Marketing 760-65 - Course Syllabus Winter 2008
Chuck Gulas, Ph.D.

I.  Basic Information

	Course: Marketing Strategy (MBA 760)


	Class Meetings  Fridays 4:00-9:30PM

At Mound Advanced Technology Center


	Instructor:  

Chuck Gulas, Ph. D.

Office:  Rike 212J

Phone:  937-775-2905

email:   charles.gulas@wright.edu
	Office Hours:  

T 12:30 – 3:30; 5:00 – 6:00 
Th 9:00 – 10:00 
other times available by appointment




Instructor Home Page:

http://www.wright.edu/~charles.gulas

Texts:

Mohr, Jakki, Sanjit Sengupta and Stanley Slater (2005), Marketing of High-Technology Products and Innovations, 2nd ed. Upper Saddle River, NJ: Pearson Prentice-Hall.
Norman, Donald A. (2004), Emotional Design:  Why We Love (or Hate) Everyday Things.  New York:  Basic Books.

Additional Reference:

Marketing and Advertising Using Google:  Targeting Your Advertising to the Right Audience (2007), Google Inc. (ISBN 1-426-62737-8) (note: this is an electronic book, access information will be provided in class)

II. Course Objectives:

Upon the completion of this course the student, will understand:

1. the concepts of mission, vision, target segmentation, sustainable competitive advantages, and positioning 

2. major product, promotion, distribution and pricing strategies
3. external and internal research and analysis

4. the marketing planning process
III. Prerequisite:

Admission into the WSU MBA program or permission from the Director of the WSU MBA program.
IV. Mode of Instruction

Lecture/Discussion

V.  What the Students Are Expected to Do

Exams:

There will be four quizzes and a final exam.  The tests will be comprised of multiple-choice questions and/or short-answer essay questions.  The final exam will be comprehensive.  The questions are designed to measure your ability to remember, understand and synthesize the material covered.

Students will not be admitted into the classroom more than fifteen (15) minutes after the start of any exam. 

Test Retake and Test Make-Up Policy:

Test retakes are not allowed.  At the discretion of the instructor, under extraordinary circumstances, you may be allowed to "pre-take" an exam in anticipation of an unavoidable schedule conflict.  Similarly, at the discretion of the instructor, make-up exams may be allowed.  In either case, the exam that you receive is likely to differ from the class exam.  

You should note that pre-takes and make-ups are only allowed under unusual circumstances.  In general, missed exams will constitute a grade of zero.  Whether or not a certain case constitutes reasonable circumstances for a pre-take or make-up test is totally at the discretion of the instructor.  

Attendance:

Class attendance is not directly graded, however, it is highly recommended.  Much of the material covered in class, and found on the tests, is not in the textbooks.  

You are responsible to turn in assignments and take exams on the assigned dates and it is your responsibility to check with other students to get lecture notes and assignments for any classes missed.  

Projects:

You will complete an individual project and a team project.  Details regarding the complete nature of the assignments will be provided in class.  The projects will be graded on both content and style.  Clarity, organization, spelling, grammar, and other style issues will be taken into consideration. 
Due Dates:

The projects are due at the beginning of class on the date assigned.  Projects turned in late will have a 20% late penalty charged against the points available (e.g. a project worth 100 points will have 20 points deducted if it is turned in late).  Projects will not be accepted more than 48 hours after the assigned due date without a verifiable medical excuse.

Retention of Student Work

The instructor reserves the right to retain, for pedagogical purposes, either the original or a copy of any test, written assignment, paper, video, or similar work submitted by a student, either individually or as a group project.  Students’ names will be deleted from any retained items unless the student has authorized the retention of the said item with the name in place.
Participation:

An interactive classroom environment is a benefit to all.  You are strongly encouraged to ask questions, to make relevant comments, and take an active role in the class. 

