
 

  

Credit Hours: 3   

Contact Hours: This is a 3-credit course, offered in accelerated format. This means that 16 weeks of material is 

covered in 8 weeks. The exact number of hours per week that you can expect to spend on each course will 

vary based upon the weekly coursework, as well as your study style and preferences. You should plan to 

spend 14-20 hours per week in each course reading material, interacting on the discussion boards, writing 

papers, completing projects, and doing research.  

Faculty Information: Faculty contact information and office hours can be found on the faculty profile page.  
 

COURSE DESCRIPTION AND OUTCOMES  

 

Course Description:  

This course examines the strategic management, implementation, and control of marketing programs within an 

organization. Students conduct analysis of the internal and external environment with respect to both the 

controllable and uncontrollable market variables. Students will apply the marketing mix to complex business 

decisions while maximizing reach to the target market.  

Course Overview:  

This class focuses on marketing planning and strategy development for organizations.  Marketing’s primary role 

in a company is determining, creating, communicating, and delivering value to customers.  It also embraces 

managing relationships with customers in manners that benefit an organization and its stakeholders.  Topics 

covered include market segmentation, new product research, development and selection, pricing, promotion, 

distribution channel analysis, promotional alternatives, and consumer behavior factors.  

Course Learning Outcomes:  

1. Explore the influence of internal and external environmental factors on marketing strategies.  

2. Analyze how competitor actions and changes in the industry impact an organization.  

3. Examine market segmentation, target marketing and value proposition through customer relationship 

management (CRM).  

4. Summarize product and brand management within an organization.  

5. Explain positioning, differentiation, and competitive advantage as it relates to the marketing mix and to 

solving complex business challenges.  

6. Identify and describe pricing and distribution strategies.  

7. Discuss key promotional aspects in managing advertising, personal selling, and public relations while 

most effectively continuing to reach the target market.  

 

  

MKG500: MARKETING MANAGEMENT  



PARTICIPATION & ATTENDANCE  

 
Prompt and consistent attendance in your online courses is essential for your success at CSU-Global Campus. 

Failure to verify your attendance within the first 7 days of this course may result in your withdrawal. If for some 

reason you would like to drop a course, please contact your advisor.    

  

Online classes have deadlines, assignments, and participation requirements just like on-campus classes. Budget 

your time carefully and keep an open line of communication with your instructor.  If you are having technical 

problems, problems with your assignments, or other problems that are impeding your progress, let your 

instructor know as soon as possible.  

 

COURSE MATERIALS  

 

Required:  

1. There is no textbook for this course.  However, the student handbook for the PharmaSim simulation will 

be used in lieu of a textbook. The handbook is provided as part of the registration for the simulation, 

which is required.  The instructor will provide students with the proper code.  

2. A collection of required journal articles is also required.    

  

NOTE: All non-textbook required readings and materials necessary to complete assignments, discussions, and/or 

supplemental or required exercises are provided within the course itself. Please read through each course module 

carefully.  

 

COURSE SCHEDULE  

 

Due Dates  

The Academic Week at CSU-Global begins on Monday and ends the following Sunday.  

• Discussion Boards:  The original post must be completed by Thursday at 11:59 p.m. MT and peer 

responses posted by Sunday at 11:59 p.m. MT. Late posts may not be awarded points.  

• Critical Thinking:  Assignments are due Sunday at 11:59 p.m. MT.  

 

WEEKLY READING AND ASSIGNMENT DETAILS  

 

Module 1  

Readings  

·   Student PharmaSim manual, pp. 13-47. 

 



· Almquist, E., Senior, J., & Bloch, N. (2016, September). The elements of value. Harvard Business Review, 

94(9), 46-92.   

·  Sweetwood, A. (2016, October 5). Four roles every marketing organization needs now. Harvard 

Business Review. Retrieved from https://hbr.org/2016/10/4-roles-every-marketing-

organizationneeds-now  

Course Supplements  

 ·  Marketing Strategy--An Overview, HPR 9-500-005  

·  Creating a marketing plan: An overview, excerpted from marketer’s toolkit: The ten strategies you 

need to succeed. (2006). Harvard Business School Press.  

  

Discussion (25 points) Critical Thinking (30 points)  

Over the course of the next several modules you will be developing specific portions of a marketing 

action plan for your Allround and related products.   

