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MBA Program

MBA 612:  Managerial Marketing

Course Schedule

Fall 2016
Mondays, 5:45-9:45pm

Location:  Kieffer 31
Instructor Contact Information

Margaret L. Friedman, PhD

28 Kieffer Hall

739-4608 (office), 347-3244 (cell)

mfriedma@chaminade.edu;  peggy.friedman@gmail.com
Administrative Assistant Phone:  808-440-4280

Course Description

Employs a case study approach for applying marketing principles to marketing management and strategy.  Quantitative and qualitative approaches involve situation analysis, market analysis and targeting, strategic applications and marketing planning.  Prerequisite:  MBA 520 or equivalent.
Course Orientation

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. 

Associated Program Learning Outcome
Demonstrate an understanding of the process of value creation by an organization and the ability to use concepts and processes of marketing and management to develop competitive advantage in specified business environments.

Course Learning Outcomes

At the conclusion of this course, successful students will have demonstrated:

· Understanding of the difference between marketing strategy and tactics

· Analytical skills in assessing marketing strategy

· Ability to apply theory, appropriately, to actual marketing situations

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

· Understanding of current issues in marketing strategy and implementation

Course Schedule and Topics

1.  10/3

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



TO DO:   “Marketing Myopia,” HBR, Sept/Oct 1975 



`

    “Marketing is Everything,” HBR, Jan/Feb 1991

    “Blue Ocean Strategy,” HBR, Oct 2004     

    “Rethinking marketing:  Peter Drucker’s challenge,” Journal

        of the Academy of Marketing Science, 37:28-34, 2009                                                                                        





     Text, Ch 1:  Introduction to Marketing




     Text, Ch 3:  Marketing Strategy
2.  10/10
Marketing:  Big Ideas   



             TO DO:    Text,  Ch 2:  Market Segmentation and Targeting
                                                         The Truth About What Customers Want
3.  10/17
Understanding Consumers  /   KEEPING IT REAL:  CONSUMERS



TO DO : “Selling the Brand Inside,” HBR, January 2002





   “The Story of O’s” (handout)





   “Symbols for Sale,” HBR, July/August 1959                             
 
                          









   

4.  10/24 
Branding  

    


TO DO:   Brand Sense
5.  10/31           
Brand Sense:  More Evidence sharing



TO DO:  Text, Ch 4:  Managing Products and Services


               

6.  11/7 
4 Ps:  Product / KEEPING IT REAL:  PRODUCT



TO DO:   Text, Ch 6:  Managing Distribution
                                                        Text, Ch 7:  Managing Price



               “Pricing and the Psychology of Consumption,” HBR, Sept, 

                                                          2002


                
7.  11/14
4 Ps:  Price and Place (distribution)  /   KEEPING IT REAL:  PRICE AND PLACE



  TO DO:  Ch 5:  Managing Communication
                                                        Different, Escaping the Competitive Herd 
8.  11/21
4 Ps:  Promotion / KEEPING IT REAL:  PROMOTION

                                     Review of important Different concepts 




   TO DO:    Prepare final Keeping It Real Presentation

9.  11/28            
KEEPING IT REAL: COMPETITIVE ASSESSMENT (Applying Different               concepts)



  TO DO:  prepare for final exam
10.  12/5
Final Exam Case Analysis
Readings and Materials

· The 30 Day MBA in Marketing, Collin Barrow, Kogan Page, 2nd edition (2016),  eBook is fine
· Brand Sense, Martin Lindstrom, 2010, Free Press
· The Truth About What Customers Want, Michael Solomon, FT Press, paperback
· Different:  Escaping the Competitive Herd, Youngme Moon, Crown Business, 2010 (paperback is fine)
· Additional readings from Harvard Business Review and other business publications available through Sullivan Library database 

Assignments and Participation

Keeping It Real:  

We will be talking and reading about marketing models, theories, concepts, jargon, etc.  To make sure you understand how all of it “works” practically, you will choose a company at the beginning of the term that you want to study in depth, researching how marketing is done in that company, hopefully applying “book learning” to the “real world.”  You will work in small groups for this assignment.  As noted above, there will be 5 presentations that look at specific pieces of the marketing effort of your company and then a final presentation that looks at the company from a more macro perspective, assessing how it all fits together in accomplishing (or not) the kind of competitive difference we will read about in Youngme Moon’s book.  You will prepare 10-15 minute presentations for each of the developmental pieces of the company’s marketing efforts (Powerpoint optional) and then a 20 minute final presentation on your company that assesses the effectiveness of the company’s marketing efforts.  Your purpose is not to make the company “look good” in regard to their marketing, but to report the actual status of the different aspects of marketing in the organization.

