Table 5.2. Specification of subjects 

	Study program: Economics

	Name of the subject: Services Marketing

	Teacher(s): Prof. Suzana Djukić, PhD, Prof. Goran Milovanović, PhD

	Status of the subject: compulsory at the module Marketing/ elective at the module Tourism Management

	Number of ECTS credits: 5

	Conditions: 

	Subject goal

In the modern knowledge-based economy, competitive advantage is increasingly gained through the delivery of not only physical products but also services that contribute to creating superior value for all stakeholders. Intensive changes in the environment force all organizations to position themselves as market-oriented systems. The specificities of services, which cause significant challenges for effective and efficient management, require the development of appropriate marketing strategies and programs within the market-oriented management of various organizations and institutions. Service marketing is essential for improving the business performance of different organizations and institutions. The goal of the Service Marketing course is to equip students with the necessary knowledge and skills to effectively manage the supply and demand of services.

	Outcome of the subject 

By mastering this course, students acquire current and integrative knowledge and skills for engaging in marketing activities in various enterprises, public services, research organizations, specialized agencies, and government offices, particularly in the service sector. The ability to develop efficient and effective marketing strategies in the service sector provides a solid foundation for applying holistic marketing in practice and solving various business problems.

	Subject content

Theoretical teaching
The concept, development, and perspective of service marketing, development of service offering strategy, the process of developing a new service, creating a service offering brand, physical environment and services, service pricing strategy, integrated marketing communication strategy for service organizations, place and time of service delivery, managing service supply and demand, managing service processes, people as an element of service, internationalization of services, implementation and control of service strategy.
Practical teaching
Independent research work by students – researching the theory and practice of service marketing.

	Literature 
Сенић, Р., Сенић, В., Менаџмент и маркетинг услуга, Призма, Крагујевац, 2008.
Zeithaml, A. V., Bitner, J. M., Gremler, D. D., Services Marketing, Integrating Customer Focus Acrtoss the Firm, McGrawHill, 2013.

	Number of active teaching classes
	Theoretical teaching: 2
	Practical teaching: 2

	Method of carrying out the teaching 

Lectures, solving practical examples, defending seminar papers, presentations, discussions, individual and group work

	Evaluation of knowledge (maximum number of points 100)

	Pre-exam obligations
	Points
	Final exam
	Points

	Participation in lecturing classes
	20
	Oral exam
	50

	Participation in practical course work
	10
	
	

	Reading assignments
	
	
	

	Writing assignment (essay)
	20
	Total
	100


