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PLEASE NOTE: 
This course syllabus provides a plan for our progress through the semester. However, deviations may 
become necessary. It is your responsibility to stay apprised of changes in assignments, due dates, 
material to be covered, etc. I will make every effort to give you ample notice if changes should occur, 
but would appreciate your proactive stance. 
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1. COURSE OVERVIEW 
 
This course is designed to help you learn how to manage marketing mix decisions on a day-to-day basis 

with an eye toward the long-term strategic goals of the company. As such, the course aims to link 

strategy to organizational and operational systems and processes as they relate to marketing strategy 

formulation and implementation. 
 
In addition, this course emphasizes learning-by-doing as opposed to passive listening. The objective is 

for you to internalize rather than memorize marketing strategy and management issues, concepts, and 

approaches. Hence, most of our work will concentrate on cases and a simulation, and how to apply 

concepts and analytical tools across contexts. You will work both individually and in teams to achieve 

these objectives and hone your skills in both written and oral persuasive analysis and 

recommendations. 
 
 

2. COURSE MATERIALS 
 
Readings:  MKTG 560 UIC E-Reserves Readings (required – free of charge) 

Many of the readings are available for free through the UIC library via BlackBoard.  A section 

in BlackBoard for the course entitled “Course Readings” has been created for this purpose. 

 
Cases:  MKTG 560 Cases (required) 

Some readings (such as Harvard Business School cases) have copyright restrictions and 

cannot be included on the E-Reserves page. You can order the case packet (digital 

format) directly at http://cb.hbsp.harvard.edu/cbmp/access/49992066. Case numbers are 

included, for your convenience, in the schedule. 
 
Simulation:  PharmaSim Simulation (required) 

Each of you is responsible for purchasing the PharmaSim software directly from the 

publisher by visiting  http://www.interpretive.com/students to register with the student ID and 

password they will give you, using a credit card to make the purchase. You will receive login 

information via email. 
 
 
Suggested Textbooks (optional): 
 
MKTG 560 is a case-based course and no textbook will be used. However, some good Marketing 

Management texts are referenced below. Alternatively, you can refer to any “Principles of Marketing” 

textbook to refresh your memory of key concepts. You might still possess the accompanying textbook 

to MKTG 500, which can serve as a good reference. 

 

Framework for Marketing Management, 5th edition, Philip Kotler and Kevin Lane Keller, Prentice-Hall 
 

Marketing Management, 14th edition, Philip Kotler and Kevin Lane Keller, Prentice-Hall 
 

A Preface to Marketing Management, 12th edition, J. Paul Peter and James H. Donnelly, McGraw-
Hill/Irwin 
I. COURSE OBJECTIVES 

http://cb.hbsp.harvard.edu/cbmp/access/49992066
http://www.interpretive.com/students
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MKTG 560 is designed to help you solidify and apply the principles of marketing you have learned 

in MKTG 500 and integrate the concepts from other marketing courses you have taken as part of 

your curriculum. Through in-depth case analysis, we will explore principles that hold across 

contexts and translate concepts into analytically measurable ones. Often, it will not be easy to 

arrive at the “best” or optimal solution – in fact, as in the real world, we will typically face multiple 

viable alternative decisions. 
 

The course will be taught via a blend of interactive lectures, case discussions, presentations, and a 

dynamic marketing management simulation. There will be no quizzes or exams. Our focus will 

be on case discussions in class, written case analyses, and a marketing management 

simulation. Your preparation and participation is essential to the course and your grade. 

 
 
II. HOW TO PREPARE CASE DISCUSSIONS 

 

You are expected to have read each case and accompanying readings (if assigned) before 

you come to class. You should be ready to propose and defend solutions for each case. 

Accordingly, we will treat each class as a business meeting. Our meetings are guided by the 

objective to identify and evaluate alternative paths of action, and arrive at a viable (rarely 

also optimal) solution. 
 

As such, our classroom is a perfect laboratory for you to test your ability to present your analyses 

and recommendations, to convince your peers of the appropriateness of your approach to complex 

problems, and to illustrate your ability to achieve the desired results through the implementation of 

that approach. Please, do not come to class just to listen. Come ready to contribute. Make 

sure you are familiar with the case data (i.e., numbers, exhibits, etc.) before coming to class. 
 

Given that a sizable portion of your grade (i.e., 15%) comes from participation, it is important for 

you to know what I am looking for during our meetings and what to keep in mind as you prepare: 
 

• Is there a willingness to participate? 

• Do the comments show evidence of appropriate and insightful analysis of the case data? 

• Is the participant a good listener? 

• Are the points made relevant to the current discussion? (Please note that there is a 

difference between relevant and interesting.) 

