[image: image1.jpg]COLLEGE OF

BUSINESS ADMINISTRATION

‘CALIFORNIA STATE UNIVERSITY, LONG BEACH



             Standard Course Outline
SCO: Marketing Management
SCO: Marketing Management 


Title: Marketing Management 
I. General Information

	Course Number
	MKTG 600

	Title
	Marketing Management 

	Units
	4.0 credits

	Prerequisites
	MBA standing

	Course Coordinator
	Professor Ingrid M. Martin

	SCO Prepared by
	Professor Ingrid M. Martin

	Date prepared/revised
	January 2010


II. Catalog Description

Overview of the decision making process in Marketing.  We investigate the functional areas of marketing and their interaction with the total operation of the firm.  The student will use accounting and financial metrics to integrate with marketing metrics in developing marketing strategies for the firm. A market-based business must have a strong market orientation that is integrated across all the functions and employees of the organization.  While those in marketing have the primary responsibility to lead the generation and integration of marketing knowledge in the organization, in a market-based business, all members of the organization must have strong market orientation.  Thus, all members must be sensitive to customers' needs, aware of competitors' moves, and work well across organizational boundaries toward a timely market-based customer solution.  The pay-off for all this is a market-based business with a strong market orientation that is able to maximize their profit. This is what we will be covering in this course.    

III. Curriculum Justifications

The curriculum is intended to give graduate students the necessary marketing skill level to be able to:

(1) analyze a given marketing situation,  

(2) devise realistic and feasible marketing alternatives, and 

(3) suggest a specific course of action or strategy. 

The course has four main components to choose from that would allow each individual’s analytic talents to emerge: (1) problem-solving exercises, (2) case analyses using HBR or other longer cases, (3) writing a business plan, and (4) running a marketing simulation or some other type of analytical group exercise.  Class participants will have to think at various corporate levels to maximize their learning experience including at the levels of Chief Marketing Officer, Marketing Manager, Brand manager, Sales reps, etc  .
IV. Course Objectives

Skill- and Content-specific Goals of this module are:

Critical Thinking: 

1. Students will understand the role of marketing managers that incorporates marketing management decision making in product policies, promotional plan, distribution channels, advertising and pricing strategies.

2. Students will analyze marketing situation by identifying and evaluating related information and available marketing research in order to develop realistic and feasible marketing plan alternatives.


Business Functions: 
1. Students will demonstrate the marketing skills that allow them to design implement and improve the marketing mix (product, price, channels and promotion) and enable them to make realistic marketing decisions.

2. Students will demonstrate that they understand the concepts and components of marketing plans and be able to deploy them into feasible marketing plan alternatives that are appropriate to business environment.


Quantitative and Technical Skills:  
1. Students will possess quantitative and technological skills enabling them to improve marketing decisions. Students will demonstrate that they can make decisions based on quantitative analysis using performance metrics and analyzing financial performance through their performance on two midterm examinations and a marketing simulation game.

Interpersonal, Leadership Skill and Team Skills:
1. Student will generate team/group decision-making through managing interpersonal conflict, negotiating and integrating and their skills with others’ to produce marketing decisions and deliver oral presentations

2. Students will demonstrate that they understand the common errors in team/group decision making and will be able to correct them as a team

V. Outline of Subject Matter

This is a listing of the subject matter that must be covered in this course.  It does not preclude other topics that are part of the Marketing area or the depth of some topics. As this class is a seminar class, all the materials used are case studies for class participation and discussion as well as examples/simulations from the chosen textbooks. 

The topical outline for the module is the following:

7-week Module

	Week
	Concept
	Possible Active Learning Tools

	1
	Marketing Orientation & Performance – introduction & overview
	

	2
	Market Analysis: Market Potential, Market Share, & Demand, marketing metrics related to profitability
	HBR Case 

	3
	Market Analysis: Competitor Knowledge & Advantage

Industry analysis, developing sustainable advantages, Differentiation, marketing & cost advantages, other external factors.
	

	4


	The Customer: Customer Satisfaction, Loyalty, Retention, Lifetime Value of Customer, Marketing performance, & profitability.
	HBR Case

	5
	Segmentation Strategy & Positioning:

Customer needs, positioning strategies, differentiation strategies, introduction to CRM
	

	6
	Marketing Mix Strategies: Product

Product Life Cycle (PLC), introduction to new product development, branding strategies, measuring brand equity.
	HBR Case

	7
	Marketing Mix Strategies: Promotion

Roll of IMC, Hierarchy of Effects model, persuasive promotional plans. 
	

