
MAR 4841: SERVICES MARKETING 
College of Business, Florida State University 

Spring 2015 
 

Professor:  Dr. Martin Mende    Office:  246, RBB 
Class Room:  106, RBA     Phone:  (850) 644 7897 
Course Times:  Tu/Th 11:00 – 12:15 / 12:30-1:45 p.m.  e-mail: mmende@fsu.edu 
Office Hours:  Tu/Th 2:00 – 3:30 p.m. & by appointment  
 
COURSE DESCRIPTION: Why study services marketing? The U.S., as well as much of the 
world economy, is dominated by services. In the U.S., approximately 80% of the labor force and 
75% of the GDP is accounted for by services. Yet traditionally, business school courses have 
focused on the manufacturing sector of the economy. This course is designed especially for those 
students who may be interested in working in service industries and in addressing the distinct 
needs and challenges of managing services and delivering quality service to customers. The 
primary theme of the course is that service organizations (e.g., banks, transportation companies, 
hotels, hospitals, educational institutions, and professional services) require a distinctive 
approach to marketing strategy – both in its development and execution. The course will build 
and expand on ideas from more general marketing courses to make them specifically applicable 
to service industry settings. Also, a second theme of the course focuses on the role of service in 
manufacturing businesses. Currently, many firms in the manufactured goods sector see service as 
the basis for attaining a sustained competitive advantage. 
 
COURSE OBJECTIVES: In today's competitive environment, employers expect you to have a 
variety of skills when you graduate. They consistently state that they make hiring/promotion 
decisions based on: (1) excellent critical thinking/problem solving skills, (2) excellent written 
and oral communication skills, and (3) good listening skills as well as a willingness to understand 
the viewpoint of others. This course is designed to help you improve your skills in these areas 
while gaining depth of knowledge about services marketing. To achieve these objectives, class 
sessions will involve a mixture of lecture, student discussions and presentations, videos, applied 
problem solving, etc. Your active participation in class discussions is very important!  
 
The above course objectives are also inspired by the broader learning goals defined by FSU’s College of 
Business; specifically: Graduates will demonstrate … 
1. the ability to think critically and manage risk and reward to solve global business problems 
2. the ability to use technology competently and effectively in global business applications 
3. in-depth knowledge of core business functions  
4. the ability to integrate business functions in organizations  
5. the ability to communicate effectively, orally and in writing, individually and in teams 
6. an understanding of / sensitivity to culture, diversity, and professional & ethical responsibilities.  
 
TEXTBOOK (required): Zeithaml, Valarie A., Mary Jo Bitner, and Dwayne Gremler (2013), 
Services Marketing: Integrating Customer Focus Across the Firm, 6th edition, McGraw-Hill. (If 
you have the earlier 5th edition, or if you get an international edition, it is fine; however, it is 
your responsibility to find the matching pages – I will refer to pages/chapters in the 6th Edition). 
Most of the reading assigned for the course will come from this textbook. However, I may 
provide you with handouts, articles, or cases that you will be asked to read and prepare for class.  
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LECTURE SLIDES: Slides will be available on Blackboard before class. These slides are 
offered as a service to you and designed to help you take good notes. You should NOT use them 
as a substitute for class attendance, so please bring a writing utensil and be prepared to use it. 
 
PERFORMANCE EVALUATION    Percentage / Points 
Exam 1 ................................................     30%  300 
Exam 2 ……………............................     25%  250 
Exam 3 ……………............................     25%  250 
Two In-Class Quizzes ………………    8%  80 
Guest Speaker & Career Fair Assignments   2%  20 
Class Co-Production/Participation…...    10%       100   
TOTAL       100%  1000 
 
A 1000-point grade scale will be used in this course: 

A: 920 or above  A-: 900-910  B+: 870-890   B: 840-860  
B-: 800-830  C+: 770-790   C: 740-760   C-: 700-730 
D+: 670-690   D: 640-660   D-: 600-630  F: 590 or below 
 

