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BA 281T

Marketing Management I-IV

Instructor:  Bentzin
Unique No.:  02135
Class Times: TTH 8:00-10:00  
   GSB 3.130
Instructor:  Bentzin
Unique No.:  02140
Class Times: TTH 10:00-12:00      GSB 3.130
Instructor:  Gershoff
Unique No.:  02145
Class Times: TTH 8:00-10:00  
   GSB 3.106
Instructor:  Gershoff
Unique No.:  02150
Class Times: TTH 10:00-12:00   
   GSB 3.106
Marketing is the business function that addresses the design and implementation of strategies that create, build and sustain value for the firm’s customers and captures a portion of that value for the firm. Successful design and implementation of marketing strategies involve the identification and measurement of customers’ needs and wants, selection of appropriate customer segments for targeting the firm’s marketing efforts, and the development and delivery of strategies that satisfy customers’ needs and achieve the firm’s performance objectives.  This course seeks to build knowledge, understanding, and skills in the analysis of marketing problems and the development and implementation of marketing strategies.  

Our specific learning objectives in this course include the following:

1.     Develop a structured and disciplined approach to the analysis of marketing problems.

2.     Sharpen decision-making skills by making and defending marketing decisions in the context of realistic problem situations.

3.     Appreciate how the elements of a successful marketing program fit together. 

To achieve these objectives, we will cover the following topics in the course:

1.     The elements of market analysis.

2.     The development of the firm’s value proposition.

3.     The delivery of the firm’s value proposition to its customers. 

IB 395 

Emerging Markets
Instructor:  Gillespie
Unique No.: 04870
Class Times: MW 3:30-5:00     

UTC 1.104
This course is designed to give students an understanding of the traditional challenges to global marketing in emerging markets, including those in Africa, Asia, Latin America, the Middle East, and the former East Bloc. It will examine commonalities of different regions and countries while highlighting cultural and economic differences.  

This course provides frameworks for 

· understanding the economic and financial challenges of emerging markets

· exploring common cultural differences between emerging markets and the United States

· managing economic, regulatory and political risk 

· evaluating both local and global competition in emerging markets

· adapting marketing research in emerging markets

· assessing the desirability of entering specific markets 

· determining the best mode of entry for an emerging market

· managing brands in emerging markets

· adapting the marketing mix (product, price, distribution and promotion) to an emerging market

Evaluation will be based on class participation, three quizzes, and a group project to create a marketing plan for taking a specific business into a specific emerging market.

MKT 282

Analysis of Markets

Instructor: Henderson
Unique No.: 05090
    Class Times: TTH 10:00-12:00
GSB 3.138
Instructor: Henderson
Unique No.: 05095 
    Class Times: TTH 12:00-2:00

GSB 3.138

Instructor: Henderson
Unique No.: 05100 
    Class Times: TTH  8:00-10:00
GSB 3.138
Analysis of Markets introduces the student to the data and tools required to analyze the business environment 
and enable marketing decision-making.  Through real-world data and problems, the course develops a set of knowledge and skills used to evaluate strategic market opportunities and assess the impact of marketing decisions in the marketplace.  Students are exposed to analytical and empirical tools that address strategic issues of market sizing, market selection, and competitive analysis; as well as product management, customer management, and marketing function management decisions.  The skills developed in this course enable the student to translate a solid conceptual understanding of marketing into quantitative assessments which are then applied to marketing tactic and strategy decisions. 

 MKT 382

Brand Management

Instructor: McAlister
Unique No.: 05105
Class Times:  MW 8:00-9:30

GSB 3.130
Branding is a fundamental element of competitive strategy.  This course will address the strategic importance of branding, provide theories and strategies for building, leveraging, and defending strong brands, and discuss current opportunities and challenges facing brand managers.  Particular emphasis is placed on understanding the application of these theories and strategies in practice.  

