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MKTG 5850 STRATEGIC MARKETING  

Spring 2016 Monday 6:30-9:20 BLB 170  

         

Professor Kenneth N. Thompson, Ph.D. Principal Lecturer Michael J. Gade 
Consulting Instructor of Marketing Theory Primary Instructor of Applied Marketing 
BLB 329M BLB 358G 
  
Office: 940-565-3137 Office: 940-369-8448 
 Cell: 817-366-6315 
  
Office Hours: TTh 1:00 3:30; Monday 
Before Class; By Appointment 

Office Hours: Monday Before/After 
Class 

  
Email:  kenneth.thompson@unt.edu Email: mgade@att.net    
 Michael.gade@unt.edu 

 

Textbook and Required Resources 

The Wall Street Journal. All degree-seeking masters students in COB get a 
complimentary subscription to the Wall Street Journal (electronic edition). You can 
register at: http://www.cob.unt.edu/programs/masters/wsj_sub.php 

 

Strategic Marketing Problems for University of North Texas.  A Custom text complied 
from Roger Kerin and Robert Peterson, Strategic Marketing Problems: Cases and 
Comments, 13th Ed. and Philip Kotler and Kevin Keller, A Framework for Marketing 
Management, 5th Ed. 

The custom text is available only in e-text format.  You can buy access directly from the 
publisher by clicking on the following URL:  

http://www.pearsoncustom.com/tx/unt_marketing 

The price if you purchase directly from the publisher is $105.83.  Or, you can buy the 
access code for the book at the UNT bookstore.  However, you will still need to register 
with Pearson using the above URL in order to gain access to the book.  Once purchased, 
you will continue to have access to the book for six months.  Note that the custom book is 
significantly cheaper than buying the books from which the book is compiled.  The 
Amazon prices for the books new are $213 and $142 for the Kerin and Peterson and 
Kotler and Keller books, respectively.  The rental prices for the books are $70 and $60, 
respectively. 

Additional required reading will be announced in class and via the BBL course site. 

http://www.cob.unt.edu/programs/masters/wsj_sub.php
http://www.pearsoncustom.com/tx/unt_marketing
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Course Description 

This course emphasizes the application of marketing concepts, tools, and procedures 
employed by practicing marketing managers.  Specific attention is given to the marketing 
manager's role in corporate environments working with colleagues with diverse 
organizational responsibilities.  Understanding the consumer value chain, strategic and 
marketing planning, marketing analytics, product development through life cycles, 
segmentation, marketing communication strategy, supply chain management, and pricing 
strategy will all be addressed.  Emphases will be on strategy development and resultant 
tactical execution.  The course utilizes live cases, allowing you to refine your analytic, 
decision-making, and communications skills through in-class, individual, and team/group 
projects. 

Instructional Methodology 

The instructional methodology used in the class will be readings, cases, lecture, class 
projects, and shared experience discussions.  Students will experience a Real-life 
corporate environment, helping to prepare them for their upcoming corporate careers. 

Team Assignment (250 Points) & Team Member Evaluations (50 Points) 

You will be part of a class-wide, live-case company project.  The company selected this 
semester’s project is Strive Logistics.  Executives from Strive may visit campus at several 
points during the semester.  In the first meeting you will be briefed on the project 
objectives and tasking.  Extensive background on Strive will be provided, but it will be 
up to your team to conduct a thorough SWOT analysis of your own.  

Your team will prepare a comprehensive written and orally presented marketing strategy 
complete with tactical execution.  Both will be formally presented to the senior 
management of the brewery. You will be acting as a special work group within the 
company or, if you choose, a consultant to the company.  The quality of your report 
should be representative of the strategic importance of the project to the brewery.   
Samples of reports and presentations from previous classes are available in our offices for 
inspection. Your oral presentation will be presented in the equivalent of a corporate 
boardroom and should reflect the quality expected in a professional presentation to C-
level management. Your presentation must be developed using PowerPoint or equivalent 
(stand-alone) presentation software.  Do not develop presentations that must be 
accessed via the internet as there is no way to predict net availability. Make sure your 
presentation is complete, with all appropriate supporting materials. Remember this will 
ultimately be a financial decision as well as a strategic one and complete financial 
analytics are expected.  
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• Note that both primary and secondary research is absolutely required to provide 
direction for and justify strategic and tactical formulation.  

• You must participate and be present at your team presentation to receive any credit 
for this project. Please be aware presentations may begin at 5pm (4pm for 4890) and 
last through 10pm with awards and a casual dinner/social to follow. 

Individual Assignment (100 points) 

You are to conduct extensive secondary research on the industry in which Strive 
Logistics operates.  The process is referred to as an “industry and competitor analysis” 
and is normally a component of most strategic marketing plans.  The handout available 
on the course homepage titled “MARKETING PLANNING FOR A COMPETITIVE 
EDGE” provides a concise overview of the contents of marketing plans and, specifically, 
the industry and competitor analysis. 

