Marketing Management

EMBA Program Fall 2006
D501 Saturday 14:10 pm – 17:00 pm

Instructor: Dr. Peirchyi Lii

Office:
CL 312 Lang-Yang campus (03-9873088 # 7030, 7039)

0958-558899
COURSE OBJECTIVES

1. Familiarize participants with marketing theories and practices through case analysis;
2. Expose participants to various perspectives in strategic marketing planning via group studies and discussions;
3. Enhance participants’ sensibility to current marketing environments from discussions of contemporary marketing literature and issues.
CLASS MATERIALS

1. Walker/Mullins/Boyd/Larreche (2006) Marketing Strategy -- a decision-focused approach 5e, McGraw-Hill International (智勝)
2. Selected reports and articles

CLASS MANAGEMENT

There are fifteen class meetings in this semester.  In each class meeting, with the exception of the final two which are allotted for case presentations, the first hour is for the discussion of the designated case in each meeting; the second hour is for the analysis of all exhibits contained in each chapter; and the third hour is for an open discussion on the assigned readings which would be distributed throughout the semester.
The major focus of this course is for everyone to experience interactive discussions and to exchange ideas regarding marketing issues.  Participants’ active involvement in class discussions is highly expected.  Everyone should therefore be familiar with all reading assignments so as to come to the class with a well prepared stance.
ASSIGNMENTS AND GRADING


Participants are grouped into several small groups.  Each group should seek out a local organization and write up a case analysis on the organization as the group's term paper.  The name of the organization should be determined and submitted to the instructor before mid-term.  If there is any duplication of the chosen organization, the decision is made on a first come first serve base.  A general content of the written paper should include, but not limited to, detailed descriptions of (1) company background, (2) important marketing strategies, (3) expected and actual outcomes of the implementation, and (4) future strategic marketing recommendations.  The written paper is due on Dec. 22nd.  All written cases are presented to the class at the end of the semester.

In addition to the term paper, an in-class midterm is held according to the school calendar.  The exam would be based on chapter contents and consist of multiple-choice type questions.


The grading system includes the following:
Individual participation





40%
Term paper (including presentation)           30%

Mid-term








20%

Attendance







10%
CLASS SCHEDULE




   Topic

9/16

IBM switches strategies
9/23

RedEnvelope—Marketing upscale gifts online
10/1

Business Strategies and marketing programs at 3M
10/7

No class
10/14

The cellular telephone business: Increasing competition in a growing market
10/21

African Communication Group: Bringing modern telecommunications to Tanzania
10/28

Blue Ribbon Sports targets distance runners
11/4

Fast food turns healthy
11/11

Canon, Inc.—Success that is hard to copy
11/18

Mid-term (in-class exam)
11/25

The global battle for Jocks’ Soles
12/2

Johnson Controls: Making money in mature markets
12/9

Chocolate company sweetens the web
12/16

Hewlett-Packard—Reorganizing to implement a new strategy
12/23

Metrics pay for Wal-Mart
12/30

Term paper presentation
1/6

Term paper presentation
