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2. MO TA HQOC PHAN (COURSE DESCRIPTIONS)
This subject introduces students to the special characteristics of services and how to develop
strategies to deal with those special characteristics of services. The significant growth in the services
sector has given rise to the need for a better understanding of service-oriented businesses. Service
oriented businesses differ in many respects from manufacturing businesses and require a distinctive
approach to its marketing strategy development and execution.



3. MUC TIEU HQOC PHAN (COURSE OBJECTIVES)

Bang 2: Muc tiéu caa hoc phan

CDPR cua | Trinh d¢
Muc tiéu M0 ta muc tiéu CTPT nang luc
(Objective) (Objective description) (Learning | (Learning
Outcome) | Domains)
Gl Be able to demonstrate understanding of core characteristics | Ks4 ", v
of services and the unique nature of various service types;
G2 Be able to understand and develop appropriate marketing Ks5 v,V
strategies for service firm;
G3 Analyse range of marketing situations and prepare written | gg1 v,V
reports;
G4 Be able to conduct a formal business presentation including | gsa I
researching, structuring and presenting related topics
G5 Students are supposed to be proactive in their learning, be | as1. As3, | V'V
responsible as a group member in order to complete group | As4
assignment

Bloom’s Taxonomy of learning domains: knowledge 0.0-2.0 (I); comprehension 2.0-3.0 (lI);
application 3.0-3.5 (I11); analysis 3.5-4.0 (1V); synthesis 4.0-4.5 (V); evaluation and creation 4.5-5.0

(V).

4. CHUAN PAU RA HQC PHAN (COURSE LEARNING OUTCOMES)

Bang 3: Chuan dau ra caa hoc phan

Chuén . . Chi
diu ra M6 ta chuan dau ra dinh
I, T,U
LO1.1 | Phan biét duoc dich vu (san pham vé hinh) véi hang hda vat chat (san pham hiru | I, T
hinh). Nhan biét ban chat cua Marketing dich vy, danh gia dugc hoat dong dinh
vi dich vu dwa vao méi quan hé giira dinh vi — dich vy — cau tric va chat luong
dich vu cung cap cho khach hang
Lol | Phan tich vé to chirc viéc quan Iy chién lugc phat trién dich vu caa mot doanh T, U
nghiép va dé xuat phuong phap nang cao chat lugng dich vu cua doanh nghiép.
LO1.3 | Thiét lap mot chuong trinh marketing hon hop dich vu U
LO2.1 | Phét trién duoc k¥ ning 1am viéc doc 1ap, 1am viéc nhom, tu duy sang tao T, U
LO2.2 | Thuyét trinh duoc mot béo cao nghién ciru vé quan tri hoat dong marketing T, U
trong doanh nghiép
L0O3.1 | Tinh than tich cuc chu dong trong hoc tap (thé hién trach nhiém hoan thanh tét | U
nhiém vy trong viéc thuc hién bai tap nhom, dé tai nhém)
LO3.2 | Phét trién ki nang tu duy sang tao, khdm pha tim toi va phat trién dwoc niang luc | T, U
ca nhan voi thai do tich cuc hoc tap sudt doi




5. NQI DUNG CHI TIET HQC PHAN (COURSE OUTLINE):
5.1. K& hoach giang day (Lesson plan)

Bang 4: Ké hoach giang day (Lesson plan)

Class Activities Requirements
Week Content Class time _ Practice for students Course Course
Theo- E)fer- D|§cuss- time before class outcomes | Assessment
ry cise ion
Week | Chapter 1: New Perspectives On LO1.1 All
1 Marketing in the Service Economy LO2.1 Al.3
1.1.What are Services? ) 1 1 LO3.1 A2.1
1.2. Service — A Process Perspective
1.3. Categories of Services
1.4. Marketing Mix for Services
Week | Chapter 2: Consumer Behavior LO1.1 All
2 in a Services Context LO2.1 Al3
2.1. The three-stage model of service LO3.1 A2.1
consumption 2 1 1
2.2. Prepurchase stage
2.3. Service encounter stage
2.4. Postencounter stage
Week | Chapter 3: Positioning Services in
3 Competitive Markets LOl1.1 All
3.1. Achieve competitve advantage ) 1 1 LO2.1 Al.2
through focus LO2.2 Al.3
3.2. Developing an effective positioning LO3.1 A2.1
strategy




