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COURSE OUTLINE

Marketing is not an art of finding clever ways to dispose of what you make.  It is the art of creating genuine customer value (Kotler, 2005).

1.
YEARBOOK DESCRIPTION

This module is designed to demonstrate the role of Marketing in society and its impact on both consumers and producers.  It will emphasise consumerism and customer centricity and its relationship to all parts of the business and will highlight marketing’s central role in the organisation.  This module addresses the principles of marketing, the marketing concept and process, consumer behaviour and the concept of value, directional strategies (STP) including segmentation, target market selection and positioning; branding, marketing strategy including the traditional marketing mix (4Ps) and the expanded marketing mix (7Ps), implementation and control and the formulation of a marketing plan.

Lecturer:


Prof FJ Herbst

Tel:



021 918 4227

Fax:



021 918 4468

E-mail:


fjh@usb.ac.za
Internal moderator:
Prof NS Terblanche
2.
READING

2.1
Prescribed source
· Kotler, P. & Keller, K.L.  2009.  Marketing Management.  13th edition.  New Jersey: Pearson Education.
· Case studies and articles as indicated in the course content as well as material made available during the course.

2.2
Recommended reading
2.2.1 Books
· Abratt, R., Klopper, H.B. & Viljoen, K.  Contemporary Cases in Southern African Marketing.  2nd edition.  2007.  Claremont: New Africa Books.
· Duncan, T.  2005.  Principles of Advertising & IMC.  2nd edition.  Boston: McGraw-Hill Irwin.
· Jobber, D.  2007.  Principles and Practice of Marketing.  5th edition.  Maidenhead: McGraw-Hill.
· Keller, K.L.  2008.  Strategic Brand Management.  3rd edition.  New Jersey: Prentice Hall.
· Levy, M.L. & Weitz, B.A.  2009.  Retailing Management.  7th edition.  London: McGraw-Hill Irwin.
· Cannon, J.P., Perraeult, W.D. & McCarthy, E.J.  2008.  Basic Marketing: A Global-Managerial Approach.  16th edition.  Boston: McGraw Hill/Irwin.
· Zeithaml, V.A., Bitner, M.J. & Gremler, D.D. 2006.  Services Marketing.  5th edition.  New York: McGraw-Hill Irwin.
2.2.2 Journals

· Financial Mail
· Harvard Business Review
· International Journal of Service Industry Management
· International Journal of Internet Marketing and Advertising  (IJIMA)
· Journal of Brand Management
· Journal of Business and Industrial Marketing
· Journal of the Academy of Marketing Science
· Journal of Marketing
· Journal of Product and Brand Management
· Journal of Services Marketing
· Marketing Intelligence and Planning
· Marketing Management
· Sloan Management Review
· Southern African Journal of Economic and Management Sciences
· Strategic Management Journal
· The Economist

· The International Journal of Applied Marketing

· Wall Street Journal (Section 2)
2.2.3
Databases

· American Demographics at http://www.americandemographics.com
· Ebscohost at http://ebscohost.com/ehost
· Eighty20 consumer information portal at http://www.eighty20.co.za/databases/index.cgi
· Emerald at http://www.emeraldinsight.com/Insight
· Gartner at http://www.gartner.com
· Interbrand’s http://www.brandchannel.com
· Nexus at http://star.nrf.ac.za/index.html
· ProQuest at http://proquest.umi.com/login
· SA Marketers map (SAMM) at http://www.samm.co.za
2.2.4
Information on WebCT
The following information will be on WebCT:

· Course outline;
· PowerPoint (PPT) slides per chapter as received with the prescribed source;
· PPT slides used by your lecturer in class.  These PPT slides will be available within 2 hours after the scheduled session;
· Other relevant articles and/or reports used in class; and
· Grade book
3.
PURPOSE OF THE MARKETING MODULE

The purpose of this module is to develop your knowledge and understanding of the marketing management process, as well as to develop insight into marketing as an integral part of the broader management process.  The overall purpose is to equip you to plan the marketing function and to be able to implement marketing plans within the context of an organisation’s business strategy.

