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BRAINWARE UNIVERSITY 

Course – MBA   

 Services Marketing (MM402) 

 (Semester – 4) 

Time allotted:  3 Hours                                                                                       Full Marks: 70 

[The figure in the margin indicates full marks. Candidates are required to give their answers in 

their own words as far as practicable.] 

Group –A                                                      

                                                  (Multiple Choice Type Question)                                  10 x 1 = 10 

1. Choose the correct alternative from the following 

(i) _______________ is the difference between customer expectations and perceptions. 

 a. Customer Delight b. Customer Satisfaction  

 c. Customer Gap d. The Supplier Gap 

(ii) The most widely accepted services marketing model is based on the following 

presumed service differences. Except one. Which one is incorrect? 

 a. Inseparability b. Heterogeneity 

 c. Impressions d. Perishability 

(iii) _____________ is defined as the caring, individualized attention that the firm provides 

its customers. 

 a. Empathy b. Responsiveness 

 c. Sympathy d.  Assurance 

(iv) Which of the following is not an element of people? 

 a. Motivation b. Teamwork 

 c. Flow of Activities d. Customer Training 

(v) Charging customer different prices for essentially the same service is called 

 a. Price Discrimination b. Supply & Demand 

 c. Complementary d. Substitutes 

(vi) In service marketing, ‘Service scape’ refers to one particular marketing mix element, 

i.e. 

 a. Physical Evidence  b. Process 

 c. Place d. Promotion 

(vii) Services that occur without interruption, confusion or hassle to the customer is called 



MM402 / 2017 - 18 

 

Page 2 of 2 
 

 a. Seamless Service b. Service Audit 

 c. Functional Service d. Departmental Service 

(viii) The fact that service industry mostly follows zero-level distribution channel can be 

attributed to its characteristic feature of 

 a. Intangibility b. Inseparability 

 c. Heterogeneity  d. Perishability 

(ix) Which of the following is not true of services? 

 a. The customer is the input b. The customer takes an active part in 

the service 

 c. A service can be inventoried d. Production & Consumption occur 

simultaneously  

(x) Customer satisfaction can be defined by comparing  

 a. Predicted service & perceived 

service 

b. Predicted service and desired service 

 c. Desired service & perceived 

service 

d. Adequate service & perceived service 

Group – B 

                                                   (Short Answer Type Questions)                                       3 x 5 = 15 

Answer any three from the following 

2. Explain service marketing triangle. [5] 

3. Describe the concept of zone of tolerance. [5] 

4. Explain why standardization is important in service? [5] 

5. What are moments of truth? Elaborate with suitable example. [5] 

6. Describe the stages of new service development. [5] 
 

Group – C 

                                                    (Long Answer Type Questions)                                  3 x 15 = 45 

Answer any three from the following 

7.  Describe different types of pricing strategies adopted by service 

marketers. [15] 

8.  Describe the concept of service gap model. [15] 

9.  Explain the service recovery paradox and discuss the implications 

for a service firm manager. [15] 

10.  Discuss the SERVQUAL instruments used to analyse the service 

quality. [15] 

11.  Discuss with examples the elements of the extended marketing mix 

for services. [15] 
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