SERVICES MARKETING TEXT AND CASES
DISCUSSION QUESTIONS AND EXERCISES

The copy here is written to be accessed by students and has therefore been designed to assist rather than provide an absolute answer.
CHAPTER ONE

1. When considering the processes involved you could go right back to how you found out about the services you have used.  You should consider whether you were a first time (novice) user or a repeat (expert) user and how that might have affected your experiences.  
2. It might be helpful to list the changes that took place from the organisational and customer perspectives, categorising them into positive and negative impact on the customer.  It is worth bearing in mind that an organisation might judge success differently to customers.
3. When considering the importance of physical evidence in services try comparing the physical evidence of a satisfying experience with a dissatisfying experience.  You might find exhibit 3.2 ‘Jill’s Story’ and Postcard from Practice 6.2 useful too.
4. Four examples are:  
· being able to see into the food preparation area of a restaurant as part of the dining experience; and 

· evidence of who the organisation works with as business partners; and

· the presence of a ‘cleaning log’ for washrooms; and

· Training and/or award certificates on the wall.
CHAPTER TWO

1. It might be helpful to think about services you have experienced recently, how you evaluated them and why you chose those criteria. When discussing this with other course participants find out if everyone feels the same about a given service provision or if differences in ability to evaluate and/or the criteria you would use emerge.

2. The four characteristics that you should consider are:  Intangibility; Heterogeneity; Inseparability and Perishability.

3. Think about the different occasions that you use the internet and whether you use different services when you are on your own or with others.

4. It would be useful to compare the differences between the people, process and physical evidence elements in the two critical incident stories in exhibit 2.1 to draw conclusions about what differentiates a good experience from a bad one.
CHAPTER THREE

1. One of the problems is likely to be remembering everything!  Another may well be the need to plot precise details and the order that services might be experienced, especially where there is high variance.  It is important to remember that the point of the exercise is to be useful for the organisation to enhance the service experiences of its customers.
2. Sometimes service scripts can be very overt and you are very conscious that people are using them, such as in call centres.  However, other ‘scripts’ are less obvious, either by design or because some service providers do not manage this aspect of their business.  This often leads to inconsistent experiences for customers.  It is therefore worth considering whether the service scripts you outline are managed or unmanaged by the provider.  If you are a service provider you might like to consider this aspect of your work too.

3. It is worth remembering that the factory approach aims to ensure efficiency and takes a more organisational view than the theatre approach which aims to achieve a great experience for customers.  Consider the facilities that different customer segments might want:  families with young children; groups of teenagers etc.  Exhibit 3.3 on page 57 should be helpful.  Which approach do you think Dreamworld has adopted?
4. The classification of customer roles and intended effects Table 3.1 on page 62 might be used by managers to differentiate retail offerings for consumers. Examine the ‘intended effect’ column with respect to an open street market, and compare with your own experiences in street and farmers’ markets.
5. Consider the purpose of lectures.  What do you need and want to get out of them?  What is your role and that of the lecturer?  How would those roles change if the goal became either efficiency or rave reviews?  Consider the physical environment in which they take place; the time parameters; access and movement of lecturers and students to and from lectures.  Do the physical parameters enhance or inhibit rave reviews?
CHAPTER FOUR

4.1 Consider the definition of employee empowerment on page 81.  While empowerment provides freedom for employees to act, it does need to be well managed somehow within the culture of the organisation.  Employees need to know the boundaries they are able to operate within.  For instance, taking time out of the main task to ‘go the extra mile’ for one customer may impact negatively on the experience of other customers.  Responding to customer requests differently may also result in dissatisfaction:  how do you think airline passengers observing others being ‘up graded’ feel?  So there may also need to be clear guidance around the performance of empowerment.  See also Chapter 7 pages 157-159 for a further definition as well as a discussion of organisational benefits and potential costs.
4.2 Postcard from Practice 4.2 offers an example of an occasion when customer compatibility is important.  Compatibility is more important where customer to customer interactions are frequent and/or integral to the service provision and especially where they are actually designed into the service provision.

4.3 Consider especially the process and physical evidence aspects. It would also be useful to consider whether the social network operates a ‘factory’ or ‘theatre’ approach. 

