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Strategic Marketing Planning and Management 
MKTG 465 - 12913 

Fall 2018 
M/W., 9.30 – 10.45 am 

Location: DH 230 
 

Instructor 

Dr. Anne W. Mägi 
Office: UH 2224   
Office hours: T. 2-3 pm, W. 11 am-noon 
e-mail: amagi@uic.edu 
phone: 312-996-4480 
 
 
Required text 
Strategic Marketing Problems: Cases and Comments, Kerin, Roger A., and Peterson, Robert A., 13th 
edition, Prentice Hall.  
 
The book contains the major cases we will work on as well as useful summaries of marketing 
related content that will help you analyze the cases and put together a professional marketing 
plan. The previous edition of the book is not recommended since several cases have been 
replaced or rewritten.  
 
 
Prerequisites 
This course is specifically designed to be the capstone course for marketing majors and should if 
at all possible be taken after all other marketing classes. You need to have taken 15 hours of 
marketing, and it is highly recommended that you take MKTG 461 (Consumer Behavior), and 
MKTG 462 (Marketing Research), before taking this class. 
 
 
Course description and objectives 
The purpose of this course is to provide you an opportunity to review, apply, and enhance your 
knowledge and skills in the field of marketing by challenging you to solve strategic marketing 
problems. The course simulates the type of real-world problems and decision-making situations 
confronted by marketing professionals. This course is also intended to develop and reinforce the 
habits, behaviors, skills and sense of professionalism required for success in the world of business. 
 
The learning objectives for the course are the following:  
 

• Students will be able to apply tools and frameworks learned in previous marketing 
courses to the analysis of comprehensive marketing problems  

• Students will be able to generate and use marketing research data to support decision 
making  

• Students will be able identify and evaluate alternative marketing decision options facing a 
company and justify the decisions that they recommend  
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• Students will be able to develop a comprehensive marketing plan that includes projected 
financial outcomes  

• Students will be able to develop persuasive oral and written presentations that effectively 
incorporate and organize ideas and data 

 

 
Course format 
The primary method for achieving the course objectives will be case analysis. A case is a brief 
description of a “real world” problem or situation faced by an organization. You will respond to 
the case by analyzing the problem/situation to determine the key issues, objectives, and 
management alternatives, and then determining the best course of action for the organization 
being studied. You will then present your analysis and recommendations in an in-class discussion, 
and for a few cases, you will also be asked to submit a written case analysis or your case notes.  
 
You will also be working on a marketing plan project in groups that has many similarities with the 
cases since you will be making decisions about how to launch a product based on primary and 
secondary data. 
 
In addition to case analyses, a limited extent of class time will be devoted to lecture material or 
in-class exercises. The mini lectures are designed to reinforce and expand on concepts and ideas 
that you have learned in other courses and introduce you to new marketing material. 
 
 
Participation and attendance  
The nature of this course and the way you are evaluated make it a difficult class to miss any given 
week. I expect that you attend all classes and that you will email me if you have a valid reason to 
miss class, e.g., illness, or a job-interview.  
 
Just attending class will, however, not in itself give you a high participation grade. The main 
criterion that you will be judged by is the quality and frequency of your contributions to the case 
discussions and other in-class activities. As a general guideline, students who never speak out in 
class will not get a grade higher than a C for participation, even with perfect attendance. If you 
miss class, you will miss the opportunity to participate. As part of the in-class case analysis, I will 
call on students to contribute to the discussion, typically asking for basic information but also to 
ask for your opinion. Therefore, it is important to prepare each case thoroughly and to bring class 
notes that will guide you in the class discussion. For some cases you will also be asked to upload 
your case notes or a case write-up on Blackboard before class. 
 
Based on my experience from previous semesters I know that some of you will be reluctant to 
speak out in front of the entire class even if you think you have something to contribute to the 
discussion. If this is you, please reach out to me at the beginning of the semester so that we can 
talk about other forms of participation! 
 
 
Individual Assignments 
There are three individual written assignments this semester that will either be based on a case in 
the book or other material provided by me. Instructions for these assignments will be available on 
Blackboard and you need to upload your analysis before class on the day of the assignment due 
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date. For the case-based assignments, we will discuss the solution in class, so no make-up 
opportunities will be provided. 
 
There are also several smaller non-graded assignments during the course of the semester. If you 
do not complete those assignments, that will be reflected in your participation grade. 
 
