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Section A
Answer 3 questions out of 5. Each question carries 5§ marks. (Word Limit 400 words)

Q1. What are the primary challenges faced by Service Marketers as opposed to Consumer Marketers?
Outline strategies for tackling them.

Q2 What is the Consumer Gap? Explain with a diagram the Servqual model showing clearly
the various gaps that contribute to this gap, giving one possible reason for the existence of
each gap depicted in the model.

Q3.In what ways do Service processes represent Theatre? Indicate the parallels.

Q4. According to the Tax and Brown study, what are the three dimensions of fairness that
largely determine customer satisfaction with the recovery process? Outline the components
of an effective service recovery system.

' Q5. Q2. Explain the concept of cycleé of failure, mediocrity, and success experienced by
companies. What company philosophies are responsible for each? Give an example of a
company with a virtuous cycle.

Section B
Answer 2 questions out of 3. Each Question carries 10 marks. (Word Limit 600 words)

Q1. As the newly appointed Branch Head of a large metro branch of a multinational bank
of your choice , draw up a Service Blueprint for effective service management of the branch.
Identify the critical moments of truth and your strategy to ensure optimal service.

Q2. You are the Marketing Consultant to a new Management institute with adequate
financial resources setting up location in Greater Noida .What would be the service strategy
you would recommend to the institute? Based on this, outline and justify the Marketing
strategy the institute should implement for making it the number one institute in the area
within 5 years.

Q3. Major telecom companies in India have been accused of following similar marketing
strategies. Compare and contrast the Marketing strategies of Airtel and Vodafone. As a new
telecom operator with major international backing what would be the highlights of your
marketing strategy, with especial reference to Promotion, to differentiate yourself from the
established players?

Section C
(Compulsory Case study carries 15 marks. Read the case commencing on the next
page and answer the questions below. Question 1 carries 10 marks and question 2
carries 5 marks)

1. Critically analyze Starbucks’ Marketing strategy outlining the pros and cons of such a
strategy.

2. Is this strategy sustainable or will Starbucks eventually have to go for a a value for mc ney
strategy considering the Indian consumer? Give reasons for your answer.



StarBucks Deuivers UniQue VALUE THROUGH
Surerior EXPERIENCE

Tata Starbuchs

Starbucks has been spoken of as a shining example of an ex-
perience brand, a brand that provides a unique value to the
customers through experience. Three decades ago, Starbucks
Coffee Co, headquartered in Seattle, US, was just a small com-
pany. Now, :tisdaemid’ﬁargestcoﬁea chain, one of the
best-known brands in the world, and one of the ten most ad-
mired companies in America. The $11-billion-plus firm oper-
ates more than 20,000 stores across the world, about 60% of
them being company-owned coffee bars-and 40%, franchised

Consumers could get a cup of coffee from any coffee shop and at much lower prices. For instance, in New
York, a cup of coffee is available in other ordinary coffee shops at less than one third of the price at Starbucks.
However, customers do not mind paying that kind of money for enjoying a Starbucks coffee. Why do they
come back to a Starbucks cafe again and again and are willing to pay a higher price for Starbucks’ coffee? What

is the distinctiveness of Starbucks? What does it do so differently that makes it so much of a sought-after cafe?

Delivering Superior Experience to the Customers

The answer is simple; the custorners are not just gulping a cup of coffee in the café, they are aagayinga delight-
ful experience in the café, in the form of good refaxation, in an ambience of their liking, They love this experi-
ence, so they come back again. And there lies Starbuck’s distinctiveness. It displays a remarkable commitment
to providing customers ammmm%fmafapremmwﬁdmmmmmé&mm
the speciality of the experience is not over with the first visit, every visit is made enjoyable. The distinctiveness
is enhanced by the fact that the experience provided is totally sensorial. _

Achieving Superior Engagement with the Customers .

What is the factor underlying the superior experience Starbucks creates for the customers? It is the supe-
rior engagernent with the customers that does the trick for Starbucks, This would be evident from the very
definition of Starbuck’s business as given by its chairman, Howard Shultz. He says, “We are in the business of
human connection and engagement, creating communities in a third place between home and work™. In fact,
analysts have identified superior engagement with the customers as the main competitive advantage of the
brand. Starbucks does not vote for the ‘quick-service’ strategy of serving coffee in two minutes and sending the
customers out fast. It prefers to engage them. It encourages them to hang out in the cafe, rather than just rush-
ing in for a coffee and then dashing out. The Starbucks cafe provides comfortable, reasonably private seats. In
many of the outlets, it also offers free laptop-service and Wi-Fi facility. As a policy; the brand prefers to engage
the customers as long @s they wish to hang out. Some bigger outlets even host mini-concerts, thereby drawing
the customers in for a longer stay. The idea is to let the customers rejoice in a comfortable environment, relish
their coffee, chit-chat with friends. If you want to be left alone, you can choose your corner; the cafe provides
every customer the environment she seeks, '

Meticulous Attention to the Process ]
The setting, the ambience and the facilities together, constitute only one element that creates the special value
The product as such—the coffee——has an equally big role in creating the superior experience and value. The
attention Starbucks gives to the service-process Is the trump card here. In fact, the service-process is the heart
of any service business. Service process refers to the arrangement by which the service is actually produced
and delivered to the customer. Each step in the process is important; and the perfect execution of all these
steps results in the final delivery of the Starbucks satisfaction to the customer.

in the case of a coffee cafe, ‘making the collee’ constitutes the process. Starbucks assigns meticalous atten-

tion 10 every step in the preparation of the coffee. This care ensuras consistency in the preduct; every time

the coffee you expoct--the flavour, colour, thickness, tempardture. and swoetness—4s delivered. How does
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Starbucks ensure such consistency? It does so through thorough training of its stafi. For instance; for & training
session, WM&&%WW:MM The outlets remained dosed for a whole afternoon.
wmmm’tﬁmmm _mmwawmmfmm :

cmmmwmmwmwvmmmw'm mmmw_
for purchases to trade in for free drinks.
In shiort, Starbucks & not just abeutcoffes, mmmmmmwmm

itself ag a provider of a luxuey coffee-drinking experience. It has aloost changed mwmmm
cofiee,

s

RS 2

‘_3_‘1,‘3‘3 4l ol il il haall s 2ak ) S ) v



