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FLORIDA GULF COAST UNIVERSITY 
LUTGERT COLLEGE OF BUSINESS 

DEPARTMENT OF MARKETING 
Fall 2012 

 
MAR 6807 (CRN: 80124) 
Wednesday: 6:30 – 9:15 p.m. 
Room 1202, Lutgert Hall 
Dr. Stuart Van Auken 
 

ADVANCED MARKET ANALYSIS AND STRATEGY 
COURSE SYLLABUS 

 
 
I. COURSE DESCRIPTION 

Prerequisite:  MAR 6815.  Managing in a constantly changing business environment is an essential requirement for 
business success in the 21st century.  Wide variations in customer needs and intense competition require market-
driven business and marketing strategies for competitive advantage.  The objective is offering superior customer 
value through differentiated products and/or lower costs.  We shall examine market sensing and marketing 
management decisions in the course.  You will have an opportunity to develop marketing strategy analysis, 
planning, and control capabilities by studying and applying marketing concepts and methods, class discussion, and 
case analysis of U.S. and international companies. 
 

II. COURSE OBJECTIVES 

This three-hour credit course has a number of objectives.  Not only is it concerned with the development of 
concepts, theories, and strategies, it is also concerned with the development of essential skills.  Through this 
course, one will further develop critical thinking, diagnostic and problem-solving, team-building, analytical, and 
written and oral communication skills.  Employers are increasingly placing an emphasis on essential skills and 
through this course these skills will be sharpened and one’s confidence enhanced.  Lectures also offer the 
opportunity to supplement text material and to add additional theoretical perspectives.  Further, upon completion of 
this course, students should be able to: 

• Understand the business environment 
• Be effective problem solvers 
• Have interdisciplinary business knowledge 
 

III. REQUIRED TEXT 
 
Strategic Marketing by David W. Cravens and Nigel F. Piercy, 9th edition, 2009, McGraw-Hill/Irwin 
 

IV. COURSE METHOD 

The course reflects the usage of an integrated pedagogical framework consisting of the text, lectures, handouts on 
ANGEL, and cases (both text and video).  Follow these procedures to access the materials on ANGEL: 
 

1. Go to http://elearning.fgcu.edu.  This is the ANGEL home page. 
2. Log in using your FGCU Eagle e-mail username (example:  “jnstuden” NOT jnstuden@fgcu.edu) and 

password. 
3. This takes you to a personalized page, which lists all ANGEL courses for which you are registered. 
4. Click on one of the course links.  This will take you to a page showing the content for that course. 

 
Note: Our class meetings will not be a review of text material.  Lectures are designed to supplement the text and 

time will be allocated for the presentation and discussion of cases and other germane material. 
 

V. COURSE REQUIREMENTS 

There are eight noncomprehensive cases that will be discussed in class.  Four of these will be written by each 
student team.  Additionally, a comprehensive case will be assigned for written analysis and recommendations.  
This will involve a full team effort and will serve as a surrogate for the final examination.  Class attendance and 
active participation in class discussion are course requirements.   
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The following means of assessment portray the weightings assigned to grade components: 
 
     Class participation and presentations 24% 
     Mini exams (4) 24% 
     Case write-ups (4) 24% 
     Final case presentation and write-up 28% 
 100% 
 
All team efforts will involve a peer evaluation. 
 
Note: A plus-and-minus grading system will be followed in the presentation of final grades. 
 
Case Analysis and Preparation 

A case presents an actual strategy situation.  The case provides a scenario for use in strategy diagnosis and 
strategy choice.  Cases serve four important teaching/learning aims: 

 
1. They offer you an opportunity to diagnose an organization’s business and marketing strategies.  You then 

develop strategy recommendations. 

2. Each case offers an interesting marketplace situation for learning and applying the strategy concepts and 
decision-making processes covered in the course. 

3. Class discussion of the case will help you to improve your analysis skills in preparing and presenting 
management briefings. 

4. Preparation of the written analysis for the final hand-in case will help you develop your writing skills. 

Below is a suggested outline for preparing the final hand-in case (refer to class discussion of case analysis for 
additional details and suggestions). 
 

