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MKT: 4385- Marketing Strategy (Section 002) 

 

Fall 2017 

   CREDIT HOURS: 3  

ROOM-19 930-1050AM 

 

 

Name:     Dr. Kelli Frias       

Office:     Rawls College of Business/ Room W350    

Tel:     (806) 834-3925     

e-mail:      kelli.frias@ttu.edu 

twitter:        @kelli_frias hashtag: #mktg4385 

Office Hours: Tuesday 2PM-4PM; By appointment 

 

Name:          Kshitij Bhoumik, Doctoral Student 

e-mail:         kshitij.bhoumik@ttu.edu 

Office:          Rawls College of Business/Room W362 

Office Hours: Monday 11:30AM-1:00PM; By appointment 

 

*Please direct all grade and course scheduling emails to our TA.  All 

content related questions should be sent to Dr. Frias.   

 

 

COURSE RESOURCES:  Blackboard: http://blackboard.ttu.edu.  Please note:  I will 

frequently post announcements, calendar updates, speaker bios, and other critical material to 

our blackboard course page. 

 

 

REQUIRED: This course does not have required texts.  Instead, you will have required 

cases.  More information about cases will be discussed during your second and 

third classes.  You will receive a link on blackboard with your Harvard 

Business publishing coursepack information. This link will take you to the 

Harvard Business School publishing site where you will be expected to create 

an account and purchase cases.  The cases are approx. $4.00 each.  Please 

except to spend $30.00-$40.00 throughout the course.     

              

http://blackboard.ttu.edu/
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REFERENCE:   

Ellet, Williams (2007), The CASE STUDY HANDBOOK, Harvard Business 

Press, Boston, MA.  

Mauffette-Leenders, Lousie A., James A. Erskine, and Michiel R. Lenders 

(1999), learning with cases, Senten Printing, London, Ontario. 

Wall Street Journal 

Harvard Business Review 

                        Fortune 

The Economist 

 

COURSE OBJECTIVES: 

 

The primary purpose of this course is to provide students with opportunities to apply their 

knowledge via scenarios, cases, and projects (some with actual clients).  The course aim is to 

equip students with skills to thrive in a career in business at a management or executive 

level. 

 

Specifically, the course will explore the field of marketing, as it directs the organization’s 

resources to satisfy customers’ wants and needs through the exchange process, at a profit to 

the organization.  We will examine such topics as: making use of market research and data, 

translating and understanding consumers’ needs and wants, developing products and 

services that provide superior value, and how to price, distribute, and promote products and 

services effectively, both domestically and internationally. 

 

The course will focus on the study of the organization (either a profit-oriented firm or a non-

profit organization) as a market entity existing in a competitive environment. The emphasis 

will be on understanding the importance of quality, value, and customer relationship 

management in obtaining a competitive advantage in today’s marketplace.  In addition, we 

will consider the roles and influence stakeholders (outside of the firm’s primary customers) 

have on marketing strategy. 

 

LEARNING OUTCOMES: 

• The ability to identify marketing mix elements 

• The ability to analyze marketing strategy formulation and implementation 

• The ability to discern the value of information presented in business settings  

• The ability to apply marketing concepts and strategies as solutions to real world 

marketing problems 

• The ability to deeply think about strategic management issues in managing 

products during their growth, maturity and decline stages. 
• The ability to demonstrate higher order thinking and critical thinking 

• The ability to realize ethical dilemmas in marketing and apply decision making tools 

• The ability to work in teams 

• The ability to use concepts to persuasively communicate suggested solutions to marketing 

problems 

 

CHANGES TO THIS SYLLABUS  

The course syllabus is a general plan for the course; deviations announced to the class by the 

instructor may be necessary.  You are responsible for keeping up with all assignments, 

even if you miss the class in which an assignment was announced. Please check 

Blackboard regularly for announcements, the whiteboard, calendar updates, and 

course content. This semester the college will begin an initiative to deliver more 

communications via electronic mediums rather than traditional paper copies.  As 
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such, it will be your responsibility to print the syllabus (if you are were not in 

class), cases, supporting materials etc.  Please do not email with questions about 

what you will miss in class.  Instead, ask colleagues and/or go to blackboard. 

 

 

APPROACH  

Co-creating knowledge. Unlike some courses you may have taken that were primarily 

"lecture-driven," this course is highly interactive and therefore requires your active 

participation during each session. To encourage your involvement and to help me get to know 

you by name, please be sure your name is on the seating chart. 

