Chaminade University

Strategic Marketing:  MKT 440 01

Spring 2007, TR 3:30-4:50 pm, K 31
Instructor:  Margaret L. Friedman PhD
Office:  #28 Keiffer Hall
Phone:  Office 739-4608, Home 923-3868
Email:  mfriedma@chaminade.edu
Office Hours:  M W. F:  9:00-3:00; W:  9:00-noon; T, R:  12:30-1:30; or by appointment
Course Catalogue Description:


This capstone course addresses the organization and coordination of the total marketing program including the marketing mix elements, market research, market segmentation and positioning in a case analysis format.  The student will understand the interrelationships among all the elements of marketing critical to strategic decision-making.  Students will develop a strategic marketing plan for a real world organization so as to have hands-on experience with the process.

General Purpose of the Course:


This course gives the student of marketing the opportunity to see how all the seemingly disparate pieces of the marketing puzzle fit together into a coherent whole in the form of a strategic plan.  The emphasis will be on the kinds of decisions, tools to aid decision making, and the process of decision making needed to produce plans that get results.  The first half of the course will cover the content of strategic planning and the second half of the course will involve applying that content to real world case studies.  


This course will probably be the most demanding course you take in the marketing curriculum, and the most important one.  Whether you ultimately work in marketing, a different functional area of business, or some entirely different career, the understanding and skills gained from the strategy formulation, analysis and problem solving activities performed in this class will help you achieve your goals. 
Course Context:  Requirement in the Marketing major

Marketing-Program Level Learning Outcome:  Students will demonstrate the ability to analyze real marketing situations holistically, diagnose problems, propose and defend marketing plans in both written and oral format, both individually and in team efforts.   

Course-Level Student Learning Objectives:  When you successfully complete this course you will demonstrate an understanding of:

· the purpose and terminology of marketing strategy
· the content of a strategic marketing plan
· the variety of simplifying frameworks that are used to conceptualize aspects of the strategic decision making process
· how marketing is related to the other functional areas of business in strategic planning
· how to formulate alternative approaches to strategic issues and to provide the pros and cons of each
· common strategic marketing mistakes
Additionally, you will leave this course feeling more confidence in your ability to present a point of view and defend it in discussion with peers.  There are no right and wrong answers when it comes to marketing strategy (the consumer determines that), and so the marketers ability to “sell” a course of action inside the organization is a critical skill.

Text and other reading materials:

· Marketing Mistakes, Robert F. Hartley, John Wiley & Sons, 10th edition, paperback

· Strategic Marketing, Syed H. Akhter, AtomicDog Publishing, 2006, paperback

· Supplementary readings provided by instructor

Requirements and Grading Procedures:

· 3 Case Briefs:  each worth 15% for a total of 45% of your final grade

· FAFSA project continuation:  worth 15% of your final grade

· Company “Shadow” Project worth 25% of your final grade 

· 2 “Where are they Now” updates each worth 5% for a total of 10% of your final grade

· Discussion/Participation:  worth 5% of your final grade

Each of the items listed above is described in detail in this syllabus.  Be sure to refer to these descriptions when starting an assignment so that you understand what you need to do to fulfill the requirement successfully. 

Final grades will be determined as a weighted average of the grades you earn on the assignments as noted above.  The customary grading scale of A (work that demonstrates outstanding scholarship and an unusual degree of intellectual initiative), B (work that demonstrates superior work done in a consistent and intellectual manner), C (an average grade indicating a competent grasp of the subject matter), D (reflecting inferior work of the lowest passing grade, not satisfactory for fulfillment of  prerequisite work, and F (failure to grasp the minimum subject matter, no credit given).

Case Briefs:


The term “brief” in the name of this assignment is meant to convey the idea that this analysis should, literally, be brief.  While that may sound like good news to you, it is actually more challenging than a long analysis because you have to take the complex, numerous and complicated facts of a case and extract the essential issues, choices (and their implications), and state your “solution” in a maximum of 2 double-spaced pages.  Your challenge in this effort is to be able to identify the most relevant facts, provide convincing support of their relevance and then propose an appropriate strategic solution, making note of its strengths and shortcomings.  The “trick” here is to turn a messy situation (incomplete information, too much information, contradicting information,  etc.) into one of clarity and strategic foresight.  You might think of this as similar to a word puzzle where you are given a number letters of the alphabet and you are supposed to use as many letters as you can to make the longest word possible (some letters may not work (irrelevant), you may have a “q” but no “u” which almost always follows “q” (contradicting information).  When you finally do come up with a solution, what was messy is now clear and comprehensible.  


