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	COURSE DESCRIPTION CARD

NOTE:   If the course consists of lectures and classes, the Course Description applies to both forms 

               of teaching

	1.  Course title: International Services and Experiences Management & Marketing

     

in Polish: Międzynarodowe usługi i doświadczenia w zarządzaniu i marketingu 

     


	2.  Course code …

Number of ECTS credits: 2
Course completion method: Lectures

Course commenced/Year: 2014/2015



	3. Faculty: Management



	4. Field of Study: International Business



	5. Department of the Field of Study Coordinator: Department of Tourism 



	6. Name of tutor:  Marcello Mariani   Lectures: 14                  Classes x                   Lab classes x

    Examiner: Marcello Mariani

	7. Tutor’s department: University of Bologna, Department of Management

	8. Number of contact hours with students:

Type of course

Full time study

Part time study

Lectures

14 hours

Classes

Foreign language classes

Lab classes 

Seminars 

Introductory Seminars

Other

Total hours
14

Examination (hours)



	9.  Course timeframe (no. of semesters) 1
     Course commencement / Year 2014/2015
     Course commencement / Semester 3

	10. Stage of tertiary education - Bachelor, Master 

    

11. Course status

⁯   Optional


	12. Requirements 

         Compulsory:

         Recommended: Basic Marketing



	13. Course objectives:

This course aims at integrating the concepts provided in traditional International Service Management courses with new insights from the conceptual framework elaborated by Joseph Pine and James Gilmore in their best selling book “The Experience Economy”. 

Apparently we currently live in a service economy, wherein customer relationships are the key to long-term profitability. In order to build effective customer relationships, companies need to be oriented to customers and to constantly improve and innovate services. Nonetheless the next step of evolution for our economy is the experience economy, wherein customers’ experiences rather than services are the economic offerings in highest demand, thus generating the highest value returns.

Given this premise, for a business to be competitive it needs to be oriented towards the orchestration of memorable experiences and events that will be later delivered to customers. Accordingly, companies should move from a customer relationship management approach to markets (typical of service economies) to a different paradigm termed as customer experience management if they want to maintain and cultivate a sustainable competitive advantage. This is particularly true in industries such as hospitality & tourism and entertainment, where several business cases will be analysed. 



	14. Teaching and learning methods:

Interactive teaching by combining lecture, class room discussion, business cases discussion.



	A.  Direct student/teacher contact hours:

No.

Teaching methods

Description

Number of teaching hours

Full time study

Part time study

1.

Lecture

8

2.

Discussion 

2

3.

Case study 

2

4.

Presentation 

2

Total

AS:14

AN:



	B.   Self-study hours:

No.

Learning methods

Description

Number of hours

Full time study

Part time study

1.

Reading

16

2.

Case study

10

3.

Preparation of presentation

10

Total

BS: 36

BN:

Total AS+BS = 50 




Total AN+BN = …….

Examination (E) = 0




Examination (E) =…….

Total AS+BS+E= 50




Total AN+BN+E = …….

	15. Key words:

International, Services and Experiences Management & Marketing, Experience Economy

	16. Course content:

1. Introduction to the International Experience Economy 

2. Trends in the Service and Experience Economy

3. Experience Management Systems in the Hospitality & Tourism Industry, Eno-gastronomy and Entertainment: International Cases

A selection of cases will be used depending on the time available among the following ones:

· Hong Kong Disneyland & EuroDisney

· EMI & “Fireworks” by Katy Perry

· User Generated Content in the Web 2.0: impact on H&T (Tripadvisor, Wikitravel etc.)

· “In Rainbows” by Radiohead

· Armani Hotel

· Heineken Jamming Festival

· Eataly & David Garrett

· Vinopolis

· Cirque de Soleil

· Munich Airport

· Lufthansa

· The Rossini Opera Festival

· The Pink Night of the Riviera Romagnola

· Mirabilandia

· The Santa Claus Village



	17. Student learning outcome achieved in the course, as related to the outcome intended for the field of study. Methods of outcome achievement evaluation.

Student learning outcome intended for the field of study / Symbols 

Student learning outcome achieved in the course 

Methods of assessing  student learning outcome achieved in the course

Documentation

                                                                         Knowledge
IB1_W09

IB1_W19

Students have  basic knowledge on specificity of management on international markets and know basic standards of management of international business: 

1. Understand what makes an experience different from a commodity, a product, a service 

2. Have knowledge on how management and marketing in experience-staging organizations differ from management and marketing in service-producing and manufacturing organizations

3. Understand the importance to juxtapose an effective customer experience management system to an adequate customer relationship management system 

Class discussion and presentation

Presentation document

                                                                             Skills
IB1_U02









IB1_U15 

Know how to use basic theoretical knowledge on international business to interpret and analyze entities on national and international markets. Student is able to apply the experience economy ideas to a selected number of international case-studies spanning the hospitality & tourism and entertainment sectors

Know how to prepare oral presentations in English with the reference to basic theoretical issues and different sources of information  in international business 

Class discussion and presentation; case analysis

Presentation document

                                                                          Social skills
IB1_K02

Is able to interact in a group consisting of different cultures  - learn to interact with other students and teacher during class discussion.
Class discussion and preparation of presentation.

Presentation document



	18. Methods of grading student performance:

No.

 Student performance assessment methods and course completion requirements

Description

Percentage of the final grade

1.

Final presentation

Presentation prepared by students in ppt

100%

2.

3.

* If students are required to earn credits and pass an exam, the credit accounts for at least 30% of the final grade



	19. Reading list

      Compulsory reading list:

Pine, Joseph B. II and James H. Gilmore, (1998) “Welcome to the Experience Economy,” Harvard Business Review, July-August 1998. 

Pine, Joseph B. II and James H. Gilmore,  (1999) The Experience Economy, Harvard Business School Press, Boston. (Chapters 1-6)

      Recommended reading:

Helkkula, Anu (2011) “Characterizing the concept of service experience” Journal of Service Management, 22 (3): 367-389. 

Mariani, M.M., Baggio, R., Buhalis, D., Longhi, C. (eds.), 2014, “Tourism Management, Marketing and Development: the Importance of Networks and ICTs”, New York: Palgrave.

Mariani, MM, Cattani, G., Ferriani, S., Mengoli, S., 2013, “Tackling the ‘Galácticos’ Effect: Team Familiarity and the Performance of Star-Studded Projects”, Industrial and Corporate Change, 22 (6): 1629-1662.



	20. Language of instruction:

English

	   21. Tutors’ recommendations:
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