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DANIELS COLLEGE OF BUSINESS MISSION STATEMENT

The mission of the Daniels College of Business is to foster Enlightened Practice, Professional Achievement and a Commitment to Community among those engaged in management and the business professions.

As an institution that emphasizes the scholarship of teaching, our mission is achieved through programs that recognize the diversity of a global economy and embrace:

· Knowledge and technical ability

· Interpersonal skills and intercultural understanding

· Ethically based leadership and social responsibility

Our mission is represented through the icon:
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THE DEPARTMENT OF MARKETING 

Our focus is to contribute to your learning through a rigorous and dynamic curriculum that highlights innovation, resourcefulness, technical competence, critical thinking, and strategic marketing techniques through experiential and traditional learning approaches.

Fall 2008

MKTG 4610 Marketing Strategy

Section and CRN:  Section #1 – CRN #3110 and Section #3 – CRN #3934
Meeting Time and Place:  Daniels College of Business
Section #1:  Room #200 (8:00 to 9:50 PM) – Section #3:  Room #105 (8:00 to 9:50 PM)
Professor:  Bob Farmer
Office Hours:  6:30 PM to 7:30 PM (Each Mon./Tues./Wed/Thurs. – Unless Otherwise Advised/Posted)
Office Location:  Daniels of College of Business – Room #586
E-Mail Address:  bob.farmer@du.edu
Office Phone Number:  303-871-2467  (Includes Voice Mail Option)
All students need to follow these expectations:

	


Daniels College of Business Code of Academic Integrity – http://www.daniels.du.edu/pdf/code_of_academic_integrity.pdf 

University of Denver Honor Code - http://www.du.edu/ccs/honorcode.html 

Official Communications
The standard method of communicating official information from the Daniels College of Business to its students is the University’s electronic mail (e-mail) system. Private e-mail accounts will not be accepted as appropriate e-mail addresses. Students may set up their University e-mail account so that messages are forwarded to another account automatically.  Instructions about forwarding messages are available on the University website at http://www.du.edu/uts/policies/index.html. 
Students with Disabilities

If you have a disability protected under the Americans with Disabilities Act (ADA) and Section 504 of the Rehabilitation Act and need to request accommodations, please speak with me privately and schedule an appointment with the Disability Services Program (DSP).  DSP is located in The Center below the bookstore in Driscoll South – phone 303-871-2455.

Performance Assessment

The Daniels College of Business may use assessment tools in this course and other courses for evaluation. Educational Assessment is defined as the systematic collection, interpretation, and use of information about student characteristics, educational environments, learning outcomes and client satisfaction to improve program effectiveness, student performance and professional success.
	Required Course Materials: 

1. Kotler, Philip, and Kevin Keller, Marketing Management. 13th Edition. Upper Saddle River, NJ: Prentice-Hall, 2009.
2. Course pack  - available at the DU bookstore for purchase

3. Materials (cases, readings, exercises) distributed in class and on Blackboard 

4. Pharna/Sim: A Brand Management Simulation, Stuart W. James, Thomas C. Kinnear, and Michael Deigham, 2004, Charlottesville, VA: Interpretive Software – to be purchased online in class.

Recommended Magazines:
Advertising Age (http://www.adage.com)

Business Week (http://www.businessweek.com)

The Economist (http://economist.com)

Entrepreneur (http://www.entrepreneur.com)

Fast Company (http://www.fastcompany.com)

Harvard Business Review (http://harvardbusinessonline.hbsp.harvard.edu)

The Wall Street Journal (http://online.wsj.com/public/us)


Course Description

This course covers the foundations of marketing as well as the process of developing, assessing, and implementing marketing strategy. The foundations are grounded in an understanding of customers’ wants and needs and a commitment to satisfying those needs within the resources of the organization, the long-term benefits of society and the economy, and the highest ethical and moral standards. From this foundation, students learn the process of formulating and assessing marketing strategies, including qualitative and quantitative analyses.  

