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1. STAFF CONTACT DETAILS 
 
Course co-ordinator : Professor Paul Patterson 

Office:  Quadrangle Building 3rd Floor, 3037 

Consultation times: Tuesday 4-6 pm or by appointment 

Telephone: 9385-3385 

Email: p.patterson@unsw.edu.au 

 
2. COURSE DETAILS 
 
2.1 Teaching Times and Locations 

Lecture: Tuesday 6.00 – 9.00 pm 
Weeks: 2 – 7 
Venue: ASB 115 

 
 
2.2 Units of Credit 

This course is worth 3 UOC. 
 

 
2.3 Summary of Course  

Today, services are the growth engine of developed economies.  A central theme 
then of this course is that services (the focus is on consumer services rather than 
B2B) possess a set of unique characteristics that require a distinctive approach to 
marketing strategy - both in its development and execution.  This is not to say that 
the approach is unique, but rather distinctive. Therefore we build upon and expand 
marketing management concepts and models and adapt them to the services 
sector.  We will use marketing frameworks to examine how to improve service 
quality, increase and maintain customer satisfaction levels, generate customer 
loyalty and create a healthy service culture within the firm.  In services we discuss 
the 7 Ps of the ‘Services Marketing Mix’ (the traditional 4 Ps plus people, 
processes, and physical evidence).  Since many services have a strong people or 
employee component (the fifth “P” of the services marketing mix), we devote time 
to examining successful internal marketing and the pivotal role of front line 
employees. 

 
 
2.4 Course Aims and Relationship to Other Courses     

This course builds upon and expands marketing concepts and models that you 
would have studied in other marketing courses and adapts them to the services 
sector.  A study of service markets also complements the wider array of subjects 
taught in the Master of Marketing program. 

 
 
2.5 Student Learning Outcomes 
At the completion of this course students should be able to: 
 
1. Demonstrate and explain how the characteristics of consumer service products 
 differ from tangible goods, and how this impacts on design and execution of 
 marketing strategies. 
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2. Explain a range of emerging issues and challenges facing service marketing 
 management. 
3. Apply tools and models that managers might employ to increase customer 
 (client) perceptions of satisfaction, service quality and value 
4. Apply the 7 Ps of the services marketing mix to develop a product or marketing 
 strategy for a service organisation. 
 

ASB Graduate Attributes 
This course contributes to your development of the following Australian School of 
Business Graduate Attributes, which are the qualities, skills and understandings we 
want you to have by the completion of your degree.  

 
1. Critical thinking and problem solving 
2. Communication 
3. Teamwork and leadership 
4. In-depth engagement with relevant disciplinary knowledge 
5. Professional skills 
 
 
3. LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approach to Learning and Teaching in the Course 
The course will be highly interactive with the aim of engaging students in classroom 
discussion, and problem solving. The cultural mix of students will be used to provide 
practical examples of how culture impacts on a range of customer service issues.   
 
 
3.2  Learning Activities and Teaching Strategies 
This course will be conducted on a discussion and lecture basis, with the occasional 
guest speaker from industry.   Importantly it will draw upon the experience of both 
students and lecturer, via classroom discussion, to provide relevance via real world 
services marketing examples of concepts and models.  It is your responsibility to study 
the reading assignments prior to class in order that you may contribute, participate 
intelligently and thus gain maximum value from the course. 
 
Computers and mobile devices are not allowed to be used in class 

 

(unless the 
instructor indicates otherwise) – surfing and texting emerge as an inevitable and 
regrettable result, and is highly distracting for everyone. 

 
4. ASSESSMENT 
 
4.1 Formal Requirements 
In order to pass this course, you must: 

 achieve a composite mark of at least 50; and 
 perform satisfactorily in  all assessment tasks (see below). 
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4.2 Assessment Details 
 

 
 

Assessment Task Weighting Learning 
Outcomes 
assessed 

ASB Graduate 
Attributes 
assessed 

Due Date 

1.  Computer simulation game     
(Weeks 4 – 5) 

 15%   1, 4 Reflective 
journal due  
Week 6 

2. Written major assignment  45%  1, 2, 4 Week 9    
(3May) 

3.  Participation & discussion 
 of weekly cases & readings 

 40%  1, 3, 5, 6 Ongoing 

TOTAL  100%    
 

Master of Marketing Grade and Mark ranges 
 

Grades for progressive assessment during the session (either by assignments, 
participation and/or a mid-session examination) will be provided to students in a form of 
a letter grade (not as a mark) as follows. This follows the grading system used on other 
postgraduate degrees in ASB.  
 
