University of West Florida

Marketing 6815 Syllabus

Fall 2003

Professor Timothy Bryan

tbryan@uwf.edu

Tel:  850.474.2724

Office hours:  7.00-10.00a MWF and by appointment (Bldg. 53/Rm. 105)

Text:  Marketing and Management, 6th Edition, Peter and Donnelly, Jr., ISBN 0-07-231557-1

Schedule of Classes

Week of:

(topics; assigned reading and cases)
Aug 25
Introduction to Marketing 6815

Table of Contents



Marketing Principles, Corp. Organ.
Ch. 1

Sep 1
Analyzing Cases



Sec. II,


Consumer Behavior



Ch. 3


(No class Labor Day)

Sep 8
Segmentation




Ch.5, Cases 1,8,11


Market Opportunity Analysis



Sep 15
Financial Analysis for Marketeers

Sec. III, Case 3

Internet Marketing Analysis
p.xvi, odd exercises

Sep 22
Market Research



Ch. 2, Cases 4,5

Sep 29
Product Strategies



Ch.6, Case 9


New Product Planning


Ch.7, Case 10

Oct 6
The Marketing of Services;


Ch.12, Cases 6,15


Review

Oct 13
Mid-term Exam

Oct 20
Marketing Communications

Ch. 8, 9; Case 12, 


Personal Selling



16




Oct 27
Organizational Buying


Ch. 4, Case 7, 22

Nov 3
Distribution Strategies


Ch. 10, Cases 17,








19

Nov 10
Pricing Strategies



Ch. 11, Cases 23,








 24 

Nov 17
Global Marketing



Ch. 13, WSJ 









Case 2

Nov. 24
Social/Ethical Issues



Cases 28, 29, 


Oral Presentations



Team cases







Portfolios due

Dec 1 
Oral Presentations



Team cases


Final Exam Review

Dec 8
Final Exam






Grading Criteria

35% In-class participation.

40% Assignments (equally split between COB Portfolio requirement and cases).

25% Exams and quizzes.

The Course

The course is intended to bridge the MBA student's overall coursework and knowledge gained there from with the practical demands, challenges and requirements that may be encountered upon entering the American corporate business world.   Through assigned readings in the text, the challenge of marketing management will be studied and discussed both in the hypothetical/theoretical, and through real-world analyses of selected case studies.

In-Class Participation

This will not be a predominantly lecture-styled course.  Rather, students will be expected to prepare for each meeting having read/analyzed the assigned material.  Thoughtful in-class discussion, inquisition, dissection and options-analysis by all will maximize the value gained throughout the course, as well as make for a far more enjoyable learning environment.  Of course, participation presumes attendance, which is required.

Quizzes

Quizzes will only be given should, at the sole discretion of the instructor, students prove not to be fulfilling the expectations of the previous paragraph and a more direct motivator for class preparation is considered warranted.

Exams

The Mid-Term and Final Exams may cover all material covered in the readings and in-class discussions and presentations.  They will be in essay short-response format.  Students are required to provide "blue books" for their responses.

Presentation Requirements 

While each student is expected to show up for each class prepared to discuss the assigned cases, one or two students will be responsible for leading the discussion.  Cases and their assigned student facilitators will be identified during the first week of class.  To aid in the individual's leadership of the discussion, a written case outline will be prepared and a copy submitted at the beginning of the scheduled class to the instructor.  Clearly, students should look to the preceding Schedule of Classes for the order of their cases.  Note:  Except for a documented illness or emergency, a zero will be awarded to any student who fails to facilitate an assigned case on the assigned date.  

Each student will be assigned an additional case for team analysis.  Teams and their assigned cases will be identified the first week of class.  In preparing this submission, the students should assume the role of a contracted consultant LLC hired to evaluate the case, and provide a comprehensive analysis to the CEO of the target company.  Length and weight are not the measures of your performance; succinctness, sound marketing principles and business recommendations are.  Grading of the cases will consist of the combining of two evaluations:  1.  Each team member's evaluation of the performance of the other members of the team; and 2.  The instructor's evaluation of the team's submission.  Written team cases are due to the instructor per the Schedule of Classes.

Students are referred to Section II of the course text for an excellent overview of case analysis techniques and methodologies to guide them in their individual and team efforts.

Team presentations to the target company's Board of Directors of the written case analyses will begin per the Schedule of Classes.  PowerPoint or other visual aids are encouraged.  Detailed instructions and schedule for the presentations will be provided in class well ahead of the presentation dates.

Portfolio

Coordination of College of Business MBA Portfolio requirements with the objectives of MAR 6815 will be addressed during the first class period and periodically throughout the course.  Students' Portfolio written sections relevant to the Marketing segment will be due to the instructor not later than the date indicated by the Schedule of Classes.  

Specific Portfolio Guidance for MAR 6815

Within the selected industry, compare/contrast at least two companies, one of which will be the “target” company of interest.

Utilize a comprehensive case assessment methodology both for comprehension of the analysis, and clarity of presentation.

Utilize Porter Five Forces Model and/or SWOT as desired.

Address the 4 P's of Marketing in detail.

Include an Executive Summary.

Remember, this is a MARKETING portfolio segment assignment.  Therefore:

Identify marketing strategy options and recommendations for the target company at a minimum.  

Tailor discussion and analysis to marketing issues (e.g. raw duplication of financial segment ratios is inappropriate).

Incorporate relevant marketing concepts and lexicon.

Ensure reference to the companies’ strategic plans and their relevance to current and recommended marketing plans.

Ensure discussion of the companies’ product development processes as appropriate.

Ensure discussion of the companies’ leadership, management and culture as each relates to its marketing processes.

Footnote statements of fact, non-original thoughts, and previous relevant works by you, the writer.

Personalize opinions and recommendations via use of first person conjugation.

Reflect a robust, graduate-level list of cited references.

Strive for grammar, syntax and aesthetic perfection in addition to the intellectual caliber expected of an MBA graduate's efforts.

