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Marketing 3230 
Services Marketing 

Fall, 2014 
 
 

INSTRUCTOR: Dr. Robert Lambert 
   Professor of Marketing 
 
OFFICE:  MBC 335 
 
EMAIL ADDRESS:   robert.lambert@belmont.edu 
 
REQUIRED TEXT:   Services Marketing; Integrating Customer Focus Across the 
Firm, by Zeithaml, Bitner, and Gremler, McGraw Hill/Irwin, 2013, 6th ed. 
 
 
PERSPECTIVE:  
 
Approximately 80% of the U.S. GDP and 82% of employment are derived from services 
industries. This service orientation is even more pronounced in Florida where tourism 
dominates the economy.  Nearly all of the new job growth in this country is in services 
companies and 45% of a typical family’s budget is spent on services. Moreover, it might 
surprise you that even historically product-dominant firms are now turning into service 
companies; for example, more than 40% of IBM’s revenues and 75% of GE’s profits are 
derived from services.    Why is it then that marketers only started considering service 
companies distinct entities in the late 1970s? Serious research in service industries didn’t 
start until the mid-1980s. The result is that both academics and practitioners still have a 
lot to learn about services phenomena. This course is designed to address this problem. In 
this class, you will be exposed to a new way of thinking about marketing. No longer are 
manufacturing processes, defects per one-thousand, or logistics paramount. Services are 
different. We will discuss how they are different, why they are different, and what 
strategies result from these distinctions. We will cover why people are essential to service 
success, why expectations are important to service consumers, how the physical 
environment influences service delivery, and how services firms should recover from 
failure. You will also learn how quality is evaluated in service firms, why value is an 
essential deliverable, and what role loyalty has on the bottom line. In essence, we will 
look at marketing through a different lens. 
 
 
COURSE OBJECTIVES: 
 
“To know the world one must construct it.”   (Giovanni Batista Vico) 
 
“Education is not preparation for life; education is life itself.”  (Origin unknown) 
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Business in today’s competitive environment expects you to have a variety of skills when 
you graduate.  Employers consistently say that they are looking for employees with the 
following abilities: 1) good problem-solving and critical thinking skills; 2) excellent 
communication skills (both written and oral); 3) the ability to work in teams; 4) listening 
skills and a willingness to understand the opinions of others; and 5) technological 
literacy.  This course is designed to help you develop these skills in the context of 
services marketing so that you will be more prepared to meet the needs (and hopefully 
even exceed the expectations!) of your employer.  We will use class discussions, group 
activities, films, and presentations to explore services marketing concepts and to create a 
unique service experience of our own throughout the semester.  The following are 
specific course objectives for this course: 
 

� To appreciate the differences between services and physical goods and to understand 
how these differences translate into strategic direction. 

� To understand what quality means in service delivery and how perceptions of service 
quality are developed by customers. 

� To provide you with an understanding of how service customers determine value in a 
service exchange and how this translates into a satisfied customer base. 

� To learn about the role of physical evidence in service delivery and what constitutes 
an effective service environment. 

� To provide you with the knowledge necessary to manage the human constituents in 
service delivery. 

� To appreciate the ramifications of service failure and the benefits of service recovery 
strategies. 

� To understand the importance of keeping good current customers and finding good 
future. 
 
ACADEMIC HONESTY: 
 
The Belmont community values personal integrity and academic honesty as the 
foundation of university life and the cornerstone of a premiere educational experience. 
Our community believes trust among its members is essential for both scholarship and 
effective interactions and operations of the University. As members of the Belmont 
community, students, faculty, staff, and administrators are all responsible for ensuring 
that their experiences will be free of behaviors, which compromise this value. In order to 
uphold academic integrity, the University has adopted an Honor System. Students and 
faculty will work together to establish the optimal conditions for honorable academic 
work. Following is the Student Honor Pledge that guides academic behavior: 

“I will not give or receive aid during examinations; I will not 
give or receive false or impermissible aid in course work, in the 
preparation of reports, or in any other type of work that is to be 
used by the instructor as the basis of my grade; I will not engage 
in any form of academic fraud. Furthermore, I will uphold my 
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responsibility to see to it that others abide by the spirit and letter 
of this Honor Pledge.” 

