Last updated: June 17, 2019

This section of the course is offered at the IBM Markham location.
Other sections are offered on the Keele Campus.

AP/ADMS 4250. 3.0
Marketing Strategy Development and Implementation

Course Outline Fall 2019
(preliminary)

(Note: Subject to change at the course director’s discretion. Finalized course outline is available for students
to review on the password-protected course website)

***Please note that this course is offered at the IBM Markham location at 3600 Steeles
Avenue East in Markham, Ontario. To enter the building and study on this location, an
IBM security badge must be presented. Your name, student number and YU Card picture
will be provided to IBM once you have enrolled in the course to facilitate the issuing of the
security badge. You will be contacted by email just prior to the start of classes with
additional details to obtain your security badge. By enrolling in this course section, you
acknowledge acceptance of these requirements.***

For more details on York University presence at IBM Markham location please check
the following weblink: https://laps.yorku.ca/ibm-markham/

I. Brief Calendar Description

Provides integration of knowledge from diverse areas of Marketing. The focus is on situation
analysis, development and justification of a firm's marketing strategy.

Il. Additional Requirements

1) For students in an Honours program, 72 credits, including AP/ADMS 2200 3.00 and
AP/ADMS 3210 3.00 (or AP/ADMS 4220 3.00, if taken prior to Fall 2012),

2) For other students, a grade of C+ or better in AP/ADMS 2200 3.00 and AP/ADMS 3210
3.00 (or AP/ADMS 4220 3.00, if taken prior to Fall 2012).

It will be highly beneficial to take this course after taking at least two upper-level business
classes. For students who just begin their studies, the course might be too challenging.
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Students are personally responsible for ensuring that they have completed the required prerequisites as
stated in the course outline or in the course calendar. Failure to complete prerequisites will place students
at risk of administrative withdrawal from the course. The department will not be responsible for refunds
resulting from such withdrawals.

To ensure fairness and efficiency of group work, no late enrolment will be allowed.

Il1l. Course Instructor / Contact

Alexander Rusetski, PhD
Associate Professor of Marketing

Phone: (416) 736-2100 x 30591
Office: Atkinson 237

E-mail: arusetsk@yorku.ca

Course consultation hours: TBA.

IV. Time and Location of lectures

This course is offered at the IBM Markham location at 3600 Steeles Avenue East in Markham
Ontario. The course starts at 9 am and runs for 3 hours

V. Required Course Text / Readings:

Markstrat. Participant’s Handbook,
Jean-Claude Larréché, Hubert Gatignon and Rémi Triolet, StratX International, copyright 2018

The book is available for download in the PDF format only after you purchase a Markstrat
Participant Activation Key (PAK) online at https://shop.stratxsimulations.com.

Course ID for Fall 2019 is TBA

VI. Weighting of Course:

The final grade for the course will be based on the following items weighted as indicated:

Exam #1 (individual) 25%
Exam #2 (individual) 19%
In-class exercises (case quizzes, individual) 12%
Numerical quiz #1 (individual) 5%
Numerical quiz #2 (individual) 5%
Final competitive outcome (team) 5%
Executive memos (7 rounds; team) 16%
Final project (team) 13%

No additional assignments will be offered.
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VIl. Expanded Course Description:

This course is built around the Markstrat online simulation that is widely used around the world
for executive, MBA, and undergraduate education. In this online game your team will manage a
hi-tech firm competing with other groups of students in your class. To be successful, the team
will have to monitor the environment using tools provided in the game and make decisions
regarding development, positioning, distribution, and promotion of products. Unlike other
marketing courses that culminate with development of marketing plans, in this class you will be
able not only to propose strategies but to see the outcomes of your decisions.

You will have to purchase a Participant Activation Key (PAK) before the second meeting of the
class. Failure to do so will result in the loss of marks.

There will be 7 decision periods. For each, the team will have to submit a brief (3 pages max)
executive memo explaining rationale for decisions. At the end of the semester each team will
prepare a project comparing marketing strategies of two competing firm and present the
results in the class.

The simulation is supplemented with lectures, readings, and case studies. Each student is
expected to come to class prepared and ready to discuss the assigned case. The emphasis of
case studies in this class is on the situation analysis, problem determination, and consistency of
suggested solutions.

The course is aimed at bringing together marketing concepts studied in other marketing classes.
Students will be able to identify major marketing challenges that may face a firm and apply
recent frameworks to find solutions — both in case studies and in a simulation game.

VIIl. Organization of the Course:

Detailed course schedule will be provided at the beginning of classes. The general structure is
as follows, and can be changed:

Week 1: Intro. Situation Analysis 1

Week 2: Situation Analysis 2

Week 3: Market Segmentation Approaches
Week 4: Targeting strategies, Positioning, and New Products
Week 5: Generic strategies

Week 6: EXAM 1

Week 7: Brand Strategies

Week 8: Pricing Strategies

Week 9: Marketing Communication Channels
Week 10: Strategy Implementation and Control
Week 11: EXAM 2

Week 12: Final Presentations
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IX. Course Learning Objectives:

The objectives of the course are:

e Integration of the knowledge obtained in previous marketing and management classes and
applying it to strategic choices;

e Developing a systemic and disciplined approach to the analysis of the market situation and
presenting its results;

e Understanding and learning to deal with time pressures and uncertainties that marketing managers
face in their work;

e Obtaining hands-on experience in making marketing decisions in a competitive environment and
defending them;

e Developing written and verbal communication skills;

e Personal development including group work, teamwork, analytical and presentation skills.