• Are the comments linked to those of other participants? Do the comments clarify or highlight 

the important aspects of earlier ideas? Do they lead to a better understanding and a clearer 

statement of the relevant concepts and ideas? 

• Is there a willingness to test new ideas, or are comments “safe”? 

• Are the proposed solutions focused rather than general? Do they address operational or 

implementation details and implications? (Note: please do not propose “motherhood” strategies 

such as “management should find out what customers want and exceed their expectations.” or 

“the company should cut costs and streamline its processes.”  Be concrete and specific.) 

• Do proposed solutions factor in constraints, resource availability, relevant stakeholders, etc.? 
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III. HOW TO FORMAT AND PREPARE WRITTEN ASSIGNMENTS 
 

A. HOW TO FORMAT WRITTEN ASSIGNMENTS 
 
Professionalism is of utmost importance in your written assignments for this course. I expect you to 

follow formatting instructions – points will be deducted if written assignments do not comply.  

We will use a standard business memorandum format for ALL written assignments. In addition, please 

note: 
 

• You must turn in a hard copy written assignment when due for each class session. 

Following the class, I will return the document with written comments. NO LATE 

ASSIGNMENTS WILL BE ACCEPTED AND YOU WILL RECEIVE A “0” GRADE FOR 

THE ASSIGNMENT. 
 

• You are encouraged to use exhibits (graphs, calculations, etc.) to support your arguments. 

Make sure you reference them in the text (by number or title). Only use exhibits that are 

helpful and important to your persuasive arguing in the memo and that you could not put into 

words concisely. If the exhibits are not connected to your memo, or if they appear as 

superfluous, DO NOT include them. Finally, as a rule-of-thumb, I should be able to read 

your memo and get the point without having to refer the exhibit, and vice versa. If I cannot 

understand the exhibit as a stand-alone figure/table/graph, it will result in point deductions. To 

make your exhibits readable, you can use footnotes or other explanatory notes (no limit). 

 
• To write a persuasive and concise memo, use a business/professional writing style (e.g., 

simple declarative sentences, active voice, avoid jargon and acronyms, focus on the relevant 

issues). My advice is to write a first draft (without thinking about the length of the 

document) and then go through at least three rounds of revisions to make the 

communication concise and compelling. 
 

• Spelling and grammar mistakes influence the reader’s perception of the writer’s credibility 

and professionalism. Proofread your memoranda and exhibits carefully before 

submission.  NOTE: It is always helpful to have someone else also proofread and review the 

document for clarity before submission. 
 
 

B. HOW TO WRITE MEMORANDA 
 
You are expected to complete three case-based and a PharmaSim-based final report during the 

semester. Each assignment (except for the final PharmaSim report) will be a one-page written memo 

to senior management from the case/simulation. I'm looking for insightful analyses (projections, 

comparisons, conceptual linkages, and so on), original ideas and sound thinking. Please do 

not give me a write-up of raw data, mere description, or general statements and 

recommendations. 
 
All one-page memoranda should include the following section headers: Executive Summary, 

Analysis, and Conclusions/Recommendations. 
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A.  Executive Summary 
This first paragraph is critical. A busy supervisor should get the gist of what you are proposing 

(i.e., your specific proposed solution/action) AND what you expect to gain from it (i.e., benefits 

resulting such as profit, market share, etc.). Make sure you are concise, yet specific (this is harder 

than it sounds!). That is, the manager reading the executive summary should be able to make a 

decision based on the information communicated.  Hence, the executive summary should have 

two components: 1) specific recommendation(s) and 2) specific results expected. 

 

B.  Rationale behind Your Recommendations and Expected Outcomes 
The 2-3 paragraphs following the executive summary should describe your recommendations in 

more detail along with persuasive arguments why those recommendations should be implemented 

and what results you expect to realize. Make sure you tie the recommendations to organizational 

objectives and consider constraints. Do not use vague support statements that do not contain any 

concrete information regarding the rationale behind recommendations. For example, “XYZ has a 

strong brand and that’s why we should go with distribution plan ABC” is less specific than it could 

be. The following is more specific: “XYZ has a strong brand name that can serve as an umbrella 

for new product introductions. To capitalize on this strength, XYZ should be channeled through 

ABC to garner the following benefits”. 

 

C.  Exhibits (optional, but strongly recommended) 
I encourage you to use exhibits, but please use them wisely. If you can get your points across 

within the memo, exhibits are not necessary. If, however, you have financial calculations, 

projections, flowcharts of action plans, etc. that are too complex to describe in detail in the memo 

itself, an exhibit would be useful to the reader. Make sure that the reader can make sense of the 

exhibit without having to refer to the memo (and vice versa). Feel free to use explanatory notes in 

your exhibit that help the reader make sense of the graph/figure/table. 
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C. OVERVIEW OF PHARMASIM MARKETING MANAGEMENT SIMULATION 

 
NOTE: This syllabus contains only basic information on PharmaSim. I will distribute additional instructions and 
information in class. 

