
    
 

MARKETING 520 (January 12 – March 2, 2015) 
SERVICES MARKETING AND MANAGEMENT 

 
Dr. Mary Jo Bitner | BAC 431 | 480-965-1992 | maryjo.bitner@asu.edu 

 
 Office Hours: M 3:30-4:30 PM; W 11:30 AM-12:30 PM; and by appointment 

Class Meetings:  M/W 1:25-3:30, McCord 276 
 

Course Description 
Services dominate the US economy and are becoming critical for competitive advantage 

in companies across the globe and in all industry sectors.  For many major manufacturers, for 
example IBM and GE, services represent primary growth and profitability strategies in the 21st 
century.  Over half of IBM’s current revenues come from services. General Electric (GE) boasts 
similar statistics. Superior service quality drives the competitive advantage of excellent 
companies like Charles Schwab, Marriott Hotels, Starbucks, Amazon, and FedEx—traditional 
service businesses.  In fact, recent award-winning publications espouse the view that “all 
businesses are service businesses.”  In addition, many governments around the world (e.g., 
China, Germany, Finland, and others) recognize the importance of service(s) as an important 
innovation and competitive platform for their countries. 
 

This course focuses on challenges of managing service brands and delivering quality 
service to customers across industry sectors.  The attraction, retention, and building of strong 
customer relationships through quality service (and services) are at the heart of the course 
content.   The course is equally applicable to organizations whose core product is service (e.g., 
banks, transportation companies, hotels, hospitals, educational institutions, professional services, 
telecommunication, etc.) and to organizations that depend on services for competitive advantage 
(e.g., high technology manufacturers, automotive, industrial products, etc.).   
 

In this course you will learn critical skills and gain necessary knowledge to implement 
quality service and service strategies for competitive advantage across industries.  You will learn 
frameworks for customer-focused management, and how to increase customer satisfaction and 
retention through service strategies.  You will learn about the linkages between service quality, 
customer lifetime value and profitability.  You will learn to map services, understand customer 
expectations and develop service and customer-focused relationship strategies that lead to strong 
service brands.  Throughout the course an emphasis is placed on the total organization and how 
effective marketing and customer focus must be coordinated across multiple functions. 
 

An underlying assumption of this course is that students learn best and retain the most 
through active participation in the learning process.  Therefore, classroom sessions will consist 
of a mixture of short lectures, student discussions of material and assignments, case discussions, 
media presentations, active learning exercises, and guest speakers. 



Overall Learning Goals 
The W.P. Carey School of Business has established the following learning goals for its 

graduate students: (1) Critical Thinking, (2) Communication, (3) Strategic Decision Making, and 
(4) Ethical Leadership. All of these goals are addressed in this course.   
 
Specific Course Objectives 
 to prepare for your summer internship (SMSL students in particular) and courses in your 

second year by developing a solid foundation of knowledge and skills in services marketing 
and management; 

 to gain an appreciation for the challenges inherent in marketing and managing services, and 
developing/delivering quality service; 

 to learn strategies, tools and approaches for addressing the challenges of services 
management and marketing; 

 to develop essential service quality knowledge and skills and be prepared to apply them in 
summer internships and other business contexts;                          

 to become a more perceptive and effective manager and consumer through understanding the 
complexities of service design, delivery, and communication—all aimed at building 
sustainable service brands; 

 to learn an appreciation of the inter-functional coordination necessary to deliver quality 
service; 

 to further develop communication skills and critical thinking through written projects, cases, 
in-class discussions, and other assignments. 

 
Required Text  

Services Marketing: Integrating Customer Focus Across the Firm (6th edition) by 
Valarie A. Zeithaml, Mary Jo Bitner and Dwayne Gremler, McGraw-Hill, 2013; can be 
purchased at the ASU bookstore.  The book is also available through Amazon and textbook 
rental services. (My royalties on the purchases of these books by students in my classes are 
donated to United Way.) 

It is considered a violation of academic integrity to utilize course materials that are 
illegally sourced.  Please ensure that you are ordering and paying for your own materials as 
outlined in the ordering instructions.   
 
