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Course Syllabus

Instructor: Professor Alexis Cook Simms
Credit Hours: 3
Date/ Time: Wednesday 6:30 pm – 9:20 pm
Classroom:  FRLD 360
Email: alexis.cook@unt.edu
Phone: 404-719-1778
Office Hours: By appointment only. Book via calendly https://calendly.com/alexis-simms/new-meeting  Students can contact me via email at the address provided. 

Learning Objectives
1.Create a comprehensive marketing plan
2. Evaluate marketing strategies and tactics
3. Analyze a firm’s strengths, weaknesses, opportunities and threats
4. Demonstrate effective communication skills in oral, written, presentation and recorded communication

Course Description
Capstone marketing course. Students work in team settings to analyze cases and to develop a 
comprehensive marketing plan, requiring integration of a wide range of marketing principles and 
practices. The cases, as well as the integrated marketing plan, require students to identify market 
opportunities and challenges, formulate actionable plans to address organizational strengths and 
weaknesses, and execute a marketing mix strategy. Requires both oral and written presentation of cases, as well as the marketing plan.

Instructor Philosophy: 
I believe marketing is more than a business function, it's a strategic lever that shapes how companies grow, innovate, and compete. My philosophy centers around equipping students with both the strategic mindset and the real-world skills needed to thrive in today’s rapidly evolving business environment. As someone who has launched national marketing campaigns, led high-stakes product go-to-market strategies, and built a full-service agency from the ground up, I bring a practitioner's perspective into the classroom.

This course will be an immersive experience where we go beyond theory and engage with the realities of marketing leadership: data-driven decision-making, cross-functional alignment, competitive positioning, and customer-centric growth. Expect case studies pulled from actual business challenges, insights from my work with Fortune 100 brands and startups alike, and opportunities to build strategy decks that could be used in executive boardrooms.

I’m also deeply committed to inclusion, mentorship, and empowering students to find their unique voice as strategists, storytellers, and leaders. Whether you aspire to be a CMO, a founder, or a consultant, my goal is to help you sharpen your instincts, deepen your toolkit, and walk 

away from this course confident in your ability to lead marketing strategy in any business context.

Text(s) and Materials 
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Textbook: Marketing Management Today 
Author: Terry Sullivan 
ISBN: 978-1-7360179-7-5 Fall 2025 - MARK 4322 
This course requires a digital “Marketing Management Today” courseware purchase, which includes a textbook and its accompanying 8-round simulation game. The courseware can be accessed at by clicking STUKENT on the left-hand Canvas Navigation Menu or students may use the following:
Link for Stukent Student Registration: 
Link for Stukent Registration: 
The courseware license may be purchased through the publisher Stukent. The course will synchronized through the student’s canvas course interface for all courseware to include the textbook, resources, and the online simulation game called the Stukent Marketing Management Simternship™ The courseware license may be purchased through the publisher Stukent. The course will synchronized through the student’s canvas course interface for all courseware to include the textbook, resources, and the online simulation game called the Stukent Marketing Management Simternship™ The total cost to students for the Stukent interface, to include both the interactive textbook and the simulation license is $129.00. Students have the option of purchasing the Stukent materials directly from the publisher or through the University bookstore. The lower price is through a direct Stukent purchase. Detailed purchase information will be given to students prior to the start of the semester. At the completion of the course, students will receive a micro-credential which is a digital certificate that validates the acquisition of specific skills or knowledge. This digital certificate can be easily shared online (social media, resumes, email signatures, or digital badge wallets) to showcase achievements and can give students a competitive advantage with career placement interviews. 



