MANHATTAN COLLEGE

School of Continuing and Professional Studies (SCPS)

Managerial Marketing

Instructor: 

Phone:

E-Mail:

1. General information: Managerial Marketing – Elective: 
2. . This course meets every Monday, starting at 5:00 p.m. in R. 247 – Leo Building. 

3.  Course Description This is an elective course. 

Managerial Marketing:

To expose students to the world of marketing by studying marketing theory and discussing real case studies. The students will identify a product or business and write a marketing plan to enhance their knowledge of marketing.

4. Textbooks and materials required for this course.

Text: Winer, Russell, S. and Dhar, Ravi (2011). Marketing Management 4th ed. 

p. cm. Upper Saddle River, NJ: Prentice Hall.   ISBN 0-13-9780136074892.

Hacker, D. (2011). A writer’s reference (7th ed.). Boston: Bedford books


Of St. Martin’s Press. ISBN 0-312-24754-0.

5. Course Format: All of our courses are currently offered in a hybrid format, i.e. students will attend regularly scheduled onsite classes supplemented with online learning activities that include completing assignments and participating in discussions with faculty and classmates.

6. Student –Centered Learning Goals/Outcomes for this course:
By the conclusion of this course, students will be able to:

· Understand marketing terminology and theory

· Identify the parts of a marketing plan and write a strategy

· Prepare and present a marketing plan

· Understand marketing in the 21st century context including internet implications and post marketing strategies.

The students will develop the following marketing skills:

· How to prepare and present a marketing plan

· Learn to develop marketing skills for business

The Marketing Plan
Every student will be expected to prepare and present a complete marketing plan based on a product or business the student chooses. If instructor advises, final plan will be presented in team format and handed in on date specified. The plan can be based on a real or fictitious product or company. The idea is to present a marketing plan that will include the following: 

1. Research the product or business for the four parts of the strategic vision. These will be included in your plan. You will want your strategic marketing plan to be consistent with the organization's vision. 

2. Select a strategy and explain the rationale behind the strategy. 

3. Include a SWOT analysis (strengths, weaknesses, opportunities, threats). Also include a development of the marketing mix: the 4 P's (product, price, promotion and place). 

4. Touch on the principles of segmentation, target marketing, positioning and distribution. 

5. Include a summary and conclusion at the end of your paper. 

6. The plan should include a Table of Contents, and Cite Notations for Research conducted. A separate bibliography page is suggested.

7. Evaluation criteria for the learning goals and grade weights:  
A students overall grade is determined by Learning Outcomes. The following criteria will be factored into the final grade:

· Did the student participate fully in class discussions? Was the student present for each class? Were all assignments handed in on time?

· Did the student grasp the material presented? Is the student able to converse in conversations regarding marketing topics at a college level?
8. Grade weights 

Outcomes assessment: students are evaluated as follows:

· Class participation


25% for course preparation, for reading 

assignments, and preparation for class discussions.

· Weekly assignments

25% for case studies, internet exercises

and study guide questions.

· Presentation of 

marketing plan


10% for final presentation

· Marketing plan (written)

40% for the final paper

9. Topics/Assignments by class meeting or by the week: 

Session I – 

· Marketing Management (Winer, 2011), chapters 1, 2, 

· Marketing Philosophy and Strategy

· Marketing Overview

· A Strategic Marketing Framework

· Strategic Vision and Strategic Marketing

· Assignments 

· Marketing Plan

Session II –
Marketing Management (Winer, 2011), chapter 6
· Strategic Vision and Strategic Marketing

· Assignments 

· Marketing Plan

Session III –

· Marketing Management (Winer, 2011), chapters 3, 4, 7.

· Marketing Research

· Consumer Behavior

· Product Decisions

· Article: Your Seven-Step, One Day Marketing Plan 

· Marketing Plan 

Session IV –
· Marketing Management (Winer, 2011), chapters 8, 9
· Product Decisions

· Article: Your Seven-Step, One Day Marketing Plan 

· Marketing Plan 
Session V – 

· Marketing Management (Winer, 2011), chapters 7, 14.

