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Course Background 

"Marketing is so basic that it cannot be considered a separate function ... it is the whole business seen from the point of view of its final result, from the customer's point of view."

– Peter Drucker

By creating and fulfilling wants and needs, marketing creates value for an organization’s customers. The value it creates translates to substantial dividends for the firm and its stakeholders. The goal of this course, accordingly, is to delineate the means of creating and fulfilling these wants and needs. More generally, this course is intended to introduce you to the fundamental principles of marketing, and to help you apply them in business contexts. We will focus on thinking about and analyzing all facets of marketing encountered by organizations, and will also discuss new developments in marketing, such as the impact of technology, and the emphasis on relationships, service, and quality. 

Course Objectives
Since MKT 502 is the core course in the marketing area, the material covered is very broad. As such, the primary objective of this course is to give you a solid foundation for applying the concepts and tools of marketing.  More specifically, this course aims to improve and enhance your ability to: 
· Understand the role of marketing and how it relates to other functional areas of management  
· Assess marketing  problems and opportunities by using conceptual frameworks to analyze customers, competitors, and the company (the 3 C’s) 
· Design and implement effective marketing programs in accordance with organizational objectives by selecting appropriate strategies for pricing, promotion, place, and product (the 4 P’s)
Course Format
The coursework will entail a mix of: 

· Critical analysis and tools
· Applications
· Communication skills  
Much of the learning is expected to occur by participation in two major class activities:  case analyses and a simulation exercise.  Some class time is devoted to team meetings and presentations that focus on the cases or simulation exercise.
Case Analyses. We will rely heavily on the case method. As you may have learned in previous courses, cases are synopses of actual business problems and are intended to place you in the context of a manager facing a difficult situation or predicament. These cases are carefully selected in order to emphasize a key decision point and to replicate situations that you may well face in your own career. By reasoning through the case problems in class, you will be better prepared to attack those problems someday when they “really matter.” Case analyses require critical evaluation (including interpretation) of both facts and logic.  They also require that you be prepared and actively involved (communication) in class discussions. 

Marketing Simulation.  We will engage in a team-based marketing simulation exercise. This simulation experience will provide another opportunity for you to critically analyze marketing situations and exercise your decision-making skills. Each team will write a Marketing Plan describing the team’s strategy and specific plans to execute the strategy in future rounds. Team performance across all rounds in the simulation will be graded. In addition, after the simulation is finished, each team is required to make a Final Presentation.  
In-Class Contribution.  What you get out of this course depends on what you—and your fellow students—put into it. You cannot expect to develop decision-making and problem solving abilities by passively attending class and taking careful notes.  You should actively listen and think critically about the concepts and issues.  You should also be willing and able to present your analysis and viewpoint to the class when the opportunity presents itself.  Students with relevant work experience are especially encouraged to share their knowledge.
Course Materials and Resources
There are important course materials and resources on the course website.  The URL is:


http://www.ruthnbolton.com/MKT502/

Or, you can access the website via a link on Blackboard (via my.asu.edu).  On the website, there is a course outline that lists the due dates of assignments.  There is also detailed outline that indicates the activities for each class session, and describes how you should prepare for them.  A portion of the course website, which contains the course notes, is password-protected. You can also communicate with your team members and check your grades using Blackboard.
Additional course materials:
1. Course Packet (includes cases and additional readings)
2. Simulation Manual (available for download from the course website).
3. Textbook:  Market-Based Management (4th Edition-2005), by Robert J. Best, Prentice Hall.
This textbook is intended as a resource and may serve as a refresher for those with a marketing background and as a solid introduction for those with no marketing experience. The final exam will also include application-based questions, making an understanding of the textbook material necessary.

Evaluation Procedure
Grades in this course will be based on the following components:
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All assignments must be turned in at the beginning of class (unless otherwise specified), or delivered prior to class.  Please turn in a hard copy of your presentation.  Late assignments are not accepted, and receive an automatic grade of zero. Make-up work is only allowed upon presentation of valid documentation (e.g., doctor’s excuse for illness or a certifiable death in the immediate family). No exceptions.  The university policies regarding examinations and academic dishonesty will be strictly followed.
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Adjustments can be made at the discretion of the instructor
*Peer Evaluations: Toward the end of the trimester, you will evaluate each member of your team. Evaluations are due on the last day of class. These evaluations will be used to adjust grades for the team activities if necessary.  Evaluations are strictly confidential.
For all written and oral work, “good work” earns you a B.  Good work means doing assignments at the 80-89% level for high potential students such as those in this class. A’s are reserved for exceptional work that exhibits outstanding insight, excellent organization, and other qualities that merit special note. Assignments should be of the same quality that you would complete at work. Content and clarity are valued in the workplace, as well as grammar, spelling, style, etc.  You may have the best ideas in the world, but if you cannot communicate them effectively, it is unlikely that they will be implemented. Good communication, whether written or oral, includes organizing your ideas logically, providing rationale to support your ideas, and presenting them clearly and neatly. To earn an A, you must have excellent content and excellent presentation of your ideas.
In-Class Contribution


Participation and discussion are imperative to engender a collaborative learning environment in this course. Without class participation, the learning experience is significantly diminished. In addition, participation enables you to develop skills to present and defend your ideas effectively, as well as to appreciate contrasting points of view. You are neither expected to have all the right answers in every class, nor to dominate every in-class discussion.  However, you are required to be prepared and contribute regularly. The quality of our class discussions depends on how well prepared you are and your willingness to share the results of your preparation with the class. 
Your class participation should: 
1. show evidence of careful preparation of cases and readings 

2. provide clear and concise comments and recommendations 

3. use convincing analyses to support your viewpoint
In-class contribution will be assessed based on the quality and consistency of participation on a weekly basis. This means that the quality of your participation is a lot more important than the quantity. It is entirely possible that you can talk a lot and receive a low grade for in-class contribution. In addition, attendance alone does not make a contribution. When evaluating your contribution to the case and class discussions, factors such as the following are considered:  
· Do comments develop from evidence in the assignment, or are they based on what everyone already knows?

