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The Purpose of this Course Outline

The purpose of this course outline is to provide you with information about lecture/seminar details, assignment details, contact details for teaching staff and information about learning resources.  The aim is to provide sufficient information to enable you to study effectively. One of the functions of this course outline is to help you plan your workload by giving you sufficient information at the start of your studies.

It is important to realise that the course outline is just one mechanism to help you with your studies and that you need to utilize the full range of support that is available at Vancouver Island University.  You need to read the Student Handbook as well. 

Your main lines of support are as follows:

· Course Professor/Instructor

· Director, MBA Programs

· Dean, Faculty of Management

What is a Learning Outcome?

You will note below that this course outline specifies “learning outcomes” for the course.  A learning outcome characterizes what it is that you are expected to have learned at the end of the course, if you have successfully completed it.  Learning outcomes are specified in terms of what knowledge/understanding and skills you will have acquired.  This will then tell you beforehand what the course aims to teach you and what it is that you need to learn in order to succeed.

It is import to realize that the assignments for this course are designed to test your achievement of the stated learning outcomes.

Course Description

This course seeks to provide students with a broad theoretical and practical introduction to marketing. The emphasis is on the direct application of theory and effective practice for building and maintaining successful relationships while managing both customers’ and suppliers’ needs. Topics in this marketing course include the following: marketing function, marketing mix, buyer behaviour, market research, marketing strategy and customer management.

Course Objectives

This course will introduce students to the theoretical and practical frameworks/activities of marketing in the context of managerial roles.  Students will gain a basic understanding of marketing principles and the role of marketing as they relate to meeting the needs of internal and external customers and suppliers.

The course will enable students to define problems in these areas and to develop analytical skills in solving marketing problems and issues.

Learning Outcomes

(Where: I=Introduced, D=Developed, A=Assessed)

Knowledge and Understanding

Successful students will have a knowledge and understanding of:

· basic concepts, theoretical frameworks and practical activities of Marketing (IDA)

· how the above underpin the successful performance of management roles, and the success and further development of organizations / businesses (IDA)

· the needs of internal and external customers and suppliers (IA)

· the marketing principles as they relate to meeting the needs of internal and external customers and suppliers.

Skills and Objectives

Successful students will be able to (skills and attributes):

· examine the marketing issues affecting organizations when bringing a product or service to market (IA)

· analyze the functions of organizations and the role of different management disciplines in the planning and implementation of the marketing activities (IDA)

· analyze the role and importance of all management disciplines in building relationships with customers and suppliers (ID)

· to define problems in these cases and to develop analytical skills in solving marketing problems and issues. (IDA)

Reading Lists

Required Texts:

Boone, Kurtz, MacKenzie, & Snow 2010. Contemporary Marketing (Second Canadian Edition). Toronto: Nelson Education Ltd.
ISBN 13-978-0-17-650003-0

Mauffette-Leenders, Erskine, Leenders, 2007. Learning With Cases, 4th Edition (Book). UWO: Ivey Publishing.
Other Useful Texts, Publications and Sources of Information:

Aaker, D.; Kumar, V. & Day, G. 1998. Marketing Research (6th Edition). Toronto: John Wiley & Sons.

Armstrong, G.; Kotler, P; Cunningham, P.; Mitchell, P. & Buchwitz, L. 2007. Marketing an Introduction (Second Canadian Edition). Toronto: Pearson Education Canada Inc.
Assael, H. 1998. Consumer Behaviour and Marketing Action (6th Edition). Cincinnati, USA: South-Western College Publishing.

Bateson, E. & Hoffman, K. 2002. Essentials of Services Marketing: Concepts, Strategies & Cases. Florida, USA: Harcourt Inc.

Czinkota, M.; Dickson, P.; Dunne, P.; Griffin, A.; Hoffman, K.; Hutt, M.; Lindgren, J.; Lusch, R.; Ronkainen, I.; Rosenbloom, B.; Sheth, J.; Shimp, T.; Siguaw, J.; Simpson, P.; Speh, T & Urbany, J. 2000. Marketing Best Practice. USA: The Dryden Press.

