
BEYOND LECTURES: 
INSIGHTS FROM BUSINESS

DISCIPLINES 
(REFLECTIONS, 

TRANSFORMATIONS, AND 
THE HUMAN SIDE OF TEACHING)

FACULTY OF BUSINESS AND MANAGEMENT
UiTM CAWANGAN JOHOR

SECOND EDITION



Beyond Lectures: Insights from Business Disciplines

Beyond Lectures:
Insights from Business Discipline-
(Reflections, Transformations, and the Human

Side of Teaching)

Chief Editor
Dr. Azila Jaini



Beyond Lectures: Insights from Business Disciplines

Second Edition 2026
© Universiti Teknologi MARA (UiTM) Cawangan Johor Publications

Universiti Teknologi MARA
Cawangan Johor

Malaysia

All rights reserved.

No part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form
or by any means – electronic, photocopying, recording, or otherwise – without prior written permission
from the publisher.

National Library of Malaysia
Cataloguing-in-Publication Data

Beyond Lectures: Insights from Business Disciplines
(Reflections, Transformations, and the Human Side of Teaching)

ISBN: 978-629-7647-09-8

Patron:
Assoc. Prof. Dr. Saunah Zainon
(Rector, UiTM Cawangan Johor)

Advisors:
Dr. Nor Hazila Ismail

(Deputy Rector, Academic Affairs, UiTM Cawangan Johor)

Cik Nurul Haida Johan
(Head, Faculty of Business and Management, UiTM Cawangan Johor)

Chief Editors
Dr. Azila Jaini

Editors
Dr. Nor Azairiah Fatimah Othman, Dr. Juliana Abdul Kadir, Dr. Tan Yan Ling, Dr. Dalila Abu Bakar,
Dr. Zarith Sofia Jasmi, Dr. Suhaidi Elias, Dr. Siti Noradiah Amar, Yuslizawati Mohd Yusoff, Rudza
Hanim Mohamed Anuar, Syaidatul Zarina Mat Din, Nazihah Omar, Tay Bee Hoong, Zanariah Abdul

Rahman, Norhasniza Mohd Hasan Abdullah, Nur Liyana Mohamed Yousop

Published by:
Universiti Teknologi MARA Cawangan Johor
Faculty of Business and Management
Research and Publication Unit,
Jalan Universiti, Off KM12 Jalan Muar,
85000 Segamat, Johor, Malaysia
Tel: (60)079352000
Fax: (60) 079352277

http://johor.uitm.edu.my
Printed in Malaysia



Beyond Lectures: Insights from Business Disciplines

i

TABLE OF CONTENTS

PREFACE

FOREWORD

CHAPTER 1: Transformative Teaching Pedagogies

1 Bringing Technical Analysis into Real Life
among Students

Nurul Haida Johan, Ruziah A.Latif,
Zaibedah Zaharum, Mardziyana
Mohamad Malom

1-5

2 Innovative Teaching Strategies:
Transforming Higher Education in Preparing
Gen-Z for Future Workforce Demands

Yuslizawati Mohd Yusoff,
Khairunnisa Rahman

6-8

3 Gamification in Blended Learning: A
Reflective Case from INV537

Nurulashikin Romli, Tan Yan Ling,
Jannah Munirah Mohd Noor

9-15

4 Reflection on Transforming Quantitative
Learning through Scenario-Based Group
Case Studies

Sharazad Haris, Wan Mohd Farid
Wan Zakaria, Norashikin Ismail

16-18

5 The Importance of Project-Based Learning
in Understanding Management Theories
Through Real-Life Applications: UiTM Johor
Case Study

Muruga Chinniah, Nur Adilah Hj
Saud, Mazlina Ismail

19-22

6 Experiential Financial Education through
SULAM: Bridging Financial Theory and
Practice in Community Engagement

Syamsyul Samsudin, Nik Nur
Shafika Mustafa

23-26

7 TikTokPreneur Lab BMC Model: An
Experiential Digital Entrepreneurship Model
for ENT300 Through Affiliate Marketing
Innovation

Jannah Munirah Mohd Noor,
Nurulashikin Romli, Tan Yan Ling

27-30

8 Can Marketing Lessons Go Beyond the
Classroom?

Nur Auni Afifah Abdul Karim, Azila
Jaini, Sharmin Baba

31-34

CHAPTER 2: Technology-Enhanced Education
9 From Fundamentals of Marketing to Digital