· New Product Development

· Customer Relationship Strategies

· Open issues

· Marketing Plan 

Session VI – 

· Marketing Management (Winer, 2011), chapters 9, 10, 12, 13.
· Communications and Advertising Strategies

· Pricing

· Sales Promotion

· Open Issues

· Marketing Plan
Session VII – 

· Marketing Management (Winer, 2011), chapter 15.
· Article: The Brand Called You
· Marketing Plan – Team Presentations

Assignments

Session I


Assignments due ______________:

1. Read Chapters 1, 2, and 6 in textbook (Winer, 2011)





2.  Go to the Johnson & Johnson website at 





     http://www.jnj.com/home.htm




     Under ‘Our Company’ review the ‘Our Credo Values’.

Also review 2012 Annual Report (under Our Company/Company Publications. Then answer the following questions:





     1.  
What compels the company employees each day





to provide service to the customer?





     2.   Write a one paragraph statement describing

 

 


Johnson and Johnson’s Vision.





      Hand in above questions type written on _/   /____
Online discussions: Use chapter questions on page 33

of textbook and answer questions 3, 4.  


Session II


Assignments Due _________________.





Read Chapter 5 in textbook (Winer, 2011)

1. Be prepared to discuss vision and strategy of a marketing plan.

2. Describe the four parts of the strategic vision

3.  Working in teams, prepare a one page, 100-word

Paragraph describing the subject of your marketing

plan. Explain what your product or service is. This

will be handed in typewritten on ___________.  

Online discussions: Use chapter questions on page 144
of textbook and answer questions 3, 4.  



Session III


Assignments due _________________.
1. Read Chapters 3, 4, and 7 in textbook (Winer, 2011)





2.   Review page 23 in your textbook (Winer, 2011), and



     
 using table 1.3, prepare a marketing plan outline for 



      

your own team marketing plans. This outline will be 



      

handed in typewritten on ____________. One outline



      

per team. Ensure all team members names are listed



      

on the outline.





3.   On page 120 of the textbook (Winer, 2011), answer



      
chapter questions 1 through 6. These will be handed



      

in typewritten on  _______.

4. Complete the VALS survey at http://www.sric-bi.com
Print your results page only and be prepared to hand

In on  _______. Ensure your name and cohort 

number is listed on the VALS survey results page.

Online discussions: Use chapter questions on page 120

of textbook and answer questions 1, 2.  



Session IV


Assignments due ________________.
1. Read Chapters 7, 8 and 14 in the textbook (Winer, 2011)

2. Select ONE question from each of the ‘CHAPTER

QUESTION’ sections of chapters 7, 8 and 14 (for a total of three questions) and prepare in depth responses to each question. Be prepared to discuss your responses in class.  These will be handed in on _____________.

3. Continue working on your team marketing plans.
Online discussions: Use chapter questions on page 234

of textbook and answer questions 1, 2.  



Session V
Assignments due ____________________.


1.   Read Chapters 9, 12, and 13 in textbook (Winer, 2011)

2. Select ONE question from each of the ‘CHAPTER 

QUESTION’ sections of chapters 9, 12, and 13, (for a total of 3 questions) and prepare in-depth responses to each question. Be prepared to discuss your responses in class. Papers should be 12 point font and double spaced. These will be handed in on _________.

Online discussions: Use chapter questions on page 387

of textbook and answer questions 1, 2.  



Session VI


Assignments due _________________.
1. Write one page summary of “Technology’s Impact on Advertising” – be prepared to discuss in class. 

2. Be prepared to discuss status of team marketing plan.

3. Finalize and prepare your marketing plans and 

presentations for _______________.

Online discussions: Use chapter questions on page 299

of textbook and answer questions 1, 3.  



Session VII


Assignments due _________________.
1. Be prepared to hand in written marketing plan (one

per team).