Required Cases and Readings    

All of the assigned cases for the class are included in the textbook and the discussion 
questions for each case are provided in the syllabus, following the Assignments and Due Dates 
section.  Several assigned readings noted on the syllabus can be found online, at no charge, 
through the ASU Library link on the course BlackBoard site.  A few assigned readings from the 
Harvard Business Review are not available online through the library. These readings are 
included in a CoursePack for the course.  The CoursePack is published by Harvard and available 
for purchase through the link on the course BlackBoard site in the “Additional Course Materials” 
area.  You may want to spend a little time, before things get too busy, making sure you have 
access to all of the course materials. 
   



Supplemental Readings (not required)  
You will be provided with a list of supplemental readings from Fortune, Business Week, 

and Harvard Business Review, Sloan Management Review, Journal of Marketing and others.  
Relevant readings are keyed to related topics on the syllabus. The readings are available in the 
library, and many are available online.  In addition, you will be provided with a book list of 
services marketing and management books that you may choose to read now or in the future. 
 
Grading 
Your grade will be determined based on your performance on the following:   

Points  Due Date  
 Service Gaps Model Assignment   15  January 12  

Service Encounter Journal    40  January 26 
Exam (in class)   160  February 11 
CSL Annual Meeting Assignment  P/F  February 25  
Team Project    160  March 2 
Case Participation     75  Jan 14 and 23; Feb 2, 16 and 23     
In-class Contributions     50  throughout 

Total  500 points 
 
Service Gaps Model Assignment 

After viewing the eight Understanding Service Quality videos on the course BlackBoard 
site in the Course Documents area (approximately 80 minutes total time), you are asked to 
choose one of the Gaps that you believe was a particular issue in a previous job or personal work 
context for you.  Prepare a 2-3 page, double-spaced, assignment answering the following 
questions:  What is the context and your relationship to it (e.g., employer, type of 
product/service, your job)? Why did you choose this Gap, why was it a problem and what 
evidence can you cite to support that it was a problem? What is at least one thing that could have 
been done to start closing the Gap?   
 
Service Encounter Journal 

You will be keeping a service journal for the first few weeks of the class.  You will turn 
in 7-10 journal entries along with your personal insights on January 26.  A separate handout will 
describe the details of this assignment. 
 
Exam   

The purpose of the exam is to test your understanding of course concepts and 
frameworks, and how to use them, including all materials and topics covered up to the date of the 
exam. The exam may include short answer, essay or short case analyses and will be partly closed 
book/notes, and partly open book/notes.  There will be no make-up exam, except in case of 
illness and provided you notify Dr. Bitner prior to exam time. 

 
CSL Annual Meeting Assignment 

You are required to attend the four-hour Center for Services Leadership Professional 
Development Session on Friday, February 20, at the Tempe Mission Palms Hotel in downtown 
Tempe.  This event is a highlight of the annual meetings of the CSL’s Board and Faculty 
Network and you will have the opportunity to listen to the speakers and panel and also interact 



with the high-level board, their guests, and our global faculty.  Attendance is required and there 
will be a related P/F assignment that will be provided in advance and due on February 25.  [This 
is an official class session and is part of the MBA requirement that we have 6.25 hours of official 
out-of-class time for each 7 ½ week class.] 

 
Team Project – Service Blueprint and Brand Analysis 

Working in small teams of 4 (or 5 maximum) people, you will choose a real service to 
analyze.  You will be asked to develop a service blueprint for the service (see chapter 8 and class 
session on February 4), and to analyze the blueprint and service brand using course concepts.  
Insights revealed by the blueprint as well as recommendations for service improvement and 
brand strategy based on your analyses will be included as part of the assignment.  A separate 
handout describing the details of this assignment will be provided. 
 
