%) 

This assignment is due on April 24. All papers will be reproduced and distributed to course participants, 
with selected papers forming the basis for a class discussion on    May 1 of managing customer-contact 
employees.  
 
Recommended Advance Reading  
 
Chapter 15, “Managing People in Service Organizations” (Lovelock, Services Marketing, pp. 455-

478).  
 
Objectives 
 
The goal of this assignment is to understand and evaluate a service organization from the perspective of a 
service employee with customer contact responsibilities. You are asked to select an individual who 
interacts with customers, interview that person, and write an analysis and appraisal. 
 
To facilitate reproduction, papers are limited to two single-spaced typewritten pages, with a minimum 
font size of 12 points [this is 12-point Times New Roman].  Your paper should be roughly 1,000 words 
in length.  
 
Choosing An Interviewee 
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The person you interview should be a current employee (not a partner or owner) of a service organization 
(business, nonprofit, or government agency) that deals directly with customers. Your interviewee should 
be low on the organization chart, reporting to either a manager or supervisor, and employed primarily in 
an operational capacity - that is, delivering some aspect of the service that brings him or her into regular 
contact with customers. Although there may be sales or marketing aspects to the job, these should be 
secondary to the operational tasks. 
 
Possible examples include bank teller, airline flight attendant, reservations agent, restaurant server, nurse, 
police officer, postal employee, bus driver, front-office person in a repair or maintenance shop, customer 
service representative, computer service engineer, hotel receptionist, supermarket checker, bartender, 
train conductor, or telephone operator. (Note: You may not interview SOM employees for this 
assignment). 
 
Content of the Interview 
 
First, seek to understand the nature of the job. What does the task entail, what hours are worked? 
What prior training is given (or required), what skills and equipment are needed? Is the job performed 
alone or with a team? What type of contact takes place with customers and under what circumstances 
(e.g., do all customers encounter this individual or only those with problems to resolve?) How tightly 
prescribed is the job in terms of rules and operational procedures? How is the work monitored and 
evaluated? And what is the career path, if any, for this job? 
 
Then try to learn something about what the interviewee brings to the job in terms of personal 
background, education and training, prior employment, skills, and interests. How long has he or she 
worked for this service organization, in this position? What are his or her career aspirations?  Here you 
should try to bring your interviewee to life and give your reader a sense of the person behind the job. 
 
Now turn to the employee's evaluation of the job. What aspects of the work does s/he like or dislike? 
How much personal discretion is allowed, how much conformity is required and enforced? Which aspects 
of the job are most challenging, most satisfying, most frustrating? How careful is the training and how 
appropriate the level of supervision? How much support or criticism is given and is it useful? How does 
s/he feel about customers, fellow workers, boss(es), and supervisors? 
 
Last, in what ways could the job be changed to make it more satisfactory for employees, to offer better 
service for customers, and to make the organization more efficient? Does management actively 
solicit/reward employee suggestions or welcome unsolicited ideas? Does the work offer a well-defined 
career path towards managerial status or provide opportunities for rotation to other positions? Or is it just 
a dead-end job? 
 
Writing up the Interview 
 
This will probably be the most difficult aspect of the assignment, since your write-up must be confined to 
roughly 1000 words (a little less than two typewritten pages, single-spaced). Please use a letter-quality 
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printer to ensure good reproduction for classroom use and do not attach exhibits or addenda. Papers that 
exceed two pages (or are substantially longer than 1000 words) will be returned ungraded. 
 
In writing, try to strike a balance between description and appraisal. Focus on the key things that you 
have learned about your interviewee and his/her job. Try to distill this information into half a page (25% of 
the total paper). Roughly 50-60% of your paper should be devoted to an evaluation of the job and how it 
is currently structured and performed. Conclude with whatever recommendations to management seem 
appropriate and also identify any insights from this situation that are transferable to other types of service 
industries. It’s a good idea to make use of direct quotes by your interviewee, since these will help to 
make the subject of your interview seem more real to the reader, add depth to the insights, and may also 
make your paper more interesting to read. 
 
To protect your interviewee's privacy, please disguise all personal names in the paper (and mention to the 
person that you'll be doing this). But please give them a plausible pseudonym rather than referring to them 
as "Ms. X" or just by their initials. If necessary, you may disguise the name of the organization (although 
I'd prefer that you didn't). 
 