Strategy: Reflective Lessons for Impactful
Teaching in a Digital Age

Muhamad Khodri Kholib Jati,
Suzana Hassan, Oswald Timothy
Edward

35-38

10 Ethical Challenges of Artificial Intelligence in
Higher Education: Balancing Innovation and
Academic Integrity

Norhasniza Mohd Hasan Abdullah,
Tay Bee Hoong, Masitah Omar

39-42

11 Integrating Technology and Artificial
Intelligence in Teaching Business Students

Dalila Abu Bakar, Nur Auni Afifah
Abdul Karim, Nor Zubaidah Nor
Albashri, Noor Insyirah Mohsin

43-46

12 Educating the Head, Heart and Hand: A
Listening Pedagogy for the AI Era

Ahmad Syahmi Ahmad Fadzil, Nor
Zubaidah Nor Albashri

47-51



Beyond Lectures: Insights from Business Disciplines

ii

13 Does AI Enhance Students’ Thinking? Azila Jaini, Sharmin Baba, Nur
Auni Afifah Abdul Karim

52-55

14 Teaching Economics in the Age of AI Nur Fatihah Shaari, Mohd Azim
Sardan, Bazri Abu Bakar

56-61

CHAPTER 3: Engaging Learning Challenges

15 Beyond the Theory: Navigating Student
Engagement in Perceived as Dry Subjects

Tay Bee Hoong, Masitah Omar,
Norhasniza Mohd Hasan Abdullah

62-67

16 Challenges in Teaching Islamic Finance Maizura Md Isa, Nor Hazila Ismail 68-71

17 From Confusion to Curiosity: Introducing
Research Methods to Undergraduate
Students

Nurul Aien Abd Aziz, Aflah Isa, Nik
Nur Shafika Mustafa

72-76

18 Teaching a 'Cold' Subject with a Warm
Heart

Rohanizan Md Lazan, Roha Mohd
Noah, Nurul Aien Abd Aziz, Nor
Hadaliza Abd Rahman

77-80

19 Emotional Barriers in Teaching Quantitative
Finance: Addressing Numerophobia in
Students

Husnizam Hosin, Yuslizawati Mohd
Yusoff, Mohd Hakimi Harman

81-85

20 Encouraging Student Engagement through
Strategic Learning Challenges

Zanariah Abdul Rahman, Syaidatul
Zarina Mat Din, Akmal Aini
Othman, Norashikin Ismail

86-88

21 Reflections on Basic Econometrics:
Challenges, Strategies and Insights

Tan Yan Ling, Nurulashikin Romli,
Jannah Munirah Mohd Noor

89-93

CHAPTER 4: Practical Finance Readiness
22 Smart Diversification: Teaching Students

How to Build Resilient Portfolios in
Uncertain Markets

Nik Nur Shafika Mustafa, Che
Khalilah Mahmood, Aflah Isa, Nurul
Aien Abd Aziz

94-96

23 Empowering Financial Literacy: The Role of
Educators as Mentors and Guides in
Financial Planning

Aflah Isa, Nik Nur Shafika Mustafa,
Nurul Aien Abd Aziz

97-100

24 Preparing University Students for Financial
Reality: Addressing Investment Scams

Ruziah A Latif, Nurul Haida
Johan, Zaibedah Zaharum,
Mardziyana Mohamad Malom

101-104

25 Teaching ESG and Investment Risk:
Transforming Finance Education for a
Sustainable Future

Husnizam Hosin, Mohd Hakimi
Harman, Yuslizawati Mohd Yusoff

105-109

26 Highlighting the Importance of Financial
Literacy for Generation Z

Yuslizawati Mohd Yusoff,
Husnizam Hosin, Mohd Hakimi
Harman

110-112

27 Reflections in Teaching Personal Financial
Planning to Part-time Distance Learners

Nurul Aien Abd Aziz, Rohanizan
Md Lazan, Roha Mohamed Noah,
Nor Hadaliza Abdul Rahman