 Presentation of the primary problem with accompanying rationale 
 Presentation of secondary problems 
 Development of recommended solutions to primary and secondary problems, including implementation 

guidelines 
 
Cases for Course Discussion 

The eight noncomprehensive cases have been assigned numbers, which are in parentheses.  The even-numbered 
cases will be written up by student teams with even team numbers Therefore, it follows that the odd-numbered 
cases will be written up by student teams with odd team numbers.  The write-ups should not exceed two double-
spaced, typed pages using a 12-point font.  These write-ups should contain a primary problem definition as well as 
the evaluation of secondary problems.  The presentation of recommended solutions is also critical.  Naturally, 
students not presenting write-ups will be responsible for case analyses and are expected to participate in case 
discussions.  For the final comprehensive case, student teams will be paired together for case analysis and 
presentation. 

 
VI. INSTRUCTOR INFORMATION 

 
Name: Dr. Stuart Van Auken 
 Position: Alico Chair in Marketing 
 Office:  Lutgert Hall, Room 3308 
 Phone:  239-590-7382 
 E-mail:  svanauke@fgcu.edu 
 
Office Hours: Wednesdays: 3:30 p.m. - 6:00 p.m., other times by appointment 
  

VII. Academic Behavior Standards and Academic Dishonesty 

All students are expected to demonstrate honesty in their academic pursuits.  The university policies regarding 
issues of honesty can be found in the FGCU Student Guidebook under the Student Code of Conduct and 
Policies and Procedures sections.  All students are expected to study this document which outlines their 
responsibilities and consequences for violations of the policy.  The FGCU Student Guidebook is available online at 
http://studentservices.fgcu.edu/judicialaffairs/new.html 
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VIII. Disability Accommodations Services 

Florida Gulf Coast University, in accordance with the Americans with Disabilities Act and the university’s guiding 
principles, will provide classroom and academic accommodations to students with documented disabilities.  If you 
need to request an accommodation in this class due to a disability, or you suspect that your academic performance 
is affected by a disability, please contact the Office of Adaptive Services.  The Office of Adaptive Services is 
located in Howard Hall 137.  The phone number is 239-590-7956 or TTY 239-590-7930 

 
IX.  Student Observance of Religious Holidays  

For insight into FGCU general Counsel Policies, please go to the following web location:  
http://www.fgcu.edu/generalcounsel/policies-view.asp 

 
X. CLASS MEETINGS 
 

1. Orientation 

Marketing Strategy and Planning 
a.  Functional integration and marketing reengineering 
b.  Strategic market planning – the 1980s 
 
Chapter 1 
Class handouts (ANGEL) 
Discuss Trap-Ease America Case (classroom distribution - ANGEL) 
 
Learning Objectives:  Recognize the relationship between TQM and the marketing concept.  Explain the role 
of market sensing and forecasting in driving organizational functions.  Develop the concept of 
suboptimization as applied to organizational parts.  Explain a systems perspective, which entails the pulling 
of all parts toward consumer satisfaction goals and resulting profitability. 

 
2. Marketing Strategy and Planning:  Strategic Market Thinking – The 1990s and 2000 + (Leveraging 

Core Competencies, Relationship Marketing, and Resource-Advantage Theory)  
Chapter 7 
Class handouts (ANGEL)  
Discuss Practice Case: Reebok International Ltd. Case (classroom distribution - ANGEL) 
 
Learning Objectives:  Recognize core competencies as a means of achieving marketing objectives.  Develop 
vertical and horizontal relationships as key factors in bolstering organizational strengths.  Explain resource-
advantage theory with its emphases on technology, processes, competencies, and value. Describe a key 
approach for achieving competitive advantage. 

 
3. Ultimate Consumer and Industrial Decision Modeling 

Class handouts (ANGEL) 
 Discuss Mead Johnson:  Metrecal Case (classroom distribution - ANGEL)  

Discuss Loctite Corporation Case (classroom distribution - ANGEL) 
 
 Learning Objectives:  Identify the strategic implications of consumer behavior modeling.  Explain the role of 

the organizational buying center in understanding integrated thinking and team applications in industrial 
decision-making. 