 

Creative Thinking. There will be various creative exercises that students will be a part of, 

some of which will be individual exercises and some will be group exercises. 

 

Academia meets practice. In order to help bring marketing strategy closer to students, 

there will be various external experts who will be brought in to help reinforce some of the 

concepts taught in the course.  

 

Real-life projects. Students may work on at least one project involving actual clients. 

 

More information on specific readings and the expected output in each class session is 

provided in the CLASSROOM SCHEDULE and PROJECT SCHEDULE pages that follow. 

 

TEAM PROJECT POLICY 

The team project policies include five elements:  positive interdependence, face-to-face 

interactions, individual accountability, social skills and team processing.  Positive 

interdependence means each student’s success is dependent on the success of the team.  The 

sense of interdependence is made possible by having a common goal, shared resources and 

rewards, and complementary roles.  Students use their individual abilities and talents to 

ensure the success of the team.  Face-to-face interaction occurs when students work together 

and the instructor provides encouragement, concern, and feedback.  Students work in teams 

to process exercises, this process helps to develop social skills and team processing skills that 

are essential in the workplace.  The interactions occur in time set aside for active learning in-

class.  All students are required to sign a contract regarding their participation in teams. 

  

Your group will evaluate all individuals during the session and this will be taken 

into account when your grades are assigned!  Groups reserve the right to fire a 

member after consulting with the Professor.   

 

ACADEMIC INTEGRITY 

Standards of academic honesty will be observed in accordance with TTU policy, as detailed in 

Operating Policy 34.12.  Special accommodations to students with disabilities will be made, 

as detailed in Operating Policy 34.22.  Student absences for the observance of religious holy 

days will be allowed, as detailed in Operating Policy 34.19. 

IN-CLASS DISTURBANCES  

Use of cell phones, outside reading material and tobacco products are prohibited in class.  If I 

see you texting or using your cell phone in class (other than for our purposes), I will ask you 

to leave the classroom.  As you would expect your professors to arrive on time, I expect you to 

arrive on time. I think it is very rude to continually arrive late—not only do you disrupt 

lecture by entering late, but you also create unnecessary commotion in trying to get yourself 

to an empty seat. You will also be missing valuable class notes as well as important 

announcements. If you have a valid reason for arriving late (e.g., job interview, doctor’s 
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appointment, etc.), slip in as quietly as you can. 

 

ATTENDANCE/PARTICIPATION POLICY 

Please see grading schema and description below. 

 

BONUS POINTS 

Bonus points may be given throughout the semester for, in-class discussions, projects, 

volunteer opportunities and presentations at the discretion of the instructor.   

 

STUDENTS WITH DISABILITIES 

Any student who, because of a disability, may require special arrangements in order to meet the 

course requirements should contact the instructor as possible to make necessary arrangements. 

Students must present appropriate verification from Student Disability Services during the 

instructor’s office hours. Please note that instructors are not allowed to provide classroom 

accommodation to a student until appropriate verification from Student Disability Services has 

been provided. For additional information, please contact Student Disability Services office in 335 

West Hall or call 806-742-2405. 

 

I would appreciate hearing from anyone who has a disability that may require special 

accommodation. I am sure we can work out whatever arrangements are necessary. Please make an 

appointment with me during my office hours. 
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GRADE COMPUTATION 

(subject to change)  

Class Participation ________ (25%)      

Assignments (i.e. case write-ups, final project) ________ (75%)      

 

TOTAL 

 

________ (100)  

 

I reserve the right to change the grading scheme and/or specific grading 

requirements with appropriate notice.  I will discuss any changes during class 

time. 

 

Grading Component 1 - Class Participation. Includes attendance, preparation, and discussion 

during lectures and cases. Quality is more important than quantity.  High quality 

contributions to class discussions (1) are concise and to the point, (2) build on group analyses 

and insights, (3) reveal thought and preparation prior to class, and (4) challenge the views of 

others without being derogatory. Class participation scores will range from 0 to 3 with 0=no 

show, 1=show up to class but do not contribute, 2=show up and make minimal contribution 

and 3=show up to class and make substantive contributions to the discussion. 

 

Grading Component 2 - Assignments. There will be five (tentatively) case write-ups during 

the semester. All assignments (both group and individual) will not be re-administered if not 

submitted on the due date. Each assignment will be graded on a 100-point scale.  