4.4 When analysing your service recovery experience, consider the people, process and physical evidence aspects of the service recovery experience as well as the factory vs theatre perspectives.  Try to recall your emotional responses as well as your cognitive responses.  Did you tell anyone about your experiences – either the dissatisfaction that led to the service recovery or the service recovery experience?  Were you left dissatisfied or did the service recovery turn you into a satisfied customer?  To what extent do you think the service recovery efforts account for your final/current view?  How have you behaved towards the organisation since?
CHAPTER FIVE

5.1 Consumer experiences are introduced first on pages 98-101 so rereading these pages should be useful to you.  Three characteristics are associated with consumer ‘experiences’:  consumer engagement; emotional responses; being unusual or ‘out of the ordinary’. When you recall your own satisfying and dissatisfying experiences, can you associate them with these three characteristics?

5.3 Can you associate the great good places that you frequent with the three characteristics discussed in question 1?
5.4 The three perspectives are:  consumer; services marketer and academic.  You will find a discussion of these three perspectives on pages 105 – 109.
5.5 It is worth considering the advantages for the service provider as well as the customers.  We would suggest that service organisations that consider their customers to be active participants are more likely to adopt a ‘theatre’ approach to create, or design, satisfying customer experiences.  Why do you think that might be?  It might also help to consider the extent to which active and passive consumption can be associated with the three characteristics of ‘experience’ discussed in question 1.
CHAPTER SIX

6.3 Service blueprinting highlights the importance of service design and focuses attention of process modelling.  Blueprinting helps to break down the process into logical steps; recognise the variability in the process and identify the ‘invisible’ elements in the process.  Service mapping adds two additional features.  First, service maps pay greater attention to customer interaction with the service organisation.  Secondly, service maps provide a visual representation of the structure of the service.
6.4 One of the main aims of representing a service design in diagrammatic form (blueprinting or mapping) is to identify the points in the process that may result in a service failure.  Although, once drawn to our attention, most potential service failure are obvious, they are easily overlooked without a comprehensive diagram of the service design. So the visual representation is crucial. Once these points are identified and service failure anticipated then ‘fail-safes’ can be designed to reduce the risk of human mistakes turning into actual service failures.  Potential service errors can arise from both servers and their customers.
6.5 Spend time just sitting and observing your feelings, how you use the spaces, how your mood changes (if it does), and how the way that others use the space impacts upon you.
6.6 Table 6.1 demonstrates that the physical environment needs to adapt depending upon the time we spend in the environment and whether our purpose is utilitarian (needs-based) or hedonic (pleasure-based).  The hotel industry provides a useful application of this table.  We now have very utilitarian hotels that provide little more than a clean bed and hygienic facilities.  The size of the bedrooms, the facilities available within those bedrooms, the public reception areas and the check-in and check-out processes are very different from the high-end ‘full-service’ hotels that provide a ‘spoil yourself’ with an ‘indulgent’ experience.
CHAPTER SEVEN

7.1 We met the ‘moment of truth’ for the first time in chapter 4 (pg. 69).  Each encounter with the service provision gives rise to a ‘moment of truth’, providing an opportunity for the customer to evaluate the services.  Shostack (1985) defines the encounter as the ‘period of time during which a customer directly interacts with a services’.  These contacts can be with people, the physical facilities, technology and other tangible elements.  Consider how encounters with each of these might be satisfying or dissatisfying.
7.2 Consider how market research, segmentation, targeting and promotional techniques might be used internally.  It might also be worth considering the problems that might arise when implementing internal marketing (see exhibit 7.2:  EasyJet Embraces Internal Marketing).  To take this further you might also consider the relevance of internal marketing to close gaps 1-4 in the ‘gaps model’ discussed in chapter 8 (pages 171-177).
7.3 You might like to consider how your performance at work might differ if you were satisfied or dissatisfied in your job.
7.4 Employee empowerment is defined on page 81 as the ability of employees to adopt a responsive approach to ensure customer satisfaction.  Bowen & Lawler (1992) provide a more comprehensive definition (pg 157).  They also list 6 potential organisational benefits (pg 158) and 5 potential costs associated with employee empowerment (pg 158).  Question 1 at the end of chapter 4 outlines ways in which employee empowerment needs to be well managed to prevent it leading to customer dissatisfaction.

