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Students in this unit should read this unit outline carefully at the start of semester. It contains
important information about the unit. If anything in it is unclear, please consult one of the
teaching staff in the unit.

ABOUT THIS UNIT

Unit Description

This course in Services Marketing is intended to broaden your view of marketing and
how it is increasingly being practised in business today. It is designed to cause you to
guestion the prevailing conceptualisation of marketing as it has been studied and
practised over the past 40 years or so. The course will examine marketing as it
applies in industries which deal primarily in services, but also from the perspective of
virtually all organisations in recognition of the fact that service is an integral part of the
offerings of every organisation. The course builds on the material previously
discussed in MKTG813 “Marketing Principles” (or equivalent) which is a pre-requisite
subject for this course.

The course will seek to apply the principles of services marketing to organisations in
the private, public and not-for-profit sectors. It will also examine the characteristics
and the unique problems caused by the differences between the marketing of
tangible goods and the marketing of services. It will endeavour also to communicate
the need for understanding in detail consumer behaviour as it applies to the purchase
of services and to the interaction between customers and service providers.
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As with the marketing of all products, a key to success and profitability in marketing
services is the building of (ideally) long-term relationships with profitable customers.
This has lead to the growing recognition and practice of “customer relationship
management”, especially in the services sector. This will be an important theme in the
course.

Finally, the course will communicate the fact that the successful marketing of services
and the successful delivery of service are critical elements in the development of
customer satisfaction and the long-term success of an organisation. In this regard,
the concept of service quality and its measurement will be discussed, as will the link
between service quality and customer satisfaction. The factors that contribute to
perceived service quality lie within the areas of responsibility of virtually all employees
of an organisation. The provision of superior service, therefore, becomes the
responsibility of other departments of the organisation (most notably operations and
human resources) in partnership with marketing.

The course is designed to assist the student in gaining a comprehensive
understanding of the nature of services, of how the consumer buys and evaluates
service, and of the multi-dimensionality of service. Furthermore, because the breadth
of the topic is so wide, an additional dimension of the course will be to explore the
range of issues within particular service industries or sectors (for example, financial
services, tourism, public sector, professional services, retail services etc.)

Finally, as for all graduate courses, a high level of student participation, independent
thought and written expression is expected.

TEACHING STAFF

Steve Erichsen
Email: stephen.erichsen@mg.edu.au
Telephone: 0412 246 099

CONSULTATION TIMES
Mondays 4.30pm to 6pm. Other times by appointment

You are encouraged to seek help at a time that is convenient to you from a staff member
teaching on this unit during their regular consultation hours. In special circumstances, an
appointment may be made outside regular consultation hours. Staff will not conduct any
consultations by email. You may, however, phone staff during their consultation hours.

Students experiencing significant difficulties with any topic in the unit must seek assistance
immediately.

CLASSES

Classes will comprise thirteen three-hour lecture/seminar sessions, and will be held on:
Time: Mondays 1800-2100 hrs.
Venue CHA 226



The timetable for classes can be downloaded from:

http://www.timetables.mqg.edu.au/

REQUIRED AND RECOMMENDED TEXTS AND/OR MATERIALS

Prescribed text:

Hoffman, K. D., Bateson, J. E. G., Elliott, G and Birch, D., (2010), Services Marketing:
Concepts, Strategies and Cases, (Asia-Pacific Edition), Cengage Learning. South
Melbourne.

TECHNOLOGY USED AND REQUIRED

e Lecture notes can be downloaded from the unit Blackbord site.
e A notebook computer is desirable for downloading course materials and for preparation
of class presentations.

UNIT WEB PAGE

e Course material is available on the learning management system (BlackBoard)
e The web page for this unit can be found at: http://learn.mg.edu.au

LEARNING OUTCOMES

Unit Objectives

1. To become more aware of the nature and characteristics of services, knowledgeable about
the ways services need to be marketed due to their intangible core, as well as more informed
regarding service quality issues and the success factors in services marketing and services
delivery.

2. To understand the overlap of marketing with operations management and human resource
systems in the design and management of service organisations.

3. To gain insight into the problems faced by service marketing professionals as well and
strategies which managers can employ to increase the effectiveness of services marketing.

4. To develop an understanding of services marketing from both conceptual and managerial and
viewpoints as well as the differences and commonalties between goods and services through
discussion and case analysis of services in a broad range of private, non-profit, and public
sector organisations.