 
4. Marketing Situation Analysis – Analyzing Markets and Competition 

Chapter 2 
Class handouts (ANGEL)  
Discuss Practice Case:  TenderCare Disposable Diapers (classroom distribution - ANGEL) 

 Mini Exam (15 minutes) 

Learning Objectives:  Analyze markets and competition using financial and economic concepts, among other 
considerations. 
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5. Marketing Situation Analysis – Market Segmentation 
Chapter 3 
Class handouts (ANGEL)  
Discuss Iridium Case (1) (classroom distribution - ANGEL) 

  
Learning Objectives:  Evaluate segments using financial criteria and economic size considerations.  Describe 
alternative segmentation bases. 
 

6. Marketing Situation Analysis – Continuous Learning About Markets 
Chapter 5 
Class handouts (ANGEL)  
Discuss Yoplait Case (2) (classroom distribution - ANGEL) 

 
Learning Objectives:  Assess the relationship of market information to organizational parts and develop 
information system theory.  Describe the balanced scorecard. 

 
7. Sales Response, Budgetary Decisions, and Relative Value Assessments of Marketing Mix Variables 

Class handouts (ANGEL)  
 
Designing Marketing Strategy – Market Targeting and Positioning 
Chapter 6 
Class handouts (ANGEL)  
Discuss Starbucks Case (3) (classroom distribution - ANGEL) 

 Mini Exam (15 minutes) 

Learning Objectives:  Develop resource allocation theory based on marginal sales response.  Explain 
economic and multivariate concepts. 

 
8. Designing Marketing Strategy – Planning for New Products 

Chapter 8 
Class handouts (ANGEL)  
Discuss Sealed Air Case (4) (classroom distribution - ANGEL) 

 
Learning Objectives:  Develop cross-functional team concepts in the context of new product development.  
Explain financial assessments, as well as the role of creativity and problem detection analysis in the 
development of new product ideas. 

 
9. Marketing Program Development – Product Branding and Customer Service Strategies 

Chapter 9 
Class handouts (ANGEL)  
Discuss McDonald’s Case (5) (classroom distribution - ANGEL)  

  
 Learning Objectives:  Describe the role of all organizational parts in developing brand equity.  Explain 

internal service operations in the creation of customer satisfaction.  Develop “moments of truth” and the 
service triangle. 

 
10. Marketing Program Development – Distribution Strategy 

Chapter 10 
Class handouts (ANGEL)  
Discuss Pfizer, Inc., Animal Health Care Products (B) Case (6) (classroom distribution - ANGEL) 

 Mini Exam (15 minutes) 

Learning Objectives:  Explain the role of internal distribution operations in the context of significant cost 
reductions.  Develop the economic impact of category killers, as well as the infamous “middle” position. 
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11. Marketing Program Development – Pricing Strategy 
Chapter 11 

 Class handouts (ANGEL)  
 
Marketing Program Development – Promotion, Advertising, and Sales Promotion Strategies 
Chapter 12 

 Class handouts (ANGEL)  
Discuss Calloway Case (7) (classroom distribution - ANGEL) 

 
 Learning Objectives:  Discuss the role of operational efficiencies in developing pricing strategy, as well as 

financial and economic considerations, including value perceptions and competitor analyses.  Develop the 
communication process, as well as the implications of promotional strategies. 

 
12. Marketing Program Development – Sales Force and Direct Marketing Strategies 

Chapter 13 
Class handouts (ANGEL)  
Discuss Dell Case (8) (4-3, in text) 

 
Learning Objectives:  Assess the role of human resource management in motivating a sales force, as well as 
financial incentives.  Develop electronic marketing using new technologies for reaching consumers and 
explain interactive home shopping. 

 
13. Global Marketing 
 Class handouts (ANGEL)  

Within-team discussion of Cowgirl Chocolates Case (6-16, in text) 

 Mini Exam (15 minutes) 

Learning Objectives:  Develop Japanese strategies and the major issues associated with global marketing. 
 
14. Optional Mini-Exam 
 Continuation of within-team discussion of Cowgirl Chocolates Case 
 
15.   Teams to Present Cowgirl Chocolates Case 
    