 
Individual Strategy Presentation Assignment 
For this assignment you will identify and analyze a problem for a brand or company of your choice 
and develop a possible solution to this problem. Examples of problems are declining sales, 
decreasing customer satisfaction, or loss of market share. You do not have to come up with a 
complete range of activities to solve the situation but should focus on one idea (e.g., launch a 
communication campaign with a specific message). Your choice of product/company to research 
should be specific to this course. In my experience, students who try to recycle material from 
previous projects, end up with presentations that do not meet the requirements for this 
assignment.   
 
Your discussion of the problem and the solution should be data driven. We will review helpful 
data sources in class that you are encouraged to use for the project, but you are not limited to 
using only these sources.  
 
You will describe the problem, data that supports your analysis, and your solution in a Powerpoint 
presentation of about 10 slides. You will share your presentation in class in a small-group setting. 
You will also upload the presentation to Blackboard. In order to allow me to fully evaluate your 
presentation you need to write out the complete spoken part of the presentation in the notes 
part of your Powerpoint presentation. Detailed information about this assignment will be 
available on Blackboard. 
 
 
Group Project: Marketing Plan 
An important part of the semester will be a marketing plan group project. Based on a business 
case that I will select each group will write and present a marketing plan. You will also forecast 
sales and put together financial projections for your plan.  
 
To complete the project, you are expected to gather both primary and secondary data as well as 
use materials provided by me. We will use the marketing plan template in the textbook. Detailed 
information about the project will be posted on Bb. You will turn in a written marketing plan and 
present your solution to me at the end of the semester. 
 
 
Team issues 
You will work in groups of 4 students. You are expected to contribute equally to the team project. 
Confidential peer evaluations will be used to deduct points for inferior or negative contributions. 
Students receiving poor peer evaluations will have their grade lowered substantially. 
Additionally, any student that the majority of the team feels is not contributing a fair share can be 
“fired” from the team. Once fired, the student must find another team to “hire” him/her or 
become self-employed.  
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You will, undoubtedly, assume various roles within your teams based on differences in interests 
and areas of expertise. However, this is a team project and individual contributions should be 
coordinated and incorporated into the final project. The coherence of the report will affect its 
grade. 
 
 
Classroom Etiquette 
The success of this course depends largely upon the level and quality of communication between 
all of us. Because case discussions are a central part of the course, it is especially important that 
an atmosphere be maintained in which everyone feels comfortable sharing ideas and opinions.  
 
Please keep in mind that everything you do in class is highly visible to me and will directly 
influence my overall perception of you. For example, if you decide to spend time on social media 
that will be easily noticed and will be interpreted as an indication of how interested (or not) you 
are in the discussion at hand. However, I will not remind you to put away your electronic devices, 
so you will have to be mindful of this yourself. 
 
 
Blackboard Website 
I will utilize the Blackboard (Bb) web site for this course. If you are unfamiliar with using Bb, 
please direct your questions to Academic Computing. If you do not use your UIC e-mail address as 
your primary e-mail account, you must forward your UIC mail to the primary account. Please 
make a habit of checking the website for announcements that I may post between classes. I will 
use Bb for posting information about such things as assignments, case preparations, and the 
posting of grades.  
 
 
Online Course Evaluations  
As a final assignment, you are expected to complete a confidential online course evaluation as 
part of the Campus Program for Student Evaluation of Teaching. These evaluations provide very 
important feedback to me as well as the college and will be used for course improvement. You 
will receive an email from the Office of Faculty Affairs inviting you to complete your course 
evaluations and will receive an email confirmation when you have completed each one. Please 
save and upload your confirmation email for this course to Blackboard. Your answers will remain 
completely confidential and will not be shared with me. 
 
 
Performance evaluation 
Your performance in this course is evaluated on a number of activities. Points will be distributed 
as follows:  
 

Assignment Points 

Participation 175 

Individual presentation assignment 175 

Individual assignments (3) 300 

Group marketing plan report and presentation 350 

Total 1000 
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 Percentage range Grade 

90.0% - 100.0% A 

80.0% -   89.9% B 

70.0% -   79.9% C 
60.0% -   69.9% D 

< 60.0% F 

 
I would like to emphasize that I do not negotiate grades! If you have difficulty with the course, 
see me in time to do something about it.  
 
 
Disability Services 
Concerning disabled students, the University of Illinois at Chicago is committed to maintaining a 
barrier-free environment so that individuals with disabilities can fully access programs, courses, 
services, and activities at UIC. Students with disabilities who require accommodations for full 
access and participation in UIC Programs must be registered with the Disability Resource Center 
(DRC). Please contact DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD).  More information 
may also be found at the DRC Website located at http://drc.uic.edu/. 
 
