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MKMR 201. Marketing Management. 3 Units.
This is an introductory marketing course designed to provide students
with the concepts and theories necessary for understanding the
fundamental principles of marketing and its role in any organization.
Students will learn concepts such as marketing orientation, marketing-
mix, relationship marketing and service logic, as well as behavioral
theories of customer response and strategic frameworks of customer
brand management. Students develop capabilities for understanding
marketing issues in real world situations and to create and implement
basic marketing plans. Prereq: At least Sophomore standing.

MKMR 304. Brand Management. 3 Units.
Successful innovation and management of brands and products creates
customer, firm, and societal value. This course is designed to help
students understand the principles of product and brand development
and management such as understanding evolving customer needs;
creating and delivering the right products, services, and experiences;
and managing the process to enhance brand equity and customer
satisfaction. Through text, cases, and simulation this engaging class will
cover the branding process from new brand and product development;
brand communication and promotion, and brand equity measurement.
The course will also discuss specific topics such as global brands,
brand extensions, brand revitalization, and social responsibility. Prereq:
MKMR 201.

MKMR 308. Measuring Marketing Performance. 3 Units.
Evaluation and control are important strategic marketing processes and
without effective and consistent measurement, these processes cannot
be performed adequately. In recent years, marketing budgets have been
challenged by top managers as the value of these expenditures to an
organization's financial well being is not often clear. Marketing activities
such as advertising, sales promotions, sales force allocation, new product
development, and pricing all involve upfront investments and making
these investments now require increasing scrutiny. This course will be
about knowing and understanding what to measure, how to measure,
and how to report it so the link between marketing tactics and financial
outcomes is clearer. The course will include lecture by the instructor,
readings, cases, computer based data exercises, and guest lectures.
There will also be a team project requirement. Prereq: (ACCT 100 or ACCT
101) and ECON 102 and MKMR 201.

MKMR 310. Marketing Analytics. 3 Units.
To appreciate, design, and implement data-based marketing studies
for extracting valid and useful insights for managerial action that yield
attractive ROI, five essential processes are emphasized: (a) making
observations about customers, competitors, and markets, (b) recognizing,
formulating, and refining meaningful problems as opportunities for
managerial action, (c) developing and specifying testable models of
marketing phenomenon, (d) designing and implementing research
designs for valid data, and (e) rigorous analysis for uncovering and
testing patterns and mechanisms from marketing data. Prereq:
MKMR 201 and OPRE 207.

MKMR 311. Customer Relationship Management. 3 Units.
Customer Relationship Management (CRM) is the strategic process of
building and maintaining profitable, sustainable customer relationships
through co-creation of value with customers in both business-to-business
(B2B) and business-to-consumer (B2C) markets. This course starts with
understanding the relationship between an organization's strategic goals
and the structure and dynamics of organization-customer relationships.
Topics include assessing CRM system design, implementation and
management; the fundamentals of customer profitability analysis;
customer portfolio management; B2B relationship management; sales
force management and automation; and designing services programs to
optimize customer experiences; and expanding customer relationships
through services. Additionally, students will explore how one-to-one
marketing and social networks enhance customer relationships. Learning
will be accomplished through lecture and discussion, critical discussion
of case studies and contemporary marketing issues, and interaction with
experienced CRM marketing professionals. Prereq: MKMR 201.

MKMR 312. Selling and Sales Management. 3 Units.
Selling and sales management are keys to implementing an
organization's marketing program and customer relationships. This
course emphasizes developing an understanding of basic marketing
concepts, selling principles, interrelationships among sales force
management and other business functions, appropriate strategy for
managing a sales force and measurement of sales force productivity.
We will use theories of work motivation and explore how individual
difference variables influence the choices of sales managers. This course
uses a synthesis of sales research and leading practices to focuses on
both a strategic and a tactical perspective. Strategic issues include:
entrepreneurial strategy, the sales force's role in company strategy,
customer relationship and strategic account management, sales force
size and organization and career paths to sales management. Tactical
issues include: effective approaches to selling, finding and retaining top
sales talent, motivating and compensating the field force, evaluating
performance, and aligning sales territories. Prereq: MKMR 201.

MKMR 348. Strategic Internet Marketing. 3 Units.
This course aims to prepare business students to think strategically and
make effective marketing decisions in networked business environments.
Given the increasing strategic significance of the internet across a
broad spectrum of industries, it is imperative that business students
develop a deep understanding of the emerging digital marketplace. The
course will focus on the following topics: The emerging digital world;
individuals and firms online; network technologies; business models on
the internet; online branding; customer relationship management and
loyalty in electronic markets; internet's impact on innovation and product
management; online retailing; business-to-business e-commerce; multi-
channel management; sustainable competitive advantage in the digital
marketplace; legal, ethical, and public policy issues related to digital
technologies; organizing for online marketing. Prereq: MKMR 201.