Learning Outcomes

1. The student will be able to explain and identify the foundations of marketing within the contexts of sustainability, social responsibility, innovation, and globalization.

2. The student will be able to conduct market and industry analyses, develop a competitive position, and explain the meaningful competitive advantage of a firm.

3. The student will be able to formulate and assess marketing strategies and tactics that have value for the firm, customers, clients, partners, and society at large.    

4. The student will be able to critically evaluate organizations’ responses to challenges and opportunities in the marketplace.

LEARNING ASSESSMENT (*)
	       Assessment Item
	         Individual or 

       Group Assessment
	Points
	Percent of 

        Total Course Grade
	      Relationship of Learning Assessment Item to Course Learning Outcomes (LO)

	Exam 1
	Individual
	100
	20%
	LO 1, 2, 3

	          Written Case Analysis-2 @ 50 points each
	Individual
	100
	20%
	LO1, 2, 4

	     Professionalism
Participation
	Individual
	50
	10%
	LO 1, 2, 3, 4

	        Selected Topics**
	Group
	50
	10%
	LO 1,2,3

	          Brand Analysis Project**
	Group
	100
	20%


	LO 2, 3, 4

	     Final Exam
	Individual
	100
	20%
	LO 1, 2, 3


**Individual scores for group activities may be adjusted for differences in individual contribution indicated in the peer evaluation. 

CASES: Students are expected to analyze and be prepared to discuss all cases in the course pack. A written case analysis for Napo Pharmaceutical is required of all students.  Subsequently, the class will be divided for the second written case analysis. Students will have the opportunity to choose their second written case analysis via a sign up sheet.  Written cases are due at the start of class on the date indicated on the course outline. Late cases will not be accepted as the case will have already been discussed in class.  There are no extra credit opportunities. All assignment due dates are outlined in the tentative course outline posted on Bb, so there are no excuses, no extensions and no exceptions. Further guidelines regarding case format will be posted on Bb. 

The cases include important marketing strategy concepts and Compass elements of innovation, globalization, social responsibility, and sustainability.  The Fashion Channel case illustrates the development of market segmentation options in implementing marketing strategies in a changing competitive environment, and demonstrates how quantitative analysis may be used to support a strategic marketing decision. The Atlantic Computer case revolves around pricing options and the challenges of pricing strategy. The Unilever case focuses on sustainability issues and the challenges of marketing to the base of the pyramid.  The Napo Pharmaceuticals case illustrates how nonfinancial goals influence strategy and encourages students to think creatively about marketing products to consumers in developing countries.

EXAMS: There will be a mid-term exam and a cumulative final exam. The exams will consist of multiple choice item questions. The final exam must be taken during the scheduled university exam period. Please adjust your schedules as you must be present to obtain any points for the final exam.

BRAND ANALYSIS PROJECT: All students will be required to purchase the simulation, read the student manual, and prepare the PharmaSim case before starting the game.  Specific case analysis guidelines for the PharmaSim case will be posted on Bb. The PharmaSim simulation allows you to make decisions in a dynamic, competitive, and complex environment. Teams of 3-5 individuals will have the opportunity to formulate marketing strategy, develop the tactical components to execute your strategy, evaluate decisions, and update your strategy and tactics. Further details will be provided in class and on Bb. Do not attempt to purchase the simulation game until your instructor directs you to do so.

