
MBA 6006 Marketing for Managerial Decision Making 

Workflow Curriculum Modification - Course Change 
    

 

Please verify your answers to the previous questions before clicking Submit 
Request at the bottom of the page.  

 
1. Proposed course prefix and number: 
MBA 6006 
 
2. Proposed credit hours: 
3 
 
3. Proposed course title: 
Marketing for Managerial Decision Making 
 
4. Proposed course prerequisites: 
None 
 
5. Proposed course corequisites: 
None 
 
6. Proposed course prerequisites that may be taken concurrently (before or at the same 
time): 
None 
 
7. Minimum grade for prerequisites (default grades are D for Undergrad and C for Grad): 
None 
 
8. Major and/or minor restrictions: 
Include 
 
9. List all the four-digit major and/or minor codes (from Banner) that are to be included or 
excluded: 
ACTM, MBAM, MBBM, MBFM, MBGM, MBHM, MBIM, MBKM, MBSM 
 
10. Classification restrictions: 
Not Applicable 
 
11. List all the classifications (freshman, sophomore, junior, senior) that are to be included 
or excluded: 
none 



 
12. Level restriction: 
Include 
 
13. List the level (undergraduate, graduate) that is to be included or excluded. 
GR 
 
14. Do prerequisites and corequisites for 5000-level courses apply to undergraduates, 
graduates, or both? 
Not Applicable 
 
15. Is this a multi-topic course? 
No 
 
16. Proposed course title to be entered in Banner: 
MKTG for MGR Decision Making  
 
17. Is this course repeatable for credit? 
No 
 
18. Is this course mandatory credit/no credit? 
No 
 
19. Select class type: 
Lecture/Lab/Discussion 
 
20. How many contact hours per week for this course? 
3 
 
A. Please choose Yes or No to indicate if this class is a Teacher Education class: 
No 
 
B. Please choose the applicable class level: 
Graduate 
 
C. Please respond Yes if this is a current general education course and/or a course being 
submitted for the new WMU Essential Studies program. Please respond No if it is neither. 
No 
 
D. Explain briefly and clearly the proposed improvement. 
This course is part of the required core in the new MBA program. This course fits in with the re-
engineering of the MBA curriculum at Western Michigan University to provide entry and middle 
level managers skills and knowledge that advance their careers through (1) credit for life 
experiences, (2) skill-based curricula, i.e. every course provides skills that can be immediately 
applied in professional life, and (3) hybrid/hyflex/online courses that maintain benefits of live 



relationships and interaction, but reduce the time required to be on-campus.  
 
E. Rationale. Give your reason(s) for the proposed improvement. (If your proposal includes 
prerequisites, justify those, too.). 
Popularity of the traditional MBA is shrinking. Between 2014 and 2018, the number of 
accredited full-time M.B.A. programs in the U.S. shrank 9% to 1,189, with schools reporting 119 
fewer two-year degrees in the most recent survey by the Association to Advance Collegiate 
Schools of Business. For the second consecutive year, even the highest ranked business schools 
in the U.S. are beginning to report significant declines in M.B.A. applications and the worse is 
yet to come, with many M.B.A. programs experiencing double-digit declines. About 10% to 20% 
of the top 100 M.B.A. programs in the U.S. will likely close in the next few years, with even 
greater fallout among second- and third-tier schools. On-line and specialized skills (credentials) 
are increasing. Shorter and more-flexible graduate business degrees have proliferated. 
Specialized subjects like data analytics are growing at 16%, on-line MBA programs have 
doubled in the last six years. Enrollment in the MBA program at WMU overall has declined 31% 
from its peak in fall 2010 to fall 2018. Main campus enrollment was down 30.9% and enrollment 
at regional sites was down 42.1%.  
 
F. List the student learning outcomes for the proposed course or the revised or proposed 
major, minor, or concentration. These are the outcomes that the department will use for 
future assessments of the course or program. 
MBA 6006 is a course designed to present how marketing theory is used by organizations to 
create customer value, achieve and sustain competitive advantage and to accomplish their 
strategic mission and objectives. Specifically, we will examine how companies (both profit and 
nonprofit) define appropriate consumer segments, develop products and services (as well as 
pricing and distribution strategies) to fit the needs of these consumers, while effectively 
communicating the differential advantage of their offerings. Students are expected to develop a 
solid understanding of marketing terminology, concepts, and strategies and how to apply these 
concepts in analyzing and solving marketing problems. Finally, students will be proficient in 
developing and presenting strategic marketing initiatives in a professional manner. Specifically, 
students should understand: • The impact of economic, business, and political environment 
factors on firms and the marketing function. • How to collect, sort, and analyze market, 
customer, competitor, and other marketing data. • Essential product and brand management 
concepts. • The design and implementation of integrated strategic marketing initiatives. • The 
connection between marketing strategy and execution and the financial performance of the firm. 
• Developing and delivering professional marketing presentations. • Work as a team to analyze 
and solve business problems  
 
