MAR 6815 - MARKETING MANAGEMENT

SUMMER 1999
Instructor: 
Hudson Rogers

Office: 
AB2-Rm 134

Phone: 
590-7403

E-Mail:
hrogers@fgcu.edu

Office Hours
MTWR: 10-12, & 1:00 - 3:00 p.m.



5:00 p.m. to 6:30 p.m. T & TR



 and by appointment

TEXT:
Kotler, Philip. Marketing Management: Analysis, Planning, Implementation and Control. 9th Edition, Englewood Cliffs: Prentice-Hall, 1997.

Ries, Al & Trout, Jack, Positioning: The Battle for Your Mind.  New York: Warner Books, 1986.

READINGS:
Weekly readings as assigned.

COURSE OBJECTIVE:
The course will provide you with an understanding of the knowledge, insights, tools, and techniques that constitute the strategic planning process in marketing.  The course will provide you with the information necessary to make competent product, promotion, distribution and pricing decisions.  The course will also provide information, insights and understanding required for decisions concerned with the selection of target markets and the strategies appropriate to identify and capitalize on market opportunities.

TEACHING METHOD:
With the exception of the first meeting, an independent study format will generally be used.  During each class an initial but brief lecture on the materials covered in that evening's assigned chapter(s) will be provided.  At this point the instructor will address any problems with that you may have experienced with that evening's material.  Then a discussion of that evening's subject matter will be prompted by but not confined to the questions and issues assigned for that class meeting.  Each student will be singled out for attention. During each class the third portion of the discussion will be prompted by but not confined to a discussion of the material and thoughts contained within the assigned articles.  Again, each student will be singled out for attention.  

It is important that you attend each class meeting prepared to discuss the concepts contained with the assigned chapters and outside readings.   Each student will be singled out for attention.  Come to class mentally and intellectually ready to listen and actively participate.  In graduate classes, most learning should occur outside the classroom.  The class meetings should be regarded by you as an opportunity to put the pieces of your "marketing knowledge' together in a meaningful and coherent manner.  Feel free to bring previously written notes, discussion points, cloudy issues, or answers to class.  Also feel free to tape the proceedings, should you so desire.

You will turn in written (typed) summaries of assigned readings at the beginning of each week.  These will be graded (more about that later).  You should also bring typed summaries (1-2) pages of the assigned articles (outside readings) to class.  These will not be graded nor will they be turned in, however, you will find that this exercise helps your comprehension of the material tremendously.  They also make great study aids, particularly if they are exchanged (quid pro quo, of course) among students.

EXAMINATIONS:

A mid-term and a final exam will be given.  The questions for each will be exclusively essay and will address material taken from the book, outside readings and the class discussion.

ATTENDANCE AND PARTICIPATION:
Please adhere to the guidelines implicitly specified within the four "P's" of successful graduate study: Presence, Preparation, Practice, and Participation.

GRADING POLICY:
Midterm Exam: 



100 points

Final Exam:
   



100 points

Readings, Book Report & Participation:
100 points

Final grades will be assigned as follows:

A - 90 to 100%

B - 80 to  90%

C - Below  80%

Reading List

Summer 1999

5/11/99
1: Ch. 1: "Assessing Marketing’s Critical Role Organizations Performance"

1. Levitt, T. (1975), "Marketing Myopia," Harvard Business Review, (September/October), 26-48. From AEM.

2. Borden, Neil H. (1964), "The Concept of the Marketing Mix," Journal of Advertising Research, 2-7.

2: Ch. 2: "Building Customer Satisfaction Through Quality Service, and Value;" & Ch. 16: "Managing Service Businesses and Product Support Services"

1. Henkoff, Ronald (1994), "Service is Everybody's Business," Fortune, June 27, 48-60.

2. McKenna, Regis (1991), "Marketing is Everything," Harvard Business Review, pp. 65-79.

5/13/99
3: Ch. 3: "Winning Markets Through Market-Oriented Strategic Planning"

1. Ghemawat, P. (1986), "Sustainable Advantage," Harvard Business Review, (September), 53-58.

2. Coyne, K. (1990), "Sustainable Competitive Advantage -- What 
It Is, What It Isn't," Harvard Business Review, (November), 54-61.

4: Ch. 4: “Managing Marketing Information and Measuring Market Demand;” 5: Ch. 5: "Scanning the Marketing Environment”

5/18/99
5: Ch. 6: "Analyzing Consumer Markets and Buyer Behavior"

1. Francese, P. (1991), "Finding the Customer," American Demographics, January, 48-51.

2. Rice, B. (1988), "The Selling of Life-Styles," Psychology Today, March, 46-50. 

3. Caminini, S. (1990), "What the Scanner Knows About You," December 3, 51-52.  AEM 21.

4. Tom, G. (1987), "Cueing the Consumer: The Role of Salient Cues in Consumer Perception," Journal of Consumer Marketing, Spring, 23-27. 

5/20/99
6. Ch. 8: “Analyzing Industries and Competitors”

7: Ch. 9: "Identifying Market Segments and Selecting Target Markets;" Ch. 10: "Differentiating and Positioning the Market Offering;" & Appendix 2: "Statistical Methods for Future Demand Projection”

1. Smith, Wendell (1956), "Product Differentiation and Market Segmentation, Alternative Marketing Strategies," Journal of Marketing.

