MKTG 506 – MARKETING MANAGEMENT 
MBA PROGRAM SUMMARY
Our university offers a stakeholder-focused MBA.  Stakeholder issues are integrated in all core courses (except statistics).  Because of the integrated nature of the program, there are no electives, so all students receive extensive exposure to stakeholder theory and social issues.  The program requires 11 core courses beyond the basic foundation.  All courses include both traditional disciplinary theory as well as stakeholder analysis.  In addition, the students must complete a final project that integrates theories from several classes to address a strategic problem that has implications for multiple stakeholders.  After completing the program, students should be able to:

1. Apply fundamental business theories (accounting, finance, information systems, leadership, marketing, and strategy) to address business problems.  Heavy emphasis is placed on taking theory from the class-room and applying it in the workplace.

2. Determine the resource needs of an organization based on its strategy.  This includes identifying what role each stakeholder plays in providing needed resources.

3. Explain how organizational actions affect their ability to secure resources from both direct and indirect stakeholders.  This includes determining relative stakeholder importance and how the organization’s actions affect relevant stakeholders.

4. Explain how core values and ethics affect the formation of strategic decisions and influence the sustainability of the competitive advantage. 

5. Assess current and forecast future market conditions (including legal, regulatory, political, and social issues) and explain how market conditions influence an organization’s strategic decisions.  

6. Apply an integrated model to assess the opportunities and risks associated with a strategic decision with special emphasis on the organization’s interactions with various stakeholders.

MKTG 506 – Marketing Management is the required core marketing class taken by all students.

COURSE GOALS
(social issues are highlighted in bold) 

This course covers the theory and basic issues of marketing analysis and planning.  The course focuses on new market entry, but the concepts can be used for any type of marketing strategy.  At the end of this course you should be able to develop an action-oriented marketing strategy.  A market entry model is used to provide systematic guidelines for developing a marketing strategy.  However, no single framework applies to all situations and you should be able to modify the model as the situation demands.  Lastly, you should be able to explain how a recommended marketing strategy will affect the organization’s key stakeholders.  

The overall learning goal for this class is to develop and justify an action-oriented marketing strategy and apply marketing theories and techniques.  The specific learning goals are:

· Identify, evaluate, and quantify customer needs in order to determine if a market opportunity exists.

· Estimate potential benefits to the organization of pursuing a market opportunity.

· Evaluate the long-term sustainability of a market opportunity.

· Identify the key success factors, necessary resources (and which stakeholder will provide them) and alternative approaches for pursuing a market opportunity.

· Recommend a marketing strategy and next-step actions for pursuing an opportunity.

· Evaluate the indirect and direct effects of recommended actions on stakeholders

CLASS SCHEDULE
Module 1
INTRODUCTION

Introduction to the Marketing Actions for Revenue Enhancement Model

Module 2
RESEARCH FOCUS AND OBJECTIVES 

Learning Goals - What are your primary goals and objectives? How does this market function? How does the organization’s mission, goals, and values influence market entry decisions?
Case: Windhorse Farm's Eco-Woodshop Guitar Top Decision 

Social Issues: Examine how a small business uses a triple bottom line approach to determine if they should pursue a product extension.  It also highlights how "green" products can provide attractive market opportunities in an otherwise unattractive industry. 

Module 3
IDENTIFYING MARKET OPPORTUNITIES

Learning Goal - What are consumer needs and how well are they being met?

Case: Saxonville Sausage Company

Module 4
IDENTIFYING CONSUMER NEEDS

Learning Goal - What are consumer needs and how well are they being met?

Case:  Boston Beer Company – Light Beer Decision

Module 5
ASSESS ABILITY TO FILL NEEDS

Learning Goal - Can you fill needs better and what would consumers pay for this?

Case: Husky Injection Molding Systems

Social Issues: Examine how to build competitive advantage while simultaneously considering, “the intimate connection of a firm's strategy to its values, culture, organization, and leadership.”
Module 6
OPPORTUNITY ATTRACTIVENESS

Learning Goal - Is this opportunity attractive to the organization?

Case: Natureview Farms

Social Issues: Examines the assessment of opportunity attractiveness within the organic food industry and problems with expanding beyond the natural foods channel

Module 7
SUSTAINABILITY OF THE OPPORTUNITY

Learning Goal - What risks affect the future value of the market opportunity?

Case: Wumart Stores: China's Response to Wal-Mart
Social Issues: Examines how a local Chinese company maintains its competitive advantage in the face of a global competitor.

Module 8
MARKETING SUCCESS FACTORS AND BENCHMARKING

Learning Goal - What are the critical success factors and associated best practices?

Case: PORTS: China's Walk in the Global Luxury Fashion Boulevard
Social Issues: Considers societal marketing and the need to embrace the importance of long-term consumer welfare and society’s well being.  Specifically, the case, “… discusses social issues and criticism associated with the luxury market and explore ways to deal with them.”

Module 9
FORECASTING THE PAYOFF

Learning Goal - What payoffs will these actions lead to?

Case: Nestle Refrigerated Foods - Contadina Pasta and Pizza

Module 10
RECOMMENDING ACTIONS

Learning Goal - What should we do to take advantage of the market opportunity?

Case: Repositioning CARE USA

Social Issues: Examine positioning in the context of a international nonprofit/NGO.

Module 11
EFFECTS ON STAKEHOLDERS

Learning Goal - How will the recommended actions affect key stakeholders?

Case: The Fashion Channel 

Social Issues: “To illustrate the development of market segmentation options, using a combination of stakeholder inputs, market and consumer data, financial analysis, and other analytic resources.”

A complete and current syllabus is available on request.
