






UNIVERSITY OF KENTUCKY 
GATTON COLLEGE OF BUSINESS & ECONOMICS 

 
COURSE: Business Functions and Processes -- Marketing (MBA 607)  
 
TEXT (Optional): Marketing Strategy, 4/e (paperback), O.C. Ferrell and Michael D. Hartline 

(ISBN #0-324-36272-2) 
 
READINGS: Available at Johnny Print 
 
PROFESSOR: David Hardesty, Ph.D. (david.hardesty@uky.edu) 
 Office: 455Q Gatton College of Business & Economics 
 Office Phone: 859-257-9419 
 
OFFICE HOURS: Office hours are by appointment.  If you need to speak with me and cannot 

find me, leave a message at my office. 
 
COURSE DESCRIPTION: 
 
 This course introduces students to the role of marketing within the firm and overviews the 

components of a marketing plan.  Topics such as the marketing concept, segmentation, 
targeting, positioning, product strategy, pricing strategy, distribution strategy, and promotion 
strategy are emphasized.  Theories of behavior drawn from consumer research, psychology, 
economics, and other social sciences provide the necessary foundation for understanding 
marketing strategy.  The format of class will be lecture, class exercises, and case discussion.  
Class requirements include reading the cases and assigned readings before coming to class 
and completing the required writing assignments.  

 
ATTENDANCE: 
 
 You are expected to attend all classes.  Exam questions will be based on material covered in 

class. 
 
ACADEMIC HONESTY: 
 
 The Honor Code is in effect. 
 
GRADING: 
 
 Exam    100 Points 
 Case Writing Assignments 150 Points 
 Total    250 Points 

 
The grading policy for this course limits the percent of "As" earned to no more than 50%.  A 
grade of "C" will be given for students whose cumulate score in the course is more than two 



standard deviations below the median class score.  A “D” will be given for any grade below 
70% and an “E” for any grade below 60%. 
 

EXAM: 
  
 The exam is an in-class closed-notes exam. 
 
READINGS: 
 

1) For those who are reading along with the textbook, tt is recommended that students read 
chapters 2, and 4-11. 

 
2) Students are required to read and critically evaluate and write up four cases.  The 

assignments are entitled “Cialis” (Due Friday, August 15th), “Pricing and the 
Psychology of Consumption” (Due Tuesday, August 19th), “Webvan” (Due Tuesday, 
August 26th), “An Anchoring and Adjustment Model of Purchase Quantity Decisions,” 
(Due Thursday, August 28th).  The case summaries are worth 150 points (25 points 
each for Pricing and the Psychology of Consumption and An Anchoring and Adjustment 
Model of Purchase Quantity Decisions; 50 points each for Cialis and Webvan).  One 
summary will be turned in by each group for each writing assignment.  These readings 
cover material related to segmentation and targeting, the psychology of pricing and 
consumption, and distribution and pricing strategies.  Each summary should be no longer 
than three-pages, double-spaced, 12-point times new roman font and should consist of the 
following unless otherwise noted: 

 
• A summary statement of the major findings from the research 
• An analysis of the marketing principles described and tested 
• Managerial conclusions regarding the applicability of the findings and theoretical 

concepts 
 

Grading of Case Summaries:  The evaluation of case summaries is competitive, i.e., your 
summary will be graded in comparison to the output of your peers.   

 
Group Peer Evaluations: Each student’s grade will be weighted by peer evaluations from 
the other group members.  Each group member will assess the contribution of other group 
members separately for each case summary.  These evaluations will be confidential and will 
provide an opportunity for you to identify any group members who did not contribute at the 
same level as others within the group.   

 
GENERAL ADVICE: 
 

1) READ material to be covered, before class so that class discussion will be insightful. 
2) ATTEND each class.  ARRIVE on time.  TAKE NOTES.  REVIEW class notes. 
3) ASK questions if you do not understand.   
4) TRY all assignments.  If you have difficulty doing the assignment, come see me. 

znniko0
Sticky Note
Per Dr. Mary Lee Kerr, an "E" will be given to any grade below 70%. 



TENTATIVE COURSE SCHEDULE 
 
Session 1 (August 17): INTRODUCTION, Opening Survey, Overview of Marketing, 

Situation Analysis, SWOT Analysis, Marketing Goals and Objectives, 
and Overview of Cialis Case   
Readings: Chapters 2, 4, 5, and 6 

 
Session 2 (August 18): Expected Utility Theory and Prospect Theory, Product Strategy, 

Framing, Attraction, and Compromise Effects, Asymmetric 
Dominance, Case Discussion for Cialis case, and Overview of Pricing 
and the Psychology of Consumption 
Readings: Chapter 7 and Cialis Case 
Assignment: Cialis Case Write-Up (50 POINTS) 

 
Session 3 (August 19): Pricing Strategy, Case Discussion for “Pricing and the Psychology of 

Consumption,” Component vs. Bundle Pricing, Pricing Tactics  
Readings: Chapter 8, Pricing and the Psychology of Consumption 
Assignment: Pricing & the Psychology of Consumption Write-Up 
(25 POINTS) 

 
Session 4 (August 20): Distribution Strategy, Promotion Strategy, and Overview of Webvan. 
 Readings: Chapters 9, 10, and 11 
 
Session 5 (August 21): Case Discussion for “Webvan: Groceries on the Internet,” Model of 

Consumer Behavior, High-Effort Consumer Decision-Making, 
Decision-Making Rules, and Overview of “An Anchoring and 
Adjustment Model of Purchase Quantity Decisions.”  

 Readings: Webvan: Groceries on the Internet 
 Assignment: Webvan: Groceries on the Internet Write-Up 

(50 POINTS) 
 
Session 6 (August 25): Low-effort Consumer Decision-Making and Discussion of “An 

Anchoring and Adjustment Model of Purchase Quantity Decisions.” 
 Readings: An Anchoring and Adjustment Model of Purchase 

Quantity Decisions 
 Assignment: An Anchoring and Adjustment Model of Purchase 

Quantity Decisions Write-Up (25 POINTS) 
 
Session 7 (August 27): Exam (100 POINTS) 
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