3.3. Changing competitive positioning

Week | Chapter 4: Developing Service All
4 Products: Core and Supplementary LOL1 Al.2
Elements LOl.2 Al.3
4.1. Planning and creating service products L02.1 A2.1
4.2. The flower of service '
4.3. Branding service products and Lo2.2
. LO3.1
experiences
4.4. New service development
Week | Chapter 5: Distributing Services LO1.1 All
5 Through Physical and Electronic LO1.2 Al.2
Channels LO2.1 Al.3
5.1. Distribution in a service context LO2.2 A2.1
5.2. Distribution options for serving LO3.1
customers
5.3. Delivering services in cyberspace
5.4. The role of intermediaries
5.5. The challenge of distribition in large
domestic market
5.6 Distributing services internationally
Week | Chapter 6: Setting Prices and LOl1.1 All
6 Implementing Revenue Management LO1.2 Al.2
6.1. Effectuve pricing is central to financial LO2.1 Al.3
success LO2.2 A2.1
6.2. Pricing strategies LO3.2

6.3. Revenue management
6.4. Ethical concerns in service pricing




Week | Chapter 7: Promoting Services and LO1.2 All
7 Educating Customers LO1.3 Al.2
7.1. The role of marketing communications LO2.1 Al3
7.2. Challenges of services LO2.2 A2.1
communications LO3.2
7.3. Marketing communications planning
7.4. The marketing communications mix
7.5. Integrating marketing communications
Week | Chapter 8: Designing and Managing LO1.2 All
8 Service Processes LO1.3 Al.2
8.1. Flowcharting customer service LO2.1 Al.3
processes LO2.2 A2.1
8.2. Service process redesign LO3.2
8.3. The customer as co-producer
8.4. Balancing demand and productive
capacity
Week | Chapter 9: Managing People for Service LO1.2 All
9 Advantage LO1.3 Al.2
9.1. Service employees are crucially LO2.1 A2.1
important LO2.2
9.2. Frontline work is difficult and stressful LO3.1
9.3. Cycles of faulure, mediocrity, and LO3.2
success
9.4. Human resources management
9.5. Service leadership and culture
Week | Chapter 10: Implementing Profitable LO1.2 All
10 Service Strategies LO1.3 Al.2
10.1. Managing relationships and building LO2.1 A2.1
loyalty LO2.2




10.2. Complaining handling and service LO3.1
Recovery LO3.2
Week | Chapter 10: Implementing Profitable LO1.2 All
11 Service Strategies (cont.) LO1.3 Al.2
10.3. Improving service quality and 95 15 1 LO2.1 A2.1
productivity ’ ’ LO2.2
10.4. Striving for service leadership LO3.1
LO3.2
Total: 45 22,5 11,5 11

Gio tu hoc (Self-study): 90 hours




5.1. N@i dung phan tw hoc (Self-study)

Students are required to read chapter before class and do multiple-choice questions for each
chapter at home after class

Group assignment: Each group will have to apply the knowledge they have learned, to
examine a marketing plan for an existing business

6. NGUON HQC LIEU (LEARNING RESOURCES: COURSE BOOKS, REFERENCE
BOOKS, AND SOFTWARES)

TEXTBOOK (Compulsory)

Lovelock, C. & Wirtz, J. (2012). Services marketing: Global Edition (7th ed.). Frenchs Forest,
NSW: Pearson.

