
 MARKETING MANAGEMENT I 

            

FALL TERM. ACADEMIC YEAR 2010-2011 

 

Class schedule 

 

Group 1: 

Tuesday, 10.00-11.15 

Wednesday: 12.00-13.15 

Thursday: 10.00-11.15 

 

Group 2: 

Tuesday, 12.00-13.15 

Thursday, 12.00-13.15 

Friday, 12.00-13.15 

 

 

Course outline 
 
Topic 1. INTRODUCTION TO THE MAIN MARKETING FUNCTIONS AND 
CONCEPTS: HISTORY AND GENERAL EVOLUTION  

TOPIC 2. ASSESSING MARKETING’S CRITICAL ROLE IN ORGANIZATIONAL 
PERFORMANCE  

TOPIC 3. BUILDING CUSTOMER SATISFACTION THROUGH QUALITY, SERVICE 
AND VALUE  

TOPIC 4. WINNING MARKETS THROUGH MARKET ORIENTED STRATEGIES  



TOPIC 5. SCANNING THE MARKETING ENVIRONMENT  

TOPIC 6. ANALYZING CONSUMER MARKETS AND BUYER BEHAVIOR  

TOPIC 7. BUSINESS BUYING BEHAVIOR  

TOPIC 8. ANALYZING INDUSTRIES AND COMPETITORS  

TOPIC 9. IDENTIFYING SEGMENTS AND CHOOSING TARGET MARKETS  

TOPIC 10. DIFFERENTIATING AND POSITIONING THE MARKET OFFERING 

    
COURSE ORGANIZATION AND MANAGEMENT  
 
COURSE OBJECTIVE  
To provide the student the basic tools to analyze and understand the marketing 
phenomena that takes place under the organizational scope.  

The SWOT analysis will serve as a general guidance to better comprehend how the 
internal environment is relevant to design any course of action, while the external 
environment may well be a determinant factor, requiring all kinds of adjustments.  

 
RECOMMENDED BOOK  
 
ANALYSIS, PLANNING, IMPLEMENTATION, AND CONTROL 

Philip Kotler, Millennium Edition, Prentice Hall, 1999, English version.  

 
TEACHING METHOD  
Class sessions will be based on two main elements:  
A short case study presentation and professor’s lectures. The lectures will go over the 
main concepts that need to be covered throughout the course, to better help students 
to focus attention on the most relevant issues. Participation will be highly encourage to 
both, ask any topic that needs further clarification, as well as any contribution, doubt or 
thought aimed to enrich the reciprocal know-how flow class sessions are intended to 
provide.  
 

Class Language  

Since this course will have students from the European Union as well as from the 
United States, and other countries, the regular language for the short study cases; for 
lecturing and for the rest of presentations and participation will be English. 

 

Study cases  

Throughout the course, students will be exposed to two different situations: general 
group study cases and specific group study cases. 

General group study cases will consist on a study case to be solved by mainly but not 
exclusively through the SWOT analysis. All groups will e-mail to the professor before 
the due date, the text presentation, as well as the brief power point presentation. On 
the due date, all groups have to be prepared to make a 20 to 30 minutes presentation 
of the study case, as a way to encourage debate and participation in the class. The rest 
of the class session will be devoted to comment on the different managerial and 
marketing aspects the study case and its analysis entails. The presenting group will be 
selected at random. The expected dates for the general study case presentations are, 
Thursday, November 12, and Thursday, December 3. 



General study cases will be related with the main aspects this Marketing Management 
course touches upon. The text presentation above mentioned, will be anywhere from 4 
to 7 pageslong at the very most. Quality, not quantity is highly appreciated and valued.  

Specific short study case presentations. Starting from Tuesday, October 13, each class 
session will begin with a brief short case study presented by one of the class groups. 
The presenting group will hand in a 4 to a 7 single space page paper to the professor 
before the class, as well as the power point presentation that will be used to explain the 
situation the case deals with. The group presentations will run for about 10 to 15 
minutes at the most, after which the class mates and the professor may ask questions 
or contribute to the analysis performed by the presenting group. The specific study 
cases are designed to provide each group of students with the opportunity to conduct a 
presentation. Both courses are to range from 10 to 15 groups of 4 to 5 team members 
each. All groups will present once, thus, having the opportunity to prove their 
communication and teamwork skills.  

 

EXAMINATION 

At the end of the season students will be administered a test examination (either true or 
false, or a multiple choice) to evaluate the degree to which the issues dealt in class, as 
well as those recommended from the study book have been well understood. The 
examination may as well include a few questions related with the general study cases, 
or a field trip if it were appropriate.  

