The University of Guelph
Department of Marketing and Consumer Studies
College of Management and Economics, Fall 2010

Marketing Strategy
Course Number: MCS 4370 - Sections (01, and 03)

The course outline and schedule are subject togehanthe discretion of the course instructor.

Course Information

Course Name: Marketing Strategy
Course Number: MCS 4370
Course Section Information
IVERS Section Location Time
ITY
I;;%EEEPH Section 1 MACS 121 Tu. 7:00-9:50
Section 3** MACS 121 Mo: 7:00-9:50

** Thursday, December 2- Class rescheduled from Monday, October 11 (Thanksgiving)

Instructor Information

Instructor: Dr. Brent McKenzie, B.A, Bus. Dip., M.B.A., Ph.D.
Office: MINS 202A

Office Telephone: 519.824-4120 Ext. - 52111 [MCS Office: Ext. 53095]
e-mail: bmckenzi@uoguelph.ca

By appointment
Teaching Assistant: Hours: (email)
TBA Email: TBA

Online self evaluations

Office Hours:

Required Text

Douglas West, John Ford, and Essam Ibrahim (2(i@egic Marketing: Creating
Competitive Advantage, 2™ Edition. Oxford University Press, ISBN —978-0-19-955660-
1 (SM)




Course Description & Objectives

Course Description:

This course focuses on the decision-making rol®imarketing manager who is responsible
for formulating the strategic marketing plan. Thedry of selecting market target(s) for the
firm's product and/or services and the developroétite marketing mix (product, price,
promotion, distribution) with the aid of market easch and computerized information systems
is covered.

Prerequisites: 10.0 Credits, Registration in the BComm. Program (Marketing
Management Major).

Course Objectives:

This course is designed to introduce the field afketing strategy to the program student. The
focus of the course will be on the role of markgtatrategy in society and on its relevance to
the firm, organization, and individual. The coulsetures; class and case discussions; reading
assignments; guest presentation(s); and the graunketmng assignment will provide the

student with the opportunity to learn the conceyis theories of the subject area and to apply
this knowledge in a systematic and logical manfidre guest presentation(s) will provide the
student with an opportunity to apply their undemsgiag of the class teachings by asking
guestions of business practitioners. The group eteuty strategy project will provide the
opportunity to engage in a realistic business 8@naand experience the role of Marketing
Strategy.

Quizzes and Midterm

There will be two (2) quizzes and a mid-term testhie course. The quizzes will consisRéf
multiple-choice questionsdirectly drawn from the text and each will be vinds26 of your

final grade (total 10%). They will be held in class duringeek 4 and 8. The mid-term will
consist of a case study that the student will leneweek (7 days) to complete. The students
will be given access to the case on D2L at theddradass inWeek 6 and have to hand in their
solution at the start of class\ieek 7 (more details will be provided in class and on P21t

is an individual assignment and is worth a tote2@% of your final grade for the course. Any
late submission will receive a minimum of 20% dechrcfor each 24 hour period it is late.

Guest Speaker(s)

During the semester, the plan is to have 1 or 3tggmeakers who are currently engaged in
varied aspects of Marketing operations. It is exge that each class member attend and
participate in these presentations by asking/maiefeyant questions or comments as this will
have a material impact on your class contributiadg.

Marketing Strategy Project

During thesecondweek of class, students will be formed into grougach group will consist
of 4 or 5 members (no more, no less). The purpbsiee team project is to provide an



opportunity to apply the theories and ideas abaarketing strategy discussed within the
course with actual marketing practice. During wieke each group will be provided with a
product with a retail price from a local Guelphrstof less than $10. This will be the product
upon which you must develop a new marketing stsatddhe initial requirements of the project
are as follows:

(1) Once the groups are determined in week 2, gemlp must assigfNE member who will
act as the main contact point person between thggnd the class GTA.

(2) During week 3, each group will be given thewnguct, and told where it was purchased,
and its retail price.

