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Attempt all the questions. 

SECTION-A (25 marks for each question)

1. What could possibly constitute the external environment factors for newly constituted IDFC Bank for its foray into the insurance business in India? Explain your answer. 
2. Explain how service marketing is “a game of promises & quality”?  Explain the answer with reference to ServQual model of service quality?

Section-B

Case Study (50 Marks)

NEPC Airlines was promoted by the Khemkas, the Chennai based Marwari business family. They took advantage of the second wave of liberalization in the aviation sector in the early nineties, to venture into air transportation business. The NEPC group is still in the business of processed food (atta), windpower, textiles etc. But they failed in their airline venture. 

The aviation sector was opened up partly after the return of Mrs. Indira Gandhi to power in 1980. Feeder routes to small cities were charted and a separate airline, Vayudoot was formed.  By the nineties private participation was allowed and a rash of smaller airlines came into picture plying through feeder routes like Nagpur, Bhopal , Raipur, Jagdalpur, Goa etc. 
NEPC Airline had the Dornier aircrafts, which are small, seating about 25 people with the luggage compartment designed in the snout. It flew short and non-metro destinations like Indore, Pune, Nagpur, Mysore, and the bigger cities of South like Bangalore, Chennai etc.
It came into the news by quickly taking over a few smaller airline companies like East-West Airlines. Span airlines etc. But the government restrictions, limiting its flights only on non-feeder routes, and intense competition brought down tis operating margins.
But the biggest problem it faced was in getting the professionally trained personnel- flight, ground and marketing. It also never could position itself in the minds of the passengers vis-à-vis Jet airways, Modiluft (now defunct), Air Sahara (now defunct).

Case Questions:

i. 
Do services have different characteristics from goods? 




       (15) 

ii. 
Can u explain why, although NEPC was strong in goods, it failed in a service venture? 
       (20) 
iii. 
Are airline service industries under heavy government control? Explain. 


       (15) 
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Attempt all the questions. 

SECTION-A (25 marks for each question)

1. 
Sanjay Narang has a chain of restaurants in his Mars group, like Dosa Diner, Not just jazz, By the Bay, Roti etc.  Explain the utility of the restaurateur to classify services for his marketing? 

2.
Critically assess methods used by banks to develop ongoing relationships with their customers?

Section-B

Case Study (50 Marks)

JW Marriott Success Story & Case

Study – At Marriott, we never stop searching for inventive ways to serve our customers, provide opportunities for our associates, and grow our business. The company that began as a nine-seat A&W root beer stand is recognized today as a top employer and for its superior business operations, which it

conducts based on five core values: put people first, pursue excellence, embrace change, act with integrity, and serve our world.  “Success seems to be connected to action. Successful people keep moving. They make mistakes, but they never quit.”-J. Willard Marriot

On Management: “Take care of your people and they will take care of your customers.”

On Innovation: “Great companies are built by people who never stop thinking about ways to improve the business.”

On work: “No person can get very far in life working 40 hours a week.”

On success: “It’s the little things that make big things possible. Only close attention to the fine details of

any operation makes the operation first class.”

On entrepreneurship: “I have always felt that America is the land of unlimited opportunities for those who will ‘pay the price.’ “

Story Start

It all began with an A&W root beer stand. Founder J. Willard Marriott and his wife, Alice, got their young

business off the ground by quenching people’s thirst during Washington D.C.’s hot, muggy summers. Good food and good service at a fair price became a guiding principle for Hot Shoppes restaurants–and for Marriott International as it grew. With a philosophy of hard work, clean living, and a sometimes obsessive commitment to perfection, J. Willard Marriott turned a nine-stool root beer stand into one of the fastest-growing, most diversified and most profitable companies in the highly competitive American food and lodging business. J W Marriott biography.
Like many of the 20th century’s early entrepreneurs, Marriott was born into poverty and went to work early in life. The son of a poor Mormon sheepherder, he began tending his father’s flocks at the age of 8. By 14, he was taking sheep to market by rail from Ogden, Utah, to cities as far away as San Francisco and Omaha. Marriott may have remained on the ranch if not for the Mormon Church’s requirement that all members perform missionary service.

At the age of 19, Marriott traveled east to preach the Gospel. For two years he wandered New England, finally ending up in Washington, DC. After experiencing the hot, humid Washington summer, he thought to himself that if he could find a nice cold drink to sell there, he could make a lot of money. But the idea would have to wait. When Marriott returned to Utah, he discovered that his father, along with most sheepherders, had gone bankrupt because of an economic downturn that had caused the price of sheep to plummet. Having witnessed enough poverty and wanting to build a better future, Marriott, who never graduated high school, decided to complete his education. He talked his way into Weber State College, a community college that had recently been established in Ogden. Marriott cut a deal with the school’s president (who just happened to be Marriott’s former seventh-grade teacher), under which he would pay for his tuition by teaching theology classes. After two years at Weber, Marriott felt it was time for him to transfer to the University of Utah. To earn money for tuition, he took a job selling woolen underwear to lumberjacks in the Pacific Northwest. During Marriott’s senior year at the University of Utah, an A&W root beer stand opened in Salt Lake City. Impressed by its success and remembering his experience as a missionary, Marriott purchased the Washington-area A&W franchise.

