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SYLLABUS: MARKETING-4550 

MARKETING PLANNING, FALL 2008

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
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DEPARTMENT OF MARKETING MISSION STATEMENT

It is our focus to teach a rigorous and dynamic curriculum that highlights innovation, resourcefulness, technical competence, critical thinking, and strategic marketing techniques through experiential and traditional academic approaches.

INTELLECTUAL HONESTY

· It is the intent of the Daniels Graduate School of Business to operate in an atmosphere of uncompromised intellectual honesty and ethical behavior commensurate with the highest standards for both the academic and business communities. 

Visit http://www.daniels.du.edu/pdf/code_of_academic_integrity.pdf 
· Violations of intellectual honesty or ethical standards, such as plagiarism, collaboration on individual projects, use of third-party work without attribution, such as via the Internet and other sources, use of work done by other students, or using prior graded work from this or other classes, will result in an ‘F’ in this course, as well as a recommendation for dismissal from the Graduate School. 

· The same consequences apply to violations of the Client Confidentiality Agreement specific to this course. (See details below.)
· If you engage in dishonest behavior at Daniels, it’s virtually certain you will later in your career. This behavior will have damaging career implications at some point. Take the high road and stay on it. 

· The same standards for intellectual honesty and integrity expected of students is expected of the instructor.

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.

MANAGEMENT’S SOCIAL, ENVIRONMENTAL and ETHICAL RESPONSIBILITIES

Content in this course incorporates management’s responsibility to the triple bottom line: 

· Practicing ethical behavior toward customers, colleagues, collaborators and in the wider community

· Leaving the environment a better place as a result of your management imprint and company footprint

· Contributing to and enhancing the society within which the enterprise participates
· Accomplishing the above while enhancing financial value for stakeholders. 

COURSE INFORMATION

Class: Tu–Th, 4-5:50 PM 



Classroom: 220
Instructor: Peter C. Lathrop



Office: Daniels 483

Prerequisite: Marketing 4610

Office Hours: Tu-Th, 2:30-3:45 PM and 6:45-7:45PM. Mon-Wed 4:45-5:45PM. Alternative times may be arranged. Appointments requested.
Email: plathrop@du.edu


Telephone: 303-871-2413, X-1. 

Required Course Materials: Text: The Marketing Plan, 5th edition, William A. Cohen, John Wiley & Sons, 2006, ISBN 0-471-75529-X

COURSE CONTENT AND OVERVIEW

· Produce a marketing plan for a Denver-based client company. Each plan is targeted to realize specific marketing opportunities defined by clients. 

· The opportunities are stated as deliverables: specific objectives the company wants to achieve should it proceed to implement the plans. 

· The local companies become “clients” throughout the quarter. 

· Teams and their clients meet face-to-face, on-site several times—minimally, at the beginning, mid-point, and end of the project—or more frequently as needed. 
· Regular contact via other communications means is maintained throughout the project.

· At the end of the quarter, each team presents its plan orally to the management of its client company. The team also delivers a comprehensive written version of the marketing plan the client can use as a blueprint for potential implementation. 

· The marketing planning experience replicates how internal and/or external teams produce marketing plans in real-world businesses. The course comes as close to a real-world challenge as anything graduate students experience in classes. 

· Completing the quarter-long assignment requires application of sound marketing planning tools, constructs and processes. These will be presented and discussed during classes during the quarter. 

· Learning is hands-on and applications based, derived principally from working with the client company, applying academic learning to this business challenge and developing a professional marketing capable of realizing a concrete marketing objectives. The course applies theory in reality.

· Teams must implement a systematic, structured, disciplined approach to the planning process to produce a final marketing plan. Teams must deliver a “turn-key” marketing plan that: (a) prescribes strategies for achieving the specific objectives; (b) provides step-by-step action plans and budgets specifying how the plan will be implemented; and (c) supports all recommendations and contents qualitatively and quantitatively. 