Much more will be said about the process and content of your report during class.  
However, in general, you will limit the body of your report to 10pages, exclusive of 
endnotes, tables & figures, and appendices.  Additional guidance on formatting will be 
provided in class.  However, you should familiarize yourself with APA (American 
Psychological Associated) style requirements.  As noted above, you will be required to 
employ levels 2 and 3 headers in your papers and to follow APA guidelines for 
structuring tables and endnotes. 

Extensive research employing secondary data sources is mandatory and must be 
thoroughly documented in your paper.  

We strongly encourage you to work on this project with your team members.  Share 
ideas, questions, solutions, etc.  However, your final written report must be your 
own.  Reports will be compared within groups. 

Individual Case Analysis and Presentations on the South Delaware Coors Case 
(Case Analysis 75 points; Case Presentation 25 points). 

The South Delaware Coors case is employed to illustrate the use of secondary research 
data for evaluating a new market opportunity.  You will analyze the case and generate 
both a written report with your recommendation(s) and develop a formal PowerPoint 
presentation that you will individually present during the last week of class. 

Four On-line Chapter Exams (100 points) 

There are 18 chapters assigned from the Kotler and Keller chapters in the custom text. In 
our experience, most MBA students have limited exposure to basic marketing concepts.  
Even those students who have taken courses in marketing generally need a 
comprehensive review of concepts and principles.  We take care of this by requiring 
students to complete four online exams covering these chapters.  These exams consist of, 
usually, 50 multiple-choice questions and are worth 25 points each.  All exams are now 
open, but will close at the time indicated in Table 1.  We suggest that you approach these 
seriously.  Read the chapters prior to attempting the exams.  Each exam is open for 60 
minutes and only one attempt is allowed.  We strongly suggest that you get these exams 
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done early in the course. Do not put these off until the last minute.  We will not reset 
exams that were aborted for some reason during the last weekend on which they are due 

Financial Analytics (25 Points) 

A major theme in this course is instilling in prospective managers an appreciation for 
translating marketing decisions into their financial consequences.  Financial data and 
other metrics are required in the understanding, analysis, and decisioning of all marketing 
actions. This assignment consists of a series of financial analysis problems based on a 
presentation to be delivered in class.  A solid understanding of the tools and metrics 
exercised in this assignment is essential to your ability to complete the individual and 
group projects, as well as complete the required exams. 

Other Graded Exercises 

Additional graded exercises may be added as the semester progresses to emphasize 
important topics or events. 

Attendance 

Attendance in this course is mandatory.   

Extra Credit 

A multitude of special credit will be available including: Attendance at Marketing 
specific professional events; attendance at University specific marketing events and 
outside optional senior speaker events: assistance in marketing for non-profit events, 
special in-class competitions and others at the discretion and prior approval of your 
professors. 

A Marketing Career panel may be offered at some point in the semester that should be 
considered required and will have a TBA but high Extra Credit value 

Additional Grading Policies 

• Grammar, spelling or formatting errors will decrease the grade earned on all 
assignments up to 20 percent of possible points. 

• All assignments must be turned in the specified date, at the beginning of the class, or 
as mentioned in the schedule of classes included in this syllabus.  

• Late assignments will be subject to an immediate 20 percent reduction in points if 
submitted within 1 day (24 hours) of the due date.  An additional 20 percent will be 
deducted if submitted between 24 hours and 48 hours after the due date.  Assignments 
submitted after this will not be accepted. 

Content of Your Group Written Marketing Plan 

The contents of a typical marketing plan will be covered in one or more topics presented 
in class.  These will be available as PowerPoint handouts on BLACKBOARD. The 
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required sections you must include are: Objectives, Strategy, Tactical Execution, and 
Performance Metrics. Additional content should be captured in appendices that must be 
referenced within the body of your paper. The following content areas are shown for 
consideration only:   

• SWOT and competitor analysis for both direct and indirect competition;  
• Fully understand current and your suggested target customer profiles and needs;  
• Utilize primary and secondary research to support decision-making. High confidence 

levels are not required for this course but research results should support your chosen 
strategies.  

• Develop a comprehensive marketing strategy and supporting tactical execution 
plan for this company with complete rationalization/documentation; a partial list of 
elements you may include are as follows: 

o Competitive advantage (disadvantage) 
o Overall consumer value proposition 
o Product and customer profitability 
o Product management, lifecycle, portfolio management,  
o Pricing strategy 
o Market positioning strategy 
o Customer profile, segmentation strategy, customer satisfaction requirements 
o Customer Communication strategy 
o Channel structures and logistical strategies 
o Proforma financial results! 
o Your demonstrated understanding of the marketing management process and 

the strategy and execution plans you develop to grow this business profitably 
and in a sustainable manner will be the main component for grading. The team 
project will be jointly graded by both the participating company and faculty. 

Additional Note on Expectations for Written Assignments 

• Your reports should be Senior Management Board of Directors Review Ready 
• Make sure you have an Outstanding Executive Summary for the Group Project. 

No History or Other Background.  Focus just on what’s being done, how, costs, 
expected results, returns and risks.  No more than 2 pages.   

