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Professor Raji Srinivasan   

MKT370 – Marketing Policies (Spring 2012 )
● 04910 (200 pm to 315 pm MW) and 04915 (330 pm to 445 pm MW)

Administrative details

Instructor:

Professor Raji Srinivasan, Tel (512) 471-5441




Email: raji.srinivasan@mccombs.utexas.edu




Office: CBA 7.248 (7th floor of CBA North)




Please include “MKT 370” in the subject line of your emails

Teaching Assistant:
Ms Debika Sihi (04910) and Ms Alison Rubinson (04915)

 Office hours and Location to be announced.
Meeting times:

04910: MW: 200 pm to 315 pm UTC 1.104



04915: MW: 330 pm to 445 pm UTC 1.104
Office Hours:

Wednesdays: 1230 pm to 145 pm or by appointment.
Reading Material:
Required: Course Pack, cases and readings.  Students must purchase the course pack from the McCombs UT Copy Center. 

Additional handouts and readings will be assigned during the semester.

Overview and objectives

The focus of this course is strategic marketing, wrapping together all of the marketing skills of the undergraduate marketing program.   This is a case course where the student analyzes real world business cases to develop skills in evaluating and formulating strategic marketing decisions The course emphasizes business communications skills through written case assignments, a midterm exam, and a group presentation (and group project report). 
A strategy is a sustainable source of competitive advantage.  Strategic decisions, unlike tactical decisions, have long term effects and are costly to change once implemented. Through a combination of lectures and cases, the student will learn the drivers of a successful strategy and reasons why a given strategy may fail. Both creative qualitative and analytical quantitative approaches are considered, but this course emphasizes quantitative techniques for analyzing business problems and developing measurable recommendations for action and communicate these to colleagues.   
The course is designed to help the student:

· Analyze key marketing ideas and phenomena, especially the core theme of delivering superior value to customers.

· Develop an appreciation for important marketing assets (e.g., brands, loyal customers), for the notion of optimal marketing investments, and the process of resource allocation.

· Gain familiarity with the functional marketing strategies (e.g., product and pricing strategies) and enhance problem solving and decision making abilities in these areas. 

· Acquire basic skills in analytical approaches to strategic marketing issues (i.e., develop some foundation in marketing modeling and marketing science).
· Develop business writing skills to make a convincing case of one’ marketing plan recommendations.
Philosophy and approach

This course is a capstone course in marketing that “ties everything together.” It is a generalist’s course, not a specialist’s course: we will not spend a large amount of time on one marketing mix variable or even the marketing function.  Instead, all marketing mix variables will be discussed in an integrated way, with a focus on the fundamental, strategic marketing issues that confront senior management. The course will use a mixture of cases, data, discussions, models and readings to provide integrating concepts and hands-on problem solving. 

Assigned readings must be prepared prior to each class.  Readings may not always be reviewed in class.  You are expected to apply concepts from assigned readings to the class lecture or case discussion.

Course materials and organization

Each class is primarily either a lecture or a case discussion.  Case sessions and lecture sessions typically alternate, with lectures used to introduce key concepts in strategic marketing with cases that follow to further explore concepts introduced by the lectures.  When additional materials are required for class discussion or case preparation, those materials will be posted to Blackboard.

Assessment

1. Class Participation


20%

2. Mid Term Exam


20%

3. Group Case Reports


20%

4. Individual Case Reports

15%  (5% on 1st case, 10% on 2nd case)

5. Final Group Project


25%

Additional details will be provided in class, but the following guidelines will give you a sense of what is expected. 

1. Class Participation. Class participation will be recorded during the course of each class period.  A substantial benefit of this course depends in large part upon the extent to which participate and share your own viewpoints and conclusions to the critical judgment of the class. Class participation is heavily weighted as this is both your opportunity to ask questions to enhance your understanding and suggest examples that demonstrate your knowledge of the material assigned. To succeed in this course it is imperative that you read each case to be discussed and come to class with insightful comments that will be interesting to the class. If you must miss a class, please email your class’s TA in advance so that you are not deducted class participation points.   Excused absences will be extended for most any professional or health reason.