HBR Business Publications ***
1. Apple Inc in 2015
2. The Strategic Genius of Taylor Swift
3. Barbie: Reviving a Cultural Icon at Mattel  
4. Netflix: Designing the Netflix Prize
5. What Makes a Successful celebrity brand?
6. Beyonce
7. Showrooming at Best Buy
8. Marquee: Reinventing the Business of Nightlife
9. Marketing Mariuana in Colorado
10. MRC’s House of Cards
11. Crocs: Using Community Centric Marketing to Make Ugly Iconic 
12. Under Armour Case: Creating and Growing a New Consumer Brand
13. Amazon vs Walmart: Clas of Business Models
14. Analytics for Marketers
15. Marketing Promotions
16. Influencer Marketing

Course Format:
The course will primarily consist of readings, an 8-round simulation game, cases, marketing project, quizzes, discussions, videos, and potential guest lectures. The class lectures will be focused on textbook material and business articles, reviewing key concepts and case studies with an emphasis on evaluative metrics to support managerial level decision making. We will focus efforts on key concepts that give students a baseline knowledge and understanding of marketing and management strategies and highlight areas used in practice. Success in this class: Success in the class will be tied to reading, assignment completion, and class participation. The best outcomes will happen as you become involved in all the class has to offer. Read, discuss and understand the material which will allow you to complete the assignments, exams and quizzes successfully and be an active member of any team assignments.


	Assignments
	Percentage or Points

	Harvard Business Review Cases
	10%

	Strategic Partnerships Pitch
	10%

	Class Participation/ attendance
	10%

	Personal Branding Exercise 
	10 %

	Stukent Textbook quizzes
	10%

	Marketing management simulation game
	10%

	Superbowl Ad assignment
	10%

	Marketing Group Project
	10%

	Mid-term exam
	10%

	Final exam
	10%

	Total
	100%





Assignments
Case Assignments (10%): Harvard Business Review cases will be required throughout the course. The cases will cover marketing strategy learning objectives for this course. The case format offers students an additional application-oriented approach to solving real life business marketing strategy problems. During the course, the instructor will present highlights of the case. All students will submit a written two paragraph assignment on Canvas on the same date the case is presented in class for all required cases. The first paragraph will contain (1) the main problem, and (2) evidence as to why it is the main problem. Cases in general contain information that is unnecessary, and the “noise” information must be filtered out and the main problem identified and addressed. The second paragraph will contain (1) the suggested solution for the problem, and (2) evidence to support the solution through facts, figures, statistics, and/or evaluative metrics. Remember your opinion is not a fact! You must support your statements with evidence and documentation. You will be graded on your content and the quality of your writing. See Case Grading Rubric. 

Strategic Partnerships Pitch (10 %): Students will pair up to identify a potential strategic partnership between two companies (Ex: Spotify x Nike). They must build a pitch for why and how the companies should partner. Deliverable: 3-5 slides or a 90-second pitch video (optional) that answers:
What’s the strategic fit? – Whats in it for the customer?
Whats the mutual value? – Whats in it for both companies?
How would you roll it out?  - Whats the go-to-market plan?

Class Participation: In the context of this class, participation is a critical part of success. Each student is expected to give valuable input and relevant comments that should facilitate learning for the group. Given your backgrounds, interests and knowledge, each of you have valuable points to be made, so please do not hesitate to add this information to the discussions. 
Class Participation: 
1. Are you attending class?
2. Are you there for guest speaker events? Note: Attendance is required. 
3. Do you comment frequently? 
4. Are your questions and comments relevant, insightful and facilitate learning? 
5. Do you listen to others attentively?

Exams & Quizzes 
Mid-Term Exam (10%) - The Mid-Term Exam is a 50-question multiple choice exam taken in class on the student’s lap top. The exam is CLOSED BOOK AND NOTES and will cover chapters 1-7. The mid-term exam will be composed of 70% of questions taken from learning module quizzes (chapters 1-7) and 30% of the questions will be taken from instructor lectures and cases discussed during class. 

Final Exam (10%) - The Final Comprehensive Exam Long Form is a 50-question multiple choice exam taken in class on the student’s computer. The exam is CLOSED BOOK AND NOTES and will cover the entire semester of learning. The final exam will be composed of 70% of questions taken from the learning module quizzes (chapters 1-11) and 30% of the questions 

will be taken from instructor lectures and cases discussed during class of material covered after the mid-term exam. 