Brand Sense—More Evidence:


This book is a great read about the state of branding in today’s business environment.  The author makes a strong case for why some brands succeed in the hyper competitive business world and why others fail.  He uses numerous examples to make his specific points.  So, do we “buy it”?  Your assignment is to consider his framework for understanding branding today and look for an example illustrates that we should give further credence to Lindstroms’s “take” on “multisensory” branding.  Your example should be a brand not talked about in the book.  Your written analysis/oral sharing should show, clearly, that you understand the concepts about branding that Lindstrom discusses and how the brand you choose to illustrate those concepts does in fact do that—provide evidence.
Final Exam:

The final will be a real world case analysis, requiring you to apply what you have learned to interpret the situation described in the case.  You will assess the “state of marketing” in the organization 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.

Attendance Policy

Recognizing the professional obligations of our students, one absence is allowed in a graduate course.  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.

Assessment and Grading
Keeping it REAL (4 X 5%)


     20%

Keeping it REAL Big Picture (1 X 25%)

     25%

Brand Sense—More Evidence


     25%




Final exam case study


     
     30%

All written/oral work will be graded on the basis of: 1) the depth/robustness of the effort put forth, 2) your competency in applying analytical skills regarding the assigned readings and projects, and 3) the logic and clarity with which you express your ideas, including spelling and grammar.  For presentations you will submit both the text of your presentation and any graphic presentation aids you use.

The customary grading scale of A = Excellent, B = Above Average, C = Average, and F = Failure will be used. 
Academic Honesty
Students are responsible for promoting academic honesty at Chaminade by not participating in any act of dishonesty and by reporting any incidence of dishonesty to an instructor or to a University official.  Academic dishonesty may include theft of records or examinations, alteration of grades, and plagiarism.  Questions of academic dishonesty in a particular class are first reviewed by the instructor who must make a report with recommendations to the Business School Dean.  Consequences for academic dishonesty may range from an “F” grade for the work in question, to an “F” grade for the course, to suspension or dismissal from the Univeristy.

Students with Disabilities

Chaminade University provides reasonable accommodations for individuals with a disability in compliance with the American with Disabilities Act (ADA) of 1990.  If you would like to know if you qualify for ADA accommodations, please contact our Counseling Center at 808-735-4845.  Current appropriate documentation will be required for determination of accommodation eligibility.

Characteristics of a Marianist Education

The following are characteristics of the approach to education engaged at Marianist schools, including Chaminade University:

· Educate for formation in faith
· Provide an integral quality education

· Educate in family spirit

· Educate for service, justice and peace

· Educate for adaptation and change

Instructor Background Information

Peggy is Associate Professor of Marketing at Chaminade University of Honolulu.  She has an undergraduate degree in Sociology from Smith College, Northampton, MA.  Her graduate work was completed at the University of Wisconsin-Madison where she received an MBA degree with a concentration in Marketing Research and a PhD degree in Business Administration, concentration, Marketing.  Her dissertation research considered the role of the professional health care provider from a sales interaction perspective.

Peggy has worked as a market researcher in an advertising agency and as a business consultant in what is now called Accenture (formerly Arthur Andersen and Company), specializing primarily in health care consulting.  Throughout her academic career she has maintained ties to the “real world” through consulting experiences in a variety of contexts, including education, insurance, nonprofit organizations, to name a few.

Prior to moving to Hawaii from the mainland Peggy taught at the University of Wisconsin-Whitewater as well as at the Management Institute, the continuing education division of the University of Wisconsin-Madison School of Business.  In Hawaii, she first worked as Marketing Director at the Waianae Coast Comprehensive Health Center on the leeward coast of Oahu.  However, she missed being in the classroom and so began teaching part-time at Hawaii Pacific University, University of Hawaii and in the MBA program at Chaminade.  Peggy joined the fulltime Chaminade faculty in 2001 to revitalize the Marketing Program.   

Peggy is the mother of three grown children and grandmother of two.  Her favorite hobbies are reading, origami and beading.     

Syllabus Modification
The syllabus is only a plan.  The instructor may modify the plan during the course.  The requirements of the course may be altered from those appearing in the syllabus.  Further, the plan contains criteria by which the student’s progress and performance in the course will be measured.  These criteria may also be changed.