__________________________________________________________________________________________
____ 
 

MGT. 853—SERVICES MARKETING: 
STRATEGIES FOR NONPROFITS AND FOR-PROFITS 

 
Class Assignments  

 
Note: Unless otherwise indicated, all cases and readings will be found in                 the course text:  Lovelock, Services 

Marketing  4/E (“SM4”) 
 

Tuesday, March 20, 2:30-4:00  
 

Session #1: THE EVOLVING SERVICE SECTOR               
Read: Chapter 1, “Distinctive Aspects of Services Marketing” (SM4, 1-31) 
 
Study Questions: 
 

1. Consider the following statements (taken from a Fortune article): 
 

  —“Many people still view the world through manufacturing goggles.”           (Fred 
Reichheld, Bain and Co.)  
 

—“We still have this perception that making a product is better than  
             providing a service (James Bryant Quinn, Tuck School at Dartmouth)  
         

In your view, what explains these viewpoints?  Do you agree?  Should we be concerned about them? (and if 
so, why?) 
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2. The chapter describes nine ways in which the task of marketing services may   
      differ from that of marketing goods.   Recognizing that these are broad     
      generalizations, evaluate them against three services that you use as a consumer.    
      What do you conclude? 

 
 
Tuesday, March 27, 2:30–5:30 
 

Note:  Project #1 (a copy of your letter of complaint) is due today 
 

Session #2: CUSTOMER INVOLVEMENT IN SERVICE PROCESSES 
 
Read: Chapter 2, “Developing Frameworks for Analyzing Services” (SM4, 32-53) 
  
Case preparation: Sullivan’s Auto World Ford (SM4, 597-601) 
 
Study questions: 
 

1.   How does marketing cars differ from marketing a car service facility? 
 

2. Compare and contrast the sales and service departments at Auto World. 
   
3.   Flowchart the servicing of a car (bring your flowchart to class; be prepared to  
      present it). 
 
4.  What advice would you give to Carol Sullivan-Diaz re: 

  —Handling the angry customer in the showroom 
  —Improving service quality 
  —Marketing (a) the service department and (b) the dealership 
  —Selling Auto World now versus attempting a turnaround. 
 

5. What useful parallels do you see between running a car dealership and        
      managing health care services? 

 
 

Session #3: CUSTOMER INVOLVEMENT (cont.) 
 
Read:  Chapter 3, “The Customer Experience” (SM4, 54-82)  
            

Grove and Fisk,  “The Dramaturgy of Services Exchange: An Analytical Framework for  Services Marketing” 
(SM4, 83-92) 

 
Case preparation: Euro Disney: An American in Paris (if you have previously studied  
           another case on Euro Disney at SOM, just read the section “A Visit to the Park” 
           SM4, 609-611)     
 
Study questions:  

 
1. Evaluate the overall experience of the two visitors to the park.  Should they bother to complain and, if so, 

about what and to whom? 
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2. Create a flowchart of their visit, indicating points where Disney needs to do better. 
 

3. To what extent (if at all) do you think that their various experiences are probably  
      “typical” of many others visiting around that time?  

 
4. Supposing the two visitors send a letter to Euro Disney describing their day, what     
      actions, if any, should the company take? 

*   *   *   *   * 
 

Tuesday, April 3, 2:30–5:30 
 
     Reminder: You should have completed the first week of your Service Diary by now! 

 
Session #4: CREATING A MARKETING ORIENTATION—AN 
ORGANIZATIONAL PERSPECTIVE  
 
Read:  Drucker, “What Business Can Learn from Nonprofits” (retrieve via HBS Link)  

Case Preparation:  Museum of Fine Arts, Boston (SM4, 625-638) 

 
Study Questions  

See questions at end of case, p. 638 
Also: be prepared to comment on the Drucker article 

 

 
SESSION #5: CREATING A MARKETING ORIENTATION—A SERVICE 
CUSTOMER PERSPECTIVE 
 
Read: SM4, Chapter 4, “Customer Behavior in Service Settings” (109-135) 

 
Study Questions:  

 
1. Where does an art museum fit on the continuum shown in Fig. 4.3 (p.118)? 

 
2. Which of the risks listed in Table 4.1 (p. 125) might be applicable to a tourist visiting the MFA for the first 

time? 
 

