Part A
1. Define Services
2. Distinguish between Customer and Consumer
3. Explain how Consumer and Customer is the same in Services marketing.
4. Define Marketing of Services
5. Define Consumer Behaviour
6. Define Servicescape
7. Define Service Environment
8. What is the contribution of Services sector to GDP of Indian Economy?
9. What are the principal industries of Services Sector?
10. What are the new sectors devoted to Services sector?
11. Define market
12. Define Privatisation 
13. Define Globalisation
14. Define Liberalisation
15. What is meant by LPG in Marketing?
16. Define the term ‘intangibility’
17. Distinguish Mental intangibility and Physical intangibility
18. What are the four broad categories of Services?
19. What is meant by Information Processing?
20. What are the 7P’s of Services Marketing?
21. Define the term ‘Promotion’ in Services Marketing
22. What are the three stage model of Service Consumption?
23. Define Service Encounter Stage
24. Define ‘Zone of tolerance’
25. What is meant of ‘moments of truth’?
26. What is meant by Servuction system?
27. Define Post Encounter Stage
28. Define Positioning Strategy
29. Distinguish Market focus from Service focused
30.  Define Unfocussed Service Marketing Strategy
31. Define Market Segment
32. Define Service attribute
33. Define Competitor analysis in Services
34. Define Marketing Action Plan
35. Define Positioning Maps
36. Define ‘Innovation in Positioning’
37. Define Core elements in Services Marketing
38. Define Supplementary elements in Services Marketing
39. Define Service Innovation
40. Define Facilitating and Enhancing Services
41. Define Branding in Services 
42. Define Service Tiering
43. Define New Service Development
44. Define Market Synergy of the Service offered
45. Define the term ‘Distribution of Services’
46. Define Customer Relationship Management
47. Define Cost Based Pricing in Services Marketing
48. Define Activity based Costing in Services Marketing
49. Define Value based Pricing in Services Marketing
50. Define Non Monetary costs in Services Marketing
51. Define Psychological costs in Services Marketing
52. What are the three legs of tripod in Pricing of Services?
53. Define Service Recovery
54. Define Effective Pricing of Services
55. Define Mental Impalpability
56. Define Marketing Communications Mix
57. Define Direct Marketing in Services Marketing
58. Define Customer Training of Services in Telecomm Industry
59. Define ‘Word of Mouth’ marketing 
60. Define Consumer Privacy in Services sector
61. Define Integrated Marketing Communications
62. Define Yield Management
63. Define Strategic Levers in Services Marketing
64. Define the term Duration of Services
65. Define Optimal Pricing Policies in Services Marketing
66. Define Blue print in Services Marketing
67. Define Dimensions of Service Environment
68. Relate the colour ‘Green’ to degree to warmth, nature symbol and common association and responses of Human
69. Relate the effect of ‘Lavender’ to psychological effect on people
70. Who are Boundary Spanners?
71. What are the three main causes of role stress in frontline positions?
72. Define Emotional Labor
73. Define Inter-Client Conflict
74. Define Role Conflict
75. Define Service Culture
76. Explain Internal Marketing in Services 
77. Define Outsourcing
78. Explain Relationship Marketing
79. Define Customer Loyalty
80. Explain Performance Assessment
81. Define SERVQUAL
82. Define Gaps model in Service Design and Delivery
83. Explain Mystery Shopping
84. Explain Pareto analysis
85. Define Service Delivery Process


