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M.Com. SEM -1V
509 EB/ ED: SERVICE MARKETING

Note: Each question carries an equal . _ 14 Marks.
Q.1 Explain the meaning and types of service expectations along with factors that influence

customer expectations of service. [14]
OR
Q.1 (A) Give the Differences between Goods and services [7]
(B) Explain below mentioned Model of Service Quality with respective diagrams. [7]

i The Gap Model of Service Quality
ii. The Services Triangle Marketing Model

Q.2 Analyze the impact of service failure on customer satisfaction and brand reputation. How

can organizations develop effective service recovery strategies? [14]
OR
Q.2 (A) What is service blueprinting? Explain its role in improving service quality and efficiency
with relevant examples. 7]
(B) Describe the stages in new service development. [7]

Q.3. Explain the role of customers in service delivery and explain how their behavior impacts

customer satisfaction and service quality. [14]
OR
@.-3 (A) Explain the role of electronic channels in service delivery. 7]
(B) Explain the challenges and opportunities of delivering services through international
channels. [7]

Q.4. Explain the concept of Integrated Services Marketing Communications (ISMC) and discuss

its significance in ensuring consistent service branding. [14]
OR

Q.4. (A) Critically evaluate different pricing strategies used in the service industry with suitable

examples. [7]

(B) Explain the financial effects of services on business profitability and national economies.

[7]
L]

Q’S M.C.Q.

1. Which one is not the basic nature of service?
a) Inseparability

b) Heterogeneity ( p _f; O)
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c) Perishability

d) Homogeneity

GATS stands for What?

a) General Agreement on Trade in Services

b) General Alliance on Trade in Services

¢) General Agreement on Trade and Supply

d) General Acceptance on Trade in Services

Which one is not included in 7P’s of Service Marketing Mix?

a) Process

b) Physical Evidence

c) Packaging

d) Promotion

Which are the components of Service Triangle Marketing Model?

a) Company

b) Providers

c) Customers

d) All of the above

Which of the following is a key goal of Relationship Marketing?

a) Attracting new customers only

b) Retaining and building long-term relationships with customers

¢) Increasing product sales without customer interaction

d) Reducing service costs by eliminating customer support

Which of the following is NOT a challenge in service design?

a) Intangibility of services

b) Difficulty in standardizing service delivery

¢) Lower employee involvement

d) Simultaneous production and consumption of services

What does Service Blueprinting primarily help in?

a) Identifying and improving service processes

b) Reducing customer interaction

¢) Increasing service failure incidents

d) Eliminating customer-defined service standards

In the context of services, what does "servicescape" refer to?

a) The physical environment where service interactions occur

b) The online marketing of services '

¢) The pricing strategies for service offerings

d) The legal regulations affecting service businesses

What is a key challenge in delivering services through international channels?

a) Lack of customers in international markets

b) Maintaining consistent service quality across different cultural and Iegulatory
environments

¢) The absence of competition in global service industries

d) The ease of standardizing services globally

What is a key challenge of electronic service delivery?

a) Lack of technological advancements

b) Customers may lack trust due to security and privacy concerns
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¢) It completely eliminates the need for human employees

d) Itreduces efficiency and response time

Managing demand and capacity in service organizations is important because:

a) Services cannot be stored for future use

b) Demand for services always remains constant

¢) Service quality is not affected by demand fluctuations

d). Overbooking is the best way to handle service demand

Which of the following factors significantly influences the pricing of services?

a) The tangibility of the service

b) The perishability and variability of services

¢) The fixed cost of production only

d) The absence of customer involvement in service delivery

In the Integrated Gaps Model of Services, which gap exists when customer expectations

do not match management’s perception of those expectations?

a) The Service Delivery Gap

b) The Knowledge Gap

¢) The Communication Gap

d) The Performance Gap

What is the key focus of the Integrated Gaps Model of Services?

a) Managing financial resources for service busiresses

b) Identifying and closing service quality gaps between customer expectations and actual
service delivery

¢) Increasing operational costs for service firms

d) Eliminating competition in the service industry
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