G. Describe how this curriculum change is a response to student learning assessment 
outcomes that are part of a departmental or college assessment plan or informal 
assessment activities. 
This curriculum change is a result of research into market trends and the needs of business 
professionals and hiring organizations. Specific Learning Goals that will be assessed in the new 
program includes: 1. Students will be knowledgeable about and be able to put into practice 
effective Leadership Skills 2. Students will be knowledgeable about and be able to put into 
practice effective Communication Skills 3. Students will gain knowledge and be proficient in 
Strategic Decision Making by gaining an understanding of data analysis, functional business 



areas and the ability to develop strategic plans for business.  
 
H. Effect on other colleges, departments or programs. If consultation with others is 
required, attach evidence of consultation and support. If objections have been raised, 
document the resolution. Demonstrate that the program you propose is not a duplication of 
an existing one. 
N/A 
 
I. Effect on your department's programs. Show how the proposed change fits with other 
departmental offerings. 
This course allows students to meet the requirements of the new MBA core.  
 
J. Effects on enrolled students: are program conflicts avoided? Will your proposal make it 
easier or harder for students to meet graduation requirements? Can students complete the 
program in a reasonable time? Show that you have considered scheduling needs and 
demands on students' time. If a required course will be offered during summer only, 
provide a rationale. 
There will be no effect on students meeting the graduation requirements.  
 
K. Student or external market demand. What is your anticipated student audience? What 
evidence of student or market demand or need exists? What is the estimated enrollment? 
What other factors make your proposal beneficial to students? 
Our anticipated audience are our current Haworth College of Business graduate students as well 
as other graduate students at WMU. In the short-term, we do not anticipate any significant 
change in demand for this course.  
 
L. Effects on resources. Explain how your proposal would affect department and 
University resources, including faculty, equipment, space, technology, and library holdings. 
Tell how you will staff additions to the program. If more advising will be needed, how will 
you provide for it? How often will course(s) be offered? What will be the initial one-time 
costs and the ongoing base-funding costs for the proposed program? (Attach additional 
pages, as necessary.) 
There is no expected change in departmental or university resources.  
 
M. With the change from General Education to WMU Essential Studies, this question is no 
longer used. 
For courses requesting approval as a WMU Essential Studies course, a syllabus identifying 
the student learning outcomes and an action plan for assessing the student learning 
outcomes must be attached in the Banner Workflow system. 
Not Applicable 
 
N. (Undergraduate proposals only) Describe, in detail, how this curriculum change affects 
transfer articulation for Michigan community colleges. For course changes, include detail 
on necessary changes to transfer articulation from Michigan community college courses. 
For new majors or minors, describe transfer guidelines to be developed with Michigan 
community colleges. For revisions to majors or minors, describe necessary revisions to 



Michigan community college guidelines. Department chairs should seek assistance from 
college advising directors or from the admissions office in completing this section. 
Not applicable 
 
O. Current catalog copy: 
N/A - this is a new course. 
 
P. Proposed catalog copy: 
MBA 6006 - Marketing for Managerial Decision Making This course is designed to present how 
marketing theory is used by organizations to create customer value, achieve and sustain 
competitive advantage and to accomplish their strategic mission and objectives. Specifically, we 
will examine how companies (both profit and nonprofit) define appropriate consumer segments, 
develop products and services (as well as pricing and distribution strategies) to fit the needs of 
these consumers, while effectively communicating the differential advantage of their offerings. 
Students are expected to develop a solid understanding of marketing terminology, concepts, and 
strategies and how to apply these concepts in analyzing and solving marketing problems. Finally, 
students will be proficient in developing and presenting strategic marketing initiatives in a 
professional manner.  
 
Prerequisites/Corequisites: None.  
Credits: 3 hours  
Restrictions Enrollment in HCOB graduate business courses requires admission to the MBA or 
MSA program or the approval of the Director of Graduate Business Programs. Notes: Open to 
Graduate students only. When Offered: Fall, Spring, Summer 1, Summer 2  
 



MBA 6006  
MARKETING FOR MANAGERIAL DECISION MAKING  

 Syllabus Outline  
 
PROFESSOR:           
OFFICE:            
OFFICE PHONE:      
OFFICE HOURS:        
EMAIL ADDRESS:   
PREREQUISITE:     Completion of all MBA basic core requirements, admission to the 

MBA program or MSA, or consent of the HCOB Director of graduate 
programs. 