Grade Mark Explanation 
A 75 - 100 A superior to outstanding performance 
B 60 - 74 A good average performance  
C 50 - 59 An acceptable level of performance 
Fail 0–49 Performance below minimum level of competence 
 
Course results are released to students and are available via MyUNSW as a mark 
following a ASB Faculty sub-committee meeting to approve distribution of marks. 
 
 
4.3 Assessment Format 
 
(1) Computer Simulation game (played Weeks 5-6; reflective journal due 12 April) 
      
   (15%)  5% will be automatically given to every student for completing the simulation.   
A further 10% (maximum) will be awarded for completing the 500 word reflective diary 
(guidelines to be provided) 
 
The simulation game centres around pricing decisions you must make each month for 
a car rental company operating in a competitive market and in several cities.  It draws 
heavily on Chapters 6 & 7 in your textbook (understanding pricing decisions, revenue 
management concepts and balancing capacity and demand). 
 
(2)  Major Written Assignment  (Due Week 9 – 4 May)  (45%) 
 
Option 1:  Service Encounter Diary  
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You are to document your experiences with an extended service encounter - i.e., 
describe what happened and how you felt.   This extended service encounter might, for 
example, be an 8 hour flight from Jakarta or Bangkok to Sydney; an extended stay in 
hospital; a series of visits to a bank to get a housing loan, an overnight (or longer) stay 
in a hotel; or it might be a series of transactions with a business service provider 
(architect, accountant, consultant).   The encounters might be in Australia or in your 
home country (if an overseas student). Each of these examples involves multiple 
'service encounters'.  Refer to the Appendix 1 of this course outline for examples. 
 
The Service Encounter Diary is designed to help you understand customer 
expectations, and why as consumers we are sometimes satisfied or dissatisfied with 
the service experience.  By recording and analysing your own experiences, particularly 
in reference to the theories, tools and techniques of services marketing, you should 
begin to discover what is truly needed to satisfy a customer. 
 
You are required: 
 
1. To document what happened at each service encounter and how you felt.   You are 

also required to give a satisfaction rating, a value for money rating and whether you 
would recommend this service provider to a close friend or family member (all using 
5 point scales).   This should not exceed five 5) pages.  A sample is shown in 
Appendix 1. 

 
2. To analyse your overall (dis)satisfaction, quality and value judgements about the 

service provided in terms of services theory and concepts.  Based on this analysis 
make a series of recommendations for improvement (please use bullet points and 
keep it to a maximum half page) or if your experience was a very satisfying one, 
then indicate what lessons are there for other service organisations.   This analysis 
phase must not exceed six (6) typed pages. 

 
 
OR 

 
 

Option 2: Customer Experiences Value Chain 
 
Conduct your own research (qualitative) and develop a customer experience 
management (CEM) strategy for a service firm of your choice.  The underpinning 
framework for your analysis and strategy should be based on the CEM and services 
marketing literature, lectures and text. 
 
Your plan should identify all customer touchpoints and where customer value is created 
(and, of course, with the relative value ‘weights’).  Further, the service firm you choose 
may be large or small, profit or not for profit.  It may be an Australian company or one 
from your home country (in the case of overseas students). 
 
Your final report should be structured around three (3) main headings.  First should be 
a half page Introduction, briefly describing the organisation and its products (services).  
Second is an audit (description and critique) of the current state of CEM in the 
organisation.  The third section should be a plan of action (strategy) for the next 1-2 
years. 
 
OR 

 



MARK6005 Services Marketing Management, 2011.     5 

 
Option 3: Process Improvement Audit 
 
Service firms typically struggle in dealing with the competing priorities of cost reduction 
(improving productivity) and delivery of good customer perceived service quality. 
 
