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Stonehill College 

Business Administration Department 
2018 

 
IMC 603 Marketing Management 

 
 

Professor:        Kristin McGillicuddy 

Cell phone:      508.685.1642 

Email:               kmcgillicuddy@stonehill.edu  

Office hours:    by appointment 

Day/time/place:     T&Th, 6:00–9:30 pm (Duffy 118)                              

Section:                    A 

Dates:                      Summer I: 5/29 – 6/28 

 

  

 
 
Course Description: 
 
This course is designed to serve as an introduction to the theory and practice of marketing 
management. Students will develop their skills to formulate effective marketing strategies and 
assess market opportunities as well as to design strategy implementation programs. In addition, 
students will have the opportunity to communicate and defend their strategy recommendations and 
build upon the recommendations of their peers. 
 
 
Course Objectives: 
 

 To prepare for a role in leading and managing all aspects of marketing management in order 
to improve individual, unit and organizational performance. 

 To identify key dynamics of the marketing management field and relate them to both strategy 
and planning. 

 To distinguish among key marketing information tools and techniques and incorporate their 
use in driving marketing decisions within an organization.  

 To develop products and services that will drive successful and differentiated value offerings.  
 To construct an integrative approach to pricing and channel strategies. 
 To incorporate a winning mix of communication and promotional strategies that includes 

digital, social and legacy approaches. 
 To relate best practices in marketing management to relevant IMC topics of product design, 

graphic design, communication strategies and ecommerce.  
 To propose creative solutions to modern marketing problems. 
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Prerequisites: None 
 
 
Required Text: 
Marketing Management (3rd Edition) 
Greg W. Marshall & Mark W. Johnston     
©2019 (McGraw Hill Education) 
ISBN-13: 9781259637155 
 
 
 
Optional Readings: 
Optional readings have been listed for each week’s topic in the course schedule.  These are 
designed to provide additional insights on topics of personal interest to students.  I am happy to 
provide additional resources and readings. 
 
 
Course Structure:  
Classroom sessions will involve a variety of teaching and learning techniques.  Discussions will 
revolve around the textbook chapter(s) and readings that expand on the marketing concepts to be 
discussed.  Emphasis will be on applying the theories and terminology through real-life examples and 
practical applications.  A portion of each session will be student-led in order to build the teamwork, 
communication and leadership skills necessary in the corporate world and appropriate for graduate 
level work.  Classroom participation by students is essential to the learning process and to ensure 
that each student is truly embracing the material.  Each class will include: 
 

1) Review of reading assignment/cases 
2) Article Interpretations (on select evenings) 
3) Rigorous discussion/writing on current/case business issues 
4) Additional activity, guest lecturer, article, video 

 
 
Course Assignments:  

1) Class readings as assigned. 
2) Weekly online checkpoints 
3) Preparation and leadership of article interpretations 
4) Active participation in class discussions, guest speaker presentations, article interpretations 

and activities 
5) One final reflection paper 

 
 
 
Article Interpretations: 
In order to facilitate the planning, communication and leadership skills needed to succeed in a 
corporate setting and to draw on your specific areas of interest and expertise, a series of Article 
Interpretations are planned which connect class topics to real-life experience and current marketing 
literature. You will sign up for date(s) on topics which focus on selected concepts from the course.   
 
You will advise your top 4 choices of topics from the list below and every effort will be made to assign 
one of your top choices.  Your role will be: 
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• To choose an article from a current (must have been published within the last calendar year) 
journal; the journal may be scholarly or professional. 

• To summarize the journal and its main points and conclusions for the class 
• To lead the class in a discussion of the topic and related issues 
• To present questions and lead the class in a discussion to the conclusion of those questions 
• To connect the issues to real-world examples from the marketplace.  
 
List of potential topics: 

1. Big data 
2. Marketing research 
3. Branding 
4. Market segmentation 
5. Pricing strategy 
6. Customer service 
7. Social media strategy 
8. E-commerce 
9. Promotions 
10. Channel strategy 
11. Competition 

 
 
Your role in presenting your Article Summary includes the following deliverables: 
• Develop a 2-3-page report that summarizes your article, describes the main issue, details 

your viewpoint of the issue and how the article handles it, and other considerations you think 
should be made.  Include any outside sources if you have used them for research. This is to 
be submitted to the instructor. 

