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Aim:

At the end of the course the student will have an understanding of the service N PT E L

economy, the nature of services, assessing business opportunities, segmenting
and targeting the market, buyer behaviour, services design, quality
management, marketing communications, service delivery, pricing, employee
relationship management, customer relationship management and brand

management. Man agement

Module 1: Service economy and the nature of services.
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The service economy, nature of services, characteristics of services, services

marketing mix. Coordinators:

Module 2: Assessing business opportunities. Dr. Biplab Dutta
Competitive strategies, marketing research, perceptual mapping, segmenting th;gg?)t?ta S O [ e 1T

and targeting the market, preparing a business plan.
Module 4: Buyer behaviour.

Consumer behaviour leading to purchase, consumer experience, post-
experience behaviour, Business buying.

Module 5: Understanding customer requirements.

Customers expectations and perceptions of service, customer research,
customer defined service standards.

Module 6: Quality management.

Service quality, technical and functional quality, determinants of service quality,
gap model, Kano's model.

Module 7: Service design and development.

Challenges to services design, new service development, developing the
service blueprint, quality function deployment, service innovations.

Module 8: Marketing communications.

The communications mix, advertising, promotions, personal selling, public
relations and publicity, events and experiences, direct marketing, word-of-mouth
marketing, Internet marketing, integrated marketing communications

Module 9: Service delivery channels.

Direct channels, franchising, agents and brokers, Internet channels, channel
conflict and its resolution, assuring quality and consistency across channels.

Module 10: Service delivery: Physical evidence.
Physical evidence, role of the servicescape, creating the servicescape.
Module 11: Service delivery: Employee roles.

Employee roles in service delivery, matching customer expectations, matching
demand with capacity.

Module 12: Service delivery: Customer roles.

Customer co-production, customer roles, service failure and recovery, customer
satisfaction and delight.




Module 13: Pricing.

Types of customer value, methods of pricing, prices as indicator of quality,

matching price to value.

Module 14: Brand management.

Brand equity, brand consistency, brand audit.

Module 15: Managing performance and growth.

Customer management, balanced score card, strategies for growth.

COURSE DETAIL

Understanding

Module Learning Units No.of
Hours
1. Service The service economy. 2
economy and
the nature of
services Nature of services.
Characteristics of services.
Services marketing mix.
2. Assessing Competitive strategies. 4
business
opportunities
Marketing research.
Perceptual mapping.
Segmenting and targeting the market.
Positioning the service.
Preparing a business plan.
3. Buyer Consumer behaviour leading to Purchase. 2
behaviour
Consumer experience.
Post-experience behaviour.
Business buying.
4 Customers expectations from services. 4




customer

requirements Customer perceptions of service.

Customer research.

Customer defined service standards.

5. Quality Service quality. 4
management

Technical and functional quality.

Determinants of service quality.

Gap model.

Kano's model.

6. Service Challenges to services design. 4
design and
development

New service development.

Developing the service blueprint.

Quiality function deployment.

Service innovations.

7. Marketing The communications mix. 4
communications

Advertising.

Promotions.

Personal selling.

Public relations and publicity.

Events and experiences.

Direct marketing.

Word-of-mouth marketing.




Internet marketing.

Integrated marketing communications.

8. Service Direct channels.
delivery
channels
Franchising.
Agents and brokers.
Internet channels.
Channel conflict and its resolution.
Assuring quality and consistency across
channels.
9. Service Physical evidence.
delivery:
Physical
evidence Role of the servicescape.
Creating the servicescape.
10. Service Employee roles in service delivery.
delivery:

Employee roles

Matching customer expectations.

Matching demand with capacity.

11. Service
delivery:
Customer roles

Customer co-production.

Customer roles.

Service failure and recovery.

Customer satisfaction and delight.

12. Pricing

Types of customer value.

Methods of pricing.

Prices as indicator of quality.




Matching price to value.

13. Brand Brand equity. 2
management

Brand consistency.

Brand audit.
14. Managing Customer relationship management. 2
performance
and Growth
Balanced score card.
Strategies for growth.
15. Ethical Ethical issues. 2
issues and
consumer
Protection Consumer protection act.
Total Hours. 40
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