 
Individually and in four-person teams, you will play a market simulation called PharmaSim. The team- based 
simulation deliverables (report and presentation) serve as your final exam in this course. 

 
PharmaSim MUST be bought by each student by June 21. I encourage you to purchase it earlier. Copyright 
regulations require that all students purchase their own copy of PharmaSim, even though you will be submitting the 
final project as teams. The software uses Interpretive Software’s servers and is user ID specific. You will receive 
your unique user ID and login information via email (to your UIC address) directly from Interpretive by the first day 
of class. That email will contain all the purchase and login information. 

 
We will have a demonstration/discussion of the simulation in class. I will also distribute detailed instructions 
on both the individual and team assignments and we will have a Q&A session. Make sure you study the PharmaSim 
manual carefully. It provides considerable information about how the simulation develops, potential strategies that 
you can follow, and the types of data you should analyze for different decisions. 

 
IV. GRADING 

 

You will be graded on three dimensions in this course: 
1)  Individually written assignments, 
2)  PharmaSim team assignments, and 
3)  Classroom participation. 

 
1) Individual Written Assignments. There will be four (4) individual written case assignments during the semester 
(100 points each), and one individual PharmaSim assignment (500 points) together account for 85% of your course 
grade (i.e., 900 points). All written assignments (including PowerPoint presentations) need to be submitted 
in-class on the due date.  

 

2) PharmaSim Team Assignments. You will work on the PharmaSim Market Simulation first by yourself and then 
in five-person teams. This project requires you to meet as a professional team and to produce specific assignments 
(i.e., final report and presentation), which will account for 500 points (i.e., 55% of the overall course grade). Detailed 
information will be handed out in class. 

 

3) Classroom Participation. Regular attendance is expected and participation in class discussions will be 
rewarded. Since all of our class meetings emphasize your participation (e.g., through case discussions), this will be 
a graded component of the class accounting for 15% of your overall course grade (i.e., 100 points). I will circulate 
attendance sheets that must be signed by all students during class time. If you miss a class, it is your responsibility 
to inquire with a classmate about any class notes/examples you may have missed. 

 

I understand that “life happens” (you, or your kids, get sick, business travel arises, etc.) and that at times it will not 
be possible for you to attend the class. I will allow for one (1) unexcused absence (no questions asked) during 
the semester, but you have to inform me within 24 hours by phone or email of your absence and that you are 
cashing in on your one chance for being absent on the “no questions asked” basis. 

 

Finally, tardiness will NOT be tolerated. Given that this is a discussion-intensive course, it is of utmost importance 
that you are on time. Coming in late not only disrupts the class, but also indicates a lack of respect to your peers and 
myself. Tardiness will result in a deduction of participation points. 
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Classroom participation points are allocated along a continuum of 1-10 per class: 
 

• Absent: 0 points – Student missed class 

• Present non-participant: 2 points – Student is present, but does not contribute to the class. (2 points) 

• Adequate contributor: 3 – 5 points – Contributions in class reflect satisfactory preparation. Ideas 

provide generally useful insight but seldom offer a major new direction. (3-5 points) 

• Good to outstanding contributor: 6 – 10 points – contributions in class reflect thorough or 

exceptional preparation. Ideas are important, provide good to excellent insight, and arguments are well 
substantiated and persuasively presented. Outstanding contributors provide fruitful direction to the 
class. (6-10 points) 

 
 

Please consider that no matter how well you prepare the assigned material, if 
you do not actively participate in class I cannot reward your efforts! 

 
 

The grade components will be weighed as follows: 
 

Assignment Points Percentage 

Individual case memoranda (4) 400 30% 
PharmaSim project (individual and team portions) 500 55% 
Participation 100 15% 
Total 1000 100% 

 
Grade Percentage 

A  (Outstanding) 90% and higher 
B  (Very Good) 80% – 89% 
C  (OK) 70% – 79% 
D  (Needs Help) 60% – 69% 
F  (Not Good / Fail) 59% and below 

 
 
Course Evaluations  

Students will be expected to complete a confidential online evaluation of the course known as a SIT evaluation 

at the end of the semester. These evaluations provide very important feedback to me and the college and will 

be used for course improvement. You will receive a confirmation email when you have completed the evaluation. 

In order to receive a grade for this course, please forward your confirmation to me to provide proof of 

completion. Your answers will remain completely confidential and your identity will not be shared with me. 

