
              

 

MKTG 560 CRN 16671 

Marketing Management 

Spring 2016 
 

Thursdays 6:00-8:30 pm  

Lincoln Hall (LH) 210 

 

COURSE ADMINISTRATION 

 

Instructor:   Kelly Page, Ph.D. 
Department of Managerial Studies       

University of Illinois at Chicago, USA   

E-mail:  kpage@uic.edu  

Social Media: @drkellypage 

Office hours: After class or by appointment 

 

Texts: REQUIRED: Iacobucci, Dawn (2015) Marketing Management, Cengage 

Learning. ISBN-13: 978-1285429953 (Buy / Rent from Amazon.com) 

 

REQUIRED: Larreche, Gatignon, & Triolet (2012), MARKSTRAT: 

Participant Handbook: Strategic Marketing – Durable Consumer Goods, 

MARKSTRAT Course ID: A67428 

 

Simulation: REQUIRED: Markstrat.6 - Durable Goods (web) 

 Please find below guidelines to purchase your Markstrat.6 - Durable Goods (web) 

Handbook and Participant Activation Key (PAK) to take part in the Simulation. 

 

1) Please go to http://estore.stratxsimulations.com 

2) Please select region: North, Central and South America 

3) Please enter your Course ID « A67428 » 

4) You will be asked to register to complete your purchase. 

5) Upon purchase, you will automatically be registered in my course « A67428 » 

6) You will be able to login stratxsimulations.com to access Markstrat. The 

Participant Handbook will be provided as soon as you access Markstrat.  

 

Optional: Chernev, Alexander (2011), The Marketing Plan Handbook, Third 

Edition, Cerebellum Press, USA; www.chernev.com 

 

Optional: Hartley, Robert F. (2009), Marketing Mistakes & Successes, 11th 

Edition, New York: John Wiley & Sons. (Selected chapters) 

 

Additional handouts/readings pack, to be distributed in class. 

 

mailto:kpage@uic.edu
http://estore.stratxsimulations.com/
http://www.chernev.com/
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Objective: To develop your marketing knowledge, mindset, and skills to create and execute 

successful marketing strategies in a dynamic competitive environment. 

 

Learning Outcomes:  

1. Students will be able to explain the different marketing management 

approaches and frameworks used in the development and implementation of 

marketing strategies. 

 

2. Students will be able to apply marketing management theory and frameworks 

to an experiential context of marketing practice 

 

3. Student will be able to explain the complexity of competitive strategy, the 

dynamics of markets and the ways of competitive positioning in dynamic 

markets   

 

4. Students will be able to analyze and action market research reports and 

company and marketing performance indicators using advanced marketing 

methods 

 

5. Students will be able to demonstrate critical/analytical thinking skills and 

team working for effective marketing team leadership and management 

 

6. Students will be capable of leading managerial marketing positions in 

business organizations. 

 

Assessment: 10% on contributions to class discussions  

10% on Markstrat quizzes  

30% on Markstrat team performance 

20% on written on Markstrat team paper 

  10% on group presentation of simulation strategy 

20% on Final Exam  

 

COURSE OVERVIEW 
Marketing Management (MKTG560 560 CRN 16671) represents the culmination of your 

marketing education as MBA students. It is designed to integrate and advance the knowledge and 

skills you have acquired in previous marketing courses, as well as coursework in other aspects of 

business. It will be conducted as an advanced level class for knowledgeable and highly 

motivated students. This will be your final opportunity to refine and sharpen your knowledge of 

marketing concepts and marketing decision-making skills before beginning to apply them in real-

world jobs after graduation. You will also be challenged to apply your knowledge to a simulated 

but realistic business situation (Markstrat). To sharpen your communication skills (in addition to 

written reports), this course involves group work, an oral presentation, and classroom discussion. 

 

Learning Through Action 

My teaching philosophy is that learning is best done actively and through deliberate practice. 

Learning is something we participate in by working on your own, together in groups or with an 

Commented [DET1]: This learning outcome was shown as 7) on 

your syllabus; I changed it to 6. However, in reality, I would not 
include this outcome because it is not easily measurable by the end 

of the semester. Learning outcomes are tied to assessment methods 

used in the classroom.  I would recommend deleting it and keeping 
the first five that you have. 