4.
SPECIFIC LEARNING OUTCOMES

At the successful completion of this module you will be able to:

· understand the role of Marketing in society and its impact on consumers and producers;

· understand consumerism and customer centricity and its relationship to all parts of the business;

· understand the change of marketing’s central role in the organisation;

· understand and apply the principles of marketing;

· understand and apply the marketing concept and process;

· understand consumer behaviour;

· understand the concept of the value proposition;

· understand the need and value of marketing information and its interpretation;

· understand and apply the STP process;

· understand branding and brand positioning;

· understand and develop the appropriate marketing mix;

· understand the formulation, implementation and control of a marketing plan and its relationship to the overall business plan; and

· Develop an implementable marketing plan.

5.
ASSESSMENT CRITERIA

You will be continuously assessed on the basis of individual WebCT tests, individual closed book test, a group marketing plan, a final individual open book assessment and your participation in class.
5.1
Individual tests on WebCT
Individual WebCT tests will make a 20% contribution to your final mark for this module and will consist of short and specific multiple choice questions.  The purpose of the individual WebCT tests is to ensure that you have properly studied the scheduled chapters before each session as indicated in the working programme for 2009.  Proper preparation will furthermore enhance the debate in class and will ensure a constructive learning experience.  The following 10 individual WebCT tests have been scheduled:
	Test
	Chapter(s)
	Time allowed
	Amount of questions in database
	Amount of questions to be randomly selected from the database
	D-date is
23:59 before ….

	1
	1 and 2
	15 minutes
	46
	15
	Session 1

	2
	3, 4 & 11
	20 minutes
	55
	20
	Session 2

	3
	5, 6 & 7
	20 minutes
	50
	20
	Session 4

	4
	8
	8 minutes
	25
	8
	Session 5

	5
	9 & 10
	? minutes
	
	
	

	6
	12 & 20
	? minutes
	
	
	

	7
	13
	? minutes
	
	
	

	8
	14, 15 & 16
	? minutes
	
	
	

	9
	17, 18 & 19
	? minutes
	
	
	

	10
	21 & 22
	? minutes
	
	
	

	
	
	
	
	
	


You will only be allowed one attempt and therefore you need to study the chapters prior to answering the ten WebCT tests.  These tests need to be completed before 23:59 on the d-date indicated above and the answers to each individual test will be released the next day.
5.2
Individual closed book class test

The scheduled individual closed book class tests will consist of short, specific questions and short case studies.  The purpose of the individual class tests is to test your understanding of the key marketing concepts and the practical integration thereof as outlined in your prescribed reading and class discussions.

5.3
Group marketing plan

The formulation of a marketing plan for an organisation or product/service of your choice will be done on a group basis.  The following aspects should be complied with:

· It is a practical assignment and not a theoretical exercise.  Ideally, the organisation for which the plan is developed should be able to implement it.

· The nature and scope of the marketing plan should be discussed with the lecturer before work is started.  The group leader needs to register your project with an e-mail to the lecturer before the end of session 5.

· The plan should be documented in a report format with a maximum of TWENTY (20) typed pages (A4 size & 1.5 line spacing), excluding appendices, and must include a ONE PAGE executive summary.
· The plan will be presented to the class during the scheduled contact sessions 16 and 17.  Twenty (20) minutes will be allowed for each group presentation followed by 10 minutes for questions.
5.3.1
Guidelines for presenting assignments

Refer to Appendix A for these guidelines when compiling your marketing plan.
5.3.2
Submission of the group marketing plans
The marketing plans that will be presented during sessions 16 & 17 in group format need to be submitted electronically before 24:00 via WebCT on the evening before the presentation.  The group leaders need to submit a hard copies on the day his/her group presents.
5.3.3
Assessment criteria for the group marketing plan

(i) This is not a business plan and therefore detailed financial information is NOT required
(ii) An overall mark will be given for a combination of the oral presentation (X/100) and the written report (X/100).
(iii) The Sample Marketing Plan on pages 98 – 102 of the prescribed text may be helpful in selecting appropriate and relevant headings for use in preparing your limited length marketing plan.
(iv) Your mark will be influenced by the…………..:

· innovativeness of the product or service idea;
· creative and effective use of a audio visual presentation;
· good presentation skills by at least three members of the group;
· good responses to class questions raised;
· adherence to the time allocation;
· possible implementation of the plan; and
· A well constructed written report with an effective one page executive summary and produced within the maximum page allowance.
5.4
Final individual open book assessment