You are to select an organisation and: 
 
(1) undertake a process improvement audit using ‘lean’ production improvement 
techniques. Your focus should be on a particular unit/function (e.g. contact call centre) 
rather than the entire organisation; and 
 
(2) based on your audit, recommend changes to design and implementation of the 
service delivery processes. 
 
The overriding purpose of your audit and subsequent recommendations is to configure 
a way that the service organisation can deliver better (or at least equal) quality service 
at a reduced cost of operation. 
 
Note: Your report should include a blueprint of both the existing and recommended 
service delivery processes. 
 
References 
1. Piercy, N. and Rich, N. (2009), “High quality and low cost: the lean service centre,” 

European Journal of Marketing, 43 (11/12), 1477-1497. 
2. Abdi, F. Shavarini, S. and Hoseini, S. (2006), “Glean lean: how to use lean 

approach in services industries?” Journal of Services Research, 6 (Special Issue), 
191-206. 

3. Allway, M. and Corbett, S. (2002), “Shifting to lean service: stealing a play from 
manufacturers’ playbooks”, Journal of Organisational Excellence, 21(2), 45.54. 

4. Atkinson, P. (2004), “Creating and implementing lean strategies”, Management 
Services, 48 (2), 18-33. 

5. Baum, S. (1990), “Making your service blueprint payoff”, Journal of Services 
Marketing, 4 (3), 45-52. 

6. Swank, C. (2003), “The lean service machine”, Harvard Business Review, 
October, 123-129. 

 
 
Assignment Format: 
Clearly show your name, student number and course name/number. Your report 
should be 10 – 11 pages in length, typed in double spacing, 12 point font and should 
contain appropriate headings and an appropriately annotated bibliography (4-6 different 
references). Technical references are not included in this page count. 
 
Note : It is your responsibility to keep a written copy of your assignment. 
 
   
(3) General Participation and Discussion of Weekly Cases & Readings (40%) 
 
Each week you will be assigned a case study or other readings that you should read 
thoroughly before you come to class.  In class you will, as part of a group, be assigned 
one question to answer and present in class. You will be given 20 minutes to develop a 
10 minute presentation that addresses the set question. You are also required to 
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consider the other questions being answered by the other groups and be prepared to 
participate in discussion. 
 
Your weekly presentation will be assessed on: 

• Have you identified the key issues? 
• Are your points relevant to the discussion? 
• Does your answer show evidence of sound analysis of the material? 
• Did you show evidence of creativity in your answer? 
• Was your group able to defend your answer? 

 
Note that half of the grade for weekly participation and discussion will be awarded for 
your presentation of the set case question, and the other half for general class 
participation. 
 

 
4.4 Assignment Submission Procedure 
 
The major written assignment should be lodged in the essay box located opposite the 
School of Marketing Office (Room QUAD3038) on level 3 of the Quadrangle Building. 
 
Assignments will generally be marked and made available for student collection, two 
weeks after the due date.  
 
Marked assignments that are due after the completion of the course can be collected 
during office hours (Monday to Thursday) from the School of Marketing Office. It is the 
student’s responsibility to collect them. In the case of group assignments, students 
should nominate one group member to collect their marked group assignment. If you 
are making a special trip to the UNSW you should first check with School of Marketing 
Office to confirm assignments are available for collection at the time you are coming to 
the School. 
 
 
4.5 Late Submission 
Information about late submission, including penalties, is available on the School of 
Marketing’s website. 

http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm  

 
5. ACADEMIC HONESTY AND PLAGIARISM 
 

The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For full information regarding policies, penalties and 
information to help you avoid plagiarism see: 
www.my.unsw.edu.au/student/atoz/Plagiarism 

 
Plagiarism is the presentation of the thoughts or work of another as one’s own.*  
Examples include:  
• direct duplication of the thoughts or work of another, including by copying work, or 

knowingly permitting it to be copied.  This includes copying material, ideas or 
concepts from a book, article, report or other written document (whether published 
or unpublished), composition, artwork, design, drawing, circuitry, computer program 

http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm�
http://www.my.unsw.edu.au/student/atoz/Plagiarism�


MARK6005 Services Marketing Management, 2011.     7 

or software, web site, Internet, other electronic resource, or another person’s 
assignment without appropriate acknowledgement; 

• paraphrasing another person’s work with very minor changes keeping the meaning, 
form and/or progression of ideas of the original; 

• piecing together sections of the work of others into a new whole; 
• presenting an assessment item as independent work when it has been produced in 

whole or part in collusion with other people, for example, another student or a tutor; 
and, 

• claiming credit for a proportion a work contributed to a group assessment item that 
is greater than that actually contributed.†  

 
Submitting an assessment item that has already been submitted for academic credit 
elsewhere may also be considered plagiarism. 
 
