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Florida Gulf Coast University 

Lutgert College of Business 

Executive MBA Program 

MAR 6807E Advanced Market Analysis and Strategy - CRN 82380 

Fall 2013 - Course Syllabus 

 
Subject to change as deemed necessary and appropriate by the course instructor 

 
Course Information 

 Credit:  3 
 Course Mode: On Campus 
 Meets:  Fridays (8/16, 8/30, 9/13, 9/27, 10/11, 10/25, 11/8, 11/22)  

      Final Exam – Dec 6 
     1:00 – 5:00  LH 2208 
 Instructor:  Michael W. Kennedy, MBA 

Visiting Instructor 
 Email:   mwkennedy@fgcu.edu 

 Office Hours:  Mondays and Wednesdays 11:00 – 12:00 and by  
    appointment 
 Office:   Library, 450 

 Phone:  590-1877 
 

LCOB Vision: 
The Lutgert College of Business will be nationally renowned in providing students with 
the education and capabilities to take leading roles in a diverse and global environment.  

 

LCOB Mission: 

The Lutgert College of Business educates students from Southwest Florida and beyond to 
address local and global business challenges. We are dedicated to student learning, 
scholarship, service, and community relationships that foster entrepreneurship and 

economic growth. 
 

Catalog Course Description: 
Advanced concepts and analysis with a strategic focus on developing marketing plans 
and programs for business and non-business opportunities while emphasizing applied 

marketing theories, technological tools and decision-making processes. 
 

Course Overview: 

This three-credit-hour 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.  Upon completion of this course, students should be able to: 
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 Discuss marketing strategy including the marketing concept and a market 

orientation, as well as strategic market planning. 

 Explain consumer behavior modeling for both ultimate consumers and B-to-B 
markets. 

 Conduct a market situational analysis (e.g., analyze competitors and segment 
markets). 

 Demonstrate an understanding of market analytics, including sales response and 
the relative value of marketing mix components. 

 Design a market strategy (e.g., develop new products, as well as targeting and 
positioning). 

 Develop marketing programs, including brand and service strategies, as well as 
marketing mix refinements. 

 Explain global marketing strategies. 
 

Additionally, the course addresses several EMBA goals.  Upon completion of the course, 
students should be able to: 
 

 Understand the business environment 

 Be effective problem solvers 

 Have interdisciplinary business knowledge 
 

Text and Materials: 
Cravens, David W. and Piercy, Nigel F., Strategic Marketing, 9th Edition, McGraw 

Hill/Irwin, Boston, 2009. 
 
Berry, Leonard L., Discovering the Soul of Service, The Free Press, New York, NY, 

1999. 
 

Bio for Michael W. Kennedy, MBA  

Michael Kennedy has been involved in the field of marketing for more than 25 years.  
Originally from Utica, NY, where he worked in sales and marketing in the medical 

industry, he relocated to Naples in 1985.   
 

In Naples, he served as Director of Marketing for an international sales and marketing 
firm, Mr. Kennedy was responsible for all marketing, public relations and advertising 
functions for the firm and its two subsidiaries, as well as managing all product 

production, fulfillment, personnel and sales duties after being promoted to General 
Manager and ultimately Vice President. During this period he was responsible for 

successful product introductions in 27 countries and throughout the U.S., development of 
more than 20 new niche markets both domestically and abroad, and provided products to 
many Fortune 500 companies, major U.S. retailers and international distribution 

companies.  
 

He formed his own marketing firm, Michael Kennedy & Associates, in 2001 (now MKA 
Marketing) specializing in niche marketing for national, international and local firms.  
MKA Marketing continues to provide a variety of services including market research and 
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analysis, graphic design, media relations, website development and other strategic and 
marketing related functions. Clients include healthcare, construction, hospitality and 

industrial firms.  
 

Mr. Kennedy is also currently a Visiting Instructor at Florida Gulf Coast University’s 
College of Arts and Sciences, teaching senior level public relations courses including 
Public Relations Strategy, Nonprofit Public Relations and Public Relations Campaigns.  

