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I. General Information

	Course Number
	MKTG 600

	Title
	Marketing Management 

	Units
	4.0 credits

	Prerequisites
	MBA standing

	Office Hours
	Day and time

	Faculty
	Professor Ingrid M. Martin

	Semester
	Semester and Year


II. Course 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. Course Objectives

This course is designed to help everyone learn the basics of marketing so that you use this knowledge to help you progress through the MBA program and also in your career.
You have a textbook for the course that provides you with the basic fundamentals of marketing along with some basics in accounting and financial metrics. You should read the assigned chapters prior to coming to class so that you have a basic rudimentary knowledge of the concepts that we will discuss in class.  I will lecture from this textbook but we will also spend time discussing the concepts.  I do not spend all my time lecturing - part of learning in an MBA class is sharing the knowledge that we ALL bring to the classroom.  We will build on what you have read and discuss topics and concepts that are designed to increase your critical thinking and business knowledge for the MBA program (see Learning Objectives).
I will provide you with access to my PowerPoint slides for that class session and you can use them to take notes, to prepare for the midterms, and to help you with the TMG simulation game. I would encourage you to bring them to class each night and to look them over prior to coming to class to help prepare you for that evening's discussion.
The first part of the semester we will discuss marketing concepts and topics with the assumption that you have already read the assigned chapters.  We will augment the textbook with a set of HBR cases that will be discussed in class.  We will be working hard to develop a strong foundation of marketing knowledge so that you can easily undertake the second part of the course. 
For the second part of the semester you will be working in groups of two on a marketing simulation game.  The game is designed to help you apply the marketing skills that you learned the first part of the semester.  Much class time will be devoted to this game with the assumption that you will come to class and work on it with your partner. 
The reason for designing the course in this matter is to help all of you progress through the MBA program and excel in the marketing program (if you choose to focus on marketing).
Keep in mind that the marketing simulation game is NOT a game but is a simulation of what you would face in a business situation.  Even if you are not a marketing major, you need to understand and be able to make the types of decisions that you will face in this simulation game.
I know that you will all do great!

IV. Learning Objectives
As part of the AACSB accreditation, we have a set of “Skill- and Content-specific Goals” that guide how we teach this core course.  At the end of this course, each student should be able to demonstrate the following improvements: 

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. Course Schedule

This is a tentative listing of the subject matter that we will cover in this course. 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 Marketing Management by Roger Best and the TMG simulation game. 

	Session
	Topics Covered
	Chapter Readings
	Tasks due:

	One 
	Introduction to course, Beachboard overview

Market Orientation and Performance
	Chapters 1 and 2
	Teams

Personal Data Sheets turned in.

	
	Market Orientation and Performance
	Chapters 1 and 2
	

	Three 
	Market Analysis
	Chapters 3 and 5
	

	Four 
	Market Analysis
	Chapters 5 and 6
	

	Five 
	Marketing Mix Strategies
	Chapters 7 and 8
	

	Six 
	Marketing Mix Strategies
	Chapters 9 and 10
	

	Seven 
	Strategic Marketing
	Chapters 11, 12, and 13
	Hand out take home MIDTERM 1

	Eight 
	Strategic Marketing
	Chapters 11, 12, and 13
	

	
	Overview of TMG Group Work
	TMG manual


	TMG Test Run *

MIDTERM 1 Due

	Ten 
	Building a Marketing Plan

Group Work
	HBR case 1
	TMG Decision 2 * 

Turn in Situation analysis – see format under Course Documents on Beachboard.

	Eleven 
	Building a Marketing Plan

Group Work
	HBR case 2
	TMG Decision 3* Hand out take home MIDTERM 2

	Twelve 
	Group Work
	
	TMG Decision 4*

	Thirteen 
	Group Work
	HBR case 3
	TMG Decision 5*

MIDTERM 2 Due

	Fourteen 
	Corporate Social responsibility & Marketing

Group Work
	HBR case 4 – guest speaker
	TMG Decision 6*

	Fifteen 
	Group Work
	Group Work
	Group Work

	Sixteen 
	TMG Results
	TMG presentations
	TMG presentations


*Send your decision (as a .tmg file) to me via email (imartin@csulb.edu) by 5:00 pm on Monday and I will have the results from the simulation for your team by 5:00 pm on Tuesday.  We will go over your group’s simulation results including any questions that you may have during the following class time in preparation for the next period Decision.

Two important things to keep in mind when working on the TMG simulation:

1. If I receive more than one decision before the due date, the latest one will be your final decision for that period.

2. If I don’t receive any decision for that period, your previous decision will be your default decision.

3. Your decisions MUST be in on time.

4. I will not re-run a simulation because your team sent me the wrong file, failed to meet the deadline, or any other excuse.  As a team you need to make sure that you have a back-up on getting your decision in on time.

Re-running the simulation because a team did not get their decision in on time affects the entire class and their work results.  This is why I do not do any re-running of simulations.  So make sure that you have some back-up system to make ensure that your team’s decision is correct and gets to me by the deadline.
VI. Course Assessment:

Grades will be assigned based on the following four parts:

· TMG simulation game



150

· Profit contribution
50
· Group report 

100
· Examinations




200

· Exam 1

100
· Exam 2

100
· Case Discussion



100

· Class Participation

 

 50

· Group Presentation

 

 50









550

Course Requirements and Evaluations

By this point in your education, it should be obvious that what you get out of a course is largely determined by what you put into it.  If you put your best effort into the course, it will be a rewarding experience.  There are four course requirements:

1) Participation and involvement (50 points):  [Learning Goal:  Business Functions]