· The plan has to justify strategic recommendations, priorities, choices and trade-offs regarding what the company should do, and should not do to be successful, and why.

· Any plan remains a theory unless and until it is implemented, which necessitates detailed action plans to execute the strategies. Teams iterate tactics, action plans, timing and resources to make the plan happen. 

· Since marketers are accountable for the impact of their recommendations on the top-line directly and bottom-line indirectly, the plan must address budget and financial accountabilities. 

· Contents, processes, formats and skills learned in this class will prove applicable in virtually any company, business unit or marketing situation. The principles are relevant for small, entrepreneurial, single-product firms or large, multi-unit, multi-product global corporations. 

· A Marketing Plan, by definition, is integrative. It requires synthesizing and applying divers elements from the marketing mix into a coherent, focused and practical marketing “blueprint” for delivering specified results. 

· Because nearly all companies today are market-driven, marketing plans become road maps from which operational and financial plans then are derived. 

· A first-rate, professional marketing plan cannot be created without an effective, efficient planning process. Student teams must demonstrate superior process and project management skills for their plans to turn out successfully.

LEARNING OUTCOMES

· Development and adaptation of a comprehensive marketing planning framework, content package and format. 

· Construction, communication and presentation of a professional marketing plan.

· Management of a complex project and process with specific deliverables within a fixed time frame.

· Collaboration within teams and with external clients essential to complete a major, real-world project. 

· The experience planning, researching, organizing, writing, assembling and delivering a comprehensive written marketing plan, and presenting it to company management in a real boardroom setting.

· Integration and application of marketing theories, concepts and constructs to real-world business challenges.
KEY SKILLS REQUIRED AND ENHANCED IN THIS COURSE

· Organization

· Planning

· Project management

· Process management

· Research

· Situation analysis

· Financial analysis 

· Observation

· Documentation

· Validation/Verification

· Cause and effect relationships

· Application
· Synthesizing

· Integration

· Critical thinking

· Creative thinking
· Deductive and inductive thinking 

· Strategizing

· Prioritization

· Making trade-offs and choices

· Decision-making

· Execution and Implementation realities

· Business writing

· Oral presentation

· Interpersonal/Teamwork/Collaboration

· Professionalism

· Accountability

WHAT IS MARKETING PLANNING?

· Marketing planning includes the process and inputs to plan, produce and deliver a comprehensive marketing plan. 
· The Marketing Plan is the result/deliverable/output of the marketing planning process.

· A plan is “a detailed proposal for doing or achieving something”.

· Planning is defined as “the process of making plans”. 

· The process provides the means for producing a finished plan capable of delivering business objectives. 

· The interdependencies should be obvious: the quality, efficacy and validity of the plan (e.g. output) depends upon the thoroughness, effectiveness and efficiency of the process producing it (e.g. inputs). 

· Success requires superior project and process management, which together increase odds of delivering a superior plan capable of achieving positive business results. 

· The converse applies—poor planning, process and project management increases exponentially odds of producing an inferior marketing plan that virtually guarantees undesirable, unacceptable and negative business results. (This latter option is “of the table” in this course, so focus on the first point only.)

· Within a framework of superior process and project management and applying an applicable skill set enhanced by classroom instruction, student teams work through the process of analyzing external market and internal company situations, identifying critical issues and success factors, formulating and evaluating bona fide strategic options, addressing relevant implementation realities, developing detail actions plans for making the plan happen, and quantifying associated budgets and financial returns. 

COURSE METHODOLOGY FOR PRODUCING A MARKETING PLAN

· The design, contents and structure of the course are predicated upon students having a solid foundation and working understanding of basic marketing terms, constructs and concepts. Lacking this base, students will not be able to function in the course.

· Some students possess higher-level marketing skills obtained from having taken higher-level marketing courses (e.g. Consumer Behavior, Marketing Research, Marketing Strategy, Integrated Marketing Communications, Customer Experience Management, Financial Analysis, etc) or having some work experience in a marketing area. These will prove to be assets.