In addition to the discipline-based learning objectives, all academic programs at Macquarie
seek to develop the capabilities the University's graduates will need to develop to address
the challenges, and to be effective, engaged participants in their world. This unit contributes
to this by developing the following graduate capabilities:

1 Discipline Specific Knowledge and Skills
2 Critical, Analytical and Integrative Thinking
3 Problem Solving and Research Capability

4 Creative and Innovative Thinking and Writing
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5 Effective Communication

6 Engaged and Ethical Local and Global citizens

7 Socially and Environmentally Active and Responsible

8 Capable of Professional and Personal Judgement and Initiative

9 Commitment to Continuous Learning

TEACHING AND LEARNING STRATEGY

The unit will consist of lectures, which will impart the required theoretical content. There will also
be discussion of video cases, case study exercises and small group presentations. Discussion
and case exercises will be carried on within the framework of set questions which will require
individual preparation and small group presentations. It is your responsibility to study the case
studies prior to class in order that you may contribute, participate intelligently and so gain
maximum value from the course.

A further important component of the course will be a major group project which will require the
collection and analysis of customer service quality data, upon which the groups will prepare and
present a report recommending improvements in a firm’s marketing mix and customer service
delivery.

You are expected to take full responsibility for managing your own learning. Your results for this
course will reflect the quality of your efforts to come to grips with the principles involved and your
understanding of how they might be applied in real-world situations. As the course involves a
significant component of group research and presentations, you will need to contribute fully and
constructively to the group work. As mature graduates, it is assumed that you will contribute
equally and marks will reflect this.

The teaching format is designed to enable you to develop or hone a wide range of analytical,
communication (written and oral) and presentation skills in a "non-life threatening" environment.

You will develop your analytical and critical thinking skills through reading widely, actively
participating in classroom and group exercises involving real-world situations and presenting the
results of your deliberations in concise written and oral form.

RESEARCH AND PRACTICE

e This unit uses research by Macquarie University researchers (to be supplied on
Blackboard)

e This unit uses research from external sources (see the Prescribed Text)

e This unit gives you opportunities to conduct your own research

CLASS PARTICIPATION

Classes will be conducted in a highly interactive manner. Students are expected to complete
the required text reading and case studies each week and may be individually called upon to
offer viewpoints and engage in critical discussion of the case material. Classes will involve
lectures, together with the presentation and critical discussion of case studies, and student
presentations of the group Service Quality project.



LECTURE SCHEDULE

Hoffman,
Bateson,
Session Date Topic Elliott
and
Birch
Chapters
Course Introduction
1 1 August Introduction to Services 1
2 8 August Services Marketing Video Case Discussion
9 Overview of the Services Sector 2
Consumer Decision-Making in 3
3 15 August Services Marketing
4 22 August Measuring Customer Satisfaction 10
29 August Defining and Measuring Service Quality
5 ) ) : 11
Video Case Discussion
6 5 Service Failures and Recovery 12
September Customer Relationships and Retention 13
Service Product and Delivery Strategy
12 . . 4
7 September Pricing Services 5
P Case Study Presentations
Mid Term Break
8 3 October Mid-Term Quiz
Case Study Presentations
9 10 October Service Communications Mix o, 4,
NSW Tourism Video Case Discussion 5
Case Study Presentations
10 17 October Managing Physical Evidence 7,5, 6
11 24 October Case Study Presentations 8 9
Managing Service Employees
12 31 October Managing Serwce Customers 9
Group Project Reports
13 7 November Final Exam




RELATIONSHIP BETWEEN ASSESSMENT AND LEARNING OUTCOMES

The assessment system has been designed to help students learn and apply the concepts
introduced during the course. The purpose is to assess:

¢ the extent to which you understand the concepts, ideas and theories introduced;

+ your ability to apply these concepts to your own experience;

+ your ability to develop and support an argument in terms of the word limit required; and
.

your ability to present information and ideas before an audience, and to be able to
support the arguments presented.

Throughout this Unit, students will gain an appreciation for the nature of Services Marketing
and the way in which it is studied and practiced today. Students will develop a detailed
understanding of the theoretical aspects of marketing service organisations via the
examination of key concepts within services marketing theory. Students will additionally
obtain a practical understanding of the implementation of service marketing principles
through both the presentation and critical analysis of case studies, as well as through the
investigation and measurement of the service quality levels of two firms of their choice.

ASSESSMENT ITEMS

The course offers a number of assessment elements which provide the student the
opportunity to demonstrate understanding of the material and ability to apply the concepts of
marketing and related activities of management in a services context:

e Mid-semester Multiple Choice Quiz 10%
e Individual Case Study 10%
e Group Case Study Presentation 10%
e Service Quality Assignment and Presentation 30%
e Final Examination 40%
100%

Note that it is a requirement of this course that students must achieve a satisfactory result in
the components of individual assessment (ie Quiz, Case Study and Final Exam), considered
in aggreqgate, in order to pass the course.