113-117

28 The Role of Interactive and Video-Based Zaibedah Zaharum, Ruziah A. 118-122



Beyond Lectures: Insights from Business Disciplines

iii

Platforms in Supporting Blended Learning in
Malaysia Higher Education

Latif, Nurul Haida Johan,
Mardziyana Mohamad Malom

CHAPTER 5: Human-Centred Education
29 Embedding MQF 2024, Outcome-Based

Education and Sustainability in Higher
Education: A Reflective Teaching Case
Study in Investment Analytics

Oswald Timothy Edward,
Basaruddin Shah Basri, Kamal
Fahrulrazy Rahim, Zarith Sofia
Jasmi

123-127

30 Learning by Serving in SULAM Advocacy:
Evidence on Values Formation and
Industry-Ready Skills

Mardziyana Mohamad Malom,
Ruziah A. Latif, Nurul Haida Johan,
Zaibedah Zaharum

128-133

31 Marketing the Classroom: Co-Creating
Value, Trust and Engagement in Higher
Education

Sharmin Baba, Azila Jaini, Nur
Auni Afifah Abdul Karim

134-137

32 Building a Learning Organization in the
Classroom

Khairunnisa Rahman, Rudza
Hanim Mohamed Anuar, Nazihah
Omar, Yuslizawati Mohd Yusoff

138-141

33 Role of Educators as Mentors, Guides and
Learning Designers from Academicians'
Perspective in Malaysia.

Mazlina Ismail, Nur Adilah Saud,
Muruga Chinniah

142-145

34 Universal Design for Learning for
Neurodivergent Students: Journey towards
Inclusive Education

Nazihah Omar, Khairunnisa
Rahman, Rudza Hanim Mohamed
Anuar, Ferri Nasrul

146-149

CHAPTER 6: Human Side of Teaching
35 The Evolution of Service Marketing Nur Adilah Saud, Mazlina Ismail,

Muruga Chinniah
150-153

36 Professional Growth as an Economic
Educator

Siti Noradiah Amar, Nur Fatihah
Shaari, Norfariza Mohd Ali

154-157

37 The Role of Educators as Mentors and
Guides in Contributing Knowledge to SME
Entrepreneurs

Shaherah Abdul Malik , Noreen
Noor Abd Aziz, Nurul Aien Abd
Aziz

158-163

38 Role Boundary Conflict in Academia:
Integrating Boundary Theory and Social
Power Perspectives

Zuraidah Sipon, Nur Liyana
Mohamed Yousop, Zuraidah
Ahmad

164-167

39 Post-Covid-19 Educational Practices:
Insights from Teaching and Learning
Experiences at UiTM Johor

Rudza Hanim Mohamed Anuar,
Nazihah Omar, Khairunnisa
Rahman

168-170

40 Are We Ready for Generation Alpha? Zanariah Abdul Rahman, Jaslin
Md. Dahlan

171-173



Human Side of Teaching                                            Beyond Lectures: Insights from Business Disciplines 

150 
 

THE EVOLUTION OF SERVICE MARKETING 

Nur Adilah Saud, Mazlina Ismail, Muruga Chinniah 

 
Introduction  
Service marketing has become an essential area of study and practice as global economies 
increasingly shift from manufacturing-based systems to service-dominated markets. Industries 
such as banking, healthcare, education, tourism, telecommunications, and information 
technology rely heavily on services to create value for customers. Unlike physical goods, 
services possess unique characteristics such as intangibility, inseparability, variability, and 
perishability. These characteristics make marketing services more complex and dynamic 
compared to marketing tangible products (Zeithaml, Parasuraman, & Berry, 1985). Over time, 
scholars and practitioners have developed various concepts, models, and strategies to 
address the unique challenges associated with marketing services. The evolution of service 
marketing reflects the changes in economic structures, technological advancements, and 
customer expectations. This article explores the development of service marketing from its 
early stages to the modern digital era. 
 
