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Besides the traditional marketing theory, this course will introduce some
advanced marketing concepts. The process of this course will based on the
PZB model and 7P framework. To enhance the independent reading and
research abilities, besides the lecture of related theories, this course will also
increase the articles reading and discussion.
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1 (1) 'J’ RIRFE E 04 R 48 B 28 1. Understand the 2 ABCG
E characteristics and related
theories of services
management,
2(2)T BRI ATEE Z 4% 6E 5 2. Understand the skills of C4 ABCEFGH
services marketing,
3B THRRBITHZEHEA Understand the practical 6 ABCDEFGH
application of services
marketing,
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1 | 09/13 | Course Introduction & Foundations for Services
Marketing (Chapter 1)

2 | 09/20 | Festival ()

3 | 09/27 | The Gap Model of Service Quality (Chapter 2) &
Consumer Behavior in Services (Chapter 3)

4 | 10/04 | Consumer Expectations of Services (Chapter 4)




5 | 10/11 | Consumer Perceptions of Services (Chapter 5)

6 | 10/18 | Listening to Customers Through Research (Chapter
6)

7 | 10/25 | Building Customer Relationships (Chapter 7)

8 | 11/01 | Service Recovery (Chapter 8)

9 | 11/08 | Paper A & Paper B

10 | 11/15 | Mid—term Exam,

11 | 11/22 | Service Development and Design (Chapter 9)

12 | 1129 | Physical Evidence and the Servicescape (Chapter 11)

13 | 12/06 | Employees’ Roles in Service Delivery (Chapter 12)

14 | 12/13 | Customers’ Roles in Service Delivery (Chapter 13)

15 | 12/20 | Delivering Service Through Intermediaries and
Electronic Channels (Chapter 14)

16 | 12/27 | Integrated Services Marketing Communications
(Chapter 16)

17 | 01/03 | Pricing of Services (Chapter 17)

18 | 01/10 | Final Exam. (Paper C & Paper D)
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Services Marketing: Integrating Customer Focus Across the Firm (5 ed.);
Zeithaml et al.; McGraw-Hill; 3 %& XAb&R5H
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