Marketing Management Department

Course Syllabus

COURSE CODE/TITLE:
MARKCU2 (Thesis-Writing)
PRE-REQUISITE:

All major subjects

PRE-REQUISITE TO:

Graduation

TYPE OF COURSE:

Major course

FACULTY:

TERM/TIME/ROOM:

COURSE DESCRIPTION:



This subject is an exercise in the application of theories learned over the course of the majors program.  A two hundred-hour residency with a chosen company or institution must be completed to achieve reasonable grounding in the business/endeavor.  This immersion in the operations should provide ample foundation for to write the thesis.  


The student working on his/her thesis at this point will be able to apply the concepts, tools, procedures and applications in Marketing a product or service in firms operating here and abroad.  He/she will be placed in an environment that will allow these learnings to be actuated. Various decision-making processes leading to the establishment of marketing objectives, strategies and programs to support that firm’s long-term and short-term goals will be written out and presented at a formal defense, which includes representatives from the department's faculty and the company/institution.


The thesis types are categorized as follows:

1. Marketing Plan - this thesis aims to demonstrate the capacity of the student to write out a well-thought of and researched marketing plan of action for a product.  This thesis will show the history of the product life and the proposed direction product development will take.  There is great emphasis on the consistency between the setting of marketing objectives and strategy for the end result of increasing net profit and/or increase in market share over a recommended number of years.  This plan contributes to the host company out-of-the-box thinking strategy.  

2. Service Plan - this is a marketing plan thesis written for a non-tangible product (services).

3. Research Plan - this thesis aims to demonstrate the capacity of the student to build research models for use in the analysis of marketing strategy.  These times require much information and stress its importance, yet the analysis of information is just as important.  New and progressive marketing research models developed by the marketing management student aims to contribute to industry original and fresh ways of interpreting data.  

4. Advocacy Plan - this thesis aims to demonstrate the capacity of the student to deal with and write strategy for non-tangible issues regarding social welfare and public good.  This thesis differs from the others in terms of tangible and measurable results.  The main expectation of writers of these theses is a working strategy for behavior modification and increased awareness of social, political, environmental, and cultural issues and dilemmas.

OBJECTIVES/VALUES:


Today’s graduate in Marketing Management should be well grounded to prepare him/her for a career in middle management such as product or brand manager, advertising manager, marketing services manager, sales manager, distribution manager, marketing communications manager, and so forth.  Then he can assume a top-level corporate position or become an entrepreneur.


MARKCU2 aims to provide the real-life simulation of working environments and the attitude and skills to prepare the graduate for a job specifically assigned to a Product or Brand Manager of a firm.  The course therefore aims:

1. To impart thorough understanding of the planning process before the firm decides on a specific product and service to offer to identified markets;

2. To learn various development activities that a firm could undertake during the product’s life cycle such as improvements/innovations in terms of features, uses. labeling and packaging; possibility of changing the brand name; expansion of the product line; entry of the product in the new markets; or programming the product’s obsolescence to give way to a new one;

3. To establish the relationships of the manager with other functions such as manufacturing, accounting and finance, purchasing, research, advertising and promotion, sales and human resources;

4. To enable the student to learn thoroughly the outline, the general topics and responsibilities that is considered in the preparation, development and approval of the thesis.


To tap the virtues if intellectual honesty, social responsibility, and integrity in conceptualizing and developing new products and sustaining existing products.

SCHEDULE:
	WEEK NO.
	T O P I C
	NO. OF HOURS

	1
	THESIS GROUPS BRIEFING 
	1

	2-8
	INTERNSHIP IN THE FIRM
	200

	9-12
	RESEARCH AND DEVELOPING MARKETING STRATEGIES
	200

	13
	THESIS DEFENSE
	1.5

	14
	REVISIONS
	72


TEACHING METHODS/STRATEGIES:

· LEARNING By Doing
· Strict Mentor Supervision

· Close client supervision
REQUIREMENTS
1. Marketing, Service, Research, or Advocacy Plan prepared for a specific product or issue in a firm.

ASSESSMENT/EVALUATION:
Item



Points

I. The Presentation
20

II. The Written Report
20

III. The Content

40


IV. Usefulness of Paper
20

Total



100 points.

Ms. Milette L. Zamora

October 2001
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