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MB 545

Marketing Management

This document provides an overview of the course foundation elements, assignments, schedules, and activities. For information about general City University of Seattle policies, please see the City University of Seattle catalog. If you have additional questions about the course, please contact your instructor.

Notification to Students with Disabilities

If you are a student with a disability and you require certain help, please contact the site administrator as soon as possible.

Scholastic Honesty

City University of Seattle expects each student to do his/her own work.  The University has "zero tolerance" for cheating, plagiarism, unauthorized collaboration on assignments and papers, using "notes" during exams, submitting someone else's work as one's own, submitting work previously submitted for another course, or facilitating acts of academic dishonesty by others.  The penalties are severe!  A first offense can result in a zero grade for the course and suspension for one quarter; a second offense can result in a zero grade for the course and suspension for two or more quarters; a third offense can result in expulsion from the University.  The Policy and Procedures may be found at http://city-university.t7.iway.sk/en/students/scholastic-honesty/policies-and-procedures/ 

In addition to providing your work to the instructor for grading, you must also submit an electronic copy for the City University of Seattle archives (unless the work is specifically exempted by the instructor). You will not receive a grade for particular work until and unless you submit this electronic copy.  The procedure for submitting work to the archives is to upload it via the website http://city-university.t7.iway.sk/en/students/on-line-center/uploader/uploader.html . Files should include the cover page of the work with the student name, instructor name, course name and number, and date.  File names should indicate the type of assignment, such as “researchpaper.doc”, “casestudy.doc” or “ thesis.doc” (student name should not be a part of the file name because the system adds it).  All files received into the archives are submitted to www.TurnItIn.com for plagiarism checking.

Course Description

In this course you will review various applications of marketing concepts based on an organization’s finite resources and continuously changing domestic and global environments. Focusing on customer relationship management, you will explore product/service development, promotional techniques, pricing strategies, distribution alternatives, and marketing on the Internet. 
Learning Goals
Upon the successful completion of this course, you will be able to:

1. Analyze environmental forces that impact marketing strategies domestically and internationally;

2. Critique marketing ethics on a global scale;

3. Appraise the role of information systems in marketing decision making;

4. Integrate use of value-adding-chains in developing marketing strategies;

5. Evaluate methods of influencing consumer and organizational buying behavior;

6. Assess factors that contribute to a firm’s competitive advantage;

7. Develop a marketing plan to capitalize on a business opportunity and apply a marketing audit.

Core Concepts

To achieve the goals of this course, you will need to master the following core concepts:

1. Strategic marketing;

2. Environmental forces;

3. Consumer behavior;

4. Ethics in marketing;

5. Global marketing;

6. E-marketing;

7. Marketing research;

8. Target marketing;

9. Product development and management;

10. Marketing channels;

11. Integrated marketing communications;

12. Pricing strategies.

Recommended Supplementary Resources

As a City University of Seattle student, you have access to library resources regardless of where and how you are taking this class. To access the resources necessary to complete your coursework, visit the library menu in the My.CityU portal at https://my.cityu.edu, and the CU Slovakia library home page at http://library.cutn.sk/.  

A good place to begin your research is through the management program resources page in the My.CityU library. It provides links to relevant journals, books, and Web sites. Search the online databases for journal, magazine, and newspaper articles. For additional help, visit the Slovakia library or submit your question in the Contact Us section of the Slovakia library’s web site.

Overview of Course Activities and Grading 

The grade you receive for the course will be derived using City University of Seattle’s decimal grading system, based on the following:

Assignment

Video Case Analysis



20%

BulletinBoard Online - Marketing Audit

20%

Marketing Plan




30%

Final Examination



30%

TOTAL




100%

Please see the current City University of Seattle catalog or consult your instructor for guidance in determining your decimal grade.

Explanation of Assignments

Video Case Analysis (Due – solved oraly in class on November 13, 2009)

Your instructor will assign a case or give you guidelines to use in selecting a case for analysis. A case analysis is designed to help you sharpen your analytical skills. The strongest way to analyze a case is to apply a variation of the scientific method. This method of analysis is simply a logical approach that usually includes the seven steps outlined below.

Step 1: Problem Definition

A case seldom involves one clear-cut problem. Your task is to:

· determine the symptoms which require immediate attention.

· identify the fundamental issues and causal factors giving rise to these symptoms.

It is important to separate the immediate problems from their more basic sources. For example, the immediate problem may be declining sales, while the more fundamental issue may be changes in the target market. How you define a problem determines how you go about solving it. A short-term solution for declining sales is likely to be different from solutions which attempt to deal with target markets. Be sure to identify both the symptom and, more importantly, its underlying cause.

Step 2: Justification for Problem Definition

In this step you need to review the information you have about the problem. You may need to make some inferences to fill in gaps. Clearly label what is inference and what is factual. Do not be afraid to assume, but clearly state the assumptions you are making. You should make assumptions on the basis of your knowledge of typical managerial practices, and they should be consistent with the facts about the case, even though your facts may be somewhat limited. Managerial decisions are often based on limited information. In fact, practicing managers find that many of their decisions have to be made quickly on the basis of limited information.

Step 3: List Alternative Courses of Action

Be creative. Jot down ideas as they come to you. List as many ideas as you can without evaluating them or censoring anything. You can always cross them out later. The point is to let your imagination take over.

Step 4: Evaluate Alternatives

Look critically at the alternatives you came up with in Step 3. List advantages and disadvantages of each alternative in terms of criteria that seem appropriate.