The course will utilize a combination of readings, cases, and guest speakers along with direct applications of the course content in a term project. 
MKT 382

Consumer Behavior

Instructor: Gershoff
Unique No.: 05110
Class Times: TTH 3:30-5:00

UTC 1.116
Have you ever wondered why some products (e.g. Coca Cola, BMW) are market leaders around the world, while others (e.g. Sony Betamax, Ford Edsel) have been spectacular failures?  Have you ever wondered whether your great idea to start a restaurant, nightclub, dot.com, or tutoring service would work?  How do you go about getting that dream job?  What are the secrets to building successful long-term relationships with your loved ones?  Although these questions may seem disconnected, answering them demands a common ability – the ability to understand how people make decisions about products, services, ideas and significant others. In this course, we will understand some important psychological principles that underlie decision-making of people in general, and consumers in particular. Specifically, we will learn about concepts such as attention, categorization, attitude formation, choice models, biases in decision making, emotional influences, social influences, and customer satisfaction.  We will then apply these conceptual tools to answer important real-life questions about brand decisions and interpersonal decisions, such as those stated earlier. The insights gained from this course will help you both professionally, as well as in your personal life. By gaining insights into your customers’ decision-making process, you will be able to run your business more effectively, in a manner that maximizes long-term profitability. This course will also improve your own decision making, in areas such as job selection, managing work groups, and building long-term personal relationships.

MKT 382

Corporate Governance

Instructor: Cunningham

Unique No.: 05115
Class Times: TH 3:30-6:30P
GSB 3.106
Senior executives - CEO's and their business unit, functional and regional direct reports - must consistently balance their time between achieving quarterly performance targets and building strong companies that can sustain above market financial performance in the future.  As the business environment grows more complex, senior executives have to simultaneously manage business and political relationships, initiate and integrate acquisitions, create/change corporate culture, continually align the organization structure to the business strategy, deal with issues of corporate governance and succession planning, and learn to navigate through potential PR disasters.  In addition, regardless of the size of a company, the senior management team must continually grapple with the question of how to allocate resources to competing programs and disciplines in support of the corporate strategy.
This course will examine the roles and responsibilities of corporate leadership in a wide variety of settings - large and small companies, startups and established century old companies, global and single country/region companies - as all companies face slightly different versions of the issues discussed above.

The normal format of the class will be to invite one or more guest speakers to address the students for the first half of the class period.  The guests will be encouraged to provide ample opportunity for questions during their presentations.  The second half of the class will focus on in-class discussion of assigned reading material.  The individuals that will be invited to class will include senior executives from major corporations and entrepreneurs, elected officials, corporate lawyers and venture capitalists.  The following is a partial list of individuals who regularly speak to the class:  Charles Matthews-General Counsel at Exxon, James Moroney-Publisher of Dallas Morning News, Scott Halliday-Managing Partner of Ernst & Young, Kenneth Jastrow-Chairman of Temple-Inland Financial Corporation, Laura Wright-CFO of Southwest Airlines, Mark Sutton-Chairman and CEO of Americas UBS, Herb Kelleher-Chairman of Southwest Airlines, Tom Hicks-Chairman of Hicks Holdings, Tom Craddick-Speaker of the Texas House, Bob Boldt-CEO of UTIMCO, Jeff Hunt-CEO of GCI Read Poland, Tom Meredith-CEO of MFI Capital, and Bernard Rapoport-Founder of American Income.

Students' performance will be evaluated based on a combination of in-class participation and a term paper.
MKT 382

Creativity & Leadership
Instructor: Raghunathan
Unique No.: 05120 
Class Times: T 2:00-5:00
GSB 3.106

Conventional notions of leadership take, what may be termed, an “outside-in” perspective. According to this perspective, true leaders are those that can present grand visions of change for their organizations, and are charismatic personalities who have mastered the art and science of persuading others to do their bidding. This course takes an alternative perspective, one that may be termed, “inside-out”. In this view, the primary task of a leader is to: (1) recognize one’s internal sources of conflict and fragmentation and fix them, and (2) gain clarity on the true sources of happiness, authenticity and fulfillment. From the perspective of this course, true leadership is a by-product of leading an already fulfilling and authentic life, rather than something that one aspires to achieve for the sake of the power, fame and money that a leadership position provides. Class-discussions and exercises will include such topics as: (1) revealing the influence of psychological, cultural, and economic forces that induce intrapersonal (within-self) and interpersonal (self vs. other) conflicts, (2) identifying ways of transcending these forces to lead an authentic and fulfilling life. The course material draws from several fields, including (social, cognitive, and positive) psychology, psychiatry, economics, eastern and western philosophy, logic and reason, morality, religion, and spirituality. 

MKT 382

New Product Development
Instructor: Jain

Unique No.: TBA

Class Times: MW 3:30-5:00

GSB 3.106
New products and services are critical to successful growth and increased profits in many industries.  In this course, we take the marketing philosophy that new products and services will be profitable if the extended product provides customers with highly valued benefits while leveraging distinct and sustainable advantages of the firm. 