  

In this first assignment, you will develop the first components of a marketing action plan. In subsequent 

versions of this assignment, you will modify and/or add to your strategies, as you see fit, to embrace 

new information you may review and/or new responsibilities you may be given.   

  

In the assignment you will be able to watch the Lynda video: Writing the Strategy Section. A solid 

roadmap makes any marketing effort more successful. This course will help business professionals write 

and leverage great marketing plans. Learn how to assemble a team to create the plan, analyze an 

existing market, and break down the plan's components into focused sections. Author Drew Boyd also 

offers advice on how best to present and leverage the plan throughout an organization.  

  

Your first version of the action plan represents your initial basis for making your first live decision, which 

you will make next week. You should make that first live/actual decision based on the outcome of the 

three practice-round decisions. Complete the three practice rounds as if they were a market research 

project, as described in this module. Use the results to drive your decision for the Live Action, Decision 

#1 for the simulation.   

  

• Focus on three elements:   

  

1. Identify two to three objectives for your unit over the next eight decisions (each decision 

represents one year; add to them as time goes on).  

Establish related strategies and tactics for your initial objectives around product price, 

salesforce, and advertising budget.   

  

In the assignment, you will be able to watch the video Fill in Customer Need. Behind every 

successful product there is a clear strategic vision that takes both market and customer 

needs into account. Essentially, strategy is the set of choices a company makes in order to 

achieve its objectives. These choices include which products to develop, which market 

segments to focus on, how to differentiate, how to price, how to position, and more. 



Product leaders are the guardians of a company's strategy. While many people and teams 

can contribute to developing a strategy, product leaders need to articulate it and ensure 

that it's done in a way that is applicable for day-to-day decision-making. This course lays out 

how to develop an effective product strategy. Instructors Eldad Persky and Teg Grenager 

walk through a step-by-step process for creating a smart, thoughtful strategy, and explain 

how to build support for it. Plus, they go over how to maintain and implement your 

strategy.  

  

  

2. Identify your primary competitors and briefly explain these opinions.    

  

In the assignment you will be able to watch the video Communicate your Position. By 

compiling a competitive analysis, you gain insight into your competitors to identify your own 

advantage and edge in the marketplace. In this course, join marketing expert Deirdre 

Breakenridge as she explains how to conduct a competitive analysis for your business. In 

addition to explaining the value of a competitive analysis, Deirdre shares best practices for 

conducting research on your competition and discerning your own strengths and 

weaknesses. She also discusses how to analyze your competitor's strategies to inform your 

future goals. Finally, Deirdre shows you how to evaluate the outcome of your analysis.  

  

• Format your memo, as follows:  

  

MEMO                     DATE:  

TO: ME  

FROM: YOU  

SUBJECT: DEVELOPMENT OF MARKETING PLAN COMPONENTS  

  

Introduction  

Discussion  

Summary  

  

As noted in the lecture, consider class metrics for course grading as two initial objectives for 

consideration. Then, consider elements you are allowed to manipulate in the simulation around your 

first decisions as those that represent strategies and/or tactics, such as price, sales people, and ad 

budget. Keep the discussion general for now.  

  

 •  Your report should meet the following requirements:  

o Be one-and-a-half to two pages long  

o Cite a minimum of two peer-reviewed sources from the CSU-Global Library. Include these at the 

end of your memo on a Reference page as you would any a formal paper.   



o Format your entire paper according to the CSU-Global Guide to Writing & APA.  

Module 2  

Readings  

·  Dholakia, U. (2015, August). A quick guide to value-based pricing.  Harvard Business Review. 

Retrieved from https://hbr.org/2016/08/a-quick-guide-to-value-based-pricing  

·  Lynn, M. (2011). Segmenting and targeting your market: Strategies and limitations.  Cornell 

University, School of Commons; Schools of Hotel Administration Collection.  Retrieved from 

https://scholarship.sha.cornell.edu/cgi/viewcontent.cgi?article=1238&context=articles  

·  Simulation Overview, pp. 50-114 (you can skim these, perhaps using them as references after 

viewing one or both of the following videos (if you did not already do so in Module 1):  

o PharmaSim Introduction. (n.d.). Retrieved from 

https://www.youtube.com/watch?v=dh44mFlzVQ  

  

o Interacting with PharmaSim.mp4. (n.d.). Retrieved from 

https://www.youtube.com/watch?v=yMXr6QjLENo  

Course Supplements  

·  Gupta, S., Carter, E., & Avery, J. (June 2015). Competitive strategies, a Harvard Business School core 

reading. Harvard Business School Publishing.  