SELECTED TOPICS: Students will work in teams on selected topics and present to the class. This assignment allows the students to pursue more depth of key marketing topics. Outside research is required. Each team will have 25 minutes for presentation and questions. The time limit will be strictly enforced, and team rehearsal is essential to presenting in the allotted time.  All group members are expected to speak and contribute. Grading will be on the quality of the content and presentation as a group and individual delivery skills.  Each member of the team should be fully prepared, and no note cards should be used. A presentation feedback sheet and the “Dos and Taboos of Public Speaking” are posted on Bb so that each individual knows what is expected for the delivery component.  Please provide the instructor a copy of your presentation slides and sources of info prior to your presentation.  The selected   topics are:

Ethical choices of target marketing (Pros and cons)

Socially responsible advertising – deceptive vs. puffery

Global business blunders

The Chinese Consumer

The Hispanic Consumer

Viral Marketing

Guerrilla Marketing 

PEER EVALUATION: Each student is required to fill out a peer evaluation for the group project. Please remember to include yourself in the evaluation. I will ask one person per group to keep an attendance log of group meetings that will be turned in on the day the brand analysis is due. 
PROFESSIONALISM AMONG STUDENTS AND FACULTY

Professional behavior is expected of all students and faculty. This includes preparation for classes, on-time and complete attendance at classes, and appropriate participation in the form of attentiveness, contributions to our course, and respect for each other and the learning process. Respect for the learning process is the major guiding principle for professional behavior and extends to all communications, including e-mail.  

DU Honor Code

Each student understands, upon admission to the University, that she or he is required to uphold the provisions of the University of Denver Honor Code. These procedures apply to all students at the University of Denver, whether graduate or undergraduate, full- or part-time. Violations of the Honor Code include, but are not limited to, taking or attempting to take, ore assisting someone else in taking or attempting to take, the following actions:

PLAGIARISM: representation of another’s work or ideas as one’s own in academic submissions.

CHEATING: actual or attempted use of resources not authorized by the instructor(s) for academic submissions.

FABRICATION: falsification or creation of data, research or resources to support academic submissions. 


.

GRADING SCALE 

93.0-100%------A (465-500 points)
90.0-92.9--------A-(450-464.5 points)


86.7-89.9----B+ (433.5 -449.5 points)
83.4-86.6--------B (417-433 points)
80.0-83.3----B- (400-416.5 points)

76.7-79.9----C+ (383.5-399.5 points)
73.4-76.6--------C (367-383 points)
70.0-73.3----C- (350-366.5 points)

66.7-69.9----D+ (333.-349.5 points)
63.4-66.6--------D (317-333 points)
60.0-63.3----D- (300-316.5 points)


00.0-59.9--------F (< 300 points)


Policies and Procedures:


E-mail communications: Students must use their DU e-mail account. You are responsible for any information provided by e-mail or through Blackboard postings. Check Bb and your email regularly for announcements, additions, or revisions.   

Laptop use: Surfing the net/text messaging/emailing/preparing other classes during this class are totally unacceptable. Performing these activities during class will significantly lower your participation grade. Use of laptops in class must be related to the course only. If you take notes on your laptop, please inform the instructor at the beginning of the quarter. Otherwise laptops should be closed during class. All laptops must be closed during team presentations, case discussions, and Q&A.

Assignments: Keep a file copy of all assignments so that you can provide a duplicate if necessary. 

Professional courtesy: Please arrive on time and do not disrupt others if you are late.  Please set all communication devices to silent or vibrate.

Class Participation: The degree to which each student prepares and contributes in class and on their team influences how engaging and productive the course is. The instructor provides structure, and facilitates discussions. What you get out of this course depends on what you and your classmates put in. Passively attending class and taking notes will not develop the problem-solving abilities we would like you to achieve. As in the business world, you should present your analysis or viewpoint to the class when the opportunity arises and in a courteous manner that respects the rights of others. Throughout the course, quality of participation will be emphasized. Quality participation is based on your interest, enthusiasm, day-to-day preparation, level of understanding, asking relevant questions, and the value of your contribution to the class discussions. Those with relevant work experience are encouraged to share this valuable resource. Similarly, international students are encouraged to offer their perspective as comparing marketing practices around the globe will serve as a useful learning tool.

Your attendance, full preparation, and active participation in class discussions are expected in every class session. Exceptions to this include DU-sponsored events (e.g. athletic trip), sickness (with doctor’s explanation), and unexpected happenings beyond your control. Missing class repeatedly will lower your professionalism score significantly. A minimum of 80 percent attendance is required for successful completion of this course.