EXAMS: There will be three exams and an optional, cumulative final. The three exams will 
contain multiple choice questions (app. 40-50), and might contain short, essay-type questions and 
potentially case-based questions. Exams must be taken during the scheduled time period. The 
final exam will contain multiple choice questions (app. 80-100) and is intended for students who 
either miss one of the first three exams or who want to replace a grade on one of the first three 
exams. A couple of points are important: First, the grade you receive on the final will replace 
your lowest grade, even if your lowest grade is higher than the score you received on the final. 
For example, if your lowest grade is an 89 and you get an 81 on the final, an 81 will replace the 
89. So be careful about how you proceed – the final is meant as a way to make up for a bad day, 
not to see if you can make a 100 on a test. Second, you can miss one exam without penalty. If 
you do miss an exam, then your third exam score will automatically come from the cumulative 
final. If you somehow miss two exams, then I will need to see documentation (doctor’s note, etc.) 
for both exams in order for you to make up the work. If that’s the case, your exam will consist of 
a series of essays and an oral explanation of the key concepts we discussed in class. 
 
EXAM REVIEW SHEETS: I might provide an exam review sheet for the first two exams. This 
sheet is intended to help you organize your notes so that you can study more effectively. This 
sheet is not intended to be a comprehensive review of all the material covered in class, so do not 
assume that this sheet will take the place of coming to class or taking good notes. 
 
IN-CLASS QUIZZES:  
• The quizzes are worth 80 points (8%): 2 x 40 points, i.e., 4% per quiz. 
• Each quiz includes 8-12 (relatively high-level) questions on the assigned topic (a chapter, a 

case). These questions are solely based on the assigned material; you do NOT need to read 
any additional material or conduct additional online research to receive a 100% in a quiz. 

• NOTE: There will be three quizzes, but you may drop your worst score; that is, this 
component of your grade will be computed based on your two best quizzes. 

• Quizzes will be given in the first 10-12 minutes of class. 
• NOTE: If you arrive late for the quiz, you will not have more time than the other students. 
• NOTE: If you miss quizzes, a make-up quiz cannot be given. 
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GUEST SPEAKER & CAREER FAIR ASSIGNMENTS:  
• We plan to have a guest speaker, representing a major company, and you should aim to make 

this guest speaker session a platform for future networking. Part of successful networking is 
preparation! Therefore, there will be a brief assignment that will help you getting ready for 
meeting our guest speaker. 

• In addition, you should consider it a “must” to attend the career fair and make initial contacts 
there. Hence, there will be a corresponding assignment (explained in detail in class). 

• Each of those assignment is worth 10 points. These assignments are due (typed and printed) 
at the beginning of the corresponding sessions (as listed below). 

 
CLASS CO-PRODUCTION/PARTICIPATION…IMPORTANT!     
• As with most courses, the benefits of the course can only be realized when students are 

excellent co-producers and actively participate in the classroom experience (e.g., are 
prepared for class, contribute to in-class discussion, offer examples, ask questions when 
course concepts are not understood, etc.). Class participation grades will be based on each 
student's contribution to the class. Active co-production and participation is expected and 
is essential for success in the course.1 

• Class attendance is a necessary, but not a sufficient, condition for you to do well in terms of 
class co-production. However, you can miss three class sessions without immediate impact 
on your participation score. That does not mean that everyone gets 100% for being present 
every session. What is assessed and rewarded is your performance when present. Missing a 
fourth session will typically not allow me to give you an “A” for coproduction. 

• During the semester, we will complete in-class activities involving the application of services 
concepts. You may also be asked to complete ‘homework’ activities (e.g., read and analyze a 
case, visit a retail establishment, etc.) that will be discussed in class. Active participation in 
in-class activities and other activity-related discussions during class will play a 
significant role in determining class participation grades. If I assign cases, you will be 
given a set of questions ahead of time to help you prepare for class discussion of the case. 
The questions are to guide your thinking but actual discussion of each case will be flexible. 
Feel free to bring up issues that you feel are relevant, including your own experiences.  

