MAR 6216 - MARKETING LOGISTICS

Course Syllabus

Fall 1998
Instructor: Dr. Hudson P. Rogers
Office Hours:
Office:  Academic II – Rm 134


9:00 a.m.‑ 2:00 noon M-F

Phone:   231‑5387/6347



1:00 p.m.‑ 4:00 p.m. M-F








5:30 p.m.‑ 6:30 p.m. T&Th

and by appointment

______________________________________________________________________________

TEXTBOOK:

Bowersox, Donald J. and M. Bixby Cooper (1992), Strategic Marketing Channel Management, New York: McGraw-Hill Inc.

COURSE OBJECTIVES: 

This course will seek first, to familiarize students with the body of knowledge on marketing channels and logistics and second, to help students develop special sensitivities to the relationships between channel activity and marketing strategy. Against this background, the course will also promote the development of decision-making skills in handling the problems of channel and marketing strategy.  As such, the course seeks to integrate the knowledge gained from previous marketing courses.

TEACHING METHOD:

A lecture/discussion format will be used in this course.  Readings, and reports make-up the primary assignments in this course.  A term paper will be utilized to enable students to grasp and develop the skills required for channel decision-making.  Students will be required to prepare a written report.  Auxiliary readings are assigned on a regular basis.  Students are also required to fully participate in classroom discussion.

Students will prepare a WRITTEN and ORAL presentation of a term paper. The written report should be typed and double-spaced.  The report should reflect careful analysis, logical synthesis, and attention to every element of the assignment.  Each presentation should take no more than 10-15 minutes.

Every student will be assigned to a two-person team.  Each team will be responsible for a team project, and a class presentation.

EXAMINATIONS AND GRADING:

A mid‑term and a final exam will be given.  Additionally, students will be graded on case assignments and class participation.


Exam I

 


100 points


Exam II



100 points


Exam III



100 points


Final Exam



100 points


Readings



  50 points


Project 



150 points (Paper 100 + Presentation 50)



Total



600 points

Grade distribution is as follows:


A = 90 to 100%

C = 70 to 79%


B = 80 to  89%

F = less than 70%

ATTENDANCE:

Class attendance is required.  One (1) unexcused absences are allowed.  A total of 20 points may be deducted for EACH unexcused absence in excess of one (1).

MAKE‑UP POLICY:

Absolutely no assignments will be accepted late.  No make‑up examinations will be given unless prior approval is obtained from the professor.  

ACADEMIC DISHONESTY:

The University Policy on Academic Honesty will be adhered to in class.

EMERGENCY EVACUATION:
If this course is being taught within an on or off campus academic building, please take time to note all exits and evacuation maps in case it becomes necessary to evacuate the building.  At any time during the semester, students who may need assistance during emergency evacuation should identify themselves to the teaching faculty."  General information concerning evacuation procedures for fire, bomb threats and other disasters can be found within the FGCU Administrative Services Intranet at http://admin.fgcu.edu/police/chapter8.html.   
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MAR 6216 - Marketing Logistics & Channels

Course Outline

Week #1: 8/29/98 - An Overview: Introduction

The Scope of Marketing and Distribution Channels

 
Chapter 1 - Marketing Channels

Week #2: 9/5/98


Chapter 2 - Primary Participants


Chapter 3 – Specialized Participants

Readings: Main, Jeremy (1990), "Manufacturing the Right Way," Fortune, (May 21): 55.

Week #3: 9/12/98


Chapter 4 - Channel Structure


Chapter 5 - Enterprise Positioning

Week #4 9/19/98: Channel Strategy and Design

Exam #1 (Chap. 1-5)


 Legal Developments in Marketing Channels

Week #5 9/26/98


Ethical Issues in Marketing Channels


Chapter 13 – International and Service Channels

Week #6 10/3/98: Logistics


Chapter 7 - Logistics Design

Week #7 10/10/98:


Chap. 9 – Negotiation

Week #8 10/17/98


Exam #2 (Chap. 7, 9,13, Legal & Ethical Issues in Channels)


Chap. 12 - Channel Dynamics


Logistics
 

Week #9 10/24/98


Chapter 8 - Planning and Analysis Framework


Chap. 11 - Performance Measurement

Week #10 10/31/98


Chap. 10 - Channel Management


Vertical Marketing Systems


Franchising

Week #11 11/7/98


Exam #3 (Chap. 8, 10-12)

Long-term Inter-firm Relationships

Week #12 11/14/98


The Emerging Role of Strategic Alliances

Week #13 11/21/98


Chap. 14 - Future Distribution Arrangements


Presentations

Week #14 11/28/98: THANKGIVING HOLIDAY

Week #15 12/5/98:


Final Exam (Chap. 11-14 & key concepts)

* Assignment: Provide summary of articles on relationship.  Please include a copy of each article when submitting this assignment.  Develop a outline that shows the relationship among the various marketing channel relationship models.