Class Discussion:  An important part of the learning process in an MBA class is the exchange of information based on your work experience and knowledge from other courses.  This will require reading the assigned chapters and HBR articles prior to coming to class so that you are prepared to contribute to the discussion.  Not reading the assigned chapters prior to class means you will not be ready to contribute to the discussion. The following assessment rubric will be used to evaluate your participation in class over the entire semester:

Points allocated based on quality and quantity of participation:



36-30:
Exceeds expectations


29-20:
Meets expectations


20-0:
Does not meet expectations

· Enters into class discussion





· Contributes in a relevant way to discussion



· Asks questions or comments during class



· Helps explain concepts to others




· Shares their experiences in a relevant way



· Asks questions for clarification during class



· Is prepared for class discussion




· Provides support for points made













You can find an example (under Course Documents) of the evaluation sheet that I use to evaluate everyone’s input into the case discussion.  If you do not participate in any way to the discussion you will earn a zero for this portion of your grade. Keep in mind that quantity of comments does not make up for lack of quality.  It is important that everyone reads all the readings carefully and comes to class prepared to contribute. 

2) TMG Simulation Game (150 points):  [Learning Goals: Business Functions, Quantitative Skills, Critical Thinking, and Interpersonal, Leadership Skills, and Team Skills]
In keeping with the applied focus of this course, an important part involves a small group marketing simulation game. You will work in groups of two or three on this project. You will have plenty of time to work on this during class to make it easier for those of you that work.

a. Profit Contribution (50 points): The TMG simulation involves a test run plus 6 period decisions.  You will be graded on the profit contributions from the last three periods of the simulation.  This is done to allow for some learning and adjustments to your strategy.

b. TMG Simulation Report (100 points):  The report must also be turned in at that time and be professionally completed. The format and guidelines for the content of the report can be found under Course Documents.  Please follow these guidelines carefully and if you have any questions, ask before turning in your final report.

c. Group Project Presentation (50 points): At the end of the semester you will present your analysis to the class and turn in a copy of your overhead slides, the report, and all related supporting documents. The presentation must be professionally done including professional dress and “error-free” PowerPoint presentation.  I have a set of criteria that I use to evaluate each person during the presentation process.  You can find the criteria under Course Documents.  If you have any questions, ask before the day of the presentation. 

Your final grade in the course will be curved based on the class’ performance for the entire semester. Each individual assignment will not be curved.  Keep in mind that curving your final points is designed to reflect your performance in comparison to the entire class. 

3) Case Discussion (100 points):  [Learning Goals: Business Functions, Quantitative Skills, Critical Thinking, and Interpersonal, Leadership Skills, and Team Skills]

Being prepared for class includes reading all the 

assigned readings prior to class, attending class regularly, and contributing to the discussion in a meaningful manner.  This includes reading the assigned cases and coming to class prepared to discuss the related case questions. We will have formal case discussions in class and you must actively participate in ALL the discussions to be able to pass this course with more than a C. This includes integrating the assigned readings and the textbook chapters into the cases. If you are unprepared for a class or plan to miss a class or be late for a class, you should let me know prior to that class.  At the end of each class I will evaluate you on your contribution to the class discussion and I will post the participation grade so that you can see how you are doing. If you have any questions or need clarification on your grade you should contact me so that we can go over how to improve your participation for the future.

 
All readings including cases and case discussions are critical to the learning process for this course.  I do not have a formal exam process because I place more emphasis on preparing to deal with problems in the business world.  Discussions that include cases, chapters from the text and assigned readings are all designed to help you learn about consumers in a business context.  To be able to achieve this I place an emphasis on participation in class discussion.  This involves the following set of criteria to evaluate your participation in class:

 

Points allocated based on quality and quantity of participation:

 

1 = minor points made such as clarifications, expanding on another student’s point, etc.
3 = 2 major learning points or contributions made with clear support related to the case and/or some analysis.
5 = at least 2 major learning points along with several minor points
 

Keep in mind that quantity of comments does not make up for lack of quality.  It is important that everyone reads the case and the related readings carefully, answers the case questions, and comes to class prepared to lead and contribute to the discussion.  Remember, that a quality, correct answer is one that is well grounded in the case information, additional related readings that I have assigned (if any), and any experiences that you may have with the brand that is the focus of the case.

 

If you feel uncomfortable about participation in a classroom environment, please let me know and I can help you in several ways.  One of the strategies that I use to ensure that everyone gets an opportunity to contribute is the use of “warm calls”.  This means that I have a Case Teaching Plan for each session and it includes a Participation Plan. I will send out an email a few days before the class to a subset of the students to let you know that you will be called on during the class. This is to give you notice as to what to expect.  This does not mean that others that are not on the “call list” cannot or should not contribute.  It just means that I want to make sure that everyone has the opportunity to earn participation points while contributing to the learning of the class.

 

At the end of each session, I go to my office and log all the participation points for everyone based on my evaluation and prior to looking at your own self-evaluation.  These points will be posted on BeachBoard so that you can see how you are doing.  If you have any questions as to the points that you received you should come see me. 

4)
Two Take home Examinations (200 points):  [Learning Goals: Critical Thinking, 
Business Functions, Quantitative and Technical Skills]

The take home examinations are based on the lectures and readings as well as the TMG simulation game.

VII. Required Texts and cases

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.]

Cases:

Harvard Business School cases will be used in this course.  You can go to the HBS website and download the cases directly. They are posted under this course title.  Click on: ________________ and this will take you directly to the site.

Simulation Games:

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

Even though you will be working in a group on the simulation game, everyone must have a copy of the game software and the manual.

VIII.
General Course Policies

No late assignments will be accepted.  

No incompletes or late drops will be given. 
No make-up exams or extra-credit exercises will be given. 
No re-doing a TMG simulation run or turning in a decision period late. I will NOT rerun any simulation no matter what the issue is because it affects everyone else in your ‘industry’ when a simulation has to be rerun.
IX.
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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