Commented [KP2]: Liz. I am going to disagree with you. This 

course is based on a simulation in which the students in group of 3 

DO lead managerial marketing position in the context of the 
simulation. I have removed the last part.   
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entire community of people. Learning is not something that is done to you or something that can 

occur without your active involvement. Active involvement through participation in class is 

essential for you, and your peers, to get the maximum benefit from this course.  

 

My goal is to challenge you to learn as much as possible about marketing management by being 

as a marketing manager for business for the duration of the course. You will be responsible with 

your team for the decisions you make, your understanding of the market and your competitors 

and how your brands are performing. You will also be accountable to a board of directors for 

how successful your marketing activities are performing.  

 

The focus of this course is on a course-long group exercise. You will form your own group and it 

is essential that everyone in your group work together at all times on the group project, and that 

each student participates fully and does their fair share of the work.  

 

Course Approach 

To achieve the class objectives, we will use two basic approaches: Theory, Concepts and 

Frameworks and Marketing in Action. 

 

Theory, Concepts and Frameworks   
We will discuss classic and emerging issues in marketing management. This material will be 

based on class lectures and selected readings, including articles from the Harvard Business 

Review, Fast Company, The Economist and other business publications. 

 

MarkStrat - Marketing in Action   
A major focus of the course will be marketing in action through the use of the Markstrat 

marketing strategy simulation game. Markstrat provides a hands-on opportunity for you to 

engage in realistic strategic decision-making in a dynamic competitive context. You will 

consider the tactical decisions needed to implement higher-level marketing strategies and in 

contrast to traditional case analysis, the game allows you to see the results of your proposed 

decisions, giving you a chance to modify your initial strategy and try new actions.  

 

 YOU are the manager and you will work in a team to lead your company forward. You will 

take ownership of the decisions you make, and you will experience the consequences. 

 

 Why will be using a marketing simulation? The Markstrat game has been used at top-tier 

business schools over the past 35 years. It is the best testing ground for experiencing the 

complexity and intensity of creating and implementing marketing strategies in a dynamic 

competitive environment. Dynamic means that everything is constantly changing, and your 

customers are moving targets. Competitive means that you are competing directly against 

other teams, not against yourself or against a computer algorithm. In other words, it allows 

you to experience very real-world situations and consider real questions such as:  

 

1. What is a “good” marketing strategy? The answer of course is, “It depends”. What may 

look like a solid strategy on paper may or may not be when it comes into direct 

competition with other marketing strategies, which may be relatively better or worse (i.e., 

a better fit for customers and current circumstances) than your own.  

 

2. What do you mean by competitive dynamics? The best way to fundamentally understand 

competitive dynamics it is to experience it yourself … to jump into a dynamic 
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competitive situation, to make decisions yourself, to see the consequences, to make 

another set of decisions based on the new circumstances, to see the results. 

 

3. How do you evaluate the effectiveness of a marketing strategy? Your marketing strategy 

and performance will evolve over time and, with skill and practice, you will learn how to 

bring all the marketing mix elements into balance in order to succeed in a target market.  

 

 Are you and your team ready for the challenge? Markstrat is also different from other 

business simulations in that its focus is on Marketing. There is a financial side of the game, 

but the only way to improve your performance and win the game is by successfully 

managing a full range of marketing variables to satisfy customers better than competitors, 

rather than developing superior financial maneuvers (which of course are important in the 

real world, but are not the focus of this course). 

 

Course Assessment and Grading 

This course involves both individual and group work and you will be evaluated on both. 

Individual work will include class participation, quizzes, and your performance on the exam. 

Group work will include team performance in Markstrat (including the written report and oral 

presentation). There are six (6) major course requirements: 

 

Weight Description Date 

10% Contributions to class discussions of concepts, readings, and 

Markstrat, and polite listening when classmates are speaking. 

Participation is a key part of this course and a significant part of your 

grade. 

Weekly 

10% Markstrat Quiz (x 2) Week 8 & 12 

30% Markstrat team performance Week 14 

20% Markstrat team paper April 28 

10% Group presentation of simulation strategy April 28 

20% Final Exam. The exam will be short-answer and essay format 

covering the major concepts covered in the course. The final exam 

will ask you to relate your MARKSTRAT experience to marketing 

strategy. 