7.5 Role clarification is said to reduce the amount of conflict employees have with others and reduces tensions more generally.  Consider how role clarification might help employees relate to other employees and customers within the following contexts:  high street bank; law firm; call centre; hotel.
CHAPTER  EIGHT

8.1 When considering your expectations and perceptions it might be useful to think about the people, process and physical evidence aspects of the services as well as the reliability, responsiveness, assurance, empathy and tangibles.  To give another perspective, revisit the S.O.A.R. framework discussed in chapter 2 (exhibit 2.2).
8.2 You will find a discussion of the Gaps model on pages 171-177.  identify each of the 5 gaps and explain why Gap 5 is the most commonly researched.
8.3 See pages 184-186 for a discussion of several different definitions. Which is generally considered to be an attitude and which is the more outcome specific?  Try to unravel the application of expectations and perceptions to determine service quality versus satisfaction.  How does the concept of cumulative customer satisfaction contribute to the debate?  Which one is the antecedent, why might this not be consistently accepted by academics and does it matter?

8.4 See pages 179-184.  Consider the academic concern as well as the practitioner concerns. For instance, there appears to be no direct link between satisfaction and loyalty or switching behaviours. How certain are we that we understand satisfaction sufficiently well enough to measure it and that ‘satisfaction’ can be measured consistently across any customer group?  When might it be appropriate to adopt ‘introspective’ techniques?  How effective do you think ‘becoming a customer’ might be and how easy would it be for organisations to organise it?
8.5 You will find pages 169 – 179 helpful here. Determine what the differences are between the two lists and explain why that should be.  The absence of interpersonal interactions will require customers to evaluate other aspects of the service provision.
CHAPTER NINE

9.1 The organisational perspective highlights operational aspects of how RM can be ‘used’ and therefore focuses on ‘precision marketing’; databases and call centres.  In contrast much of the academic discussion links the successful RM practices to long-term benefits for the organisation such as improved quality & customer service; retention of ‘loyal’ customers. Academic research therefore tends to focus on antecedents for successful RM. Hence RM is seen as both an organisational strategy and a way in which to ‘manage’ customers.  
9.2 You will find information on Market-based RM and Network-based RM on pages 196 – 205.  The key difference is that one is focused on customer retention while the other is concerned with enhancing internal and external relationships.  

9.3 You will find information on effective service recovery and loyalty schemes on pages 206 – 214.  These are the two key strategies to maintain sustainable customer loyalty.  Within this there is a focus on understanding the failure and recovery process including the need to understand how customers evaluate complaint handling.
9.4 See pages 210-211 for a discussion on the three types of customer perceived justice.  Distributive justice relates to the outcome; procedural justice to the processes or procedures and interactional justice to the interpersonal behaviours encountered as part of the process and delivery of the outcome.
CHAPTER TEN

10.1 PIMS results suggest this is so.  However, the measurement of quality is extremely difficult (see discussion on pages 218-220).  The ability to accurately define and measure the appropriate variables might also undermine the QP and P programme advocated by Gummesson and colleagues in Sweden (see pages 222-224).  There is also a concern that organisations that pursue customer satisfaction regardless of cost may not increase their profits.
10.2 The QP and P programme identifies three tribes two of which are productivity and quality.  The productivity tribe are mainly concerned with definitions and measurements of productivity and are focused on reducing costs within the service process. The quality tribe are motivated by customer expectations, perceptions and satisfaction.  They are concerned with the quality of the service and can argue for customisation rather than standardisation.  They seek to increase revenue through quality, satisfaction, customer retention and loyalty.  The QP and P programme suggests that improvements to both productivity and quality lead to increased profits.  However, these early conclusions are arguable and again bring us back to questioning how we define and measure appropriate variables.
10.3 An example is provided in Postcard from Practice 10.2.

10.4 You can find a discussion to help you on pages 232-234. The empirical support for the service-profit chain is at best mixed, and there is not yet any empirical support for the whole model. The UK grocery retailer study provides three counter-examples.  The ‘achieving’ and ‘coasting’ store classifications are worth considering.  
10.5 The SCSB provides annual updates on customer based measures of performance of Swedish firms measuring quality, expectations and customer satisfaction, drawn from annual customer surveys.  These measures are then linked to financial performance measures that are available for each of the firms.  The mathematical model uses ROI as the financial performance measure.
10.6 Return on Quality (ROQ) seeks to provide decision support to managers of a particular business and aims to ensure that investment in quality improvements is proportional to the return generated.  However, it should be remembered that the ROQ approach is based upon the assumption that quality is an antecedent of satisfaction and that does not have universal agreement (see Chapter 8).