 
COURSE LEARNING OBJECTIVES 

 
MBA 6005 is a course designed to present how marketing theory is used by organizations to 
create customer value, achieve and sustain competitive advantage and to accomplish their 
strategic mission and objectives. Specifically, we will examine how companies (both profit 
and nonprofit) define appropriate consumer segments, develop products and services (as 
well as pricing and distribution strategies) to fit the needs of these consumers, while 
effectively communicating the differential advantage of their offerings.  Students are 
expected to develop a solid understanding of marketing terminology, concepts, and 
strategies and how to  apply these concepts in analyzing and solving marketing problems. 
Finally, students will be proficient in developing and presenting strategic marketing 
initiatives in a professional manner.   
 
Specifically, students should understand: 
  

· The impact of economic, business, and political environment factors on firms and 
the marketing function.  

· How to collect, sort, and analyze market, customer, competitor, and other marketing 
data.  

· Essential product and brand management concepts.  
· The design and implementation of integrated strategic marketing initiatives.  
· The connection between marketing strategy and execution and the financial 

performance of the firm.  
· Developing and delivering professional marketing presentations.  
· Work as a tean to analyze and solve business problems  

 
 

COURSE DELIVERY: 
 
Course delivery method will vary based on the expertise of the instructor and the needs of 
the student.  However, the method chosen (hybrid/hyflex/online) must maintain the benefits 
of developing and nurturing relationships through regular live student-to-student/student-to-
instructor interactions.  
 



 
REQUIRED MATERIALS: 

 
The materials that would be required for MBA 6005 will be determined by the instructor 
and determined based on their ability to contribute to achieving the course learning 
objectives.  These may include (but are not limited to) textbooks, simulations, course 
packets, articles, videos, case studies, information on internet sites, etc.  
 

 
COURSE EVALUATION 

 
The methods and outcomes from which to evaluate the course may include (but are not 
limited to): examinations (preferably essay/short answer), written assignments (in-class and/or 
out-of-class - in general, these will tend to be practical and informative assignments that will help to 
better understand how to apply strategic decision-making in marketing to solve business problems), 
presentations (communication skills), class participation, simulation results, 
teamwork/leadership assessments, marketing plan, etc.  
 
 

Examples of Course Structure #1 
 

Topic 

Course Introduction  
In-Class Assignment 

Buyer Decision Making/Customer Relationships 
Take Home Assignment 

Segmentation/ Positioning/Differential Advantage  
In-Class Assignment 
Present Assignment 

Market Research (in computer lab) 
One-to-One Marketing 

Work on Project with Group  
Models of Strategic Planning  

Product/Service Strategy  
Pricing 

Income Statement  
In-Class Assignment 

Distribution  
(Presentation by Dr. Mushtaq Luqmani)  

Review for Exam 
Work on Project with Group 

Exam 1 
Work on Project with Group 

Homework – Watch video 
Discuss assigned video 

Advertising Mass Media  
Out-of-Home Advertising  



Sales Promotion  
In-Class Assignment 
Present Assignment 

Digital/Internet Marketing 
Work on Project with Group 

Video 
Discussion  

Review for Exam 
Exam 2 

Work on Project with Group 
Project Due 

Presentations 
*The dates and assignments given above are approximate and may be changed at the 

discretion of the professor. 
 

 
Examples of Course Structure #2 

 
Module 0 
Recorded Course Introduction – Available, Wednesday, September 2 
Introduction, Review, and Roadmap for the Course 
Team Selection 
 
Module 1 
Recorded Lecture 
Introduction Lecture Marketing Basics 
Introduction Lecture Q1 
Q1 Decisions due by 11:45 p.m. on September 12 
 
Module 2 
Recorded Lecture  
Introduction lecture Q2 
Executive Meeting via Zoom 
Q2 Decisions due by 11:45 p.m. on September 19 
 
Module 3 
Recorded Lecture 
Review lecture Q2 & Introduction lecture Q3 
Executive Meeting with Dr. Z. via Zoom 
Q3 Decisions due by 11:45 p.m. on September 26 
 
Module 4 
Recorded Lecture  
Review Lecture Q3 & Introduction lecture Q4 
Executive Meeting via Zoom 
Q4 Decisions due 11:45 p.m. on October 3 
 



