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King Fahd University of Petroleum & Minerals
College of Industrial Management

Department of Management and Marketing
Course Syllabus 
Course Title:  Service Marketing                          

Course Code: MKT 375
Unit Instructor: Assist. Prof. Dr. Marwan Al Qur’an   
College of Industrial Management

Department of Management and Marketing 
Tel: + 966 (03) 860 7539
E-mail: namarwan@kfupm.edu.sa
Summer Semester (073), Academic Year 2008                     
Office Location: Building 24, second floor, office Nr. 239
Office Hours: Sat, Sun & Mon, (2:00 pm- 2:30 pm), Tue & Wend. (09:10 am- 09:40 am). 
	Hours per week 

	Credit
	Contact
	Scheduled Time & Venue 

	   3
	5
	Sat, Sun, Mon, Tue & Wend (12:50 pm-1:50 pm) Room, 104


1. Prerequisites:

	MKT 301
	
	
	
	


2. Course Description:

	This course was designed to provide a comprehensive review and analysis of services marketing issues, practices, and strategies.  The course looks at the vital gaps which often occur between the customer and the company, and discusses the ways and means of closing them. Throughout this course we will focus on three main services marketing areas, the service customer, the service company and the integration of marketing, human resources and operations within the service system. Customer behavior, expectations, and perceptions will be discussed. Furthermore, conceptual frameworks for developing effective services marketing strategy will be explained. 



3. Course Objectives: 
Upon successful completion of the course the students will be able to: 

1. Understand the service marketing concept and obtain knowledge of the distinctive aspects and challenges inbuilt in marketing and managing the delivery of services.
2. Apply the knowledge of service marketing practices to case studies.

3.  Develop the ability to think critically and strategically about opportunities and issues that come into view in service industries and to self-confidently apply services marketing concepts and frameworks to formulate valuable solutions.
4. Improve your problem solving and decision-making skills relating to wide service marketing situations. .
5. Recognize the significance of integrating marketing, operations and human recourse management for an effective service system.

4. Learning -Teaching Strategies:

	Several teaching techniques and methods will be used to effectively facilitate the learning process of this course such as Lectures, Group Discussions, Presentations, Assignments and Case Study Analyses. 


5. Assessment Structure:

	To 
5.1 Summary 

To pass this course you must:
a) Receive an overall grade of D or above and a mark greater than or equal to 60, AND

b) Submit all assessment activities. 

The below table shows the assessment structure of this unit:

No. 

Assessment Activity

Percentage % 

1

Attendance and participation 

15 %

2
Group case study report
10%
3
Group presentation 

5%

4
Two major exams during the semester; mid-term exam (30%) and final exam 40 %)
70% 

5.2 Assessment Details 

  5.2.1 Attendance and Participation
Your regular attendance and the active participation in the class are very important to gain a proper and excellent understanding of the course. 4.5% will be allocated for your attendance. 10.5% will be allocated for your individual participation in the class as well as the group discussions which will be carried out in several times throughout the semester. You should be aware that making a significant number of absences will negatively affect your participation mark. Furthermore, according to the KFUPM attendance policy, you are not allowed to exceed 9 excused and unexcused absences in each course during the semester. Exceeding this determined amount will immediately result in the termination of your enrolment in this course. For more information about that issue, check the KFUPM attendance regulations. Be aware that class starts on time and hence it is in your best interest to be punctual.

5.2.2 Group Case Study Assignment
Each group will be assigned a case study. The group needs to write a case analysis report which includes an analysis for the case study.  The report should not be less than 1000 words and not more than 1300 words. Although there is no standard and rigid format for a written case analysis, all analysis reports should contain, in sequence three basic sections:

1. A problem definition statement, which identifies the key issues facing the company, discusses their relative importance.

2. An analysis section that presents the arguments for the recommended solution through the combination and interpretation of case facts and data. In particular,  this section should include the following sub-sections: 
2.1. Alternative recommendations, which identifies the alternative marketing strategies to deal with services marketing problems, discusses of pros and cons, advantages and disadvantages of each strategy. 
2.2. Selection of best alternative, which provides a thorough discussion of the selected alternative and justifies the recommend and chosen solution.  .