 
NOTE: All University policies and highest levels of integrity will 

be firmly and rigidly expected and enforced. Incidences of 
copying, plagiarism and other forms of cheating will result in a 
failing grade in this course and are grounds for removal from 

the MBA program. 
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Table 1. Schedule of Activities and Assignments. 

The SCHEDULE of activities and assignments is TENTATIVE.  It is subject to change during the semester due to 
unexpected events or class needs.   Teams will generally have 30-40 minutes per class to meet, and we will be 
available during this period. GRADING will be on 525 points as shown below: 

Date 
Reading / Research 

Assignments Topics & Activities Instructor /Guests 
Due: To Be Completed 

on Date Indicated 
Grade 
Points 

Aug 29  Course Introduction 

Project Overview: 
Strive Logistics  

Establish teams  

Gade 

Thompson 

  

Sep 5 Chapter Readings: 

KP1: 1, 2 

KK2: 1, 2, 3 

Financial Analysis 
and Marketing 

Metrics for 
Marketing Planning 

and Execution   

Thompson 

  

Sep 12  

The Marketing 
Management Process Thompson 

Problems 1 – 9 KP CH 2 
Financial Aspects of 

Marketing Management. 

Submit your completed 
solutions via the Learn 
assignment tool.  These 

are graded problems 
and are due by Sunday 

Sep 18 at 11:59pm. 

Solutions will be posted 
to Blackboard Learn.  

25 

Sep 19 

Chapter Readings: 
KK Chapters 4. 5, 6 

,7 

Building a Strong 
Brand 

Shannon Carter 
CEO Shannon 

Brewing 

Internet Research on 
Shannon’s Brewery 

 Online Exam 1 over KK 
Chapters 1, 2, & 3 due 
on Sunday Sep 25 at 

11:59 pm. 

 

25 

                                                 

1KP means ‘Kerin and Peterson.’  Used to identify chapters from the Kerin and 
Peterson chapters in the text. 
2 KK means ‘Kotler and Keller.’ Used to identify chapters from the Kotler and 
Keller chapters in the text. 
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Date 
Reading / Research 

Assignments Topics & Activities Instructor /Guests 
Due: To Be Completed 

on Date Indicated 
Grade 
Points 

Sep 26  Real Life: How 
Succeed and Thrive 

Tom Slone 
Chairman and 

CEO Touchstone 
Communications 

 

 

Oct 3 

Real life: The Keys 
to Leadership 

Chapter Readings: 

KP 2: Financial 
Aspects of 
Marketing 

Management 

“Building a Market 
Position & What is 

in a Brand” 

A live case 
completed in class 

taken from the WSJ 

Gade 

Online Exam 2 over KK 
Chapters 4, 5, 6 & 7 due 
Sunday Oct 9 at 11:59 

pm. 

Competitive case 
preparation and 

presentation in class. 

25 

 

Oct 10, 
cont. 

Chapters 

KK 8, 9, 10, 11, & 
12 

Team Work 
Gade  

Thompson 

Individual Assignment: 
Industry analysis due 

Sundary October 16 at 
11:59 pm. Submit 

electronically via BBL. 

 

100 

Oct 17  Faculty Meetings with 
Individual Teams  

Gade 

Thompson 

Secondary and Primary 
Research Complete for 
Review.  First draft of 

proposed strategy. 

 

Oct 24 Chapters KK 13, 14, 
15, 16, 17, 18 

Faculty Meetings with 
Individual Teams 

Gade 

Thompson 

Online Exam 3 over KK 
Chapters 8, 9, 10, 11, & 
12 due Sunday Oct 30 at 

11:59 pm. 

 

 

Oct 31  

Possible Guest 
Speaker 

“Connecting with 
Customers and 
Communicating 

Value” 

A live case 
completed in class 

taken from the WSJ 

Gade 

Thompson 

Competitive case 
preparation and 

presentation in class. 

 

Nov 7  Guest Speaker on Not-
for-Profit Marketing 

Charles Pierson 
former CEO 

BBBS 

South Delaware Coors 
Case Analysis Due (5850 

Only) 
75 

Nov 14  

STRIVE LOGISTICS 
CASE 

PRESENTATIONS 
for faculty review 

Gade 

Thompson 
Final Power Point slide 

set due for review 
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Date 
Reading / Research 

Assignments Topics & Activities Instructor /Guests 
Due: To Be Completed 

on Date Indicated 
Grade 
Points 

Nov 21  

THANKSGIVING 
BREAK 

NO CLASS 

TEAM WORK 

 

 

Online Quiz 4 over 
Chapters 13, 14, 15, 16, 

17, & 18 due Sunday 
Nov 27 at 11:59 pm. 

25 

Nov 28  Final Strive Logistics 
Case Presentations 

Faculty & Guest 
Executives 

Oral Team Presentation 
& Written Project Due; 

Team member 
evaluation 

250 & 
50 

Dec 5  
Individual Case 

Presentations (5850 
Students Only) 

Gade Power Point for 
Individual Presentations 25 

Dec 12  
Final Exam Week 

No Class Meetings 
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