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Course Description
This course is an introduction to the principles and key concepts of marketing management. The overarching objective is to develop a “marketing mindset” within participants. Given the complexity of the problems and environmental issues faced by today’s businesses, societies, and governments, “silo” thinking and “business as usual” are no longer acceptable modus operandi. Consequently, today’s successful organizations can not afford to look at marketing as an isolated function but must rather develop a mindset whereby marketing permeates all levels and activities of the organization. In other words, marketing is every employee’s concern. Equally importantly, marketing professionals are now learning to appreciate (and fulfill) their fiduciary, civic and ethical responsibilities. 

The issue of CSR and social implications of marketing are addressed in lecture 12 on global marketing. An interview with HSB Professor C. K. Prahalad, the author of The Fortune at the Bottom of the Pyramid and Co-Creation is projected, to address issues of social change within the paradigm of globalization.
The pedagogical approach used in the course makes significant use of case studies (both text and video), as well as experiential and distributed learning. Participants are expected to come to class fully prepared to engage and to learn from each other. To do so, participants must not only read but also make an effort to comprehend and assimilate weekly assigned readings before coming to class. Specific objectives of this course include:
· Introduce students to key marketing concepts and illustrate their actual application in real life situations;
· Familiarize students with the critical success (and failure) factors in today’s marketing environment via examples of relevant actual marketing applications;
· Enable students to understand the systemic relationships among the functional areas of marketing and between marketing and other areas within an organization;

· Examine current marketing trends and identify upcoming challenges.

· Provide students with knowledge and skills needed for taking subsequent courses in marketing;
· Enable students to hone their teamwork and presentation skills;
· Sensitize students to the societal impact of marketing;

· Motivate students to explore career opportunities in marketing-related fields.

Required Course Materials

Textbook:
Kotler, P., K. Keller, P. Cunningham. Marketing Management, Canadian 12th Edition, Pearson-Education Canada, Toronto, Ontario. 2006.

Cases:
Five Harvard Business School cases (available at the bookstore).

NOTE: Students are expected to read the assigned material before each lecture and to make an effort to comprehend the material.

Components of Course Grade

Individual marks:


Final Examination
30%


Mid-term Examination
20%


Homework
10%

Team marks:


Hand-in Case
15%


Team Case Presentation
25%
Your final percentage grade will be rounded off to the nearest decimal point only after computation of the total course grade. The following conversion scheme will be used in the transfer to your final letter grade:


Letter Grade
% Grade


A+
90+

A
85-89

A-
80-84

B+
75-79

B
70-74

B-
65-69

C
50-64

F
less than 50
Final Examination (30%)
The Final will be a take-home, essay-format examination. A series of questions will be posted on First Class in Week 8 along with grading criteria and submission guidelines. The final questions will be chosen from that list and announced in Week 11. Your individual submission is to be handed in no later than 2pm on December 9 in GM 300-7.

Mid-Term Examination (20%)
The mid-term examination will follow a format similar to the final. Questions and grading criteria will be posted ahead of time and the final submission is due in class during Lecture 8 (November 3).
Hand-in Case (Team Assignment, 15%)
Each team will submit a complete case report for Cabo San Viejo. Guidelines and grading criteria will be posted on First Class in due course. The submission is due in class on Lecture No.6 (October 20).
Team Case Presentation (25%)
Each team will select one of the three remaining cases (Saxonville, Natureview, MetNet) and present it in our last three class sessions. Guidelines and grading criteria will be made available in due course.
Homework (10%)
For the homework, you will be asked to select, present, and critique a recent marketing effort by an organization in the local scene. This can be anything such as a new product launch, a new ad campaign, event sponsorship, etc. Your final submission will be due in class no later than Lecture 13 (December 2), though you are free to submit it at any point in the semester. More guidelines and grading criteria will be posted in due course on First Class. 
HOUSEKEEPING

· Beginning and ending times of lecture will be strictly respected. Please make an effort to arrive and be ready on time. Should you arrive late, please exercise courtesy and minimize disturbances to your classmates.