• Develop a 1-page handout for the class that serves as a brief synopsis of the material above 
including discussion questions and other relevant material you will be covering in your 
discussion.  Bring enough copies for the class so that these can be distributed at the 
beginning of your discussion. 

• Develop 1 short interactive exercise to engage the class as part of your discussion.  This 
could include a poll, quiz, short small groups activity, reaction to visual props, etc.  The 
instructor is available to brainstorm ideas for your interactive exercise. 

• Develop any needed visuals and support materials (if applicable) to include PowerPoint 
slides, handouts, articles or video clips for use in your discussion. 

• Lead the class in a discussion as ‘guest lecturer’ for approximately 20-30 minutes. 
 
Grading rubric for Article Summary: 
 

Criteria % of Total 
Grade Details 

Quality of 2-3 page report 20% 
Does summary meet required length, include all required information, 
written professionally & clearly without spelling or grammatical errors? 

Quality of 1-page handout for class 15% 
Is handout visually appealing with appropriate balance between text and 
images?  Is it a useful tool for discussing the topic?  Is it free of errors? 

Quality of visuals used with class 15% 
Are your materials visually appealing and do they enhance the topic and 
discussion? 

Ability to lead group in quality discussion 25% 
Are you able to lead the discussion in an organized, confident fashion?  Is 
your audience engaged and is your enthusiasm and expertise evident? 

Creative approach to interactive 
exercise, topic & discussion 

25% 
What creative approaches are you using to bring the topic to life and keep 
the group engaged?  Do they aid in helping the audience understand and 
retain the information? 
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Please note: Your discussion should not be a regurgitation of the article or our text, but an 
application/demonstration of content (theory/framework/concept). All presentations must 
include/address what are the implications for marketers.  Include outside resources, scholarly 
articles and other resources in your discussion materials.  Feel free to include primary or secondary 
research to support your position and assumptions.  Videos, recordings, actual products and ads, 
visuals, etc. are encouraged. 
 
 
Weekly Online Checkpoints: 
Checkpoints can be found on the class eLearn site in the folder for each respective week.  A 
checkpoint consists of a reflection exercise, online activity or response to that class’s readings and 
topics.  Each checkpoint must be completed online by 6:00 pm on that respective class date. 
 
Plan to spend no more than 10-15 minutes on these reflections.  Answers should be short and 
succinct, no more than 250 words.  These are to designed to be a short pre-cursor to the class 
discussions and we will devote a brief period of time to these in each class, with select students 
sharing their points of view. 
 
 
Final Reflection: 
Your final reflection will serve as the cumulative final exam for the course, however it can be 
completed throughout the duration of the course.  It will involve a series of responses to Marketing 
Management topics covered in the class.  It is due on our last class date, June 28, 2018 and should 
be uploaded to eLearn using the link provided.  You will present a synopsis of your reflection to the 
class on that date in order for the entire group to share in the learning and observations experienced 
throughout the course.  In this synopsis you should share your response to the one required question 
plus ONE more question of your choosing from those you completed.  This synopsis should be 
approximately 15-20 minutes in length. The Final Reflection assignment can be accessed on the 
eLearn site. 
 
 
Class Contribution and Professionalism:  
 
Come to class prepared to discuss the readings, ask questions, and participate in discussions.  Bring 
all assignments due to class on the indicated day. Simply attending class and listening to others 
does not constitute “participation.”  Our class discussions and activities will be assessed and are be 
designed to allow students to practice the critical thinking, team interaction, group leadership and 
verbal argument skills necessary to succeed in the corporate world. 
 
Guidelines for comments & discussions: 
• does the comment merely restate the facts or does it provide new insights? 
• does the comment add to our understanding of the issues or is it frivolous . . . an attempt to get 
“air time” that day? (i.e., You have only one thing to say, and want to say it no matter how irrelevant it 
is to the on-going discussion.) 
• is the comment timely and linked to the comments of others? 
• is the comment action-oriented, or simply a descriptive statement? 
• does the comment move the discussion along by giving a new perspective? 
• is the comment clear and concise, or obscure and rambling? 
• does the comment reflect a concern for maintaining a constructive and comfortable classroom 
atmosphere? 
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(Contribution source: Deborah J. Mitchell) 
 
Attendance will be taken at every class and will be factored into grades along with in-class exercises.  
Arriving late to class and leaving class early will be noted and will also be factored into your 
attendance.    Please come to every class, arrive on time, and stay until dismissed.  It is vital that 
everyone be in attendance and engaged in class discussions. 
 
