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Course Outcomes:

Co1
CO2
CO3

Explain the consumer’s service consumption journey.

Develop the service business model for a specific offering.

Suggest ways of managing customer interactions for effective services marketing.

Recommend ways to implement profitable service strategies for service quality, handling
customer complaints and service recovery.
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Sr. No |Module Description CO |Marks Hours

Basics of Services Marketing:
Definition of service
Characteristics of services
Broad categories of services
Distinctions between services and goods
Services Marketing Mix — 7 Ps
Consumer Behaviour in Service Encounter:
1 I | Service expectations 1 12 10
e Pre-purchase Stage
e Service-Encounter Stage
e Post-Encounter Stage
Segmenting and Positioning Services:
e Achieve competitive advantage through focused strategies
e Segmenting service markets
e Developing effective positioning strategy
Traditional Services Marketing Mix:
e Service as a Product
o The flower of services
o New service development
e Pricing Services
o Pricing strategies
o Role of non-monetary costs
o Revenue management
o Ethical concerns in service pricing
. . 2 13 10
e Delivering the Services
o Distribution in service context
o Role of customers and intermediaries in service
distribution
o Electronic channels, Self-service technologies
e Promoting Services
o Marketing communication in service context
o Challenges in services communications
o The service marketing communication mix
Managing Customer Interface
e Service Process
o Designing & documenting service processes
o Service blueprinting
o Service process redesign
e People in Services
3 I o Role and importance of human resource in service| 2,3 13 10
delivery
o Cycle of failure, mediocrity, and success
e Physical evidence of Services
o Purpose service environment
o Consumer response theory
o Dimensions of service environment
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Managing Capacity and Demand

¢ Understanding and managing capacity

e Analysing patterns of demand

e Strategies for matching capacity and demands

Implementing Profitable Service Strategies

e Service Quality:

4 v o Gaps model; Measuring and improving service| 4 12 10
quality.

o Soft and hard measures of service quality

e Complaint handling and Service Recovery:

o Analysing customer complaining behaviour

o Customer responses to effective service recovery

o Principles of effective service recovery
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