Accommodations:

It is the instructor's goal to maximize the educational experience of this course for all students.  If you require accommodations for note taking or test taking, due to a disability, please inform the instructor as soon as possible.  

Plagiarism:

It is expected at all times that all work you turn in is the result of your own efforts.  The minimum penalty for stealing the work of another, in any form, will be a grade of zero on the assignment.

Please do not commit inadvertent plagiarism through inadequate citation of the work of others.  Please refer to The Chicago Manual of Style or the Publication Manual of the American Psychological Association, for further information regarding citation.

Students may be asked to submit projects electronically to facilitate the use of plagiarism checking software.

Time Commitment

For each quarter hour spent in class each week, students should expect to spend an average of 2 to 3 hours outside of class reading, doing assignments, studying, etc.  As a 4-hour course, you should expect to commit a total of 12 to 16 hours per week to this course including both in-class and out-of-class time.  It is likely that a commitment of less time than this will result in sub-optimal outcomes.  If your current schedule does not allow for a commitment of 12-16 hours you should consider dropping this course.

VI. How the Students Will Be Graded

General Grading Information

A
Outstanding - completed work as assigned, work is free from errors, exceeds expectations, shows a thorough grasp of course material and demonstrates great insight
B
Above Average - completed work as assigned, work is free from errors and exceeds expectations
C
Average - completed work as assigned with no major errors, the work demonstrates competence and the ability to follow directions - by definition this is the typical level of performance 

D
Below Average - completed work has one or more significant errors or omissions
F
Failure - work is incomplete or fundamentally flawed

Specific Graded Course Components

	
	
	Points

	Tests
	
	

	
	Quiz 1
	60

	
	Quiz 2
	60

	
	Quiz 3
	60

	
	Quiz 4
	60

	
	Final Exam
	60

	
	
	

	Individual Project
	
	

	
	Content
	48

	
	Style
	12

	
	
	

	Team Project
	
	

	
	Campaign Strategy Paper (content)
	40

	
	Campaign Strategy Paper (style)
	5

	
	Campaign Summary Paper (content)
	40

	
	Campaign Summary Paper (style)
	5

	
	Team Presentation (content)
	48

	
	Team Presentation (style)
	12

	
	
	

	
	Total Points
	510


Letter Grades

A 90 - 100%
B 80 - 89.9%
C 70 - 79.9%
D 60 - 69.0%
F 59.9% or lower

* Please Note:

Points are not deducted – they are ACCUMULATED.  Each graded activity, and each component of a graded activity, begins with a grade of zero.  Points are accumulated as competence or excellence is demonstrated.  Each student in the class is capable of earning a perfect score on each graded item.  The difference between students who excel and those who do not is typically attitude rather than intelligence.

VII. About the Instructor

Dr. Charles S. Gulas is an associate professor of marketing who earned his Ph.D. at the University of Massachusetts Amherst, and his M.B.A. and B.S. at Youngstown State University.  Chuck has published articles in the Journal of Advertising, Journal of Current Issues and Research in Advertising, Journal of Business and Psychology, Journal of Business Ethics, and other business publications. He and Marc Weinberger are the co-authors of Humor in Advertising:  A Comprehensive Analysis published by M.E. Sharpe.  He has previous work experience as a regional sales representative and as a small-business owner.  He has worked as a consultant for government agencies, small businesses, and Fortune 1000 firms.

VIII. Assignments
Tentative Schedule
	Date
	Topics
	Assignments


	Supplemental readings (not assigned)
	Take Away

	1/11
	Course Introduction

Evolving Definition of Marketing (4 Ps bus horizons slides)

Segmentation and Targeting

International Marketing

Positioning

Product Life Cycle

Services Marketing

Competitive Environment


	Form teams for project
In class Creativity Exercise
	Levitt, Theodore (1975), “Marketing Myopia (with Retrospective Commentary),” Harvard Business Review, September / October 1975, 26-48.

