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the customers? What are the retailer’s losses when a customer defaults in payment? Does 
he make up for it by increasing his prices to other customers? 

• Ask your friends if they would buy certain goods like groceries, vegetables, socks, 
mobile, pens etc from the roadside vendor as against a regular shop. Group the products 
into low risk and high risk ones. Does this buying behavior also depend on the 
personality of the individual doing the buying? Or the one doing the selling? 

• Student can make a presentation on any product or the services of student choice, 
covering selling strategies and one day work exposure towards merchandising in any big 
retail outlets of respective places where institute is operating. Rural colleges can send the 
students to the city nearby to observe the merchandising planning in retail outlets and to 
make a small report. 

 
RECOMMENDED BOOKS: 

• Retail Management - Levy &Weitz, 8/e, TMH, 2012. 
• Retail Management - Chetan Bajaj, Oxford University press. 
• Retailing, James R Carver, Patrick m Dunne, Robert F Lusch,8/e 
• Retail Marketing Management - Dravid Gilbert, 2/e, Pearson Education. 
• The Art of Retailing - A. J. Lamba, McGraw Hill. 

REFERENCE BOOKS: 
• Integrated Retail Management - James R. Ogden & Denise Trodden, Biztantra, Latest 

Edition. 
• Principles of Retail Management - Rosemary Varley, Mohammed Rafiq, Palgrave 

Macmillan, 2009. 
• Managing Retailing - Sinha, Piyush Kumar &Uniyal& Oxford University Press, 2010. 
• Retailing Management - Swapna Pradhan, 4/e, TMH, 2012. 
• Retail Management: A Strategic Approach - Barry Berman, Joel R. Evans, Pearson. 
• Retail Management, Functional Principles and Practices, Gibson G Vedamani, 4th 

Edition, JAICO Publishing House. 
• Retail Management, Global perspective, Dr. Harjith Singh, 3rd Revised Edition, 

S.Chand. 
 

SERVICES MARKETING 
Subject Code    : 16MBA MM303     IA Marks : 20 
Number of Lecture Hours/Week: 03      Exam Hours: 03 
Number of Lecture Hours          : 56       Exam Marks: 80 
Practical Component                  : 02 Hours/ Week  
 
Objectives: 

• To acquaint the students with the characteristics of services and their marketing 
implications. 

• To discuss and conceptualizethe service quality, productivity in services, role of 
personnel in service marketing and to manage changes in the environment. 

• To familiarize the students with the GAPS model and strategizing towards closing the 
GAPS for effective services marketing. 
 

Outcomes: 
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The student should be able to: 
� Develop an understanding about the various concepts and importance of Services 

Marketing. 
� Enhance knowledge about emerging issues and trends  in theservice sector 
� Learn to implement service strategies to meet new challenges 

Unit 1:                                      (10 Hours)  
Introduction to services: Concepts, contribution and reasons for the growth of services sector, 
difference in goods and service in marketing, characteristics of services, concept of service 
marketing triangle, service marketing mix, GAP models of service quality.  
Consumer behaviour in services: Search, Experience and Credence property, consumer 
expectation of services, two levels of expectation, Zone of tolerance, Factors influencing 
customer expectation of services. 
Customer perception of services-Factors that influence customer perception of service, Service 
encounters, Customer satisfaction, Strategies for influencing customer perception. 
 
Unit 2:                                      (8 Hours)  
Understanding customer expectation through market research: Key reasons for GAP 
1,using marketing research to understand customer expectation, Types of service research, 
Buildingcustomer relationship through retention strategies –Relationship marketing, Evaluation 
ofcustomer relationships, Benefits of customer relationship, levels of retention strategies, 
Marketsegmentation-Basis & targeting in services. 

 
Unit 3:                                      (10 Hours)  
Customer defined service standards: “Hard” & “Soft” standards, challenges of matching 
supply & demand in capacity, four common types of constraints facing services, optimum v/s 
maximum use of capacity, strategies for matching capacity & demand.  
Yield management-balancing capacity utilization, pricing. Waiting line strategies- four basic 
Waiting line strategies. 
 
Leadership &Measurement system for market driven service performance-key reasons for GAP-
2service leadership- Creation of service vision and implementation, Service quality as 
profitstrategy, Role of service quality In offensive and defensive marketing. 

 
Unit 4:                                      (8 Hours)  
Employee role in service designing: importance of service employee, Boundary spanning roles, 
Emotional labour, Source of conflict, Quality- productivity trade off, Strategies for closing GAP 3. 
 
Customer’s role in service delivery-Importance of customer & customer’s role in 
servicedelivery, Strategies for enhancing-Customer participation, Delivery through 
intermediaries-Keyintermediaries for service delivery, Intermediary control strategies. 
 
Unit 5:                                      (8 Hours)  
Role of marketing communication-Key reasons for GAP 4 involving communication, four 
categories of strategies to match service promises with delivery, Methodology to exceedcustomer 
expectation. 
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Pricing of services-Role of price and value in provider GAP 4, Role of non-monitory cost, 
Priceas an indicator of service quality –Approaches to pricing services, pricing strategies. 

 
Unit 6:                                      (6 Hours)  
Physical evidence in services: Types of service spaces- Role of service scapes, Frame work 
forunderstanding service scapes& its effect on behaviour-Guidance for physical evidence 
strategies. 
 
Case Studies in Indian context only       (6 hours) 
 
Practical component: 

• Ask students to choose a service industry of their choice at the beginning of the semester 
• Ask them to do an in-depth study of the industry and give a presentation at the end of 

theevery Module relating to the concepts of that Module to the industry 
• Students can prepare service blueprints for any service of their choice 
• Students can do a role play on service recovery 
• Identify any existing services. Locate loopholes in their design and suggest modifications 

 
RECOMMENDED BOOKS: 

• Services Marketing-Valarie A Zeithmal& Mary Jo Bitner, 5/e, TMH, 2011 
• Services Marketing-Christopher Lovelock, Pearson Education. 

REFERENCE BOOKS: 
• Services Marketing - RajendraNargundkar, 3/e, TMH, 2010 
• Services Marketing - GovindApte, Oxford. 
• Services Marketing - Hoffman & Bateson, 4/e, Cengage Learning-2007 
• Services Marketing: Operation, Management and Strategy-Kenneth E Clow& David L. 

Kurtz, 2/e, Biztantra, 2007 
 

 
MARKETING RESEARCH 

Subject Code    : 16MBA MM304   IA Marks : 20 
Number of Lecture Hours/Week: 03      Exam Hours: 03 
Number of Lecture Hours          : 56       Exam Marks: 80 
Practical Component                  : 02 Hours/ Week  
 
Objectives: 

• To provide an understanding of the basics of marketing research process. 
• To orient on the theoretical and practical aspects of marketing research. 
• Encourage the students to take up analytical thinking through research. 
• To highlight importance marketing research for enhancing marketing strategies. 

 
Outcomes: 
The student should be able to: 

� Comprehend the objectives of Market research & its application in solving marketing 
problems 
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