Students are required to attend a minimum of 80% of lectures and tutorials. Failure to attend
a minimum of 80%, without permission, can lead to exclusion from the final examination. A
weekly attendance roll will be kept for record purposes.

MULTIPLE CHOICE Quiz

Students are required to complete an individual multiple choice quiz consisting of 30
guestions. This quiz will examine students’ knowledge of Weeks 1-7 inclusive and will be
conducted during Week 8 (October 3). Students will be given 40 minutes.



INDIVIDUAL CASE STUDY

There will be one individually prepared written case study to be submitted during the
term in which students will be required to address a series of assigned questions.
Cases will be allocated to each group, with one group presenting its solution (the
“presenting group”) and a second group “critiquing” the presenting group’s answers to
the assigned questions (the “discussant group”). The groups will be expected to lead
the class in the presentation and discussion of the cases.

The case will thus be presented by the group in class (although it will have been prepared
individually). The cases have specific questions to be answered. The cases will be
presented and discussed in class. (Allow for fifteen minutes presentation.). The written
case study analyses will be collected at the completion of the cases.

Length should be no more than 1,200 words.

Students are expected to at least read every case and be prepared to discuss them in
class. However the following schedule applies for the “formal” case presentations and
for the individual case analyses.

GROUP CASE STUDY PRESENTATION

Cases will be allocated to each group (see below), with each group presenting its solution
using PowerPoint slides according to the “Course Schedule” outlined above in this
document. Presenting groups will present for 30 minutes. The groups will be expected to
lead the class in the presentation and critical discussion of the cases. This includes involving
the class directly in discussion of the case through questions directed at the audience.
Presenting groups will be marked in part on their ability to involve and engage actively with
the audience. It is expected that all non-presenting class members will engage in critical
analysis and debate of the presented case. Involvement in this analysis and debate process
will contribute strongly to each students semester participation mark. Students are therefore
expected to read every case during the course and be prepared to discuss them in class
even if they are not scheduled to present.

Date Case Groups

12 September Scouts Australia (Hoffman et 1,2
al, p.397)

10 October Ron Brown Accounting 3,4
(Hoffman et al, p. 393)

17 October Suncorp (Hoffman et al, 5,6
p.405)

24 October Westin Hotels in Asia 7,8
(Hoffman et al, p. 411)




GROUP PROJECT: SERVICE QUALITY ASSIGNMENT

Each group is to conduct “primary” and “secondary” market research to enable them to
present an analysis of the customer service provided within a service marketing context.
Groups can choose to study any of the following industries/retail groupings:

Hotel chains (eg. Sheraton, Hilton, Holiday Inn, Travelodge etc)

Department stores (eg David Jones, Myer)

Supermarket chains (eg. Coles, Woolworths etc)

Airlines (eg. Qantas, Virgin Blue, Singapore Airlines, Jetstar, Tiger etc)

Banking (eg. ANZ, Commonwealth, St George etc)

Telecommunications Services (eg. Telstra, Optus etc)

Higher education (eg. University of NSW, University of Sydney etc)

Coffee chains (eg. Gloria Jean’s, Starbucks, Coffee Club etc)

(Other industries/retail groupings can also be studied with prior approval by the tutor.)

Please note students will be individually marked on the basis of their individual contribution
to the Service Quality Assignment. Each students contribution mark to the assessment will
be assessed by a formal group voting procedure conducted in the final tutorial.

The major tasks of the group are:

1. To evaluate CRITICALLY the customer service provided by your two chosen
competing organisations using a structured SERVQUAL (or similar) instrument
and interviews and,

2. From the perspective of the lesser performing firm, to derive marketing and
operational strategies based on your critical analysis to improve customer service
guality and marketing performance. (That is, how can the lesser performing firm
(profitably) improve its customer service and/or marketing?)