This course will help you learn about state-of-the-art management techniques to identify markets, develop new product ideas, measure customer benefits, and design profitable new products.  Our focus is marketing; thus, we concentrate on market measurement and the use of that information to develop the benefit targets for the new product.  We provide techniques to interface the marketing function with the functions of R&D, design engineering, and manufacturing, but it is beyond the scope of the course to emphasize these functions per se.   The course will be relevant to students who expect to work directly in brand or product management as well as those whose interests are in general management and consulting.

A key feature of the course is a term project (in self-selected teams of 3-4) requiring the development of product concepts that will best serve unmet customer needs.  The emphasis will be on the development and refinement of the new product concepts.  The course provides the generic background necessary for identifying, understanding and responding to customer needs; you have the opportunity to tailor the course toward your interests by your chosen product.  Thus, the course can be a consumer product, industrial product, service, or even not-for-profit course depending upon the project.  

MKT 382

Marketing & Customer Insights Practicum

Instructor: Jain

Unique No.: 05130  
Class Times: T 3:30-6:30P

CBA 7.204
The Marketing & Customer Insights Practicum is a projects-based course.   Students are assigned to teams and work on projects sponsored by businesses.  The projects can be focused on a wide-range of marketing topics.  Each semester the projects available will be advertised via e-mail to all eligible students in the week before the semester begins.  Recent projects have addressed new product introductions, post-merger marketing systems integration, brand positioning studies, product feasibility studies, competitive positioning, and benchmarking studies.  Project sponsors have ranged from small start-ups to major corporations such as AT&T, Dell, Frito Lay, Walmart, AMD, and Accenture.  

Although there may be substantial variation in the nature of projects from semester to semester, most practicum projects have an initial research phase - often requiring a report of research findings, followed by an implementation phase in which specific business problems and solutions are addressed. All projects will require a final group report and/or the presentation of results to the corporate sponsor. Except maybe for the first week, mid-term presentations, and the final week of the semester, this course will NOT have regular meetings – but rather will meet as needed in project teams, with the instructor and with the project sponsors.    Evaluations are based on the quality of the teamwork and assessment of individual contributions to the project. 
MKT 382

Pricing Channels

Instructor: Mackie
Unique No.: 05135
Class Times: TTH 9:30-11:00
   
CBA 4.304
Some of the most challenging marketing decisions revolve around distribution and pricing issues. 

Over the last 15 years there has been a growing interest in the benefits that companies can derive from thoughtful design and management of distribution channels.  Because of its increasing complexity and impact on profits, one of the newer job titles in business is Channel Manager.  The channels portion of the course will focus on understanding what customers need/want from channels and the process of designing channels to meet those needs.  It will also examine a number of challenges in day-to-day channel management such as channel conflict, gray markets, and international distribution. 

Given the growing competitive environment, more and more companies are seeking ways to improve profitability through carefully designed pricing strategies.  Did you know that, on average, a 1% improvement in sales volume will yield a 3% improvement in profits – but that a 1% improvement in price will yield an 11% improvement in profits?  The pricing portion of the course will examine concepts such as determining what a product is worth to a customer, price elasticity/sensitivity, psychological issues in pricing, setting prices for new products, and managing competitive pricing.  It will also examine topics such as price discrimination, optimal pricing and revenue management.  

Both of these topics also raise a number of interesting legal and ethical issues, and the course will also include readings and discussions about these. 

The course will include readings, case study discussions, exercises, lectures, guest speakers, a small Harvard pricing simulation, and opportunities for individual research or projects.

MKT 382

4-Strategic Marketing

Instructor: Mackie
Unique No.: 05140 
Class Times: TTH 8:00-9:30

CBA 4.304
Strategic Marketing is designed for students who have had the marketing core and who wish to increase their skill levels in developing, executing, and analyzing marketing strategy in a competitive environment.  It will be helpful to students interested in all business disciplines (marketing, finance, consulting, general management, entrepreneurship) because of its emphasis on applying concepts in real-world situations.  

The course uses (a) discussions of cases/readings, (b) lectures, (c) exercises, and (d) an extensive computer simulation (MarkStrat). Students work on the simulation in teams, examining many of the same strategic marketing issues that companies face in real world business environments. Students use analytical and problem solving skills to lead their firms through eight years of business decisions in the face of vigorous competition from other teams (firms).  In doing so, they apply the concepts and frameworks learned in the class. In order to identify and evaluate opportunities, they perform detailed analyses of consumer needs/perceptions as well as competitors’ actions, strengths, and weaknesses.  They develop SWOT analyses and make strategic decisions regarding the company's mission and overall strategy, target markets, differentiation/positioning, R&D investments and product design, as well as decisions on pricing, distribution, and promotion.  Success is directly related to understanding one’s business environment and optimal allocation of scarce resources.