	8
	Marketing Mix Strategies: Place
Channel reach, operating efficiencies, service quality, alternative channel structures, improving customer value, gaining a competitive advantage, profit impact of channel structures.
	Simulation game such as TMG or Pharmasim HBR Case 

	9
	Marketing Mix Strategies: Price

PLC pricing strategies, price elasticity & profitability, breakeven analysis, product line pricing strategies
	

	10
	The Consumer: 

Motivation, decision making, attitudes – the basics in CB.
	HBR case

	11
	Strategic Marketing: Portfolio Analysis and Market Planning, Offensive vs. Defensive marketing strategies
	

	12
	Building a Marketing Plan: situation analysis, 4 Ps, performance plan, metrics for marketing performance, SWOT analysis
	Group project developing a marketing plan

	13
	Building a Marketing Plan: situation analysis, 4 Ps, performance plan, metrics for marketing performance, SWOT analysis
	

	14
	Corporate social responsibility and Marketing: what guides the organization, ethics & ethical codes of conduct, integration of ethics & corporate social responsibility into the Mission Statement.
	HBR Case

	15
	Final examination/presentation/etc 
	


VI. Methods of Instruction

When reading the book in preparation for class it is essential that the students take an active approach. This means that the students implement the examples discussed in the book using spreadsheet models and work through them as they read. The best-prepared student is often the one who comes to class with questions about how the concepts and methods can be applied. Finally, the students should expect to return to the book after class or while reviewing, in order to refine and consolidate their knowledge. 

A recommendation for a pedagogical tool to apply the concepts that have been taught in MKTG 600 would be a computer-based simulation game.  This learning tool provides the student with opportunities to apply and practice the skills and concepts that they have learned in the first part of the course. Another active learning approach is the use of HBR-level case discussion and written analysis.  At this level of instruction, MBA students must have some type of pedagogical tools for active learning that are beyond the undergraduate level of lecture and multiple choice examinations.  

Instructors in planning the exams, and other grading procedures, should adhere to the relevant University Policy on “Grades, Grading Procedures, and Final Assessments, Final Course.”
The textbooks for this course should be chosen in accordance with the University Policy on textbooks. There are many appropriate textbooks for this course; it is generally agreed that none of them is perfect. The following suggestion is based on the special nature of this core MBA course:

· Students will arrive at this course with extraordinary range of backgrounds; and therefore prior knowledge will be highly variable, however,

· Students will have a level of maturity that will enable them to look at a broader picture via more advanced cases, simulations, group projects and

· Any textbook used for this course must be a MBA-level, graduate textbook.

· Examinations must be essay-type and/or problem solving questions and avoid the use of multiple-choice questions.

Some possible textbooks include the following:

Main Textbook: 

· Market-Based Management – Strategies for Growing customer Value and Profitability, Fifth edition, Best, 2009, Pearson Prentice Hall. [ISBN: 13-978-0-13-233653-6.]

· Marketing Management, 13th edition, Kotler and Keller, 2008, Prentice-Hall. [ISBN-10: 0136009980]
· Roger A. Kerin and Robert A. Peterson, Strategic Marketing Problems: Cases


and Comments, (11th or 12th edition), Pearson. 

· Orville Walker, John Mullins, and Harper Boyd, Marketing Strategy: A


Decision-Focused Approach, (5th or 6th edition), McGraw-Hill, 2008.

Cases:

Harvard Business School cases, Ivey Business School cases, or other advanced level cases that focus on a business problem from multiple perspectives.

Simulation Games:

· The Marketing Game,  Mason & Perrault, 3rd edition, MacGraw-Hill.

· Framework for Marketing Management: Integrated Pharmasim Simulation Experience, 4th edition, Prentice Hall.

· Many other simulation games are on the market that can be used.  The level of the simulation game must be at the MBA rather than at the undergraduate level.

VII. Instructional Policy Requirements

The students are expected to comply with the universally accepted norms of considerate and courteous behavior, and with all University rules and policies found in the current University Catalog, including the Withdrawal Policy and Policy on Cheating and Plagiarism,  It will be assumed that the students will adhere to the tenets of academic integrity as articulated in Dean’s Letter on Academic Integrity throughout this course.  Instructors may specify their own policies with regard to plagiarism, withdrawal, absences, etc. as long as these policies are consistent with the above mentioned University polices. 

It is expected that all students to attend classes regularly and to be responsible from all materials covered in class, regardless of their attendance. Make-up exams are strongly discouraged and will only be given with documented proof of an excused absence. Acceptability of the excuse will be determined based on the appropriateness of the documents. It is important that the student provides all documentation without special prompting from the instructor. The student should give earliest possible notification of an anticipated excused absence. The students refer to the specific university policy on these issues. 

Occasionally adjustments in the course assignments become necessary. The students should be notified about changes, if any, and, whenever possible, they should be consulted in advance about any changes. 

Students with Disabilities: It is the responsibility of students with disabilities to inform me within the first two weeks of the semester of the need for reasonable accommodations of their disabilities. Students are advised to seek assistance from Disabled Student Services (DSS) on campus. As soon as the need for accommodation is determined by DSS and the need is communicated to me by DSS, reasonable accommodation will be made. 
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