RECOMMENDED RESOURCES

For some of your assessments you will need to search for resources beyond your text and
readings. The following resources are likely to be particularly useful:

Journal articles
You can access articles by searching databases (via CSU Library):

. EBSCOhost (Business)
. Emerald Management Xtra
. Factiva

The following journals are particularly relevant:

. International Journal of Service Industry Management
. Journal of Services Marketing

. Journal of Service Research

. Service Industries Journal

. Services Marketing Quarterly

Other services text books

Lovelock, C. H., Patterson, P. G., & Walker, R. H. (2007). Services marketing: An Asian Pacific

and Australian perspective (4th ed.). Frenchs Forest, NSW: Pearson.

Bateson, J., & Hoffman, K. (1999). Managing services marketing: Text and readings (4'[h ed.).
Orlando: The Dryden Press.



Fisk R., Gountas S., Hume M., Gountas J., Grove, J. S., & John, J. (2007). Services marketing:
First Asia-Pacific edition. Brisbane: John Wiley & Sons Australia.

McColl-Kennedy, J. (Ed.). (2003). Services marketing: A managerial approach. Brisbane: John
Wiley & Sons Australia.

Zeithaml, V., & Bitner, M. (2003). Services Marketing (3rd ed.). Boston: McGraw- Hill.

7. TRACH NHIEM DAY VA HQC (TEACHING AND LEARNING
RESPONSIBILITIES)

7.1.  Chién lwogc day va hoc (Teaching and learning strategies)

The focus of learning in this module will be investigating and analysing - using case study, small
group discussions and group presentation. Lectures will be held each week to provide structured
framework; however, it will emphasize on grouo learning and student engagement. The pyramid
identified in Figure 1 below represents the teaching and learning philosophy of this module.

Kiéu hgc T§ 1¢ duy tri
(Learning styles) (Averrage rentention rate)

Bai hoc \« 5%

(Lecture) \
Poc \< 10%
(Reading) ~ \|
Nghe nhin \4 20%
(Audio-visual) \
Trinh chiéu \4 30%
(Demonstration) \

T_héo Iu_én nhom 50%
(Discustion group)

Thuc hanh theo 7506
(Practice by doing)
Day cho nguoi khac /Dung ngay trong hoc 90%
(Teach others/Immediate use of Learning)

Hinh 1: M6 hinh duy tri hoc tap trong gido duc
(A Learning Retention Model for Education)
7.2.  Phwong phap giang day (teaching techniques)

This subject is conducted by a combination of different methos: lecture, problem raising, mind
map, case study, query, group discussion, industry analysis. There is significant interaction



between instructor and students and among students. Students will work independently and work
in teams to solve problems, analyse issues, and be creative to solve their assignments.

Students must actively involve in discussing and solving analytical and strategic marketing issues.
Bang 5: Chi tiét danh gia két qua hoc tap (Detailed course assessment)

CPR hoc | S6lan

Thanh phan Bai Tiéu chi

han Anh
danh gi4 | danh | Noi dung dénh gi4 (fouarse S;?héi danh gia | Ty 18
(Evaluation | gid/thoi | (Evaluation matter) g 2 (Evaluation (%)
components) ian outcome diem criteria)
P g standard) (time)
Soft skills, self- LO2.1 11 times/| Diligence,
All responsibility and LO3.2 every learning 10
learning attitute class attitude
Topic,
structure,

. ) LO3.1 11 times/ content,
Group discussion

Al Al2 . LO3.2 every creativity, 20
Progressive and presentation LO3.3 class presentation
Evaluation skills,

teamwork
LO1.1
LO1.2
1 time/ .
A 1.3 | Group presentation Lo21 from Understz.m.dln 10
LO2.2 week gt g/Explaining
LO3.1
LO3.2
LO1l1 Analytical
A2 Final LO1.2 1 t.ime/ skil!, cr.itical
exam A2l Written exam Lo21 fma.ll . thlnklpg, 60
evalution LO2.2 examinic analysing,
LO3.1 ation evaluating,
LO3.2 creativity.
BAN GIAM HIEU TRUONG KHOA TRUONG BO MON



BANG 6: CHI TIET PANH GIA BAI TAP NHOM — THUYET TRINH (GROUP ASSIGNMENT MARKING GUIDE)
Marks

Tiéu chi
(Criterion)
Trong sb (%)
1. Scope &
structure
(20%)

2. Synthesis
(Critical analysis
and creative
synthesis)

(30%0)

3.Summary
(Conclusion)
(10%)

0-<3

Topic not covered,
discussion too brief,
little justification.