Czinkota, M. & Kotabe M. 2001. Marketing Management (2nd Edition). Cincinnati: South-Western College Publishing.

Czinkota, M. & Ronkainen, I. 2004. International Marketing (7th Edition). USA: Thomson South-Western.

Ferrell, O. & Hartline, M. 2005. Marketing Strategy (3rd Edition). USA: Thomson South-Western.

Hutt, M. & Speh, T. 1995. Business Marketing Management – A Strategic View of Industrial and Organizational Markets (5th Edition). USA: The Dryden Press.

Jain, C. 2000. Marketing – Planning & Strategy (6th Edition). USA: South-Western College Publishing.

Keegan, W. & Green, M. 2003. Global Marketing (3rd Edition). New Jersey: Prentice Hall.

Kotler, P; Keller, K. & Cunningham, P. 2006. Marketing Management (Canadian 12th Edition). Toronto: Pearson-Prentice Hall.

Lovelock, C. & Wright L. 2002. Principles of Service Marketing and Management (2nd Edition). New Jersey: Prentice Hall.

Lovelock, C.; Wirtz, J. & Bansal, H. 2008. Services Marketing – People. Technology, Strategy (Canadian Edition). Toronto: Pearson Prentice Hall.

Perreault, W.; McCarthy, E.; Meredith, L. & Ricker, L. 2007. Basic Marketing – A Global-Managerial Approach (12th Canadian Edition). Toronto: McGraw-Hill Ryerson.

Pickton, D. & Broderick, A. 2001. Integrated Marketing Communications. UK: Financial Times Prentice Hall.

Pride, W. M. and Ferrell, O. C. 2000. Marketing Concepts and Strategies 2000e. USA: Houghton Mifflin Company.

Schiffman, L; Kanuk, L. & Das, M. 2006. Consumer Behaviour (Canadian Edition). Toronto: Pearson-Prentice Hall.

Solomon, M.; Zaichkowsky, J.  & Polegato, R. 2008. Consumer Behaviour – Buying, Having and Being (4th Canadian Edition). Toronto: Pearson-Prentice Hall.

Terpstra, V. & Sarathy, R. 2000. International Marketing (8th Edition). USA: The Dryden Press.

Usunier, J. 2000. Marketing Across Cultures (3rd Edition). UK: Financial Times – Prentice Hall.

Zeithaml, V. & Bitner, M. 2003. Services Marketing – Integrating Customer Focus Across the Firm (3rd Edition). New York: McGraw-Hill Irwin.
Journals: 
Business Review Weekly



Journal of the Academy of Marketing Science



Journal of Macromarketing



Journal of Marketing



Journal of Service Research



Harvard Business Review



Marketing Theory

Course Structure


Each Wednesday a 3 hour lecture/seminar is scheduled. Seminars will revolve around the discussion questions and cases. For the cases, each individual will be tasked with preparing the “Case Presentation Tool” (see p.36, Learning With Cases) and participating in the class case discussion. Everyone should meet with their case study team a few days before class in order to discuss your findings in a small group format prior to the class discussion. This will enable you to better prepare. Case analysis discussion grades are based on your Case Preparation Tool submissions (when requested) and your in-class case discussion participation.
Grading Scheme

A+
90 – 100%
B+
76 – 79.99%
C+
64 – 67.99%
D
Referrals 

A
85 – 89.99%
B
72 – 75.99%
C
60 – 63.99% 
F
<55 Failure

A-
80 – 84.99%
B-
68 – 71.99%
C-
55 – 59.99% 

 
Method of Evaluation 

Instrument & Weighting

1. Individual Closed-Book Case Study Test - 50%

2. Group Project Report - 25%
3. Group Case Analysis and Presentation - 25%
The grading for these methods of evaluation will assess a student’s ability to achieve the stated course learning outcomes by: 

· examining the marketing issues affecting organizations when bringing a product or service to market;
· analyzing the functions of organizations and the role of different management disciplines in the planning and implementation of the marketing activities;
· analyzing the role and importance of all management disciplines in building relationships with customers and suppliers; and
· defining problems in the cases and developing analytical and synthesis skills in solving marketing problems and issues.

