Chaminade University

MBA 612:  Managerial Marketing
Fall 2011 , Mondays, 5:45pm – 9:45pm, Kieffer 9
Instructor:  Margaret L. Friedman, PhD

Office:  28 Kieffer Hall
Phone:  739-4608 (office), 347-3244 (cell)

Email:  mfriedma@chaminade.edu or peggy.friedman@gmail.com

Office hours: I will be in the classroom @ 5:30, or by appointment as necessary.
Overview of the course:


The marketing function in an organization is arguably the most important one.  The adage “Nothing happens until somebody sells something” attests to this.    Marketing is probably also the most misunderstood among business functions.  Yes, marketing is selling, but this is only one among many and diverse business activities that collectively are called “marketing.”  This course covers all of the activities designated as marketing from both a theoretical and a practical point of view.  Case studies and numerous real world situations are used to illustrate important points and to help integrate the seemingly disparate parts of managing the marketing function. 

Course Objectives:  When you complete this course, you will be able to:

· Understand the difference between marketing strategy and tactics
· Develop and practice analytical skills in assessing marketing strategy

· Apply theory appropriately to actual marketing situations

· Understand the most important decisions to be made in strategic marketing planning

· Identify effective/ineffective marketing practices in your own personal/professional experience

· Understand current issues in marketing strategy and implementation

Policies:

· Attendance is required; in fact, the MBA program requirements allow for no more than 1 absence during the term.  Since we have only 10 class meetings, missing more than one class session seriously jeopardizes your ability to complete the course successfully.  If you encounter some extraordinary circumstance that causes you to be absent for more than one class, it will be necessary for you to meet with me to discuss your options, one of which is  dropping the course.
· Make-up/late assignments are allowed only in the event of an emergency and when the instructor has been notified prior to class.

· Please keep cell phones in the off position during class.  Computers/tablets may be used for class purposes—no surfing, facebooking, or other distracting uses.
Texts:

· A Preface to Marketing Management, J. Paul Peter and James H. Donnelley, McGraw-Hill, paperback, 12th ed.
· Buying In:  The Secret Dialogue Between What We Buy and Who We Are, Rob Walker, Random House, 2008
· Different:  Escaping the Competitive Herd, Youngme Moon, Crown Business, 2010
· Additional readings from Harvard Business Review, available through Sullivan Library database (abbreviated as HBR in course calendar)
· Handouts provided by the instructor
Grading:

· Prove It!:  Different



     15%
· Prove It!:  Buying In



     15%

· Competitive Strategy Case study 

     30%

· Final exam case study


     
     40%

All written/oral work will be graded on the basis of: 1) the depth/robustness of the effort put forth, 2) your competency in analyzing the example using concepts and terminology you are learning in class, and 3) the logic and clarity with which you express your ideas, including spelling and grammar.  Reading your written analysis is NOT acceptable for oral presentations.  Rather, you will need to format the information into an engaging and memorable presentation.

The customary grading scale of A = Excellent, B = Above Average, C = Average, and F = Failure will be used. 
Prove It!:  Different/Buying In:


The two popular books we are reading offer interesting, current “takes” on two important aspects of marketing:  competition and branding.   Each of these books provides numerous examples of the ideas they are advancing.  Your assignment is to look closer to home in your own environment and experience to find a great example of the major theme (competitive “herding” and “anti-herding” from the book Different and “consumer/consumed” brands from the book Buying In) that each book is advancing.  You will prepare a short, informal presentation of your findings for each theme.  
Competitive Strategy Case Study:


Each of you will work with a partner, researching two competing brands and analyzing their respective competitive strategies relative to one another.  Your goal is to apply as much as you can about what you are learning during the term to help you understand the marketing rationale behind each brand’s visible actions in the marketplace.  


You are encouraged to study two fairly well-known and popular brands so that you are able to collect both primary and secondary data to build your case.  Perhaps two brands in the car wars, or the water wars, or the ice cream wars…… there are plenty of brands to choose from.  At our second class meeting you will be assigned your partner and you will be given time to discuss your topic.  By the third class, you should have committed to your brands and should be starting the research effort.  