Part B
1. Explain the characteristics of Services Marketing
2. Explain 7P’s of Services Marketing with suitable illustrations
3. Explain the managerial implications of eight common features of Services
4. Explain the four broad categories of Services with suitable illustrations
5. Explain how traditional Marketing Mix is applied to Services
6. Explain the rationale behind extended Services Marketing Mix for managing Customer interface in Services  Marketing
7. Justify how Services Marketing must be integrated with other Management functions in an organization
8. Explain the framework for developing effective services marketing strategies
9. Explain the contribution of Services Sector to various economies of the world
10. Explain the significance of time in Services Sector
11. Explain the three stage model of Service Consumption
12. Explain the significance of Customer Risk Perception and the steps taken to reduce the risk.
13. What are the strategies adopted by organisations to reduce the customer risk perceptions?
14. Explain Service Expectations and the factors of Service Expectations.
15. Explain Service Encounter Stage in Services
16. Explain Richard Normann “Moments of Truth”
17. Explain Servuction System with suitable illustration
18. Briefly explain Post Encounter Stage
19. Explain the importance of Positioning in Services
20. ‘Market Segmentation forms the basis for focused strategies’ –Explain
21. ‘Positioning distinguishes a brand from its competitors’ -Explain
22. What are the principal uses of Positioning analysis as a diagnostic tool?
23. Explain the Flower of Service with suitable illustrations
24. Explain the significance of facilitating Supplementary Services
25. Explain the importance of enhancing Supplementary Services
26. Explain the common branding strategies adopted for Services
27. Explain House of brands with suitable illustrations
28. Explain the significance of New Service Development
29. How is research useful in designing new services?
30. Explain the three vital factors employed in achieving success  in New Service Development
31. Distinguish between distribution of Supplementary and Core Services with suitable illustrations
32. Explain how channel preferences vary among consumers
33. Explain about delivery of Services in Cyberspace with suitable illustrations
34. Explain E-Commerce with suitable illustrations
35. Explain the role played by CRM in Services
36. Explain the factors favouring adoption of transnational strategies
37. Explain the impact of globalization drivers on various service categories
38. Explain ‘Information-based Services’
39. Explain ‘Possession-processing Services’
40. What are the barriers to International Trade in Services?
41. ‘Effective Pricing is crucial to Financial Success’ –Explain
42. What are the objective for establishing Prices for Services?
43. Explain the concept of ‘Pricing Strategy based on tripod stand’
44. Explain Activity-based Costing in Services
45. Explain the significance of managing the perception of value in Services
46. How should prices be communicated to the target markets?
47. Explain the role of marketing communications in Pricing of Services
48. What are the challenges of Services Communications?
49. Explain Marketing Communications Planning
50. What is Marketing Communications Mix?
51. How is Direct Marketing different from Sales Promotion?
52. Explain the significance of Ethical and Consumer Privacy in Communications
53. What are the potential ways to implement Integrated Marketing Communications?
54. Explain –‘Effective use of strategic levers of pricing and duration control can help capacity constrained organisations make more profitable use of their resources’
55. Explain Defensive Marketing Strategy
56. Explain –‘Flowcharting is a simple tool to document Service Processes’
57. Explain Blue print and the components of Blue print in Services
58. Explain Services Process Redesign with suitable illustrations
59. Explain the types in which Services Process Redesign can be categorized
60. Explain the levels of Customer Participation in Services with suitable illustrations.
61. What are the steps taken to reduce Customer-induced Service failures?
62. How marketing mix elements can be used effectively to shape demand patterns in Services?
63. What is the purpose of Service Environments?
64. Explain the Mehrabian –Russell Stimulus-Response model
65. Explain the Servicescape model
66. What are the dimensions of Service Environment?
67. Explain the significance of signs, symbols and artifacts in Services
68. What are the tools to guide Servicescape design?
69. Elucidate –Frontline work is difficult and stressful
70. Explain the cycle of mediocrity
71. Explain in detail -Service Leadership
72. Explain the gap between the actual and potential Customer value in Services
73. Explain the value of referrals in Services
74. Explain Brand Loyalty in Services with suitable illustrations
75. How is Customer base managed through effective tiering of Services
76. Explain –‘Customer Satisfaction and Service Quality are prerequisites for loyalty’.
77. What are the objectives of CRM?
78. What does a comprehensive CRM strategy encompass?
79. What are the common failures in CRM implementation?
80. What is the impact of effective Service Recovery on Customer Loyalty?
81. Write the principles of effective Service Recovery systems
82. Explain the significance of Service Guarantees
83. Explain how Service Quality and Productivity strategies are intergrated
84. What are the different perspectives of Service Quality?
85. What are the key objectives of effective customer feedback systems?



Part C
1. Is it possible for an economy to be entirely based on Services? Give your views with suitable illustrations
2. What are the main reasons for the growing share of the service sector in all major economies of the world?
3. What are the five powerful forces transforming the service landscape, and what impact do they have on the service economy?
4. ‘A service is rented rather than owned’ –Explain the statement with suitable illustrations
5. Describe the four broad categories of Services, with suitable illustrations
6. How has the development of self-service technologies affected services marketing strategy? What factors determine whether customers make use of them or not?
7. Why do marketing, operations and human resources have to be closely linked in services but less so in manufacturing? Give reasons.
