Marketing Strategy

MAR 4803 – Spring Semester 2005
UWF - Fort Walton Beach
Professor:  Dr. Harriette Bettis-Outland


Office:
  53/123

Email:  hbettiso@uwf.edu
Phone: 850-474-2723
      Fax:  850-474-3069

Office Hours:   Mon / Wed 8:30-11:30am and 1:00- 2:00pm; or by appointment

Prerequisites:

MAR 3023, MAR 3503, ACG 3311, FIN 3403
Text:

Marketing Management, Eleventh Edition, by Philip Kotler; Prentice Hall

Course Description, Objectives, and Goals:
As the capstone course in marketing, this course requires that students apply material presented throughout the marketing curriculum to contemporary marketing problems.  The characteristics and management of markets are described in topics that include the marketing environment, components of the marketing mix, market segmentation, and planning.  The course emphasizes decision-making strategies in the areas of product, pricing, distribution, and promotion.

This course is concerned with the development, evaluation, and implementation of marketing management in complex environments.  Consequently, the course addresses strategic issues such as:  What business should we be in?  What are our long-term objectives?  What is our sustainable marketing competitive advantage?  Should we diversify?  How?  How should marketing resources be allocated?  What marketing opportunities and threats do we face?  What are our marketing organizational strengths and weaknesses?  What are our marketing strategic alternatives?  

The goal of this course is to further develop knowledge and skills in the essential aspects of marketing management, marketing strategy, and emerging New Economy marketing applications.  Thus, the course focuses on the development and execution of programs, audits, and plans.

Student Learning Objectives:
Learning objectives for this course are:

· To become familiar with the range of decisions implicit in strategic marketing management and planning, and to develop skill in using a variety of analytical frameworks for making such decisions

· To develop an understanding of how markets contrast in terms of:

· Their “enduring characteristics”

· Their stage of development and how the nature of competition in such markets is impacted

· To develop skills in planning a variety of marketing management tools, ranging from new product entry strategy to international market product life cycle management and strategy

· To develop skills in organizing for effective strategic marketing and in implementing the market planning process

Course Format
The course format is highly interactive between the class and instructor.  Through case studies/presentations, problems, and specific company client activities, students will have the opportunity to use the concepts, ideas, and strategies presented in class.  Problem-solving sessions occur in both individual and team settings.

While each student is expected to show up for each class prepared to discuss the assigned chapters and cases, one or two students will be responsible for leading the discussion.  Student facilitator assignments will begin during the second week of classes.  To aid in the individual’s discussion leadership, a written outline will be prepared and a copy submitted at the beginning of the scheduled class to the instructor.  

The course is intended for:

· Students with a concentration in marketing who wish to deepen their understanding of marketing management in a strategy-planning context

· Nonmarketing business students who desire a course in marketing strategy, with a management and planning orientation

My Role:
My primary role is to help you succeed in this class.  If you are having difficulties, please do not hesitate to talk to me about them.  Please do not wait until late in the semester to express your concerns.  The longer you wait, the greater your difficulties will be.  I also encourage you to talk to your classmates, many of whom have great insights in dealing with the demands of being a college student, along with other life responsibilities.

Snapshots and Resumes:
To help me learn your names more quickly (necessary for accurate evaluation of participation), by the second week of classes, please provide me with a clear photocopy of your student ID, drivers license, or any other wallet-sized picture of yourself.  This should be attached to a current, detailed resume and a short biographical sketch.  Your resumes will form the basis for team assignments and project choices.  Also, it is interesting to find out the backgrounds of students; it helps me to better tailor certain class discussions to address your particular business interests.  

Class Attendance:
In order to realize the course objectives, I expect the following: 

1) On-time attendance at every class meeting

2) In-depth preparation for all class activities

3) Enthusiastic participation in class discussions

This is a business class and you are expected to conduct yourself in a manner appropriate for a business setting.  You are to arrive on time for class and remain there the entire class period.  Tardiness will not be tolerated.  Any student coming to class after the designated start time will require the prior approval of the Instructor.  Leaving and returning to the classroom during class time is not permitted.  Do not engage in “side discussions” with neighbors unless you are discussing an in-class group assignment.  Cell phones and beepers must be turned off during the class period.  
Exams:
Two examinations will be administered during the semester, a midterm exam and a comprehensive final examination given during exam week.  The exams will consist primarily of short essays, but may include multiple choice and true/false questions.  These tests will focus on the concepts stressed in class discussions, activities, and readings.  Questions concerning your grade or any comments regarding your performance on the test should be brought to me individually in my office.