3. What are the marketing implications of your flowchart of a tourist visit to the MFA and your responses to 
questions 1 and 2? 

 
 

Tuesday, April 10, 2:30–5:30 
 
Friendly reminders:  
Project #2: Your Service Diary is due today 
Project #3 (alternative): You may write up Southwest Airlines as one of the two cases  
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Session #6: POSITIONING A SERVICE IN THE MARKETPLACE 
 
Read: SM4, Chapter 7, “Positioning a Service in the Marketplace” (pp. 195-215) 
 
Case Preparation: Southwest Airlines (A) access via HBS Link 
 
Study Questions: 
 

Note:  For this session, focus strictly on the situation presented by the case, as of the early 1970s.  
In the following session, we examine Southwest’s subsequent evolution. 
 
1. What was the nature of the marketing problem facing Southwest in June, 1971? 
 
2. And how had the marketing situation changed by February 1973? 
 
3. What is Southwest’s cost structure and what are its implications for pricing strategy? 

How do changes in service affect cost structure?  (be sure to run the numbers!)  
 
4. Evaluate the impact of Braniff’s price cut 
 
5.   What action should Southwest take in response to Braniff’s announcement on Feb. 1?  

 
SESSION #7 
 
(a) Continuation of Southwest discussion 
 
Read:        “Southwest’s New Direction,” Business Week, Feb. 8, 1999  

“Southwest: After Kelleher, More Blue Skies,” Business Week, April 2, 2001  (Both on WebCT—please 
click on “Course Materials”)  

 
Internet:   Visit the Southwest Airlines Web site, www.southwest.com, and familiarize  

      yourself with SWA’s current activities, finances, and operating statistics. 
 
Study Questions: 
 

1. Think about the criteria that today’s business travelers use when selecting an airline for a trip where there are 
several competing carriers, including Southwest.  Using your own perceptions of other commercial airlines in 
the US, prepare one or more positioning maps (similar to those on page 210 of  SM4) identifying how 
Southwest is positioning versus different US competitors.  Bring this to class and be prepared to share it with 
your group. 

 
2. How important is branding in the airline business?  What does the Southwest brand name stand for? 

 
3. What is the role of a CEO in leading an airline? 

 

(b) Improving Service Quality and Productivity 
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Read:  “Enhancing Value by Improving Service Quality and Value” (SM4, pp. 360-389) 
 
Optional: Berry and Parasuraman, “Listening to the Customer: The Concept of a Service  

     Quality Information System,” (SM4, 182-194) 
 
Questions to consider: Why do marketing managers need to get involved in service quality decisions?  Should they 
have an input to productivity improvement strategies?  How does measuring quality in an airline environment differ 
from a financial service environment?  In both instances, what is the potential of the Internet to improve productivity? 
 

Tuesday, April 17, 2:30–5:30 
 
SESSION #8: CREATING AND DELIVERING SERVICES   
 
Project #3  (alternative): You may write up First Direct as one of the two cases  
Small Groups will need to meet the day before class (or earlier) – see assignment: below 

 
Reading : SM4, Chapter  8: “Creating the Service Product and Adding Value”  

(Skim pp 216-232, read carefully pp 232 – 253)  
 

Case Preparation:  First Direct: Branchless Banking  (SM4, 639-652) 
 

Study Questions: 
 
1. What are the core product and supplementary services for retail banking, conducted  

a. through a traditional branch bank 
b. through a telephone format similar to First Direct 
c. through the Internet  

 
2. What are the relative roles of information technology and employees in First Direct’s relationship building 

strategy? 
 
3. What threats and opportunities face First Direct as it seeks to retain existing customers and win new ones? 
 
4. Consider Kevin Newman’s statement that “we are not really in banking but distribution.”  Do you agree? (Why or 

why not?) 
 
5. How important is branding in retail banking? What does the First Direct brand name stand for?   
 
6. What actions should Newman take, especially on Internet banking? 

 

SESSION #9: CREATING AND DELIVERING SERVICES (cont.) 
 
