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[A-3]COURSE SYLLABUS

1. COURSE DESCRIPTION (Approximately 100 words)

This is a new course in Marketing being offered to senior students at Westminster International
University in Tashkent. The course is designed to explore various theories and cases in
Services Marketing in order for students better understand how Marketing works in service
industry. The classes are conducted with the use of video clips related to marketing and recent
events in the business world. Some stories and interactive games are also used to spark
students’ creativity. However, the students are encouraged to “connect the dots”. In other
words, the students are encouraged to be active in their learning.

The students are also exposed to various scholars and authors in the field of marketing and
related fields such as sociology and psychology. The course is experimental in that structure
and content is still being tested in the real environment.

2. COURSE GOALS AND OBJECTIVES (Approximately 100 words)

Module Aims - Summary

The Learning Outcomes

Learning Outcome 1: Ability to analyze the global and local service markets in order to come
up with marketing strategies

Learning Outcome 2: Explore and comprehend the essential role Marketing plays in a modern
service company.

Learning Outcome 3: Understand the essential role Marketing plays in Service Industry.
Learning Outcome 4: Ability to critically analyze service marketing opportunities and make
recommendations based on alternative course of actions.

Learning Outcome 5: Communicate and present idea, both as a part of a dedicated

3. TEXTBOOK (Title, Author, Publisher, Year of Publication, etc.)

Main textbook:

"Services Marketing: Integrating Customer Focus Across the Firm" by Valarie A. Zieth
aml, Mary Jo Bitner, Dwayne D. Gremler

The recommended text is:

“ Services Marketing” by Professors Jochen Wirtz and Christopher Lovelock, World Sc
ientific Publishing Co., 2016. (8th edition)

4. REFERENCE

http://www.sethgodin.com/sg/ - Personal website of Seth Godin,one of the leading Marketers
in the world.

Also visit Seth Godin's blog at http://sethgodin.typepad.com/

You may also like Russian version of the blog: http://www.blogsetagodina.ru/ (posts are
translated into Russian and posted regularly)
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5. COURSE REQUIREMENTS AND GRADES

There are two assignments in the course:
1. Individual Assignment - Presentation (40%)
2. Individual Assignment - Paper (60%)

6. COURSE CALENDAR

Week Main Content
1 Introduction to Services (Chapter 1)
2 The Gaps Model of Service Quality (Chapter 2)
3 Customer Expectations of Service (Chapter 3)
4 Customer Perceptions of Service (Chapter 4)
5 Listening to Customers through Research (Chapter 5)
6 Building Customer Relationships (Chapter 6)
7 Service Recovery (Chapter 7)
8 Service Innovation and Design (Chapter 8)
9 Customer-Defined Service Standards (Chapter 9)
10 Employees®™ Roles in Service Recovery (Chapter 11)
11 Integrated Service Marketing Communications (Chapter 14)
12 Pricing of Services (Chapter 15)
13 Putting It All Together: Closing the Gaps of Service Quality
14 Revision
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