Case Participation  

We will discuss five cases during the course.  Case preparation questions for each case 
are included in the syllabus.  You will be given points for your participation in each case 
session. Each case is worth 15 points, and total points will be assigned based on both your 
written and oral participation.   To get 15 points, you must participate meaningfully in the 
discussion and turn in your written preparation notes showing that you are prepared for 
the case.  Written preparation notes will address the case questions provided and will be 
turned in at the beginning of the case discussion (make a copy for yourself so you will have 
something to refer to during class). Your notes should be typed.  Turning in notes written by 
someone other than you is considered plagiarism and is unacceptable.   
If you are absent during a case discussion, your course grade will be reduced by 5 points.  
If you do not turn in your written notes, your grade will be reduced by 10 points for each 
missing case. Thus, if you skip a case entirely, you will lose 15 points total.  If you cannot be in 
class for a case discussion for some reason, you can turn in your notes electronically on or before 
the date the case is discussed, for a maximum of 10 points course credit. 
 
In-Class Contributions   

Active student participation in class is essential for your learning and to the success of the 
class.  Therefore, you will be evaluated on your individual participation including regular 
attendance, contributions to class discussions, and completion of activities in class.  Your 
primary attention should be to the quality of your participation, not simply quantity.  To make 
quality comments you must read text chapters and readings and complete any out-of-class 
assignments.  In addition, you will need to attentively follow the discussion in class so that your 
comments will build from what others have said.  Clarity and conciseness will be highly valued. 
Attendance will be taken each day since it isn’t possible to participate if you are absent.   If you 
wish feedback on your participation, you may visit with Dr. Bitner at any time during the term. 
 
Use of laptops and other devices in class:   

Laptop and smart phone use, particularly for non-class activities, is very disruptive and 
distracting to your fellow students.  Therefore, use is restricted to class activities only, including 
viewing and taking notes on class PowerPoint slides.  If others are distracting you during class, 
please speak directly to them or let me know.  We will take a short break each day which should 
allow time to check any urgent messages. 



Services Marketing and Management, MKT520 
 Spring 2015 

Assignments and Due Dates 
 
SERVICE STRATEGY  
 
Pre-Assignment  Assignment: View 8 Understanding Service Quality Chapter  

videos (80 minutes total); on course BlackBoard 
site on the Course Documents area, video folder 

Prepare: Service Gaps Model Assignment (see above for 
details on the assignment) 

 
Jan 12 Course Introduction, Strategic Frameworks, Gaps Model of 

Service Quality 
Read: Chapters 1-2  
SERVICE GAPS MODEL ASSIGNMENT DUE 

     
Jan 14    Gaps Model of Service Quality (cont’d) 

Assignment: JYSKE BANK CASE, pp. 572-590 
In class: Begin Forming Teams 

 
Jan 19 - HOLIDAY (make up day Jan 23) 

 
Jan 21    Financial Impact of Service and Quality 
    Read:  Chapter 16 

Gupta, Sunil and Valarie A. Zeithaml, “Customer 
Metrics and Their Impact on Financial 
Performance,” Marketing Science, November 2006, 
pp. 718-739 (available online at ASU Library) 

Assignment: Prepare discussion question 3, p. 492 of text (for 
discussion only—not to turn in) 

TEAM NAMES DUE 
 

Jan 23 (Friday) All Businesses Are Service Businesses 
1:25-3:30, McCord 276 Read:  Profiting from Services:  What Product-Centric  

  Firms Need to Know by Valarie A. Zeithaml,  
  Stephen W. Brown, Mary Jo Bitner, and Jim  
  Salas, Business Expert Press, 2014.    

A flyer and instructions for ordering/downloading 
this short book will be provided in class and on the 
BlackBoard site. 

Assignment:   MICHELIN FLEET SOLUTIONS CASE, pp. 549- 
  562 

 
 
 



FOCUS ON THE CUSTOMER  - THE CUSTOMER GAP 
 
Jan 26 The Customer Gap – Expectations and Perceptions of Service 
    Read:  Chapters 3, 4  

Matthew Dixon, Karen Freeman, and Nicolas 
Toman (2010), “Stop Trying to Delight Your 
Customers” Harvard Business Review, July-August, 
pp. 116-122 (in Harvard CoursePack) 

    Assignment: Review The American Customer Satisfaction Index  
(ACSI) website at http://www.theacsi.org (Consider 
the following questions:  What is ACSI?  What is 
the trend in customer satisfaction in service 
businesses? How do services compare to tangible 
products in terms of customer satisfaction?  Choose 
one service industry in the ACSI and review the 
trends in that industry since the ACSI was created.) 
 