Absences in excess of 3 class periods may result in the student receiving a failing grade for the 
course, unless the student withdraws from the course in accordance with the withdrawal policy. 
 
Also note that any assignments submitted past the due date will be penalized 10% of the final grade 
earned per day past the due date.   
 
 
 
Grade Determination: 
 

Category Weight 
Article Interpretation 25% 
Activity Participation 15% 
Discussion Participation 15% 
Weekly Online Checkpoints 20% 
Final Reflection 25% 
Total: 100% 

 
Credit will be determined by assigning a numerical value to each category, corresponding to 100%.  
Final grades will be calculated by multiplying the relative weights by the achievement earned for 
each category.  A letter grade will be assigned, using the following table: 
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Your instructor:   
Prof. McGillicuddy has over 20 years of marketing experience in the areas of new product 
development, marketing research, marketing management, sales management, training programs, 
marketing technology, online marketing, and strategic planning.  Highlights include: 
 
 Kids II (Category Manager), juvenile products company – served as category manager of two 
product lines.   
 The First Years (Product Manager & Category Director), juvenile products company – focused on 
consumer research, concept development, product development, and strategic planning.   
 Princess House (Manager of New Business Development), direct selling industry – worked in 
training programs for sales and marketing teams and organized the research effort for a major 
brand-repositioning for the company, then developed sales and marketing programs to support the 
new positioning.   
 PartyLite Gifts Inc. (Director of Promotional Planning), direct selling industry – managed marketing 
and promotional plans for a multi-million-dollar candle & home décor business.   
 Marketing Advocate Inc. (VP of Professional Services), marketing software & consulting start-up – 
worked with clients across a variety of industries to improve their marketing ROI, business 
processes, e-commerce programs, marketing strategy, and innovation initiatives.    
 Pet Food Experts Inc. (VP of Sales & Marketing), pet food & supply distributor – led the marketing, 
branding and customer focus efforts of the company and worked to strengthen the elements of 
marketing strategy, sales force effectiveness, website, promotions, communications, collateral, and 
brand messaging.   
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 Dorel Juvenile Group (Category Director), consumer goods company – managed the small furniture 
category primarily on the Safety 1st brand and worked with her product development team to plan, 
develop, and manage their product line. 
 Cape Cod Provisions LLC (Director of Sales & Marketing), gourmet chocolates industry – 
responsible for sales, marketing, strategic planning, product development and promotional initiatives 
in the confectionary business. 
 Product Insight Inc. (Director of Business Development), design & engineering firm – responsible 
for business growth with current and new clients as well as research of potential new industries and 
new marketing/sales tactics.  Initiatives include website management, social media, contact 
management, public relations, trade shows and effective planning of resources. 
 Aqua-Leisure Industries, Inc. (Director of Marketing), water recreation products company – Role 
focuses on the creation and implementation of new brands and product lines, and partnering with 
cross-functional groups in the US and Far East to ensure innovative and profitable product 
development. Responsibilities include implementation of marketing programs, development of line 
lists and retail slots, pricing, public relations, advertising, online marketing, and competitive analysis. 
 Goodbaby International (Director of Product Management), juvenile products company – 
Responsible for product line strategy, development of new products and management of running line 
for large multinational company.  Areas of focus include product development, marketing research, 
competitive analysis, and cross-functional collaboration across 3 US locations and 2 overseas 
offices. 
 (current) University of Massachusetts, Dartmouth (Director of Planning & Administration), state     
university – Responsible for the planning, implementation, staffing, budgeting, and productivity of 
classes within the College of Arts & Sciences.  Also responsible for planning and marketing special 
events, acting as liaison to select university committees, addressing student inquiries, and advising 
needs, and representing the Dean at undergraduate admissions events and through special 
projects. 
 
In addition to an undergraduate degree in education from the University of South Carolina and 
several years of teaching experience, Prof. McGillicuddy holds an M.B.A. from the Georgia State 
University and a graduate Certificate of Special Studies in Administration & Management from 
Harvard University.  Prof. McGillicuddy also actively engages in consulting projects in marketing and 
product development with consumer goods corporations and local small businesses and works as a 
freelance writer.  Other ongoing initiatives include volunteer work in marketing for charitable 
organizations.  
 