The inclusion of the thoughts or work of another with attribution appropriate to the 
academic discipline does not amount to plagiarism. 
 
Students are reminded of their Rights and Responsibilities in respect of plagiarism, as 
set out in the University Undergraduate and Postgraduate Handbooks, and are 
encouraged to seek advice from academic staff whenever necessary to ensure they 
avoid plagiarism in all its forms. 
 
The Learning Centre website is the central University online resource for staff and 
student information on plagiarism and academic honesty.  It can be located at: 
 
www.lc.unsw.edu.au/plagiarism 
 
The Learning Centre also provides substantial educational written materials, 
workshops, and tutorials to aid students, for example, in: 
 
• correct referencing practices; 
• paraphrasing, summarising, essay writing, and time management; 
• appropriate use of, and attribution for, a range of materials including text, images, 

formulae and concepts. 
 
Individual assistance is available on request from The Learning Centre. 
 
Students are also reminded that careful time management is an important part of study 
and one of the identified causes of plagiarism is poor time management.  Students 
should allow sufficient time for research, drafting, and the proper referencing of sources 
in preparing all assessment items. 
 
* Based on that proposed to the University of Newcastle by the St James Ethics 
Centre.  Used with kind permission from the University of Newcastle 
† Adapted with kind permission from the University of Melbourne. 
 
 
 
6. COURSE RESOURCES 
Prescribed text  
Lovelock, Christopher. H., Paul G. Patterson and Jochen Wirtz (2011), Services 
Marketing: Text, Cases and Readings, 5th edition, Pearson Education: Sydney.  
 

http://www.lc.unsw.edu.au/plagiarism�
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Additional Reference Material. 
• Barlow, Janelle and Claus Moller, A Complaint is a Gift, Berrett-Koehler Publishers, 

San Francisco, 2008. 
• Berry, L. Discovering the Soul of Service, The Fee Press, 1999. 
• Carbone, Lewis P.  Clued In:  How to Keep Customers Coming Back Again and 

Again, Prentice Hall, Upper Saddle River, NJ, 2004 
• Christopher, M., A. Payne and D. Ballantyne, 2nd ed. Relationship Marketing, 

Butterworth Heinemann, 2002. 
• Schmitt, B. H. & B. Schmidt, 2003. Customer Experience Management, John Wiley 

and Sons 
• Smith, S. & J. Wheeler, 2004. Managing the Customer Experience: Turning 

Customers into Advocates, Prentice Hall. 
• Swartz, Teresa A. and Dawn Iacobucci eds., Handbook of Services Marketing and 

Management, Sage Publications, 2000. 
• Zeithaml, V., and M. J. Bitner, Services Marketing, 6th ed. McGraw Hill, 2007. 
 
Journals 
• California Management Review 
• Harvard Business Review 
• Journal of Service Management 
• Journal of the Academy of Marketing Science 
• Journal of Marketing 
• Journal of Professional Services Marketing 
• Journal of Retailing 
• Journal of Service Marketing 
• Journal of Services Research 
• Services Industry Journal 
• Sloan Management Review 
 
 
7. COURSE EVALUATION AND DEVELOPMENT 
Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback.  
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process 
(http://www.ltu.unsw.edu.au/ref4-5-1_catei_process.cfm) is one of the ways in which 
student evaluative feedback is gathered. Significant changes to courses and programs 
within the School are communicated to subsequent cohorts of students. 
 
 
8. STUDENT RESPONSIBILITIES AND CONDUCT 
 
8.1  Workload for Master of Marketing Courses 
 
For a Master of Marketing elective course

Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment 
and other activities.  

