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RATIONALE

This course aims to inform graduate students of the nature of marketing as seen from a
management perspective in the context of today's rapidly changing environment. The course
will stress an empirical approach, questioning the existing theory and providing new insights
into the marketing process through critical reading and research. This is essential if students
are to obtain the necessary information-gathering and decision-making skills. Once students
have mastered the basics they will be expected to use this information in problem-solving
via a case study approach, both simulated and real- world. The essential roles of planning,
implementation and control will be stressed, and there will also be an emphasis on marketing
strategy in response to rapid environmental (eg competitive) change. This course is part of
the core of the MBA program as well as serving as the prerequisite for each of the four
courses which comprise the postgraduate coursework specialisation in Marketing.

SYNOPSIS

The course will highlight the need for managers to view the role of marketing as a vital
upgrade managerial concern. The importance of a marketing perspective will be examined
through the use of case studies in both domestic and overseas environments and also on
the basis of empirical evidence. At the completion of the course students will be able to
analyse the changing marketing environment, engage in creative market-oriented thinking,
and be aware of the interplay between marketing and the other managerial functions of the
firm. The crucial role of marketing in contributing to the success of organizations will be
emphasised.

OBJECTIVES

On successful completion of this course students will be able to:

Page - 1



• Confidently approach and analyse the marketing problems facing the organisation.
• Evaluate past, present and potential future marketing situations and make informed

policy recommendations.
• Set goals, objectives and plan strategies and tactics to cope with competitive and

other changes to the market situations facing the firm.
• Be aware of the role marketing plays in organisations and appreciate the

cross-linkages involved.

TOPICS

Description Weighting (%)

1. Understanding Marketing Management (Modules 1-2) Module 1: Nature
of modern marketing and customer value focus Module 2: Strategic
marketing planning and implementation

20.00

2. Analyzing Marketing Opportunities (Modules 3-6) Module 3: Marketing
information and environmental Scanning Module 4: Buying behaviour

20.00

Module 5: Industry and competition analysis Module 6: Segmentation and
targeting

3. Developing Marketing Strategies (Modules 7-8) Module 7: Strategic
product positioning Module 8: Global marketing strategies

20.00

4. Making Marketing Decisions (Modules 9-10) Module 9: Product and
service: Design and management Module 10: Pricing: Design and
management

20.00

5. Managing and Delivering Marketing Programs (Modules 11-12) Module
11: Distribution: Design and management Module 12: Promotion: Design
and management

20.00

TEXT and MATERIALS required to be PURCHASED or ACCESSED:

Books can be ordered by fax or telephone. For costs and further details use the 'Book Search'
facility at http://bookshop.usq.edu.au by entering the author or title of the text.

Kotler, P 2002, Marketing Management, 11th edition, Prentice-Hall International Editions,
Upper Saddle River, New Jersey.

(If this text is unavailable, please purchase Kotler, P 2000, Marketing Management - The
Millennium Edition, 10th edition, Prentice-Hall International Editions, Upper Saddle River,
New Jersey)

Summers, J. & Smith, B. (eds) 2002, Communication Skills Handbook: How to Succeed
in Written and Oral Communication, 5th edition, John Wiley & Sons, Milton, Queensland.
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REFERENCE MATERIALS

Reference materials are materials that, if accessed by students, may improve their knowledge
and understanding of the material in the course and enrich their learning experience.

Moutinho, L., Goode, M. & Davies, F 1998, Quantitative Analysis in Marketing
Management, John Wiley & Sons, Chichester, England.

STUDENT WORKLOAD REQUIREMENTS

ACTIVITY HOURS

Assessment 35

Directed Study 80

Private Study 50

ASSESSMENT DETAILS

Description Marks Out of Wtg(%) Required Due Date

ASSIGNMENT 1 30.00 30.00 Y 16 Dec 2002

ASSIGNMENT 2 40.00 40.00 Y 27 Jan 2003

2 HOUR EXAMINATION 30.00 30.00 Y END S3
(see note )

NOTES:

. The examination is scheduled to be held in the end-of-semester examination period.
Students will be advised of the official examination date after the timetable has
been finalised.

OTHER REQUIREMENTS

1 To obtain a passing mark in this course students must normally obtain a passing
mark for the assignments in aggregate; and obtain a passing mark for the final
examination. Further information regarding assessment of the course may be found
in the Introductory Book.

2 The due date for an assignment is the date by which a student must dispatch the
assignment to the University, and is normally that defined in the relevant course
specification. The onus is on the student to provide, if requested, proof of date of
dispatch.

3 Students may apply for an assignment extension either by application through DEC
before the due date or by including application with the submitted assignment after
the due date. Such applications should be in writing and include supporting
documentary evidence. The authority for granting extensions rests with the relevant
Course Coordinator. The extension policy for this course tries to be fair to all
students who organise their work and family commitments to submit their
assignments by the due date, and those few students who cannot do so through
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unforeseen and uncontrollable circumstances. If an assignment is late, up to one
week's extension may be granted if a signed statement with supporting
documentation is sent with the assignment proving that an unforeseen and an
uncontrollable extenuating circumstance caused the delay, for example, unusual
and unpredictable work or family commitments. If this statement and documentation
does not show that unforeseen and uncontrollable extenuating circumstance were
present for the days claimed, then the normal reduction in marks for a late
assignment of 20 percent per day, will apply. Extensions beyond one week will
not be allowed unless express permission is obtained from the Course Leader before
the date that the assignment is due. Extensions beyond one week are extremely
rare because model answers may start to be distributed to students after one week.
The Course Leader shall consider all documentary evidence (including statement
from a doctor, employer, counsellor or independent member of the community as
appropriate) accompanying an application for extension and decide on the outcome.
In the case of an application for extension for medical reasons, the documentation
should include a statement from a doctor stating: - the date the medical condition
began or changed; - how the condition affected the student's ability to study; - when
it became apparent that the student could not submit the assignment. In the case if
an application for extension for family/personal reasons, the documentation should
include a statement from a doctor, counsellor or independent member of the
community stating: - the date the student's personal circumstances began or changed;
- how the circumstances affected the student's ability to complete the assignment;
- when it became apparent that the student could not complete the assignment. In
the case of an application for extension for employment- related reasons, the
documentation should include a statement from the student's employer stating: -
the date the student's employment began or the conditions of employment changed;
- how this prevents the student from completing the assignment

4 Students must retain a copy of all assignments, which must be provided if/when
required by the Course Leader.

5 Course weightings of topics should not be interpreted as applying to the number
of marks allocated to questions testing those topics in an examination paper.

6 Students must put the `word count' for their assignment on the front page of the
assignment. The word count is the number of words in the body of the assignment
report and does not include the title, executive summary, list of references or
appendices. To grade an assignment a marker does not need to read more words
than the word limit of the assignment.
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