Discussion (25 points)  

Critical Thinking: Simulation Marketing Action Plan (40 points) Advance 

Live Play, Decision #1 for the PharmaSim Simulation:  

  

Again, each period in the simulation represents one year.  Too, projections or anticipated outcomes 

from current strategies are often stated in three- or five-year increments.  Based on the extent to which 

our strategies produced the expected outcome, changes in the macro environment, and changes in our 

company, we modify our strategies and our projections accordingly for the next planning period.  For 

your own benefit, articulate your assumptions around which you base your strategies for advancing your 

first live decision.  

  

Advance Decision for Period #1.  

  

After the current live year is submitted (Year 1) and you have reviewed your results, modify, as you 

determine necessary, your objectives/expected outcomes for the next three or five years, as outlined in 

the memo you submitted last week.  Remember, your “old” Year 2 becomes your new Year 1, the old 

Year 3 becomes Year 2, Year 4 becomes Year 3, and so on.  Always keep in mind their relationship to 

your target objectives for Year 9.  

  

You should repeat and chronical this thought process with each new decision as you go through the 

simulation; you will document the process in memo form in specific modules (3 and 5) for multiple 

periods.  Make sure your report briefly explains your premises for decisions used to advance Decision #1 

and modifications you intend to make to objectives going forward for subsequent years, as well as the 



strategies and tactics you are modifying and/or adding to achieve these objectives.  You will use the 

results from these and upcoming reports as the basis for completing your chosen Final Project option.  

Review the Final Project options for context in how these reports will apply and support that 

assignment.  

  

Your report should meet the following requirements:  

• Be one-and-a-half to two pages long  

• Cite a minimum of two peer-reviewed sources from the CSU-Global Library. Include 

them at the end of your memo on a Reference page as you would any a formal paper 

according to the CSU-Global Guide to Writing & APA Requirements.  

   

Module 3  

Readings  

·  Almgren, Khaled. (2014, July).  The four factors for targeting an attractive market.  International 

Journal of Humanities and Social Science, 4, 9(1). Retrieved from 

http://www.ijhssnet.com/journals/Vol_4_No_9_1_July_2014/9.pdf  

·  Dawar, N., & Baggan, C. (2015, June).  A better way to map brand strategy.  Harvard Business 

Review, 93(6), 90-97.  

Course Supplements  

·  Avery, J. (2016, July 31). Brand portfolio strategy and brand architecture.  Harvard Business 

Publications.   

· Dolan, R. (1998, December).  Teaching Notes:  Note on low-tech marketing math. Harvard Business 

School, 9-599-011.   

Discussion (25 points) Critical Thinking: Simulation Marketing Action 

Plan (60 points)  

  

This report will begin with a brief narrative of your outcomes for Decision #1 versus what actually 

happened. Then, using the format for your memo in Module 1, update your action plan for the 

simulation for the next three years.   

  

So, after the current year is over (Year 1), modify (based on outcomes for Year 1 as well as added 

decision-making responsibilities and capabilities) Years 2 and 3, and add new objectives, strategies, and 

tactics for Year 4. Briefly explain/justify the adjustment to objectives and tactics for the subject years 

going forward based on decision outcomes for Decision #1.  

  

In short then, your memo should briefly repeat your assumptions for Decision 1, the results that you saw 

for that period, how you are modifying your decisions going forward for Decision 2 and how that 

changes your projections for the subsequent 3 years, the results you achieved for Decision 2, and repeat 

the process for Period 3.  Your next memo will be due by the end of Module 5 and will cover Decisions 4, 

5, & 6.  

https://portal.csuglobal.edu/fileman/files/schoology/courses/global/documents/CSU-Global-Guide-to-Writing-and-APA-Requirements.pdf
https://portal.csuglobal.edu/fileman/files/schoology/courses/global/documents/CSU-Global-Guide-to-Writing-and-APA-Requirements.pdf


  

Your report should meet the following requirements:  

• Be one-and-a-half to two pages long  

• Cite a minimum of two peer-reviewed sources from the CSU-Global Library. Include 

them at the end of your memo on a Reference page as you would any a formal paper 

according to the CSU-Global Guide to Writing & APA Requirements.  

  

  

Advance Live Play, Decision 2.  

