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INTRODUCTION:
The service sector has become a dominant force in many national economies as indicated by; the creation of new jobs in the sector, the contribution of the sector to GDP, facilitation of improved productivity in other sectors like the manufacturing and agricultural sectors, and others.  Despite this, however, the growth of the services sector has presented many challenges.  These are particular problems and challenges for those managing an organization whose major activity is providing some type of service. Despite the efforts in many organizations to improve their standards, dissatisfaction has been seen to grow in the sectors, simply because; firms have not kept up with consumers’ rising expectations.
The course is designed to try and eliminate the above challenges in the marketing and management of service firms.  It will train and develop marketing executives and professionals who will turn around different marketing organizations to success.

COURSE OBJECTIVES:
i) To equip students with knowledge about services marketing
ii) To equip students with skills in solving services marketing problems
iii) To enable students to demonstrate the knowledge and skills acquired in solving service marketing problems.



COURSE OUTCOMES:
At the end of the course, the student can:
i) Apply the acquired knowledge in solving services marketing problems.
ii) Apply the acquired skills in solving services marketing problems
iii) Apply the knowledge and skills in meeting clients’ needs in the services sector.


COURSE CONTENT 
	NO
	TOPIC
	MODULES
	FACILITATORS

	1
	Introduction to services
	· Definition
· Characteristics of services
· Why study services
· Emerging service issues
· Challenges of services
· The 8Ps and 7Cs
· Service versus Goods
· Service categories  
	Ms. Nakanwagi

	2
	Customer satisfaction Process 
	· Customer expectations
· Customer perceptions
· Customer satisfaction
· The first law of services (P = P-E)
· The nature of service; customer involvement, and uncertainty  
	Ms. Nakanwagi

	3
	Service Packaging
	· Effective service package
· Effective pricing of a service package
· Tangible and intangible elements of the service package
· The service flower
· Core service
· Peripheral services
· Customer perceived risk
· Types of risk
· risk reduction
· promises and standards  
	Ms. Nakanwagi

	4
	Designing the service
	· Factors to consider when designing the service classification of operating systems
· Front and back offices
· Designing strategies for contact improvement
· Designing strategies for contact reduction
· Service design options
· Brief on service blueprint  
	Ms. Nakanwagi

	5
	Designing service delivery facility  
	· Factor to consider when designing the service delivery facility  
	Ms. Nakiwere

	6
	Service quality issues
	· Definition of service quality
· Service moments of truth
· Gaps in service quality
· Measurements (dimensions) of service quality
· Causes of service quality problems
· How to improve service quality
· Cost of quality in service products
	Ms. Nakiwere

	7
	Delivering and performing the service
	· Employee roles
· Customer roles
· Strategies for enhancing customer participation Delivering service through intermediaries and electronic channels
· Demand and capacity management
· Strategies for matching capacity and demand
	Ms. Nakiwere

	8
	Service recovery
	· Service recovery
· Role of service recovery effort
· Customer response to service failures
· Types of complainers
· Customer recovery expectations
· Service recovery strategies
	Ms. Nakiwere

	9
	Course Conclusion & Revision
	
	Ms. Nakiwere

	
	
	
	





DELIVERY METHODS:
Interactive lectures and class presentations

SUMMARY OF ASSESSMENT:
	Assessment
	Type
	Percentage coverage
	Overall mark

	CW I
	Sit -in Test        15%
	30%
	
100%

	CW II
	Take Home                                  15%
	
	

	Examination
	
	70%
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