Early Development of Marketing and the Neglect of Services 
In the early stages of marketing theory, particularly before the 1970s, the discipline of 
marketing was largely centered on the promotion and distribution of physical goods. Marketing 
scholars focused primarily on manufacturing industries such as automobiles, consumer 
packaged goods, and industrial products. During this period, services were often overlooked 
or treated as supplementary elements that accompanied tangible products. For example, 
businesses such as banks, airlines, hotels, and insurance companies existed and provided 
services to customers, but there was little academic attention devoted to understanding how 
services should be marketed. Marketing strategies were designed primarily for products, 
emphasizing factors such as product features, packaging, pricing, distribution channels, and 
advertising. Service organizations adopted similar strategies even though their offerings 
differed significantly from physical goods. One of the main reasons services were neglected 
was the assumption that marketing principles for goods could easily be applied to services. 
However, practitioners began to realize that services presented unique challenges that 
traditional product marketing theories could not fully address. For instance, services could not 
be stored in inventory, their quality often varied depending on who delivered them, and 
customers frequently participated in the production process. These differences gradually 
prompted researchers to investigate service marketing as a distinct field of study (Shostack, 
1977). 
 
Emergence of Service Marketing as a Discipline 
The 1970s and 1980s marked the emergence of service marketing as a separate area within 
the broader marketing discipline. During this period, scholars began to recognize that services 
had distinctive characteristics that required specialized marketing approaches. These 
characteristics include intangibility, inseparability, heterogeneity (or variability), and 
perishability (Parasuraman et al., 1988). Intangibility refers to the fact that services cannot be 
seen, touched, or physically possessed before purchase. Customers often rely on cues such 
as reputation, brand image, or physical evidence to evaluate service quality. Inseparability 
means that services are typically produced and consumed simultaneously, which often 
requires direct interaction between service providers and customers. Heterogeneity refers to 
the variability in service performance, since the quality-of-service delivery may differ 
depending on the employees involved or the circumstances under which the service is 
provided. Perishability indicates that services cannot be stored for future use, unused service 
capacity, such as an empty airline seat or hotel room, represents lost revenue. These 
characteristics highlighted the need for different marketing strategies when dealing with 
services. As a result, the concept of the extended marketing mix was introduced. While 
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traditional marketing focused on four elements which are product, price, place, and promotion. 
Service marketing expanded the framework to include three additional elements: people, 
process, and physical evidence (Booms & Bitner, 1981). People represent the employees and 
customers who participate in the service delivery process. Because services often involve 
direct interaction between staff and customers, employee behavior plays a critical role in 
shaping customer perceptions. Process refers to the procedures and systems used to deliver 
services, ensuring efficiency and consistency. Physical evidence includes the tangible 
elements that support service delivery, such as facilities, equipment, and visual cues that help 
customers evaluate intangible services. 
 
The Rise of Service Quality and Customer Satisfaction 
In the 1980s and 1990s, service marketing research expanded significantly, with a strong 
emphasis on understanding service quality and customer satisfaction. Organizations began to 
recognize that delivering high-quality service was a key factor in achieving competitive 
advantage. Unlike product-based industries, where differentiation often relies on physical 
features, service organizations compete primarily through customer experience and 
relationship building. 
 
One of the most influential models developed during this period was the SERVQUAL model, 
which was designed to measure service quality by comparing customer expectations with their 
perceptions of actual service performance. The model identified five key dimensions of service 
quality: reliability, responsiveness, assurance, empathy, and tangibles (Parasuraman et al., 
1988). Reliability refers to the ability of a service provider to deliver the promised service 
dependably and accurately. Responsiveness involves the willingness of employees to help 
customers and provide prompt service. Assurance relates to the knowledge, competence, and 
courtesy of employees, which inspire trust and confidence among customers. Empathy 
reflects the degree of caring and individualized attention provided to customers. Tangibles 
include the physical facilities, equipment, and appearance of personnel associated with the 
service. 
 
The focus on service quality led organizations to invest more in employee training, service 
standards, and customer feedback systems. Businesses also began to implement strategies 
aimed at improving customer satisfaction and loyalty. The concept of relationship marketing 
gained prominence during this time, emphasizing the importance of building long-term 
relationships with customers rather than focusing solely on individual transactions. 
Relationship marketing encourages organizations to maintain continuous engagement with 
customers through personalized communication, loyalty programs, and improved service 
experiences. This approach recognizes that retaining existing customers is often more cost-
effective than acquiring new ones. 
 
The Impact of Technology and Globalization 
The late 1990s and early 2000s brought significant technological advancements that further 
transformed service marketing. The rapid development of the internet, mobile technology, and 
information systems enabled organizations to deliver services through digital platforms. As a 
result, electronic services (e-services) became increasingly common across many industries. 
For example, banks introduced online banking services that allowed customers to check 
account balances, transfer funds, and pay bills through the internet. Airlines implemented 
online booking systems, enabling customers to purchase tickets and manage travel 
arrangements without visiting physical offices and retailers adopted e-commerce platforms 
that offered online customer support and personalized recommendations. 
 
