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Aim of the Course This course explores the dimensions of high performing 
service organizations and firms. It approaches service 
management from an integrated standpoint setting the 
satisfaction of the customer at the center. 
More specifically, the main objectives of the course are: 

 To provide a systematic study of the service 
sector and the current changes occurring in the 
supply and demand. 

 To facilitate the understanding of how services 
differentiate from products, but also of how 
linked together. 

 To provide an in-depth analysis of the experience 
quality for the consumer 

 To demonstrate the role that contemporary 
technologies have in the process of purchase 
decision-making. 

 

Learning outcomes At the end of this course the student should be able: 

 To understand the scope, growth and multi-

dimensionality of the services. 

 To understand the role of management and 

marketing in enhancing the experience of the service 

consumer. 

 To measure and improve theperceived value of the 

services. 

 

Competences At the end of the course the students will have further 
developed the following skills/competences. They will be 
able:  

 To effectively apply appropriate management and 



marketing theories and practices in the service 
management process. 

 To design new services or enhance existing ones 
with innovative measures. 

 To enhance the experience of the service 
consumer 

 To effectively handle problems related to service 
delivery. 

Prerequisites No prerequisite courses are required, but it is highly 
recommended that students are familiar with 
organizational theory and behavior and introductory 
marketing knowledge. 

1. Course contents  Introduction to service industry and management. 

 Service related frameworks, typologies and 

characteristics. 

 Competitive service strategies. 

 Designing new services. 

 Service quality management. 

 Consumer experience with service delivering. 

 Supporting facilities and process in service. 

 Service encounter. 

 Service demand and supply. 

 International services and internet. 
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Management, McGraw-Hill, 2010. 
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no. 3-4, June 1995, pp. 397-412. 
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of Service Quality," Journal of Retailing, vol. 64, no. 1, 
spring 1988, pp. 12–40.  
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Productivity in Services," International Journal of Service 
Industry Management, vol. 1, no. 1, 1990, 46–64. 
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International Scientific Journals 

 Journal of Service Management 

 Journal of Service Marketing 

 The Service Industries Journal 

 Services-Journal 

 Journal of Financial Services Marketing 
1.  

Teaching and learning methods Lectures, case studies, group discussions, individual and 
group assignments. 

Assessment and grading methods The grade is calculated as the weighted average of 
individual assignments, one group assignment, one 
presentation and the final exam. 

Minimum passing grade: 5 

Language of instruction Greek 



 

 


