Chaminade University

MBA 730:  Services Marketing

Winter 2012, 1/9/2011-3/12/2011; Mondays, 5:45 – 9:45 pm, HENR 225
Instructor:  Margaret L. Friedman, PhD

Office/phone:  28 Keiffer; 739-4608 (O), 347-3244 (C)

Email:  mfriedma@chaminade.edu or peggy.friedman@gmail.com
Office hours:  by appointment

Overview of the Course: 


Much of the world economy is dominated by services.  Furthermore, much of the future job growth in the U.S. is projected to be in the service sector of the economy.   These facts are particularly relevant right here in our own State of Hawaii.  This course focuses on the unique challenges of managing and delivering quality services to customers, including organizations whose purpose is to bring about a social “profit” or gain.  


The primary theme of this course is that service organizations such as theme parks, hair salons, banks, hotels, hospitals, restaurants, insurance companies, law firms, educational institutions, consulting companies, museums, charities…..any organization offering what is primarily intangible, require an approach to marketing strategy that is distinctive relative to goods producing organizations.  We will be studying those distinctions in depth.  The content of this course does not contradict or reverse any of the marketing practices typically carried out in a goods producing organization.  Rather, we will cover material that illustrates how traditional marketing practices need to be adjusted and tailored to address the unique characteristics of a service-producing organization, both for-profit organizations and those in the not-for-profit sector.
Course Objectives:


By the end of the term you will:

· Be able to list and explain the unique aspects of services

· Be competent in understanding the additional complexity of marketing in the independent sector of the economy

· Be able to explain how the basic marketing mix and marketing strategy variables are adjusted in service organizations

· Demonstrate an understanding of the meaning of internal marketing and its importance in any service organization

· Demonstrate the ability to assess and analyze services marketing situations and then make recommendations for improvement of marketing strategy, applying the concepts you have learned

· Be competent in understanding and using services marketing jargon

Course Policies:

· Attendance is required, in fact, the MBA program policy allows for only ONE absence during the term. 
· Make-up/late assignments are allowed only in the event of an emergency and when the instructor has been notified prior the class.

· Please keep pagers and cell phones in the off position during class.

Text and other reading materials:

· Setting the Table, Danny Meyer, Harper, 2006, paperback
· Management Lessons from Mayo Clinic, Leonard Berry and Kent Seltman, McGraw Hill, 2008
· Nuts!, Kevin and Jackie Freiberg, Broadway, 1997, paperback
· Up and Out of Poverty, Philip Kotler and Nancy Lee, Wharton School Publishing, 2009
· Additional Readings accessible through the Sullivan Family Library database
Grading:

· Service Organization Case Study


25%
· Reading for Meaning




15%
· Quizzes (on content from reading)


15%
· Service Marketing Glossary



10%

· Final Exam





35%
All written/oral work will be graded on the basis of the depth/robustness of the effort put forth, your competency in applying what you are learning in class and from the text, and the logic and clarity with which you express your ideas, including spelling and grammar.  The customary grading scale of A = Excellent, B = Average, C = Below Average, and F = Failure will be used.

Service Organization Case Study: (written report and oral presentation)
The purpose of this assignment is to have you see for yourself how the services marketing concepts you are learning about apply in an actual service producing organization.  I think that you will find in studying a real service organization’s marketing and branding strategy you will find considerable room for constructive criticism, since many service organizations struggle with understanding the full potential of marketing (rather they focus on promotion only).  You will want to choose carefully an organization to study, so as to be able to gather enough “data” to understand the extent to which the organization is functioning well from a business perspective.  Smaller organizations may not be developed enough to provide you with enough information to assess their facility with marketing and branding practices.  You should choose an organization early on in the term so that as we discuss important marketing concepts you can be ready to assess them in practice in that organization.  You will work in small groups on this project to facilitate more creative and expansive thinking on how effective the marketing efforts of the organization are.  There will be one grade given for the project.  If there is evidence that this approach is not fair, the instructor reserves the right to adjust individual grades. 
In evaluating your effort, I will consider:

· Thoroughness—the depth and substance of your observations and analysis 
· Application—analyzing the organization in terms of what you have learned (that you choose from the “menu” of services marketing concepts that we will be discussing and appropriately apply them to the non-profit business you investigate)
· How well you organize and how clearly you present your case analysis—that is, you “build” a case that furthers our understanding of services marketing in action.
Reading a written analysis for an oral presentation is NOT acceptable.  Rather, oral presentations should be designed specifically for that medium.

