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Service Marketing Lovelock and Wirtz Pearson Education, 2007
Inc.
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Service Marketing Zeithaml, Bitner, and McGraw Hill 2009
Gremler
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New perspectives on marketing in the service economy & [ [
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2 Customer behavior in service encounter 60 0 0 0 40
3 Developing service concepts: core and supplementary elements 60 0 0 0 40
4 Distributing service through physical and electronic channels 60 0 0 0 40
5 Exploring busdiness models: pricing and revenue management 60 0 0 0 40
6 Educating customers and promoting the value proposition 60 0 0 0 40
7 Positioning services in competitive markets 60 0 0 0 40
8 Designing and managing service process 60 0 0 0 40
9 Balancing demand and productive capacity 60 0 0 0 40
10 Crafting the service environment 60 0 0 0 40
11 Managing people for service advantage 60 0 0 0 40
12 Managing relationships and building loyalty 60 0 0 0 40
13 Achiving service recovery and obtaining customer feedback 60 0 0 0 40
14 Improving service quality and productivity 60 0 0 0 40
15 Organizing for change management and service leadership 60 0 0 0 40
16 case report 20 0 0 0 80
17 case report 20 0 0 0 80
18 Final Exam. 0 0 0 0 100
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