3. A set of detailed recommendations and suggestions for implementation, which provides detailed management and organizational plans as well as detailed functional area action plans to implement the selected marketing strategies.  
You can also include your own sub-headings and to structure each section in any way you feel is effective. For example, an analysis section you might also discuss "customers," "competition," "company capabilities," etc. Further, you can incorporate exhibits to show quantitative work and please remember that exhibits are not prose and are not to be included in the word limit.

The problem definition should be very concise and direct. Do not repeat case facts. It is assumed that the reader has read the case and is familiar with its information. Do not waste your valuable (and limited) words by providing a case summary. Papers should be fairly consistently divided between analysis and recommendations. Grading criteria will include the following points:

1. Quality of analysis - concise and comprehensive problem statements, appropriate use of course concepts, synthesizing and drawing inferences from case facts, inherent logic, informative exhibits.

2. Quality of recommendations - specific, comprehensive, and practical plans, recognition of implementation considerations.

3. Writing style and organization - logical structure, clarity, and conciseness.

The case study evaluation sheet is attached to the last section of this course syllabus.

5.2.3 Group Presentation 
Each group will require presenting their case study analysis and report in the determined date as indicated in the course schedule. 20 to 25 minutes will be allocated for each group presentation and each group member must participate in the presentation. The presentation evaluation sheet is attached to the last section of this course outline.

5.2.4 Exams 

Two major exams will be undertaken throughout the semester period; mid-term exam which is weighted 30% and final exam which is weighted 40%. The exams details and dates are provided in the course schedule at the end of this outline. Each examination will test your academic knowledge, the ability to apply this knowledge and analytical skills that you have gained and developed throughout the semester. Each exam will consist of few true-false and multiple-choice questions and heavily will rely on short essay questions. Be informed that there are no provisions for make-up examinations or extra credit. 



6. Instructional Materials: 
	6.1 Books: 
6.1.1 Required Text:
-Zeithaml. V.A, Bitner.M.J, Dwayne D. Gremler.D.D, (2006), Service Marketing: Integrating Customer Focus Across the Firm, 4 ed. McGraw-Hill, USA.
6.2 Research Publications, Journals, ABI  database:
The following journals are the leading journals in the field of service marketing which covers the major service marketing aspects and issues. Some of these journals are accessed electronically through the college library others are accessed through the internet. 
· Journal of. Services Marketing.  

· Journal of Professional Services Marketing.

· International Journal of Service Industry Management. 

· Advances in Services Marketing and Management: Research and Practice. 
· Journal of Marketing Research.  

· Journal of Business Research.  
· Journal of Customer Service in Marketing & Management. 



7. Guidelines for Written Assignment: 
7.1 Format and Writing Guidelines

The assignments must be typed on white A4 paper with 1.0 spacing, and a 3.0 cm margin at the top and bottom of the page, and on the right-hand and left-hand sides. You should use 12 point font for the text and 14 point font for headings, Times New Roman (preferred). Your assignments should be grammatically correct and well punctuated. As a university student, a high standard of written English is expected. Your assignments should be clear, concise, neatly presented, and easy to read. Failure to comply with these requirements will result in a significant loss of marks. Your assignments must be creative pieces of work written by you (or in the case of the group assignment, your group) and not submitted for assessment purposes for any program of study at this, or any other, institution. You need to submit a hard copy and also must keep a hard copy of the completed assignment.
7.2 Penalty for Late Submission of Assignments
Due dates will be firmly adhered to and hence extensions will be approved only in cases of demonstrated urgent need. It is your responsibility to check the due date. If assignments are not submitted by the due date, a penalty of 20% per day will be deducted from the assessment mark and after 4 days a zero mark will be recorded. If there are other circumstances that will cause you to be late in submitting one of your assignments, then you must contact your lecturer to discuss your difficulties.
7.3 Plagiarism
You should be aware that with regard to assignments and other academic work, plagiarism will not be accepted. In learning we build upon the ideas of others. When we do not acknowledge the source of these ideas and treat them as own, or when we copy the thoughts or words of others, we engage in plagiarism. This is dishonest conduct, and is similar to stealing. Thus, it is important that students develop appropriate research and referencing skills. Plagiarism, the stealing of ideas from another, may take a number of forms, for example:

- Copying, in whole or in part, from printed or other sources without acknowledgement.

- Paraphrasing material (stating something in different words) without acknowledging the source. 

- Not acknowledging the source of ideas, even when they are put in your own words. 

