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IU EAST COURSE OUTLINE OF RECORD

(Submit with ECAP form)

BUEA M554     Marketing Management


COURSE TITLE:	Marketing Management

COURSE NUMBER:	BUEA M554

CREDIT HOURS:	3

SCHOOL:	Business and Economics

PROGRAM:	Master of Science in Management

COURSE CATALOG DESCRIPTION:

The course will consist of an integrated approach of the marketing management elements with an emphasis on practical application of marketing theories. The course focuses on providing ideas for approaching marketing decisions, providing a common language for decision-making, and opportunities to evaluate and respond to common marketing management problems.

PREREQUISITES:	Bachelor Degree

ANTICIPATED CLASS FORMAT:    Classroom

CONTACT TYPE:	Lecture

TEXTBOOK FOR FIRST OFFERING:

John Mullins & Orville Walker & Harper Boyd, Jr. Marketing Management: A Strategic Decision-Making Approach (7th ed.). 2010


TOPICS TO BE ADDRESSED:

· Strategies outlined in corporation marketing plans. 

· Elements of market research including identification of target markets, analysis of market demographics, and selection of market research methods for existing or new product /service development. 

· Distribution channel strategies against organizational objectives including an overview and application of the marketing mix. 

· Domestic and international marketing strategies, regulations, and buying motivations. 
· Externalities impacting market conditions; develop contingency and /or strategic responses to predicted shifts in market conditions. 

IU EAST CAMPUS LEARNING OBJECTIVES:



This course is part of the Master of Science in Management program. A student participating in the program will have earned an undergraduate degree. It is assumed that the student will have fully met campus learning objectives 1 and 2. The student will have completed general education in a broad variety of fields traditionally known as the Liberal Arts. The student will have earned an academic major and demonstrated a sequential accumulation of knowledge and skills in an academic discipline. (Campus learning objectives 1 and 2)

This course is part of the Master of Science in Management program. To complete the course and to participate in the program advanced communication skills are necessary and the use of advanced skills is embedded in course requirements. Graduate students are required to express themselves in writing and orally and in both methods use information technology. (Campus learning objective 3)

Management education requires the ability to compute and think with numbers. While courses in finance, research, and economics use more numerical data, all courses require advanced skill with data analysis, interpretation and presentation. (Campus learning objective 4)

A major objective of graduate management education is the acquisition of advanced problem solving ability. Methods for correct diagnosis of a problem, understanding of problem complexity and selection of a workable solution processes are part of all instruction. (Campus learning objective 5)

Effective organizational management requires widespread cultural literacy, the ability to work with people of different backgrounds and beliefs. Globalization requires knowledge of other races, religions, languages, nationalities, and legal, business and value systems. (Campus learning objective 6)

Moral and ethical reasoning is a component of every course in addition to a specific topical course. A manager must be able to question and clarify personal and cultural values. (Campus learning objective 7)

LIST COURSE OBJECTIVES:

1. Demonstrating the ability to read, analyze, understand, and apply strategies outlined in organization marketing plans. 

2. Distinguishing elements of market research including identification of target markets, analysis of market demographics, and selection of market research methods for development of an existing product, new product or service. 

3. Evaluating distribution channel strategies in coordination of organizational objectives including an overview and application of the marketing mix. 
4. Distinguishing between domestic and international marketing strategies, regulations, and buying motivations. 
5. Examining and forecasting externalities impacting market conditions, developing contingency and strategic responses to predicted shifts in market conditions. 

DATE OF COURSE IMPLEMENTATION:  FALL 2011

DATE OF LAST REVISION:	New Course


Actual Course Syllabus May Contain Additional Materials
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	Submitted by:
	
	Date:  March 8, 2010

	
	Dr. Greg Braxton-Brown
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New Course Request indiana University EAST _Campus

Check Appropriate Boxes: Undergraduate credit D Graduate ('*'&‘:i‘}l Professional credit D

1. School/Division ?USE . Academic Subject Code BUEA

Course Number M554L (must be cleared with University Enrollment Services) 4. Instructor MESSER
MARKETING MANAGEMENT

5. Course Tide

Recommended Abbreviation (Optional}

(L mmul to 32

FALL/2011

6. First time this course is to be offered (Semester/Year):

7. Credit Hours: Fixed at _3 o orVariable from — W R
No X
No X

8. Is this course to be graded S-F {(only)? Yes

9. Isvariable title approval being requested? Yes

10. Course description (not to exceed 50 words) for Bulletin publication:
The course will consist of an integrated approach of the markehng management elements with an emphasis on

practlcal apphcatlon of marketmg theories. The course focuses on prowdlng ideas for approaching marketing
decisions, prowdtng a common language for declsu)n-maklng and opportunltles to evaluate and respond to common
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14. Frequency of scheduling:

Justification for new course:
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