Module 5 
Recorded Lecture  
Introduction to Marketing & Business Plan Presentations 
Work on Q5 Decisions – but do not submit! 
Work on Plan Presentations 
Team Meetings via Zoom 
 
Module 6 
Draft Plan Reviews 
Team Meetings via Zoom 
 
Module 7 
Marketing PIan presentations via Zoom  
Q5 decisions to be submitted by 11:45 p.m. on October 24 
 
Module 8 
Assessment of Learning (individual assessment tool) 
Conducted in the Marketplace Simulation 
Executive Meeting via Zoom 
Q6 Decisions due by 11:45 p.m. on October 31 
 
Module 9 
Q7 – Careful and Precise Adjustments 
Executive Meeting via Zoom 
Q7 Decisions due 11:45 p.m. on November 7 
 
Module 10 
Q8 – Last Straws! 
Executive Meeting via Zoom 
Q8 Decisions due 11:45 p.m. on November 14 
 
Module 11 
Final Presentations – All Teams Attend Synchronously via Zoom 
 

 
Example of Marketing Plan 

 
I.  Table of Contents 
 
II. Company Information 

This part of the paper is an overview of the history and the present status of the company we will 
be working with (Tremonte) and Chile as wine growing region. 

 
III. Market Analysis 

A. Industry Overview (Wine Industry as a market in the United States) 
 1. Industry Overview 
 2. History of Industry 
 3. Trends in Market  

  



B. Competitive Analysis  
 1. Major Competitors:  
 a. Define why the companies described in this section are considered “major competitors.” 
 b. Provide information on each major competitor’s product/services (include market mix 

and company info).  What are the strengths and weaknesses of each of the competitors? 
 
 2. Minor Competitors: 

a. Define why the companies described in this section are considered “minor competitors.”  
b. Provide general information on minor competitor’s products and services.   

 
C. Opportunity/Threats Analysis - what are the opportunities that the firm may be able to 

 exploit?  What threats are there in the market place?  
 

D. Demand Analysis – both total demand for product/service and projected demand for your 
product/service. 

 
IV. Target Market  
 

Target Market - who is the target market?  Give in-depth information about the consumer t- 
market for your product/services (demographic, geographic, psychographic, benefit). Provide a 
primary target market and a secondary target market. At least one has to be business to consumer.    

 
 
V. Marketing Mix Variables 

This section should include a detailed overview of the P’s of marketing (including “positioning”).  
It should be organized as follows:  

 
A. Product/Service - An explanation of the product/service in terms of features, advantages, 

 benefits, warranties, etc.  Are different products and services being targeted to different 
 consumers?  Explain. 

 
B. Positioning Strategy – How are you distinguishing your company from the competition?  

What is your differential advantage in the market place.  
 
C. Price - Details on costs to end consumer, and if appropriate to the retailer or distributer. What 

type of pricing strategy is being used? 
 
D. Place (distribution) - Where can consumers purchase the product?  What distribution channels 

are used? Where are the products stored? Overall, how does the business get the products and 
services to the target market(s)?  Is the internet used to distribute goods and services to either 
the end user or other distribution channel members? Explain.  Note: For the business-to-
consumer market, one channel could be on-line, another may be retail-based.  

 
 E. Promotion - Integrated marketing communications strategy for the firm’s products/services. 
 

1. Promotional/Communication Objectives - What are the firm’s overall 
communication/promotional objectives (i.e., What do you want to accomplish with 
your advertising and promotions?  Are they different for the various target markets?  
Explain. 

 
2. Promotional Methods Used 

 



Digital Marketing- Describe how the company will use the web to promote (and/or 
sell) your goods and services. Search Engine Marketing, Social Media, Display, and 
Video should all be considered.  
 
Sales Promotions - Describe ways the company creates added value or incentive to 
purchase their products or services.  
 
Traditional Advertising - Describe specific methods (TV, radio, newspapers, and/or 
magazines) that are used to achieve the communication objective you gave above.  
 
Public Relations - Explain how the company would use Publicity and PR to help 
achieve their communication objectives.  
 
Personal Selling – Detail the objectives and use of personal selling in the business at 
both retail and B to B (if applicable).  
 
Out-of-Home or other marketing strategies – Present any other marketing methods 
that may apply to promote your product.  
 

3.Estimated Promotional Budget -  Provide the total promotional budget and a breakdown 
of the costs within in each of the above promotional areas. 

 
VI. Income Statement 
 
VII. References 
 

 
UNIVERSITY GUIDELINES 

 
Latest WMU guidelines (academic integrity, accomodations for persons with disabilities, 
etc) that are required to be included in syllabus. 
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