X. ADDITIONAL INFORMATION / NOTES:

Markstrat Simulation:

To participate in the simulation, you will have to 1) purchase the Participant Activation Key
(PAK); and 2) download the Participant’s Handbook. When purchasing the PAK, you only need
to specify your course ID. Make sure to specify correct course ID. You will absolutely have to
purchase a PAK before the second week of classes otherwise you will lose marks.

Assignments:
Executive memos should be e-mailed to the instructor no later than 1 hr before the class.

For the competitive outcome, a winning team gets 5 marks, the team with the lowest
performance gets 1 mark. The rest of the teams will be graded based upon their relative
position between the first and the last teams. Note: teams that finish below the starting point
will receive 0 marks for the outcome.

Team-based components are subject to peer evaluation adjustment. At the end of the course,
each student can submit a confidential peer evaluation. Score each team mate on a 10-point
scale. Grades for all group assignments will be adjusted to reflect the lack of contribution on the
basis of these evaluations. If a student’s average peer evaluation is 7 out of 10, then his/her
team-based score will be weighted by 0.7 (e.g. team score = 80, average peer evaluation = 0.7,
then 80 * 0.7 = 56). Grades will not be adjusted up based on peer evaluations.

Exam 1 focuses on the concepts studied in the first half of the class and includes multiple-
choice questions and a case analysis. Neither multiple-choice nor case parts will be returned to
you, but they will be available for viewing at my office.

Exam 2 is a case analysis and focuses on student’s skills in assessing the situation, correctly
determining what information is relevant to a particular strategic decision, and on using this
information in making strategic choices. The exam is cumulative with the emphasis on the
second half of the course.
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Numerical Quizzes 1 and 2 deal with the most basic calculations involved in business analysis:
market shares, growth rates, basic forecasting, etc. Numerical Quiz 1 is based on readings
“Percentages, Shares and Future Sales” and “Analyzing Profitability”. Numerical Quiz 2 is based
on the reading “Prices, Revenues, Costs and Profits”. Readings and practice quizzes will be
provided to prepare for numerical quizzes. Numerical Quizzes are closed books, closed notes.

Case quizzes are based strictly on a case assigned for the day and are 3 questions each. 1
correct answer receives a 60% mark, 2 — 75% and 3 — 100% mark. Case quizzes are open book.

Final group project consists of a presentation and a written report. A detailed outline is posted
on the course web site.

Final course grades may be adjusted to conform to Program or Faculty grades distribution
profiles.

Communication

Group e-mails will be sent using the course website to students’ e-mail accounts that York
University keeps on file. The instructor cannot change or update students’ e-mails in this
database. Therefore, it is students’ responsibility to ensure that their e-mails on file are up to
date so that all messages are received.

Grading, Assignment Submission, Lateness Penalties and Missed Tests

Grading: The grading scheme for the course conforms to the 9-point grading system used in
undergraduate programs at York (e.g., A+ =9, A =8, B+ -7, C+ =5, etc.). Assignments and tests
will bear either a letter grade designation or a corresponding number grade (e.g. A+ =90 to
100, A=801to 90, B+ =75 to 79, etc.)

(For a full description of York grading system see the York University Undergraduate Calendar -
http://calendars.registrar.yorku.ca/pdfs/ug2004cal/calug04_5 acadinfo.pdf)

Students may take a limited number of courses for degree credit on an ungraded (pass/fail)
basis. For full information on this option see Alternative Grading Option in the Atkinson Faculty
of Liberal and Professional Studies section of the Undergraduate Calendar:
http://calendars.registrar.yorku.ca/2012-2013/faculty_rules/AP/index.htm

Assignment Submission: Proper academic performance depends on students doing their work
not only well but on time. Accordingly, assignments for this course must be received on the due
date specified for the assignment. This applies both to executive memos that have to be
submitted to the instructor and simulation decisions that need to be uploaded to the Markstrat
server.

Lateness Penalty: Executive memos received later than the due date will be penalized by %
letter grade per day. Exceptions to the lateness penalty for valid reasons such as illness,
compassionate grounds, etc., may be entertained by the Course Instructor but will require
supporting documentation (e.g., a doctor’s letter). Failure to upload simulation decisions on
time will not be penalized directly, but the simulation will be run with default decisions that
usually results in poor performance. There will be no exceptions to this rule.

Missed Tests: Students with a documented reason for missing a course test, such as illness,
compassionate grounds, etc., which is confirmed by supporting documentation (e.g., doctor’s
letter) may request accommodation from the Course Instructor in a form of a makeup test
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(within a week before or a week after the test). Further extensions or accommodation will
require students to submit a formal petition to the Faculty. Failure to appear at the mutually
agreed time of a makeup exam will result in the grade of 0.

Xl. Relevant University Requlations

For Relevant University, Faculty and School regulations please check:
http://sas.laps.yorku.ca/students/
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