 (3UOC) it is expected that you will spend at 
least ten hours per week studying including 3 hours in class sessions. This time 
includes reading, research, working on exercises and problems, and attending classes. 
In periods where you need to complete assignments or prepare for examinations, the 
workload may be greater. 

http://www.ltu.unsw.edu.au/ref4-5-1_catei_process.cfm�
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8.2  Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than eighty per cent 
of scheduled classes they may be refused final assessment.  
 
 
8.3  Special Consideration and Supplementary Examinations 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress. For advice on UNSW policies and procedures for 
granting special consideration and supplementary exams, go to MyUNSW: 
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html  
 
 
8.4  General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of 
your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 
with a class, such as ringing or talking on mobile phones, is not acceptable and 
students may be asked to leave the class. More information on student conduct is 
available at: 
 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 

 
8.5  Occupational Health and Safety  
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
https://my.unsw.edu.au/student/atoz/OccupationalHealth.html. 
 
 
8.6  Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site.  From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be deemed 
to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
9. ADDITIONAL STUDENT RESOURCES AND SUPPORT  
 

The University and the ASB provide a wide range of support services for students, 
including: 
• ASB Education Development Unit  (EDU) (www.business.unsw.edu.au/edu) 

Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au  

https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/OccupationalHealth.html�
http://www.business.unsw.edu.au/edu�
mailto:edu@unsw.edu.au�
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• Capturing the Student Voice:  An ASB website enabling students to comment on 
any aspect of their learning experience in the ASB. To find out more, go to 
http://tinyurl.com/ASBStudentVoice. 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all UNSW 
students.  See website for details. 

• Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

• UNSW IT Service Desk: Technical support for problems logging in to websites, 
downloading documents etc. Library, Level 2;  Ph: 9385 1333. 
 Website:  www.its.unsw.edu.au/support/support_home.html 

• UNSW Counselling Service  (http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as  ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing;  Ph: 9385 5418 

• Student Equity & Disabilities Unit  (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have a 
disability or disadvantage that interferes with their learning.  Office: Ground Floor, 
John Goodsell Building; Ph: 9385 4734   

 
 

http://tinyurl.com/ASBStudentVoice�
http://www.lc.unsw.edu.au/�
http://info.library.unsw.edu.au/web/services/services.html�
http://www.its.unsw.edu.au/support/support_home.html�
http://www.counselling.unsw.edu.au/�
http://www.studentequity.unsw.edu.au/�
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10. COURSE SCHEDULE 
 
Week  #, Date Topic Readings 
   
2.  Tue 8 March The nature of service products; 

Value creation in services; 
Customer experience 
management (CEM) 

LPW Ch1, 2; Reading by Haeckel et al. (on 
Blackboard);  Discussion of MK Restaurants 
case (p491 in LPW text)– be prepared to 
answer questions on this in class. 
 

3.  15 March Customer satisfaction, service 
quality & productivity 

LPW Ch 11; Article by Dasu & Chase (Sloan 
Management Review) on Blackboard 
 

4.   22 March Consumer complaining 
behaviour & service recovery 

LPW Ch 13; CMR article by Patterson et al 
(on Blackboard) 

5.   29 March Pricing strategies for intangible 
services 

LPW Ch 6 &7; “Singapore hotel lets guests 
pay what they want” (on Blackboard) 

6.  5 April Managing the customer 
service function; Service profit 
chain 

LPW Ch 9, 10, 14 ;  Article by Kabachnick 
(posted on Blackboard) 

7.   12 April Five things a profitable service 
organisation must get right 

LPW Ch 4; Guest speaker (Paul Cave, CEO 
of Bridge Climb) 

 
Note: LPW = Lovelock, Patterson and Walker, (2011) textbook (5th edition). 
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Example  #1 
Service encounter diary - Laser (LASIK) eye surgery 
 
Scenario  
 
I, Sook Son 26 year old office worker decided to operate a laser (LASIK) 
surgery to get rid of a pair of glasses in 2004. I had to choose one among many 
hospitals. Eventually I decided visiting Gangnam Bright Eye Hospital (GBEH) 
near my office.  
 
As eyes are sophisticated and sensitive it is required to test whether the eyes 
are suited for operating or not. As all hospitals offered free tests I could do the 
test in GBEH but then I could operate in a different hospital if I were not happy 
with GBEH. 
 