Class participation is graded using the following guidelines: 


3 points = Outstanding comment, challenge, or rebuttal, standing alone


2 points = Good comment or rebuttal


1 points = Present, not participating, or fair, unenlightening comment


-1 point = Not prepared to comment, not on time for class without prior notification


-2 point = Unexcused absence from class

Elements of outstanding comments:

· Applying conceptual material from the book chapters, lectures, and past marketing classes to the case at hand.

· Integrating comments of previous students.

· Reaching back to something said previously in the discussion pertinent to the moment.

· Taking issue with a classmate’s analysis (in a civil manner)

· Pulling together material from several places in the case/book

· Drawing parallels from previous cases

· Demonstrating an understanding of the course case concepts or assigned readings

Class participation is evaluated on quality of participation, not “air time.”  Students who make fewer in-class contributions of high quality are evaluated more favorably than students who make frequent contributions that do not advance the class discussion.

2. Mid Term Exam. An in-class exam covering the material from the first half of the course. The exam will consist of an in-class case write up for a case that will be provided to you one week prior to the exam.  Additional details will be provided in class. 

3. Group Case Reports. Each group will be required to hand in two case write-ups.  

Group reports should consist of no more than three pages and should address the questions that will be distributed via Blackboard. Use these questions to guide your reports (and to help prepare for our discussion of the other cases).  Your group case reports will be due via email to me (raji.srinivasan@mccombs.utexas.edu) and your TA by 4 pm of the evening before the scheduled case discussion. 

4. Individual Case Questions. Each student will prepare case questions for two cases. This report should be no more than two pages in length and will include quantitative analysis of the case. Your individual case reports will be due via email by midnight of the evening before the scheduled case discussion. The first individual case will be graded by your peers, and professor with an opportunity to revise and resubmit, if needed. More details will be announced in class.
5. Final Group Presentation. Each student will participate in a final group project presentation related to marketing strategy evaluation and analysis for a real world marketing problem. Project details will be available on Blackboard.
FINAL GROUP PROJECT TIMELINE

Deadline
Project Step

Mon Jan 30
Email Professor with three to six project choices.

Mon Feb 20
Initial secondary research must be completed 
By Mon Mar 27
Schedule 20 min meeting with Professor to review project plan and primary research design.  By meeting date, primary research must be designed and available for review.

By Mon Apr 9      Schedule 20 min meeting with Professor to review project plan and primary research design.  By meeting date, primary research must be designed and available for review.

By Mon Apr 16
Primary data collection to be complete
Wed Apr 18
Meetings with Professor this week

Apr 23, 25 and 30
Student presentations
Wed May 2
Provide Professor with a CD-ROM of project report, and related materials
Points will be deducted from the group’s Final Group Project grade for failing to complete intermediate project steps on time.  
Teams and cases

You will need to form teams to prepare for the cases, both written submissions and class discussions.  There will be no more than four students per group. You will form your teams on Monday, January 23 and inform the TA about your group membership.
Cases are the core of this course.  Cases are your opportunity to analyze real world business problems and develop recommendations.  Read the cases very carefully and come to class prepared to provide constructive input to the group discussion. Situations in cases are frequently complex, only partial information is available, and relevant data are often presented in a non-linear fashion, just as the business problems you will encounter in the real world. You will succeed in your case analysis by making assumptions transparent to all, developing recommendations with a basis in business theory, and support your work with a quantitative analysis of data in the case.  

For each case discussion, questions for you to prepare in advance will be posted to Blackboard. If you can answer each question well, you will understand the basic issues of the case. I strongly encourage you to discuss the case within your group.  You will benefit from defending your ideas and you will learn by discussing other group members' approaches.

Conscientiousness

Conscientiousness is being thorough, diligent, timely, careful, and paying attention to detail.  Personal elements of conscientiousness include self-discipline, carefulness, organization, and deliberation, some aspects of what has traditionally been called “character.” This course sets a very high standard for conscientiousness to help you prepare for your professional careers as your employers will expect you to practice conscientiousness.