(3) Project Requirements

The group is then required to;

(a) Conduct a research search (i.e., use apprepitbaary resources, search engines, primary
research, etc.) about the product to determinendm&eting strategies that are currently, and
have been used, by the company to market the prod@uelph/Ontario/Canad®0O NOT
EXPLORE INTERNATIONAL MARKETING STRATEGIES). The purpose of this research is to
come up with, or determine a Marketing Strategyllehge or objective that your group will
propose to solve. The research search must inelul@astl5 different sources (for example,
newspaper/magazine articles, company informatiersgmnal experiences, customer surveys,
etc.)NO WIKIPEDIA REFERENCES .

(b) Once the group has completed their investigadithe product/company/marketing
strategy, two things are required;

0] Write up a marketing strategy report about the pebébllowing the
recommended format below — the paper mug2380 pagesdouble
spaced, 12 font, 1 inch margins (plus a summaafloéferences used).

(i) Prepare a marketing strategy presentation of yiadimigs, which will be
presented in class - the complete presentation bausb less than 30
minutes, and no more than 40 minutes (the groulpbeitut off at the 40
minute mark), plus there with be 5-10 minutes &didtfor
guestions/discussionthe presentation should not merely repeat whatns i
the written report

(i)  The presentation must address the following: (IgkBeound of the
product/company; (2) The group interpretation @ ¢arrent marketing
strategy for the product (2) A discussion of thalldnge/opportunity that
the group chose to address, and why. (3) Presentatithe proposed
marketing strategy.

(iv)  Examples of “challenges/opportunities” that theugronay want to focus on
include any or all of the following; advertising,gmotions, pricing,
packaging, product issues, line extensions, digioh issues, retail issues,
or other MARKETING related strategies — althougiaficial, organizational
behaviour, or other “challenges” may exist — theugr must deliver, and
support a Marketing Strategy project.

(c) All groups are required to [Ejmail a soft copy of the presentation to the GTA: or if too
large to email, some other format of soft copy niugsprovided [2Hand in a hardcopy of
the written report in class, andemail a soft copy of the written report to the GTA THE
HARD COPY AND THE SOFT COPIES ARE DUE AT THE START OF CLASSAT THE
BEGINNING OF CLASSON WEEK 10REGARDLESS OF WHEN YOUR GROUP IS
PRESENTING.



The suggested outline for the written component dhe project is as follows;
Section 1: Introduction and Outline of Paper (~1g)ag

Section 2: Research Findings and Challenge/OppitytDetermination (10-15 pages)
Section 3: Current Marketing Strategy for the Prid-2 pages)

Section 4: Group Marketing Strategy Proposal anglémentation Plan (10-15 pages)
Section 5: Research Conclusions — Group Opiniotgsfages)

Section 6: ReferencéBroper format only)

Section 7: Appendices/Exhibits

NOTE: For each section of the written report, it should ke made clear as to how your
group views the expectation of the marketing stratgy success in comparison to what your
research findings indicated. | am looking for thoghtful and creative insights as to what
your group thinks is good/bad, make sense/doesn’take sense, in terms of the product’s
marketing strategy as it relates to topics/theoridgliscussions relevant to this course.

Grading of Marking Strategy Project

There will be an overall grade for the project, thiet0% of your final grade for the course

The grade will be based on both the presentati@®o(df Project grade) the written report
(60% of the Project grade). Also, each studentaminplete an evaluation form for each group
presentation (except their ownNOTE: Each group will determine the grade percentag
assigned to each group member. If unequal percgy@s are assigned, there must be
supporting documentation to this effect. Therefaeeit strongly recommended that each
group track their project meetings, work, etc. istexpected that all members of a group will
contribute equally to the project effort.

The following is the schedule of activities/deadbrfor the Marketing Strategy Project.

