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Course unit 
title  

Service Management (Dienstleistungsmanagement) 

Module Special fields of study „Consulting and Project Management” 

Prerequisites Business Studies I and Business Studies II 

Responsible 
for the module 

Prof. Dr. Engel Language of 
instruction 

English 

Type of course 
unit 

Optional course Number of ECTS 2 

Level of 
course unit 

Second year of studies Semester Winter semester 

Mode of 
delivery 

Face-to-face Planned learning 
activities and 
teaching 
methods 

Lecture and case studies 

Assessment 
method(s) 

Final written examination 
(90 minutes) 

Assessment 
criteria 

n.a. 

Max. 
Participants 

25 Enrolment Online 

Recommended 
optional 
programme 
components 

n.a. 

Course 
contents 

Introduction into the basic principles of service management with special 
emphasis on service design, operation and marketing. 

Critical discussion of ongoing development and activities by case studies, 
particularly how technology as well as changing consumer behavior affect 
existing business models in the expanding world economy. 

The students are requested to work on case studies. They will apply and 
transfer their knowledge, analyze and evaluate various aspects of services 
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management. 

Learning 
outcomes of 
the course unit 

Service science is a new, interdisciplinary field that combines business and 
technological knowledge to succeed in coping with the challenges of the service 
and information-based economy. During this course, primary theoretical 
concepts related to service and service management will be introduced and 
discussed to the end that participants are able to internalize the concepts and to 
creatively use them in an applied context. 

The participants will: 

• have an in-depth insight in managing and delivering services and will be 
able to critically reflect challenges and approaches based on sound 
concepts and theories, particularly regarding the characteristics and 
challenges of service management, the design of service strategies and 
service operations and the definition and measurement of service quality. 

• develop an understanding of the “state of the art” service management and 
customer service-oriented thinking.  

• be able to apply and transfer their knowledge, analyze and evaluate various 
real-world aspects of service management. 

Recommended 
or required 
reading 

Wilson, A., Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2012). Services 
marketing: Integrating customer focus across the firm. McGraw Hill. 

Macintyre, M., Parry, G., & Angelis, J. (Eds.). (2011). Service design and 
delivery. Springer Science & Business Media. 

Macaulay, L. A., & Wilby, J. (2012). Case studies in service innovation. I. Miles, 
Y. L. Tan, L. Zhao, & B. Theodoulidis (Eds.). Springer New York. 

Cinquini, L., Di Minin, A., & Varaldo, R. (Eds.). (2013). New business models 
and value creation: A service science perspective. Milan: Springer. 

Work 
placement 

n.a. 

Additional 
Information  

Participants should 

• come to each class well prepared to be able to discuss the required 
readings and assigned cases in detail. 

• actively participate in lectures as much of the learning required to pass the 
exam will come from discussions during class. 
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