Godin, Seth (1999), Permission Marketing:  Turning Strangers into Friends, and Friends into Customers. New York: Simon & Schuster.


	Students should leave the class session with general understanding of marketing, marketing management, and the role of marketing in the business.

	1/25
	Ch. 1 Introduction to High Technology

Ch. 2 Strategy and Corporate Culture in High Technology Firms

Ch. 3 Relationship Marketing: Partnerships and Alliances

Ch. 4 Market Orientation and R&D-Marketing Interaction in High-Technology Firms


	Read Mohr, Sengupta, Slater Chaps. 1 – 4 prior to class

Letter of Agreement from Business partner firm due in class

Quiz 1
	Hamm, Steve (2004), “Tech’s Future,” Business Week, Sept. 27. 
McGregor, Jena (2006), “The World’s Most Innovative Companies,” Business Week, April 24.
	Students should leave the class with an understanding of the role of marketing in technology firms.

	2/8


	Ch. 5 Marketing Research in High-Tech Markets

Ch. 6 Understanding High-Tech Customers

Consumer Behavior

Business Buying Behavior


	Read Mohr, Sengupta, Slater Chaps. 5 – 6 prior to class

Read Norman Prologue and Chaps. 1-5 prior to class

Two-Page Google Campaign Strategy Paper due in class
Quiz 2
	Underhill, Paco (2000), Why We Buy:  The Science of Shopping. New York: Simon & Schuster.


	Students should leave the class with an understanding of consumer behavior and the tools used to conduct marketing research.

	2/17
	Two-Page Campaign Strategy Paper due at Google (not a class day)


	Date
	Topics
	Assignments


	Supplemental readings (not assigned)
	Take Away

	2/22
	Ch. 7 Product Development and Management Issues in High-Tech Markets

Ch. 8 Distribution Channels and Supply Chain Management in High-Tech Markets
Ch. 9 Pricing Considerations in High-Tech Markets


	Read Mohr, Sengupta, Slater Chaps. 7 – 9 prior to class

Individual Presentations

Quiz 3
	Norman, Donald A. (1990), The Design of Everyday Things. New York: Currency Doubleday.
Norman, Donald A. (2007), The Design of Future Things. New York: Basic Books.

	Students should leave the class with an understanding of product, pricing, and distribution strategies.

	2/25
	Google AdWords Campaign begins online (not a class day)

	3/7
	Ch. 10 Advertising and Promotion in High-Tech Markets:  Tools to Build and Maintain Customer Relationships

Ch. 11 E-Business, E-Commerce, and the Internet

Ch. 12 Realizing the Promise of Technology:  Societal, Ethical, and Regulatory Considerations

Developing a Marketing Plan


	Mohr, Sengupta, Slater Chaps. 10 – 12
Individual Presentations

Quiz 4
	Cialdini, Robert B. (2001), Influence: Science and Practice (4th ed.). Boston: Allyn & Bacon.

Cappo, Joe (2003), The Future of Advertising:  New Media, New Clients, New Consumers in the Post-Television Age. Chicago:  McGraw-Hill

Donaton, Scott (2004), Madison & Vine:  Why the Entertainment and Advertising Industries Must Converge to Survive. New York:  McGraw-Hill

Novak, Michael (1996), Business as a Calling:  Work and the Examined Life. New York: The Free Press.
Wood, Marian Burk (2008), The Marketing Plan Handbook (3rd ed.). Upper Saddle River, NJ:  Pearson Prentice Hall
	Students should leave the class with an understanding of promotional techniques, and an understanding of the legal and ethical considerations related to marketing.  Students should be able to develop a marketing plan.

	3/16
	Google AdWords Campaign ends online (not a class day)

	3/21
	Lecture Wrap-up

Google AdWords Campaign Discussion
	Two-Page Campaign Summary Paper Due

Team Presentations

Final Exam
	
	Students should leave the final class having achieved the course objectives listed on page 1 of the syllabus.
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