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MARKETING 465:  STRATEGIC MANAGEMENT 

SUMMER 2016-CRN 16047 
Instructor: Kim Moon          Time: TTR: 10:45-1:15 
Office: University Hall #2222         Location:  TH 117 
Email: kimmoon@uic.edu          Office: By Appt on TTR ( By Appointment) 

REQUIRED TEXT: 
Strategic Marketing Problems: Cases and Comments, 13th Ed. 
Author: Roger A. Kerin, Robert A. Peterson 
IBSN: 13: 978-0-13-274-725-7 

PREREQUISITE: 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 DESCRIPTIONS & OBJECTIVES: The purpose of this course is to provide 
graduating marketing majors an opportunity to review, apply, and enhance their 
knowledge and skills in the field of marketing by challenging them to solve integrated 
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.  

STUDENT OUTCOMES:  After completing this course, Students will be able to: 

 Apply tools and frameworks learned in previous marketing courses to the 
analysis of comprehensive marketing problems 

 Generate and use marketing research data to support decision making 
 Identify and evaluate alternative marketing decision options facing a 

company and justify the decisions that they recommend 
 Develop a comprehensive marketing plan that includes projected financial 

outcomes 
 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 
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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 present you solution or submit a written case analysis.  

You will also be working on a marketing plan project that have 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 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.  

PARRITICPATION & ATTENDANCE: The nature of this course and the way you are 
evaluated makes it a difficult class to miss any given week. It is your responsibility to 
attend all classes, and to update and make any changes to the course syllabus I may 
announce throughout the semester. If you have to miss class, it is important that you 
let me know beforehand.  

As part of the in-class case analysis, I will call on students to contribute to the 
discussion. When I call on you in class you will be expected to provide relevant and 
original answers. 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 may also be 
asked to turn in your class notes at the beginning of class or complete an individual 
assignment.  

The type of contributions that are especially valued are those that:  

 Apply conceptual ideas from the book, lectures or past marketing classes to the 
Situation in the case  

 Integrate comments of previous students  
 Question a classmate’s analysis (in a civil and constructive way)  
 Pull together material from several parts of the case  
 Compare the situation with previous cases  
 Apply external business knowledge  
 Apply your own experience  

ELECTRONICS POLICY: The success of this course depends largely upon the level and 
quality of communication between students and the instructor and among the students 
themselves. 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.  
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To foster an environment that is conducive to learning, laptops will only be allowed for 
In-class assignments. Cell phones cannot be used and should be put away at the 
beginning of class.  NOTE: You will not be eligible for Extra Credit Points for 
violating this policy.  
 
COMMUNICATION: Correspond with me through email. Please ensure you include the 
course information along with your first and last name with your UIN.  You can expect a 
reply within 24 hours. Do not send a “textmail” that is missing a salutation.  
 
BLACKBOARD: This course will utilize the Blackboard (BB) web site. 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.  
 
SAFE ASSIGN: In addition to submitting a hardcopy of your assignments, students must 
submit certain assignments electronically to Safe Assign on Blackboard. Safe Assign is 
an educational tool to teach students how to work with research sources and to 
improve paraphrasing and quoting skills. 

Students will submit electronic versions of the HBR CASE STUDIES, MIDTERM AND 
FINAL to Safe Assign. Safe Assign then produces an originality report. This report 
shows the instructor the results of comparisons of the essay to content on the web, to 
Safe Assign’s database of student writing, and to some databases of common full-text 
journals.  As a result, you will lose points for unacceptable originality reports. 
 
GRADING CRITERIA: The letter course grade is determined by computing the following 
numerical points for individual assignments:   
    
In-Class Workshops   (5)                   50 pts  
Strategic Topics in the News (5)       50 pts 
Case Analysis               (5)               250 pts 
Midterm: Marketing Plan-Research  300 pts 
Final: Marketing Plan-Strategy  300 pts 
Final: Oral/Evaluation*     50 pts 
*Must Complete Course Evaluation  
TOTAL    1,000 POINTS 
 
GRADING POINT SCALE: 
900-1000   A 
800-899   B 
700-799   C 
600-699   D 
Below 600   F 
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*Note: Individual grades are to be held in strict confidence. Therefore, students are 
encouraged not to discuss grades or graded assignments.  Most assignments will be 
graded and returned within 7 days. All questions and discrepancies regarding graded 
assignments should be directed to the instructor’s attention. A request to review graded 
assignments should be written on “3M Post-It Notes”. The instructor will review these 
requests outside of class and provide a response by the next class period. 
 
IN-CLASS ASSIGNMENTS: Throughout the semester, you will be given in-class 
assignments. You must complete the assignments to receive full credit. You will not be 
allowed to make-up In-Class assignments in the event that you are absent on the day 
the assignment is given (NO EXCEPTIONS).  

CASE ANALYSES: There are five 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 date. For all assignments we will discuss 
the solution in class so no make-up opportunities will be provided.  

MIDTERM: For this assignment you choose a brand/company that is experiencing 
significant management issues. You will develop a possible solution to this 
problem/opportunity. Examples of problems are declining sales, decreasing customer 
satisfaction, or loss of market share. Opportunities could be a change in the 
environment, e.g., related to consumer preferences, that the company/brand could take 
advantage of.  You will also be required to conduct primary and secondary research for 
this company/brand.  

FINAL MARKETING PLAN: For the Final, you will come up with a complete range of 
marketing activities to solve the situation but should focus on one idea (e.g., launch a 
communication campaign with a specific message).   An important part of the semester 
will be your marketing plan project. Based on the business case you selected for your 
midterm, you will write and present this marketing plan. You will also forecast sales 
and put together financial projections for your plan.  