 
 
 
PERFORMANCE EVALUATION: 
 

 Trend Trackers 10 @ 10 pts   100 
 Exams   3 @ 100 pts   300 
 Term Paper  1 @ 150   150 
 Service Encounter Diary    100 
 Attendance/Participation      50 

Total Points     700 
 
 
 
 
 
GRADING SCALE: 
 
 94-100   A 
 93-90   A- 
 89-87   B+ 
 86-83   B 
 82-80   B- 
 79-77   C+ 
 76-73   C 
 72-70   C- 
 69-67   D+ 
 66-63   D 
 62-60   D- 
 BELOW 60  F 
 
 ATTNEDANCE POLICY AND CLASS CONDUCT 

 
You are expected to attend all class meetings: this includes those students who 
enroll late or are auditing the course.  Class meetings are not to be treated in an 
“open house”, come and go manner; leaving early is unacceptable and 
disruptive, counting as the equivalent of two absences.  If there is a legitimate 
reason for leaving class early, please let me know before class begins and you 
will not be counted absent.  Also, two late arrivals to class, fifteen or more 
minutes into a class meeting, are treated as an absence.  Excessive absences will 
adversely affect your grade.    For each absence over two (2), your final grade 
will be reduced by 5% points.  Conversely, if you miss three classes or fewer, 
your final grade will be raised by 1/3 of a letter grade. Research shows that 
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there is a direct correlation between attendance and grades.  Come to class and 
you will do well—miss class and…. 
Sleeping in class is absolutely prohibited.  If you fall asleep in this class you will 
be asked to leave and you will be counted absent for that day. 
 
 

MAKE UP EXAMM POLICY: 
 
Any make-up examinations that may be required will be given on academic 
preparation day at 10:00 in my office.  Make-up exams can only be taken with a 
University-approved excuse.  Those missing exams without a University-
approved excuse will be given a zero. 

 
 
EXAMINATIONS: 

 
There will be THREE examinations during the semester.  The exams will consist of  
essay questions.   The last exam is weighted the same as the other two.  You will also be 
required to submit ten (10) trend trackers and maintain a service encounter diary. 
 
 
 
TREND TRACKERS: 
 
 Beginning September 11, you will be required to submit a trend tracker, and each trend 
tracker (TT) will be due each week as indicated on your syllabus.  A trend tracker is a full 
one page summary of an article related to some area of services marketing.  The article 
must be current and obtained from a variety of sources.  I will not accept cut-and-paste 
documents as trend trackers. I want you to read the article and tell me what you 
personally learned from reading it.  You should include: 
*Source 
*Name of article 
*Author (anonymous not accepted) 
*Your one page summary. 
 
Each trend tracker is worth ten points, for a total of 100 
 
 
SERVICE ENCOUNTER DIARY: 
 
The service encounter diary is exactly what the term implies.  Over the next 15 weeks, I 
want you to keep a diary of all experiences (encounters) you have with service providers.  
This can include but not limited to the following types of organizations: 
 

 Health care 
 University (BU) 
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 Retail 
 Hotel 
 Restaurant 
 Air line 
 Utilities 
 Personal care 
 Other 

 
The purpose of this diary is to make all of us more aware of the impact that service 
businesses have on our daily lives.  I am also interested in your personal assessment of 
the quality (or lack of) of these services and how they might be improved.  We will 
discuss these each week in class.   You may record these either in a notebook or they may 
be word-processed.  This assignment is worth 100 points. 
 
TERM PAPER: 
 
You are to research a company in the service industry and write a paper discussing the 
following: 
 

 Serv-Qual’s determinants of service quality.  How does this company measure 
up? 

 Customer Service Policies—Does the company have a 100% satisfaction 
guaranteed policy?  Is the customer always right? 

 Service Process—Does this company have proprietary service processes that help 
create a sustainable competitive advantage? (Enterprise Rent-A-Car/Southwest 
Airlines) 

 Awards/Recognition—Has this company received the J.D. Power Award for 
customer satisfaction or the Baldridge Award for quality? 

 Other—Any other details that you feel would add to the quality of your paper. 
 
Paper Guidelines:  10-15 pp, double-spaced, word processed with appropriate 
bibliographic references.   
 
Your papers will be presented to the class on the dates shown on the syllabus.  Each 
presentation will be approximately 20 minutes. 
 
PARTICIPATION: 
 
You will EARN a participation grade for the semester.  According to Webster’s 
Dictionary, participation mean…”to have or take a share with others…”  Literally 
translated, this means that you are expected to share in the discussions and activities in 
class.  Attendance is not the same as participation.  You must be prepared before each 
class so that you can take advantage of this opportunity 
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MARKETING 3230 
COURSE OUTLINE 

Fall, 2014 
 
August: 
 
21   Introductions and Expectations 
 
26   Chapter 1, Introduction to Services 
 
28   Chapter 2, Conceptual Framework: The Gaps Model of Services 
 
September: 
 
2   Chapter 2, Continued 
 
4   Chapter 3, Customer Expectations of Services 
 
9   Chapter 3, Continued 
    
11   Chapter 4, Customer Perceptions of Services/ TT1 Due 
 
16   Chapter 5, Listening to Customers Through Research 
 
18   Chapter 5, Continued/TT2 Due 
 
23   Chapter 6, Building Customer Relationships 
 
25   Test 1, Chapters 1-6/TT3 Due 
 
30   Chapter 7, Service Recovery—Return Exam 
 
October: 
 
