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Marketing 480

Advanced Marketing Management

Professor Douglas “Mac” MacLachlan

Office and Hours


Mackenzie 357; MW 1:30-2:30 p.m. (unless change announced) or by appointment; phone: 543-4562; email: macl@u.washington.edu.

Course Description (from UW catalog)

Capstone course connecting principles, tools, and elements of multiple marketing disciplines to a manager's perspective and responsibilities in today's company. Emphasizes strategy, analysis, and problem solving. Analyzes marketing problems using conceptual and quantitative tools utilized in marketing decision making.
Course Objectives

· Develop a good understanding of customer value and how marketing strategies contribute to profitability and growth

· Extend understanding of important marketing concepts and tools with meaningful applications and examples

· Understand how to develop and use various marketing performance metrics

· Gain experience in the development of marketing plans 
Course Approach

The course will involve lectures and discussion, plus exercises to gain practical experience with the concepts and tools.

Text


Roger Best, Market-Based Management: Strategies for Growing Customer Value and Profitability, 4th Ed., Pearson, 2005. [hereafter denoted B]

Please be sure to read materials and prepare exercises by the days assigned.

Availability for Consultation

In addition to regularly scheduled office hours, I am usually in my office and willing to meet with students without appointments.  Also, I am reachable by e-mail or phone at most times.  

The course TA, Ed Healey (doctoral student), will be available for consultation.  He will also do grading of exercises and exams. He can be reached for appointments in Lewis 220 by email: edhealey@u.washington.edu.  

Evaluation

Your final grade will be based on class participation and by your performance on.

	Class Participation
	  10%
	  50 points

	Midterm quizzes (2)
	  20%
	100

	Final Examination
	  30%
	150

	Exercises (5)
	  20%
	100

	Term Project – Marketing Plan
	  20%
	100

	Total
	100%
	500 points


Exercises

Exercises will be turned in as indicated on the schedule.  Although you may work in teams on the exercises, please hand in individual work (especially in written explanations of the findings).  

Term Project

You will be responsible for developing a marketing plan for some organization with which you are familiar.  This will involve doing some secondary research, interviewing organization personnel, and possibly some customers/clients.  The plan need not be too long and detailed, but should be reasonably realistic.  You will need to make some assumptions and justify them with persuasive discussion.
	Session
	Date
	Assignment



	1
	M, Mar 27
	Customer Focus and Managing Customer Loyalty

Objectives:  Understand the role of market orientation in building marketing strategies delivering customer satisfaction and profitability.

Reading: B, ch. 1



	2
	W, Mar 29
	Customer Lifetime Value

Objective:  Understand the value of retaining customers.

Video: Lifetime Value of Customers

Reading: B, ch. 1; Appendix 14.1 (Sample Marketing Plan)


	3
	M, Apr 3
	Marketing Performance and Marketing Profitability 

Objective:  Learn about various kinds of market-based performance metrics and their application.

Reading:  B, ch. 2

Exercise 1 due:  Chapter 1 Application Exercises, pp. 31-32; explain the key assumptions underlying each Marketing Performance Tool.  


	4
	W, Apr 5
	Market Potential, Market Demand, and Market Share

Objective:  Understand the interrelationships and distinctions among these terms and the factors that impact the rate of market growth and market development.

Reading:  B, ch. 3



	5
	M, Apr 10
	Customer Analysis and Value Creation

Objective:  Learn how the concept of customer value can be measured.

Reading: B, ch 4

Project:  Inform instructor of the organization to be used for your term project.




	6
	W, Apr 12
	Marketing Plan discussion
Handout:  Sample quiz

	7
	M, Apr 17
	Midterm Quiz 1

Objective:  To assess understanding of materials covered through session 5.



	8
	W, Apr 19
	Market Segmentation and Customer Relationship Management

Objective:  Understand various segmentation strategies and when one might be used rather than another.

Reading:  B, ch. 5 

Exercise 2 due:  Chapter 3 Application Exercises, pp. 91-93; explain the key assumptions underlying each Marketing Performance Tool.  



	9
	M, Apr 24
	Competitor Analysis and Sources of Advantage

Objectives:  Learn how to include competitor analysis in strategy development.

Reading:  B, ch 6



	10
	W, Apr 26
	Product Positioning, Branding, and Product Line Strategies 

Objectives:  Understand the importance of product positioning, alternative product positioning strategies, and the role of product line positioning, product line extension strategies, and assessing brand equity.

Reading: B, ch. 7

Exercise 3 due:  Chapter 5 Application Exercises, pp. 166-167; explain the key assumptions underlying each Marketing Performance Tool.  



	11
	M, May 1
	Market-Based Pricing and Pricing Strategies

Objectives:  Learn the difference between market-based pricing and cost-based pricing and the role pricing plays in product positioning,  Assess the importance of price elasticity and cross-elasticity in developing product line strategies.

Reading:  B, ch. 8

	12
	W, May 3
	Marketing Channels and E-Marketing

Objectives:  Understand the importance of marketing channels in creating customer value, reaching customers and lowering the cost of marketing; review various marketing channels with special emphasis on e-marketing.

Reading: B, ch. 9 

Exercise 4 due:  Chapter 7 Application Exercises, pp. 235-236; explain the key assumptions underlying each Marketing Performance Tool.  



	13
	M, May 8
	Marketing Communications and Customer Response

Objective:  Learn marketing communication strategies that can be used to build awareness, sustain message retention, and stimulate customer action.

Reading:  B, ch. 10


	14
	W, May 10
	Midterm Quiz 2

Objective:  To assess understanding of the material covered since the first quiz.




	15
	M, May 15
	Strategic Market Planning

Objective:  Understand the importance of both offensive and defensive strategies in order to achieve overall business objectives of revenue growth, financial performance, and improved strategic market position.

Reading:  B, ch. 11



	16
	W, May 17
	Offensive Strategies 

Objective:  Learn various growth-oriented offensive marketing strategies that are critical to the future of a business.

Reading: B, ch. 12

Exercise 5 due:  Chapter 10 Application Exercises, pp. 324-325; explain the key assumptions underlying each Marketing Performance Tool.  



	17
	M, May 22
	Defensive Strategies

Objective:  Demonstrate the importance of defensive marketing strategies in protecting important strategic market positions.

Reading:  B, ch. 13



	18
	W, May 24
	Building a Marketing Plan

Objective:  Review and illustrate each of the key steps in developing a marketing plan.

Reading:  B, ch. 14 



	
	M, May 29
	Memorial Day Holiday



	19
	W, May 31
	Performance Metrics and Strategy Implementation

Objectives:  Understand the importance of implementation and adaptive marketing planning; learn how variance decompositon of marketing plan results can help achieve a desired level of net marketing contribution.

Reading: B, ch. 15

Project:  Marketing Plan Due



	
	Tu, June 6

8:30-10:20
	Final Examination
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