 

PARTICIPATION  

Participation will be fostered and wanted to both, ask doubts and questions that may 
arise from the class sessions or the recommended text book, as well as to shed light 
on some marketing or corporate issues that may enrich the overall class session. In 
order of complexity, the criteria used to measure effective class participation include 
the following: 
 

1.  Is the comment relevant to the discussion? (Relevance) 
2. Does the student support comments well, using data gathered in this class?       
(Evidence) 
3. Is the comment clear, complete and concise? (Form) 
4. Is the comment original and insightful? (Originality) 
5. Does it broaden the discussion with all its implications? (Implications.) 

 ATTENDANCE  

Each academic session, the professor will go over the roster to discourage absences. 
According to the school regulations, attendance will be reported to ESCI to take care of 
any specific individual situation that might be justified.  

 

GROUP CHARACTERISTICS   

Considering the class composition, one of the objectives to pursue is to take the 
mutually beneficial advantage of sharing the different cultural and knowledge 
backgrounds derived from the different nationalities that are likely to attend this 
Marketing management class. Thus, one of the aims of each group will be to balance 
out the right mix of students of the home country, with European Union or North 
American students.  



To foster the benefits derived from a multi-country approach, the personal 
responsibilities and the teamwork performance, the work groups will have a minimum 
of 4 students and a maximum of 5 people.  

 

SKILLS AND COMPETENCIES   

After the completion of this Marketing Management course students should be able to: 

- Assess the importance of the internal and the external environment in the 
organization: 

- To have a good understanding of the Marketing Management discipline as to be 
able to interpret organizational situations from a marketing point of view; 

- To perform a good SWOT analysis; 
- To be fluent in public presentations; 
- To feel comfortable working in groups; 
- To feel responsible for some part of the group project, and to share 

responsibility for the entire teamwork assignment; 
- To develop the regular academic work in a multi-cultural environment;  
- To get fluency in using and working with the English language.  

 

LOGISTIC ISSUES   

The first session will be fully devoted to explain the course structure, goals and ways of 
proceeding, to clarify any doubts or questions students may have. 

 
Tuesday, October 6, closing date to form the groups of students, according with the 
above mentioned characteristics. After that date, the professor will put together those 
class members that did not become members of any group, or may make adjustments 
on those groups that did not meet the balance criteria previously explained. Each group 
will e-mail the names of its members to the professor, before Tuesday, October 6.  

On Thursday, October 8, the professor will avail the full group list to solve any problem 
that might be encountered. 

On that date (thursday, October 8, as well, each group will be provided with a “dossier” 
that will have the general cases, as well as the specific group study cases. 

Additionally also, on that date, each group will be assigned with a presentation date. 
The group date assignment will be chosen at random. 

That class session will also be devoted to avail a general scheme to conduct the 
SWOT analysis.  

As mentioned earlier, starting from October 13, each class will begin with a short study 
case presentation for about 10 to 15 minutes. After the group has finished, both the 
class fellows and the professor may ask questions or comment on some of the issues 
pertaining to the situation analyzed. As mentioned earlier as well, the days devoted to 
the general case study presentations will not be used for specific presentations.  

As a reminder, all written assignments should be e-mailed to the professor before the 
presentation date. Unless there is a clear justification, those papers sent during or after 
the presentation, won’t be accepted.  

To make easier following the academic sessions, a general scheme of each topic to be 
covered, will be e-mailed to the class in advance. However, reading from the 
recommended book is highly desirable and even required, since some questions on the 
exam may well be based on the concepts conveyed by the book.  



MARKETING MANAGEMENT I 
 

FALL TERM. ACADEMIC YEAR 2010-2011 

 
GRADING POLICY 
 

The course is aimed to combine the elements that allow the professor to assess both, 
individual as well as teamwork performance. Since the accent is placed on the 
personal achievement, the exam will have a higher weight than the rest of the other 
parameters evaluated throughout the course.  

 

 

Weight of the magnitudes considered: 

 

- Examination: 60%. To pass the exam it is necessary to obtain 50 over 100 
points. However, the rest of the elements considered below may help the 
student to pass the course as long as the minimum score in the exam reaches 
40 over 100 points. If the score on the exam is below that mark, the grade will 
be the exam score.  

-  
- General cases: 20%. As mentioned, general cases should be e-mailed to the 

professor before the class they are due. If general cases are not delivered on 
time, they won’t be graded, thus, they won’t average for the final grade.  

-  
- Specific group study cases: 15%. The same procedure holds for specific cases. 

Specific cases shall be handed in by e-mail to the professor before the class 
they are due. If specific group cases are not delivered on time, they won’t be 
graded, thereby, not counting for the final grade.  

 
- Individual participation: 5%. Individual participation is recommended to both, 

clarify doubts as well as to bring to the class knowhow and well founded 
thoughts and opinions. 

 
If a student does not show up on the regular examination, he or she will get a “non 
presented” mark.  

