Chaminade University

MBA 730:  Services Marketing

Fall 2006, 10/05/2005-12/14/2005
Thursdays, 5:45 – 9:45 pm, H107
Instructor:  Margaret L. Friedman, PhD

Office:  28 Keiffer

Phone:  739-4608 (O), 923-3868 (H), 347-3244 (C)

Email:  mfriedma@chaminade.edu
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.  This term special emphasis is given to the unique situation of non-profit organizations.  


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 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 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 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.

· There will be on 15-minute break @ 6:45 and an additional 10-minute break @ 8:30 before our final “sprint” to the end of class.
Text and other reading materials:

· Services Marketing and Management, Audrey Gilmore, Sage, 2003, paperback
· Branding for Nonprofits, DK Holland, Allworth Press, 2006, paperback
· Additional readings assigned can be found via the Sullivan Library database system (instructions attached)
Grading:

· Non-profit Brand Strategy Case Study

30%
· Service Experiences (2)



20%




· Final Case Study




50%
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.  Reading a written analysis for an oral presentation is NOT acceptable.  Rather, oral presentations should be designed specifically for that medium.  The customary grading scale of A = Excellent, B = Average, C = Below Average, and F = Failure will be used.

Non-Profit Brand Strategy Case 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 organization, in particular a non-profit organization.  I think that you will find in studying a real nonprofit’s marketing and branding strategy you will find considerable room for constructive criticism, since most non-profits, especially smaller ones, are only more recently becoming aware of and comfortable with the idea that in fact they are a “business.”  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 non-profits 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 with a partner 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

As we progress through the semester, we will be compiling a list of the concepts we cover that highlight the “adjustments” made to traditional marketing that accommodate the nature of services.  Consult that list when you are working on your case to evaluate the extent to which the situation you are studying does or does not reflect those adjustments.  Be sure to attach your journal as an appendix to your report.  This assignment is due 12/7.

Service Experiences:


Every week we will set aside about 30-40 minutes to discuss how the material we are learning applies to our own service experiences.  Each of you will share a particularly illustrative personal service experience, making sure to not just report it, but to analyze it from a “marketing consultant’s” perspective.  Ideally these experiences are quite recent so that the interesting details are not glossed over (you will learn that in services marketing everything counts and it is the little things, potentially, that really make a difference).  Each person in the class will present two such reports.  Due dates will be distributed at our second class meeting.  You should plan no longer than 10 minutes for your “show-and-tell.”  You should hand in an outline of the material you present in class.  These “talk story” assignments will be evaluated on the basis of 1) the level of detail reported so that others have a good sense of the service situation you experienced, 2) the appropriate application of what you have learned in assessing the situation you experienced, 3) the creativity with which you lead the discussion—how well you engage the class and further our understanding of services marketing.
Final Case Study:


On the last night of class, you will write up, in class, an analysis of a services marketing situation described in articles provided by the instructor about a particular organization.  You, again, are to apply what you have learned in analyzing and constructively criticizing the situation.  You will be expected to use the services marketing “jargon” you have learned over the course of the term in expressing your ideas.  

Course Calendar:

DATE


TOPIC


#1  10/5

Introductions and Overview of the Course




TO DO:  Ch 1
· “Welcome to the Experience Economy,” B. Joseph Pine II and             James H, Gilmore, HBR, July-August, 97-105, 1998

· “Breaking Free from Product Marketing,” G. Lynn Shostack, JM, April, 73-80, 1977



· “When Marketing Services, 4P’s Are Not Enough,” Magrath, A. J., Business Horizons/May-June, 44-50, 1986 
· “Service-Oriented Thinking and Its Implications for the Marketing Mix,” Beaven, Mary H. and Scotti, Dennis J., The Journal of Services Marketing, 4 (4), 5-19, Fall, 1990







#2  10/12

Underpinning Concepts of Services Marketing Management





TO DO:  Ch 2
· “The Service Encounter:  Diagnosing Favorable and Unfavorable Incidents,” Bitner, M. J., Booms, B. H., and Tetrault, M. S., JM, 54, Jan., 71-84, 1990

· “Zero Defections:  Quality Comes to Services,” Reichheld, F. F.,
HBR, Sept-Oct., 105-111, 1990

· “Designing Services that Deliver,” Shostack, G. Lynn, HBR, Jan-Feb, 133-139, 1984

· “My Employees are My Service Guarantee,” Firnstahl, Timothy W., HBR, July-Aug, 28-33, 1989

#3 10/19

Evaluation and Measurement of Services




TO DO:  Ch 3

· “The Service-Driven Service Company,” Schlesinger, Leonard A.
and Heskett, James, L., HBR, Sept-Oct., 71-81, 1991
· “Want to Perfect Your Company’s Service?  Use Behavioral 




       Science,” Chase, Richard B. and Dasu, Sriram, HBR, June,





       79-84, 2001

· “My Week as a Room-Service Waiter at the Ritz,” Hemp, Paul,





       HBR, June, 50-62, 2002

#4 10/26

The For-Profit Sector Context




TO DO:   Ch 4 and Branding for Nonprofits
· “Do Better at Doing Good,” Rangan, V. Kasturi, Karim, Sohel  and Sandberg, Sheryl K., HBR, May-June, 42-54, 1996

· “Creating the Living Brand,” Neeli Bendapudi and Venkat Bendapudi, HBR, Vol 83, Issue 5, May, 124-132, 2005

· “What Business Can Learn from Nonprofits,” Peter F. Drucker, HBR, July-August, 1989, p 88-93
· “Lofty Missions, Down-to-Earth Plans,” V. Kasturi Rangan, HBR, March 2004, p. 112-119

#5  11/2

The Not-For-Profit Sector Context




TO DO:  Ch 5, 6, 8
· “Firing Up the Frontline,” Jon Katzenbach and Jason A. Santamaria, HBR, May-June, 107-117, 1999

· “Selling the Brand Inside,” Mitchell, Colin, HBR, Jan, 99-105, 2002

#6  11/9

Organizational and Management Issues









TO DO:  Ch 7
· “Recovering and Learning from Service Failure,” Tax, Stephen S., and Brown, Stephen W., Sloan Management Review, Fall 1998, 75-88
· “Empowering Service Employees,” Bowen, D. E. and Lawler, E.,III, Sloan Management Review, 36, Summer, 73-84, 1995 

#7  11/16

Internal Marketing





TO DO:  Ch 9, 10
· “Co-Opting Customer Competence,” C.K. Prahalad and Venkatram Ramaswamy, HBR, January-February, 79-84, 2000

· “Servicescapes:  The Impact of Physical Surroundings on 

Customers and Employees,” Bitner, M. J., JM, 56, April 1992

#8  11/30

Contemporary Issues 
#9  12/7

Non-Profit Brand Strategy Case Study




#10  12/14

Summary



Final Case Study (in class case analysis)