  

Evaluate your outcomes, modify your plans, and then run Decision #3 for the PharmaSim Simulation. 

You will discuss the results in the next report, due at the end of Module 5 for simulation Decisions 2, 3, 

and 4 (made in Module 4).  

  

Module 4  

Readings  

 ·  Complete review of Simulation Overview, pp.  50-114.  

· Bertini, M., & Wathieu, L. (2010, May). How to stop customers from fixating on price. Harvard Business 

Review, 88(5), 84-91.   

 ·  Dean, J. (1976). Pricing policies for new products. Harvard Business Review, 54(6), 141-153.   

· Shapiro, B., & Sherman, J.  (1985).  Cumberland Metal Industries:  Engineered Products Division, 1980.  

HBS No. 9-580-104.  Boston, MA: Harvard Business School Publishing.  

  

Discussion (25 points) Critical Thinking (125 points)  

Choose one of the following two assignments to complete this week. Do not do both assignments. 

Identify your assignment choice in the title of your submission.   

  

Option #1: Case Study on Cumberland Industries: Product & Pricing Strategy Development  

Read the Cumberland Metal Industries article in your required readings this week. This case study 

focuses on new-product development, pricing such products, and business and industry disruption as a 

consequence of such developments. Prepare responses to the following, regarding the case study:  

  

1. What is the market potential for this product (give a quantitative estimate)?  

2. What is your recommended price for the curled metal pads?  

3. Explain your introductory pricing strategy; support your figures. This is the key element of this 

assignment.  

4. Identify some germane factors that might affect Cumberland’s ability to realize the full market 

potential of this product.  

5. Provide an estimated product lifecycle model for the product.  

6. Based on the pricing strategy explain where the product will be positioned.   

  

https://portal.csuglobal.edu/fileman/files/schoology/courses/global/documents/CSU-Global-Guide-to-Writing-and-APA-Requirements.pdf


Your paper should meet the following requirements:  

  

● Keep in mind that the course supplement readings are not peer-reviewed and therefore not 

scholarly sources. HBR and peer-reviewed journal articles are scholarly.   

● Be six to seven pages in length and conform to the CSU-Global Guide to Writing & APA.  

● Include at least three peer-reviewed references in addition to the course materials. The 

CSUGlobal Library is a good place to find these references.   

● Include your calculations for determining you market size and suggested product price in an 

appendix at the end of your paper; this appendix does not count toward the page requirement.  

  

Option #2: Case Study on Cumberland Industries: Pricing & Promotion Strategy Development  

  

1. What is the market potential for this product (give a quantitative estimate)?  

2. What is your recommended price for the curled metal pads? Explain your introductory pricing 

strategy; support your figures. This is the key element of this assignment.  

3. Identify the market segments for this product. What primary promotional strategies would you 

recommend?  

4. What strategic relationships and/or partnerships might you enlist to “sell or promote” the 

product? Of these, who are likely to help you and why?  

5. If using a promotion that changes the price, explain how this will affect cost, pricing, and 

positioning or other marketing mix item.    

  

Your paper should meet the following requirements:  

  

● Keep in mind that the course supplement readings are not peer reviewed and therefore not 

scholarly sources. HBR and peer reviewed journal articles are scholarly.   

● Be six to seven pages long and conform to the CSU-Global Guide to Writing & APA. Include at 

least three peer-reviewed references in addition to the course materials. The CSU-Global Library 

is a good place to find these references.   

● Include your calculations for determining you market size and suggested product price in an 

appendix at the end of your paper; this appendix does not count toward the page requirement.  

  

SIMULATION REMINDER  

  

By the end of this this module, make sure you have advanced all decisions through Decision #4. Catch up 

on any late reports. Contact your instructor for help, if necessary.  

  

No report due this week. A cumulative report for Decisions 2, 3, and 4 with your intended strategies for 

Decision 5 and 6 will be due the end of Module 5.  



Module 5  

Readings  

 ·  Levitt, Theodore (2004, July-August). Marketing myopia. Harvard Business Review, 82(7/8), 138-149.  

·  de Swaan Arons, M., van den Driest, F., & Weed, K. (2014). The ultimate marketing machine. 

Harvard Business Review, 92(7/8), 54-63.   

Course Supplements  

 ·  Review: Marketing Strategy--An overview. HPR 9-500-005.  

 ·  Dolan, R. (1999). Integrated marketing communications. HBR Case Study.   