2. Be prepared to present the team marketing plans in

class. Each member of the team presents.

3. CONGRATULATIONS on completing Managerial

Marketing.

10. To be successful in this course, be prepared for each class session and participate in class discussions on marketing inquiries and be involved with cohort members in class discussions.  
11. Attendance Policy:
Students are expected to attend every class. Class attendance is required to complete the module. Unlike traditional courses, degree completion programs rely heavily on the dynamics of cohort interaction and group processing to integrate and apply the learning of academic content. The cohort model also emphasizes the development and practice of interpersonal communication skills and teamwork (e.g. group problem-solving and negotiation). The format therefore necessitates class attendance. In practical terms, one module session is equivalent to three weeks of traditional semester course work.

Students are expected to submit course assignments on time. Any student who fails to submit an assignment on time will receive ‘no credit’ for that component of the grade.

12. Relationship of course to Program Goals/Outcomes (Please see the Curriculum Map)
	Week
	Readings
	Assignments
	Learning Outcome Addressed

	1
	‘Marketing Management’ Chapters 1,2,  
	Reading assignment
Johnson and Johnson assignment  
	L.O 2 & 3

	2
	‘Marketing Management’ Chapter 6
	Reading assignment
Strategy and Vision  
	L.O. 1, 2, 3, 5 

	3
	‘Marketing Management’ Chapters 3, 4, 7
	Reading assignment
Marketing Plan Outline
	L.O. 1, 2, 4,  

	4
	‘Marketing Management’ Chapters 7, 8, 14

Article: ‘One-Day, Seven Step Marketing Plan’
	Reading assignment
Marketing Plan
Marketing Decisions
	L.O. 2, 4, 6 

	5
	‘Marketing Management’ Chapters 9,12, 13
	Reading assignment
Customer Relationships
	L.O. 4, 5, 6

	6
	‘Marketing Management’ Chapters 10,12 
	Reading assignment
Marketing Plans
	L.O. 1, 2, 3, 4

	7
	‘Marketing Management’ Chapter 15.

“The Brand Called You”

Final Marketing Plan Paper – written and oral presentation
	Reading assignment

Discuss “The Brand Called You”
Marketing Plans
	L.O. 1, 2, 3 & 6


This course supports the development of oral communication, written communication, leadership, multicultural and ethical perspectives, and research skills.
13. Policy on Academic Integrity 
The mission of Manhattan College is to provide a contemporary, person-centered educational experience characterized by high academic standards, reflection on faith, values and ethics and lifelong career preparation.

In keeping with this Mission, Manhattan College has devoted itself to fostering a climate of academic trust and integrity, so that our students master their disciplines through their own hard work and manifest their respect for their own work and the work of others through openness and honesty.  Our students accept the Academic Code of Honor and pledge that they will not cheat lie or steal or tolerate others who do.  Academic integrity is at the heart of the Manhattan College learning experience.

Academic integrity means that every member of the academic community accepts the responsibility to be honest, truthful, ethical and accountable for all intellectual efforts, for all access to and presentation of data, facts, information and opinions, and for all access to and use of data or other files (printed, oral, audio, video or digital) related in any way to students, faculty, staff or administration.
*     *     *

Americans with Disabilities Policy and the Specialized Resource Center

Manhattan College adheres to the requirements of the Americans with Disabilities Act of 1990 and the Rehabilitation Act of 1973, Section 504. No qualified individual with a disability shall, on the basis of disability, be excluded from participation in or be denied the benefits of this institution's classes or facilities. The College has made reasonable modifications in policies, practices, procedures and/or facilities when such modifications were necessary, to accommodate the needs of disabled individuals. The office of the SRC, has been designated to coordinate compliance with the nondiscrimination requirements contained in Subtitle A of the Americans with Disabilities Act of of 1990.

Visit http://manhattan.edu/academics/specialized-resource-center for more information

*     *     *
