Proposal for new major in MBA program – Kelley School of Business

I. School:  Kelley School of Business
Department:  Evening MBA Program

II. Proposed Major:  Marketing
III. Related Degree Program:  Evening MBA Program

IV. Projected Date of Implementation:  Fall 2004
V. List the major objectives of the proposed major and define its chief features:

A. To prepare Kelley School of Business graduate students to understand the role of marketing in the successful management of business organizations.
B. To help students develop skills that will allow them to be successful marketing managers.  
VI. Rationale:  

Marketing is one of the essential functions of business management.  At its most strategic level, marketing involves managing the relationship between a firm and its customers, and is at the core of the firm's value-creation activities.  An in-depth understanding of marketing is necessary for those who seek to be corporate marketing managers or brand managers, as well as those who want to become entrepreneurs or senior managers.  For these reasons, marketing is generally one of the most popular concentrations in MBA programs around the country (typically, it is the second most popular MBA major after finance.)    
VII. Describe the student population to be served and the market to be targeted:  

Business professionals working in the greater Indianapolis area with an interest in marketing and related disciplines (e.g., market research, sales management, advertising, brand management.).

VIII. How does this major complement the departmental and campus missions?  

The evening MBA program at the Kelly School of Business-Indianapolis (KSBI) seeks to help students advance their careers with their current employers within central Indiana, and (in some cases) to help students re-launch their careers through use of Graduate Career Services.  The addition of a marketing major will help the KSBI evening MBA program fulfill both of those missions.  As the marketing function grows in importance among area firms, our graduates are increasing being asked to move into marketing positions.  In addition, a large percentage of the career opportunities offered through Graduate Career Services specifically call for marketing majors.  Therefore the addition of a marketing major enhances the core missions of the KSBI evening MBA program.
The KSBI MBA program currently has joint degree programs with several schools on the IUPUI campus (including Medicine, SPEA and Law).  The addition of a marketing major should further enhance the value of the KSBI MBA degree for these joint program students.
IX. List the sources of any resources required to implement the proposed program.

Courses required for this major will be taught by existing graduate faculty members and a new faculty member to be hired.  The newly-hired faculty member is expected to begin work at Kelley School of Business Indianapolis in Fall 2005 pending a successful search.

X. Describe any innovative features of the program (e.g. involvement with local or regional agencies, offices, etc., cooperative efforts with other institutions, etc.).  
The core marketing course involves the use of a sophisticated marketing simulation game, in which teams of students compete in two different industries.  Other courses (e.g., M503 Marketing Research) require students to conduct "live" projects with area firms (often the students' employers).
XI. Major student outcomes and how they will be assessed:  

Student Learning Objectives for the major are to:
· Understand the skills and processes involved in marketing management
· Understand the process of creating a market orientation within the firm and how individual managers can contribute to these efforts.
 
Students will demonstrate achievement of these objectives through written individual and group work and through presentations to classmates, faculty, and in some cases members of the business community. Case analysis and discussions as well as team projects involving integration of the aforementioned will play a critical role in this assessment.

Proposed Marketing Major Course Requirements
10.5 credits
Required course:  3.0 credits


M503 
Marketing Research (3 credits)

500-level marketing electives:  a total of 7.5 credits

Among the elective courses most likely to be offered:


M540 
Service Marketing (1.5 credits)


M544 
Advertising and Sales Promotion (3.0 credits)


M546
Marketing Strategy (1.5 credits)


M550
Customer-Oriented Strategies (3.0 credits)


M595
Special Topics in Marketing (1.5 or 3.0 credits)



Industrial Marketing



Database Marketing



Marketing Engineering

Note:  In academic year 2004-5, the KSBI marketing faculty will propose creating permanent course numbers of some of the more frequently-offered M595 topics.

Following is a list of the marketing course descriptions:

M 503 Applied Marketing Research (3 cr.) P: M 501. The basic objective of this course is to develop the student's understanding of marketing research as it applies to marketing decision making. The course covers principles of qualitative, experimental and survey research designs, secondary and syndicated data sources, and questionnaire design. The major focus will be on the tools used to properly collect market research information.

M 540 Service Marketing (1.5 cr.) This course focuses on the marketing problems and strategies of service and not-for-profit organizations. Subjects covered include the nature of services, organizing for services delivery, managing services demand, tailoring the customer mix, and managing supply.

M 544 Managing Advertising and Sales Promotion (3.0 cr.) Theories and practices of advertising, sales promotion, and public relations as they relate to the overall marketing program.  Emphasis is placed on policy planning, decision tools, and the legal and social environment.

M 546 Marketing Strategy (1.5 cr.) The course provides a high-involvement simulation experience that emphasizes identifying, selecting, and implementing marketing strategies.  The simulation provides the competitive environment that reflects many of the complex characteristics of real world decision making.

M 550 Customer-Oriented Strategies (3 cr.) Companies increasingly recognize the importance of being customer driven and the role that customer satisfaction plays in maintaining competitive advantage in the marketplace. This course provides students with a rich understanding of how this understanding can help managers make better business decisions. The course covers business-to-business, as well as individual consumer behavior. 

M 595 Relationship Marketing: The strategic role of Buyers and Sellers in an Industrial Market (3 cr.) P: M 501 Theories and practices of business to business marketing from the perspective of the buyer and the seller with an investigation into the strategic and behavioral roles inherent in relationship marketing. Using cases, role plays, and exercises we will analyze business markets and develop programs to build relationships.  We will focus on issues relating to negotiation, relationship management and other strategic issues related to the interaction of the buyer and the seller.

M 595 Variable Topics in Marketing:  Strategic Database Management  P: M 501 Tuesdays (May 11 – July 20th) This course is designed to help marketing managers understand one of the emerging trends in marketing, customer-driven database management. Departing from the traditional focus on mass marketing and brand equity, this course integrates the concept of Customer Equity and the empirical models used in Database Marketing. It enables marketers to manage customer portfolios across segments and over time, and gives marketers the means to lengthen customer life cycles, tailor the marketing mix, and balance customer acquisition and retention. This course is also related to Customer Relationship Management (CRM) by helping marketers know what customers want, through their attitude and actual behavior, and greatly increase the cost efficiency and effectiveness of marketing programs.

M 595 Marketing Engineering P: M 501 - Fall 2004.  This course is designed to help students move from conceptual marketing to marketing engineering. It will help students in accessing and using computer assisted models when making marketing strategic and tactical decisions, a skill that is in increasing demand in organizations today. Accordingly, it will deal with the use of data to make marketing decisions. It will introduce recently developed quantitative models to improve marketing decision making in such areas as segmentation/targeting, positioning, promotions, advertising, and new product forecasting.