· Everything in the course is focused upon producing and delivering a professional marketing plan capable of realizing a client’s defined business objectives. 

· Teams of three-to-five students build their marketing plans sequentially, section-by-section. Pre-established mileposts and timeframes during the quarter help assure final plans are delivered to specifications and on time, although, in reality, actual performance and results are the responsibility of each team. Performance against interim milestones, along with producing and delivering the final plan and presentation, comprises principal course assessments.

· Team and client meetings, research and analysis, content preparation, writing and presenting the plan require more work done outside of class than within it. 

· Class time is devoted to discussing the planning process, plan framework, content, underlying concepts and formatting. 

· Time outside class is devoted to client interface and completing the majority of work for producing the plan.

· The workload for this course, in and out of classroom, is substantial, rigorous and demanding. The benefits of this real-world experience cannot be had without proportionate inputs. 
· If a student has a heavy workload and competing requirements for his/her time this quarter, h/she should seriously reconsider taking the course at this time. 

· The written plan and oral presentation are delivered to the client during exam week. These represent the final course projects and principal assessment factors.

· Refer to the separate Schedule of Classes and Assignments for all project dates and class assignments.

· The textbook provides a helpful guideline and reference. The contents and formats will be modified, amplified, revised and adapted to various degrees depending upon specific applications and circumstances. Students can modify the “pro forma” marketing plan as necessary as long as their modifications do not compromise the thoroughness, integrity or validity of the final output.

· Because Marketing Plans for major corporations are comprehensive, sophisticated and detailed, the template applied in this course is that of “full-blown”, professional versions of both the process and plan—one that will pass scrutiny in a Fortune 500 company. 

· Sequencing of class topics and project assignments endeavor to match stages and sections required for producing the plans. However, constraints of a 10-week quarter necessitate some compromises.

· Group assessments constitute the predominant grading component. Group assessments include: managing the process, quality and timeliness of delivering interim assignments, the final written plan, its oral presentation to the client, and internal and external collaboration throughout the project.

· Individual assessments include PPCQ, Peer and Client Evaluations and individual contributions during the oral presentation. 
CONFIDENTIALITY AGREEMENTS

· Developing relevant marketing plans for actual businesses requires clients to expose students to certain proprietary, confidential information. 

· Such information may include certain trade secrets, which, if disclosed to other parties or become known to competitors, could prove damaging to the company. 

· Consequently, students and the instructor are asked to sign a Confidentiality/Non-Disclosure Agreement, which is between each individual student and the assigned client. These agreements bind each individual team member to maintain confidentiality throughout the project and beyond. 

· Students agree that such confidential information will not be disclosed to anyone outside the project team, at any time. 
· This includes not disclosing confidential information to other students in the class working on other businesses. 

· Consequently, each team operates on an independent basis all quarter long.

· It also means that after delivering final plans to clients confidential content must be removed from all file versions of the plan, in every format: hard copies, electronic files or others unless indicated differently by a specific client. (It is possible some clients will agree simply to the removal of the confidential contents and sections, and make the balance of the plan available to students. Each client must agree to this specifically.)

· Students must take this confidentiality issue very seriously. Do not risk unforeseen consequences by violating any terms of the confidentiality agreement.

GRADING 


Formula and Weighting
Grades are based on assessing and weighting student performance in the following areas:


Final Written Marketing Plan 



50%


Oral Presentation of the Marketing Plan


15%



(Components: Team 5%; Individual 10%)

Interim process and project management

15%


PPCQ 







20%



(Inputs: Instructor, Client, Peer Evaluations)

PPCQ: Preparation, Participation and Contribution Quality. Detailed explanation appears below.

Grading Scale

All grades assigned during the quarter are numerical. At the end of the course, cumulative, weighted numerical grades are calculated to the decimal point, without any rounding. 