Examples of conscientiousness that are expected in this course:

· Meeting deadlines – missed deadlines for assignments or project milestones will be subject to reduced credit or no credit for that assignment

· Being on time for class – students are expected to be in their seats when class begins or class participation points will be deducted

· Proofreading all assignments for spelling and grammar – on assignments one point will be deducted for each spelling or grammatical error

· Reading and following instructions – written instructions will be provide for all course requirements in email, lecture PowerPoint, and documents posted to Blackboard, read and re-read these instructions

· Spell check email messages before sending – please take advantage of the spell check feature on your email system or switch to an email system that offers a spell check.

· Maintaining a professional demeanor – students are expected to be calm, professional, thoughtful, engaging, and approachable in their interactions in class and with each other outside of class

The University of Texas at Austin Honor Code:

The core values of The University of Texas at Austin are learning, discovery, freedom, leadership, individual opportunity, and responsibility. Each member of the University is expected to uphold these values through integrity, honesty, trust, fairness, and respect toward peers and community.

Accommodations for Students with Disabilities: 
The University of Texas at Austin provides upon request appropriate academic accommodations for qualified students with disabilities.  For more information, contact the Office of the Dean of Students at 512-471-6259, 512-471-4641 TTY.
Student Privacy:

Password-protected class sites will be available for all accredited courses taught at The University. Syllabi, handouts, assignments and other resources are types of information that may be available within these sites.  Site activities could include exchanging e-mail, engaging in class discussions and chats, and exchanging files.  In addition, class e-mail rosters will be a component of the sites. Students who do not want their names included in these electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1.  For information on restricting directory information see:  http://www.utexas.edu/student/registrar/catalogs/gi02-03/app/appc09.html.

	
	
	
	
	


[image: image2.png]Lecture - |Day [Date ~|Case/Reading/Text |Assignment
1|Wednesday 18-Jan-12[Lecture: Introduction
2|Monday 23-Jan-12|Chapter assigned from Kerin and Peterson (Reading) [Problem set for practice
3| Wednesday 25-Jan-12|How to Analyze a Case (Reading) (2449 BC)
4|Monday 30-Jan-12|Flare Fragrances Inc. (HBS 4550) [Case discussion
5|Wednesday 1-Feb-12[Lecture
6[Monday 6-Feb-12Classic Knitwear (Case) (9-395-057) |Group Assignment T (10%)
7|Wednesday 8-Feb-12|Lecture: Competition
8[Monday 13-Feb-12|Clean Edge (Case) (HBS 4249) [Case discussion
9|Wednesday 15-Feb-12|Lecture: Segmentation, Targeting, and Positioning
10 Monday 20-Feb-12|Fashion Channel (Case) (2075) [Individual Assipnment (5%)
11|Wednesday 22-Feb-12|Lecture: New Product Development
12[Monday 27-Feb-12[Synthes (Case) (9-502-008) [Case discussion
13|Wednesday 29-Feb-12|Lecture
14[Monday 5-Mar-12[Midterm Exam Review
15[Wednesday 7-Mar-12[Midterm Exam [Points: 20%
SPRING BREAK:
16[Monday 19-Mar-12[Lecture: Brand Management
17|Wednesday 21-Mar-12|Mountain Man Brewing (Case) (2069) [Case discussion
18[Monday 26-Mar-12|Lecture: Pricing
19|Wednesday 28-Mar-12| Atlantic Computers (Case) (2078) |Group Assignment T (10%)
20| Monday 2-Apr-12|Lecture: Distribution Channels
21|Wednesday 4-Apr-12[Natureview Farms (Case) (2073) [Case discussion
22|Monday 9-Apr-12|Lecture: Marketing Communications
23|Wednesday 11-Apr-12|Mednet.com (Case) (2066) [Individual AssipnmentTr (10%)
24|Monday 16-Apr-12]Social Media - Lecture
25|Wednesday 18-Apr-12|Professor Meetings
26| Monday 23-Apr-12[3 presentations
27|Wednesday 25-Apr-12[3 presentations
28| Monday 30-Apr-12[3 presentations
29| Wednesday 2-May-12|Lecture by Professor
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