Team Marketing Audit:
The marketing audit is a team activity for an existing product or service of a multi-business and multi-product firm.  The follow-up to the audit is a written strategic marketing management analysis of the company.  More information will be given on this project later.

Marketing Plan:
Each student will develop a written five-year strategic marketing management plan focused on one business unit of the same company used in the Team Marketing Audit project.  More information on this project will be provided later.

Make-up Exams:
All make-up examinations will be administered during final exam week at the end of the semester.  Exceptions to this policy will be granted for those students excused for university functions (i.e., sports), or by an excused absence approved by the instructor prior to the exam date.

Grading:

Assignment




% of Grade

Midterm Exam



15%


Final Exam




15%

Team Marketing Audit


20%

   

Marketing Plan



20%

   

Student Facilitator Assignments

15%

   

Attendance/Class Participation

15%

   



TOTAL




100%

	Letter Grade
	 

	           A
	92.5-100

	           A-
	90.0-92.4

	           B+
	87.5-89.9

	           B
	82.5-87.4

	           B-
	80.0-82.4

	           C+
	75.0-79.9

	           C
	70.0-74.9

	           D
	60.0-69.9

	           F
	Below 60.0


Expectations for Academic Conduct/Plagiarism Policy: 
    I expect all students enrolled in this course to accept the responsibility of reading, understanding, and meeting all course requirements and policies as set forth in this syllabus and other accompanying documents. You are expected to inform me immediately of any personal circumstances that may require special consideration in meeting course requirements or adhering to course policies. I expect all students to abide by the University's "Expectations for Academic Conduct" as published in the UWF Student Handbook. Failure to do so will result in disciplinary actions as specified in the Handbook.

As members of the University of West Florida, we commit ourselves to honesty. As we strive for excellence in performance, integrity--personal and institutional--is our most precious asset. Honesty in our academic work is vital, and we will not knowingly act in ways which erode that integrity. Accordingly, we pledge not to cheat, nor to tolerate cheating, nor to plagiarize the work of others. We pledge to share community resources in ways that are responsible and that comply with established policies of fairness. Cooperation and competition are means to high achievement and are encouraged. Indeed, cooperation is expected unless our directive is to individual performance. We will compete constructively and professionally for the purpose of stimulating high performance standards. Finally, we accept adherence to this set of expectations for academic conduct as a condition of membership in the UWF academic community.

Special Assistance:
Students with special needs who require specific examination-related or other course-related accommodations should contact Barbara Fitzpatrick, Director of Disabled Student Services (DSS), dss@uwf.edu, (850) 474-2387. DSS will provide the student with a letter for the instructor that will specify any recommended accommodations.

SCHEDULE OF ASSIGNMENTS *

	Class Date
	Chapters
	Discussion Topics / Events

	Jan 6
	
	Introduction to course

	6, 13
	1
	Defining Marketing for the 21st Century

	13, 20
	2
	Adapting Marketing to the New Economy

	20
	3
	Building Customer Satisfaction, Value and Retention

	27
	4
	Winning Markets Through Market-Oriented Strategic Planning

	Feb 3
	5
	Gathering Information and Measuring Market Demand

	10
	6
	Scanning the Marketing Environment

	17
	7
	Analyzing Consumer Markets and Buying Behavior

	17
	
	Team Marketing Audit DUE TODAY

	24
	8
	Analyzing Business Markets and Business Buying Behavior

	Mar 3
	
	Midterm Exam

	10
	9
	Dealing With the Competition

	17
	 10
	Identifying Market Segments and Selecting Market Targets

	17
	
	Five Year Marketing Plans DUE TODAY

	Mar 21-25
	
	SPRING BREAK

	31
	12
	Developing New Market Offerings

	April 7
	15
	Designing and Managing Services

	14
	21
	Managing the Sales Force

	21
	
	Special Topics, Review for Final Exam

	Final Exam
	 
	Thur 4/28/05  5-8:30pm


* Note:  As with all plans, this syllabus provides a general direction for the course.  Deviations from the syllabus may be necessary for any number of reasons.  Students are responsible for all assignments, announcements, and any changes to this syllabus and course schedule, whether absent or present for class.  This means, “get yourself a buddy or two.”