Exam Week 

 

Group Work 

You will work with your group on the MARKSTRAT simulation throughout the course. While 

there will be no grade for individual contributions to groups, each group member will be 

evaluated by her/his fellow group member(s). Students found to be grossly negligent in their 

responsibilities to the group will have participation points subtracted from their final grade. 

 

Grading Guidelines 

Letter grades will be based on weighted total scores and assigned as follows: 

 A = 90% + 

 B = 80% + 

 C = 70% + 

 D = 60% + 

 F = less than 60% 
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TENTATIVE COURSE SCHEDULE 

 
Wk Date Topic Reading Simulation 

1 Jan 14 Introduction Start reading Markstrat: 

Participant Handbook 

Register 

2 Jan 21 What is Marketing 

Strategy? 

 

Text: Chapter 1 & 16 

HBR Porter article “What 

is Strategy?”  

George Day preface, 

Chapters 1, 2 (optional) 

Team Formation & Planning 

3 Jan 28 Introduction to 

Markstrat, Part 1 

Customer Behavior, 

Segmentation & 

Targeting 

Text: Chapter 2-4 

Markstrat: Participant 

Handbook, pages 1-47 

Work on Round 1 team 

decision 

Decision 1 Due 5:00pm, 

Tuesday Feb 2nd 

4 Feb 4 Positioning & 

Branding Discuss 

Round 1 Results 

Text: Chapter 5 & 7 Work on Round 2 team 

decisions. 

Decision 2 Due 5:00pm, 

Tuesday Feb 16th 

5 Feb 11 Introduction to 

Markstrat, Part 2: 

Product Development 

Discuss Round 2 

results. 

Text: Chapter 6 & 8 

Markstrat: Participant 

Handbook, pages 48-62 

[Required] 

 

Review Your Team 

Performance 

6 Feb 18 Marketing Research 

Markstrat: R&D 

3-C’s syndrome of 

market leaders.  

Text: Chapter 15 

Review Types of 

Research Tools available 

to you through Markstrat 

Work on Round 3 team 

decisions. Decision 3 Due 

5:00pm, Tuesday Feb 23rd 

7 Feb 25  Pricing Analysis and 

Positioning by Price 

Discuss Round 3 

results. 

Text: Chapter 9 Work on Round 4 team 

decisions. Decision 4 Due 

5:00pm, Tuesday March 1st 

8 March 

3 

Distribution and 

Logistics Management 

Discuss Round 4 

results. 

Text: Chapter 10 Work on Round 5 team 

decisions. Decision 5 Due 

5:00pm, Tuesday March 8th 

9 March 

10 

Comms Mgt. Discuss 

Round 5 results. 

 

Text: Chapter 11 & 12 Work on Round 6 team 

decisions. Decision 6 Due 

5:00pm, Tuesday March 

15th 

10 March 

17 

Social Media 

Management Discuss 

Round 6 results 

Text: Chapter 13 Work on Round 7 team 

decision. Decision 7 Due 

5:00pm, Tuesday March 

29th 

SPRING BREAK (March 21-25) 

11 March 

31 

Marketing Strategy 

Review  Discuss 

Round 7 results 

Text: Chapter 16 

HBR Day article 

“Surviving a Shakeout” 

(optional) 

Work on Round 8 team 

decision. Decision 8 Due 

5:00pm, Tuesday April 5th 

12 April 7 Effective Marketing 

Management: Review 

Discuss Round 8 

results 

Text: Chapter 17 Work on Round 9 team 

decisions. Decision 9 Due 

5:00pm, Tuesday April 12th 
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13 April 

14 

Discuss Round 9 

results Discuss Team 

Paper & Presentation 

Guidelines 

 Work on Round 10 team 

decisions. Decision 10 Due 

5:00pm, Tuesday April 19th 

14 April 

21 

Discuss Round 10 

results Discuss Team 

Paper & Presentation 

 Work on Team Paper & 

Presentation 

15 April 

28 

Team Presentations & 

Paper Due 

 Study for Exam 

Final Exam During Exam Week (May 2-6) 

 

ACCOMMODATION FOR STUDENTS WITH DISABILITIES  
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 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.  