 
A former member of the Executive Board of Directors at the Bonita Springs Area 

Chamber of Commerce and the Chamber’s Economic Development Committee, he 
currently serves on the Board of Directors for both the CREW Land and Water Trust in 
Estero the Quest Educational Foundation in Naples.  

 
He holds an associate degree in Radio and Television Production from Herkimer County 

Community College, a bachelor degree in Public Relations and Journalism from Utica 
College of Syracuse University and a master degree in Business Administration from 
Florida Gulf Coast University (EMBA Class of 2003).  

 

Contact: 

My work requires me to be in other classes or off-campus, thus I may not be in my office 
(Library, Room 450) except during my posted office hours. The best way to contact me is 
through my FGCU email at mwkennedy@fgcu.edu. Please do not contact me via 

Canvas email. Please do not wait until the last minute to send me your questions. While I 
try to respond within 24 hours, there are times when I may not be able to do so. If you 

need my immediate attention, please contact Jennifer Hernandez (239-590-7308) and she 
will track me down. 
 

Student Learning Outcomes: 
The Lutgert College of Business has established Learning Goals and Learning Objectives 

for all graduates of its undergraduate programs. The EMBA Learning Goals and 
Learning Objectives are listed below. 
EMBA 

Learning Goals  

EMBA Learning Outcomes  MAR6807E Learning 

Outcomes 

Assessment 

Technological 
proficiency 

Graduates will be able to use 
technology to facilitate life-long 
learning, to enhance leadership 
development and to add value to 
stakeholders, customers, and 
employers. 

Data analysis through 
SPSS (Statistical 
Packages for the Social 
Sciences) of service 
quality and other 
variables. 

Term project 

Communication 
skills 

In their leadership positions, 
graduates will be able to give and 
exchange information within 
meaningful contexts and with 
appropriate delivery and 
interpersonal skills. 

Convey orally and in 
writing marketing 
strategy, market 
planning and analytics. 

Class 
discussions; 
Case write 
ups; 
Presentations 

Teamwork and 
interpersonal 
skills 

Graduates will be able to work 
with others in diverse and cross-
functional environments and to 

Demonstrate 
interpersonal skills in a 
team. 

Team-study 
cases; Team 
projects 
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lead as the need arises. 
Systems 
orientation 

Graduates will understand the 
interrelated nature of the various 
functional areas of organizations 
and the information needs and 
flows of organizations. 
 
They will also be able to lead and 
to adapt to changes in the internal 
and external environments. 

Develop marketing 
programs (brand and 
service strategies) and 
market mix 
refinements. 

Case 
presentations; 
Case write 
ups 

Creative and 
analytical 
thinking 

Graduates will be able to link data, 
knowledge, and insight to make 
quality strategic decisions on a 
timely basis. 

Analyze both cases and 
the results of team 
projects.   

Case 
analysis:  
Results from 
team projects 

Appreciation of 
the diverse 
environment of 
business 

Graduates will have a global 
perspective of the diverse 
demographics and environment of 
organizations.  
 
They will understand the issues 
and challenges encountered by 
profit and not-for-profit entities, 
and entrepreneurial enterprises. 

Articulate global 
marketing strategies. 

Case 
analysis; 
Presentations; 
Case write 
ups 

Ethical 
framework 

In their leadership roles, graduates 
will understand that organizations 
operate within a global 
environment with a responsibility 
to their stakeholders to consider 
the organizations' impact on legal, 
ethical, social, and environmental 
issues. 

Explain the 
interrelationship 
between ethics, 
marketing strategies 
and customer 
satisfaction. 

Case 
presentations; 
Case write 
ups 

 
Grades will be based on how well each student performs on written assignments, class 

discussions, and other assignments. Any grade or participation issues must be address 

with the professor within two weeks of posting. 

 

Course grades will be assigned based upon the following scale: 
93.00-100 A 83.00-86.99 B 70.00-76.99  C 

90.00-92.99 A- 80.00-82.99 B- 00.00-69.99 F 
87.00-89.99 B+ 77.00-79.99 C+  
 

Grading Categories: 
Class Participation and Presentations   120 points  12% 

Mini Exams (four)     280 points 28% 
Case Analyses (five cases per team)   280 points 28% 
SPSS Project Write Up    160 points 16% 

Final Case Write Up      160 points 16% 
Total Possible Points              1000 points     100% 
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Course Policies: 

 - Each student will be responsible for the following: 
1. All materials listed in the text and the syllabus. 