Customer experience 
 
1. After deciding to do the surgery, I spent most time to search on the internet 

for information. Visiting hospital’s websites, reading other’s customer’s 
stories and awaking of side effects. I chose GBEH because it was close to 
my office and I liked their website. There were the stories of surgeries not 
only of customers but also of the hospital’s doctors & nurses.  

 

2. March 2004; Rang the hospital to make an appointment for testing my eyes. 
I wanted to visit after 7:00pm and the receptionist said every Thursday and 
Friday, the hospital opens until 9:00pm. Good! I was able to book on Friday 
7:30pm in the following week. 

 
3. I got a reminder text message from the hospital.  

 
4. The hospital was located near my office. It took 5min by subway and two 

more minutes on foot from the station.  
 

5. Arriving at the hospital 7:35pm. Checking my reservation, filling a customer’s 
card. There were three receptionists, calling customer’s names, checking 
reservations and talking on the phone. They looked formal and professional 
but didn’t smile.  

 
6. The hospital was kind of small, bright and clean. There were chairs and 

sofas with magazines, client’s computers, a TV, and a coffee machine in the 
waiting room. It looked cozy and well-organized. I felt comfortable. I was 
called after 10 min. 

 
7. A nurse, Park, asked how I feel today and kept chatting with me during the 

test. She didn’t talk much but continued. I asked some questions and she 
answered me back. She told me about the surgery she had which was good 
to hear. After the test, I was waiting for my result. 
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8. Talking with another customer. She said it was the third hospital to visit. She 
was hesitating to choose one hospital and would visit another one next day. 
(what??) She said this hospital is smaller compared with others but offers a 
reasonable price. 

 
9. I was called and talked with a consultant, Ahn. She said that I can do the 

operation! (Yepp!) She explained about the laser surgery’s key issues, side 
effects, and cost etc. She explained it calmly, didn’t persuade me to operate. 
I decided to operate after talking with her. I didn’t hesitate at all (I guess I am 
an easy customer)  

 
10. She informed me about an optional procedure called ‘wave front’ that helps 

me to distinguish colors more efficiently after operating. It costs 500 bucks 
more! I said YES immediately! (Up-selling worked for me?!) I booked the 
surgery at 11:00am on the following Saturday. I was happy about the 
smooth process 

 
11. Meeting with Dr. Kim who was in charge of the operation. He was calm and 

quite. He seemed nice and skillful.  
 

Overall satisfaction with Hospital before the surgery (OSH) : 4.5 
(satisfied) 
 

12. The surgery day, the receptionist asked if somebody will pick me up after the 
surgery or not and I said NO. She told me that as I am alone, she will 
arrange a taxi to get me to my home after the surgery and will pay for it!   

 

13.  Meeting Ahn. She asked me to pay before the surgery. I paid over 2,000$$. 
And at the same time, she gave me a paper for my signature. It was a 
written promise that I am a person who will take all responsibility of the 
surgery. I was a bit scared, but signed it anyway. 
 

14.  Meeting Dr. Kim. He explained the process of the surgery and told me what 
I have to be careful about after the surgery. He said I can see what is going 
on my eyes during the surgery. (it was actually awful, smells like something 
is burning!) He said it is going to be fine, I trusted him.  

 
15.  After the surgery (it was successful!) I was brought to the rest room for a 

rest. It was hard to open my eyes but everything was very clear to see 
without the glasses. I was so glad. 

 
16.  2 hours later, a nurse told me that the taxi is ready for me. She assisted me 

to get to the taxi and asked me to come back in 2days.  
 

17.  I visited the hospital regularly for 4 months. Even though the hospital was 
busy with many customers everything went by smoothly. I never waited 
more than 20 min. 

 
18.  After the four months, I didn’t have to visit the hospital anymore unless the 

condition of my eyes is not fine. 
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Overall satisfaction with hospital (OSH) =4 
Overall satisfaction with doctor, nurses and receptionist (OSP) = 4 
Overall value for money = 4 
 

Epilogue 
 

19.  From 2005 to 2008 I visited the hospital two times a year for regular 
checking. It was good to meet the same nurse Park all the time.  
 

20.  Before coming to Australia (will stay in Australia for a year) I wanted to 
check my eyes. I visited the hospital and met Dr. Kim. He said my eyes were 
quite dry that I had to use artificial tear for a month. He asked me to see him 
after one month. 

