Chaminade University
Services Marketing:  MKT433 01

Fall 2006, TR, 9:30-10:50am, ED 103

Instructor:  Margaret L. Friedman, PhD

Office:  Kieffer 28; Phone:  739-4608

Email:  mfriedma@chaminade.edu
Office Hours:  M, F:  9:00-3:00; W:  9:00-noon; T, R:  12:30-1:30; or by appointment

Course Catalogue Description:


This course covers the marketing function in organizations that specifically market experiences as opposed to physical products – organizations such as schools, hotels, hospitals, and theaters.  The unique nature of services is explored, as well as the ways that marketers must adjust their traditional practices to accommodate the special characteristics of services.  This course is especially relevant in Hawaii, where the economy is almost exclusively supported by service industries. 

General Purpose of the Course:


It is “old news” to say that we are living in a service economy.  Much of the future job growth in the U.S. is projected to be in the service sector of the economy.   Furthermore, even companies that are primarily goods-producing organizations are emphasizing service as a major point of differentiation.  


The primary theme of this course is that delivering service in such varied venues as theme parks, hair salons, banks, hotels, hospitals, restaurants, insurance companies, law firms, educational institutions, consulting companies, …..any organization selling what is primarily intangible, requires an approach to marketing strategy that is distinctive relative to traditional marketing practices that evolved in goods-producing organizations.  The content of this course does not contradict or reverse any of the marketing practices typically practiced 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 situation of delivering high quality service to consumers.
Student Learning Outcomes:  When you successfully complete this course you will demonstrate an understanding of:
· the terminology and vocabulary of services marketing

· the unique characteristics of services

· the added complexities of marketing in the independent (non-profit) sector of the economy

· how the basic marketing mix variables need to be adjusted from traditional practices to deliver service to consumers
· how traditional market segmentation, targeting and positioning concepts need to be adjusted from traditional practices to deliver service to consumers

· the meaning of internal marketing and why it is important in any service organization

· how to assess and analyze services marketing situations and then make recommendations for improvement of marketing strategy, applying the concepts you have learned
Text and other reading materials
· Business Week subscription
· Services Marketing, Kenneth Clow and David Kurtz, AtomicDog, 2003

· Additional reading supplied by instructor
Requirements and Grading Policies:

· 2 exams, a midterm exam worth 20% and a final exam worth 30% for a total of 50% of your final grade

· Service Diary Project worth 20% of your final grade
· Problem-based Service Learning Project (2) each worth 15% for a total of 30% of your final grade

Each of the items listed above is described in detail in this syllabus.  Be sure to refer to these descriptions when starting an assignment so that you understand what you need to do to fulfill the requirements successfully. 

Final grades will be calculated as a weighted average of the grades you earn on the assignments as noted above.  The customary grading scale of A (outstanding scholarship and an unusual degree of intellectual initiative), B (superior work done in a consistent and intellectual manner), C (average grade indicating a competent grasp of the subject matter), D (inferior work of the lowest passing grade, not satisfactory for fulfillment of prerequisite course work, and F (failure to grasp the minimum subject matter, no credit given).

Exams:

Exams are short answer format.  You will be given articles to read from well-known sources such as The Wall Street Journal, Business Week, or Fortune.  Then you will respond to questions regarding specific concepts and theories you have learned about.  You will be evaluated on the basis of how well you can make the connections between the textbook models, theories, and concepts and the real world situations you read about in the articles provided, as well as your ability to “sound” like a marketer in your responses.

Service Diary Project:


The purpose of this assignment is for you to study service encounters both from your perspective as a consumer and then also from your new perspective as someone who knows something about effective service marketing.  Starting early in the semester you should keep a diary/journal documenting your most memorable, interesting, annoying, exciting, frustrating, satisfying, disappointing….experiences in obtaining and consuming services (you can document a variety of different kinds of services or choose one service that you use a lot).  You should write in your journal as soon as possible following the actual service encounter so as to be able to remember the important details that will help you analyze your experience.  Your diary should be thorough and detailed in capturing many different aspects of the service encounter.  You may want to carry a small notebook with you to take notes that will help you when you type your formal entry.  A suggested format for journal entries will be provided to you.  I will ask you to turn in your diary periodically so that I can make sure you are observing and writing about your experiences in enough detail.  As we progress through the semester you should be thinking about how the experiences recorded in your diary relate to what you are learning about effective services marketing, as the second part of the assignment involves reporting on the best and the worst of your encounters.  Your paper will be divided into two parts, one part analyzing the worst service you experienced and the other the best service you experienced.  You should present your analysis in terms and concepts you are learning from class and your textbook.  When you discuss your worst experience, be sure to include constructive criticism—recommend what should be done to improve service based on what you have learned.  When you discuss your best experience, explain why it was so satisfying in terms of what you have learned about effective service marketing.  To help you analyze the problems of bad service and the positives of good service you may need to spend additional time simply observing the service (not as a consumer) or it might help to speak with the service manager or provider to get insight into the issues involved.  This effort will be graded on the basis of the depth and substance of your observations (as captured in your diary/journal), your ability to analyze your experience in terms of what you have learned (use the terms and concepts and models discussed in class and in the text), and your ability to communicate clearly (well organized, grammatically correct, and spell checked).   This paper should be no longer than 10 double-spaced pages.  It is due Thursday, 11/16.

