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SEMESTER I
Services Marketing — | (GE 2)
(100 MARKS - 60 LECTURES)

Objective: To familiarize the students with the concepts and processes in Services Marketing.

Unit | Introduction to Services (25 marks 15 Lectures)
~ Services- meaning and definition, Role of service sector in an econo
- }an overview, importance of service sector in India ;
i components- physical product, service product, service environment and service
~ delivery, :

~ Difference between goods and services, Classific
~ Factors responsible for growth of service sector,

ation/ types of services,

ﬂnit il Marketing Mix for Services (25 marks 15 Lectures)

- Product Mix- service product- meaning, levels of service product (core level, expected level,
'ugmented level and potential level)

' Price Mix- meaning, special issues of pricing in a service sector

Place Mix- meaning, major issues- .
LChoice of location — meaning and factors,
Choi e of channels- Direct channels,
f—e brokers, franchising, Electronic channels.
omotion Mix- meaning, guidelines for managing service promotion.
"=ople Mix- meaning, types of service personnel.

‘ocess Mix- meaning, types of service processes.
aysical Evidence- meaning, components.

aitlll Customer Satisfaction
“stomer Expectations- meaning, types.

= Zone of Tolerance — meaning, variability.
stomer Satisfaction- meaning,

(25 marks 15 Lectures)

States of satisfaction, Factors affecting customer satisfaction.

IV Service Delivery and Customer Retention

(25 marks 15 Lectures)
wice Delivery- i) Service culture- meaning, ii) Critical importance of service employees in
ice delivery- Services Triangle- meaning and concept; employee satisfaction.

2jor roles played by customers in service deliv
fwice Quality-meaning, components of s
model of service quality-

"2 Encounters- meaning,
-Mer retention- meaning

W= Failure and recovery — meaning, service recovery strategies.
"C= Guarantees — meaning and benefits,

ery.

ervice quality, service quality dimensions
5 gaps and strategies for each gap.

importance, types of encounters.,
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