Guidelines for your analysis:

Briefly: Provide background information on the service category itself (eg. Guideline -
Describe the category and what is it about, who are the broad competitors in the category,
what are the positions of the competitors within it etc)

Briefly: Provide a summary, using “secondary data” (from company records, press reports,
web pages etc) of the two chosen companies (eg. Guideline - historical background, market
performance to date, strategy for entries and growth etc)

Summarise each firm’s competitive position in the market (that is, the service it is providing,
how it is trying to provide it, how it is trying to differentiate itself from its competitors, unique
offerings?) This_ will involve collecting “primary” customer service data; together with
‘observations” of service delivery.




a. Measure and critically evaluate the customer service quality offered by your two
organisations systematically (using SERVQUAL or your own instrument). A
minimum sample size of thirty surveys per organisation is generally required.

b. (Optionally) interview verbally a small sample customers who are patrons of your
two organisations and report on their experiences (eg. Customer’s decision
making process and choice behaviour within the sector, perceptions of the brand
compared to other brands in the sector, their degree of satisfaction and
dissatisfaction with the service they have received etc)

c. Also observe any other aspects of service delivery which potentially impact on the
customer’s service experience (eg cleanliness, pricing and special offers, store
location, etc).

Critically analyse the findings from your customer service survey and interviews. Comment in
detail on your findings for both firms.

From the perspective of the lesser performing organisation, recommend improvements in
both service and other marketing mix elements (7 P’s). Base these recommendations
specifically on the findings from vyour critical evaluations (ie. SERVQUAL survey,
observations and interview findings). Your report should contain guidelines for
implementation to demonstrate that these recommendations are achievable, both
operationally and financially.

The report should be no more than 3,000 words (excluding appendices). Reports should be
submitted in hardcopy (double-spaced; 12 pt).

Referencing should be based on the Harvard Author-Date convention

The first group presentations reporting the critically analysed findings from
your SERVQUAL survey, observations and interviews will be presented in Week
9, October 10", Presentations should be limited to 15 minutes.

Groups should allow 20 minutes for the final presentation in week 12.
Marks will be allocated as follows: Presentation 5%; Final report 25%

Reports are due sharp at the conclusion of the class in week 12.



FINAL EXAMINATION

The final examination will be “closed book” and will occupy two and a half hours and will be a
combination of a short case study and short answers. For the case study, you will be
expected to answer specific questions.The exam for this Unit will be held during the last
class (8 November).

The only exception to not sitting an examination at the designated time is because of
documented illness or unavoidable disruption. In these circumstances you may wish to
consider applying for Special Consideration. Information about unavoidable disruption and
the special consideration process is available at http://www.reg.mqg.edu.au/Forms/APSCon.pdf

If a Supplementary Examination is granted as a result of the Special Consideration process
the examination will be scheduled after the conclusion of the official examination period.

You are advised that it is Macquarie University policy not to set early examinations for
individuals or groups of students. All students are expected to ensure that they are available
until the end of the teaching semester, that is the final day of the official examination period.

ACADEMIC HONESTY AND PLAGIARISM

Deliberate breaches of academic honesty constitute academic misconduct. These breaches
include; plagiarism, fabrication of data, recycling previously submitted material, engaging
someone else to complete an assessment on one’s behalf and misconduct during supervised
assessments. The penalties for academic misconduct may include; a mark of zero on the
assessment, a fail grade in the unit of study, additional assessment (including an unseen
exam) and / or reference of the matter to the University Registrar. Issues concerning
breaches of academic honesty may be dealt with either through the process of determining
academic results in a unit of study, or, in the most serious cases, by invocation of misconduct
procedures. Students are expected to familiarise themselves with Macquarie University’s
Plagiarism policy.The University defines plagiarism in its rules: "Plagiarism involves using
the work of another person and presenting it as one's own." Plagiarism is a serious breach of
the University's rules and carries significant penalties. You must read the University's
practices and procedures on plagiarism. These can be found in the Handbook of
Undergraduate Studies or on the web at: http://www.student.mg.edu.au/plagiarism/

The policies and procedures explain what plagiarism is, how to avoid it, the procedures that
will be taken in cases of suspected plagiarism, and the penalties if you are found guilty.
Penalties may include a deduction of marks, failure in the unit, and/or referral to the
University Discipline Committee.

STUDENT SUPPORT SERVICES

Macquarie University provides a range of Academic Student Support Services. Details of
these services can be accessed at http://www.student.mg.edu.au




Mark Sheet for Individual Papers

Name:
Topic: Mark:
(Paper + Presentation)
Excellent Fail
Extent content relevant to topic
Quality, accuracy and depth of
critical analysis
Breadth of ideas from literature,
cases and/or experience
Application of ideas & discussion of
topic
Comprehensive answer to the
question
Coherence of argument
Prose style: sentence structure,
grammar, spelling etc.
Structure & presentation,
paragraphing, layout etc
Referencing — reference list and
citing of sources in body of essay
Appropriate Length Yes / No Submitted on date set Yes / No

Comments:




Mark Sheet for Group Projects

Names:

Names:

Names:

Topic: Mark:

(Paper + Presentation.
Does not include Peer Evaluation)

Excellent Fail

Extent content relevant to topic

Quality, accuracy and depth of
analysis & interpretation

Breadth of ideas from literature,
cases and/or experience

Application of ideas & discussion of
topic

Comprehensive coverage of
required elements

Coherence of argument, logical &
easy to follow

Prose style: sentence structure,
grammar, spelling etc.

