	Front Office: Sales and Marketing Strategies 
for the Financial Services Industry


I. Catalog Description:

This course concentrates on effective selling and marketing strategies in the financial services industry.  Due to the diversity of this industry (banking, brokerage, funds management, and insurance), along with the multiplicity of customer characteristic (i.e. retail vs. institutional) we will modularize the lectures by industry and customer partitions.  This segregation will provide for a better understanding of this ever-changing industry.  Upon successful completion of this program, students will identify client constituent’s product needs and the ability for financial services companies to deliver this product (service) in a timely, cost-effective fashion. Corporate branding and marketing strategies will be reviewed and challenged by the student.   

II. Deliverables:

A mid-term take-home examination will measure lecture comprehension.  A class presentation will require students to develop a marketing plan for a financial services firm targeting a client/product segment, causing the students to understand the particular segment and customer profile and create an effective selling strategy based on analysis of annual report strategies currently used by major financial firms today.  Class participation will enhance the classroom dialogue and provide for meaningful experiences to be shared between the student and the instructor.  Topical readings will be assigned for each lecture.

III. Course Grading:

Class Participation and Assignments:

10%

Mid-Term Examination:



40%

Group Project and Presentation:


50%

IV. Textbooks:

· Required:

i. Wall Street Journal

ii. Business Week

iii. Instructor Materials
Course Content Themes:

· Applicability: 

Each lecture will emphasize “real-life” application.  We will spend some time discussing theoretical marketing and selling models, however, the dynamics of this industry dictate short and immediate selling cycles.  

· Partnership Between Technology and Capital Market Professionals:
How often do we hear the comment; “The tech guys don’t understand my market” [spoken from a capital markets trader or salesman] or an IT professional will say “I can build an application to meet your needs, but first I need to understand them… and of course the capital market professional doesn’t have the time to teach the nuances of this market.  This course, along with the other financial services courses, aim to bridge this gap.  We will ask the IT professionals to place themselves in the mindset of the capital markets employee.  Comprehension of the financial market, products, clients, and selling strategies will be emphasized.

Lectures:

	Lecture
	Title
	Description

	1

01/10/09
	Introduction
	· The importance of the sales and marketing role in the Financial Services Industry

· Overview of Marketing Strategy Formulation

	2

01/17/09
	The U.S. Treasury Market
	· Selling / Marketing U.S. Treasury Notes

	3

01/24/09
	The U.S. Corporate Bond Market and Securitized Sectors
	· Selling / Marketing U.S. Corporate Bonds / Agencies

· Selling / Marketing  MBS

· Selling / Marketing ABS and CMBS

	4

01/31/09
	The U.S. Equity Market
	· Common Stock vs. Preferred Stock

· Valuation

	5

02/07/09
	The U.S. Equity Market; Investment Management
	· Investment Management Styles

	6

02/14/09
	ANNUAL REPORT ANALYSIS
	· Overview of the Financial Industry

	7

02/21/09
	The Financial Services Players
	· Banks, Brokerage, Insurance

· Define and understand sell-side companies

· Sales force management and organization

· Asset Managers, Mutual Funds, Individuals, Pension Funds, Insurance

· Define and understand buy-side companies

· How are buy-side firms structured

· Aligning the companies marketing strategies with the client entity
· MID-TERM EXAM DISTRIBUTED

	8

02/28/09
	NO CLASS
	--

	9
03/07/09
	The Client

The Selling Distribution Process

E-Business Selling Strategies
	· MID-TERM EXAM DUE

· Retail; characteristics and types

· Institutional; characteristics and types

· Product creation and lifecycle

· Traditional selling channels

· Electronic product distribution

· Information deliverables

	10
03/14/09
	Marketing Strategies: Corporate Branding

The Role of Data Warehousing and Sales Data Mining
	· Mass marketing vs. niche marketing

· Customized strategies and database marketing

· Loyalty programs and brand awareness

· Customer profiling

· Relationship to marketing strategies (CRM)

	11
03/21/09
	ANNUAL REPORT ANALYSIS
	· Business and Product Analysis

	12
03/28/09
	ANNUAL REPORT ANALYSIS
	· Client Segment Analysis

	13

04/04/09
	Final Presentations
	· FINAL PRESENTATIONS DUE
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