 
21.  I booked the date with the receptionist but she didn’t give me the exact 

date, just told me that visiting anytime between 22nd and 25th of January. I 
felt a bit strange but I trusted.  

 
22.  25th of January 2009, I arrived the hospital 4:00 pm. But it was closed! They 

didn’t give me any information! I was so upset! 
 

23.  I visited the hospital 2nd of Feb, 2009 again and complained that didn’t get 
any information. But the receptionist insisted they phoned all customers who 
booked that day. What? I was so upset but she didn’t say sorry and didn’t 
want to listen to me. I felt, they didn’t care much about former customers 

 
24.  There was no more chance to visit the hospital before coming to Australia. 

 
25.  On 16th of May 2009, as my eyes hurt I sent an email to ask what I can do 

here in Australia and I got a reply on 18th of May.  
 

Overall Satisfaction with the receptionist (OSR) = 1 
Overall satisfaction with hospital (OSH) = 2 
Value for Money = 2 
Would I recommend to a close friend? = Probably not 
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.......................................................................................................................................... 
 
Example #2 
 
 Dr. P.Patterson 
This case is not to be used without the express permission of the author. 
 
SATISFACTION/DISSATISFACTION WITH A SERVICE EXPERIENCE: 
AN OVERNIGHT STAY IN A PRIVATE HOSPITAL 
 
Scenario: Following a sporting accident, the 36 year old patient (customer) was having 
knee surgery under a general anaesthetic.  The patient was required to stay overnight 
in the Sydney private hospital (nominated by the specialist as one of only 2 hospitals 
where he preferred to operate) following the operation.  The patient had not had a stay 
in hospital for some 10 years.  He had private medical insurance covering private 
hospital and choice of own doctor (but not physiotherapy, nor pharmaceutical)  
 
Question: The following documented thoughts and emotions of the patient were 
recorded during and after his stay in hospital.  You are required to analyse the patient’s 
reported experiences, thoughts, reactions and evaluations, and: (1) analyse and 
explain what happened in terms of services marketing theory; (2) assuming this 
scenario is typical of a number of recent patient experiences, what marketing and 
management implications are there for the hospital?; (3)  describe in detail how your 
recommendations might be implemented. 
 
Patient Experience: 
1. Rang hospital to book-in at Admissions Office, 4 weeks prior to surgery (money was 
immediately mentioned, seemed more concerned with payment of bills than me - made 
clear the need to pay on day; no literature was sent; I was told to ring day before 
surgery;  they were not keen on me staying overnight - I must get permission of Dr J;  
person in Admissions was a bit abrupt. 
 
2.  Rang hospital day before admission.  OK to stay overnight; must be in by 8am!  
When asked why? I was told "because surgeon insists!" But I was told by surgeon's 
office I was 8th in line - also I was driving from Wollongong! (some 80 km away) "It is 
for the surgeon's convenience!"  Also she (receptionist) told me surgeon is "abrupt and 
lacks bedside manner but is technically excellent".  No instruction was given re fasting. 
 
3.  I was told admission Office 8am on day of surgery - on arrival at hospital.  Hospital 
appears very new, modern and clean.  Well organised (much better than I expected).  
Judi was admissions officer - very nice and apologised about always speaking about 
money, but that some patients don't pay.  They explained things well and I paid by 
Bankcard.  She was "human" and we briefly discussed her customer relations training - 
which was really only on-the-job and technical training not customer relations.  She 
called another lady who escorted me to my room.  Both were in nice uniforms (grey & 
white). 
 
4.  Ward Sister (Margaret - an Irish lady) came in and explained procedures.  She was 
friendly but a little flustered as she forgot to get a specimen (urine) from me and 
apologised.  She took my pulse, blood pressure etc, and gave me antiseptic shampoo 
to shower with.  She was friendly and somewhat efficient.  She also said she would 
lock my valuables in the draw and mind the key for me.  She helped me relax. 
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5.  Male nurse came in and shaved my knee - yuk!  Well at least he was chatty and 
friendly. 
 