The most fundamental rule of effective marketing is to create a differential advantage in the minds of consumers regarding the brand.  Hence you will want to study how your brands are competing against one another for a differentiated image and presence in the minds of their respective target markets.  You will want to be sure to consider all of the basic building blocks of an effective marketing program (4 P’s or “marketing mix”) in analyzing the competitive strategy between your brands.   Be critical and analytical—put yourselves in the role of marketing consultants brought in to shed light on the brands’ competitive strategy.


You will report your findings in a formal written report, as well as an oral presentation.  The oral presentation, of course, will NOT cover the details of the entire report, but will provide an executive summary that provides “upper management” the information they need to understand the current situation and what suggestions you have for the future in terms of marketing strategy.  “Upper management” (the class) will evaluate your presentation and provide feedback. 

There will be one grade given per team for this project.  You will be given an opportunity to provide feedback on the working relationships you experienced.  If there is cause for an individual grade to be adjusted, the instructor reserves the right to do so. 

Final Exam:


The final will be a real world case analysis.  There will be questions that require you to apply what you have learned to interpret the situation described in the case.  You will diagnose the competitive situation and offer constructive criticism, using compelling arguments that demonstrate your deep understanding of marketing concepts.  An important aspect of success on the exam is to sound like a marketing professional/consultant.

Reminder:


You have chosen to attend a Marianist University to obtain your MBA degree.  Fr. Chaminade, one of the founders, during the French Revolution, of the Marianist order of Catholic Brothers, felt that education is an important way to transform society.  Marianist educational institutions offer a particular perspective on the educational process.  Specifically, the Marianist values include:

· Education for formation in faith:  What is learned is both intellectual and spiritual 
· Provision of an integral quality education:  What is learned comes from many sources and many different points of view, and is intended to result in growth and development of the whole person (mind, body and spirit)

· Education in family spirit:  Learners are treated with care, respect and acceptance

· Education for service, justice and peace:  What is learned should be seen as a resource to help others and to address injustice in the world 
· Education for adaptation and change:  What is learned equips the whole person to meet an uncertain and ever-changing future and to be an agent of positive change

These values, from a marketing point of view, are important points of differentiation that distinguish the Chaminade University brand of education from its competitors.

Course Calendar (subject to change as needed during the term)

1  10/3

Intro to the course and to the role of marketing in an organization



TO DO:   “What is Strategy,” HBR, Nov/Dec 1996 




   “Blue Ocean Strategy,” HBR, Oct 2004                                      
   




    Text:  Ch 1




     Different:  Introduction; Part 1:  the herd instinct

2  10/10
Marketing:  The Big Picture



             TO DO:  Text:  Ch 2, 3, 5




   “Marketing Myopia,” HBR, Sept/Oct 1975 

                                                        Different:  Part 1:  the paradox of progress and the category blur


 



  
3  10/17
The Heart of Marketing:  Understanding Consumers



TO DO :  Text:  Ch 6, 7, 12
                                                        Different:  Part 1:  escaping the herd

4  10/24
The Marketing Mix:  Product/Service Issues


    


TO DO:    Best Global Brands (online)

   “The Story of O’s” and “Turning a Fad Product into a Brand                    of Apparel” (handouts)
   “Symbols for Sale,” Sidney J. Levy, HBR, July/August, 1959





   Different:  Part 2:  reversal and breakaway





   Prepare Consumer/Consumed Report
5  10/31             Prove It! (Buying In):  presentations



TO DO:  Ch 10, 11, 8
                                                       “Pricing and the Psychology of Consumption,” HBR, Sept, 

                                                        2002





   Different:  Part 2:  hostility and difference

6  11/7

The Marketing Mix:  Distribution, Pricing, Promotion Issues 



TO DO:   Different:  Part 3:  all
7  11/14
Marketing Strategy Summary
8  11/21
Prove It!(Different:   presentations



TO DO:  polish Competitive Strategy Case Presentation
9  11/28
Competitive Strategy Case Presentations 



TO DO:  prepare for final exam
10  12/5
Final Exam 
Note:  Buying In should be read in its entirety by our fourth class, 10/24, so that you are in a position to talk about branding and to share your Prove It!(Buying In) presentation at our fifth meeting (10/31).