2. Dickson, P. (1987), "Market Segmentation, Product Differentiation, and Marketing Strategy," Journal of Marketing, April, 1-10.

3. Plummer, J. (1974), "The Concept and Application of Life Style Segmentation," Journal of Marketing, January, 33-37.

4. Schewe, C. (1991), "Strategically Positioning Your Way into the Aging Marketplace," Business Horizons, May, 59-66.
5/25/99
7: Ch. 11: "Developing New Products;” Ch. 12: “Managing Life-Cycles and Strategies.” 
1. Tatsuno, S. (1990), "Hitting for Singles," Across the Board, April, 30-35.

2. Moran, W. (1983), "Why New Products Fail," Journal of Advertising Research, 5-13.

3. Crawford, M. (1972), "Strategies for New Product Development," December, 49-58.

4. Enis, B. (1977), "Extending the Product Life Cycle," Business Horizons, June, 46-56.

5. Swan, J. (1982), "Fitting Market Strategy to Varying Product Life Cycles," Business Horizons, January 68-73.

6. Levitt, Theodore (1965), "Exploit the Product Life Cycle," Harvard Business Review, (Nov-Dec): 81-93.

5/27/99
8:  Ch. 13: “Designing Marketing Strategies for Market Leaders, Challengers, Followers, and Nichers.”

6/1/99

Exam #1 (Chap. 1-6, 8-13)

6/3/99
9: "Marketing Ethics: Obligations and Responsibilities" 

1. Ferrell, O. (1985), "A Contingency Framework for Understanding Ethical Decision Making in Marketing," Journal of 
Marketing, Summer, 87-96.

2. Hunt, S. (1986), "A General Theory of Marketing Ethics," Journal of Macromarketing, Spring, 5-16.

3. Hamilton, Brooke (1993), Business and Society, Course Booklet, University of Southwestern Louisiana (on Reserve).

4. Rogers, Hudson P. et al. (1995), "Ethics and Transnational Corporations in Developing Countries: A Social Contract Perspective," Journal of Euromarketing, pp. 11-38.

10: Ch. 14: "Designing and Managing Global Marketing Strategies"

1. Jain, Subhash C. (1989), "Standardization of International Marketing Strategy: Some Research Hypotheses," Journal of Marketing, January, 70-79.

2. Nadel, J. (1993), "Distribution: The Key to Success Overseas," Management Review, September, 40-43. 
3. Levitt, T. (1983), "The Globalization of Markets," Harvard Business Review, (May-June): 92-102.

4. Reich, Robert B. and Eric D. Mankin (1986), "Joint Ventures With Japan Give Away Our Future," Harvard Business Review, (March-April): 78-86.

5. Robinson, Richard D. (1986), "Some New Competitive Factors in International Marketing," Advances in International Marketing, Vol. 1, 1-20.

6. Ohmae, Kenichi (1989), "The Global Logic of Strategic Alliances," Harvard Business Review, (March-April): 143-154.

11: Ch. 17: "Designing Pricing Strategies and Programs"

1. Udell, J. (1964), "How Important is Pricing in Competitive Strategy," Journal of Marketing, January, 44-48.

2. McGrath, A. (1991), "Ten Timeless Truths About Advertising," 
Journal of Consumer Marketing, Winter, 5-13.

3. Quelch, J. (1987), "Marketing the Premium Product," May, 38-45. 

4. Lanzillotti, Robert F. (1958), "Pricing Objectives in Large Companies," American Economic Review, No. 5, 921-940.

5. Haynes, W. Warren, (1964), "Pricing Practices in Small Firms," Southern Economic Journal, No. 4, 315-324.

6. Fox, Harold W. (1982), "Strategies to Widen Pricing Latitude," Business Economics, May, 5-9.

6/8/99
12: Ch. 18: "Selecting and Managing Marketing Channels"

1. Stern, L. (1980), "Distribution Channels as Political Economies: 
A Framework for Comparative Analysis," Journal of Marketing, Summer, 52-64.

2. McVey, P. (19??), "Are Channels of Distribution What the Textbooks Say," Olde Tyme Classics.

6/10/99
13: Ch. 20: "Designing and managing Integrated Marketing Communications;” and Ch. 21: “Managing Advertising, Sales Promotion, and Public Relations"

1. Hunt, S. (1980), "Informational vs. Persuasive Advertising: An Appraisal," Journal of Advertising, February, 5-8.

2. Bogart, L. (1978), "Is All This Advertising Necessary," Journal 
of Advertising Research, 17-26.

3. Eisenhart, T. (1990), "What is Right and What is Wrong With Each Medium," Business Marketing, April, 196-203.  
4. Horowitz, B. (1991), "The Pratfalls in Promotions," Los Angeles Times, April 28, d1-d8.
6/15/99
14: Ch. 22: "Managing the Sales Force"

1. Mayer, D. (1964), "What Makes a Good Salesman?," Harvard Business Review, July-August, 119-125.

3. Viswanathan, M. (1992), "The Implementation of Business Strategies: Implications for the Sales Function," Journal of Personal Selling & Sales Management, January, 45-59.

4. Schul, P. (1992), "The Emerging Role of Women in Industrial 
Selling: A Decade of Change," Journal of Marketing, July, 38-54. 

    Chap. 23: “Managing Direct and Online Marketing”
15:
FINAL EXAM - 6/17/99