·  Teixeira, T. (2013). Digital marketing strategy; course overview note. Harvard Business School 

Publishing.   

Discussion (25 points) Critical Thinking: Simulation Marketing Action 

Plan (70 points)  

   

This memo picks up where your last one left off, at the end of Decisin 3.  Review your results of your 

most recent decision, Decision 4, and adjust your strategies and expectations accordingly.  Then, 

advance Decisions 5 and 6.   

  

Thereafter, update your action plan as you have done for previous Decisions and reflect them in this 

most recent report. This plan will build on what you have already submitted for Decisions 1 through 3, as 

well as include and explain Decisions 4, 5, and 6.  While you do not have to hand in a memo for 7, 8, & 9, 

the results of those periods and your logics in constructing strategies for those terms should show up in 

your Final Project along with the results and assumptions for periods 15.  

  

Your report should meet the following requirements:  

• Be one-and-a-half to two pages long  

• Cite a minimum of two peer-reviewed sources from the CSU-Global Library. Include 

these at the end of your memo on a Reference page as you would any a formal paper 

according to CSU-Global Guide to Writing & APA Requirements.  

  

  

Module 6  

Readings  

·  Avery, J., C. Dev, & O’Connor, P. (2017). Accor: Strengthening the brand with digital marketing. HBS 

No. 9-315-138. Boston, MA: Harvard Business School Publishing.  

 ·  Bell, D. (1994, July). Note on retail economics. Harvard Business Review.  

· Eldeman, D. & Singer, M (2015). Competing on customer journeys. Harvard Business Review, 93(11), 

88-87.  

·  Narayandas, D., & Swartz, G. (2005). KONE: The MonoSpace launch in Germany. HBS No. 9-501-070. 

Boston, MA: Harvard Business School Publishing.  

https://portal.csuglobal.edu/fileman/files/schoology/courses/global/documents/CSU-Global-Guide-to-Writing-and-APA-Requirements.pdf
https://portal.csuglobal.edu/fileman/files/schoology/courses/global/documents/CSU-Global-Guide-to-Writing-and-APA-Requirements.pdf


· Reinartz, W. (2016, March 10). In the future of retail, we’re never not shopping. Harvard Business 
Review. Retrieved from https://hbr.org/2016/03/in-the-future-of-retail-were-never-not-shopping   

Discussion (25 points) Critical Thinking (125 points)  

Choose one of the following two assignments to complete this week. Do not do both assignments. 

Identify your assignment choice in the title of your submission.   

  

Option #1: Case Study: The MonoSpace Launch in Germany  

  

• KONE, a Finish elevator manufacturer and service company, has developed a new product, 

MonoSpace, that it is targeted directly at Europe’s largest new equipment market segment: 

lowrise residential elevators. Its project leader, Raimo Hatala, needs to develop a marketing 

strategy for the product’s introduction into the German market. Before doing so, however, he 

must set a price for the MonoSpace. This includes comparing it with prices of existing products 

See bottom of case document, on p. 4: Narayandas, D., & Swartz, G. (2005). KONE: The 

monoSpace launch in Germany. HBS No. 9-501-070. Boston, MA: Harvard Business School 

Publishing.  

  

  

Prepare an initial pricing strategy that accomplishes the following:  

  

• Price a low-rise, four-floor elevator and clearly articulate your positioning strategy for the 

product relative to the current product line (PH, PT, PU, or PS). Show calculations in an appendix 

for how you determined your price.   

• Show in tabular form how this price compares to competitors.  

• From these comparisons, present a positioning strategy for MonoSpace, including a positioning 

map.  

• Propose a marketing and sales effort. Consider anticipated sales and explain associated amounts 

you plan to spend. In this section, consider and address the following items and questions:  

1. Describe the importance for KONE of this product’s launch and the implications of 

the success/failure of the launch for the company, as well as the potential impacts 

for the industry.  

2. How does the price and performance of MonoSpace fit relative to KONE’s current 

product-lines and those of its competitors?   

3. What can be learned from the test market and market launches in the other three 

countries? How does the German market differ from the other markets?   

4. How might competitors react to this product launch? Can you manage these 

reactions?  

5. Does KONE have identifiable weaknesses in its current capabilities that it will need to 

manage in order to ensure the success of the product launch?  

  

Your paper should meet the following requirements:  

  



● Keep in mind that the course supplement readings are not peer reviewed and therefore not 

scholarly sources. HBR and peer reviewed journal articles are scholarly.   