• Bringing in real world examples from outside reading (e.g., WSJ, BusinessWeek, Fortune, 
Fast Company) that highlight course concepts, service innovations etc. is highly encouraged 
and will be considered an example of class co-production/participation. You should be 
prepared to discuss how the article relates to our course concepts. Please let me know in 
advance (e.g., via e-mail) if you plan to bring such real world examples so I can make sure 
we have enough time to discuss it. 

The following are guidelines concerning how you should think about class co-production. This 
list is not exhaustive but will give you a sense of my criteria for evaluating your co-production 
during the semester. At a minimum, co-production in this setting would consist of the following: 
 
PARTICIPATION 
• Attend each class and consistently contribute to class discussion 
• Provide examples of personal experiences to illustrate services marketing concepts 
• Ask questions when a topic or concept is not understood 
• Actively engage in in-class activities   
• Prepare other cases, articles, and activities that are assigned 

1  This does not mean I want you to come to class with symptoms of an illness. Please see university health 
policies for further details regarding missing a class when you are sick.    
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IN-CLASS BEHAVIOR / PROFESSIONALISM 
• Be attentive, curious, enthusiastic, and willing to learn  
• Arrive on time and come to class prepared (e.g., please print any needed materials prior to 

coming to class). 
• Take pride in the quality of work produced for the course  
• Show respect for the learning environment (see below). Our class will be a productive and 

enjoyable learning experience. This means: 
 Every person is to be treated with respect. 
 Unless arrangements are made at the beginning of the semester (e.g. special medical 

needs, etc.), cell phones and other handheld devices should be turned OFF and put 
away during class. Participation grades will be penalized at my discretion for cell 
phone carelessness. 

 Do not do other work, read the newspaper, or any other activities not directly related to our 
class discussion. DO NOT ABUSE LAPTOPS during class (e.g., surfing the web)! 

 Leave the classroom only upon completion of the class period.  Do not start “packing” 
before the end of class time. I will make sure each class ends on time. 

 Discussions of a personal nature take place during my office hours, not in class. 
• DO NOT (1) try to sleep through class, (2) talk through class, (3) text through class, (4) 

or behave as if you are too cool to sit up and pay attention. If any of these characteristics 
apply to you, then you should stay home (but, this also means your grade will likely suffer). 

• These efforts will help create a positive learning environment. Disrespect for the learning 
environment may result in a participation grade of ZERO. If necessary, I will utilize the 
automatic drop policy, which will result in a failing grade on the student’s academic 
transcript and removal from the course. 

• If you are absent for any reason, then by default it is impossible for you to participate in that 
particular class. Thus, missing several classes (= more than three) might significantly affect 
the final participation grade. Specifically, for the fourth and each subsequent unexcused 
absence, the final average in the participation grade can be lowered by 15 percentage points. 

• Note that exams might include questions on in-class discussions, assignments, and videos. If 
you have to miss a session, it is your responsibility to contact your peers to learn what we 
have covered in class.  

 
ACADEMIC INTEGRITY / ACADEMIC HONOR POLICY: The Florida State University 
Academic Honor Policy outlines the University’s expectations for the integrity of students’ 
academic work, the procedures for resolving alleged violations of those expectations, and the 
rights and responsibilities of students and faculty members throughout the process. Students are 
responsible for reading the Academic Honor Policy and for living up to their pledge to “. . . be 
honest and truthful and . . . [to] strive for personal and institutional integrity at Florida State 
University.” (FSU Academic Honor Policy, found at http://fda.fsu.edu/Academics/Academic-
Honor-Policy.) Regarding individual assignments: While it is acceptable to work with and 
consult with other students, I expect everyone to do their own homework and to compose the 
exam-write-ups individually. 
 