A corresponding letter grade is assigned per the following scale.
Numerical Range

Letter Grade
92.0%-100.0%


A

89.0% - 91.9%


A-

85.0% - 88.9%*

B+

82.0% - 84.9%


B-

79.0% - 81.9%


C+

77.0% - 79.9%


C+

73.0% - 76.9%


C

70.0% - 72.9%


C-

66.5% - 69.9%


D+

63.5% - 66.4%


D

60.0% - 63.4%


D-
0% - 59.9%


F

	*NOTE: grading implications for this course extend beyond individual student academic performance, in the sense that individual student and team performance reflect upon all Daniels students, the Daniels College of Business, the instructor and future prospects in the community for this course. Therefore, a B+ is considered the minimum acceptable grade for the course. The next grade below B is a B- (there are no B’s in the course). Letter grades will be assigned per the above scale. 




· Any assignments not turned in at the hour (the beginning of class) on the day it is due, or not presented to the client fully completed on the date it is due, at the time it is due and in the format specified, automatically earns a numerical grade of 50. 

· Any subsequent late or deficient assignment earns a grade of 40.

· Clients are instructed to inform the professor of any deficiencies or missed deadlines.

· All assignment due dates are outlined in the Schedule of Assignments provided at the beginning of the quarter, so there are no excuses, no extensions and no exceptions. This is the real world, so perform as if your job and career depended on your performance.
· In the business world, you don’t get to negotiate deadlines. Your are expected to meet them. The same applies in this course.
PPCQ: Preparation, Participation and Contribution Quality
· Reading assignments and articles are relatively light, yet instructive and applicable to the project. Reading assignments require approximately one hour each to read and assimilate.
· All students are expected to read all assigned text materials and articles and come to classes prepared to comment, contribute and offer insights during class. (Grading reflects the quality of individual preparation, participation and contribution as indicated.)

· At least three negative consequences result if you do not complete assigned readings: 

(1) Your class participation suffers along with your PPCQ grade. 

(2) You miss key insights and guidelines that should influence your marketing plan. 

(3) You are likely to omit required content from the plan that will contribute to an inferior final product and grade. 

· Good planning, organization and utilization of collective and individual team resources represent success factors in this course. 

· Working well on your team and with your client company is a challenge in this course, as it is working in real companies.

PPCQ INPUTS

· Attendance, preparation and quality of contributions during class discussions throughout the quarter cumulatively count toward PPCQ grades. 

· Evaluations submitted at the end of the course by clients and members of each team for each individual member. 

· The holistic assessment of individual student PPCQ throughout the quarter by the instructor constitutes the principal basis for this grade. The instructor considers peer and client evaluations in his final assessment.
IMPORTANT NOTES: TEAMS, TEAMWORK AND TEAM DYNAMICS

· Working on teams offers advantages and challenges. Maximizing team benefits and minimizing team dysfunctions require subordinating individual agendas, interests, priorities, preferences and egos to the larger objective of working together as a team to produce a superior plan and achieve collective success. 
· No individual can succeed working individually in this course. It is all about the team, so teamwork must be the priority.

· Every team member is required to attend every team meeting and contribute his/her fair share to the quantity, quality and timeliness of work to complete the marketing plan and the oral presentation. (Team meetings should be agreed upon in advance, preferably set for the entire quarter. These become schedule obligations. Anyone not attending all meetings or contributing equally and fairly fulfilling his/her responsibilities will receive a reduced PPCQ grade as a minimum, and perhaps a reduced project grade depending on circumstances and the instructor’s final assessment of that individual’s performance.)
· Conflicts arise from time to time within teams. 

· Productive conflicts occur vigorously debating issues. Individuals will become passionate and animated. This can be good, as long as it remains centered on substance and issues. Keep all disagreements to issues and principles. Avoid allowing them to become about individuals or personalities.