6.  Ward Sister-in-charge came in with forms to sign re operation and anaesthesia.  
She was not as friendly but still friendly, but a little bit more officious.  Still I was treated 
with a lot of respect.  She gave the impression of knowing her job.  She also answered 
a few questions I had.  Told me I should not drive, not even tomorrow.  I mentioned 
previous blood clots on my lungs following a previous operation.  She attended to this 
by informing anaesthetist. 
 
7.  The anaesthetist arrived.  Discussed my general health and told me procedure.  He 
also answered the questions I had (length of operation, etc). We discussed previous 
clotting.  He explained the precautions they would take. 
 
8.  Sister-in-charge returned and put special stocking on me to prevent clotting 
following operation. 
 
How do I feel pre-op??  Reasonably relaxed, but a bit nervous.  Hospital and staff give 
impression of knowing their job - gives me confidence.  Hospital ambience is very 
clean, professional.  Card from Sisters of Mercy explaining their philosophy with 
patients is reassuring.  
 
9.  Irish sister (Margaret) called into my room to say she was going to lunch - but "pre-
medication' tablets would be given to me as soon as anaesthetist calls (I felt 
reassured). 
 
10. All nursing staff introduce themselves by their first name. 
 
11. Margaret offered to stay and chat immediately prior to going into surgery if I was 
anxious (even though she was obviously very busy). 
 
12. Orderly came and took me to operating room.  He was friendly and called me by 
my first name. 
 
13. Dr J. visited me 30 min after I was returned from recovery room and explained 
things - but I was non compos mentis!! 
 
14. Staff forgot I was staying, at dinner time (ie evening meal) did not deliver my meal 
until specifically requested. 
 
15. Physiotherapist came and spent only a few minutes with me.  She did not really tell 
me anything I did not already know.  She seemed a bit miffed when I didn't agree with 
everything she said, nor when I asked her several questions.  
 
16. Check-out.  I was presented with a bill for $169 for medication, which came as quite 
a shock as I thought this was covered by the hospital bill per se.  I was informed that 
because this was part of the hospital stay, it would be refunded under private 
insurance.  One drug on the bill was $89 although the admissions/exiting officer could 
not explain what it was.  Thrombosis (anti-clotting) stockings were charged at $39 
which seemed excessive. 
 
Overall Satisfaction with Hospital (OSH): 4 (satisfied)* 
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17. Ten days later - returned to surgeon for checkup.  Both he and I were happy with 
the knee; surgeon explained in detail what he did in operation.  He gave me (for my 
records) two 'internal' photographs showing torn cartilage & other damage. 
Overall Satisfaction with Surgeon (OSS): 4* 
 
18. Upon claiming at my medical fund for the $169 medication bill which was paid upon 
leaving hospital, I was informed that it was not claimable even though it was during a 
hospital stay.  This contradicted the advice from the hospital.  So I am out of pocket 
$169.  OSH:3* 
 
19. Received a $40 bill for physiotherapist which was totally unexpected . 
 
20. I wrote to the hospital complaining about 'excessive' bill for medication and the 
unexpected physiotherapy bill.  A week later I received a letter (a) justifying the 
medication costs and (b) informing me that the surgeon "had authorised" the 
physiotherapy - however since the physiotherapist was only with me for a mere 5 
minutes, this bill was reduced from $40 to $20. 
 
Epilogue 
21.  Well 3 months later - How do I feel about my experience with Dr J. and the private 
hospital?   The knee surgery seems to have been very successful – it’s feeling good.  
Some of the surprises I received (costs for medication, etc) I guess I should have 
expected - or at least made more assertive enquiries upon admission.  So to some 
extent I guess I'm to blame. 
 
 
Overall Satisfaction with Hospital (OSH) = 4 
Overall Satisfaction with Surgeon (OSS) = 4 
(Using scale: 1 = very dissatisfied   to   5 = very satisfied.) 
 
Overall value for Money = 4    where (1 = poor value to 5 = excellent value) 
 
Would I recommend this surgeon and this hospital to a close friend?  Well, I recently 
recommended Dr J. to a colleague who required similar knee surgery.  Would I 
recommend the Sydney private hospital?  Only if you could afford it!! 
Surgeon = 5   Hospital = 4 
(Scale: 1= highly unlikely   to  5 = certainly recommend) 
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