- Copying materials from internet sites or other electronic media without acknowledgement. 

- Copying audio-visual or computer materials without acknowledgement. 

- Reproducing lecture notes without acknowledgment. 

- Directly quoting another’s work without acknowledgement.

- Submitting work written in whole or in part by another (other than in permitted circumstances such as a group assignment). 

- Submitting individual work that has been undertaken collaboratively with others (unless such collaboration has been authorized). 

- Submitting statistical information or other facts reported by another without due acknowledgement. 

- Taking phrases or terms from some source and placing them in your own work without acknowledgement. 

- Self plagiarism’ - submitting work that has already been submitted in another course or institution.  

- Using unpublished materials. 

- Copying from another student’s work.

- Summarizing another person’s work without appropriate referencing.
- Cutting and pasting from sources without acknowledgement.
Course Scheulde and Contents. 8
	Starting Week
	Topics & Detailed Content
	Assessment Due 

	July. 5
	1.1  Introduction to and description of the course.

1.2  Forming the groups. 

1.3 Chapter 1. Introduction to Services

1.4. Chapter 3. Consumer Behavior in Services 


	

	July. 12
	Chapter 4. Customer Expectations in Services 

Chapter 5. Customer Perceptions in Services 
	Group discussion 

	                      July. 19
	Chapter 6. Listening to Customers through Research 

Chapter 7. Building Customer Relationships 
	Group discussion 

	              July. 26
	Chapter 9. Service Development and Design 

Chapter 10. Customer-Defined Service Standards 

	Mid-term exam due on Mon.28/07.

	August. 2
	Chapter 11. Physical Evidence and the Services cape 

Chapter 12. Employees’ Roles in Service Delivery 


	

	August. 9
	Chapter 13. Customers’ Roles in Service Delivery 

Chapter 14. Delivering Service through Intermediaries and Electronic Channels 


	Case study group report due on Sat. 09/08

	August. 16
	Chapter 16. Integrated Services Marketing Communications 

Chapter 17. Pricing of Services
	Group discussion

	              August. 23
	Review and Assessment of Group Presentations
	Assessment of group presentations

	August. 26-28
	Final Exam 


	Final exam due on 27/08 at 7:00 pm


9. Supplementary Materials

9.1 Case Report Evaluation Sheet 
	Marking Criterion

	Assessment Weight
	Mark
	Comments

	1. Problem Analysis

-Assessment of organization's services marketing problems

-Summary of critical environmental and situational factors indicating problem

-Identification of other marketing sub-issues or sub-problems that stem from services marketing problems

-Comprehensiveness of problem identification
	20
	
	

	2. Alternative Recommendations

-Identification of alternative marketing strategies to deal

with services marketing problems

-Itemization of pros and cons, advantages and disadvantages of each strategy
	20
	
	

	3. Selection of Best Alternative

-Support for selection of alternative

-Thorough discussion of alternative


	25
	
	

	4. Implementation 

-Provide detailed management and organizational plans to implement the selected marketing strategies. 

-Provide detailed functional area action plans to implement the selected marketing strategies. 
	10
	
	

	5. Process Issues

-Logical consistency from start to finish

-Thoroughness

-Clarity of presentation

-Feasibility of recommendations within existing

organizational and financial constraints
	15
	
	

	6. Analysis of Exhibits

-Analysis of exhibits, tables, charts, data to support

decisions
	10
	
	

	
	100
	/100
	10%


9.2 Presentation Evaluation Sheet

	Assigned Grade
	Criterion
	Description
	Grade & comments

	10
	Opening
	Clarifies the importance of the subject to audience and gets their attention.


	

	10
	Overview 
	Previews main points of the presentation, including purpose.


	

	10
	Organization 
	Body is clearly divided into main points.


	

	20
	Support 
	Each main point is well supported with facts, anecdotes, or other evidence that is both sufficient and necessary.


	

	20
	Delivery style
	Shows preparation, maintains interest, reinforces main points and manages the time.


	

	10
	Visual aids 
	Well-designed for readability and interest; each supports a major topic and is labeled appropriately.


	

	10
	Closing 
	Reinforces main points to the audience.


	

	10
	Preparation 
	Presentation content has been carefully organized, the visual aids are well done, and the delivery leaves you with a clear understanding of the topic.


	

	100%
	
	Overall grade for the presentation


	


PAGE  
1