 
 
 
eLearn Site: 
The eLearn site created for this course will contain updated information as the semester progresses. 
Any changes in schedule, specific directions for assignments and projects will be made available 
through this site:  
 

 Login: http://elearn.stonehill.edu using your Stonehill username and password 
 Your menu will contain the course link for this course to the left menu side of your screen 

 
 
Academic Honesty Policy: 
My expectation is that you will adhere to the Academic Honor Code and Academic Integrity Policy. 
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When in doubt, always verify with me if something is being done properly or is allowable in this class 
rather than simply make an assumption based on the fact that it was or is currently allowable in 
another class. 
 
Violations of the academic integrity policy include but are not limited to the following actions: 

 Presenting another’s work as if it were one’s own; 
 Failing to acknowledge or document a source even if the action is unintended (i.e., 

plagiarism); 
 Giving or receiving, or attempting to give or receive, unauthorized assistance or 

information in an assignment or examination; 
 Fabricating data 
 Submitting the same assignment in two or more courses without prior permission of the 

respective instructors; 
 Having another person write a paper or sit for an examination; 
 Unauthorized use of electronic devices to complete work; or 
 Furnishing false information, including lying or fabricating excuses, for incomplete work. 

 
 
Accommodations: 
Stonehill College is committed to providing a welcoming, supportive, and inclusive environment for 
students with disabilities. The Office of Accessibility Resources (OAR) provides a point of 
coordination, resources, and support for students with disabilities and the campus community. If you 
anticipate or experience physical or academic barriers based on disability, please let me know so 
that we can discuss options. You are also welcome to contact OAR to begin this conversation or to 
establish reasonable accommodations for this or other courses. OAR is located within the Academic 
Services & Advising Suite in Duffy 104. For additional information please call (508) 565-1306 or 
email accessibility-resources@stonehill.edu. 
 
If applicable, please provide me with an accommodations verification letter from the Office of 
Accessibility Resources at the beginning of the semester so that we can ensure together that your 
needs are being met in the course. 
 
 
Available Academic Support: 
The Center for Writing and Academic Achievement (CWAA) provides academic support services in a 
welcoming, professional environment that emphasizes collaborative learning and peer tutoring, 
supplemented with professional-level support. The CWAA offers a variety of academic support 
services, including peer tutoring in writing, math, and foreign languages.   The CWAA is located in 
MacPhaidin Library, Room 314. Drop-in hours are offered Sunday – Thursday. Students can visit the 
CWAA website to view schedules, make appointments, or request a tutor: 
http://www.stonehill.edu/cwaa.  
 
A list of additional services available for student support can be found at 
http://www.stonehill.edu/offices-services/academic-services/academic-support/. 
 
 
Diversity and Inclusion Statement: 
 
Stonehill College embraces the diversity of students, faculty, and staff, honors the inherent dignity of 
each individual, and welcomes their unique cultural and religious experiences, beliefs, and 
perspectives. We all benefit from a diverse living and learning environment, and the sharing of 
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differences in ideas, experiences, and beliefs help us shape our own perspectives. Course content 
and campus discussions will heighten your awareness to these differences. 

The Office of Intercultural Affairs (Duffy 149) serves as an accessible resource to anyone seeking 
support or with questions about diversity and inclusion at Stonehill. If you are a witness to or 
experience acts of bias at Stonehill or would like to learn more about how we address bias incidents, 
please email diversity@stonehill.edu. 

 
 
Course Schedule 
Note: Topics and dates are subject to change. Please note that Article Interpretation topics and 
frequency will be determined by class enrollment.  If needed, final schedule to be revised and 
released once semester begins. 
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Date Mktg Mgmt 
Chap/Topic 

Article 
Interpreta-

tion 

Guest 
Speaker/Activity Due Optional Reading 

Meeting 
#1: May 
29 

Chap 1: 
Marketing in 
Today’s 
Business Milieu 

Review Article 
Interpretations, 
dates and 
topics 

Activity: Ice Breaker 
Sentence Starters 
 
Review text, syllabus, 
schedule and assignments 
 
Review self-assessment 

Self 
assessment 
(at end of 
class) 