1. Individual Closed-Book Case Study Test

There will be one test. The test will be held during final exam week (2 hours) and will examine topics covered throughout the courses. Following the case, there will be a question(s) that students need to answer. No special arrangements will be made to allow students to write the test at alternate times unless for extenuating circumstances (i.e. Illness – requires doctor’s certificate). To complete this course successfully, students must pass the test.

2. Group Project Report and Group Case Presentation and Report
1. Group Case Presentations and Report:
Each team of 4 or 5 will be tasked with presenting a Case analysis in class once per term. Group Case presentation dates will be provided on the class website at http://web.viu.ca/weaverd/PMBA502 . Every team (except the presenting team) is expected to prepare the short and long cycle form with two meaningful questions written on the reverse of the case preparation tool. 5% of your case team grade is based on submitting one of these forms per team before the start of the class in which the case is discussed. The presenting team will provide their overview, analysis, synthesis and recommendations to the class and then submit a final written report 1 week after presenting. The length of the presentation is 15 minutes + 5 minutes for class discussion. The Case report should follow the same guidelines as outlined below for the Group Project Report other than the 

Due Date:
As per course outline (each team presents 1 case)
Length:
2200 words (maximum)

Value:
(NET CASE grade = 25% of total marks):
 20% of total marks for case report and presentation as well as
 5% of total marks for case preparation tool per case (each team will prepare this for 8 cases not presenting – handed in) 
2. Group Project Report:

The group project report must be conducted in groups of four or five students. The assignment must be submitted by the allocated due date (Wednesday, November 24, 2010 before 1:00PM). The group project covers various marketing issues. To assist students in preparing for this assignment, reference should be made to the group project guidelines that are included in this course outline.

Also, it is important for students to familiarize themselves with the policies regarding Standards and Academic Conduct and Academic Misconduct. Both of these polices are briefly outlined in this course outline, and for additional information reference should be made to the VIU’s 2009-2010 Calendar.

Group Project Report (Groups of Four preferred (max 5))
Due Date:
Nov. 24, 2010 – Wednesday (by 1:00pm)
Length:
2200 words (maximum)

Value:

25% of total marks
Your Task:
Your team is the marketing department for a Canadian Company. You will be expanding one product into a foreign market outside of continental North America. (Each team must select a different country to enter (assigned on a “first come first serve basis”). You have to research and consider the following:

1. choose the country where you wish to launch your product
2. Select a company (of your choosing) and conduct a corporate profile of the company.
3. Conduct a S.W.O.T. analysis of your company vs. your top TWO competitors within your new market area.
4. Define your market segmentation approach and select your Target market(s) – explain your rationale (Use of numbers, such as market size, growth rates, and penetration rats are very important, especially for item #6 below).
5. Using only one product, provide a product matrix showing the positioning of your product within the new market. (This should relate to your strategies and financials).
6. Provide a Financial Analysis showing the costs and revenues associated with selling your product in the country. (All numbers must be justified using academic rigour).
7. Define your strategic approach to the market and explain how your strategy will help you reach your target goals.

Team Project Guidelines

The purpose of team project and case study assignments is to develop and test your analytical application and synthesis skills within the context of a particular marketing/business situation. Thoroughness and insight will generate strong answers to the tasks you need to address. To substantiate your discussion and justification, you must include a minimum of two other “hard” published sources of reference in addition to your text. It is strongly recommended that you use “peer reviewed” literature as much as possible (whether sourced digitally or in hard bound print form).
NOTE:  Your assignment should be presented to conform to both the Course Outline (i.e. plagiarism and deadlines) and the guidelines below. Please read these guidelines, as marks will be deducted for inferior presentation. In addition, the professor reserves the right to discuss issues and ask questions pertaining to the assignment with group members. Thus, each student within the group should ensure that he / she is familiar with the entire assignment.

