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COURSE OUTCOMES
COl Understands emerging Services environment and the Service Market Segmentation. (k2)
Cco2 Apply pricing strategies in the real market and also gets the role of marketing

Communication. (K3)
Analyze customer relationship marketing and the strategic responses to the
CO3 ni——

Intangibility of service performances. (K4)
CO4 Evaluate the process for designing and managing service processes. (K4)
Create the advantages in hospitality services including travel, hotels and

L tourism.(K4)
QOut Comes / Topic Text Contact | Delivery
LUNIT Bloom’s Level s No. Topica/Activity Bogk: ./ Hour Method
Reference
Unit-1. Introduction to Services Marketing
Understanding Services, | T1, R1
1.1 Differences in Goods versus 1
Services
L2 Classification of Services TILR1 |1
Services in  the Modern | TI.R]
1.3 ’ 1
Economy K &
COl:Understands 1.4 Emerging Service Environment | TI,RI |1 ghﬁ‘: PPT
emerging Services | 1.5 Process of market segmentation | TI,R] |1 =%
; = JActive
I environment and the | 1.6 customer loyalty Segmentation | T1,R1 [ 1 -
Service Market 17 Targeting and  Positioning | T1, R1 1 & 8
Segmentation. (k2) ’ service Tutorial
18 Value addition to the service T1,R1 1
19 Product  Planning Branding | TI, RI 1
' services
New Service Development T1,R1
1.10 1
Process and Stages |
Total | 10




Unit-2. Pricing Strategics for Sor\?i;‘c.;'__“_

2.1 [ Service |'1_ric'inp,_ T1, R2 {
2.2 | establishing  monetary pricing | T1, R |
| |objeetives L
2.3 | foundations of pricing | T1, Rl
objectives |
2.4 pricing:lml_dun_m_n_(i - TI, R i
CO2:Apply pricing - — — — e,

11 strategies in the real 2.5 |putting service pricing | T1, RT -1 Active
market and also gets the sirategics nlo practice. - I |.carning
role of marketing 26 | The role of  marketing | T1, R2 ( & '
Communication. (K3) cnmllmlnlcalmn L rwtorial

2.7 | Implication for communication T1, R2 |
stratepics - R
2.8 | Setting communication | T1, Rl i
objectives =
2.9 | Marketing communication mix. T1, R )
~ Total 10
Unit-3.1mplementing Services Marketing
3.1 | Improving Service Quality and | TI,R2 i
Productivity
3.2 | SERVQUAL, T1,R2. |2
CO3:Analyze customer 3.2 guwcc" ailures and Recovery | T1, R2 )
relationship  marketing e : - PPT
= 13.3 | Customer Relationship | T1, R2 |
and the strategic : 1 Active
Marketing :

11 responses to the . =% Learning
; ey ; 34 | The nature of  service | T, R2
intangibility of service : 2 &

erformances. (K4) || eaniinpios Tutorial
P 35 | Understanding customer needs | T1, R2 ’
and expectations
3.6 | Strategic responses to  the T1, R2
intangibility of service 2
performances
Total 11
Unit-4.Managing Service Delivery Process
4.1 | Introduction 1o Service | T1, R2 1
delivery and characteristics | ppr
CO4:Evaluate the [42 | Managing Physical Evidence T1,R2 ? Acti,vc

v process for designing of Services L airting
and managing service | 4.3 Designing  and Managing | T1, R2 ) &
processes. (K4) Service Processes process Tutorial

44 | Managing People for Service | T1, R2 1
Advantage J

2



" Total |10

Uit

[T, 12 a
| | 2
segmentation. strategies _ | !
32 | Mad ...r_' health services, [ TLT2 | , |
DS, importance & strategies |~
33 | Marketing hospitality services, | T2,R3 | 1
nTes. importance, | i 1
segmentationd strategies ! I
34 |Markedong  hotel  services. | T2.R3 | ; PPT
npes. im?orumce.! [ 1 | \Lu;L
v segmentationd strategiss _ i § - i
335 | Maketing tourism  services, | TLLT2 1 | & )
Dpes. importance & strategies | | Tutasial
5.6 | Marketing professional | T2.R3 |
SSMVICSS, ypes.  importance, 1
ssgmentationd strategies
5.7 | Marketing  public utility | T2.R3
SSTVICSS.  fypes.  importance, | 1
regies |
58. Educational | T2.R3
importance, 1
rategies |
Case studies | | 4

Total | 11

CUMULATIVE PROPOSED PERIODS | 33 |

Text Books:

SNo. _-\UTHOR:: BOOK TITLE. EDITION, PUBLISHER. YEAR OF PUBLICATION

i Ja Bimer- Senvices Marketing: Integrating Customer Focus Across
Tzra MceGraw-Hill Pu 5"1\‘111’1(’ Company Ltd. 2008.
5 hen .R..r':_'_\:.;zL 1anerjee, ServicesMarketing:People,
__'._ \sianPerspecive)FifthEditio 0[1 Pear\:onEducatlon

Referepce Books:

SNo. AUTHORS. BOOK TITLE. EDITION. PUBLISHER. YEAR OF PUBLICATION

Chriszan Grogross:Service Management and Marketing. Wilev India New Delhi 2010

Rz= Mohen Rz0. K:  Services Marketing: Pearson Education, New Delhi 2013
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