The final individual open book assessment will consist of a comprehensive case study designed to test your ability to apply marketing management concepts and tools in a real life situation.  Open book implies that you may bring the following documents to the test venue:

· Prescribed source/ textbook
· One file with notes

· A copy of your group marketing plan
5.5
Allocation of marks

· 10 individual tests on WebCT 




20%

· Class attendance and participation




15%
· Individual closed book class test (session 7)


15%

· Group marketing plan presentation and written report

25%

· Final individual assessment (session 18)



25%

Total:









100%

6.
CLASS ATTENDANCE

Class attendance is compulsory.  If, due to circumstances, you cannot attend class, you must request exemption from class attendance prior to the class.  Should you not write a test as a result of absence, you will be awarded a zero mark.
7.
PREPARATION FOR CONTACT SESSIONS

It is essential that the indicated reading for each session is prepared before you come to class.  This will ensure more productive class discussions.

COURSE OUTLINE
Working programme for 2009
	Session 1
	UNDERSTANDING MARKETING MANAGEMENT

	Preparation & reading
	Chapter 1:
Defining marketing for the 21st century

Chapter 2:
Developing marketing strategies and plans

Article:

The American Marketing Association (AMA) redefines marketing (http://www.cbpp.uaa.alaska.edu/afef/marketing%20re-defined.htm)

· How to get marketing back in the boardroom (McDonald 2006:426 – 431)

	Session 2
	CAPTURING MARKETING INSIGHT

	Preparation & reading
	Chapter 3:
Gathering information and scanning the environment

Chapter 4:
Conducting marketing research and forecasting demand

Chapter 11:
Dealing with competitors

Video:

Prof Michael Porter discusses the five competitive sources

Video case study: John Deere
Guest speaker – “Black Diamonds” Vinetia????


	Session 3
	INTEGRATED CASE STUDY

	Preparation & reading
	Integrated case study with finance


	Session 4
	CONNECTING WITH CUSTOMERS

	Preparation & reading
	Chapter 5: 
Creating customer value, satisfaction and loyalty

Chapter 6:
Analysing customer markets

Chapter 7:
Analysing business markets

Article:
A value based approach to management (Kothari & Lackner, 2006:243-249)

	Session 5
	SEGMENTING AND TARGETING

	Preparation & reading
	Chapter 8:
Identifying market segments and targets

Video:

Prof Peter Doyle discusses segmentation, target market selection and positioning as part of the marketing planning process

	Session 6
	BUILDING STRONG BRANDS

	Preparation & reading
	Chapter 9:
Creating brand equity

Chapter 10:
Creating the brand positioning

Article: ????


	Session 7
	INDIVIDUAL CLOSED BOOK CLASS TEST

	Preparation & reading
	All the work covered in session 1 – 6

	Session 8
	SHAPING MARKET OFFERINGS: PRODUCTS & SERVICES

	Preparation/Reading
	Chapter 12:
Setting product strategy

Chapter 20:
Introducing new market offerings

	Session 9
	SHAPING MARKET OFFERINGS: PRODUCTS & SERVICES (continued)

	Preparation & reading
	Chapter 13:
Designing and managing services

Article:
Using the 7Ps as a generic marketing mix (Rafiq & Ahmed, 1995: 4-15)


	Session 10
	SHAPING MARKET OFFERINGS: PRICING AND MARKETING CHANNELS

	Preparation & reading
	Chapter 14:
Developing pricing strategies and programs

Chapter 15:
Designing and managing integrated marketing channels

Chapter 16:
Managing retailing, wholesaling and logistics

Case study:

Saturn’s supply chain innovation:  High value in after-sales service (Sloan Management Review, 2000:93-101)

	Session 11
	SHAPING MARKET OFFERINGS: PROMOTION

	Preparation & reading
	Chapter 17:
Designing and managing integrated marketing communications

Chapter 18:
Managing mass communication: Advertising, sales promotion, events and experiences and public relations


	Session 12
	SHAPING MARKET OFFERINGS: PROMOTION (continued)

	Preparation & reading
	Chapter 19:
Managing personal communications: Direct and interactive marketing, word of mouth and personal selling