 
 
 
 
 
 
 



 

8 

 

V. 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 CBA Student Code of Ethics found on pages 8-9 of the UIC Business Student 

Handbook: http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-

for-website.pdf?sfvrsn=2 

 

In keeping with university 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/Standards%20of%20Conduct.pdf and 

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.shtml 

 

VI. 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://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. 

 

VII. SEXUAL HARRASSMENT 
UIC policy regarding sexual harassment can be found at:  

 http://www.uic.edu/depts/oae/Harassment.html. 

 
 
  

http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-for-website.pdf?sfvrsn=2
http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-for-website.pdf?sfvrsn=2
http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/dos/conductforstudents.shtml
http://www.uic.edu/depts/oaa/disability_resources/index.html
http://www.uic.edu/depts/oae/Harassment.html
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VII. OTHER GENERAL INFORMATION 

Withdrawal Policy 

June 17, 2016 – Last day to complete late registration; add a course or make section changes; 

withdraw from the course. 

 

Administrative Policy 

• Requests for grade changes should be submitted in writing and will be considered only 

if the instructor made a procedural or administrative error. 

• I will only assign an incomplete grade to students that have medical documentation 

showing that they were unable to complete more than 50% of the course 

assignments. 
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4. TENTATIVE COURSE SCHEDULE – SUMMER 2016 
WEEK DATE TOPIC / EVENT ASSIGNMENTS 
WEEK 1 June 14 Overview of Course 

Marketing Management Decisions 
R: How Little We Know 

R: How to Test Your Decision-Making Instincts 

 June 16 Creating Value (Strategy) Strategic 

Marketing Management & Planning 

PharmaSim Overview & Team Formation 

R: Customer-Based Strategy 

R: Digital Marketing and Social Media: Why Bother? 

(BH636-HCB-ENG) 

C: Rebranding DSM: Creating Sustainable Shared 

Value (W15324-HCB-ENG) 

R: PharmaSim manual PharmaSim purchase DUE 
WEEK 2  June 21 Creating Value (B2C) 

Designing Product Solutions 
R: Blue Ocean Strategy 

R: Eager Sellers and Stony Buyers 

C: Planters Nuts (516004-HCC-ENG) 

Planters Nuts Memo DUE 

 June 23 PharmaSim Q&A and Practice Students work on PharmaSim during class time 

WEEK 3  June 28 Creating Value (B2B) 

Organizational Buying Behavior 
R: What Business are You In? Classic Advice from 

Theodore Leavitt (R0610J-PDF-ENG) 

R: Customer Value Propositions in Business Markets 

(UIC Library) 

C: Arrow Electronics (598022-PDF-ENG) 

 June 30 Extracting Value (B2C) 

Consumer Choice 

Customer Valuation and Loyalty 

R: A Better Choosing Experience 

R: Nearly Everything You Think You Know About Loyalty is 

Wrong (UIC Library) 

C: Starbucks Loyalty Reigns (UV7116-HCB-ENG) 

WEEK 4  July 5 Extracting Value (B2C) 

Pricing Considerations in Marketing 
R: The Six Pricing Myths That Kill Products (BH718-PDF-ENG) 

C: Showrooming at Best Buy (515019-HCB-ENG) 

Best Buy Memo DUE 

 July 7 Extracting Value (B2B) 

Pricing and Other Financial Considerations 

in Marketing 

R: Pricing New Products 

C: Gilead: Hepatitis-C Access Strategy (A) (515025-HCC-
ENG) 

WEEK 5  July 12 Extracting Value (B2B) 

Channels of Distribution 
R: Strategic Channel Design 

C:WESCO Distribution, Inc. (598021-PDF-ENG) 

WESCO Memo DUE 

 July 14 Managing Value (Retail) 

Price wars and promotions 
R: Kicking the Sales Promotion Habit 

C: Value Pricing at P & G (A) (M284A-PDF-ENG) 

WEEK 6  July 19 PharmaSim Q&A R: TBA 

P & G Memo DUE 

 July 21 Managing Value (Communications) 

Managing Customers and Marketing 

Communications 

R: Branding in the Digital Age: You’re Spending Your Money in 
All the Wrong Places (R1012C-PDF-ENG) 

C: Crescent Pure (915539-HCB-ENG) 

WEEK 7  July 26 Managing Value (B2C) 

Managing Customers and Marketing 

Communications 

R: Blurring the Lines Between Advertising and PR 

C: The Pepsi Refresh Project: A Thirst for Change (9-512-018 – 
PDF – ENG) 

 July 28 PharmaSim Team Work 

(Team meetings with Prof. Grubisich) 
Teams work on PharmaSim 

WEEK 8  August 2 & 4 Course wrap-up & presentations PharmaSim Final Report DUE 

PharmaSim Presentations DUE 

 

NOTE:  Some deviations from the schedule are possible. Please follow instructor’s instructions. 

Legend: TBA = to be announced; R = reading; C = case (all cases are Harvard Business School cases) 