To complete the project you are expected to leverage the primary and secondary data 
from your midterm as well as use materials provided by me.  

You will present your problem and your solution in a PowerPoint presentation of about 
5 slides. You will share your presentation in class at the end of the semester. You will 
also upload the presentation to Safe Assign on Blackboard.. Detailed information about 
the assignment will be available on Blackboard.  

STRATEGIC MANAGEMENT TOPICS IN THE NEWS:  We will discuss various news 
worthy topics in the marketplace that relate to strategy and management. Students will 
be required to provide a written summary and verbal input to these class discussions. 
Students will need to post their article/news clip on Blackboard as well. Look for 
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articles published in the Wall Street Journal, USA Today, Business Week, AdAge, 
BuzzFeed, Bloomberg, NPR, etc.  
 
LATE ASSIGNMENTS:  Although hardcopies of all assignments are due the week they 
are assigned, students are encouraged to submit all assignments that are past due.  
However, if you are unable to make class to submit a hardcopy of your assignment, you 
can submit an e-copy.  A deduction of 10% will be assessed EACH CLASS DAY your 
assignment is late. A 30 % Deduction will be assessed for the weekend (No 
Exceptions). MIDTERMS MUST BE COMPLETED WITHIN 7 DAYS. YOU WILL NOT 
BE ALLOWED TO MAKE-UP IN-CLASS ASSIGNMENTS (NO EXCEPTIONS).  ALL 
ASSIGNMENTS MUST BE TURNED IN DURING CLASS (E-COPIES OR COPIES LEFT AT 
MY OFFICE ARE DISCUOURAGED). 
 
GRACE POINTS:  Every student will be given a maximum of 10 “Grace Points.”  You can 
use your points toward a missed Immersion Activity.  You should plan to use your 
points if you are traveling during the week or have to miss class for any reason.  You 
will need to submit a hardcopy of the form to earn the points.  NOTE: You will forfeit 
your Grace Points if you violate the electronics policy. 
 
ONLINE COURSE EVALUATIONS: Because student ratings of instructors and courses 
provide very important feedback to instructors and are also used by administrators in 
evaluating instructors, it is extremely important for students to complete confidential 
course evaluations online known as the Campus Program for Student Evaluation of 
Teaching evaluation. 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, as student 
names will never be linked to the feedback they provide. 

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://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
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For a complete review of UIC policies regarding intellectual integrity and academic 
honesty, please visit: http://www.uic.edu/depts/dos/conductforstudents.shtm 

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).  

You can also find out more about disability services at UIC online:  

http://www.uic.edu/depts/oaa/disability_resources/index.html  

TENTATIVE SCHEDULE: Due to the nature of case analysis, the speed with which we go 
through each case may vary and I may also make changes to the types of cases we will 
discuss. The schedule may be adjusted during the course of the semester to take this 
into account. The case assignment will typically be posted on Blackboard a week in 
advance. 

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://www.uic.edu/depts/oaa/disability_resources/index.html. Students requesting 

accommodation must provide each instructor with a letter outlining the specific 

accommodations requested for a specific course. These letters are developed by the 

DRC in coordination with the student and presented to the instructor by the student 

prior to the start of each semester.  
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COURSE CALENDAR (SUBJECT TO CHANGE)  6/14/6 
 

Week 1 
06/14 & 16 

Syllabus and Course Overview (Tues) 

Lecture: Chp 1 (Tues) 

ICA Workshop: Case Method (Thurs) 

Practice Case: Dr. Pepper Snapple Group pg. 91(Thurs) 

Week 2 
06/21 & 23 

Lecture: Chps 2 & 3  

Topic In The News # 1(Tues) 

ICA Workshop: Market Research (Tues) 

Case #1 Due: Goodyear Tire and Rubber Company pg 604 

Week 3 
06/28 & 30 

Lecture: Chps 4 & 5  

Topics In The News #2 (Tues) 

ICA Workshop: Marketing Plans (Tues) 

Case 2 Due: Frito Lay Sun Chips pg 192  (Thurs) 

Week 4 
      07/5 & 7 

Lecture: Chps 6 & 7  

JULY 5TH HOLIDAY: NO CLASS  

VIRTUAL Workshop: IMC (Tues); BRING COPY TO CLASS 

SUBMIT TO BB: Topic In The News #3 (Tues): BRING COPY TO CLASS 

Case 3 Due: Proctor & Gamble: Scope pg 240  (Thurs) 

Week 5 
      07/12 & 14 

Chps 8 & 9  

ICA Workshop: Hi-Value Supermarkets: Everyday Low Pricing  pg 500 (Tues) 

MIDTERM: Marketing Plan-Secondary Research Due (Thurs) 

Week 6 
07/19 & 21 

Chp 10 

Topic In The News #4 (Tues) 

ICA Workshop: Global Marketing (Tues) 

Case 4 Due: Chevrolet Europe pg 652 (Thurs) 

Week 7 
07/26 & 28 

In Class: Office Hours: Final Project Written Draft Due; Final Q & A 

Topic In The News #5 (Tues) 

Case 5 Due: Mary Kay India pg 149 (Thurs) 

In Class Online Course Evaluations 

Week 8 
08/02 

LAST DAY OF CLASS IS 8/02: FINAL PRESENATIONS: WRITTEN & ORAL 
DOCUMENTS MUST BE PRINTED AND LOADED ON BLACKBOARD AND 
SAFE ASSIGN 

 


