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| COURSE OUTCOMES
Col ' Memorize an overview of the services and discusses the important reasons for the growth of the service
sector (K1)
Co2 Identify the customer needs and expectations which forms the basis for Customer relationship
marketing(K2)
COo3 Illustrate the process of Service Market Segmentation.(K3)
CO4 | Analyze the important decisions in pricing of services and establishing monetary pricing objectives.(K4)
COS5 | Appraise the role of marketing communication and the implications of communication strategies. (K3)
Out Comes / Topic et Contact | Delivery
= u & _— | s
UNIT > i Topics/Activity Book / \
Bloom’ s Level s No. Reference Hour ! Method
Unit-1. Introduction to Services Marketing
11 Services in the Modem | T1,RI 1
' Economy
1.2 | Classification of Services T1, Rl 1 |
: 1.3 | Characteristics of Services T1,R1 1| o
LfOI' Appraise “Le role ™ 4 Marketing Services vs Physical | TLRI | 1 | Chalk &
5 e S etmg 1.5 | Services as a System T1,R1 | Talk_.PPT ’
SN, Creating value in a competitive | T1, R1 Active |
I the implications of | 1.6 b N raamics |
o market Leaming |
communication Positioni Tas T1.R1 & i
strategies. (K5) [ 7 ositioning servi ' 1 & .
Tutonal
18 Value addition to the service T1,R1 1
19 Product Planning Branding TI,RI 1




New Service Development -

T1,RI

r 1.10 Process and Stages A
Total 10
Unit-2. Pricing Strategies for Services
2.1 | Introduction to T1,R2 1
Relationship Marketing
22 | The nature of  service | T, Rl ,
consumption
2.3 | Understanding Customer Needs | T1,RI i
. 2.4 | Strategic responses to the | T1,RI
CO2: Identify the intangibility of service .
II customer needs and - ) of Y
) i 2.5 | Customer Expectations TI,R1 .
expectations which 1 Active
forms the bas1s. for 2.6 | Service performances T1,R2 Leaming
Customer relationship ] &
: Tutorial
marketing(K2 2.6 | Service performances T B2 i |
2.7 | Case studies T1,R1 5
Content
beyond .
Syllabus E -Services 1
Total 10
MID I EXAMINATION DURING SEVENTH WEEK
Unit-3.Implementing Services Marketing
3.1 | Services Market Segmentation T1,R2 1
3.2 | Objective and Importance’ s T1,R2 1
' 3.2 | Objective and Importance’ s T1, R2 1
COd:lllustrate  ~ the [ g ™ process  of Market | T1. R2 PPT,
process of  Service : 1 )
A
L 34 iﬁ?ﬁ?fifﬁ d disadvanta Tl v
Segmentation.(K3) > Tages anc cisacvaniages , R2 1 Learning
3.5 | Selecting the Customer Port Tl, R2 1 &
Folio - Tutorial
3.6 | Customer Port Folio Process T1, R2 1
3.7 | Creating and maintaining valued | T1, R2
relations 1
3.8 [ Customer Loyalty T1, R2 1
Content
beyond E Services 2
Syllabus
Total 11




Unit-4. Managing Service Delivery Process
4.1 | Services Pricing T1, R2 1
4.2 | Need & Scope TI, R2 1
CO4: Analyse the :i }S;rlat;g.lzs. Of?,el.'v.lccs Pricing TI, R2 1 PPT,
important decisions in| Oi);cc t';;:g Heins T1,R2 1 Active
1A% pricing of services and Learnin
— — g
establishing  monetary %4 gﬂ?eT:.Sh;ng Pricing TI,R2 1 &
ricing objectives.(K4 JeCTlV 2 i
e (K4 45 [ Pricing and Demand TRz 1| Tutorial
4.6 | Merits & demerits T1,R2 1
4.7 | Service Pricing Strategies T1,R2 1
Content
beyond Marketing SAP 2
Syllabus I
Total 10
Unit 5. Marketing of Services in Sectors
e
5.1 Service Promotion & Delivery | T1, T2 ’
51 | Service Promotion & Delivery T1, T2 1
COS: Appraise the role 5.2 2016 ; O.f Marketing | T2,R3 1
. ommunication PPT,
of  marketing 53 Implication for Communication | TZR3 | =y | Active
% communication and the Strategies i
implications of | 5.4 | Setting Communication | T1,T2 1 el &
communication Objectives Tutorial
strategies. (K5) 5.5 | Marketing Communication | T2,R3 1
Mix
56 | Planning and managing service | T2,R3 1
| delivery
5.7. | Creating delivery systems in | T2,R3 1
Price, Cyberspace and time
Content
beyond Marketing SAP 2
Syllabus
Total 10
CUMULATIVE PROPOSED PERIODS | 51 |
Text Books:
S.No. AUTHORS, BOOK TITLE, EDITION, PUBLISHER, YEAR OF PUBLICATION
1 Nargundkar Rajendra:Services Marketing, TMH,New Delhi 2011.
2 Govind Apt: Services Marketing,Oxford Univeristy Press,New Delhi 2010
 Reference Books:
'_S_.No. AUTHORS, BOOK TITLE, EDITION, PUBLISHER, YEAR OF PUBLICATION
gement and Marketing, Wiley India New Delhi 2010

1

Christian Gronross:Service Mana

3



! Ram Mohan Rao.K:" Services Marketing:,Pearson Education, New Delhi 2013

%
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1 httDS-'//W\Nw.managementstudvggidg.cgmgdeﬁnt;ton-and-ghgrgcte[igtics-of-services.h;m
2 ttps: .decisionanal st.com/analytics/marketsegmentation
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