Why students should study 
marketing.  
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=950
7203721&site=ehost-live  
 

Meeting 
#2: May 
31 

Chap 2: 
Marketing 
Foundations: 
Global, Ethical 
Sustainable 
 
Chap 3: 
Elements of 
Marketing 
Strategy, 
Planning & 
Competition 

Review Article 
Interpretations 
process and 
timeline 

Activity: Ethics 4 Corners Online 
Checkpoint 
 
 

Sustainable marketing & 
social media. 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=873
13387&site=ehost-live  

Meeting 
#3: June 
5 

Chap 6: 
Understand 
Consumer & 
Business 
Markets 
 
Chap 7: 
Segmentation, 
Target 
Marketing & 
Positioning 

NA Guest speaker: Polly 
Papsadore (Non-Profit 
Marketing Director of PMG, 
Robbins Kersten Direct) 
 
Activity: Find the Common 
Thread 

Online 
Checkpoint 

Exploring Different Types of 
Sharing: A 
Proposed Segmentation of 
the Market 
for “Sharing” Businesses 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=108
815348&site=ehost-live  

Meeting 
#4 June 7 

Chap 4: Market 
Research 
Essentials 
 
Chap 5: CRM, 
Big Data & 
Marketing 
Analytics 

Big Data: TBD 
 
Marketing 
Research: TBD 

Activity: Mini Focus Group Online 
Checkpoint 

Marketing Analytics for 
Data-Rich Environments 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=119
129829&site=ehost-live  

Meeting 
#5: June 
12 

Chap 8: Product 
Strategy & New 
Product 
Development 
 
Chap 9: Build 
the Brand 

Branding: TBD 
 
Market 
Segmentation: 
TBD 

Guest speaker: Duncan 
Finigan (VP Marketing of 
Oofos, Dorel, Reebok, 
Striderite) 

Online 
Checkpoint 

Research: If You Position 
Products as a Set, People 
Are More Likely to Buy 
Them All. 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=126
414547&site=ehost-live  
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Date 
Mktg Mgmt 
Chap/Topic 

Article 
Interpreta-

tion 

Guest 
Speaker/Activity 

Due Optional Reading 

Meeting 
#6: June 
14 

Chap 10: 
Service as the 
Core Offering 
 
Chap 11: 
Manage Pricing 
Decisions 

Pricing 
Strategy: TBD 
 
Customer 
Service: TBD 

Activity: Wet & Wild 
Waterpark 

Online 
Checkpoint 

Steering Manufacturing 
Firms Towards Service 
Business Model Innovation 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=919
76888&site=ehost-live 
 

Meeting 
#7: June 
19 
 
**Open 
House 

Chap 13: 
Promotion 
Essentials: 
Digital & Social 
Media 
Marketing 

Social Media 
Strategy: TBD 
 
E-Commerce: 
TBD 
 
 

Activity: Memory Box Online 
Checkpoint 

Bacardí Social 
Media Causes Furor 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=125
111552&site=ehost-live 
 

Meeting 
#8: June 
21 

Chap 14: 
Promotion 
Essentials: 
Legacy 
Approaches 

Promotions: 
TBD 

Guest Speaker: Michael 
Corcoran (Creative Director – 
Freelance, Kenney 
Manufacturing, Ceaco, 
Wearguard) 
 
 

Online 
Checkpoint 

Presentation Matters: 
Comparison of Cognitive 
Effects of DTC 
Prescription Drug 
Advergames, Websites, and 
Print Ads 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=110
262922&site=ehost-live 
 

Meeting 
#9: June 
26 

Chapter 12: 
Manage 
Marketing 
Channels, 
Logistics & 
Supply Chain 

Channel 
Strategy: TBD 
 
Competition: 
TBD 

Activity: The Egg Drop Online 
Checkpoint 

Can Offline Stores Drive 
Online Sales? 
 
http://0-
search.ebscohost.com.librar
y.stonehill.edu/login.aspx?di
rect=true&db=buh&AN=125
577950&site=ehost-live 
 

Meeting 
#10: June 
28 

Final 
Reflections 

NA Activity: Final Reflection 
Presentations 

Final 
Reflection 

Marketing Is Everything 
 
https://hbr.org/1991/01/m
arketing-is-everything 
 


