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BM3501 
Marketing Strategy  

 

 
Course Description and Scope 
 
The purpose of this course is to prepare you for real world marketing challenges described above. 
This is an advanced course for undergraduate students specializing in Marketing. Taken in the final 
year, this course serves as a “capstone” course that integrates all concepts and frameworks learned 
from prior marketing courses. Students will address critical decision issues involved in marketing 
planning at a strategic level, including segmentation and positioning, product development, new 
market entry, and management of the marketing budget.  
 

In order to gear you up for the role of a Marketing Manager (a position which many of you are aiming 
– and likely – to hold within five years of graduation), this course provides an experiential learning 
environment in which you will gain not only an appreciation but also a personal feel for the tasks of 
strategic marketing planning and decision making. Within this environment, you will learn to become 
an effective marketing decision maker, one who is capable of minimizing (though not completely 
removing) much of the uncertainties surrounding marketing decisions through disciplined analysis and 
prudent judgment. In this course, you do not just read about marketing strategy formulation; you 
practice it! And you do not just talk strategy recommendation; you execute it (and be accountable for 
the result of it)! 
 
 
Course Learning Objectives  

Learning Objective Means of Accomplishment Expected Outcomes 

To sharpen your 
analytical thinking and 
decision making skills 

The Markstrat simulation will impose upon you to conduct your 
analysis and decision making in a disciplined manner. Each 
week, you will have to analyze pages of market research 
statistics in order to understand how your products are 
perceived and performing in the marketplace. Following that, 
you will have to make precise numerical decisions concerning 
the product attributes to offer, the quantities to produce, the 
advertising dollars to spend, the number of salespersons to 
deploy, and the price to set for each product. On top of that, you 
will have to deal with tradeoffs arising from various resource 
constraints. And, after making the decisions, you will also have 
to demonstrate the viability of your strategies by preparing sales 
forecasts and proforma financial statements. 

By the end of the training, you 
will be able to competently 
analyze complex marketing 
situations based on both 
qualitative and quantitative 
market research and financial 
information and then 
decisively determine solutions 
and strategies with confident 
forecasts of performance 
outcomes. 

To instill a sense of 
professional 
accountability 

In Periods 2, 5, and 8 of the simulation, you will be required to 
write an executive memo to your hypothetical CEO to explain 
what went right or wrong with your last period’s performance, to 
justify the current period’s decisions, and to commit to certain 
performance targets for the current period (by way of proforma 
statements). You will be held accountable for those targets when 
the results are generated, since (a) you will again have to 
account for your performance in the next memo, and (b) your 
next period’s marketing budget will be tied to your current 
period’s performance. 

By the end of the training, you 
will learn to behave like a 
responsible marketer who is 
able to justify all marketing 
actions taken using sound 
commercial reasoning, and 
one who has the fiscal 
discipline to manage 
marketing budgets in a 
credible manner.  

To develop your team 
work and interpersonal 
skills 

The work entailed in the simulation process will be demanding 
and will require you to work well as a team. To encourage close 
team work and professional team conduct, there will be a peer 
evaluation component to the course grade. At the end of the 8-
week simulation, you will be evaluated by your teammates on 
your level of contribution to the team. 

By the end of the training, you 
will become a respected team 
leader/player who is able to 
mobilize efforts within the 
team and produce results 
through good team work. 

 
Course Assessments 
 

Components % Individual/Group 

Markstrat Competitive Outcome 20 Group 

Executive Memos (3 x 10% each) 30 Group 

Individual Assignments (2 x 10% each) 20 Individual 
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Team presentation 10 Group 

Peer evaluation 10 Individual 

Professional Conduct 10 Individual 

Total 100  

 
 
Textbook 

In this course, you will be provided with a Markstrat student handbook and all necessary PowerPoint 
handouts and supplementary readings via EdveNTUre. Handouts and readings will be posted on 
EdveNTUre during the weekend before each class. You are responsible for printing these materials 
on your own. In addition, you may wish to purchase, borrow, or share the following reference text from 
which the instructor will selectively draw materials for conceptual discussion: 
 

Marketing Strategy: A Decision-Focused Approach 
Orville C. Walker, Jr. and John W. Mullins 
McGraw-Hill 7

th
 Edition 2011 

(Library Call No.:  HF5415.13.W182 2011; Business Library) 
 
Proposed Weekly Schedule 
 

Week Topic 

Week 1 Lecture #1: What is Marketing Strategy? Perspectives of Strategy 

Week 2 
Lecture #2: The Strategic Marketing Planning & Decision Making Process  
Lecture #3: Situation & Opportunity Analysis; Firm Performance Analysis 

Week 3 Lecture #4: Use of Market Research for Marketing Strategy Decisions 

Week 4 Lecture #5: Marketing Management Accountability & Scenario Planning 

Week 5 Lecture #6: Segmentation & Positioning; Role of the Marketing Mix 

Week 6 Lecture #7: Growing Your Product Portfolio: Continuous Innovation & New Product Development 

Week 7 
Lecture #8: Competitive Strategies 
Lecture #9: The Role of Pricing in Marketing Strategy 

Week 8 Recess (no Markstrat activity this week) 

Week 9 Lecture #10: Pricing and Cost-Volume-Profit Analysis 

Week 10 
Lecture #11: Turnaround Strategies 
Lecture #12: Strategic Planning & Resource Allocation 

Week 11 Lecture #13: Special Situations and Contexts for Marketing Strategy Formulation 

Week 12 Team Management Meetings with “CEO” (Consultation with Instructor) 

Week 13 Guest lecture or other industry engagement activity 

Week 14 
 

Team Presentations 

 


