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EXPLANATORY NOTE

The purpose of studying the discipline “Services in event marketing” is to
develop professional competence, knowledge and skills fin order students can use
tools and technologies of event marketing in the service sector, taking into account
domestic and foreign experience.

Objectives of the discipline:

- inform students about the nature of the service sector, to present its
characteristics;

- consider the process of managing communication in the provision of services
in event marketing;

- inform about strategies, tactics, mechanisms and methods of providing
services in event marketing;

- develop in studentspractical skills and professional competencies necessary
for the event project manager.

The content of the curriculum corresponds to the level of
undergraduates’knowledge and skills to do this academic discipline. The success of
the study of the discipline “The Specifics of Event Marketing in particular spheres” is
ensured by the previous training of students in such disciplines as “Relationship
Marketing”, “General Event Marketing” and “Holistic marketing”.

As a result of studying the discipline "*Services in event marketing” a student
should know

- theoretical and methodological foundations of the process of providing
services in event marketing;

- national and cultural specifics of services;

- mechanisms for planning and creating services;

- communication channels in the service sector;

- features of consumer behavior in the market of services.

The master student should be able to:

- use strategies, tactics and methods of communication management in the
provision of services;

- analyze the needs and expectations of customers;

- apply tools to create a range of services of the company;

- use communication resources in event marketing;

- manage the process of providing services in event marketing.

The main forms of interim attestation are:

recitation;
analytical exercises;
project.

The recommended form of control is examination (14 term).

According to the study plan of Educational Establishment“Belarusian State
Economics University”, Specialty 1-26 80 05 Marketing, Specialization: Event
Marketing (in English) the total number of hours is 198, in-class hours- 62, lectures -
42 hours; seminars - 20 hours.



CONTENT OF STUDY MATERIAL

Plan
The following topics are included into the subject of the study:
Topic 1. Nature and characteristics of services
The difference between goods and service. Definition of services and service
complex. Characteristics of a service sector. Classification of services. Conceptual
model of marketing services.

Topic 2. Managing communications in the provision of services

Service as a communication system. Customer contact management. The
concept of “theater services.” Communicative behavior of employees and customers.

Topic 3. Consumer behavior on the market

Needs and expectations of customers. Components of customer expectations.
The process of acquiring services. Consumer behavior at different points in the
service process. Evaluation by consumers of the quality and efficiency of service.

Topic 4. Planning and creating services

Principles of formation of the range of services in event marketing. Assortment
company strategies. Requirements for creating new services. Stages of creating a new
service.

Topic 5. Managing service processes in event marketing
Service system of event-agencies. Ways to provide services. Intermediaries and
partners in event marketing. ldentify and correct deficiencies in service quality.

Personnel management in the process of providing services in event marketing.

Theme 6. Development and presentation of the concept of providing
services to a service company

Analysis of the services of Belarusian and foreign event-agencies.
Development of a block diagram of the provision of services by an event-agency.



CONTENT OF STUDY MATERIAL

TOPICS
2 TERM
(62 hours)
Ne Units Hours
Lectures Seminars
1. Nature and characteristics of services. The 4 2

difference between goods and service. Definition of
services and service complex. Characteristics of a
service sector. Classification of services. Conceptual
model of marketing services.
2. Managing communications in the provision of 8 2
services. Service as a communication system.
Customer contact management. The concept of
“theater services.” Communicative behavior of
employees and customers.
3. Consumer behavior on the market. Needs and 8 2
expectations of customers. Components of customer
expectations. The process of acquiring services.
Consumer behavior at different points in the service
process. Evaluation by consumers of the quality and
efficiency of service.
4. Planning and creating services. Principles of 16 2
formation of the range of services in event marketing.
Assortment company strategies. Requirements for
creating new services. Stages of creating a new
service.
5. Managing service processes in event marketing. 4 6
Service system of event-agencies. Ways to provide
services. Intermediaries and partners in event
marketing. Identify and correct deficiencies in service
quality. Personnel management in the process of
providing services in event marketing.
6. Development and presentation of the concept of 2 6
providing services to a service company. Analysis
of the services of Belarusian and foreign event-
agencies. Development of a block diagram of the
provision of services by an event-agency.
Total 42 20



tonic

i Part number

STUDY AND METHODICAL MAP THE SERVICES IN EVENT MARKETING

Unit, topic

Nature and characteristics  of

services. The difference between
goods and service. Definition of
services and  service complex.

Characteristics of a service sector.
Classification of services. Conceptual
model of marketing services.

Managing communications in the
provision of services. Service as a
communication  system.  Customer
contact management. The concept of
“theater services.” Communicative
behavior of employees and customers.
Consumer behavior on the market.
Needs and expectations of customers.
Components of customer expectations.
The process of acquiring services.
Consumer behavior at different points
in the service process. Evaluation by

consumers of the quality and
efficiency of service.
Planning and creating services.