Additionally, each group will be responsible for leading case discussions at least one time 

during the semester.  The case presentation day will account for more points that the other 

cases as it will be a portion of your participation points. 

 

In assigning grades for this course, there will be no curve, which would require that a certain 

percentage of students receive As, Bs, etc. Instead, the grading policy of this course is a 

flexible one, which does not pit students against each other. Accordingly, the distribution of 

grades will reflect the actual performance of students, with as many (or as few) students 

receiving grades of as their actual performance dictates. Expect a good grade only if you do 

all the work carefully, thoughtfully, thoroughly and punctually. Top grades are reserved for 

demonstrated academic excellence. Typically after aggregating across the four grading 

components the aggregate score will be standardized to 100%, based on which grades will be 

assigned as stated below: 

A = 90-100%  B = 80-89.99%  C = 70-79.99%   D = 60-69.99% 
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GENERAL POLICIES AND PROCEDURES: 

 

1. The individual and group projects are designed to enhance your understanding of class 

lectures, reading materials and exams.  Therefore, you are required to actively participate 

in this project and class discussions to ensure your group received the best grade possible.  

Thus attendance is extremely important for this type of “interactive” class. 

2. You must come to class prepared.  Preparation requires you read, understand, and 

identify important considerations related to each case.  Cases are NOT like most 

textbooks…you will not find a solution or answer in a case.  They will also not give many 

hints as to the more valuable information. 

3. All announcements, assignments and grades will be posted to blackboard and/or written 

on the board during class.  Please check blackboard daily to ensure you do not miss any 

information. 

4. All emails should be sent to kelli.frias@ttu.edu email account.  Do not email me on 

blackboard.  I check emails on my phone regularly.  This will ensure a timely response. 

5. Class will begin on time and conclude on time. Class attendance and participation are 

indicative of your commitment and desire to succeed.  

6. Working on crossword puzzles, conducting sidebar conversations, working on other course 

assignments, etc. during this class WILL NOT BE TOLERATED. These types of pre-

professional behaviors are not consistent with the Rawls College of Business Academic 

Standards. 

7. If you have or are experiencing any difficulties that will inhibit your performance in this 

class, we need to communicate.  Please make an appointment to speak with me. 

8. In class work and assignments cannot be made up if you are absent – (the only exceptions 

are official University business with appropriate documentation – the work must be made 

up within one week).   

9. Please turn off (or make silent) your cell phone prior to entering class. 
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TENTATIVE COURSE SCHEDULE 

 

Date Class Discussion 
Required Readings 
for Class TO DO 

        

29-Aug-17 Syllabus, Bio  Case Analysis Methodology   

31-Aug-17 WHAT IS A CASE? Note on Marketing Strategy 
#598061/Marketing is 
Everything  

 Form Groups 

5-Sept-17 WHAT IS STRATEGY What is Strategy? SIGNED CONTRACT DUE 

7-Sept-17 WHAT IS STRATEGY?    

12-Sept-17 Lecture: Targeting and 
Positioning  

Case: Land Rover North 
America  

  

14-Sept-17 Case explanation     

19-Sept-17 Case Review/Group     

21-Sept-17 Case Presentation   Case Due, Present: Dr. 
Frias 

26-Sept-17 Lecture: Value 
Proposition 

Case: Starbucks   

28-Sept-17 Case Explanation     

3-Oct-17 Case Review/Group     

5-Oct-17 Case Presentation  Case Due, Present: 1, 3 
1st responders: 7,5 

10-Oct-17 TBD   

12-Oct-17 Out of class Assignment   

17-Oct-17 Lecture:  Case: Calyx and Corolla   

19-Oct-17 Case explanation     

24-Oct-17 Case Review/Group     

26-Oct-17  Case Presentation   Case Due, Present: 2, 4 
1st responders 3, 8 

31-Oct-17 Lecture: Distribution/NPD  Case: Montreaux Chocolate   

2-Nov-17 Case explanation   

7-Nov-17 Case Review/Group     

9-Nov-17 Case Presentation  Case Due, Present: 5, 7 
1st responders: 6, 4 

14-Nov-17  Lecture: Social Media   Case: Sony JK Wedding 
Dance  

   

16-Nov-17 TBD    

21-Nov-17 Group work day     

23-Nov-17 Thanksgiving Day      

28-Nov-17 Case Review/Group      

30-Nov-17 Course Wrap-up     

5-Dec-17 Case Presentation    Case Due, Present: 6, 8 
1st responders: 1, 2 

 