● Your paper should be six to seven pages long and conform to the CSU-Global Guide to Writing & 

APA. Include at least three peer-reviewed references in addition to the course textbook. The 

CSU-Global Library is a good place to find these references.   

● Include your calculations for determining you market size and suggested product price in an 

appendix at the end of your paper; this appendix does not count toward the page requirement.  

  

Option #2: Case Study:  Accor Hotels and the Digital Transformation   

  

In the digital age of internet search, it is imperative that firms understand not only the consumer search 

and decision process, but also the many technological and platform options that exist for customers and 

potential customers.  This is especially true in the hospitality industry, whether it be the high-end or 

lower-end market.  This case study considers whether Accor, a leading global hotel operator with a 

portfolio of 14 hospitality brands in 92 countries, should utilize the services of Room Key, a digital 

reservation service which could represent another effective distribution channel for Accor.  Your task is 

to evaluate this option for Accor and decide whether or not to utilize Room Key.  

  

In your paper, address the following issues and questions:  

  

1. Identify the steps the typical customer goes through to identify, evaluate, and select a 

hotel?  What type of information do they look for and what sources do they use? How 

does Room Key help consumers when planning travel? What kind of digital and 

nondigital media do believe is most effective in reaching customers?  What is Accor’s 

relationship with the OTA’s and how valuable, or not, is this relationship?  

2. Consider customers’ motivations when sharing content and come up with strategies 

that can motivate customers to share their experiences.  What would you do to improve 

the presence of the hotel across social media?   

3. Should Accor partner with Room Key?  Why/why not?  How can Accor use digital to 

make consumers consider Accor as their first stop and their first choice-when traveling?  

4. What organizational changes would you suggest need to be made to deal with 

challenges brought about by digital disruption?   What new roles/tasks would be 

required to monitor and manage content?  How would you design the organization to 

handle those roles/tasks?  

  

Your paper should meet the following requirements:  

  

● Keep in mind that the course supplement readings are not peer-reviewed and therefore not 

scholarly sources. HBR and peer-reviewed journal articles are scholarly.   

● Your paper should be six to seven pages in length and conform to the CSU-Global Guide to 

Writing and APA. Include at least three peer-reviewed references in addition to the course 

materials. The CSU-Global Library is a good place to find these references.   



● Include your calculations for determining you market size and suggested product price in an 

appendix at the end of your paper; this appendix does not count toward the page requirement.  

  

  

SIMULATION REMINDER  

  

Advance Live Play, Decision #7 for the PharmaSim Simulation.  

  

Module 7  

Readings  

· Bendle, N., & Bagga, C. (2016, Spring). The metrics that marketers muddle. Sloan Business Review, 

57(3), 73-82.   

·  Magids, S., Zorfas, A., & Leemon, D. (2015). The new science of customer emotions. Harvard 

Business Review,93(11), 66-68.   

·  Morey, T, Forbath, T., & Schoop, A. (2015). Customer data designing for transparency and trust. 

Harvard Business Review, 93(11), 66-80.  

·  Ofek, E. (2016, November). Customer profitability and lifetime value. Harvard Business School, 9503-

019.   

 ·  Shah, D., & Kumar, V. (2012). The dark side of cross-selling. Harvard Business Review, 30(12), 21-33.   

Course Supplements  

·  Popky, L. (2015, July 14). Identify the marketing metrics that actually matter. Harvard Business 

Review.   

·  Stanko, M., & Fleming, M. (2014). Marketing metrics: Notes for marketing managers, W24327. Ivey 

Publishing.  

Discussion (25 points) Simulation Reminder (0 points)  

Advance Live Play, Decision 8 and 9 this week.   

There is no written report this week. Instead, include the results and discussions for Decisions 7, 8, and 

9, along with what you have prepared so far in the other simulation reports, as a complementary 

component of your overall, comprehensive Final Project.  

Module 8  

Readings  

· Pfitzer, M., Bockstette, V., & Stamp, M. (2013, September). Innovating for shared value. Harvard 

Business Review, 91(9), 100-107.  

Course Supplements  

·  Skarzynski, P., & Gibson, R. (2008). Creating the preconditions for innovation. Harvard 

Business Press.  

Discussion (25 points) Portfolio Project (350 points)  

Choose one of the following two assignments to complete this week. Do not do both assignments. 