Principles of formation of the range of
services in event marketing.
Assortment company strategies.
Requirements  for  creating new
services. Stages of creating a new

Lectures

16

IN CLASS ACADEMIC HOURS

Practical classes

Seminars

N

Laboratory classes

Individual work
(controlled)

L Pr

Lab

Other*

Handouts. Supportive
notes
[1-3;5;8,14]

Handouts.Supportive
notes
[1;3;5;8-9]

Handouts. Supportive
notes
[5-6; 14; 16]

Handouts. Supportive
notes
[1-5;8;9-13]

Knowledge control

Recitation

Recitation

Recitation

Recitation



service.

Managing service processes in event
marketing. Service system of event-
agencies. Ways to provide services.
Intermediaries and partners in event
marketing.  Identify and  correct
deficiencies in  service  quality.
Personnel management in the process
of providing services in event
marketing.

Development and presentation of the
concept of providing services to a
service company. Analysis of the
services of Belarusian and foreign
event-agencies. Development of a
block diagram of the provision of
services by an event-agency.

Total hours

42

20

Handouts. Supportive
notes
[1;3;5; 10-11]

Handouts. Supportive
notes
[2-5;8;15]

Recitation

Recitation

Credit



INFORMATIONAL AND METHODICAL PART
Literature
Main

1 Allen, J. Event Planning: the Ultimate Guide to Successful Meetings,
Corporate Events, Fund-raising Galas, Conferences, Conventions, Incentives and
other Special Events / J. Allen. - Canada: John Willey and Sons Canada Ltd., 2009. -
417 p.

2. Brown, S. Essential Tips for Organizing Conferences and Events /
S. Brown [and others]. - London: Routledge, 2006. - 160 p.

3. Gentsch, P. Al in Marketing, Sales and Service / P. Gentsch. -
Switzerland: Springer Nature Switzerland AG, 2019.-271 p.

4. Goldblatt, J. Special Events: Creating and Sustaining a New World for
Celebration / J. Goldblatt. // The Wiley Event Management Series: 7th ed. — Wiley,
2013.-406 p.

5. Hoffman, D. Services Marketing: Concepts, Strategies, & Cases /
D. Hoffman, E. G. John Bateson. - Fourth Edition. - Mason: Cengage Learning,
2010.-461 p.

6. Homer, S. Leisure Marketing. A Global Prospective / S. Homer,
J. Swarbrooke. - Great Britain: ELSEVIER Batterworth-Heinemann, 2005. - 412 p.

Additional

7. Allen, J. Confessions of an Event Planner / J. Allen. - Canada: John
Willey and Sons Canada Ltd., 2009. - 261 p.

8. Leonard, H. Event Marketing: How to Successfully Promote Events,
Festivals, Conventions, and Expositions / H. Leonard. — New-York: JOHN WILEY
& SONS, INC,, 2002. - 252 p.

9. BeksuT, . TMpopaBass He3pumoe: PyKOBOACTBO MO COBPEMEHHOMY
MapKeTUHry ycnyr /I"appu beksut; lMep. ¢ aHrn. - M.: AnbnuHa Ma6bnunwep, 2012. -
220 c.

10. [OemueHko, E.B. MapKeTuHr ycnyr: Teopus, MeTOAO0NOrUA, MNpaKTuKa:
mMoHorpagusa / E.B. JemueHko. —MwuHck: MBL, MuHguHa, 2009. —280 c.

11.  Hasumko, A. CoObITUNHBLIAMAPKETUHI: PYKOBOACTBO A1 3aKa3uMKOB Y
ncnonHutenen / A. Hasmmko. — M.: BepwuHa, 2007. — 112 c.

12.  Tlacmypos, A.4. KaKath(heKTMBHOMNOATOTOBUTbUMPOBECTU
KOH(bepeHUMIO, CeMMHap, BbicTaBky / A. A. MacmypoB. — CI16.: Mutep, 2006. —
272 c.



13.  PomaHuoB, A.H. Event-mapkeTuvHr: CywHOCTb W  0OCOBEHHOCTMU
opraHusaumm / A. PomaHuoB. — M.: Jawkos n K, 2009. - 116 c.

14.  Cbtoann, K. KnneHTbl Ha BCO Xn3Hb / K. Cbtoann, Mon b. bpayH. - M.:
MaHH, ViBaHOB 1 ®Pepbep, 2012. - 232 c.

15. Xanbuybayap, Y.Event-meHemxmeHT / Y. Xanbuybayap, 3. WeTTuHrep,
B. KHayce, P. Mo3sep, M. Llennep; [nep. ¢ Hem. T. ®omuHon]. — M.:3kcmo, 2007. —
382 c.

16. LWymoBun4y, A. BeniMKOMEMHbIE MeponpuATUA: TEeXHONIOTUX W NpaKTUKa
event- management / A. LLlymoBuy, A. bepnos. - M.:MaHH, VBaHoBU®epbep, 2008.
— 336 ¢C.



Methodical recommendations for students’ independent work on
Communication Design

Students’ independent work is a vital part of learning the subject matter. It is
recommended to devote 2-2,5 hours of individual work to prepare for a 2-hour
seminar.

The main focus areas of students’ independent work are:

- initial detailed leamingstudyprogram;

- learning the proposed list of literature, references on the subject, its
availability in the library, finding additional literature;

- preparation for seminars according to the developed plan including study
main and additional literature for seminars;

- preparation for the credit.
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