 

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  

 

For a complete review of UIC policies regarding intellectual integrity and academic honesty, 

please visit: http://www.uic.edu/depts/dos/conductforstudents.shtm  

 

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. 

http://drc.uic.edu/
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/dos/conductforstudents.shtm
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ABOUT YOUR INSTRUCTOR 

 
Kelly L. Page PhD is founder and curator of the Chicago-based social design studio, Live What You 

Love, LLC. She is a social design and management ethnographer, researcher and writer. She grew up in 

Australia with a love of the arts, people and technology. She completed her doctorate in the Psychology 

of Web Knowledge in 2003, a project co-sponsored by DoubleClick Australia and The Campaign Palace. 

She took up residence in the UK for eight years as a full-time faculty member at Cardiff University and 

developed her scholarly work in social digital literacies and learning in management, marketing and 

creative practice. Her international work includes workshops, colloquia, lectures and creative projects in 

Wales, England, Scotland, France, Spain, Greece, Sweden, Canada, Australia and the USA. In 2011 she 

opened TedxCardiff with her talk on “Rediscovering Friendship” a talk exploring how social media is 

redefining the practice of friendship.  

 

Scholarly Work: Kelly’s scholarly work explores our socially mediated ways of working, learning and 

living. Her research is published in Journal of Business Research, International Journal of Interactive 

Marketing, International Journal of Human-Computer Studies, Psychology & Marketing, Behavior & 

Information Technology, International Journal of Retailing & Distribution Management, Marketing 

Review, Strategic Change, Journal of Marketing Management, Journal of Consumer Behaviour,  

Computers in Human Behavior and Studies in Higher Education.  

 

Her paper co-authored with social media leaders DK and Mark Mapstone from Mediasnackers from “The 

Web Makes Me Feel Project” (2009/2010) won Best Interactive Marketing Paper in 2010, at the 

Academy of Marketing conference. Kelly is an editorial board member of Technoculture and coauthor of 

Marketing (1e, 2e), and Essentials of Marketing (1e), leading marketing titles published by Oxford 

University Press. She is also the author of 14 articles on digital media management and digital 

communications in the forthcoming 3rd edition of the Wiley Encyclopedia of Management.  

 

Practice: Kelly enjoys helping innovative, open and boundary-pushing organizations develop their vision, 

voice and socially mediated ways of working. Her work is informed by collaboration with industry 

partners from:  

 Cultural Sector: Audience Architects, Arts and Business Council Chicago, Blast Theory, National 

Theatre Wales, NoFitState Circus, The Space Movement Project, Hedwig Dances, Redmoon Theater, 

London Southbank Centre. 

 Digital, Creative and Communications: NativeHQ, ADMCi, MediaSnackers, HuwDavid Design, 

Digital Analytics Association, The Campaign Palace, DoubleClick Australia.  

 Education, non-profit/social good: Youth Crossroads, Cardiff University (CU), Timto Ltd., CoreEd, 

Insight Labs, ADMCI, Third Teach Plus+, Wonder by Design, Broadcasting Education Association 

(BEA) 

 Public sector organizations: Berwyn Township 708 Mental Health Board, Berwyn Parks District 

(IL), Fulton County School District (GA), Intellectual Property Office (IPO), Department of Works 

and Pensions (DWP), Welsh Assembly Government (WAG). 

 

In 2015 she lead the research and data design on the award winning project Karen: An app that profiles 

you as you play and was featured in New York Times, Fast Company, Wall Street Journal and The 

Guardian amongst others. 

 

Kelly received her PhD from the University of New South Wales (Australia) and her Bachelor of 

Commerce (Marketing & IT) from Griffith University (Australia). She has held visiting scholar 

appointments at Northwestern School of Communication (USA), Cranfield School of Management (UK), 

Grenoble Ecole de Management (France), and Alba Graduate School of Business (Greece). She is 

currently a part-time instructor in Department of Managerial Studies at University of Illinois at Chicago.  

 

Social Media: @drkellypage @LWYLStudio 