Stukent Textbook Quizzes (10%): There will be an OPEN BOOK Canvas digital quizzes required for each of the eleven (11) textbook chapters covered in this class.
Marketing Management Simulation Game 30%
The course requires a digital “Marketing Management Today” 8-round simulation game from the publisher Stukent. The course will synchronized through the student’s canvas course interface for all the online simulation game called the Stukent Marketing Management Simternship™ Each round requires approximately 60-90 minutes to complete. Students will be given class time to complete each round’s decisions. The course requires a digital “Marketing Management Today” 8-round simulation game from the publisher Stukent. The course will synchronized through the student’s canvas course interface for all the online simulation game called the Stukent Marketing 

Management Simternship™ Learning Objectives Simulation Game: 
•	 marketing budget based on historical data and corporate strategies 
Marketing Management Simternship Rounds: 
1: Reposition a Brand Round 
2: Adjust the Marketing Mix Round 
3: Identify Target Customer Segments Round
4: Plan Marketing Strategies Round 
5: Manage a Crisis Round 
6: Position a Line Extension Round 
7: Design the Line Extension Round 
8: Conduct Annual Budgeting 
Simulation Game Grading: See Simulation Game Scoring for Each Round Rubric

Marketing Project – 10%
The Marketing Project is a semester long project that will include the marketing plan and a marketing project presentation. The marketing plan will be for a local business chosen by the student(s). The goal of this project is to complete a thorough marketing strategy evaluation and then to suggest a creative “big Idea” marketing campaign slogan and visual that will grow this company into the future. The contents are described below. Students have the option of working with a small group of 2-3 students or going solo on this assignment. 
Marketing Project Grading: 
Marketing Plan – Student completed all required parts with quality writing and content 
Graded Complete/Incomplete Marketing Project Attendance – Required for full credit  
Present Marketing Project on Presentation Dates (1st Round and Final Round), submitted presentation slides on Canvas Assignments and submitted evaluation forms on Canvas Assignments. 
Students who completed all of the above; but did not win the 1st round grade = 90% Students who completed all of the above; and won 1st round but not final round grade = 95% Students who win the final round grade = 100%


Attendance
Students are expected to attend class meetings regularly and abide by the attendance policy
Established for the course. This is a Face-to- Face class, unless given guidance that the speaker for the week is remote. It is important that you communicate with the professor prior to your absence. Please inform the professor if you are unable to attend class meeting because of illness, in mindfulness of the health and safety of everyone in our community.

Final grade calculations
	% Range
	Letter Grade

	90% -100%
	A

	80% - 89.9%
	B

	70% - 79.9%
	C

	60% - 69.9%
	D

	50% - 59.9%
	F



Email Communication
You may contact me at any time via UNT email but remember to treat all email communications as professional correspondence. Please note these guidelines:
• Include a subject line that clearly indicates the reason for your email.
• Identify the Section of your class in the body of the email. (This is Section 001).
• Use an appropriate salutation for the recipient, e.g. “Dear Professor Smith or Mr. Smith.
• Make the tone of your email professional. Ask yourself how you would interpret the tone and
content of the email had you received it from someone else. Your email should not read like a
text.
• Avoid slang and do not use email or text abbreviations. Remember that good grammar,
spelling, and punctuation can make the difference between comprehension and confusion.
Carefully proof your email before hitting the ‘send’ button.
Please send all correspondence via the UNT email system to alexis.cook@unt.edu.
Emails generated out of Canvas may not receive a timely response.
The best way to schedule a conference is to suggest an appointment time via email to
Alexis.cook@unt.edu. Suggest a few day/times you are available. Remember this course only
meets once a week, so all conferences outside of scheduled class will be by Zoom.
Note: Don’t forget that I work full-time M-F, and travel frequently for my job. This means
that I sometimes travel early in the morning and into the evening. I will do my best to
respond to emails in a timely manner.

