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The mission of the College of Business at Lamar University is to provide quality undergraduate and graduate business education in Southeast Texas to a diverse student population, and thereby meet the needs of employers operating in a global environment characterized by rapid technological change. 

Course Outline:

An intensive study of specific marketing concepts and theories. Marketing strategies for the national and multinational firms are surveyed. Emphasis is placed on reading from cultural journals and other related publications. Prerequisite: Graduate standing, MKTG 5200.

Course Objectives:

The course is designed to provide an understanding of the principles governing the formulation and execution of marketing strategies. Students are expected to build on the knowledge gained in the leveling course by developing a thorough understanding of all marketing activities through applications in case studies. The emphasis will be on the application of the underlying theories to actual marketing situations. The goal is to make students have a deeper appreciation of marketing as it is carried out in the outside world. 

 “Marketing is too important to be left to the marketing department “. David Packard.
Learning Outcomes:  Upon completion of this course, you should have:
1. Developed an understanding of the concepts of market orientation, customer satisfaction, and value.
2. An understanding of marketing processes in various types of organizations and industries.

3. Recognition and appreciation of the challenges in product development.

4. An Understanding of theory and practice of branding.

5. Knowledge of the dynamics of market entry.
Course Topics

· Concept of Marketing
· Marketing Management Process
· Market Segmentation
· Product Strategies
· Pricing Strategies

· Distribution Strategies

· Integrated Marketing Communications
· Global Marketing
Required Course Material

“Marketing Management”, 8th edition, Peter & Donnelly, McGraw-Hill Irwin, ISBN: 139780073137

Grades will be based on the total points obtained on the following:
Your final grade will be calculated as follows:

Exam 1



    250

A: 900 points and above

Exam 2


                250
            B: 800-899
Case Presentation

                200              C: 700-799
Case Summaries                                     100
Article Summaries                                    50              D: 600-699                                                                               
                                                                                    F: below 600

Class Participation

                150
Total 



               1000

Exams:

Exams will be comprised of multiple-choice and discussion questions. The exams will cover the textbook, lecture notes, case studies and discussions of current marketing topics.  The final exam will not be cumulative. Unclaimed exams will be available for review during my office hours.  If you are absent on the day that exams are returned in class, please stop by my office to see your grade.  It vital to you that you have accurate feedback about your progress through this course.

A bluebook and two pens/ pencils are needed for each exam.
Cases:  
Presentation: Student will be divided into groups. Each group will present one case. 

Write-ups: We will have a case discussion every week. Each student group will be expected to hand in a typed analysis of two cases per semester.  Each case summary will be worth 50 points.  The grading scheme is appended. Cases will be discussed in class and participation in these discussions will be required. The case write ups will be due on the Monday next week. Cases will need to be turned in by the beginning of class on the date due.  Late cases will not be accepted for any reason.

Grading Scheme (Case Studies)

1. Quality of Writing-15 Points

2. Quality of Presentation-15 Points

3. Analysis of Issues-20 Points

4. Peer Evaluation-Determines the Overall Score. If all the students give 100 percent to student A, then the student will get 100 percent. Else, he/ she will get the average of scores given by his/her teammates.

5. Total-50 Points

Reading:

A list of readings may also be provided to supplement the material in the book. The reading list will also be submitted to the library to enable them to have the materials available online 

Discussion Questions:

You will email discussion questions pertaining to the case/ article for that class 24 hours before the class. You need to retain a copy for your records and submit them at the end of the semester. You will be graded on the quality of discussion questions. Avoid questions that are trivial like” Name of the author” or “Specifics like date” and focus on broad questions like” Did the company do the right thing “or      “What were the other alternatives”. Consult the instructor if you have questions.

Article Summaries

Each student will select a topic and get an article related to that topic. He/She will present that article during the end of the semester. 

Attendance:

Students are encouraged to attend class and to participate in all discussions.  Attendance is highly recommended as it helps you to understand the concepts better and is useful in obtaining the grade for class participation. In order for us to maintain an effective environment each student must contribute to this atmosphere.  Attendance is required.  Students will lose 5 points for each day they miss.  This is a no-fault policy. 
Additional Policies:
Academic Integrity:

Students are expected to follow all rules and regulations outlined in the Lamar University General Catalog.  Students should familiarize themselves with the university’s policy on the penalties for academic integrity violations.  Students are expected to comply with all the outlined provisions.  As such, any form of an academic integrity violation (e.g., plagiarism, copying) on any course activity (e.g., exam, assignment, exercise, essay/paper) will result in failure of the course and will be prosecuted by reporting the violation per the procedure.  

QUIZ/EXAM POLICY

--Cheating/Dishonesty will not be tolerated.

--No makeup quizzes will be given except for those reasons accepted by University policy.  You must contact me before the quiz/exam if there is a conflict.  Requests for a makeup after the quiz/ exam has been given will be refused.

Agenda
	Date
	Agenda

	25th August
	Introduction, Administrative Matters

	27th August
	Chapter 1 

	3rd September
	Marketing Myopia and HBS Video

	8th  September
	Chapter 1 

	10th  September
	Case Method Video

	15th  September
	Chapter 2

	17th  September
	Chapter 3

	22nd  September
	Chapter 4

	24th  September
	Case # 1 McDonald's Corporation(250)

	29th  September
	Chapter 5

	1st October
	Case # 2 Philip Morris Companies(552)

	6th October
	Chapter 6

	8th October
	Chapter 7

	13th October
	Case # 3 Wind technology

	15th October
	Mid-term Exam

	20th October
	Chapter 11

	22nd October
	Case # 4 Snacks to Go(304)

	27th October
	Chapter 10

	29th October
	Case # 5 Toyota(481)

	3rd November
	Chapter 8

	10th November
	Case # 6  Amazon(400)

	12th November
	Chapter 13

	14th November
	Case # 8 Mountain Dew (383)

	17th November
	 The Globalization of Markets

	24th November
	Case # 9 IKEA's global strategy

	26th November
	Class Presentations

	1st December
	Class Presentations

	3rd December
	Class Presentations

	8th December
	Class Presentations

	10th December
	Last Day of Classes

	TBA
	Final Examination