· Are comments accurate, reflecting case facts but not merely restating them?

· Do comments add insight to our understanding of the problem or situation, or are others left with a “so what” feeling?

· Are comments timely and do they advance the comments recently made by others?

· Do comments generate discussion by yielding a new perspective?

· Do comments reflect concern for maintaining a constructive and comfortable classroom atmosphere?

Since I may from time to time call on individuals even when their hands are not raised, you should let me know before the start of class if some emergency has made it impossible for you to be prepared adequately for that class.  Naturally, there are students who do not feel comfortable contributing verbally in the classroom. We should all try to make the classroom atmosphere as congenial as possible to assist all of our colleagues in the class participation process.  This does not, however, mean that you must agree with every comment offered by your classmates (i.e., it’s ok to disagree).  Students are also encouraged to meet regularly outside of class to discuss assignments before the scheduled class activity.  This will help students in the overall preparation of class material and give students more confidence in contributing in class.

Final Examination


The final examination must be completed on an individual basis.  It will assess your ability to integrate course material and to apply concepts, theories, and models to marketing problems.  The final examination will be “open book.” 
Case Analyses
Case analyses will be prepared in teams.  Guidelines for the case analyses, including discussion questions, will be distributed by the instructor as the assignment approaches.  You should prepare for the cases by thinking carefully about and addressing the guideline questions.  There is also information on how to analyze a case on the course website. 
Everyone in the course should be prepared to participate in the class discussion for each case, but teams will only be required to submit one case analysis for presentation, formal evaluation and grading.  Each team also has the option of submitting a second case analysis for grading.  In this situation, the highest grade will be used in calculating your final grade.  

In each class that features a case, two or three groups will make a presentation and lead the case discussion for that day.  However, each team’s hard copy of the case analysis should “stand alone” and be interpretable by the instructor for grading purposes. The presentations should be about 10-15 minutes in length with about 10-12 PowerPoint slides—you may also want to use the “Notes Page” of your PowerPoint slides to include additional, clarifying information about your analysis in case you do not present or prepare a couple “back up” slides (that are not presented). Your course instructor will provide specific recommendations about how to approach a case analysis.  There will be a question and answer session after each presentation. 

Teams are evaluated on the basis of their oral presentation, their presentation slide deck, and on the quality of their participation in the question and answer session.  Note that individuals are also evaluated on the quality of the questions they ask other teams (as part of their class participation grade).
Marketing Simulation
The simulation exercise is designed to teach marketing concepts in an active and stimulating environment. As a member of a management team, you will make decisions which will be incorporated into a computer-simulated market to reveal how you performed.  Decisions cover a significant time-span, allowing you to observe both the short-term and long-term effects of your decisions.  Although the simulation always starts from the same position, your experience will proceed on a unique course depending on the strategy your team chooses. This feature allows comparisons and illustrates how markets can evolve differently. 

A simulation exercise is an exciting and rewarding experience. From the exercise, you will gain a practical understanding of marketing components and learn how various factors interact and affect one another. By analyzing information, making decisions, and observing the results, you will experience first hand both the challenges and rewards of marketing. One challenge that you will face is one of management.  You will have to manage your team, your fellow team members, and yourself. Time management and priority setting will be important. Try not to overlook, forget, or ignore the very "real world" management problems that you will face.
Instructions for the Marketing Plan and the Final Presentation are available on the course website. The team will also receive a group performance evaluation.  However, in special circumstances, team grades may be modified by peer evaluations of each member’s relative contribution to a team's overall performance. 
Class Room Policies

Course notes will be available for download from the course website by Wednesday at 6pm.  It is recommended that you bring a hard copy to class, so that you can take notes on it.  During in-class case discussions and lectures, please refrain from using laptop computers for reasons other than taking notes (i.e., no web surfing, e-mail, etc.).  However, you are encouraged to use laptops during breakout sessions.  In addition, you should display the name cards provided throughout the semester. These actions will allow for optimal participation from each student.  Failure to do so will result in a reduced grade for in-class contribution.
Any student in this course who has a disability that may prevent him or her from fully demonstrating his or her abilities should contact me personally as soon as possible so we can discuss any accommodations necessary to ensure full participation and facilitate your educational opportunities. 
It is the policy of the University to excuse absences of students that result from religious observances and to provide without penalty for the rescheduling of examinations and additional required class work that may fall on religious holidays.  Any student in this course who plans to observe a religious holiday that will conflict with course work should contact me personally as soon as possible so we can make appropriate arrangements

Finally, please remember that the W. P. Carey School of Business has a strict academic dishonesty program.  For example, you need to be careful not to plagiarize from other sources (including inappropriate information gathered from the web, or notes taken from students who took this course in the past).  Failure to adhere to these policies will result in a failing grade.
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