· Cell phones and pagers MUST be turned off or placed on “vibration” mode between the beginning and ending times of lecture. The use of laptop is strongly discouraged.
· Each week lecture notes and slides will be uploaded to the First Class folder. These notes are designed to help you follow the lecture and to take notes on your own. You should not rely exclusively on the posted notes. Instead, use these notes as mnemonic aids. It is your responsibility to print these notes and slides for yourself. If you encounter problems accessing contact the First Class Helpline by email: FirstClassHelp@concordia.ca. The instructor cannot solve problems related to the First Class folder or access thereto. 
· Every submission must be typed, double-spaced, 12-pt size, New Times Roman or Arial font, with 1-inch margins (top, bottom, left, and right). Pages must be sequentially numbered. Name and i.d. number of author must be written on the cover page. Points will be taken away when any of these guidelines are not respected.

· Whether written work is completed in English or French, it is expected to be grammatically correct, with no spelling or typographical errors. Excessive errors, sloppy presentation style, and poor writing will result in grade reduction.

· All written work is due on the assigned date. No exception. Papers not submitted in class on the due date will automatically lose 10% of the grade value per day of lateness.
Academic Integrity

All students enrolled in this course are responsible for abiding by the guidelines outlined in the University's Code of Conduct. 

The Code of Conduct (Academic) at Concordia University states that the "integrity of University academic life and of the degrees, diplomas and certificates the University confers is dependent upon the honesty and soundness of the instructor-student learning relationship and, in particular, that of the evaluation process. As such, all students are expected to be honest in all of their academic endeavours and relationships with the University." (Undergraduate Calendar, section 16.3.13 or Graduate Calendar).

All students enrolled at Concordia are expected to familiarize themselves with the contents of this Code. You are strongly encouraged to visit the following web address: http://johnmolson.concordia.ca/ugrad/codeofconduct.pdf, which provides useful information about proper academic conduct.

This syllabus is subject to change and any changes will be announced in due course in class.
SESSION TOPICS

	Class
	Date
	Topic
	To Do For That Class

	1
	Sep 8
	Introduction: What is Marketing? 


	1. Purchase Textbook; 
2. Read Chapters 1 & 2; 
3. Complete and turn in “Participant Profile” form on First class folder.
4. Typical Business Plan outline is available on First Class.

	2
	Sept 15
	Marketing Information, Customer Satisfaction, Value and Loyalty
	1. Read Chapters 3 & 5 
2. Read pages 371-372 (section on Product Levels

	3
	Sept 22
	Becoming Customer Centric
	1. Read Chapter 22
2. Read the document “Case Analysis Methodology” and glance at the document “Situation Analysis” (both on First Class)

3. Read and prepare for our in-class case exercise “The Fashion Channel”

4. Constitute your team for the case analysis and presentation.

	4
	Sept 29
	Buyer Behavior
	Read Chapter 6

	5
	Oct 6
	Segmentation & Positioning
	Read Chapters 8 & 10
Note: Class will meet until 10h30

	
	Oct 13
	Thanksgiving Day: 
No class
	Make up class will be held Dec. 2

	6
	Oct 20
	Branding
	1. Read Chapter 9
2. Submit Hand-in Case on Cabo San Viejo.

	7
	Oct 27
	Product Strategy
	1. Reach Chapter 12 & 20
2. Take-home midterm exam will be handed out.

	8
	Nov 3
	Pricing and Distribution
	1. Read Chapter 14 & 15
2. Mid-term due

	9
	Nov 10
	Services & Experience Marketing
	Read Chapter 13

	10
	Nov 17
	Marketing Research & Intelligence
	Read pages 106 to 122 in Chapter 4

	11
	Nov 24
	Integrated Marketing Communications
	1. Read Chapters 17, 18, 19
2. Team Case Presentation: Saxonville Sausage

	12
	Dec 1
	Global Marketing
	1. Read Chapter 21
2. Team Case Presentation: Natureview Farm

	13
	Dec 2
	MAKE UP CLASS, same time, same room.

Marketing Control & Conclusion
	1. Read pages 720 to 729 (Chapter 22) and pages 123 to 131 (Chapter 4)
2. Team Case Presentation: MedNet.com

3. Latest class to submit your homework.
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