Students requesting accommodation must provide me with a letter outlining the specific 
accommodations requested for this course. These letters are developed by the DRC in 
coordination with any student who requires accommodations. 
 
 
Religious Observances 
Students who have a major religious observance that conflicts with an exam must provide notice 
of the date(s) to your TA, in writing, during the first three weeks of the semester so we can 
arrange an alternative testing time. No make-up exams will be given without this notification. 
 
 
Academic Integrity 
This course and its associated coursework are being administered under the policies of the 
University of Illinois at Chicago (UIC) College of Business Administration Honor Code. All students 
are expected to respect and uphold the Honor Code found at this link: 
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4.  
 
In keeping with CBA policy, evidence of academic dishonesty may result in a failing grade for the 
course and disciplinary review by the University. Academic dishonesty includes, but is not limited 
to, cheating (giving or receiving aid), fabrication/falsification, plagiarism (including not accurately 
referencing source material), bribes, favors or threats, examination by proxy (taking an exam for 
someone else), grade tampering and submitting non-original works authored by someone other 
than the student. Refer to the student handbook or Student Disciplinary Procedures for 
definitions and details:  
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf  
  

http://drc.uic.edu/
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
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Tentative schedule 
 

Please note that the schedule may change over the course of the semester. Any changes will be 
announced in class as well as on Bb. The case assignment will typically be posted on Blackboard a 
week in advance. 

 

Date Topic Readings 

Monday, Aug. 27 
Course overview and introduction to the case 
study method  

Chapter 3 
Wednesday, Aug. 29 

Monday, Sept. 3 Labor Day – no class 
Chapter 1 

Wednesday, Sept. 5 Marketing plan project overview/ Teamwork 

Monday, Sept. 10 
Case discussion: Dr. Pepper Snapple Group, Inc. / 
Secondary industry research 

Upload case notes before 
the beginning of class on 
Monday Wednesday, Sept. 12 

Monday, Sept. 17 
Case discussion: P&G Scope / Branding and 
positioning strategies 

Upload 1st individual memo 
before class on Monday 

Wednesday, Sept. 19 

Monday, Sept. 24 
Presentation Skills/ Consumer Insights 

Comment on research 
article by Wednesday 

Wednesday, Sept. 26 

Monday, Oct. 1 
Writing skills/Marketing Research 

Upload individual consumer 
interview by Wednesday 

Wednesday, Oct. 3 

Monday, Oct. 8 
Case TBA 

Upload group interview 
summary by Wednesday 

Wednesday, Oct. 10 

Monday, Oct. 15 
Review of Financial Analysis/ Individual 
presentations 

Upload individual 
presentation before class on 
Wednesday Wednesday, Oct. 17 

Monday, Oct. 22 
Case TBA 

Upload positioning 
statement and product idea 
before class on Wednesday Wednesday, Oct. 24 

Monday, Oct. 29 
Case TBA  

Upload 2nd individual memo 
before class on Monday 

Wednesday, Oct. 31 
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Date Topic Readings 

Monday, Nov. 5 
Case discussion: Crush - Cadbury Beverages/ 
communication strategies 

Upload case notes before 
the beginning of class on 
Monday Wednesday, Nov. 7 

Monday, Nov. 12 
Topic TBA 

Financial homework 
assignment due Wednesday 
before class Wednesday, Nov. 14 

Monday, Nov. 19 

Marketing plan work days 

Marketing plan draft should 
be shared with me before 
Monday’s class, see Bb for 
details 

Wednesday, Nov. 21 

Monday, Nov. 26 Course summary  
 

Wednesday, Nov. 28 Marketing plan presentations to AM 

Monday, Dec. 3 Marketing plan presentations to AM  

Wednesday, Dec. 5 Marketing plan presentations to AM 
All written marketing plan 
reports due on Blackboard 
on Friday, Dec. 7, by 5 pm 

Finals week No final  

 

 

 

 

 


	Strategic Marketing Planning and Management MKTG 465 - 12913
	Required text
	Prerequisites
	Course description and objectives
	Course format
	Participation and attendance
	Individual Assignments
	Individual Strategy Presentation Assignment
	Group Project: Marketing Plan
	Team issues
	Classroom Etiquette
	Blackboard Website
	Online Course Evaluations
	Performance evaluation
	Disability Services