Structure & presentation,
paragraphing, layout etc

Referencing — reference list and
citing of sources in body of report

Appropriate Length Yes / No Submitted on date set Yes / No

Comments:




STUDENT EVALUATION OF GROUP MEMBER PARTICIPATION
(Separate form to be completed by each student)

Great teamwork enhances group outcomes. This form has two functions: to provide you with a guide to the
behaviours expected of you as a team member AND as a means of evaluating your contribution and that of
each other team member on completion of the project. Evaluations may be used by your lecturer to
determine the final project mark for each person in your team. On formation of the team, examine the
participation criteria carefully. Think about how you will contribute to the group effort and discuss this as a
team. Write your own name below (‘Self’) and that of each other person. On completion of the project use
the form to evaluate yourself and the team. Circle the letter that best describes the person’s participation
for each criterion, then give the form to your lecturer.

Person 1 (self):

Person 2:
Person 3:
Person 4:
Person 5:
Person 6:
Person Participation criteria
1123|456
alala|ala|a| Planning/organising of project
blblblblblb a) Took a leading role & gave time to planning
b) Did fair share of planning work
cicjcjecjcc c) Did some planning work but less than others
d{d|{d|d|d|d d) Did not participate in planning activities
alala|ala|a| Conceptualisation of the project
blblblblblb a) Took a leading role
b) Contributed good ideas
cjcjecjcycic c) Contributed some ideas but less than others
d|d|d|d|d|d d) Did not contribute to project conceptualisation
ala|a|al|a]|a | Attendance at team meetings
blblblblblb a) Organised meetings & facilitated the involvement of team members
b) Attended all scheduled meetings
cicjcjecjcc c) Missed one or more meetings but informed others in advance
dld|d|d|d]|d d) Missed one or more meetings but did not inform others in advance
elelelelele e) Poor attendance
ala|a|al|a]|a| Meetingteam deadlines
blblblblbl|b a) Always worked to deadlines
b) Missed one or two deadlines but negotiated changes with others
cicjcyccjc c) Missed one or two deadlines without discussion with others causing minor
djid|d|d|d]|d problems for team
d) Poor in meeting team deadlines causing major problems for the team
alala|a|a|a | Cooperation, flexibility & resourcefulness
blblblblbl|b a) An excellent team member & facilitator
b) A good team member
cjcjcjcycic c) Generally worked well as a team member with some lapses
dlid(d|d|d|d d) Difficult and uncooperative
alala|ala|a| Qualty of work submitted to team
blblblblbl|b a) High quality contributions
b) Good contributions
cicjceyccjc c) Fair contributions with some lapses in the quality or amount of work
d|d|{d|d|d|d submitted
elelelelele d) Submitted work but it was unsuitable for inclusion as part of team output
e) Failed to submit work, or work not submitted in time




MACQUARIE ) FACULTY OF
UNIVERSITY / BUSINESS AND ECONOMICS
Assignment Coversheet Declaration

Student Name

Student number

Assignment Title

Unit

| certify that:

e This assignment is my own work, based on my personal study and/or research

e | have acknowledged all material and sources used in the preparation of this
assignment, including any material generated in the course of my employment

e If this assignment was based on collaborative preparatory work, as approved by the
teachers of the unit, | have not submitted substantially the same final version of any
material as another student

¢ Neither the assignment, nor substantial parts of it, have been previously submitted for
assessment in this or any other institution

e | have not copied in part, or in whole, or otherwise plagiarised the work of other
students

e | have read and | understand the criteria used for assessment

e The assignment is within the word and page limits specified in the unit outline

e The use of any material in this assignment does not infringe the intellectual property /
copyright of a third party

e | understand that this assignment may undergo electronic detection for plagiarism,
and a copy of the assignment may be retained on the database and used to make
comparisons with other assignments in future

Signature

Date

This declaration is a summary of the University policy on plagiarism. For the policy in full,
please refer to Student Information in the Handbook of Undergraduate Studies or
www.student.mq.edu.au/plagiarism/