8. Choose a service company and explain the 7Ps of marketing mix in detail
9. Explain the three stage model of Service Consumption
10. Explain why services tend to be harder for customers to evaluate than goods
11. How are customers expectations formed? Explain the difference between desired service and adequate service with reference to a service
12. Explain the High-Contact Services and Low-Contact Services, and explain how the nature of a customer’s experience may differ between the two.
13. Explain the Servuction system and elucidate the front-stage and back-stage activities
14. Describe the relationship between customer expectations and customer satisfaction
15. Develop two different customer scripts, one for a highly standardized service and other for a highly customized script. Map all key customer steps of this script and identify the key differences between standardized and customized service
16. Describe an unsatisfactory encounter you experienced recently with
a. Low-contact service provider via email, mail or phone
b. High-contact face to face service provider.
What are the key drivers of your dissatisfaction with these encounters?
17. Explain in detail, how market segmentation is important to service organization.
18. How do you identify and select target market segments? Explain with illustrations.
19.  What are the six questions for developing an effective positioning strategy? Explain with suitable illustrations.
20. Choose a service industry you are familiar with and create a perceptual map showing the competitive positions of different service providers in that industry. Identify gaps in the market, and generate ideas for a potential strategy.
21. How is branding used in Services marketing? What is the distinction between a corporate brand such as Marriott/ Taj group and the names of its various inn and hotel chains?
22. State some reasons why new services often fail? What factors are associated with successful development of new services?
23. Select a specific service product you are familiar with and identify its core product and supplementary services. Then, select a competing service and analyse the differences in terms of core product and supplementary services between the two services.
24. Identify a failed new service development and analyse the causes of its failures.
25. What are key factors driving place and time decisions of service distributions? Explain in detail.
26. What are the different options for service delivery? For each of the options, what factors do service organisations need to take into account when using that option?
27. What are the key drivers for increasing globalization of services? Explain in detail.
28. How does the nature of the service affect the opportunities for globalization? Explain in detail.
29. Explain the strategy that you would give to a pest control company for going global. 
30. Select three different service industries, one each for people-processing, possession-processing, and information-processing based Services. For each, assess the five globalization drivers and their impact on these three industries.
31. Explain in detail, the role of Service pricing and Revenue management in a business model.
32. Select a service organization that you are familiar with, and find out the pricing policies and methods. In what respects are they similar to or different from, analyse and explain.
33. How does flowcharting help us to understand the difference between people-, possession-, and mental- and information processing services? Explain in detail.
34. Explain in detail, how blue printing helps in designing, managing and redesigning Service processes
35. A doctors clinic is attached with lab and pharmacy, has patients coming for diagnoses. How much participate on is needed from the patient in order for the process to work smoothly. Design a blueprint and analyse.
36. Explain in detail, the steps that an organization would take to make waiting in queues pleasant for its customers during a busy working day.
37. What are the benefits of having an effective reservation system?
38. As a human resources manager, which issues do you see as most likely to create boundary spanning problems for employees in a contact center at a major internet service provider? Take four issues and explain how you will mediate between Operations and Marketing to resolve the issues.
39. How can you estimate a customer lifeline value? Explain with suitable illustrations.
40. Identify some key measures that can be used to create customer bonds and encourage long term relationships with customers.
41. Explain in detail, the role of CRM in delivering a customer relationship strategy.
42. Explain detail, tiering of services? Explain why it is used and its implications for customers and its customers.
43. Evaluate the strengths and weaknesses of two frequent user programs, each one from a different service industry. Assess how each program could be improved further.
44. Explain why should a service recovery strategy be proactive, planned, trained and empowered? Explain with suitable illustrations.
45. Explain what is Service recovery paradox. Under what conditions is this paradox most likely to hold? Why is it best to deliver the service as planned, even if the paradox does hold in a specific context.
46. Explain in detail, the key tools for improving service productivity.
47. In what ways can you, as a consumer, help to improve productivity for atleast three service organisations that you patronize? What distinctive characteristics of each service make some of these actions possible?
48. Explain the five dimensions of Service Quality. What do they mean in the context of Retail Bank and Hotel industry.
49. Explain why marketing, operations and human resource management functions needs to be closely co ordinated in Service Organisations.
50. [bookmark: _GoBack]Explain in detail, the difference between Leadership and Management in Service industry? Illustrate and analyse. 