    SERVICE ENCOUNTER JOURNAL DUE 
 
MANAGING CUSTOMER REQUIREMENTS – Gap 1 
 
Jan 28    Customer Research and Building Customer Loyalty 
    Read:  Chapters 5, 6 

Rust, Roland, Christine Moorman, and Gaurav 
Bhalla (2010), “Rethinking Marketing,” Harvard 
Business Review, January-February (in Harvard 
CoursePack). 

Assignment: Customer Relationship Value assignment (in class) 
   
TEAM PROJECT TOPIC DUE 
 

Feb 2    Service Recovery 
    Read:  Chapter 7 

Assignment: CARNIVAL CRUISE LINE CASE (download 
from course BlackBoard site) 

 
ALIGNING STRATEGY AND SERVICE DESIGN  - GAP 2 
 
Feb 4    Service Design and Blueprinting 

Read:    Chapter 8  
Bitner, Mary Jo, Amy Ostrom and Felicia Morgan 
(2008), “Service Blueprinting:  A Practical 
Technique for Service Innovation,” California 
Management Review, Spring (download off course 
BlackBoard site) 

Assignment:   Service Blueprinting exercise (in class) 



  
Feb 9    Service Innovation and Servicescapes 
    Read:   Chapter 10 

Berry, Leonard and Neeli Bendapudi, “Clueing in 
Customers”, Harvard Business Review, February 
2003 (in Harvard CoursePack) 
Sawhney, Mohanbir, Sridhar Balasubramanian and 
Vish V. Krishnan (2004), “Creating Growth with 
Services,” Sloan Management Review, Winter 2004, 
pp. 34-43 (available online at ASU Library) 

    Assignment:  Project Team Meetings & Updates (as time allows)  
 
Feb 11    EXAM – in class 
 
 
DELIVERING AND PERFORMING SERVICE – GAP 3 

 
Feb 16    Employees’ and Customers’ Roles in Effective Service Delivery  

Read:   Chapter 11,12 
Assignment:     Prepare for discussion Exercise 2, p. 339 (for     

discussion only; not to turn in) 
Assignment:    ISS ICELAND CASE, pp. 563-571 

 
Feb 18 In-Class Team Meetings   
  
Feb 20 (Friday)  CSL Annual Meeting – 8:00-12:00, Tempe Mission Palms Hotel 

Attend Center for Services Leadership (CSL) Annual Meeting, 
Professional Development Session, together with CSL Board and 
CSL Faculty Network   
Assignment: Professional Development Session, Key Takeaways 
(to be handed out in class) 

 
Feb 23    Service and Technology  

Read: Bitner, Mary Jo, Amy L. Ostrom and Matthew 
Meuter, “Implementing Successful Self-Service 
Technologies,” Academy of Management Executive, 
November 2002 (download off course BlackBoard 
site); Tony Hsieh, “Zappo’s CEO on Going to 
Extremes for Customers,” July-August 2010 (in 
Harvard CoursePack) 

    Assignment:   ZAPPOS.COM 2009, pp. 495-515 
 
 
 
 
 



THE BIG PICTURE - CURRENT AND FUTURE CHALLENGES 
 
Feb 25    Service Science, Innovation and Leadership  
    Course Conclusions 

Read:   “Research Priorities for the Science of Service,” CSL  
Business Report 2010 (copies will be handed out); “The 
Service Imperative (2008),” Business Horizons, January-
February  (download off course BlackBoard site) 
Michael E. Porter and Mark R. Kramer (2011), “Creating 
Shared Value,” Harvard Business Review, January-
February, 63-77 (in Harvard CoursePack) 

 
    CSL ANNUAL MEETING ASSIGNMENT DUE 
     
March 2   WRITTEN TEAM PROJECTS DUE 

TEAM PROJECT PRESENTATIONS  
    PEER EVALUATIONS DUE 
 
 
 
 
 
