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Description: 

This course looks at new marketing trends in the highly competitive service industries, especially, the airline, hotel and restaurant industries.

As competition becomes keener and it becomes more and more difficult to distinguish between one offering and another, the only way to increase and hold market share is by offering what clients perceive to be better service. 

Statistics show that the majority of customers today defect to a competitor because they don’t like the way they were treated. Most service industry companies today are not even aware when one of their customer defects. Most do not know if their customers are happy or unhappy. This is true in the hotel industry, the airline industry and the food and beverage industry. Companies need to do a better job at finding out what they are doing right and what they are doing wrong. They need to know what their customers want. Most companies assume that everyone wants similar things, but this is not true. 

People have special desires and requirements and the company which can give their customers the feeling that they are being treated specially will do better than those who don’t. Customers will shop where they feel wanted and special and will usually pay more for the privilege.

This course looks at some innovative techniques that companies can use to make their customers feel special.

Aims and Objectives:

Aims: This course aims to provide students with an understanding of the business environment in service marketing today. It seeks to equip students with practical knowledge and skills in marketing systems, business strategies and practices, as well as make them aware of the state of service marketing today.

It also aims to enable students to “connect the dots” in today’s complex global business world and to be able to analyze and synthesize information from various sources in order to see the relationships between ideas, concepts, things and people.

Objectives:

Upon completion of this course, students should be able to:

· Understand the complexities of marketing in today’s demanding global arena

· Understand how firms can encourage and nurture a spirit of innovation in marketing and how that translates into new services in a global context
· Recognize and understand how marketing functions so that they will be able to think like a marketing professional
· Better analyze and synthesize information to see the relationships rather than the differences in the complex world of global service marketing

Section one:
Introduction

· Introduction and description of course and contents

· Description of course assessment. 
Section two: 
Marketing Strategies (basics) Communications and Marketing
· Communications and marketing

· Trust as the centerpiece of marketing strategy 
· Customer defections

· Relationship marketing

· Transaction and relationship buyers
Section three: 
Marketing strategies – service
· Why customers defect. Transaction and relationship buyers

· Finding out what customers really want

· Innovative ideas for the service marketing industry

· Techniques to make customers feel special

· Focused customer service. Surpassing the competition

· How to really listen to your customers and then satisfy their needs

Section four: 
The Airline Industry
· Influence of globalization on business
· Trends in the airline industry today
· Competition among airlines
· The service plan
Section five:

Customer Relationship Management
· Why people buy

· Similarities between entrepreneurship and intl. marketing strategies

· Conversion and interception rates and analysis
· Customer loyalty

· Affinity and appreciation programs

· Techniques to know what your customers really want

Section six:

The Hotel Industry
· The service plan
· Forming a service plan for a hotel

· Looking at the industry from the point of view of the guest

· Competition in the global hotel industry
Section seven:
Branding in Service Industries
· internet marketing

· branding, concepts and strategies
· startups and entrepreneurship in service industries
Section eight:
Wrap up and synthesis

· Service marketing strategies
· Matching the strategy to the service
The course makes use of the case study method and we have a case study usually do about 6 case studies during the semester

*All case studies used are original case studies written by the course professor

Methodology: Lecture, case study, discussion, exercises

Assessment:

· 50% evaluation of all work done in class, including participation, attitude, exercises, case studies 

· 50% final exam.

Suggested readings:
· To be announced later. This will consist of a range of marketing articles, which students will need to download from the internet and read from McKinsey Quarterly, Fast Company and other publications
Appendix A

Evaluation of Class work: (50% of final grade)

Criteria: 
Engagement – 

· Student displays a positive attitude in class and actively and attentively follows the lectures and the contributions of fellow classmates

· Student contributes to class by offering ideas, asking questions and attempting to answer questions

· Student recognizes that the subject requires outside reading and reads more than what is assigned

Analysis –

· Evidence of original thinking, good organization of course materials, capacity to analyze and synthesize, capacity to connect the dots of the materials presented in course and also to connect them to general knowledge

Preparation –

· Student is prepared for class with assignments and required class materials

· Student reflects on what has been taught and takes a personal interest in the subject

· Student is aware of current events and their relation to the course

Students will be provided copies of the power point used during the lectures, (mainly for language purposes). . 

Power point of the case studies will only be provided after the case is discussed in class. This is because students need to make decisions in all the case studies used and thus if the power point is supplied beforehand students would have the answers to the questions posed. Case study analysis, (which will be done both in groups and individually) is an important part of the course.

This is an exciting course which will challenge the student to integrate and blend their knowledge of marketing with their experiences both professionally (corporate) and privately (consumers).

Appendix B

Grading the Exam (50% of final grade)

Criteria:
Analysis –

· Capacity to analyze and synthesize, capacity to connect the dots of the materials presented in course and further to connect them to general knowledge

Understanding -

· Grasp of the subject matter, evidence that the student fully understand the course

Application -

· Evidence that the student can apply knowledge obtained in the course to problems and situations that they have not been given the answers to. (application of data rather than retention of data)

