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SUMMARY

Service-Dominant (S-D) logic has emphasized the centrality of service in marketing and management and
suggests that the theories and models are applicable to all of marketing, including the subset of instances
in which goods are involved (Gummesson, 2017; Vargo & Lusch, 2017). According to S-D logic, all providers
are service providers, and service is the fundamental basis of exchange. Contemporary marketing
emphasizes the role of creating customer value as a focal issue in marketing. The goal for marketing is to
engage the supplier with significant customer practices and contribute to value creation in those practices,
in a mutually beneficial way (Grönroos & Ravald, 2011). We need to analyse service research priorities for a
more sustainable future (Karpen et al., 2023).

This module examines these practices within the view of value co-creation, offering iMBA students
theoretical and practical strategic and operational options in service marketing management. Furthermore,
this module will consider the new trends in marketing and its implications in service marketing and
management. Rust (2019) emphasizes the expansion of relationships and service as a trend that will
continue to shape the future of marketing. Advancements in information and communication technologies
have expanded businesses' ability to communicate with customers, store customer information, and
analyse customer information. In the future, artificial intelligence (AI) appears likely to influence marketing
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strategies, including business models, sales processes, and customer service options, as well as customer
behaviours (Davenport et al., 2020). 

PREVIOUS KNOWLEDGE

RELATIONSHIP TO OTHER SUBJECTS OF THE SAME DEGREE

 There are no specified enrollment restrictions with other subjects of the curriculum.
 
OTHER REQUIREMENTS
 
Students will have completed a Bachelor or Degree studies that has given him/her skills in business
management. Students have taken the subjects of the first and second semester of the master.

COMPETENCES / LEARNING OUTCOMES

 - 

Conocer los aspectos e implicaciones de la lógica de servicio en la gestión de marketing de las
organizaciones.

DESCRIPTION OF CONTENTS

1. Foundations on service-dominant logic

2. Consumer behaviour in service encounters

3. Developing service products and new service development

4. Distributing service products and service delivery

5. Service pricing and yield management
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6. Integrated marketing communications in service marketing

7. Service design management

8. Demand management and service productivity

9. Service environment

10. Service quality and innovation

11. Internal marketing orientation and employee job satisfaction

12. Complain handling and service recovery management

WORKLOAD

PRESENCIAL ACTIVITIES

Activity Hours
Tutorials 9,50
Theory 25,00
Seminar 20,00
Other activities 5,00
Classroom practices 16,00

Total hours 75,50

NON PRESENCIAL ACTIVITIES

Activity Hours
Attendance at other activities 0,00
Individual or group project 66,00
Independent study and work 30,00
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Preparation of lessons 0,00
Preparation for assessment activities 0,00
Resolution of case studies 16,00

Total hours 112,00

TEACHING METHODOLOGY

The topics of the course will be addressed through lectures, coursework, seminars by guest speakers, and
visits to relevant organizations. During the lecturers the teachers will introduce and illustrate the main
theoretical topics and will lead the students' discussion around those topics.

EVALUATION

It is required to pass the final exam (5/10), the individual assessment (5/10), team project (5/10) and class
participation (5/10) to pass the course.

 

a. Individual assignment
(*)

30%

 

b. Team project 20%

 

c. Final exam (*) 30%

 

d. Class participation (in-class) plus ongoing
assessment

20%
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