2. Class participation and attendance. 
3. All work assigned in class, whether on the syllabus or not. 
4. All information disseminated in class whether in the syllabus or not. 

5. All written work submitted must be typed and in Times New Roman, 12 point 
font, double spaced, with correct spelling and grammar and submitted as a 

Word document at the beginning of class on the assigned due date. 
6. Read all material to be discussed in class prior to class. 

 

- Attendance Policy: 
Attendance at all classes, for the entire period of each class, is required.  

(Presence is a precondition of participation.)  Unavoidable absences must be 
cleared with the professor in advance.  If not cleared in advance to the professor’s 
satisfaction, an absence will result in a participation grade of F for that class.  

 
- Participation Policy: 

Class participation is a vital component to your learning in this class. Discussions 
in this class can touch on powerful personal opinions, ideas, and stories. Students 
need to respect and honor the sensitivity of the information shared by others in the 

course. Each student’s participation grade is determined by both the quality and 
the frequency of comments made by the student in class, and those comments are 

evaluated in direct comparison to the participation of the other students in class. 
In other words, simply speaking in class does not guarantee participation points—
only comments that add value to the current discussion earn participation points. 

 
- Late Work: 

Incompletes are awarded only in the rarest of cases. Assigned work not handed in 
at the designated time will not be accepted for full credit. Work handed in within 
24 hours after the due date and time will be penalized 25% of the grade. Work 

handed in more than 24 hours late will be given a grade of zero (0). 
 

- Fatal Error Policy: 
I will stop grading a paper if it exhibits three or more of the fatal errors (listed 
below) on a single page or nine errors in total (whichever comes first). At that 

time, the paper will be returned to you and you will have one week to fix it (go to 
the writing center, have someone knowledgeable proofread it, etc.). If you don’t 

make the necessary corrections, you will receive a grade of zero on the paper. If 
you do make the corrections, your paper will be graded and will receive a 
reduction of 5% off the original grade.  

 
Each instance of the following is a Fatal Error: 

1. Misspelled word 
2. Sentence fragment 
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3. Run-on sentence or comma splice 
4. Mistake in capitalization 

5. Serious mistake in punctuation 
6. Error in verb tense or subject/verb agreement 

7. Sentence ending with a preposition 
8. Improper citation or lack of a citation where one is needed 
9. Serious grammar error that obscures meaning 

          10. Misuse of terminology 
- Cheating: 

 Anyone caught cheating will receive an automatic grade of F for the class. 
 
- Cell Phone/Electronic Devices: 

Laptops or tablets may be used for note taking only. Cell phones, and all other 
electronic equipment must be OFF and stowed when class is in session. No 

exceptions, unless the device is being used for class purposes and approved ahead 
of time by the Professor. If you use electronic devices during class without prior 
approval from your Professor, your grade for the course will be lowered. 

 
- Plagiarism: 

Plagiarism includes using the work or words of others without proper citations. 
Copying an assignment from a friend, roommate, etc. is plagiarism. Any 
plagiarized work will be given a grade of zero (0). 

 

 

Class Schedule (subject to change): 
 
1. 8/16 Developing Market-Driven Strategy 

  Course overview; Orientation/Introductions 
  Perspectives of the firm; the marketing concept; TQM;  

A marketing orientation; Strategic Market Planning 
Read: Cravens and Piercy, Chapter 1 

 

Mission refinement; Continuous learning about markets; 
Information Resources        

  Read: Cravens and Piercy, Chapter 5 

 

  Nine Drivers of Sustainable Success in Service Companies; 

  Seven Core Values; Value Driven Leadership   
  Read: Berry, Chapters 1 - 3     

 
 
2.  8/30 Analyzing Market Opportunities and Understanding Consumers  

Strategic Organizational Relationships; Global Relationships 
Read: Cravens and Piercy, Chapter 7 