MKT 382

12-Customer Strategy--CCIMS
Instructor: Hoyer
Unique No.: 05145 
Class Times: F 8:00-2:00

GSB 3.106

Today, businesses have recognized the power of deep, creative understanding of customers, and the financial benefits of creating systematic responses to customer needs throughout the enterprise and beyond.  Successful companies are increasingly focused on customer-driven business design, building relationships with customers, and integrating with suppliers as a means to adding value for end-customers.  In doing so, they also lower system-wide costs and enhance the value of the business for shareholders. The purpose of this course is to prepare students for this emerging competitive game by exploring the most current challenges faced by benchmark businesses as they develop their customer strategies. 

This course explores a variety of factors and actions that drive successful business relationships, which in turn lead to higher customer satisfaction, market share and profits. Strategic, organizational, informational, logistical, and financial perspectives are brought to bear on creating successful customer strategies. 

The underlying goals for the course format are:  

· to be real – based on actual business action – with both the positive and negative outcomes of that action

· to be current – exploring what is happening NOW .. not the more dated info from books and articles…as valuable as they might be – but what businesses are facing today as they strive to respond to customers and business dynamics 

· to be interactive – to involve you in the process and help you discover/explore what works and what doesn’t

The course is structured around “living” case discussions.  Each class session (except for introductory and wrap-up sessions) will center around three business speakers who will lead a discussion about compelling problems and issues they face in understanding and responding to customers.   

MKT 382

15-Marketing High-Tech Product
Instructor: Williams
Unique No.: 05150
Class Times: TTH 8:00-9:30
   
CBA 4.348
This course focuses on companies selling technology-based products and integrates the impact of strategic marketing decisions on the financial performance of the enterprise.  Specific objectives: 

· Understand entrepreneurial marketing, i.e. the difference between breakthrough technology (brave new world) vs. incremental improvement (better, faster, cheaper) and the impact on marketing decisions. 
· Provide decision making frameworks for managing the marketing process, e.g. 
· Strategic Focus, 
· Technology diffusion models, 
· Disruptive innovation, 
· Economic value pricing,

· Integrate marketing frameworks with financial results and business models. 
· Focus on the balance of growth, risk and profitability when evaluating strategic marketing alternatives. 
· Relate the creation of customer value to shareholder value. 
· Examine the importance of intangible assets (intellectual property) to sustainable competitive advantage.

We will also touch on management ethics and leadership issues.  
**Courses Restricted to Students in the Texas Evening MBA Program:

*BA 381T

Marketing Management

Instructor: Jain 
Unique No.: 02155
Class Times:  varies

ATT M1056
BA 381T introduces students to the role of marketing, both at the level of the firm and the marketing function.  The course provides a set of concepts and ideas for approaching marketing decisions; it offers a common language with which to think about marketing issues and shows how to structure and analyze managerial problems in marketing.   The basic framework that is used during the course can be the foundation for marketing decisions in a variety of contexts: marketing of either physical goods or services to either consumers or businesses for profit or for non-profit.

The overall objective of the course is to introduce students to the marketing decisions in an organization and teach them to think like marketers.  To this end, we will:

· Understand the strategic role of marketing and develop the ability to define and analyze the marketing problems dealt with by managers;

· Learn the fundamental concepts, theories and frameworks that guide contemporary marketing decision-making;

· Develop an awareness of select contemporary tools, techniques, and research in marketing, and

· Gain experience in developing marketing strategy and implementation programs

*MKT 386

Advanced Marketing Management

Instructor: Bentzin        Unique No.: 05155 
    Class Times: T 6:00-9:15 p.m.

ATT M2026

Advanced Marketing Management affords students the opportunity to craft marketing strategies and apply marketing concepts to a wide variety of business situations.  This course builds on the content of MKT382 and allows students to hone their skills in selecting segments in which to compete, building profitable business models, forging effective competitive positioning, allocating resources, and applying the 4 Ps of marketing.  Special emphasis will be placed on emerging marketing topics including digital media, “green” marketing, and marketing metrics.  The course uses case discussions complemented with projects, exercises, simulations, guest speakers, lecture and readings.
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