Details on the format for this case brief will be provided.  Your effort will be graded on your ability to focus you analysis on relevant facts, your understanding of the strategic issues facing the organization, the appropriateness of your “solution,” and your ability to communicate clearly and convincingly.

FAFSA Project continuation:  


The FAFSA project is an ongoing Service-Learning project.  It began in the advanced accounting class where students were asked to help fill a need in the community.  The need is at Kaimuki High School where college counselors need help in getting college-bound seniors to avail themselves of financial aid for college.  To be considered for aid, students MUST complete a government FAFSA form which can be a daunting experience, particularly if you are the first person in your family to be applying to college or if you or your parents don’t speak English, common situations at KHS.  The accounting students came to the rescue to help Kaimuki students and their families complete the FAFSA forms.  One of the issues that arose, however, was that students who really needed such help did not turn out in large numbers—the free help was available, but for whatever reasons, students and their families did not show up for the help to apply for “free” money!  That is where students in marketing classes entered the situation.  Last spring the Marketing Strategy class prepared a preliminary strategic marketing plan for increasing participation in the FAFSA project.  The Services Marketing class this past term began to implement the strategic marketing plan and to add detail to the plan.  This semester, we will be further implementing the plan and working on strategies to expand the program.  More detail on the nature of this work will be given as the semester progresses.  
Company “Shadow” Project:


A case is a synopsis of a “real world” problem or situation faced by an organization.  Prepared cases tend to have an important point that they are meant to teach students.   Your task is to closely monitor two competitors in an industry and to analyze their “moves” in terms of what you are learning about effective and not-so effective marketing strategy.  Key to success in completing this assignment is choosing companies/brands you are truly interested in following and then on an almost daily basis seeing what is being said in the news about them.  What you will end up with is your own case study of competitive strategy.  

You will work in pairs on this project. Your competitive strategy real world case study should be a maximum of 20 double-spaced pages.  In addition to preparing a written report, you will present your case to the class.  Your written report will not be presented, but rather will serve as the basis for the presentation you lead with your partner.  You should think of yourselves as marketing consultants who have been hired to research competitive trends and actions in an industry.  Now you are reporting your findings to the client.  No client would ever want to simply be read to from a written report.  You will need to plan a presentation that is creative, convincing and memorable.  You should be prepared for objections and questions from the client.  Your written and oral work will be evaluated on the basis of the thoroughness of your analysis, your ability to apply what you are learning about strategic marketing to the situation, and your ability to communicate clearly, in an organized manner, and in a compelling fashion.  

This assignment constitutes the final exam for this course.

“Where are they Now” update:


This assignment involves preparing a one page update on the various companies we will be studying in class. You should consult the popular business literature (The Wall Street Journal, Business Week, Fortune, Forbes, The New York Times) to find out what has happened to the companies since the case studies were written.  Finding a “strategic fit” is a never-ending process and so it is quite interesting to monitor how companies are constantly having to adjust their strategies to stay competitive.  This assignment will be evaluated on the basis of the integrity of the sources you consult (be sure to cite your sources), your ability to apply what you are learning to understand why the company is where it is now, and the clarity with which you express your ideas, including spelling, grammar and organization.  Due dates will be assigned. 
Discussion/Participation:


Because so much of your learning in this course will come from in-class discussions of the cases, class participation is formally calculated in your final grade.  The quality AND quantity of your contribution will be directly related to your preparation for class before each discussion.  Whether or not you are scheduled for leading a discussion, it is IMPERATIVE that you prepare thoroughly for each case discussion and bring notes to class that will prompt you as needed.  You will be called on in class if you do not volunteer to contribute and you will be expected to provide relevant and original responses.  The more each and every one of you takes this responsibility seriously, the greater will the knowledge you gain from this course.  This is a class where you really rely on each other to create high quality discussions and maximum learning.