Little or no analysis of
theory, and trying to
put things back
together, and add
individual value.
Assignment has too
many significant faults
to be regarded as a
University standard
piece of work.

Weak conclusions. Do
not follow from
discussion.

3-<5

Balanced summary of
the issues, logical flow
of ideas.

Some analysis of
theory., with
explanation, and
illustration, and some
attempt to put things
back together, and add
individual value.
Assignment is adequate
but still has significant
faults and you are
advised to make sure
that you understand
what they are and if
necessary get help to
improve in your
weakest areas.

Weak conclusions. Do

not follow from
discussion.

10

5-<7

Fuller and more
systematic treatment of
the topic.

Analysis lacks a
convincing argument.
Need to justify more.
Greater attempt put
things back together, and
add individual value.
Assignment is without
serious faults but without
conviction. The lecturer
can follow your
argument but he/she is
not convinced by it; OR
it may be written with
some conviction but with
too many faults!

Adequate attempt to
bring it all together.

7-<9

Comprehensive treatment
of the topic.

Good attempt to analyze
critical issues. Some
conviction but could do
with more. Sound
attempt to put things
back together, and add
individual value.
Assignment is almost
faultless and has some
conviction -the lecturer
may well be persuaded to
agree with your position.

Sound conclusions. Well
brought together.

9-<10

Well structured
description. Sets the
scene in an outstanding
and sophisticated way.
Excellent critical analysis
of the theory. Well
argued case. Excellent
attempt put things back
together, and add
individual value.
Assignment is faultless
and has conviction, and is
based on extensive
research. It builds a
sound argument using
analysis, explanation and
interpretation. It includes
some original thinking
based on clearly
evaluated evidence and
clearly explained logic.
Strong conclusion and
excellently presented.



4.Sources of
Literature
(Amount & type
sourced) (5%)

5. Presentation
(10%)

6. Teamwork
(10%)

1.Knowledge,
skills, and attitude
(90%)

Little or no reading,
poor integration of
literature into the
assignment. Text only
used. No referencing.

Difficult for the
audiences to get the
point.

No collaboration
among team members

Accurate reference list
attached. Extra
references included.

Most presentation
requirements met in a
basic way. Difficult for
the audiences to get the
point.

Poor collaboration
among team members

Accurate reference list
attached. Extra
references included.

Meet all basic
presentation
requirements. Easy for
the audiences to get the
points.

Adequate collaboration
among team members

Meet all presentation
requirements. Easy for
the audiences to get the
points.

Significant collaboration

among team members

BANG 7: CHI TIET PANH GIA BAI THI HET MON (FINAL EXAM MARKING GUIDE)

0-<3

- Answer a few
questions
- Many flaws

- Topic not covered, -
discussion too brief, little

- Answer some -

questions

- Some minor mistakes -
Demonstrate basic
understanding of the subject

justification. Not integrated

well across tools.

11

3-<6

questions

6 -<8

understanding of the subject and
ability to apply to practice.

- Fuller and more systematic
treatment of the topic.

Finish all/ almost all -

Accurate reference list
attached. Wide range of
literature sourced and
integrated. Thorough use
of supporting evidence.
Creative and interesting
presentation style, Easy
for the audiences to get
the points.

Effective and supportive

collaboration among
team members

8-<10

Effectively finish

all questions

Demonstatrate -
sound understanding of
the subject and significant
ability to apply to
practice.

Recommendations integrated okay
across tools and audiences.

Demonstrate



2.Structure and
wring style

- Little or no attempt to
reference in an appropriate
way..

- Major flaws.

- Difficult for reader to
get the point.

requirements met in a basic
way.

Most presentation

12

- Few flaws — typos and
spelling mistakes. Style is concise
and lucid.

- Error free. Style is
concise and lucid.

- It is well written
and flows clearly from
point to point.