Problem-based Service Learning Project, FAFSA Application assignments:


These assignments are a continuation of work accomplished by the Marketing Strategy class in the spring semester 2006.  This work was a collaborative effort with students in an accounting class.  The project involves counseling difficult-to-reach students and their families at Kaimuki High School in the preparation of government financial forms for college.  The accounting students actually do the counseling and the marketing students are charged with developing a plan to attract students to avail themselves of this service and to create satisfied “customers” who will, hopefully, direct more “business” to the service in the future.  Schools other than Kaimuki High School have expressed an interest in this service for their students.  

Regarding the first assignment relating to the FAFSA project, we will be studying the concept of blueprinting in service design and its role in improving service delivery.  You will develop an actual blueprint for delivering the FAFSA counseling service using the concepts you are learning about in class and the text.  Regarding the second assignment relating to the FAFSA project, we will be studying the traditional marketing mix variables and how they need to be adjusted to accommodate the special nature of services.  You are to explore how those “adjustments” apply to the situation presented by FAFSA counseling.  These papers will be graded on the basis of the depth and insight you bring to the task, your ability to apply what you have learned fulfilling the assignments, and the clarity with which you express yourself.  Due dates for these assignments are given in the Course Calendar.
Reminder:


You have chosen to attend a Marianist University to obtain your undergraduate degree.  Fr. Chaminade, one of the founders (during the French Revolution) of the Marianist order of Catholic Brothers, felt that education is an important way to transform society.  Marianist educational institutions offer a particular perspective on the educational process.  Specifically, the Marianist values include:
· Education for formation in faith:  What is learned is both intellectual and spiritual 

· Provision of an integral quality education:  What is learned comes from many sources and many different points of view, and is intended to result in growth and development of the whole person (mind, body and spirit)

· Education in family spirit:  Learners are treated with care, respect and acceptance

· Education for service, justice and peace:  What is learned should be seen as a resource to help others and to address injustice in the world 

· Education for adaptation and change:  What is learned equips the whole person to meet an uncertain and ever-changing future and to be an agent of positive change

These values, from a marketing point of view, are important points of differentiation that distinguish the Chaminade University brand of education from its competitors.  They will be integrated as much as possible into the content and format of this class.
Miscellaneous Information:

· Pay attention to exam dates and due dates for assignments and exams.  Make-up exams are allowed only in the event of a physician-excused absence.  Late assignments will not be accepted.

· Classroom/professional etiquette:  Pagers and cell phones are to be in the off position during class.  You will be asked to leave the classroom if your pager or cell phone disrupts class.  You will also be asked to leave if you are dozing off or engaging in other inappropriate classroom behavior (reading the newspaper, doing work for a different class, chatting, and the like).  NO FOOD in the classroom.  It is too messy and distracting.  Liquid refreshment is acceptable.

· Please do not be shy during the semester about seeing me during my office hours, or making an appointment to see me.  

· It is suggested that you at least skim the reading assigned BEFORE class.  You do not need to spend a lot of time studying the reading assignment prior to class, but you should have an idea of the topics covered so that you are prepared for what is discussed in class.  After class, then you should review the reading assignment in greater depth.  BRING YOUR TEXTS TO CLASS.

· There is no extra credit work available in the course.   Do well on the work assigned so that there is no need for extra credit.

· Before starting an assignment, be sure to read the purpose and requirements of the assignment and the specific criteria that will be used to evaluate your effort. Take time and care in choosing the marketing news and branding examples you want to research (or charitable work you choose to do).  I have found that everything works out better if you are working on a topic that truly interests and “excites” you—somehow that enthusiasm gets communicated in your finished product in the form of a higher quality product and that, of course, leads to a better grade.  If you have any questions prior to starting any of the projects assigned, be sure to see me so that I can help you benefit the most from the work you do.

· Note the following deadlines:  8/21-29 Add-Drop Period; 8/29 Add-Drop Period ends and last day to receive a 75% refund; 11/3 Deadline to withdraw from classes and last day to apply for credit/no credit option

· Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not participating in or facilitating others’ participation in any act of academic dishonesty, and by reporting incidences of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/or plagiarism) to their instructors. 
Course Calendar
Date

Topic






Assignment
T 8/22

Course Overview (syllabus/assessment)

R 8/24

Introduction to services marketing


Ch 1

T 8/29

continued

R 8/31

Purchase Process for services



Ch 2

T 9/5

Consumer Expectations



Ch 3

R 9/7

Service Quality




Ch 4

T 9/12

continued

R 9/14

Operations (blueprinting)



Ch 5

T 9/19

continued

R 9/21

Service Environment (servicescape)


Ch 7
T 9/26

continued






R 9/28

FAFSA Blueprint presentations
T 10/3

Midterm Exam

R 10/5

People (Internal Marketing)



Ch 6
T 10/10
continued
R 10/12
Marketing Mix for Services  



Handout
T 10/17
continued

R 10/19
Pricing






Ch 8
T 10/24
continued







R 10/26
Distribution





Ch 9

T 10/31
continued

R 11/2

Service Promotion




Ch 13 (skim)
T 11/7

continued





R 11/9

FAFSA Marketing Mix presentations
T 11/14
Customer Retention




Ch 12

R 11/16
continued
T 11/21
Service Productivity




Ch 11
T 11/28
Service Diary Presentations

R 11/30
Summary and Review
Final Exam Period:  M, 12/4, @ 8:00 am

Calendar is subject to additions, deletions, and other changes as necessary.  Relevant additional readings will be supplied by the instructor throughout the semester.  It is suggested that you develop a system for organizing these readings.