Technology also facilitated the development of customer relationship management (CRM) 
systems. These systems allow organizations to collect, store, and analyze customer data in 
order to better understand consumer behavior and preferences. By using CRM tools, 
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companies can tailor their services, improve customer communication, and enhance overall 
service quality. 
 
Globalization also played a significant role in shaping service marketing during this period. As 
businesses expanded into international markets, service providers needed to adapt their 
strategies to different cultural, economic, and regulatory environments. Multinational service 
organizations such as hospitality chains, airlines, and financial institutions developed 
standardized service procedures while also customizing their offerings to meet local customer 
needs. 
 
The Experience Economy and Customer-Centric Marketing 
In the 21st century, service marketing has evolved further with the emergence of the 
experience economy. Customers are no longer satisfied with basic service delivery; they 
expect memorable and engaging experiences that create emotional value (Lovelock & Wirtz, 
2016). As a result, organizations have shifted their focus from simply providing services to 
designing comprehensive customer experiences. Customer experience management has 
become a critical aspect of modern service marketing. Companies aim to manage every 
interaction between customers and the organization across multiple touchpoints, including 
physical locations, websites, mobile applications, and social media platforms. This approach 
ensures that customers receive consistent and satisfying experiences throughout their journey 
with the brand. 
 
Social media has also transformed the way service organizations interact with customers. 
Platforms such as Facebook, Instagram, and Twitter allow businesses to communicate directly 
with consumers, respond to inquiries, and address complaints in real time. Customers now 
have greater power to influence brand reputation by sharing their experiences online. 
Furthermore, digital technologies such as artificial intelligence, machine learning, and chatbots 
have enhanced service delivery by providing faster and more efficient customer support. For 
example, chatbots can answer frequently asked questions, assist with online transactions, and 
provide personalized recommendations based on customer data. 
 
Another important development in modern service marketing is the concept of value co-
creation. Instead of viewing customers as passive recipients of services, organizations 
increasingly involve them as active participants in the service process. Customers contribute 
ideas, feedback, and content that help improve service offerings. This collaborative approach 
strengthens customer relationships and encourages brand loyalty. 
 
Challenges and Future Directions 
Despite the significant progress in service marketing, organizations continue to face various 
challenges in delivering high-quality services. One of the primary challenges is maintaining 
consistent service quality across different employees, locations, and channels. Since services 
involve human interaction, variations in performance are difficult to eliminate completely. 
 
Another challenge is managing customer expectations in an increasingly competitive and 
technology-driven environment. Customers now expect fast, personalized, and convenient 
services. Organizations must continuously innovate and adapt to meet these expectations. 
Data privacy and security also represent growing concerns as companies rely more heavily 
on digital platforms and customer data. Businesses must ensure that customer information is 
protected while still using data to enhance service experiences. 
 
Besides that, the future of service marketing will likely be shaped by further technological 
innovations such as artificial intelligence, virtual reality, and the Internet of Things. These 
technologies have the potential to transform service delivery by creating more immersive and 
personalized customer experiences. Additionally, sustainability and ethical business practices 
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are becoming increasingly important to consumers, prompting service organizations to adopt 
socially responsible strategies. 
 
Conclusion 
The evolution of service marketing reflects the changing nature of modern economies and the 
increasing importance of services in creating customer value. Initially overlooked in marketing 
theory, services gradually gained recognition as a unique and complex area that required 
specialized strategies. The identification of service characteristics, the development of the 
extended marketing mix, and the emphasis on service quality and relationship marketing 
significantly advanced the field. 
 
Technological advancements and globalization further transformed service marketing by 
enabling digital service delivery and data-driven customer management. In the contemporary 
business environment, service marketing focuses heavily on customer experience, 
personalization, and value co-creation. 
 
As customer expectations continue to evolve and new technologies emerge, service 
organizations must remain adaptable and innovative in their marketing strategies. By 
understanding the historical development of service marketing and applying its key principles, 
businesses can effectively deliver value, build strong customer relationships, and achieve 
sustainable competitive advantage in the service-dominated economy. 
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