Class Behavior Expectations 
Class behavior includes all interactions in the classroom, communication with the instructor outside of class, and online interactions through email, Canvas, or other electronic platforms. Respectful and civil communication is expected at all times. Violations of these expectations will be referred to the Office of Student Conduct and may include: 
1. Intimidation or harassment.
 2. Disrespectful or inappropriate responses to others’ comments or opinions. 
3. Biased or discriminatory behavior. 
4. Threats or joking challenges of physical harm. 
5. Use of obscene or profane language, in-person or electronically. 
6. Excessive talking or disruption during class. 
7. Arriving late or leaving early without permission. 
8. Misuse of personal electronic devices (e.g., cell phones). 
9. Refusing to follow faculty directions.

Policies Course Expectations 
By enrolling in this course, you agreed to conduct yourself as a business professional. There are certain expectations that an employer expects from professional salespeople. The first expectation is for the employee to be prepared to show up to every workday. Therefore, we expect you to take responsibility for your assignments and meet all deadlines. This is consistent with industry expectations and standards. Given the current COVID-19 environment, the priority is protecting your health and safety. If you are experiencing any illness or issues related to COVID-19 that would prevent you from completing the weekly assignments and quizzes, you need to communicate with me prior to the due date and time for me to make accommodations for a late submission. These extensions to the deadlines will only be given with a university-approved excuse and must meet the university guidelines for required documentation. If you are experiencing cough, shortness of breath or difficulty breathing, fever, or any of the other possible symptoms of COVID-19, please seek medical attention from your health care provider. While on-time submissions and course engagement are important aspects of succeeding in this class, your own health, and those of others in the community, are much more important. Grading Challenge Policy Should you believe that there is a grading error for a particular activity, you may make a grade “challenge”. This grade “challenge must be made in writing to your instructor no more than 48 hours (two days) after the grade is posted and should specify why you believe the grade is incorrect. Challenges made after this time will not be accepted and your grade will stand as recorded.

Final Grade Appeals, Changes, and Awarding and Removal of an ‘Incomplete’
This Instructor strictly follows the guidelines set forth in the current Undergraduate Catalog for
grade appeals, changes, and the awarding and removal of an ‘Incomplete’.
Grade appeals should follow the proper rules of etiquette after your final grade has posted at
the end of the semester. Grade appeals should be filed with the Department of Marketing office.
If you do not agree with the decision of the Marketing Chairperson, you may file a secondary
grade appeal that will go to the Dean of the College of Business.

It is not proper etiquette to e-mail or contact the Department Chair or the Dean before the
end of the semester in regard to grades. Any such requests will be sent back to your
professor until after grades have posted at the end of the semester.

Special Accommodations: 
A student with a disability or those who need special accommodations should talk to me individually within the first two weeks of the class. 
UNT policy: The University of North Texas makes reasonable academic accommodation for students with disabilities. Students seeking reasonable accommodation must first register with the Office of Disability Accommodation (ODA) to verify their eligibility. If a disability is verified, the ODA will provide you with a reasonable accommodation letter to be delivered to faculty to begin a private discussion regarding your specific needs in a course. You may request reasonable accommodations at any time, however, ODA notices of reasonable accommodation should be provided as early as possible in the semester to avoid any delay in implementation. Note that students must obtain a new letter of reasonable accommodation for every semester and must meet with each faculty member prior to implementation in each class. Students are strongly encouraged to deliver letters of reasonable accommodation during faculty office hours or by appointment. Faculty members have the authority to ask students to discuss such letters during their designated office hours to protect the privacy of the student. For additional information, refer to the Office of Disability Accommodation website at http://www.unt.edu/oda. You may also contact ODA by phone at (940) 565-4323. 


Emergency Notification & Procedures 
UNT uses a system called Eagle Alert to quickly notify students with critical information in the event of an emergency (i.e., severe weather, campus closing, and health and public safety emergencies like chemical spills, fires, or violence). In the event of a university closure, please refer to Blackboard for contingency plans for covering course materials.” 
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