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MBA Program
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EDUC 101
Instructor:  Margaret L. Friedman, PhD

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

Email:  mfriedma@chaminade.edu or peggy.friedman@gmail.com
Administrative Assistant phone:  808 440 4280
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
· The Apple Experience, Carmine Gallo, McGraw-Hill, 2012
· Up and Out of Poverty, Philip Kotler and Nancy Lee, Wharton School Publishing, 2009
· Additional Readings accessible through the Sullivan Family Library database
Grading:

· Industry/Company Application Study progress reports (2 x 10%)
20%
· Industry/Company Application Study Final report


30%
· Reading “Cliff Notes”






15%
· 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.

Assignments and Participation

Industry/Company Application Study: 
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 industry/organization.  I think that you will find in studying a real service marketing situation there is ample opportunity 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 industry/organization to study, so as to be able to gather enough “data” to understand the extent to which the industry/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 industry/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.  You will present 2 developmental reports on your findings and then a final report that incorporates the most important aspects of your developmental work to provide a comprehensive assessment of the industry/organization.
Reading “Cliff Notes”:


We are reading four books that illustrate well developed service marketing concepts in action in different industries:   hospitality, technology/retail, 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, sometimes, may 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.  A general format for this work will be provided to you.  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 knowledge of service concepts in preparation for your case study and final exam.
Final Exam:  Comprehensive analysis of a real world service marketing case study.  
Other Important Information

Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not participating in any act of dishonesty and by reporting any incidence of dishonesty to an instructor or to a University official.  Academic dishonesty may include theft of records or examinations, alteration of grades, and plagiarism.  Questions of academic dishonest in a particular class are first reviewed by the instructor who must make a report with recommendations to the Business School Dean.  Consequences of academic dishonesty may range from an “F” grade for the work in question to an “F” grade for the course to suspension or dismissal from the University.

Students with Disabilities:  Chaminade University provides reasonable accommodations for individuals with a disability in compliance with the Americans with Disabilities Act (ADA) of 1990  If you would like to know if you qualify for ADA accommodations, please contact our Counseling Center at 808 735 4845.  Current appropriate documentation will be required for determination of accommodation eligibility.

Characteristics of a Marianist Education:

The following are characteristics of the approach to education engaged at Marianist schools, including Chaminade University:

· Educate for formation in faith

· Provide an integral quality education

· Educate in family spirit

· Education for service, justice and peace

· Educate for adaptation to change

Syllabus Modification:  


This syllabus is only a plan.  The instructor may modify the plan during the course.  The requirements of the course may be altered from those appearing in the syllabus.  Further, the plan contains criteria by which the student’s progress and performance in the course will be measured.  These criteria may also be changed.
Instructor Background Information

Peggy is Associate Professor of Marketing at Chaminade University of Honolulu.  She has an undergraduate degree in Sociology from Smith College, Northampton, MA.  Her graduate work was completed at the University of Wisconsin-Madison where she received an MBA degree with a concentration in Marketing Research and a PhD degree in Business Administration, concentration, Marketing..  Her dissertation research considered the role of the professional health care provider from a sales interaction perspective.

Peggy has worked as a market researcher in an advertising agency and as a business consultant in what is now called Accenture (formerly Arthur Andersen and Company), specializing primarily in health care consulting.  Throughout her academic career she has maintained ties to the “real world” through consulting experiences in a variety of contexts, including education, insurance, nonprofit organizations, to name a few.

Prior to moving to Hawaii from the mainland Peggy taught at the University of Wisconsin-Whitewater as well as at the Management Institute, the continuing education division of the University of Wisconsin-Madison School of Business.  In Hawaii, she first worked as Marketing Director at the Waianae Coast Comprehensive Health Center on the leeward coast of Oahu.  However, she missed being in the classroom and so began teaching part-time at Hawaii Pacific University, University of Hawaii and in the MBA program at Chaminade.  Peggy joined the fulltime Chaminade faculty in 2001 to revitalize the Marketing Program.   

Peggy is the mother of three grown children, all of whom are currently living on the mainland.  Her favorite hobbies are reading, origami and beading.     

Course Calendar:

DATE


TOPIC


#1  1/8


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  1/15 

Services Marketing:  Context




TO DO:  

· Up and Out of Poverty
#3  1/22 

Non-Profit and Public Sector Services Marketing




TO DO:  

· Setting the Table, Introduction – Chapter 5
#4  1/29

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  2/5


Continued/Application Status report #1




TO DO:  
· The Apple Experience, Part I
#6  2/12

What We Can Learn from Technology/Retail







TO DO:  
· The Apple Experience, Part II and III
#7   2/19

Continued/Application Status report #2




TO DO:  
· Management Lessons from Mayo Clinic, Chapter 1-5
#8   2/26

What We Can Learn from Health Care





TO DO:

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

Application Case Study Presentations
#10 3/12

Final Exam