Identify your assignment choice in the title of your submission.   



  

OPTION #1: New Job Interview   

  

You are interviewing for a job opening as executive vice president of marketing for Best Brand Boots, a 

company that develops, distributes, and sells custom cowboy boots. The pay is 20% higher than what 

you make now, and the responsibilities and longer-term potential are greater than those at your present 

position. The firm has eight company-owned retail outlets in the Southwest and sells through three 

major retailers that collectively have 122 stores in outlets that stretch from Idaho, Montana, and North 

Dakota to Louisiana, Texas, New Mexico, and Arizona. The company has asked you to prepare a slide 

presentation for an interview at its headquarters in Phoenix.  

  

Though the product is different than an OTC drug, you are comfortable that your knowledge of supply 

and retail channels, sales force management, new-product launches, and market research in general you 

dealt with at Allround will apply to this new position.  

  

The human resources director at the company has told you an interview panel would like you to present 

a slide presentation (you may use PowerPoint or another program you are familiar with) that would 

address the following:   

  

• A clear description of your position(s) and responsibilities during your eight years at Allround. 

What were your initial responsibilities and how did they change over time?  

• An overview of the major products you dealt with at Allround, including new ones that were 

introduced. How many new products were introduced while you were there and what were 

they?   

• How did you strategically modify the 4 Ps collectively to promote existing and new products? 

What worked best/what didn’t?  

• What fundamental marketing theories and/or principals applied to your product and 

promotional campaigns for that/those product(s). Which of these theories and marketing 

principles would apply to Best Brand Boots?   

• Describe your overall performance in your position at Allround? What have been your primary 

metrics for your own performance evaluation?  

• What are the primary reasons Best Brand Boots should hire you as their EVP of marketing? How 

do your experience and skills apply to a product like ours?  

  

Past experience suggests the following as a guideline for allocating space in the report:  

o Job description and responsibilities: 1 to 2 slides o Products dealt with: 1 slide  

o Application of 4 Ps and marketing theories in constructing strategies: 2 to 3 slides o 

Market information was most useful in decision-making and why: 2 to 4 slides o Your 

overall evaluation of your tenure at Allround, including major successes and primary 

metrics for performance: 1 to 2 slides.  

o What you might have done differently: 1 slide  

o The overlap between the two positions and why BBB should hire you: 1 to 3 slides o 

Exhibits as needed  



  

Part 2: Simulation Reflection (This is worth 150 of 350 points total)  

Use your performance in the simulation to justify your promotion/hiring. Explain your nine years of 

accomplishments and experience, your understanding of marketing's 4 Ps and marketing theory and 

how they apply to your new position (either the promotion or new job with new company). Grades will 

be calculated based on results through Decision #9.  

  

Total Requirements: • 15 to 20 slides in the body of 

the presentation.  

• Application of marketing models, theory, terminology, and concepts throughout the plan  

• A minimum of six references, in addition to the textbook and assigned readings. Include at least 

three peer-reviewed articles. The CSU-Global Library is a good place to search for credible, 

scholarly sources.  

• Meet all requirements defined in the Portfolio Project rubric, formatted according to the 

CSUGlobal Guide to Writing & APA. See the example in the assignment.  

• See sample PowerPoint as example.  

  

Note: If you do not have access to a microphone, you may write out your narration as a script and 

submit as an accompanying Microsoft Word document or find an alternative way of presenting the 

narration, depending on the program. PowerPoint, for instance, has the option to add notes at the 

bottom of each slide. Be sure to clearly designate which slide the narration accompanies.  

  

OPTION #2: PharmaSim Comprehensive Assessment   

  

You have accepted a position with a different company as its executive vice president of marketing. Your 

current supervisor has asked you to give a presentation to the primary corporate officers and your 

replacement before you leave. Please take the position of the head of the marketing management team 

handing off to your successor(s). They would like a slide presentation of up to 15 slides long.  

  

Your successors do not care about your financial results. They want to know “why what happened, 

happened,” and “why you did what you did.” The goal is for you to provide insights into how the market 

works and your decision-making that followed from that. Some of the best strategy reports come from 

groups that did relatively poorly in financial terms; however, those groups worked to understand the 

reasons driving their financial performance.  

