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Overview of Marketing Strategy 

This course is the foundational marketing course in the business “block” curriculum, providing students 

with the core concepts of marketing. This knowledge area is integral to business strategy and will be 

delivered in an integrative manner with the three additional block courses in finance, managerial 

accounting and operations management. Traditional marketing concepts to be covered include: the 

marketing orientation, consumer behavioral issues, target marketing and segmentation, product 

development, positioning and brand strategy, services marketing, pricing, supply chain and distribution, 

retailing and integrated marketing communication. The relationship between these marketing concepts 

and the pillars of the block (ethics/accountability/leadership, globalization, and sustainability) will also be 

a common thread throughout the semester. 

 

Course Components/Evaluation/Grades 

 

Midterm Exam 1 100 Points 

Midterm Exam 2 100 Points 

Final Exam  100 Points 

Business Skill E-Portfolio Assignments (See Block Syllabus)   60 Points 

Strategic Brief (Written and Oral Presentation)    60 Points 

Integrative Strategic Group Project 120 Points 

Class Participation   60 Points 

Total Points  600 Total Points 
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Typical Class Pedagogy 

The typical class twice a week will include some or all of the following pedagogical activities:  

 

 Lecture/discussion relating directly to scheduled chapter 

 Wall Street Journal reading assignment 

 Strategic Brief group presentation 

 In-lab Bloomberg assignment 

 Current news discussion 

 In-class work on strategic project 

 

Exams 

The exams will cover all material presented in class (i.e., lectures, cases, class discussions, outside 

readings, videos, Bloomberg) and any additional assignments outside the classroom. The format of the 

exams will be essay and/or short answer. If University-related circumstances arise that prevent you from 

taking an exam on a given date and time, you must contact me in advance. Due to their inherent 

unfairness, there are no make-up exams allowed. Deviations from this policy will require University-

accepted documentation (such as a written “excuse” from the Associate Academic Dean). 

 

Business Skills E-Portfolio Assignments 
See Block syllabus for the full discussion of the E-Portfolio Assignments. 

 

Bloomberg Market Concepts 

One of the major E-Portfolio assignments required for the semester is the completion of the Bloomberg 

Market Concepts online certification program.  This certification program is delivered via the Bloomberg 

terminals in the Joe and Diana Hurley Finance and Business Analytics Lab in Hipp Hall.  The Bloomberg 

Market Concepts program cover four major areas of study: Economic Indicators; Currency; Fixed 

Income; and Equities.  Skills gained from this certification program should play a key role in your 

development this semester; especially, for your work on the strategic business assessment project. 

 

Strategic Brief  

To illustrate the real world application of the scheduled course material, each student will be required to 

prepare and present one marketing brief during the semester. A brief is an analysis and summary of a 

current business/marketing issue/situation (relating to the topic for the week) including an in-depth look 

at the implications and consequences for businesses, governments and/or consumers. The brief will be 

completed on a team basis (students will be placed in teams of two). The brief involves both a written 

component and an oral presentation to the class. Assignment questions corresponding to the scheduled 

brief will be placed on the Moodle web site. While there are assigned questions to address, the specific 

business illustration you choose to research is up to you; as long as it relates directly to the scheduled 

discussion material (e.g., topic) for that date. Each team should scour magazines, journals, newspapers, 

news programs, etc. (e.g., Business Week, Fast Company, Forbes, Wall Street Journal) to arrive at an 

illustration that clearly addresses the scheduled marketing topic. The written presentation should include a 

comprehensive summary of the business situation; while also providing detailed answers to the assigned 

questions (5 - 7 double-spaced typed pages). For the presentation, you are expected to provide a 

stimulating, yet brief, summary of the topic/issue. It is estimated that each student group should be 

prepared to speak for about 12 - 15 minutes and handle discussion of the topic for another 5 minutes 

(include discussion questions in your presentation). The evaluation of the paper and the presentation will 

be based upon your demonstrated understanding of the topic; the quality of the chosen illustration as it 

applies to the scheduled topic; and professionalism. Each brief will be worth 60 points (written portion - 

35 points; oral portion – 25 points). A sign-up sheet will be distributed to schedule dates for the marketing 

briefs.  



Integrative Strategic Group Project 

The block project will be a semester-long integrative group effort (5 students per group) that will include 

unique requirements from each of the four classes in the block. Each group will choose from a list of 

firms provided by the block professors and study this firm across each of the four classes for the entire 

semester.  For this class (Marketing Strategy), each group will be evaluating the firm from a strategic 

marketing perspective; in other words, examining all aspects of the marketing environment. The analysis 

will cover the following areas: the firm’s inherent strengths, weaknesses, opportunities and threats; their 

strategic positioning and target market; their current and potential customer base; their corporate partners; 

the competitive environment in which they operate; a host of macroenvironmental factors; and the firm’s 

strategic delivery of value in terms of product, promotion, pricing and distribution. A detailed description 

of project requirements, guidelines, and due dates will be distributed to the class early in the semester. 

 

Class Participation 

Class participation is an extremely important element of this course and your grade (60 points). To 

receive the full benefit from the course, one must actively take part by reading the assigned material 

before class, attending class, completing out-of-class and in-class assignments, asking questions, and 

sharing experiences and insights with others. This class will be highly interactive in nature, not simply a 

lecture class. I will be calling on you for your opinion and your analysis of issues, articles, current events, 

etc.  For grading purposes, I assume that everyone starts out in the middle (80%). Preparation, knowledge 

and involvement will add to this starting grade point, while negative participation (e.g., disruption, late 

arrival, lack of involvement) will detract from your grade.   

 

Course Topics and Schedule 

The order of the material to be covered is subject to change as the course progresses.  Dates for the 

coverage of the class material will be listed on the working marketing class page on Moodle. You are 

responsible for keeping up with any changes announced in class and with syllabus changes/assignment 

announcements.  Given the continuously adapting nature of the block, there will be scheduling changes 

made throughout the semester.  Additional readings will also be noted in class and on the Moodle 

homepage.  

 

Chapter 1: An Overview of Marketing 

Chapter 2: Strategic Planning for Competitive Advantage 

Chapter 3: Ethics and Social Responsibility 

Chapter 4: The Marketing Environment 

Chapter 5: Developing a Global Vision – Globalization & International Marketing Issues 

Chapter 6: Consumer Decision Making 

Chapter 7: Business Marketing 

Chapter 8: Segmentation and Target Markets 

Chapter 10: Product Concepts 

Chapter 11: New Product Development and Managing Innovative Products 

Chapter 12: Services Marketing 

Chapter 13: Supply Chain Management and Marketing Channels 

Chapter 14: Retailing 

Chapter 15, 16 & 18: Marketing Communications; Advertising, Public Relations & Sales 

Promotion; Social Media and Marketing 

Chapter 19: Pricing 

Final Exam 

Project Presentations 

 

 