 

Those students who did not pass the course in December or did not show up, have the 
opportunity to take an examination on September 2010. The criteria applied to these 
students will be the same that the one mentioned above. Therefore, for those students 
who did not fulfilled their assignments during the regular course, will have to deliver 
them on the exam date to the professor.  

 

RECOMMENDED READINGS  
 
#1. Title: = A change for the better. 
Authors: = Benady, David 
Source: = Marketing (00253650); 7/1/2009, p26-27, 2p 
 
 
#2. Title: = A Life-Cycle Perspective on Online Community Success. 



Authors: = IRIBERRI, ALICIA1 alicia.iriberri@cgu.edu 
LEROY, GONDY1 gondy.leroy@cgu.edu 
Source: = ACM Computing Surveys; Feb2009, Vol. 41 Issue 2, p11:1-11:29, 29p, 11 
charts, 3 diagrams, 1 graph 
 
 
#3. Title: = Building a Web 2.0-Friendly Culture: Success on the Web is About People, 
not Technology. 
Authors: = Pauker Kreitzberg, Anne1 
Source: = People & Strategy; 2009, Vol. 32 Issue 2, p40-45, 6p 
 
 
#4. Title: = Consumer behaviour trends and their impacts on airline product distribution. 
Authors: = Locke, Gordon gordon.locke@sabre.com 
Source: = Journal of Revenue & Pricing Management; Apr2009, Vol. 8 Issue 2/3, p267-
278, 12p, 1 diagram, 1 bw 
 
 
#5. Title: = Decision support model based on risk – return tradeoff for examining 
viability of a business venture. 
Authors: = Kumar, Sameer1 
Ressler, Thomas1 
Ahrens, Mark2 
Source: = Journal of Revenue & Pricing Management; Jan2009, Vol. 8 Issue 1, p81-95, 
15p,  
 
 
#6. Title: = DELIVERING HD VIDEO ONLINE. 
Authors: = Ozer, Jan jan@doceo.com 
Source: = EventDV; Feb2009, Vol. 22 Issue 2, p34-41, 8p 
 
 
#7. Title: = Energy Trust seeks wider reach with web refresh. 
Source: = Marketing Week (01419285); 6/25/2009, Vol. 32 Issue 23, p8-8, 1/3p 
 
 
#8. Title: = Evaluating Anthropomorphic Product Recommendation Agents: A Social 
Relationship Perspective to Designing Information Systems. 
Authors: = Qiu, Lingyun1,2 
Benbasat, Izak 
Source: = Journal of Management Information Systems; Spring2009, Vol. 25 Issue 4, 
p145-181, 37p,  
 
 
#9. Title: = Five Media Trends HR Professionals Should Understand When 
Communicating with Employees. 
Authors: = Benz, Jennifer jen@benzcommunications.com 
Source: = Employee Benefit Plan Review; May2009, Vol. 63 Issue 11, p5-8, 4p 
 
 
#10. Title: = Getting Brand Communities Right. 
Authors: = Fournier, Susan1 fournism@bu.edu 
Lee, Lara2 lara.lee@jumpassociates.com 
Source: = Harvard Business Review; Apr2009, Vol. 87 Issue 4, p105-111, 7p,  
 



#11. Title: = How to manufacture great marketing DNA. (cover story) 
Authors: = Harrison, Andrew 
Source: = Marketing Week (01419285); 6/18/2009, Vol. 32 Issue 25, p16-19, 4p 
 
#12. Title: = Imported counterfeit drugs bought online by consumers looking to 'cut 
costs'. 
Authors: = DeArment, Alaric 
Source: = Drug Store News; 3/2/2009, Vol. 31 Issue 3, p49-52, 2p 
 
 
#13. Title: = Inertial Disruption:The Impact of a New Competitive Entrant on Online 
Consumer Search. 
Authors: = Moe, Wendy W1 
Yang, Sha2 
Source: = Journal of Marketing; Jan2009, Vol. 73 Issue 1, p109-121, 13p,  
 
 
#14. Title: = Information Governance in a 2.0 World. 
Authors: = McKinnon, Cheryl1 cmckinno@opentext.com 
Source: = Financial Executive; Mar2009, Vol. 25 Issue 2, p57-59, 3p 
 
 
#15. Title: = INTERACTIVE DECISION AIDS FOR CONSUMER DECISION MAKING 
IN E-COMMERCE: THE INFLUENCE OF PERCEIVED STRATEGY 
RESTRICTIVENESS. 
Authors: = Wang, Weiquan1 weiquan@cityu.edu.hk 
Benbasat, Izak2 benbasat@sauder.ubc.ca 
Source: = MIS Quarterly; Jun2009, Vol. 33 Issue 2, p293-320, 28p,  
 