· Keep in mind that the project and casework is designed to develop and test not only your knowledge but also how you apply that knowledge in a practical way. Therefore, you must develop the ability to discuss issues in case-specific terms, rather than general and theoretical terms.

· Another purpose of project and casework is to develop your insight and discernment. Satisfactory answers to case questions often depend on your ability to infer or conclude from the case, and then to consider and discuss potentially significant issues that may not necessarily be explicitly stated in the case.  In other words, be prepared to look beyond what is immediately obvious, to consider inter-relationships of data, and to think about and comment on the pertinent implications arising from the case data and your analysis of it.  Sometimes assumptions may be required. These should be logical and explained clearly and concisely.  Be careful not to make unnecessary or indefensible assumptions, or assumptions, which are contrary to facts already given in the case.

· Both the project and case work require time to digest the data, to consider and reflect upon it thoughtfully, and then to prepare thoroughly considered and well argued answers to the question with which you are faced.  Do not try to do this at the last minute.  Allow time over several days/weeks to read and re-read each case carefully, making sure that you understand the key issues and their marketing implications as well as deciphering the external research conducted.

· Construct your answers in a logical manner, avoiding sweeping generalities, and support them with a thorough and sound discussion or argument. Your discussion should always be supported with referenced theory. Do not be afraid to use references. Referencing prevents plagiarism and assists in substantiating an effective line of argument.  Where appropriate to do so, always provide reasons for what you can conclude, propose or recommend.

· An executive summary is not required for these assignments.

· A contents page must be included and should demonstrate an ability to organize and structure your work suitably (use headings in your assignment).

· A reference page must be included at the end of your assignment.   Make sure all in-text references are listed on the reference page.
· Marks will be awarded or deducted for overall structure, organization and presentation, as well as for literary style and quality of argument.

· Figures and exhibits can contribute beneficially to work of this nature.  Look for opportunities to use them sparingly, but thoughtfully as a means of adding substance to your work and giving it a professional look.

· Please DOUBLE SPACE and use ARIAL 12 pt. font.

· Document should be long enough to answer all the questions thoroughly and succinctly, but not too long that the reader loses interest. The key is to provide focus and depth of analysis.

Standards and Academic Conduct

· Assignments must be submitted by the allocated due dates.  Extensions will only be granted on medical or compassionate grounds and will not be granted because of work or other commitments.  Requests for extensions must be made in writing to the professor prior to the due date.  Medical certificates or other evidence must be attached and must contain information that justifies the extension sought.  Late assignments that have not been granted an extension will, at the professor’s discretion, be penalized by ten per cent (10%) of total marks from the mark that would otherwise be awarded for each full day overdue.  Assignments more than 5 days late will not be accepted (this includes weekends and holidays).

· Assignments must be free of spelling, punctuation and grammatical errors.  Assignments containing such errors will receive penalties (i.e. mark deductions).

· Use a title page for assignments – staple – no folders please.

· Plagiarism refers to the practice of presenting the words of another author (it may be a text writer or another student) as your own.  This is not permitted.  At times you will be asked to learn about and discuss the views or theories of others.  This should be done with appropriate acknowledgement of source materials.  In other words, you must reference your work.  Acknowledge your sources – both direct and indirect quotes – with in-text citations.  Refer to the Referencing section contained in this course outline.

· “Free riders” are individuals who coast on or use the efforts of others.  It can be a problem in academic settings when teamwork is submitted for credit.  Therefore, it is important that each group member makes effective contributions to the assignment. 

“Firing” a group member is permissible. However, the group must apply a fair disciplinary process before dismissal is allowed. This process includes presenting two written warnings explaining the unacceptable behaviour to the group member. 

