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The course is designed to discuss the theories and applications of services
marketing and management systematically., Through the analysis of key
concepts and real cases around the world, the course intends to stimulate
students’ interests towards services marketing and cultivate students’ ability
to analyze and solve services marketing problems.
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1|1 BARIRFS ¥ 1. Provide students with 2 | AB
better understanding of the
definition of the service
markets and the importance
of the development aspects of
the service markets. Engage
students in understanding the
characteristic of service
markets and classification of
services,

212, FEMMSEHEHHETHE S | 2. Enhance students' Cc3 | BC
understanding in consumer
behavior, customer perceived
value and customer
satisfaction, Provide students
with better understanding of
customer experience, service
recovery and customer
relationship and loyalty.

3|3, BRI ATHH R & 3. Learn STP process in c6 | cp
services marketing and
Teaching students how to
manage and apply the 7Ps to
service strategy.
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Prentice Hall.
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