#16. Title: = INTERNET EXCHANGES FOR USED GOODS: AN EMPIRICAL 
ANALYSIS OF TRADE PATTERNS AND ADVERSE SELECTION. 
Authors: = Ghose, Anindya1 aghose@stern.nyu.edu 
Source: = MIS Quarterly; Jun2009, Vol. 33 Issue 2, p263-291, 29p,  
 
#17. Title: = MARKETING EXECUTION -- STRATEGIES FOR A STRONGER 
BUSINESS EMERGING FROM THE RECESSION. 
Source: = EContent; Jun2009, Vol. 32 Issue 5, p42-44, 3p 
 
#18. Title: = News Bytes. 
Source: = Information Today; Jul/Aug2009, Vol. 26 Issue 7, p3-39, 5p 
 
#19. Title: = Our Sentiments, Exactly. 
Authors: = Wright, Alex 
Source: = Communications of the ACM; Apr2009, Vol. 52 Issue 4, p14-15, 2p,  
 
 
#20. Title: = OUT OF DEDICATION OR CONSTRAINT? A DUAL MODEL OF POST-
ADOPTION PHENOMENA AND ITS EMPIRICAL TEST IN THE CONTEXT OF 
ONLINE SERVICES. 
Authors: = Kim, Sung S.1 skim@bus.wisc.edu 
Son, Jai-Yeol2 json@yonsei.ac.kr 
Source: = MIS Quarterly; Mar2009, Vol. 33 Issue 1, p49-70, 22p,  
 
 



#21. Title: = Promoting branded fare families and ancillary services: Merchandising and 
its impacts on the travel value chain. 
Authors: = Vinod, Ben 
Moore, Kyle 
Source: = Journal of Revenue & Pricing Management; Apr2009, Vol. 8 Issue 2/3, p174-
186, 13p,  
 
#22. Title: = Psychological Factors Affecting Perceptions of Unsolicited Commercial E-
mail. 
Authors: = Morimoto, Mariko1 mmorimot@uga.edu 
Chang, Susan schang321@hotmail.com 
Source: = Journal of Current Issues & Research in Advertising; Spring2009, Vol. 31 
Issue 1, p63-73, 11p,  
 
 
#23. Title: = Recommended Reading on the Future, Virtual Worlds, Digital Design, and 
Global Information Access. 
Source: = Online; May/Jun2009, Vol. 33 Issue 3, p61-63, 3p  
 
 
#24. Title: = SHOULD BUSINESS EMBRACE SOCIAL NETWORKING? 
Authors: = Reid, Carolina K. CAROLINA.REID@GMAIL.COM 
Source: = EContent; Jun2009, Vol. 32 Issue 5, p34-39, 6p  
 
 
#25. Title: = Social Media. (cover story) 
Authors: = BRISCOE, SCOTT sbriscoe@asaecenter.org 
Source: = Rural Telecommunications; May/Jun2009, Vol. 28 Issue 3, p14-21, 5p  
 
 
#26. Title: = social studies. 
Authors: = Perlik, Allison aperlik@reedbusiness.com 
Source: = Restaurants & Institutions; Jun2009, Vol. 119 Issue 6, p30-37, 5p 
 
 
#27. Title: = Special issue based on the INFORMS Conference, June 2007, Barcelona, 
Spain. 
Authors: = Kachani, Soulaymane1 kachani@ieor.columbia.edu 
Source: = Journal of Revenue & Pricing Management; Jan2009, Vol. 8 Issue 1, p1-2, 
2p 
 
 
#28. Title: = Staying ahead of the curve: Using revenue management to help survive 
an economic downturn. 
Authors: = Garrow, Laurie 
Ferguson, Mark 
Source: = Journal of Revenue & Pricing Management; Mar2009, Vol. 8 Issue 2/3, 
p279-286, 8p,  
 
 
#29. Title: = Tapping Into Your Entrepreneurial Side. 
Authors: = Ptolomey, Joanna joanna.ptolomey@ntlworld.com 
Source: = Online; May/Jun2009, Vol. 33 Issue 3, p34-40, 7p  
 
 



#30. Title: = TARGETING TO THE EXTREME. 
Authors: = Sullivan, Elisabeth A. 
Source: = Marketing News; 6/15/2009, Vol. 43 Issue 10, p16-19, 4p  
 
#31. Title: = The Effect of Gender and Product Categories on Consumer Online 
Information Search. 
Authors: = Jooyoung Park1 
Yeosun Yoon1 
Byungtae Lee1 
Source: = Advances in Consumer Research - North American Conference 
Proceedings; 2009, Vol. 36, p362-366, 5p,  
 
 
#32. Title: = Whisper to a Scream. 
Authors: = Morarity, Laura Deaton ldeaton@wordsworthweb.com 
Source: = Marketing Health Services; Summer2009, Vol. 29 Issue 2, p8-13, 6p,  
 
 
 

 

 