Date Activity Description
Groups of 4, or 5. —

Week 2 Group Formation selection of “group contact
person”

Each group will have ~15
minutes to briefly meet as §
group to talk about their
product

Determination of Presented in class/posted fin
Presentation Date D2L

Work on the background
research,
challenge/opportunity
Week 4-10 Work on Project identification, determine
marketing strategy, write uf
report, develop and preparf
for in-class presentation
All group projects due
Projects Due (regardless of presentation
Week 10 Project Presentations Begir| date) and start of
presentations- Class-

Week 3 Hand out of Project Produg

—

Week 4




member evaluations of
project presentations
Presentations continue -
Class-member evaluations
of project presentations
Presentations continue -
Class-member evaluations
of project presentations —
Submission of group
evaluation of group membej
contribution

Completion of Project
Week 11 Presentations

Additional Project
Week 12 Presentations (only if needgd
based on class size)

—

Additional instructions, due dates, etc., will bsatissed during the first week of class, and will
also be available on the course web site.

Class Contribution — In class and online discussian

ALL STUDENTS MUST HAVE (and display) THEIR NAME CAR AT ALL TIMES
DURING CLASS TIME

This course, as an upper year course, encompassésigds upon the student’s previous
exposure to the field of Marketing, and thus thera high expectation in terms of the quality
of the comments and discussions made as partiofcthes contribution. During the term,
students are encouraged to share marketing statqgestions that they come across, either
directly or via the media, with the class. Fostigason it is recommended that students keep
this class in mind when reading newspapers, wagdeilevision, reading magazines, while
shopping, etc., as often the most relevant learoamyes from discussing actual examples of
Marketing behaviour. All class members will be egfged to actively contribute to in class, as
this will have an impact on your overall class cimittion grade\{orth 30% of the course
grade). In addition to the large case discussions (seeN)etbere will also be shorter in class
cases/discussions drawn from the text. ThusVeeks 3-9 inclusive, ALL STUDENTS
MUST BRING THEIR COPY OF THE TEXT TO CLASS.

NOTE: to assist in the determination of the studantclass contribution grade, students will
be required to complete self-evaluations of theiclass performance and post them to the
COURSELINK website - see course web site for mataits.

Class Contribution — Case discussions

One of the best ways to learn about Marketingegia{beyond actually working in a company
and being involved in the process) is to studyitess cases that focus on this topic. Thus,
during the term we will discuss a number of marngstrategy cases. There will be a
minimum of6 main casesliscussed during the term.

The format of the in class case discussions are fadows:

The course instructor (or the graduate teachinigtass) will act as the facilitator/chair of the
discussions. Everyone must have read the casetprotass. In addition, it is expected that
the student will try and make some notes about whatsee is the key problem/opportunity in



the case, and make an attempt to at least reviewisicussion questions. If included in the
case, please use the questions as a guide to bavask review will begifgut do not assume
this is all that will be covered in the case discggon. A key part of using cases is to be able
to draw on your knowledge and experiences that aley be relevant to the discussion. The
aim is to talk through what you believe the casgbisut and what you think needs to be done
from a marketing strategy perspective. During aiseussions you need to be comfortable
with hearing a number of different perspectiveslBlbeing comfortable with challenging

your fellow students if there are things that yea differently (but please stick to the case!).
The case discussions represent a significant apmoytto do well in the Class Contribution
portion of your grade, but please do not just ‘jggrate for the sake of participation” as your
grade is based on your ability to add to the cassudsion.

Suggested format for analyzing cases:

Although a great number of you have probably used€ in other courses, and there is no one
way to analyze a case, here is a good templatnmstof putting your thoughts together for the
class discussions.

(1) Problem Identificatiorfthe problem, not the symptoms)

- What are the key marketing strategy problemsfathe organization?
- What marketing decisions need to be made (anch)¥he

(2) Qualitative Analysigsubjective evaluation)

- What is your analysis of the current situation?

- Can you recognize and analyze the key strengttisv@aknesses?

- Can you recognize and analyze the key opporasménd threats?

- What are reasonable/possible/probable alterreRive

- How would you analyze the pros and cons of ther@dtives?

- How would you recognize and handle risks?

(3) Quantitative Analysigobjective evaluation)

- What is the financial/economic situation?

- What are the sales and profit forecasts?

- What additional marketing metrics are needed/khbe used?

(4) Recommendationsvhat has to be/should be done?)

- How do the recommendations address the key i8sues

- Are they consistent with the analysis made?

- Can the recommendations be supported by caskalatapts/marketing theory?
- Are the recommendations superficial or in depth?

