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1. COURSE OBJECTIVES

a) Be able to complete a winning marketing plan in the service sector

b) Learn the service marketing terminology

c) Understand the role of marketing management in the service sector;

d) Learn the techniques and be able to identify the business opportunity, the art of

designing and merchandise a competitive experience;



2. READINGS

Kotler, Bowen et Makers , Marketing for hospitality and tourism. Third edition Prentice
Hall 2003

Lovelock Christopher, Wirtz Jochen, Services Marketing, Sixth edition. Pearson Prentice
Hall 2007

Aaker, D., Strategic Market Management, Wiley, 2001, Sixth Edition.

3. EVALUATION

* Project: 50%
* Final exam: _50%
100%



4. CLASSROOM SESSIONS

Introduction

Module 1

Part one
Module 2

Part two
Module 3
Module 4
Module 5

Part three
Module 6
Module 7
Module 8
Module 9

Module 10

MODULE

O 0 N1 & U AL N -

October 12
October 13
October 14
October 15
October 16
October 19
October 20
October 21

-10  October 21
October 22/23

SUMMARY
The Marketing plan
Shifting from the service economy to the experience economy :
The marketing plan
Defining the business opportunity
Assessing the business opportunity: Environment, market and
competition
Designing and positioning the experience
Anchoring objectives and business strategies
Asserting the competitive edge : Designing and positioning
Workshop on experience design
Merchandising the experience
Accessing the market
Activating sales and transactions
Animating and entertaining
Anchoring loyalty

Allocating resources

CALENDER

AM
AM
AM
AM
AM/PM
AM
AM
AM
AM

AM Presentations



5. PROGRAM DETAILS AND SUGGESTED READINGS:

INTRODUCTION: THE MARKETING PLAN

Module 1: Shifting from the service economy to the experience economy:
The marketing plan

a) What is marketing ?

b) The new markets;

¢) The new experience economys;

d) The nature of servis

f) Experiential marketing;

@) Shifting from 4 P’s to 8 A’s : A more dynamic approach to service marketing;

h) The experiential marketing plan: The steps.

KBM, chap. 1, 2, 19
Aaker, D. chap. 1 et 2

Lovelock Wirtz Lapert chap. 1

PART ONE:

Defining the business opportunity
Module 2: Assessing the business opportunity: Environment, market and
competition

a) Defining the business;

b) The environmental factors

¢) Analysing the markets;

d) Segmentation and positioning;

e) Marketing information management.

f) Customer behavior and decision process;
@) Internal analysis

h) Defining the business opportunity :

KBM, chap.4, 5,6 et 7
Aaker, A., chap. 3,4,5,6 et 7

Lovelock Wirtz chap. 2



PART TWO:

Module 3: Anchoring objectives and defining business strategies
a) Defining objectives;

b) Business strategies;

¢) Intensive growth strategies;

d) Integrative growth strategies;

e) Merchandising strategies.

KBM : chap. 3
Aaker, A., chap. 12, 13, 14, 15

Designing and positioning the experience

Module 4: Asserting the competitive edge: Designing and positioning
a) The art of Experitecture

b) Defining the concept of the experience

¢) Designing the experience process

d) Designing for experiential quality

e) Pricing to support the strategy

KBM : chap. 8,9, 11 et 12
Aaker : chap. 8,9, 10 et 11
Lovelock Wirtz chap. 3 to 10

Module 5: Workshop
PART THREE:

Merchandising the experience

Module 6: Accessing the market
a) Psychological access : communicating the positioning
b) Mediatic access : private and public media

) Physical access : Distribution and physical access

KBM, chap 13. 14 et 16
Lovelock Wirtz chap. 4



Module 7: Activating sales and transactions
a) External promotion
b) Point of service promotion
) Internal and external sales management
d) Yield management
KBM, chap. 15 et 17
Lovelock Wirtz chap. 12

Module 8: Animating and entertaining
a) Entertaining and animating customers;
b) Entertaining and animating employees;
¢) Entertaining and animating distributors;
KBM, chap. 10
Lovelock Wirtz chap. 11

Module 9-10 : Anchoring loyalty and Allocating resources

a) From customer to owner : Building loyalty
b) Ressources allocation.

KBM, chap. 18

Lovelock Wirtz chap. 12, 13

PRESENTATIONS

FINAL EXAM
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