
MKT 5361


 MARKETING ADMINISTRATION


FALL SEMESTER, 2009
INSTRUCTOR: 
Dr. James B. Wilcox

Phone:


742-3438

Office:


BA 811

Office Hours:

11:00 to 12:30 TT or by appointment

Website:

jwilcox.ba.ttu.edu

Text:
 

Roger Best, Market-Based Management, 5th Edition, Prentice Hall, 2009
Purpose 

The purpose of this course is to provide a greater understanding of and facility with the tools and techniques utilized in managing the marketing function and developing marketing strategy.  Special emphasis will be placed on developing knowledge, communication skills and decision-making ability.  

Expected Learning Outcomes

1. Know how to determine the value of a customer.

2. Know how to develop metrics to assess strategic impact.

3. Know how to link marketing decisions and financial impact.

4. Know how to select from among a set of strategic alternatives.

Methods of Assessing Expected Learning Outcomes
The course will consist of lectures and the discussion of cases.  In addition, several areas will be addressed by means of computer-based exercises.  Facility with the material will be determined by closed book, essay examinations and individual case write-ups, as well as by class participation. 

The cases and readings referred to on the next page will be available for purchase from the copy center in BA75. Each of the cases will be the basis for class discussion with impromptu presentations by students when called upon.  

 6 case analyses @ 50 points
=
300

 3 exams @ 100

= 
300

 class participation

= 
100

 Total Points


= 
700

Class Conduct

Standards of academic honesty will be observed in accordance with TTU policy, as detailed in Operating Policy 34.12.  Special accommodations to students with disabilities will be made, as detailed in Operating Policy 34.22.  Student absences for the observance of religious holy days will be allowed, as detailed in Operating Policy 34.19.

DATE


TOPIC/ACTIVITY




READING
 27 Aug.

Introduction to course
   1 Sept.

Marketing performance in Finance Terms
   3 Sept.

Market Orientation




Chapter 1
   8 Sept.

Value of a Customer




App. Prob. #1

 10 Sept.

Case 1: Home Products Universal  
 15 Sept.

Market-Based Performance



Chapter 2

 17 Sept.

Case 2: Hilton Hotels: Loyalty Wars (9-501-010) 
 22 Sept.

Market Potential, Demand, Share


Chapter 3
 24 Sept.

Customer Analysis & Value Creation


Chapter 4
 29 Sept.

Market Segmentation




Chapter 5
   1 Oct.

Competitor Analysis




Chapter 6
   6 Oct.

Case 3: Cafedirect
   8 Oct.

EXAM I

 15 Oct.

Product Positioning




Chapter 7
 20 Oct.

Pricing Strategies




Chapter 8
 22 Oct.

Pricing Strategies
 27 Oct.

Channels





Chapter 9
 29 Oct.

Communications




Chapter 10
  3 Nov.

Case 4: Colgate-Palmolive: The Precision Toothbrush (9-593-064)
  5 Nov.

Decision Making
10 Nov.

EXAM II
12 Nov.

Market Planning




Chapter 11
17 Nov.

Offensive Market Plans



Chapter 12
19 Nov.

Defensive Market Plans



Chapter 13

24 Nov.

Case 5: The Brita Company (9-500-024)
  1 Dec.

Performance Metrics




Chapter 14,15

  3 Dec.

Profit Impact





Chapter 16
  8 Dec.

Case 6: Hurricane Island Outward Bound
School (9-588-019)


FINAL EXAM: 7:30  to 10:00 am, Friday, December 11th.