Step 5: Review

Reread your notes and think. This may be a good time to let the case sit for a while. Get back to it later when you have a chance to digest all the data.

Step 6: Draw Conclusions, Make Recommendations/Decisions

Select the alternative you would recommend and explain/justify your choice. Include specifics about the implementation of your recommendation: who should do what, when, and how.

Step 7: Follow Up and Evaluate

Given the limitations of a classroom setting, you cannot implement your recommendation and evaluate its actual impact. However, in this step you will describe how you would set up an evaluation procedure. Suggest a timetable and methods for the evaluation process. State who should do the evaluating.

Source: Myers, T., & Myers, G. (1982). Managing by communication: An organizational approach. New York: McGraw-Hill Book.

Grading Criteria for Video Case Analysis

Problem Definition






10%

Justification for Problem Definition




10%

List of Alternative Courses of Action




15%

Evaluate Alternatives






30%

Draw Conclusions, Make Recommendations/Decisions


25%

Presentation performance





10%

TOTAL







100%

Bulletin Board Online - Marketing Audit (Due – December 10, 2009)

You are expected to post at least one comment each week reacting to another student’s post. This means that you should have at least 2 posts per week.  Please note that you cannot make all your posts on the same day; post in one topic on at least two different days.

If online homework is assigned, each student will solve a certain problem(s) to complete and post their answers on the bulletin board.  After posting your calculation or answer, you are expected to post a response to one other student’s answer. Check another student’s work (each problem should be checked once) and post whether you think the student’s answer is correct or not, and why. This does not mean you have to re-do the problem, but rather explain where you think the student made a mistake or where you would do something differently.  

This forum is to help promote student-to-student interaction. Your instructor will not be responding to individual posts, but may enter the discussions with comments, corrections, and additional questions, and will close each topic. If you have a question or comment that is specifically for your instructor, email your instructor directly or use the Question & Answer forum.

After the topic is closed, your participation will be evaluated. Although the tone of your postings can be informal, your instructor will expect them to be on a professional level. You will be evaluated on participating regularly, being aware of the issues from the reading, expressing your own ideas clearly, supporting your ideas, maintaining a respectful and inoffensive tone, thoughtfully reacting to others' ideas, and using clear and appropriate English.

Grading Criteria for BulletinBoard Online Participation (discussion)
Quality of responses (thoughtful, supported, clear)

50%

Quantity of responses (2 relevant responses per topic)

50%

TOTAL
100%

Marketing Plan (Due – by e-mail before December 10, 2009)

The marketing plan is an opportunity for you to integrate all of the marketing concepts you learn in this class. The plan can be written from the perspective of starting your own business or solving a marketing problem/opportunity where you work. You could also pretend you work for a consumer or industrial products company that wants to introduce a new product or revitalize a current product. Include all components of a marketing plan as described in Appendix C in your textbook. Bibliographic support substantiating your market potential, marketing mix, strategy, and objectives is required. 

Grading Criteria for Marketing Plan


Executive summary
 
5%




Environmental analysis 

10%


Strengths and weaknesses
10%


Opportunities and threats
10%


Marketing objectives

10%


Marketing strategies

20%


Marketing implementation
20%


Evaluation and control

10%


Bibliographic support
  
5%


TOTAL


100%

Final Examination (Due –closed-book exam, December 10, 2009)

You should be prepared to answer a variety of types of questions pertinent to the concepts covered in or suggested by the course materials, assignments, and activities. 

Grading Criteria for Final Examination:


Multiple Choice Questions @ 2 points each = 40 pts.


     
  40%
Short Essay Questions @ 10 points each = 20 pts.


     
  20%
Short Case Study @ 20 points each = 40 pts.



     
  40%

TOTAL








100%

Course Schedule
The instructor may elect to adjust the outline to meet the unique needs of the class.

	Session
	Topics and Assignments
	Readings

	Nov 13, 2009
14:00-19:30
	Introduction to the course, organizational issues.

Basic Marketing Concepts: Marketing Environment. Strategy and Planning. Ethics and Social Responsibility. Marketing Research. Buyer Behavior. B2B. Targeting.
	Handout

Pride-Ferrell: ch.1-8

Pride-Ferrell: ch.22

Misc. Case Studies

	Nov 14, 2009
08:30-12:05
	Product Decisions: The Concept, Developing and Mana- ging the Product, Branding and Packaging, Servising.  

Distribution Decisions: Marketing Channels, Wholesa-ling, Retailing, Physical Distribution.
	Handout

Pride-Ferrell: ch.9-12

Pride-Ferrell: ch.13-16

Misc. Case Studies

	Nov 14, 2009
13:00-16:35
	Promotion Decisions: Advertising and Public Relations, 

Personal Selling and Sales Promotion 

Pricing Decisions: Pricing Concepts, Setting Prices, In-

ternational Influences in Pricing.
	Handout.

Pride-Ferrell: ch.17-19

Pride-Ferrell: ch.20-21

Misc. Case Studies

	Nov 15, 2009
08:30-12:05
	Globalization: International Business Trends. Global Manufacturing and Supply Chains. Modes of Entry to Foreign Markets. New Marketing.
	Handout

Pride-Ferrell - ch  .4

Misc. Case Studies

	Nov 15, 2009
12:20-14:00
	Marketing Audit: Audit of the Environment, Strategy, Organization, Systems, Productivity, and Functions.

Feedback.
	Handout.

Case study text.



	Dec 10, 2009

	Final Exam
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