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Course Overview
The primary purpose of marketing is the planning and execution of the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational goals. Coping with exchange processes calls for a considerable amount of work and skill. Typically, marketing management involves the art and science of choosing target markets and getting, keeping, and enlarging customers through creating, delivering, and communicating superior customer value.  Though this fundamental purpose of marketing is timeless, the manner in which organizations undertake it continues to evolve.  For example, markets are increasingly affected by technology.  Large segments of consumer and business-to-business marketing are based on emerging technologies.  These new technologies not only affect the computer and bio-tech industries but also other industries normally considered to be "lower" technology, such as financial services.  Often these markets are very dynamic and are characterized by a great deal of uncertainty.  These challenging environments require a new mind-set from managers.  Consequently, this course will focus on the marketing problems faced by managers in creating, developing, and managing technology-based as well as non-technology-based products. 

Learning Goals
Given this focus, one of the purposes of this course is to provide various conceptual frameworks and decision tools required for success in the marketplace. We start the course by looking at the market environment and by examining the key strategic issues faced by managers. We then consider the key skills required for success, including understanding consumer needs, analyzing competition, and assessing the market.  At this point, we move on to an examination of the key functional skills required for success, including (but not limited to) product/service development, pricing, communication, and channel strategies.    

Upon completion of this course, students should be able to:

1. Understand the theory and analytic tools characterizing modern marketing practice.

2. Understand the marketing function's role within the larger organization and its importance in the strategic planning and implementation process.

3. Understand how to define and select specific customer segments and how to serve them profitably.

4. Relate the constantly changing business environment to marketing threats and opportunities with particular attention to the ever-changing technological and global context.

5. Structure and solve strategic marketing problems.

a. Analyze a complicated, messy, real-world marketing situation.

b. Sort out the relevant from the irrelevant issues, and identify the central problem(s) as well as the context.

c. Develop a specific and sensible course of action.

d. Recommend this course of action to the manager, and be able to defend the reasons for such a recommendation.

e. Understand and utilize a powerful problem-solving framework. 

6. Develop a detailed marketing plan for a specific product or service.

Required textbook
Armstrong, Gary and Kotler, Philip. Marketing: An Introduction, 2007, Eighth Edition, Upper Saddle River, New Jersey: Prentice-Hall, Inc. ISBN 0-13-186591-9. www.prenhall.com/kotler
(Note: I will distribute other materials by uploading them to the class website in WebCT.)

Evaluation
90%
Examinations (three exams each worth 30% of grade)

10% 
Marketing Plan 

(1) Examinations.  Although there will be no midterm and final exams, you will take three in-class examinations scheduled throughout the semester. The material will be drawn from text, the handouts, and class discussion. 

(2) Marketing Plan. You will develop a marketing plan that will be submitted no later than the final day of the term. You may craft this plan around an existing product or service, or, if you are feeling entrepreneurial, you may write it in terms of something completely new.  

Ethical Conduct

	Stevens Honor System:  Enrollment into the undergraduate class of Stevens signifies a student’s commitment to the Honor System.  It is the responsibility of each student to become acquainted with and to uphold the ideals set forth in the Honor System Constitution.  All students are reminded that, as a condition of being admitted to Stevens, they will uphold and adhere to the standards of the Stevens Honor System.  Specific student responsibilities include:
· Maintaining honesty and fair play in all aspects of academic life at Stevens

· Writing and signing the pledge, in full, on all submitted academic work

· Reporting any suspected violations to an Honor Board member or to the Dean of Undergraduate Academics

· Cooperating with the Honor Board during investigations and hearings