  

Past experience suggests the following as a guideline for allocating space in the report:  

o First strategy (periods 1 through 3): 1 to 2 slides o 

Second strategy (periods 4 through 7): 1 to 2 slides o Third 
strategy (periods 8 and 9): 1 to 2 slides  



o What market information was useful and why: 3 to 4 

slides o Key takeaways; overall learnings: 3 to 4 slides (most 

important) o Exhibits as needed.  

  

Part 2: Simulation Reflection (worth 150 of total 350 points)  

Use your performance in the simulation to justify your promotion/hiring. Explain your nine years of 

accomplishments and experience, your understanding of marketing's 4 Ps and marketing theory, and 

how they apply to your new position (either the promotion or new job with new company). Grades will 

be calculated based on results through Decision #9.  

  

Total Requirements:  

• 15 to 20 slides (you may use PowerPoint or another slide program) in the body of the 

presentation.  

• Application of marketing models, theory, terminology, and concepts throughout the plan.  

• A minimum of six references, in addition to the textbook and assigned readings. Include at least 

three peer-reviewed articles. The CSU-Global Library is a good place to search for credible, 

scholarly sources.  

• Meet all requirements defined in the Portfolio Project Rubric.  

• Format your submission according to CSU-Global Guide to Writing & APA. See the example in 

the assignment.  

• See sample PowerPoint as example.  

  

Note: If you do not have access to a microphone, you may write out your narration as a script and 

submit as an accompanying Word document or find an alternative way of presenting the narration, 

depending on the program. PowerPoint, for instance, has the option to add notes at the bottom of each 

slide. Be sure to clearly designate which slide the narration accompanies.  

  

  

  

  
  

  

  

  

  

  

  

 

COURSE POLICIES  

 



   

  

  

Course Grading  

  

20% Discussion Participation  

45% Critical Thinking Assignments   

35% Final Portfolio Project  

  

  

IN-CLASSROOM POLICIES  

 

For information on late work and incomplete grade policies, please refer to our In-Classroom Student Policies 

and Guidelines or the Academic Catalog for comprehensive documentation of CSU-Global institutional policies.  

Academic Integrity  

Students must assume responsibility for maintaining honesty in all work submitted for credit and in any other 

work designated by the instructor of the course. Academic dishonesty includes cheating, fabrication, facilitating 

academic dishonesty, plagiarism, reusing /repurposing your own work (see CSU-Global Guide to Writing & APA 

for percentage of repurposed work that can be used in an assignment), unauthorized possession of academic 

materials, and unauthorized collaboration. The CSU-Global Library provides information on how students can 

avoid plagiarism by understanding what it is and how to use the Library and internet resources.  

  

Citing Sources with APA Style  

All students are expected to follow the CSU-Global Guide to Writing & APA when citing in APA (based on the 

most recent APA style manual) for all assignments. A link to this guide should also be provided within most 

assignment descriptions in your course.  

  

Disability Services Statement  

CSU-Global is committed to providing reasonable accommodations for all persons with disabilities. Any student 

with a documented disability requesting academic accommodations should contact the Disability Resource 

Coordinator at 720-279-0650 and/or email ada@CSUGlobal.edu for additional information to coordinate 

reasonable accommodations for students with documented disabilities.   

  

Netiquette  

Respect the diversity of opinions among the instructor and classmates and engage with them in a courteous, 

respectful, and professional manner. All posts and classroom communication must be conducted in accordance 

with the student code of conduct. Think before you push the Send button. Did you say just what you meant? 

How will the person on the other end read the words?   

  

Grading Scale  

 A  95.0 – 100  

 A-  90.0 – 94.9  

 B+  86.7 – 89.9  

 B  83.3 – 86.6  

 B-  80.0 – 83.2  

 C+  75.0 – 79.9  

 C  70.0 – 74.9  

 D  60.0 – 69.9  

 F  59.9 or below  

http://portal.csuglobal.edu/document/ACPOLICIES
http://portal.csuglobal.edu/document/ACPOLICIES
http://portal.csuglobal.edu/document/ACPOLICIES
http://portal.csuglobal.edu/document/ACPOLICIES


Maintain an environment free of harassment, stalking, threats, abuse, insults, or humiliation toward the 

instructor and classmates. This includes, but is not limited to, demeaning written or oral comments of an ethnic, 

religious, age, disability, sexist (or sexual orientation), or racist nature; and the unwanted sexual advances or 

intimidations by email, or on discussion boards and other postings within or connected to the online classroom.   

If you have concerns about something that has been said, please let your instructor know.  