 
  Fundamentals of Market Segmentation; Forming Market Segments; 
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  Multi-Attribute Segmentation 
Read: Cravens and Piercy, Chapter 3 

 

Mini Exam (15 minutes) 

 

Case: Campbell Soup 

 

Strategic Focus; Integrated Substrategies  
  Read: Berry, Chapter 4 

 
 
3.  9/13 Making Product Decisions  

  Branding and new product development 
  Read: Cravens and Piercy, Chapters 9 and 8 

 

  Case: Sealed Air 

 

  Team meetings on questionnaire construction 
 

  Executional Excellence; Control of Destiny  

  Read: Berry, Chapters 5 and 6 (student-lead discussion) 

 

 
4.  9/27 Making Pricing and Promotional Decisions  

   
Mini Exam (15 minutes) 

 

Price determination and pricing strategies   
Read: Cravens and Piercy, Chapter 11 

 

Effective communication sequence; promotion; advertising purposes; 
Creative execution; advertising effectiveness measurement 

Read: Cravens and Piercy, Chapter 12 

 

Team meetings on questionnaire coding 
   
  Case: McDonalds  

 
  Trust-Based Relationships  

  Read: Berry, Chapter 7 

 
  

5.  10/11 Understanding Sales Force Issues and Digital/Direct Marketing  

  Strategies 

  Sales force management processes and strategic personal selling; 
  On-line marketing and customer relationship building 
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  Read: Cravens and Piercy, Chapter 13 
 

Case: Avon 

 

Team meetings on creating a systems file and learning to analyze data 
 
  Investment in Employee Success  

  Read: Berry, Chapter 8 (Student-led discussion)   

 

 
6.  10/25 Understanding Fundamental Marketing Analytics  
  Sales response models (experimentation; budgetary decisions;  

  relative value assessments of marketing mix variables)  
Read: Cravens and Piercy, Pages 450-454 

 
Mini Exam (15 minutes) 

 

Acting Small  
  Read: Berry, Chapter 9 (Student-led discussion) 

   

  Team meetings encompassing data analyses 
 

    
7.  11/8 Developing Service Concepts and Strategies  

  Overview of services marketing; blueprinting; resolution of complaint  
  behavior 

 

Case: Planet Starbucks 

 

Brand Cultivation and Generosity; Cause-Related Marketing 

  Read: Berry, Chapters 10 and 11 (student-lead discussion) 

 

  Team meeting on data analysis and data preparation 
 

 
8.  11/22 Developing Perspectives on Competitors and Global Marketing 
  Competitive analysis processes and competitive strategy development;  

  Market leadership; competitive models 
Read: Cravens and Piercy, Pages 48-53 and 430-434 

 

Mini Exam (15 minutes) 

 

Lessons From World-Class Service Companies  
  Read: Berry, Chapter 12 (Student-led discussion) 
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Team meeting to organize SPSS project write-ups (Report due at the 
beginning of class meeting nine) 

 
 

9.  12/6 Final Examination  
  Write-up due and team presentation of final case. 
 

 

Academic Policies: 

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  
 

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  
 

Student Observance of Religious Holidays  

All students at Florida Gulf Coast University have a right to expect that the University 
will reasonably accommodate their religious observances, practices, and beliefs.  

Students, upon prior notification to their instructors, shall be excused from class or other 
scheduled academic activity to observe a religious holy day of their faith.  Students shall 
be permitted a reasonable amount of time to make up the material or activities covered in 

their absence.  Students shall not be penalized due to absence from class or other 
scheduled academic activity because of religious observances.  Where practicable, major 

examinations, major assignments, and University ceremonies will not be scheduled on a 
major religious holy day.  A student who is to be excused from class for a religious 
observance is not required to provide a second party certification of the reason for the 

absence. 
 

Distance Learning:  

Information on distance learning courses is available online at 
http://itech.fgcu.edu/distance/  

 

Online Tutorials: 

Information on online tutorials to assist students is available online at 
http://www.fgcu.edu/support/  

http://www.fgcu.edu/support/
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