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Aim

The course will provide students will knowledge of the characteristics of service activities and what is meant by integrated service management. Further, the course will provide an understanding of how to identify the causes of the gap between the customers’ expectations and experiences and, on the basis of this, propose concrete measures to improve the situation. The importance of service activities and service positioning, service strategy, as well as strategy for complaints’ handling, will be focused on. The advantages and disadvantages of the use of technology will also be focused on, as well as the effects the use of technology has on the customers’ perception of service and relationship quality. A central aim of the course will be to show how best to organise activities in order to achieve what may be termed service management. 

Prerequisites

None

Obligatory reading list

Lovelock C. & Wright L. (2002) Principles of Service Marketing and Management, Prentice Hall.

Compendium articles:

· Stephens, Nancy (2000). “Complaining”, Handbook of Service Marketing and Management pp. 287-298.
· Owen K., Mundy R., Guild W., & Guild R. (2001) Creating and Sustaining the High Performance Organization, Managing Service Quality, Vol. 11, Number 1 pp 10-21.

Recommended reading

Normann, Richard. Service Management.

Grønroos, Christian. Markedsføring av Tjenester.

Grønroos, C (2000). Service Management and Marketing – A Customer Relationship Management Approach, 2nd edition. John Wiley & Sons, Ltd. 

Egan, John (2001). Relationship Marketing – Exploring Relational Strategies in Marketing. Pearson Education Limited. 

Peck, Payne (1999), and Christopher, Clark. Relationship Marketing – Strategy and implementation. Butterworth-Heinemann.

Overview of topics

The main differences between services and products

- Trends within customer service

The 8 Ps in integrated service

Various types of service

- Methods for the classification of types of service

Service meeting

- The customer’s evaluation of service

- Buying process for service

- Strategies for revealing dissatisfied customers

The various steps in the development of relationships

· Characteristics of the various phases 

            -    Types of relations

            -    Development of relations

       Relationship marketing and strategy

Relationship and service quality and gap models

Pricing of service

Organisation of service activities

- The roles of the employees 

- Recruitment and criteria that should form the basis of the recruitment process

- Various reward systems and the effects of these

Computer tools

The computer statistics programme SPSS may be used.

Organisation

The course will include lectures, self-study and group work. The course will be taught in conjunction with the course Research Methods and Information Competency. 

Examination

1. Group interdisciplinary project (maximum 3 students per group) will be completed by the students during the course of the semester. The written part must be submitted according to specified requirements. The projects will also be presented orally in class at the end of the semester. The project will count for 40% of the course grade (Relationship Marketing and Service). The project will also count for 20% of the grade in the course, Research Methods and Information Competency. More information concerning the organisation and evaluation of the project will be given in the first lecture. 
2. Final individual written examination without examination aids, which counts for 60% of the course grade. 