If, after two warnings have been presented to the group member, that member’s behaviour is still unacceptable, the professor must be notified of the group’s intent to dismiss the group member and present an explanation why the member is being “fired”. The discussion with the professor must be made at least one week prior to the assignment due date. The “fired” group member will receive a significant penalty in relation to the assignment’s grade.
Academic Misconduct


Academic misconduct will not be tolerated. Academic misconduct includes, but is not limited to: giving or receiving information during any quiz, test or exam; using unauthorized sources of information during any test or exam; and plagiarizing the work of another person. More details on this topic are set out in the Student Conduct Policy in Vancouver Island University’s Calendar and a full version of this policy can be viewed on the internet at http://www.mala.ca/policies/policy.asp?rdPolicyNumber=99.01 . 

No electronic dictionaries will be allowed in exams / tests / quizzes. Only the following approved calculators may be used in exams / tests / quizzes.

Texas Instrument 
BAII Plus, BAII, BA35
Sharp


EL-733A

Hewlett Packard
10B

No other materials will be allowed apart from a pen/pencil unless specifically approved by the faculty member.

Referencing


Faculty of Management requires the Harvard style of referencing for academic papers.  Please see Quote, Unquote Referencing, at:  http://web.viu.ca/management/
Schedule of Activities, Topics, Assignments and Readings 

Note: Throughout the course, students are required to prepare daily exercises prior to the seminar. The professor will randomly select students to discuss their questions with the seminar group during the course. Thus, it is essential that students attend seminars and lectures in order to discuss their work when requested.

	Date
	Lecture Topics
	Text Chapter
	Seminar Case Exercises:

Always have prepared to hand in the Case Preparation Chart for each case due
	Evaluation

	Sept 28
	Introduction to Course
Learning with Cases
	
	Bud Riley’s Case  review (Read Chp. 1-4 in Learning with Cases text)
	Case Prep (5%)

	Oct 5
	The Art and Science of Satisfying Customers 
Strategic Planning and the Marketing Process (
(lecture & discussion)
	1 and 2
	Prepare and have ready to hand in the Case Preparation Chart p. 36 for UPF Clothing Case. TEAM 1
	Case Prep (5%)

Team 1 present (20%)

	Oct 12
	Creating a Marketing Plan 


The Marketing Environment

Consumer Behaviour
	(appendix
 p. 74+)

3
4
	

CASE 4.1 (have ready Case Preparation Chart) TEAM 2
	Case Prep (5%)

Team 2 present (20%)

	Oct 19
	Market Research, Decision Support Systems and Sales Forecasting
	7
	CASE 7.2 ( have ready Case Preparation Chart) TEAM 3
	Case Prep (5%)

Team 3 present (20%)

	Oct 26
	Market Segmentation, Targeting, and Positioning 
	8
	VIDEO CASE 8.3 (have ready Case Preparation Chart) TEAM 4
	Case Prep (5%)
Team 4 present (20%)

	Nov 2
	Product and Service Strategies

Developing and Managing Brand and Product Categories
	10
11
	VIDEO CASE 10.3 (have ready Case Preparation Chart) TEAM 5


	Case Prep (5%)
Team 5 present (20%)

	Nov 9
	Marketing Channels & Supply Chain Management
	
12

	CASE 11.2 (have ready Case Preparation Chart) 

HAND OUT CASE – EARTHENS: GO GREENER OR GO IT ALONE (have ready Case Preparation Chart) 
	Case Prep (part of 5%)

TEAM 6 present (20%)

Case Prep (part of 5%)

Team 7 present (20%)



	Nov 16
	Group Project (work  study time)
no lecture//seminar
	
	7
Complete Group Project
	

	Nov 23
	Price Concepts

Advertising and PR
	17
15
	CASE 17.2 CASE 11.2
VIDEO CASE 15.3 CLASS DISCUSSION
 (have ready Case Preparation Charts)
	Case Prep (part of 5%)
Group Project due BEFORE 1:00 PM
(25%)

	Nov 30
	IMC (Integrated Marketing Communications)/Review
	14
	VIDEO CASE 14.3 (have ready Case Preparation Chart) CLASS DISCUSSION
	Case Prep (part of 5%)

	Exam Week
	FINAL CASE EXAM
	
	
	NOTE: Test must be passed to successfully complete course 
(50%)