- How can/will the recommendations be implemented?

(5) Other(what else will help in my analysis?)

- Can you identify and relate the case to prevexseriences/other cases?
- Can marketing theory help with the analysis?

- Have you thought of create solutions?

- Is your analysis clear and concise?

- Are you prepared to answer questions from opogaints of view?



Grading

Grading Weights for Evaluation

Components
Quizzes — 2*5% 10%
Mid term Case Assignment 20%
Marketing Strategy Project 40%

Class Contribution (Including in-class
online, and Case discussions)

Total 100%

30%

Course Outline Schedule

Course Outline Schedule for Marketing Strategy MC370

Date Topic

=

Introduction to course

Week 1 2. “Marketing Strategy” Activity

1. Review of course syllabus — “
Week 2 2. Discussion of Marketing Strategy Project

3. Case discussion format

1. Hand out of Marketing Strategy Products
Week 3 2. Where are we now?

3. Case #1

1. Where do we want to be?

Week 4
ee 2. Case #2

3. Quiz #1 (SM — Chapters 1-3)
Week 5 1. Case #3 and Case #4/Guest Speaker/FIIBA-

Week 6 1. How will we get there?

Readings

SM-1

SM-2

SM-3

SM-4,5

SM-6,7

SM-8.9



2. Midterm Case Assigned

1 Hand in Midterm Case Assignment
Week 7 SM- 10,11

2 In class activity

1. Case #5 and Case #6/Guest Speaker/Film — TBA
Week 8 SM-12,13

2. Quiz #2 (SM — Chapters 4-11)

Week 9 1. Case #7 and Case #8/Guest Speaker/FlIBA- SM-14

=

Week 10 PROJECTS DUE AT THE START OF CLASS

2. Marketing Strategy Presentations

Week 11 1. Marketing Strategy Presentations (cont.)

1. Marketing Strategy Presentations(if needed)
Week 12

2. Course Wrap up

TBA Website — discussion questions, review matersiguides, etc.

The course outline and schedule are subject togehanthe discretion of the course instructor
(certain dates of planned activities may shift).




Code of Behaviour

Students are expected attend all classes, andh@irren attendance throughout the entire
class. lItis also expected that students will iarf@ussed on the activities during the
class. Disruptive talking will not be tolerated. If you, as an individual student, find it
necessary to leave the classroom during a lechamapresentation, do so quietly (i.e.,
for an emergency that cannot wait until the enthefclass).

If you return to a class that is still in progreds,so quietly. Groups of students leaving
(and/or returning) together while a class is ingoess will not be tolerated. Research
shows that failure to attend class can have a ivegatpact on one's grade. All students
are responsible for all course material.

MOBILE PHONES - they must be turned off, and noted at any point during class
time (including text messaging, etc.) without spgecpermission from the instructor —
any student using their cell phone during class emwill be asked to leave for the
remainder of that class — THERE ARE NO EXCEPTIONSOITHIS RULE

LAPTOPS — NO LAPTOPS OR OTHER WEB CONNECTED DEVICES
MAY BE USED IN CLASS WITHOUT PRIOR APPROVAL BY THE
INSTRUCTOR — approval will only be given upon assmce that the
laptop will solely be used for note-taking — theaee no exceptions to this
rule (a signed form is required)

Plagiarism: "Students must write their own essaysnd assignments in their own
words. Whenever students take an idea, or a passaffom another author, they
must acknowledge their debt both by using quotatiommarks where appropriate and
by proper referencing such as footnotes or citatios Plagiarism is a major
academic offence

Academic Cheating: For any testing session, including computer-markedultiple-
choice tests and exams, the use of software to ckéar unusual coincidences in
answer patterns that may indicate cheating may alsbe employed.

Other Relevant Academic Policies/Regulations: Alltadents are advised to refer to
the Academic Calendar:

(http://'www.uoguelph.ca/registrar/calendars/undeipuate/current/c08/c08-
amisconduct.shtml )

Other/Misc.

No late submissions of any course material will baccepted, unless there are
acceptable (to the course instructor) extraordinarycircumstances.