 
CASE DISCUSSION QUESTIONS 
(questions to be prepared in advance of each case discussion; turn in your answers at the 
beginning of class, keeping a reference copy for yourself to use during the discussion) 
 
Jyske Bank questions—Jan 14: 
(1)  What is Jyske Bank’s new positioning or competitive differentiation strategy? 
(2)  What changes did the bank make to get to its new position?  What effect did these changes have? 
(3)  Analyze Jyske Bank’s success using the Service Quality Gaps Model—Chapter 2 (e.g., what are 
Jyske Bank’s strategies for closing each of the 5 gaps in the model?). 
(4)  In your opinion can Jyske Bank sustain its growth and success?  Would you invest in Jyske Bank? 
 
Michelin Fleet Solutions – Jan 23: 
(1)  What exactly is Michelin’s Fleet Solution offering?  Compare MFS to Michelin’s traditional tire-
selling business model. 
(2)  Why should Michelin move toward solutions?  Investigate internal and external drivers. 
(3)  Why would customers go ahead with MFS?  In other words, why would they buy MFS? 
(4)  What causes the difficulties encountered by Michelin in deploying its solution offering? 
(5)   Would you recommend pursuing, repackaging, or abandoning Michelin’s solution offering? 
 
 
 
 
 
 



Carnival Cruise Lines  - Feb 2 
(1) What	caused	the	service	failure	in	the	Carnival	Triumph	case?	
(2) What could Carnival have done to prevent the situation?  Mitigate the situation? 
(3) Did the company handle the situation well?  In what ways did they do the right things and in what 

ways did they “double fail” by handling the situation poorly? 
(4) Using the framework from the book (outcome, procedural and interaction fairness), evaluate how 

well Carnival did during the service failure. 
(5) Using the same framework from the book (outcome, procedural and interaction fairness), what 

should Carnival Triumph have done after the situation to recover from the service failure?  
(6) What does the whole episode mean for Carnival Triumph in the short and long term? What are the 

financial and brand implications? 
(7) Using the recommendations from the book chapter and your own ideas, what do you suggest that the 

company do to prevent and deal with future situations such as this? 

ISS Iceland – Feb 16  
(1) Has ISS Iceland been successful?  What data do you base your decision on? 
(2) How did ISS Iceland change after it was acquired by ISS?  What specific changes were made and       

why?  What (or who) caused the changes? 
(3) What do you think of the “praise” initiative? What was the purpose and did it work? If it worked,       

why?  Do you think it would it work in other companies or countries? 
(4) What role do the supervisors play in ISS Iceland and how important are they?  Should supervisors      

be considered a “cost to be minimized” or a “strategic tool” at ISS?  Why?   
(5) Decision point:  What should ISS Iceland do to take the praise initiative to the “next level?” 
(6) Decision point:  Should ISS Corporate roll out the praise program throughout ISS either regionally      

or globally?  Why?  How? 

 
Zappos.com 2009:  Clothing, Customer Service, Company Culture – Feb 23 
(1) Why was Zappos so successful in its first 10 years from 1999-2009?  What evidence is presented in 

the case of the company’s success?  What general, high-level strategies can you identify that lead to 
their success? 

(2) Use the Service Triangle to illustrate and analyze Zappos’ success from a service strategy 
perspective.   What specific things did the company do to achieve its success in external marketing, 
interactive marketing, and internal marketing?  Is the Triangle well-aligned and where do you see 
potential threats going forward? 

(3) What would the Zappos blueprint look like?  What are the critical points of customer contact with the 
company and what are customers expecting in these critical moments of truth?  Where does the 
fulfillment process fit in the blueprint? 

(4) What challenges or changes in strategy would you anticipate for Zappos following its acquisition by 
Amazon?  Can the company continue with the same strategy – why or why not? 

(5) Go the Zappos website and check it out.  What is one “cool thing” on the website that you think 
reinforces a concept or strategy connected directly with SMM fundamentals. 

