MARK 7397
Services Marketing
Professor Steve Brown

Spring 2004
Office: Melcher 385H



           Time: Tuesday 6:00–9:00

Telephone: (713) 743-4560
Office hours: T 2:00–3:00

Fax: (713) 743-4572
(or by appointment)

Email: steve.brown@mail.uh.edu


Classroom: Melcher 127
Required text: Services Marketing: Integrating Customer Focus Across the Firm, 3rd
ed., Valarie A. Zeithaml and Mary Jo Bitner, Irwin McGraw-Hill, 2000.

Required course packet: A required course packet containing assigned cases is available at in the bookstore.

This course focuses on issues and strategies that apply specifically to the marketing of services.  We will discuss the many ways in which marketing services differs from the marketing of tangible goods.  Principles and practices of services marketing are also important in bundling service together with tangible goods to achieve competitive advantage, as well as in pure service industry contexts.  We will consider the principles and practices of services marketing in both business-to-consumer and business-to-business contexts.  


Major themes in the course include the following: (1) the meaning and measurement of service quality, (2) making service quality financially accountable (linking service quality to customer satisfaction and retention, lifetime value of a customer, and firm profitability), (3) developing and working with a framework for diagnosing and assuring the delivery of service quality, (4) the critical role of top management in fostering a customer-oriented climate conducive to delivering service quality, (5) the coordination of marketing, operations, and human resources to deliver quality service, and (6) managing the marketing mix for services.  


By the end of the course, you should be able to (1) diagnose service quality problems in complex organizational settings, (2) identify organizational best practices and errors and omissions that influence the level of service quality experienced by customers, (3) map service designs to identify “front-stage,” “back-stage,” and customer roles, as well as  likely failure points, (4) measure service quality, (5) devise and manage effective pricing and marketing communications strategies for services, (6) understand requirements for effective service recovery efforts, and (7) understand how the internet addresses problems that are unique and endemic to marketing services.


Class sessions will consist of lecture and discussion, case analyses, skill-building workshops, and group presentations.  Assignments will consist of readings in the required textbook, thorough analysis and preparation of assigned cases (one for every class session), and one group case analysis.  Specific assignments are indicated on the schedule.


Course grades will be based on the following elements:





Homework 




  5%




Midterm exam




25%





Group Case Analysis



20%





Class participation



20%





Final exam




30% 


You will be expected to prepare for class by reading assigned chapters from the text and articles from the course packet and thoroughly reading and analyzing assigned cases.  Active participation in class discussions of assigned cases and activities is also expected.  This necessarily involves a commitment on your part to set aside ample time prior to class to prepare these assignments.  You should let me know prior to class when circumstances do not permit you to prepare adequately or cause you to miss class.

Participation


Productive case analyses and class discussions depend on consistent and thorough preparation.  Twenty percent of your course grade depends on your participation. Effective participation is based on careful listening and deep and penetrating analysis rather than merely on occasional opinions and comments.  Quality is worth more than quantity.  Spirited debate of case issues among members of the class is strongly encouraged.  I view my role in case discussions primarily as facilitator and summarizer. 

Schedule:
Jan. 20
Topic: Introduction/Uniqueness of Services 


Reading: Z & B, chapter 1

Jan. 27
Topic: The Meaning and Measurement of Service Quality



Reading: Z & B, chapters 4 and 5


Case: Measuring Quality at Disneyland Paris (course packet)
Feb. 3

Topic: Making Service Quality Financially Accountable



Reading: Z & B, chapters 6, 17
Rust, Subramanian, and Wells, “Make Complaints a

Management Tool,” Course packet


Case: Club Med (A) (course packet)


Homework: Profit impact tree homework due




          Club Med calculations due

Feb. 10
Topic: Developing Priorities for Service Improvements



Reading: Brandt, “An Outside – In Process for ….”, (Handout) 


Workshop: Extracting Management Priorities from Customer Data

Feb. 17
Topic: e-Service


Reading: Z & B, chapter 13


Case: Rosenbluth International and biztravel.com (course packet)

Feb. 24 
Topic: Service Recovery



Reading: Z & B, chapter 7


Case: Northwest Airlines and the Detroit Snowstorm (A) (textbook)

Mar. 2

MIDTERM EXAM

Mar. 9

Spring Break
Mar. 16
Topic: Service Standards and Design



Reading: Z & B, chapters 8 & 9 



Case: Getting the Bugs Out (course packet)



Workshop: Service Blueprinting 
Mar. 23
Topic: Branding & Pricing Services


Reading: Z & B, chapter 15



Guest Speaker: Marilyn Miller, AIM Investments

Case: Pricing Services at Hospitality Research Corp. (Handout) 

Mar. 30
Topic: Physical Evidence and the Servicescape



Reading: Z & B, chapter 10



Guest Speaker: Andrea Bouchey, Toyota Center and Houston Rockets
Apr. 6

Topic: Employee Roles in Service Delivery



Reading: Z & B, chapter 11


Guest Speaker: Lorraine Grubbs-West, Southwest Airlines
Apr. 13
Topic: Customer Roles in Service Delivery


Reading: Z & B, chapter 12


Case: Shouldice Hospital Limited (course packet)
Apr. 20
Topic: The Integrated Gaps Model of Service Quality


Reading: Z & B, chapter 18
Apr. 29
Group Case Analysis Virgin Atlantic Airways – Ten Years After (textbook)
Final Exam