 
16   Chapter 9  Customer Defined Service Standards/TT5 Due 
 
21   Eng. Jiri Cutka and Petr Kordic, Czech Republic    
 
23   Chapter 10, Physical Evidence and the Servicescape/TT6 Due 
 
28   Chapter 11, Employees’ Roles in Service Delivery 
  
30   Dr. Joe Alexander /Baldrige Criteria/TT7 Due 
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November: 
 
4   Test 2, Chapters 7-11 
 
6   Project Work Day 
 
11   Chapter 12, Customers’ Roles in Service Delivery/TT7 Due 
 
13   Chapter 13, Managing Demand and Capacity 
 
18 Chapter 14, Integrated Marketing Communications 

Continued/Paper Presentations/TT8 Due 
 
20   Chapter 15, Pricing of Services 

 
25 Chapter 16, The  Financial Impact of Services/Paper   

Presentations/TT9 Due 
 Service Journal Due 
 
27   Thanksgiving Break 
 
 
December: 
 
2   Final Exam Review 
   Semester Projects Due 
 
**See attached final exam schedule for day and time of final. 
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NAME:    Dr. Robert Lambert ________    OFFICE:  MC335  
 _  PHONE:   460-5432______________ 
 

Fall, 2014 
 MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY 

7:00 a.m.      

7:30 a.m.      

8:00 a.m.  MKT 3210  MKT 3210  

8:30 a.m.      

9:00 a.m.   Office   

9:30 a.m.  OFFICE Office OFFICE  

10:00 a.m.   Office   

10:30 a.m.   Office   

11:00 a.m. Office         MKT 3210 Office MKT 3210  

11:30 a.m. Lunch  Lunch   

12:00 p.m. Lunch  Lunch   

12:30 p.m. Lunch  Lunch   

1:00 p.m. Office  Office   

1:30 p.m. Office Office Office Office  

2:00 p.m. Office Mkt 3220  Mkt 3230  

2:30 p.m. Office  “   

3:00 p.m. Office  Dean’s Council   

3:30 p.m.      

4:00 p.m.      

4:30 p.m.   I   

5:00 p.m.      

5:30 p.m.      

6:00 p.m.      

6:30 p.m.      

7:00 p.m.      

7:30 p.m.      

8:00 p.m.      

8:30 p.m.      
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Fall 2014 Final Exam Schedule 
Days 
Times 

Wednesday 
Dec. 3 

Thursday
Dec. 4 

Friday
Dec. 5 

Monday
Dec. 8 

Tuesday 
Dec. 9 

Wednesday 
Dec. 10 

8:00 
am 

Prep time Class start 
time 8:00- 
8:30 TR 

9:00 MWF 8:00 MWF 9:30 TR; 
9:00 TR 

no exams 

11:00 
am 

Prep time 11:00 MWF 12:30 TR; 
12:00 TR 

11:00 TR 12:00 
MWF 

Graduating
Senior 
grades 

(GS) 
due before 

NOON 

2:00 
pm 

Exams not 
otherwise 
scheduled 

2:00 TR; 
2:00 

R only 

1:00 MWF 2:00 MWF 
or MW; 2:00

M only 

3:30 TR; 
2:00 

T only 

no exams 

5:00 
pm 

Class start 
time 5:00-

5:30 W only 
and 

5:30 MW 

Class start 
time 5:00-5:30 

R only 
and 5:30 TR 

Class start time 
3:00- 3:30 MW 

or MWF; 2:00 W 
only 

Class start 
time 5:00-

5:30 
M only 

Class start 
5:00-5:30 

T only 

no exams 

7:00 
pm 

Class start 
time 

6:00 or later 
W only 

Class start 
time 

6:00 or later
R only 

Class start 4:00-
4:30 MW or 

MWF 

Class Start 
time 6:00 or 

later 
M only 

Class start 
time 

6:00 or 
later 

T only 

no exams 

 

GENERAL EXAM POLICIES: 

1. Faculty are to give final exams only at the times designated above, ensuring that there 
are no conflicts over classroom use and that students do not have two exams scheduled 
for the same time. 

2. Students are required to take their final exams at the times assigned. 
3. If a student has three or more exams scheduled on one day, the student may request, no 

later than one week prior to the date of those exams, to reschedule one exam, preferably 
the middle one. 

4. Final exams for 8 week and Saturday classes are to be given during the last class 
meeting, though only 8 week M-R courses are shown in the chart above to avoid 
classroom conflicts. 

5. Blackboard classes for which an in-class final is required may schedule those exams 
either at 2-5 on the first Wednesday or at 5 on the first Friday (assuming no student exam 
conflict). 

6. Classes not otherwise scheduled in the grid above in which no graduating seniors are 
taking the final may also schedule final exams in the 8 am slot on the second 
Wednesday. 

7. All grades for graduating seniors are due no later than 11 am on the second Wednesday; 
all other grades are due no later than noon on the second Friday. 

 
 