 

 

 

 



W. P. CAREY SCHOOL - COURSE POLICIES AND PROCEDURES  

Classroom Behavior 

It is distracting for an instructor to have students who are clearly not participating in 
class. Among other things, this takes the form of people who are talking to each other during the 
lecture, listening to headphones, completing homework or surfing the web, checking email 
and/or texting others. While these have the ability to completely derail the ability of an 
instructor’s delivery of the class, they also have the ability to distract other students. You are 
only allowed to use laptops to record notes and during the SPSS work time in class. You will be 
asked to leave the classroom if you choose to violate this policy. 

Non-disclosure and Confidentiality 

All proprietary information regarding clients for projects will be kept confidential unless 
permission for release is obtained from the client. Some clients may request team members to 
sign a non-disclosure agreement to ensure that commercially sensitive projects are treated with 
full confidentiality. Confidential information includes all data, reports, records, trade secrets, 
verbal communications, and/or other materials obtained from the client both prior to and 
subsequent to the duration of this course. Students shall not use or exploit the confidential 
information for any purpose other than for education and completion of the course. 

Honor Policy 

A student who engages in academic misconduct as outlined in ASU’s academic integrity 
policy (http://provost.asu.edu/academicintegrity) while attending a W. P. Carey masters program 
will receive strict penalties. Those penalties ordinarily will range from a full 2-letter reduction in 
final course grade (at a minimum) to expulsion from the program and School of Business. Any 
subsequent act of academic misconduct, regardless of severity, will result in dismissal from the 
program and the School of Business. 

In an effort to further understand policies you are asked to review the honor code for graduate 
students in the W. P. Carey School of Business: 

https://my.wpcarey.asu.edu/academic-integrity/upload/MBA-Honor-Code.pdf 

Religious Accommodations 

Accommodations will be made for students with religious holidays.  Below is the 
calendar of official religious holidays.  Each holiday noted with two asterisks denotes an 
observance for which work is not allowed.  For these holidays, students will not be penalized in 
any way for missing class or assignment.  This means that this will not count as an absence in 
class and they will be granted a makeup assignment or exam, etc.   
https://provost.asu.edu/index.php?q=religious-holiday-calendar 

University-Sanctioned Activities 

Accommodations will be made for students who miss class related to university-
sanctioned activities according to ACD 304-02. If you are participating in a university-
sanctioned activity, please let your instructor know as early in the course as possible so that 
accommodations can be made. 



Threatening Behavior Policy 

The university takes threatening behavior very seriously and these situations will be 
handled in accordance with the Student Services Manual, SSM 102-02 
http://www.asu.edu/aad/manuals/ssm/ssm104-02.html.   

Disability Accommodations 
If you require an accommodation for a disability, you must be registered with the 

Disability Resource Center (DRC) and submit the appropriate documentation.   

Copyright Material 

Material provided in class is considered copyrighted to the instructor and may not be 
reproduced in any way for purposes beyond direct personal use. 

Withdrawals 

 The instructor will NOT withdraw students for any reason. Specifically, students should 
be aware that non-attendance will NOT automatically result in their being dropped from the 
course. Therefore, if a student does not attend class during the first week or for any extended 
period of time during the semester, they should not presume that they are no longer registered. It 
is the student’s responsibility to be aware of their registration status.  Please consult the ASU 
calendar (http://students.asu.edu/academic-calendar) for all course withdrawal dates. 

 Withdrawal transactions must be completed by the deadline date.  If not, you will still be 
officially enrolled and you will receive a grade based on your work completed. For additional 
information about ASU’s withdrawal policy and the possible consequences of withdrawing from 
a class, contact Registration Services or your academic counselor. Students are responsible for 
their registration status. 

 A grade of incomplete will be awarded only in the event that a documented emergency or 
illness prevents a student who is doing acceptable work from completing a small percentage of the 
course requirements.  The guidelines in the current general ASU catalog regarding a grade of 
incomplete will be strictly followed. A grade of incomplete will NOT be awarded unless there is 
documented evidence of extreme personal or immediate family hardship.  Changes in work hours, 
child-care emergencies, or other similar personal problems will not be approved as reasons for 
awarding incompletes.   
 
The Instructor reserves the right to make changes to this syllabus as needed. 
 
 