· Destructive conflict occurs when debates and disagreements become personal and turn negative; or when some teammate(s) try to free ride on the work of other team members and do not fulfill their obligations. 

· These dysfunctions should be avoided in the first place. However, if dysfunction occurs, then immediate remediation is essential. 

· If dysfunctional behavior occurs, do not ignore it or allow it to fester and undermine team performance and results for the quarter. Confront and resolve the situation immediately—professionally and objectively, not personally and emotionally. Deal with the offending behavior/issue (“the assignment was late”, “the content was incomplete”, “there were numerous grammatical errors”, “this is the third missed obligation”, “your comments were personal and derogatory”); never make it about the offending individual (“you’re never on tim”, “your work is always lousy”, “you’re a free-riding slug who always makes excuses”). Still, you must confront and resolve negative conflict!!! It won’t go away if ignored. (Ignoring such behavior encourages continuing it. Why not if there are no consequences?) The sooner you confront it (properly), the better.

· If conflict cannot be resolved by individuals and/or within teams, the team can request a team meeting with the instructor to discuss the matter. The instructor will meet only if all team members are present. 

· The instructor may offer suggestions at these meetings. However, it remains up to the team to implement solutions. The goal is for teams to resolve conflicts, move on and complete a successful plan.

· If the instructor concludes any team member’s (or members’) behavior has been egregious, the instructor, on the recommendation of remaining team members, may approve firing the offender(s), in which case the fired individual (or individuals) receives a grade of C, or below, depending on circumstances, for the course as penalty for the disruption, inconvenience and unacceptable behavior affecting fellow team members, the client and instructor. 
· Keep in mind that future employers, your client company and the instructor do NOT want to hear from any team: “We can’t work together. I/we can’t work with so and so.” Fix it and move on.
DECORUM 

· The following guidelines for this class reflect Daniels’ policies. The objective is to create a class environment conducive to learning free from distractions and disruptions. 

· The goal is putting the collective interests and benefits of the class, teamwork and collaboration above individual interests and agendas.

· Everyone is expected to be present at the scheduled start for the class, not 5 or 10 minutes late. Your employer and client expect you to be on time for company meetings: the same applies here.

· There is only one class discussion—that involving everyone. Sidebar discussions among individuals and team members are disruptive and unappreciated. Please do not initiate nor engage in side conversations during class. 

· Cell phone ringers are to be turned off/on silent mode throughout class. If a call must be taken during class, put the phone on vibration and step outside to take it.

· Sound on computers is to be turned off during class.

· Use of laptops in class is to be related to this course only. 
Surfing the net/text messaging/emailing/preparing for other classes during this class distracts the instructor, which dilutes both teaching and learning qualities. Doing this is emphatically discouraged!
Regardless, some students are unable to resist the lure of their laptops, and chose to engage in such behavior compulsively. If the instructor has the impression you are doing “other things” on the Internet during classes, it will not be mentioned, but will reflect in your final PPCQ grade. Perception is reality, so please do not complain if you engage in this behavior in class, then don’t like your PPCQ grade.

· Course documents and announcements will be distributed principally through Blackboard. 

· CHECK BLACKBOARD REGULARLY, for Announcements, Revisions and posting of class documents.

· Respect for the academic process is the guiding principle for professional behavior and extends to all communications, including e-mail.

· In accordance with Daniels policy, there are no excuses for missing work or communications because of computer/technology problems. Contact Tech Support, 303.871.4700 to correct problems immediately.

PRIOR NOTIFICATION

· Faculty recognizes that there are unanticipated and unavoidable circumstances and conflicts that may cause you to be absent or late on occasion. 

· If you know that you will be late or absent, please notify the instructor ahead of time, via email or voice mail. Prior notification shows consideration and explains absences. 

· The same etiquette applies to all dealings with your client company.

HOPE YOU ENJOY THE CHALLENGES OF MARKETING PLANNING!

08/24/08

PAGE  
1