UNIVERSITY ATTENDANCE POLICY: Excused absences include documented illness, 
deaths in the family and other documented crises, call to active military duty or jury duty, 
religious holy days, and official University activities. These absences will be accommodated in a 
way that does not arbitrarily penalize students who have a valid excuse. Consideration will also 
be given to students whose dependent children experience serious illness. 
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AMERICANS WITH DISABILITIES ACT: Students with disabilities needing academic 
accommodation should: (1) register with and provide documentation to the Student Disability 
Resource Center; and (2) bring a letter to the instructor indicating the need for accommodation 
and what type. This should be done during the first week of class. This syllabus and other class 
materials are available in alternative format upon request. For more information about services 
available to students with disabilities, contact: Student Disability Resource Center, 874 
Traditions Way, 108 Student Services Building, Tallahassee, FL 32306-4167, (850) 644-9566 
(voice) (850) 644-8504 (TDD), sdrc@admin.fsu.edu / http://www.disabilitycenter.fsu.edu/ 
 
FREE TUTORING FROM FSU: On-campus tutoring and writing assistance is available for 
many courses at Florida State University. For more information, visit the Academic Center for 
Excellence (ACE) Tutoring Services’ comprehensive list of on-campus tutoring options - see 
http://ace.fsu.edu/tutoring or contact tutor@fsu.edu. High-quality tutoring is available by 
appointment and on a walk-in basis. These services are offered by tutors trained to encourage the 
highest level of individual academic success while upholding personal academic integrity.  
 
SYLLABUS CHANGE POLICY: Except for changes that substantially affect implementation 
of the evaluation (grading) statement, this syllabus is a guide for the course and is subject to 
change with advance notice. 
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TENTATIVE COURSE CONTENT AND SCHEDULE 

  DAY   DATE TOPIC ASSIGNMENT* 

  I. FOUNDATIONS  
TH 01/08 Course Introduction: Why study Services? You must read the syllabus 

TUE 01/13 What are Services? Understanding Services Ch. 1 
TH 01/15 Consumer Behavior and Services Ch. 1 

  II. FOCUS ON THE CUSTOMER  
TUE 01/20 The “GAPS Model” of Service Quality Ch. 2 
TH 01/22 Consumer Expectations of Services Ch. 3 

TUE 01/27 Consumer Perceptions of Services Ch. 4 
TH 01/29 Seminole Futures Career Fair Task 

TUE 02/03 EXAM 1 (CH 1-4, all class sessions & corresponding content) Career Fair Task Due 
TH 02/05 Listening to Customers Through Research Ch. 5 

TUE 02/10 CRM 1: Customer Relationship Management Ch. 6 
TH 02/12 Guest Speaker    Guest Speaker Assignment Due 

TUE 02/17 CRM 2: Customer Metrics and Lifetime Value Ch. 6 
TH 02/19 Complaint Management & Service Recovery 1 Ch. 7 

TUE 02/24 Complaint Management & Service Recovery 2: United Air Case In-class quiz: United Air Case 
  III. ASPECTS OF SERVICE DESIGN  

TH 02/26 Service Innovation and Design 1 Ch. 8 
TUE 03/03 Service Innovation and Design 2  Focus: Blueprinting In-class quiz: Blueprinting 
TH 03/05 EXAM 2 (CH 5-8 & corresponding class sessions)  

  March, 9–13: Spring Break  
TUE 03/17 Physical Evidence and the Servicescape 1 Ch. 10 
TH 03/19 Physical Evidence and the Servicescape 2 Ch. 10 

  IV. DELIVERING & PERFORMING SERVICE  
TUE 03/24 Employee Roles in Service Delivery 1 Ch. 11 
TH 03/26 Employee Roles in Service Delivery 2 Ch. 11 

TUE 03/31 Customer Roles in Service Delivery & Customer Coproduction Ch. 12 
TH 04/02 Managing Service Demand and Capacity Ch. 13 

TUE 04/07 Integrated Services Marketing Communication Ch. 14 
TH 04/09 Case Analysis: Jyske Bank 1 Optional quiz: Jyske Case 

TUE 04/14 Case Analysis: Jyske Bank 2  
TH 04/16 EXAM 3 (CH 10-14 & corresponding class sessions)  

TUE 04/21 Services Pricing Ch. 15  
TH 04/23 Financial Impact of Services & Trends in Services Marketing Ch. 16 

TH/ 
FR 

 04/30 / 
05/01 

Final Cumulative Exam  
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