	Session 13
	INTEGRATED CASE STUDY

	Preparation & reading
	Integrated case study with IT

	Session 14
	GLOBAL MARKETING

	Preparation & reading
	Chapter 21:
Tapping into global markets

Case study:

South African Breweries Miller (Abratt et al., 2007:103 - 115)

	Session 15
	LONG TERM GROWTH AND COURSE WRAP-UP

	Preparation & reading
	Chapter 22:
Managing a holistic marketing organisation for the long run

	Session 16
	GROUP MARKETING PLAN PRESENTATIONS

	Session 17
	GROUP MARKETING PLAN PRESENTATIONS (continued)

	Session 18
	FINAL INDIVIDUAL OPEN BOOK ASSESSMENT


APPENDIX A

Guidelines for presenting assignments, USB, 2008

(Final as of 4 Dec 07)
Dear Students

Below are guidelines for presenting MBA assignments.  They MUST be used for all assignments.  They are consistent with the technical requirements for research reports, which are set out in the Research Report Guide for MBA Students (2008).  Once you implement these guidelines, they will make assignments easier for you at every stage.

Just before handing in, please check to see that you have followed each aspect and, to declare that you have checked, tick the box at the right.  Hand in this checklist with the assignment.

	
	
	Research Report Guide page
	Yes, I have done this.

	1.
Layout

	
	Page size:  A4
	23
	

	
	Margins:  25 mm all around
	23
	

	
	Line spacing:  1,5
	23
	

	
	Font:  12
	23
	

	
	Font type:  Arial or Times New Roman
	
	

	
	Text:  Full justification (blocked)
	23
	

	2.
Headings

	
	Numbered for each section

(but you won’t have chapters or chapter headings in an assignment)
	24
	

	
	Lined up at left margin
	24
	

	
	Level 1:  1  Upper case, bold
	24
	

	
	Level 2:  1.1  Lower case, bold
	24
	

	
	Level 3:  1.1.1  Lower case, no bold
	24
	

	
	Leave one line space above heading
	
	

	
	Leave no line space below heading
	
	

	3.
Page numbering

	
	Page numbers: centred, at top, inside margin
	24
	

	
	Pages preceding Introduction:  small Roman numerals (i, ii, iii, etc.)
	24
	

	
	Cover page is not numbered
	
	

	
	Cover page includes title of assignment
	
	

	
	Declaration is included on cover page (see Info Document given at Orientation).  
	24
	

	4.
Pages needed

	
	Executive Summary is included (optional; depends on lecturer)
	
	

	
	Table of Contents is included
	ii-iv
	

	
	List of Tables is included (if there are tables in the assignment)
	25
	

	
	List of Figures is included (if there are figures in the assignment)
	25
	

	
	List of Appendices is included (if there are appendices in the assignment)
	25
	

	
	Correct set-up of tables
	39
	

	
	Correct set-up of figures
	40
	

	
	Numbering of tables and figures is linked to section of the assignment
	39-40
	

	5.
Referencing

	
	Harvard system is used well in the text
	26-27

42-44
	

	
	Harvard system is used well in the List of Sources
	26-27

44-49
	

	6.
Consistency

	
	I have checked to see that all headings and sub-headings correspond to the Table of Contents
	
	

	
	All bullet points must be the same throughout the text.  Capital letter at beginning, full stop at end
	
	

	
	Spacing between all sections is consistent throughout the text
	
	

	7.
Taking responsibility

	
	I have checked the text to avoid spelling errors (you can use Spellcheck as well).
	
	

	
	I have proofread the text to avoid grammar errors
	
	

	
	I have proofread this assignment as a whole and made the necessary corrections.
	
	


Notes:
1. All assignments are submitted electronically.  Colour will be printed out in black and white; thus, please use textures rather than colours when you wish to distinguish areas.

2. Avoid certain things:

· No headers or footers (except for the page number in the header and a potential “Confidential” in the footer, where appropriate)

· No frames around a document or page

· No underlines

· No italics, except for a foreign word, and for book or journal titles in List of Sources

3. Lecturers can reward or penalise a student for the student’s control of technical aspects of a written assignment.  Be sure you don’t lose marks due to poor technical quality.”