Reading: SM4, Chapter 11, “Creating Delivery Systems in Space, Cyberspace, and Time” 

 
           Michael Porter, “Strategy and the Internet,” Harvard Business Review, March 2001 (Access via HBS 

Link) 
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 John Deighton, “Service Markets and the Internet”  (SM4, 444-454) 
 (Note: this was written in early 2000, pre dot-com meltdown) 
   
Optional reading: SM4, Chapter 18, “Technology and Service Strategy” 
 
Study Questions: 
 
1. Where does the concept of a “servicescape” fit in service marketing strategy?  Apply it to hospitals, car repair, 

retail banking, museums, and hotels. 
 
2. Is it realistic to describe telephone-based services as part of e-commerce? 
 
Small Group Assignment: Meet earlier to compare and contrast the Deighton and Porter articles.  Do you agree with 
their conclusions?  What do you see as the future of the Internet for service marketing strategy in each of the following 
four categories (as defined in SM4, Chapter 2): 
- People processing services 
- Possession processing services  
- Mental stimulus processing services 
- Information processing services 
Each group should submit a short paper (approximately two pages, single spaced) prior to class and be prepared to 
discuss these issues in class.  Note: This is a graded assignment. 

 

Tuesday, April 24, 2:30–5:30 
 

Reminder: Project #3  is due today 
Either:  Interview with a customer contact employee 
Or:        case writeup:  Yale University: The Annual Fund 

 
SESSION #10: CREATING AND DELIVERING SERVICES  (cont.) 
 
Reading:  Review all the service diaries created by members of your group.    
 
Individual Preparation: 
 

• From your own perspective as a customer, what strikes you most forcefully about these entries? 
 

• From a managerial perspective, what lessons can be drawn from these diary entries?  In particular, what do 
they illustrate (good or bad) about service design, service delivery, and management of customer contact 
personnel?  

 
Small Group Preparation: 
 

1. Categorize each diary entry into one of the following three categories of experience: (1) mainly positive for the 
customer, (2) mainly negative, (3) neutral). 

 
2. Then further classify them according to the relative importance that the performance of front-stage service 

personnel played in each specific experience: (a) very important, (b) somewhat important, (c) not important.   
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Now, use the results as follows.  Create a 3 x 3 (nine-cell) matrix featuring the above classifications and indicate the 
number and percent of all observations falling in each cell.  What conclusions do you draw?  Please ensure that one 
group member is prepared to present and discuss your group’s matrix in class.   
 
(For interest, I would like to receive a copy of each group’s matrix, but no written commentary is required.  Note that 
this is not a graded assignment) 
 

 
SESSION #11: FUNDRAISING STRATEGY 
 
Readings: 

Charlie Cardillo, “The Unexamined Donor,” Case Currents, May-June 2000 
 

Robert A. Burdenski, “Proceed According to Plan,” Case Currents, May-June 2000 
Sam Allis, “Tiptoeing the Line Between Giving and Meddling,” Boston Sunday Globe, November 19, 2000,  
David Abel, “Activist Donors,” Boston Sunday Globe, November 19, 2000 

 
Case Preparation: Yale University: The Annual Fund 
 
Study Questions: 
 

1. Is fundraising a service?  Make the case both for and against this notion. 
 

2. Why do people give money and/or volunteer time to nonprofit organizations?  What do they receive in 
return?   

 
3. What, if anything, is distinctive about giving and/or volunteering in a university setting?  Can a useful 

distinction be drawn between giving to one’s undergraduate alma mater and to one’s graduate school? 
 

4. What factors might account for differences in the Annual Fund performance of Yale College and the various 
graduate/professional schools at Yale? 

 
5. Compare and contrast alternative approaches to segmenting the SOM market for fundraising purposes. 

 
6. Evaluate the performance of the SOM Annual Fund and recommend a strategy for the future, including 

measurable goals, segmentation, message themes, and alumni/student activities. 
 

Tuesday, May 1, 2:30–5:30 
 

Reminder: Project #1, Part II is due today. 
Please submit your evaluation of the response (or non-response) to your letter of  
complaint.  If you received a response, please include a copy with the written comments. 

 
Review: Your notes for the course 

 
SESSION #12:  RESOURCE ATTRACTION AND                       
SERVICE STRATEGY  
 



 17

Reading: 
 The VNA Visitor, Spring 2001  (especially pp 3, 5, 6, 9, and 10.). 
  