Marianist Values:


You have chosen to attend a Marianist University to obtain your undergraduate 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.  They will be incorporated as much as possible into the content and format of this class.
Miscellaneous Information:

· Pay close attention to due dates for assignments shown on the class schedule.   If work is handed in late, that tardiness will be taken into account in evaluating the work.
· Classroom deportment:  Pagers and cell phones are to be in the OFF position during class.  You will be asked to leave the classroom if your pager or cell phone rings.  You will also be asked to leave if you are dozing off or engaging in other inappropriate classroom behavior (reading the newspaper, doing work for a different class, chatting, and the like).  NO FOOD in the classroom. It is too noise and distracting.  Liquid refreshment is acceptable.
· If you have problems or questions that are better addressed outside of the classroom, DO NOT WAIT to see me.  If you let a problem to too long, we may not be able to fix it in time for you to complete the course successfully.  During the semester I will be happy to help you in any way that I can to facilitate your understanding of the material  covered in this course.

· There is no extra credit available in the course.  You will be better off if you give your best to the assignments described in the syllabus, rather than adding more assignments.  You will notice that you are given two (or more!) tries for each assignment so that improvement is possible (and encouraged!).

· Attendance is not calculated as an explicit part of your final grade.  However, you will find that success in completing the assignments depends very much on applying what we discuss in class.  Also, you need to be in class to participate in the case analysis discussions, and such participation IS calculated as part of your final grade for the course.
· Note the following deadlines:  Add-Drop deadline 1/24, deadline for withdrawal with no record 2/16, deadline for withdrawal with record 3/23
· Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not  participating in or facilitating others’ participation in any act of academic dishonesty, and by reporting incidents of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/plagiarism) to their instructors.

· Chaminade University is required by law to provide equal access to qualified individuals with disabilities.  Accommodations are made to ensure that students have equal access to the same educational benefits other students have.  The Chaminade Counseling Center handles disability accommodation requests.  You should contact that office (x845) if you have special needs regarding this class.

Course Calendar

Date

Topic







Assignment
T 1/16

Course overview/intro to case analysis 


SM: 1&2,











Case Analysis Handout

R 1/18

Overview of Strategy Concepts



SM: 3 & 7

T 1/23

Market Analysis







R 1/25

continued






SM:  4, 5 & 6

T 1/30

Situation Analysis 






R 2/1

continued






SM:  8

T 2/6

Offensive & Defensive Strategy



R 2/8

continued






SM:  9

T 2/13

Strategy and the PLC





MM:  Ch 2

R 2/15

Case #1:  Burger Wars




MM:  Ch 3

T 2/20

Case #2:  Cola Wars





MM:  Ch 4

R 2/22

Case #3:  Airliner Wars

T 2/27

continued






Handout Provided

R 3/1

Case #4:  Doll Wars





MM:  Ch 5

T 3/6

Case #5:  Sneaker Wars




MM:  Ch 7

R 3/8

Case #6:  Ford/Firestone Debacle



MM:  Ch 9

T 3/13

Case #7:  K-Mart/Sears Merger



MM:  Ch 10 & 12

R 3/15

Case #8:  PC Wars







T 3/20

continued






MM:  Ch 11

R 3/22

Case #9:  Toys “R” Us




MM:  Ch 14
3/26-30
SPRING BREAK
T 4/3

Case #10:  Merck’s Vioxx




MM:  Ch 15

R 4/5

Case #11:  Snapple





MM:  Ch 16 
T 4/10

Case #12:  Newell Rubbermaid



MM:  Ch 17

R 4/12

Case #13:  Euro-Disney




MM:  Ch 18

T 4/17

Case #14:  Harley Davidson




MM:  Ch 19

R 4/19

Case #15:  Vanguard





MM:  Ch 20

T 4/24

Case #16:  Southwest Airlines



MM:  Ch 21

R 4/26

Case #17:  Wal-Mart





MM:  Ch 22

T 5/1

Case #16:  Boston Beer




MM:  Ch 23

R 5/3

Case #17:  Office Max




MM:  Ch 24, SM:  12

R 4/28

Summary and Conclusions




 

MM:  Marketing Mistakes

SM:  Strategic Marketing
FINAL EXAM:  FORMAL CASE PROJECT PRESENTATIONS

Thursday, 5/10, 3:00-5:00 pm

The course calendar is subject to additions, changes, and deletions as needed.