Quizzes (8):


At the beginning of each class there will be a short multiple choice quiz (10 questions), testing your grasp of major concepts presented in the readings being covered for the evening.  Grading for this effort is as follows:  72-80 points = A;  64-71 points = B;  55-63 points = C, 48-54 points = D; 47 and below = F.  The quizzes should provide the catalyst for better “Reading for Meaning” discussions.
Servcies Marketing Glossary:


Since we are not using a traditional textbook for this class, the conceptual framework and highlighted technical “jargon” that a text provides is missing.  We need to do this for ourselves.  Each week you should keep a running “total” of the concepts, frameworks, models, etc., that you feel are crucial to the theory and effective practice of service marketing.  You will turn in your glossary halfway through the term, 2/13, to obtain feedback on its potential usefulness to you.  Your glossary will be evaluated on the basis of  1) quantity of entries, 2) quality of entries (succinct, accurate, and useful explanations) and 3) clear and accessible format (this criterion may require periodic rearranging of entries).  Your glossary should be a very useful reference tool in completing your service marketing case study and final exam.  You will turn in your final version of your glossary with your final exam the last evening of class.
Reading for Meaning:


We are reading four books that illustrate well developed service marketing concepts in action in different industries:   hospitality, airlines, health care, non-profit agencies.  These are not textbooks that provide a pedagogical framework for understanding the material.  Textbooks make everything fit into nice, neat packages which may or, often, do not reflect reality.  Hence as we read these interesting books we need to extract for ourselves the services marketing lessons that they teach, looking for generalizations across the books and idiosyncrasies as well.  You and a partner will work together to share with the class your “take” on these examples.  Each pair will be assigned chapters in one of the books to present to the class.  Your task will be to extract from the detail what you think are the important marketing concepts to be learned.  This will help everyone build the list of concepts we want to remember as being central to effective services marketing.  Your presentations will be evaluated on the basis of 1) your ability to extract from the details the concepts that are critical to effective services marketing, 2) your ability to understand those concepts in terms of the special characteristics of service organizations, and 3) the creativity with which you lead the discussion—how well you engage the class and further our understanding of services marketing.  Regardless of whether you are assigned to present the chapters in class, you are expected to have read them so as to be able to participate in class discussion, as well as to be able to add to your list of service concepts that you will need in the preparation of your case study and final exam.
Final Exam:  Comprehensive analysis of a real world service marketing case study (same evaluation rubric as used for services marketing case study will apply).  
Course Calendar:

DATE


TOPIC


#1  1/9


Introductions and Overview of the Course




TO DO
· “Breaking Free from Product Marketing,” G. Lynn Shostack, Journal of Marketing, April, 73-80, 1977



· “When Marketing Services, 4P’s Are Not Enough,” Magrath, A. J., Business Horizons/May-June, 44-50, 1986 
· “Putting the Service-Profit Chain To Work”, James L. Heskett, Thomas O. Jones, Gary W. Loveman, W. Earl Sasser, Jr., and Leonard A. Schlesinger, Harvard Business Review, March-April 1994






#2  1/16 (Quiz)
Services Marketing:  Context




TO DO:  

· Up and Out of Poverty
#3  1/23 (Quiz)
Non-Profit and Public Sector Services Marketing




TO DO:  

· Setting the Table, Introduction – Chapter 5
#4  1/30 (Quiz)
What We Can Learn from Hospitality




TO DO:   
· Setting the Table, Chapter 6 – 11
· “My Week as a Room-Service Waiter at the Ritz,” Paul Hemp, Harvard Business Review, June 2002
#5  2/6 (Quiz)

Continued  




TO DO:  
· Nuts!, Part I and Part II
#6  2/13 (Quiz)
What We Can Learn from Airlines 



(glossary)


TO DO:  
· Nuts!, Part III and IV
#7   2/20 (Quiz)
Continued




TO DO:  
· Management Lessons from Mayo Clinic, Chapter 1-5
#8   2/27 (Quiz)
What We Can Learn from Health Care





TO DO:

· Management Lessons from Mayo Clinic, Chapter 6-10
#9   3/5 (Quiz)

Service Organization Case Study Presentations
#10 3/12

Final Exam



