The University of Texas at Dallas


Spring 2000

Course:     MKT 6301 - Marketing Management

Classes:    Mondays - 7.00 to 9.45 p.m. Room GR 2.530

Instructor: B.P.S. Murthi
Homepage: www.utdallas.edu/~murthi

Office:      JO5.606
Telephone:  972-883-6355

Office Hours:  Mondays 6 - 7 pm or 

                          by appointment
Email: murthi@utdallas.edu

OBJECTIVE
This course introduces the fundamentals of marketing through a series of decision problems encountered by marketing managers.  There are four key elements of instruction:

1.  Learning by doing :  You will develop a new product idea and a marketing plan to launch it.

2.  Learning through lectures and discussions.

3.  Learning through case studies. 

4.  Learning through electronic media

The course emphasizes marketing strategy, planning, and control.  The topics to be covered include marketing management, buyer behavior, product policy, pricing strategy, distribution, communications, sales management, promotion, competitive strategy, and marketing research.  In all these decisions, the emphasis would be on the use of analysis of facts and data commonly used in the industry.  Exams will test application of principles to decision situations.

MATERIALS
You are required to obtain a case packet for the course, to be made available at the bookstore. There are 7 cases in the packet.  

The required textbook is:

1.  MARKETING MANAGEMENT - Analysis, Planning, Implementation and Control

by Philip Kotler (10th Edition, 1999), published by Prentice Hall, Inc.

CLASS FORMAT

Most classes will open with a discussion of "MARKET NEWS" and a short question answer period.  The class discussion and lecture will focus on the case study of a market decision problem.  The time allocated between lecture and cases will be about equal.

EXPECTATIONS


A successful course requires expectations to be satisfied on both sides.  You can expect that I will select relevant materials and present them effectively in class.  I will foster a supportive environment in the classroom.  I will be available at designated times to answer questions.  I will provide feedback on your performance in the course both formally and informally.


I expect that you will prepare carefully each case and will be ready to participate in all class discussions. Attendance in class is required although one absence is allowed without penalty after the first class.  I expect that you will come to me if you have any difficulty with the material, or if you have suggestions to improve the quality of the course.

ASSIGNMENTS


The attached syllabus contains the assignments for each class. Please study the text before you do the case analysis. "Guidelines" for preparing the cases will be discussed in the first class.


Each group will submit two written case report 4-5 pages long. Case reports are due at the beginning of class regardless of whether you attend class. 


Late reports will NOT be accepted.  A marketing vice president informed me recently that professors do a major disservice to the business community by accepting late assignments. In the real world, missing a deadline means a lost account or business.


One of the groups will be randomly picked to present their case analysis to the class.  Another group will critique the analysis.  The rest of the class is encouraged to ask questions and participate in the discussion.  My role is to facilitate the discussion.  Remember that the quality of discussion is the responsibility of the whole class.  Ten percent of the grade counts towards class participation.

Final note: There is no correct answer to the problem. We investigate different approaches to the problem and understand the significance of each approach.  In the process you develop a judgment about how to approach real life decision problems.

GRADES

Course grades will be determined by your performance on case reports, scores on examinations, project and class participation.  The weight given to each of the activities is given below.

Activity
Weight 

Class Participation 
10 %

Case analyses (2 cases)
20%

Midterm exam
20 %

Final Exam 
25 %

Homework
10 %

Group Project 
15 %

Class participation grade is subjective grade and will be based on

1.
Preparation for the class: whether the student has read the case, understands the issues and concepts involved, etc.

2.
Participation : whether the student participates in the discussion and contributes to the analysis, and

3.  Attendance.

Cases will be graded mainly on the strength of the arguments in the analysis section.

In order to encourage groups to prepare a professional report the following weights will be used.

1.
Key issues

10%

2.
Relevant background information - on competition, customers, environment
10%

3.
Buyer behavior (if relevant)

10%

4.
Analysis - qualitative, quantitative
30%

5.
Evaluation of alternative courses of action

10%

6.
Recommendation

10%

7.
How to implement the decision - 4 P's.
10%

8.
Overall presentation of the report
10%

Exams are closed book, multiple choice and short answer questions. Emphasis will be on testing of basic concepts and application of these concepts to actual situations. 

ACADEMIC HONESTY

UTD has clear policies on academic dishonesty, which includes cheating on an exam, plagiarism, collusion, and falsifying academic records.  These activities will not be tolerated in this class.  Please look at the catalog for more information on this topic.

In this course, collaboration is permitted on all group projects including case analysis and final project.  No cooperation or collaboration is allowed on homework assignments and exams.  Appropriate action will be initiated against students who violate this policy.
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SCHEDULE OF CLASSES

No.
Date
Topic


Chapters
Assignments

1
Jan 24
Introduction, Marketing Principles 


1, 3, 5


2
Jan 31
Business Strategy, Positioning


8, 10,13


3
Feb  7
Consumer Behavior, Segmentation 


6, 7, 9
Fisher Price Toys, 

4
Feb 14
Market Research


5
HW 1

5
Feb 21
New Product Development


11
E.T. Phone

6
Feb 28
Product and Services Management


12,15,16
Colgate Palmolive

7
Mar 13
Midterm Exam





8
Mar 20
Pricing


17
John Deere

9
Mar 27
Pricing II



HW 2

10
Apr 3
Promotions, Sales Management


20, 22
Lifespan

11
Apr 10
Advertising,  Sales Promotions


21
Pizza Hut

12
Apr 17
Distribution


18, 19


13
Apr 24
Services, Internet Marketing



Citibank

14
May 1
Project Presentations



All project reports due

15
May 8
Final Exam





Activity
Weight
My Score

Class Participation 
10%


Case analyses (2 cases)
20%


Midterm exam
20%


Final Exam 
25%


Homework
10%


Group Project 
15%



Final Project
Develop a new product idea (product, service, way of doing marketing) by brainstorming in your group. Screen the ideas to come up with one idea that has the best chance of being marketed. Prepare a marketing plan covering all aspects of marketing such as product, packaging, brand name, advertising theme, slogan, promotion, price, and distribution. The group will present this idea to the class at the end of the semester and the class will evaluate both the presentation and the merit of the idea.

What the report should ideally have:

1.
An introduction to the topic.

2.
Problem Definition:

•
What is the consumer need that you aim to satisfy?

3.
Situation analysis:

•
What is currently available in the market to satisfy the need?

•
What are the problems and why is there a need for a new product?

•
Who is the target market?  In short justify the new product.

•
Also state the assumptions about your company, i.e. whether you are a startup company or an established company.

4.
Potential market in terms of dollars, profits, or sales.

•
Brief description of what assumptions you made and how you arrive at these numbers.

5.
Marketing plan for the introduction:

•
Product:

Brand name, package, warranty, etc.

•
Promotions:
Message, targeted to, media (TV, radio, print).

•
Distribution

•
Price:

Includes discounts, incentives, etc.

•
Time frame:
National or regional rollout


Provide brief justification for your choice in each case.

6.
Limitations or potential threats to success.  What if a big company copies the new product?


Points will be awarded for presentation of information and the flow of arguments.

Evaluation of the Presentation:

•
Content:

Is the idea intuitively appealing?

Would you invest money in the project?

How do you evaluate the idea on novelty or creativity?

•
Presentation:
Was the presentation interesting?  engaging?

Confidence of the speakers - relaxed.

Clarity of the talk - speed, loudness.

Were the visuals presented clearly?



          Clear conclusion provided?
4