MKMR 360. Independent Study. 1 - 3 Units.
This course is offered, with permission, to students undertaking reading
and research in an area of their special interest.

MKMR 405. Business Marketing. 3 Units.
This course focuses on concepts and practices of business-to-business
marketing of products and services. It also examines how rapid
technological change impacts industrial markets. Topics covered include:
buyer-seller relationship building, competitive bidding, developing
markets for new materials and value-based pricing strategies. Marketing
to the government, marketing of intellectual property and marketing-R&D-
manufacturing interface issues will also be explored. Prereq: MBAP 407
or MBAC 506 or HSMC 407.
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MKMR 408. Marketing Metrics. 3 Units.
Evaluation and control are important strategic marketing processes
and without effective and consistent measurement, these processes
cannot be performed adequately. In recent years, marketing budgets have
been challenged by top managers as the value of these expenditures
to an organization's financial well being is not often clear. Marketing
activities such as advertising, sales promotions, sales force allocation,
new product development and pricing all involve up-front investments
and making these investments now require increasing scrutiny. This
course will be about knowing and understanding what to measure, how
to measure and how to report it so the link between marketing tactics
and financial outcomes is clearer. The course will include lecture by the
instructor, readings (no textbook), cases, computer based data exercises
and guest lectures. There will also be a team project requirement. Prereq:
MBAC 506, MBAP 407 or HSMC 407.

MKMR 410. Marketing Insight Management. 3 Units.
To appreciate, design, and implement data-based marketing studies
for extracting valid and useful insights for managerial action that yield
attractive ROI. Five essential processes are emphasized: (a) making
observations about customers, competitors, and markets, (b) recognizing,
formulating, and refining meaningful problems as opportunities for
managerial action, (c) developing and specifying testable models of
marketing phenomenon, (d) designing and implementing research
designs for valid data, and (e) rigorous analysis for uncovering and
testing patterns and mechanisms from marketing data. Prereq:
MBAC 506 or MBAC 511 or MBAP 403 or MBAP 407.

MKMR 411. Customer Relationship Management. 3 Units.
Customer Relationship Management (CRM) is the strategic process of
building and maintaining profitable customer relationships through co-
creation of value with customers. This course starts with understanding
the relationship between an organization's strategic goals and customer
relationships, including assessing CRM systems, management and
implementation, in both B2B and B2C markets. Students will learn the
fundamentals of customer profitability analysis, customer portfolio
management, B2B relationship/sales force management and automation,
designing services to optimize customer experiences, as well as
expanding customer relationships through services. Additionally,
students will explore how one-to-one marketing and social networks
enhance customer relationships. Learning will be accomplished through
critical discussion of case studies and contemporary marketing issues,
and hands-on group project and presentation, and interaction with
experienced CRM marketing professionals. Prereq: MBAP 407 or
MBAC 506 or HSMC 407.

MKMR 412. E-Marketing. 3 Units.
Using a combination of lectures, cases, and hands-on projects, the course
examines how the Internet influences all the key aspects of marketing,
including marketing strategy, pricing, advertising, segmentation,
marketing research, retailing, distribution channels, and international
marketing. Additionally, the course will cover more Internet specific topics
such as privacy, wireless web, sales force automation, and emarketplace
models. The course incorporates both business-to-business and
business-to-consumer outlooks. Prereq: MBAC 506 or MBAP 407.

MKMR 421. Marketing Value Creation. 3 Units.
Marketing value creation is the process of creating and managing
successful brands through continuous innovation. Successful brand
innovation and management requires understanding evolving customer
needs; creating and delivering the right products, services, and
experiences; and managing the process to enhance brand equity and
customer satisfaction. Through text, readings, cases, high-profile guest
lectures and team projects, this engaging class will cover the innovation
and branding process from discovery of unmet needs, brand and product
development, to brand promotion and advertising and brand equity
measurement. A sustainability thread will weave through the course,
covering topics such as brand's ecological footprint, product safety,
eco-friendly branding, the ethics of advertising, the impact of pricing
on consumers and corporate social responsibility. The result of proper
sensitivity to customer needs, social concerns and the environment is
integral to the process of value creation for customers, companies and
society. Prereq: MBAC 506 or MBAP 407.

MKMR 501. Special Problems and Topics. 1 - 18 Units.
This course is offered, with permission, to students undertaking reading
or a project in a field of special interest.

MKMR 601. Special Problems and Topics. 1 - 18 Units.
This course is offered, with permission, to Ph.D. candidates undertaking
reading or a project in a field of special interest.