Case Preparation:   

Visiting Nurse Association of Cape Cod  
(Text distributed by email, exhibits on WebCT) 

 
Study Questions:  
 

1. Compare and contrast the VNA, Museum of Fine Arts, and Yale University from the perspective of each of the 
“8Ps” (SM4, Ch. 1). 

 
2. What are the motivations for (a) donating to the VNA and (b) becoming a VNA volunteer?  How do they differ 

from those of Yale donors and volunteers? 
 

3. Review the VNA’s different services.  What principles of service delivery do they illustrate?  Other than the 
obvious issue of travel, how does the role of service personnel differ between those working for the VNA and 
those working in a hospital? 

 
4. Consider the HHRG approach to reimbursement of home healthcare services.  Are we talking about products 

or prices here (or something else)? 
 

5. Evaluate the activities of the Philanthropy Department at the VNA.  Are they on the right track?  What 
priorities would you recommend for the future (and why)? 

 
6.  What insights does the worksheet reproduced in Exhibit 6 offer for developing advertising and fundraising 

themes?  What do you recommend? 
 
Note: We will be joined in class by Cathleen Creedon, Director of Philanthropy, VNA of Cape Cod  
 

 
SESSION #13: FINALE: MARKETING AND HUMAN RESOURCES; 
                          COURSE WRAP UP 
 
Read:  

SM4, Chapter 15:  “Managing People in Service Organizations” 455-78 
Heskett et al., “Putting the Service Profit Chain to Work,”  (SM, 574-584) 

 
Optional Reading: 

SM4, Chapter 16: “Organizing for Service Leadership” 479-507 
 
Prepare:   

Review selected profiles from “Customer Contact Personnel and Their Jobs” (reproduction of student papers 
from Project #3—distributed to your boxes)  
 
(a) Read all the profiles prepared by members of your group 

(b) Read sufficient additional profiles to take your total to at least 12  

(c) If possible, coordinate your reading within the group to ensure that all profiles are covered; in the larger 
groups, try to ensure that each profile is reviewed by at least two group members.  

 
Study Questions: 
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1. Which of these jobs would you most and least like to have, and why?       (Assume that you possess the 

necessary skills and other job requirements) 
 
2. How much of the customer’s satisfaction with the overall service is in the  
      hands of the different individual’s portrayed? 
 
3.  Which of the skills required for each job are innate (person is born with them or  

           develops them in youth) and which are trainable?  Be specific! 
 
       4.  What was your overall reaction to reading these profiles and undertaking your  

      interview?  More specifically, how do you react as (a) a customer; (b) a marketing  
      manager or consultant; (c) an observer of the human scene?  
 
 
 

Small Group Assignment (please be prepared to present your conclusions in class)   
 
Imagine your group as a marketing consulting firm with a strong HR perspective, seeking to identify 
effective and ineffective performance at the customer contact level.  From the profiles, select three 
individuals who appear to be among the better performers and three who appear to be among the worse.  
Then address the following questions:   
 
a. What criteria are you using to define “better” or “worse”? How do you measure them?      
b. Which of these individuals, in your view, have the potential for advancement, which  
     should remain in their present positions (identify if further training is needed), and  
     which should be let go or reassigned?. (please explain your reasoning) 
c.  In each instance, to what extent is the firm’s success in the marketplace dependent on    
     the collective performance of the individual “profilee” and others holding similar   
     positions? 
d.. Compare and contrast the ways in which the employees’ work is organized and  
     supervised.  In which instances do you see potential for (1) changing front or back   
     stage processes for greater productivity and/or customer satisfaction; (2) empowering    
     employees to take greater initiative; {c) redefining the role of the customer in relation  
     to employees?  
e.  Based strictly on the evidence in the six profiles, which company seems to be  
     managing its customer contact personnel most effectively for marketplace success?    
     And which the least?  What lessons do you draw in each instance? 
 
Optional written assignment (opportunity for bonus points): This assignment may be submitted as an individual or 
group paper, due by 5:00 pm, Wednesday, May 2. Please email your copy to both Christopher Lovelock and Karen 
Osborn.  Suggested length:  4-6 pages, double-spaced.  
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