With $1,500 of his own money and a $1,500 loan, Marriott opened a nine-stool root beer stand on 14th   Street in Washington, DC, on May 20, 1927. With the help of his new bride, Allie, Marriott ran the stand all summer with great success, but as winter approached, sales fell flat. Recognizing the seasonal nature of the soft-drink business, he got permission from A&W to add food service and opened his first Hot Shoppe. That winter, while Marriott waited on customers, his wife cooked chili, tamales and barbecue-beef sandwiches made according to recipes donated by the chef of the nearby Mexican Embassy. Employing shrewd promotional tactics-such as giving out free root beer coupons on street corners-and focusing on offering quality food at low prices, Marriott quickly expanded his operations by adding two more locations.

Always looking for new ways to improve his company, he bought the vacant lot next to one of his Hot Shoppes, removed the curb, and began offering the first drive-in service on the East Coast. Waiters, called “curbers,” ran food to customers on a tray with a fold-up bracket that clamped to the top of a car door. Customers loved it, and soon all three Hot Shoppes offered drive-in service. The move fueled further expansion, and by 1932, Marriott had seven Hot Shoppes in the Washington area and was close to being a millionaire. Marriott’s next innovation came in 1937. At Hot Shoppe No. 8, which sat near Hoover National Airport (the current site of the Pentagon), Marriott noticed that airline passengers would stop off at the Hot Shoppe to pick up a box lunch to eat aboard the plane. A genius at finding a need and filling it, Marriott decided to pre-box meals and sell them directly to the airlines, giving birth to the in-flight catering industry. Within a year, he was servicing 20 daily flights out of Hoover.

As America readied for war in 1942, Marriott juggled 24 Hot Shoppes in Washington, DC, Philadelphia and Baltimore. While World War II caused Hot Shoppe revenue to drop, it also presented a new opportunity. Marriott began managing cafeterias in government office buildings and war-production factories. When WWII ended, prosperity returned and customers flooded the Hot Shoppes. By 1953, Marriott’s nine-stool root beer stand had grown to 56 restaurants, serving a total of 30 million customers per year.

After 30 years in the food business, Marriott took the biggest gamble of his career. He opened his first motor hotel, The Twin Bridges, near the Washington National Airport, just a stone’s throw from Hot Shoppe No. 8, on eight acres of land he purchased three years earlier. In 1953, travel was on the rise, and airline experts accurately predicted that passenger jets would soon be flying in and out of National Airport. It became obvious to Marriott that the land he had purchased would be an ideal spot for a motor hotel, and that such a hotel would represent “the logical extension of Hot Shoppes’ traditional concern for the American family on wheels,” he later recalled. With a $7 million price tag, the 370-bed Twin Bridges was the largest motel in the world.
By 1963, more than 35 years of virtual nonstop work were beginning to take their toll, and Marriott was ready for a change. He decided the time had come for a handpicked, hand-trained Marriott to run the company, and he tapped his eldest son, Bill Jr., for the job. One year later, the company changed its name to Marriott Hot Shoppes Inc., and Bill Jr. was named president.

In 1967, the company name changed again, to Marriott Corp., and in 1968, was listed on the New York Stock Exchange. That same year, Marriott acquired the Big Boy Restaurants, and a year later, developed the Roy Rogers chain to compete with McDonald’s. The company further diversified with the launch of Sun Line Cruise Ships and Marriott World Travel, and then spent $250 million on three Great America theme parks.
Bill Jr. succeeded his father as CEO in 1972. Throughout the 1970s and ’80s, Marriott Corp. continued to

expand its hotel business, concentrating primarily on business travelers. Marriott remained chairman of the board, but left day-to-day operations to his son.

On August 13, 1985, J. Willard Marriott died of heart failure. He left behind a hotel chain, several restaurant chains and flight kitchens serving 150 airlines. His empire was worth more than $3.5 billion. By 1999, Marriott International had become the 13th-largest employer in the United States, the second-largest lodging company in the world, and was operating or franchising more than 1,900 hotels.

Core Values

We Put People First “Take care of associates and they will take care of the customers.” This is our founder’s philosophy and it has made Marriott International a great place to work for more than 85 years. Our people first culture has consistently earned us awards and recognition around the globe. Giving associates opportunities to grow and succeed is part of the company’s DNA.

We Pursue Excellence

Our dedication to the customer shows in everything we do. Marriott’s reputation for superior customer service dates back to J. Willard Marriott’s original goal for his business: “good food and good service at a fair price.” We take pride in the details—every day, in every destination worldwide.

We Embrace Change

Innovation has always been part of the Marriott story. The Marriott family helped shape the modern hospitality industry. We’re driven to continually challenge the status quo and anticipate our customers’ changing needs with new brands, new global locations and new guest experiences.

We Act with Integrity

How we do business is as important as the business we do. We hold ourselves to uncompromising ethical and legal standards. This extends to our day-to-day business conduct, our employee policies, our supply chain policies, our environmental programs and practices, and our commitment to human rights and social responsibility.
We Serve Our World

Our “spirit to serve” makes our company stronger. We support the communities where we live and work. Marriott International focuses on five global social issues: poverty alleviation, the environment, community workforce development, the wellbeing of children, and global.

Case Questions:

i. 
Explain the reasons for the success of JW Marriott inspite of tough competition from other prominent chain of five star hotels? 






       (25) 

ii. 
Analyse that was JW Marriott able to apply the principles of services marketing in its success, specially referring to the characteristics of services marketing? 



       (25)