Quality Class participation “hints”:

1. Input that maintains the continuity of the class discussion. This rules out off-the-wall comments.

2. Input that was responded to by others in class. Thus, controversial, yet intelligent, questions or comments that reflect an understanding of the issue are well regarded.

3. Input that demonstrates an in-depth analysis of the issue, well supported by data or a relevant conceptual framework.

4. Input that makes connections between material and ideas in different parts of the course or between this and other courses; or from your own observations of the subject.

5. Finally, civility in the give and take of a heated discussion is a requirement. Cases and discussions are designed to provoke disagreement, and there typically exists more than one viable approach to resolving the problems presented.

Prior Notification - Faculty recognizes that sometimes there are unanticipated or unavoidable circumstances and conflicts that may cause you to be absent or late. If you know that you will be late or absent, please notify the instructor within 24 hours via email. Prior notification shows consideration and explains absences. 

Tentative Course Outline

	Course Meeting 

Number
	Topic
	Learning Preparation and Assignment/s



	1

09/08 & 09/9
	Understanding and Defining Marketing for the 21st Century
	Kotler & Keller (KK), Chapter 1

	2

09/10 & 09/11
	Foundations of Marketing Strategy

Marketing Case Analysis
	KK, Chapter 2
.

	3

09/15 & 09/16
	Marketing Insights

Environmental Scanning/Competition
	KK, Chapter 3, 11

Market and Industry Analysis Workshop



	4

09/17 & 09/18
	Connecting with Customers
	KK, Chapter 5

CASE: Napo Pharmaceuticals

	5

09/22 & 09/23
	Connecting with Customers
	KK, Chapters 6 and 7



	6

09/24  & 09/25
	
	Selected Topics Presentations – 4 groups



	7

09/29 & 9/30
	Market Segmentation and Targeting
	  KK, Chapters 8,10

CASE: The Fashion Channel

	8

10/01 & 10/02
	Mid-Term Exam
	Mid-Term Exam – Chapters 1,2, 3, 5, 6, 7, 8, 10 



	9

10/06 & 10/07
	Building Strong Brands
	KK, Chapter 9

STP Workshop

	10

10/08 & 10/09
	Shaping Market Offerings
	KK, Chapters 12 and 13

Buy PharmaSim game (bring a credit card to purchase)

Begin Reading PharmaSim Manual 

	11

10/13 & 10/14
	Shaping Market Offerings
	KK, Chapter 14

CASE: Atlantic Computer: A Bundle of Pricing Options

	12

10/15 & 10/16
	
	Selected Topics Presentations



	13

10/20 & 10/21
	Delivering Value
	KK, Chapters 15 and 16

CASE: Unilever in India: Hindustan Lever’s Project Shakti – Marketing FMCG to the Rural Consumer



	14

10/22 & 10/23
	Communicating Value
	KK, Chapters 17, 18, 19




	Course Meeting

Number
	      Topic
	      Learning Preparation and Assignment/s



	15

10/27 & 10/28
	PharmaSim Introduction
	PharmaSim Student Manual, Prepare PharmaSim Case  for Discussion Only,  Brand Analysis Project begins

	16

10/29 & 10/30
	
	Brand Analysis Project – In class meetings

	17

11/03 & 11/04
	
	Brand Analysis Project – In class meetings

	18

11/05 & 11/06
	
	Brand Analysis Project – In class meetings

	19

11/10 & 11/11

	
	Brand Analysis Project Wrap up and Prepare Presentations   

	20
11/12 & 11/13
	Brand Analysis Project Presentations
	BRAND ANALYSIS PROJECT PRESENTATIONS

	Monday Nov. 17 @ 8:00 PM
Tuesday 

Nov. 18 @
8:00 PM

	FINAL EXAMINATION


	Final Comprehensive Exam, see schedule on du.edu/registrar – mandatory, no excused absences given
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