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New Course Request Approval Form




Major Change to an Existing Course Request Form


Today’s Date:     09/26/07
MAJOR CURRICULUM changes are as Follows:

(Mark all that apply)

 FORMCHECKBOX 
 Increase in Credit Hours

 FORMCHECKBOX 
 Course Content Change

 FORMCHECKBOX 
 Course Number Change Outside Current Level 

 FORMCHECKBOX 
 Change in Grading Status

 FORMCHECKBOX 
 Increase Variable Credit Hours Outside the Maximum

 FORMCHECKBOX 
 Change in Concurrent Courses

 FORMCHECKBOX 
 Course Instructional Type Change

DEPARTMENT PREFIX:  FORMDROPDOWN 
  MKT
COURSE NUMBER:  FORMDROPDOWN 
  301
MODIFIER:  FORMDROPDOWN 
  
ABRIDGED COURSE TITLE:  FORMDROPDOWN 
 (max. 30 characters including spaces) Decision Making in Marketing

UNABRIDGED COURSE TITLE: (Optional)  Creativity, Innovation and Decision Making in Marketing
Initiating Faculty:  FORMDROPDOWN 
  Michael McCarthy

E-Mail Address:      FORMDROPDOWN 
  mccartms@muohio.edu
Department Chair:  FORMDROPDOWN 
  James Stearns
E-Mail Address:       FORMDROPDOWN 
  stearnjm@muohio.edu
First academic semester and year to be offered:    FORMDROPDOWN 

CREDIT HOURS - Low/High:  FORMDROPDOWN 

  Low:      4
  High:     4
  Maximum Hours Counted Toward Graduation:  FORMDROPDOWN 
  4
PROPOSED INCREASE IN CREDIT HOURS - Low/High:
  Low:           
  High:          
  Maximum Hours counted toward Graduation:          
Full Term Course:  FORMCHECKBOX 
 
Sprint Course:  FORMCHECKBOX 
  FORMDROPDOWN 



Other:  FORMCHECKBOX 
  If other, Describe:       
Lecture minutes per week:   FORMDROPDOWN 
    Other:  FORMCHECKBOX 
  If other, Describe:       
Laboratory minutes per week:   FORMDROPDOWN 
    Other:  FORMCHECKBOX 
  If other, Describe:       

DEFAULT GRADE OPTIONS:      FORMDROPDOWN 

INSTRUCTIONAL TYPE: The instructional type refers to the way the course will be taught.  Miami University and the Ohio Board of Regents recognize seven instructional types:
 FORMDROPDOWN 

CATALOG DESCRIPTION:  FORMDROPDOWN 
  (Required for Increase in credit hours, course content change, and course number change outside current level) 
Current Catalog Description:

The purpose of this course is to provide the foundations for cross functional integration of business strategy, theory and practice. This goal is accomplished by exposing students to a structure of increasingly complex case analysis and discussion. A comprehensive framework will also be created.

New Catalog Description:

The purpose of this course is to enhance the student’s abilities in the areas of creativity, innovation and decision making in the context of marketing situations.  The processes of problem recognition, idea generation, problem solution, and implementation, will be combined with foundations of  analytics and research to equip the students with the skill set on which successful organizations are built and compete to succeed. 

PREREQUISITE(S):  FORMDROPDOWN 
  MKT
CONCURRENT COURSE(S):  FORMDROPDOWN 
  291
CROSS-LISTED COURSE(S):  FORMDROPDOWN 
        *Indicate Dept. responsible for staffing       
OBJECTIVES & RATIONALE:  FORMDROPDOWN 
  Explain the reason for the course proposal. 
Change the catalog description to reflect the addition of creativity and innovation content in the course as well as the increased emphasis on that content.
SIMILAR COURSES: 

Does this course overlap a course offered in your academic unit?          FORMCHECKBOX 
 YES       FORMCHECKBOX 
 NO  

Does this course overlap a course offered in another academic unit?     FORMCHECKBOX 
 YES       FORMCHECKBOX 
 NO  

If so, consultation with a representative of the other academic unit is required. List the department, course number and modifier of similar courses. Identify the person(s) with whom you have consulted. What was the response?        
SYLLABUS: (Required for Increase in credit hours, course content change, and course number change outside current level) 
Note: If you have tables or other items that may not paste into this form properly, please make note of that in the text box and submit accompanying electronic documents to courseapproval@muohio.edu with this form.

Text:
 Course Objectives:
As the rate of change continues to accelerate and the half-life of knowledge continues to shrink, business and society increasingly seek rapid solutions to a growing number of challenges.  The process of problem recognition, idea generation, solution, and implementation, all tempered by analytics and research, is the underlying platform on which successful organizations are built and compete to succeed. This course helps participants develop the skills necessary to thrive within such organizations and better manage them. 
We hope that you will:

(1) learn to appreciate how fundamental creativity can be to happiness and well being, and to competitive advantage, 

(2) develop a logical, complete FRAMEWORK for analysis of business situations, incorporating tools from creativity as well as the breadth of business disciplines.
(3) acquire tools to help stimulate and manage individualthink (e.g., morning pages) and groupthink (process phases, criticism giving and taking, etc.), 
(4) apply these tools to problems that commonly arise in marketing areas such as sales, supply chain management, and branding, 
(5) explore the use of technologies (e.g., software) to help stimulate creative problem solving (teams are assigned software to try and review informally),  

(6) learn methods with which to stimulate customer-centric innovation (i.e., co-creation), 
(7) engage in such customer-centric innovation in part by applying empathic design and Kano methods to the development of a new product or service, 
(8) review idea-selection tools, especially conjoint’s experimental assessment of customer value systems, 
(9) read and discuss current articles on the stimulation of innovation and the management of innovative organizations, 

(10) practice DECISION MAKING.  This will involve problem identification, generation of creative alternatives, analysis, and RISK TAKING, and

(11) develop additional written and oral communication and team skills.

Course Schedule:
	Expected Semester Schedule (Subject to Change)

Creativity, Innovation, and Marketing Decision Making (MKT 301)

	T, 08/21:  Case: A Disservice to Students
R, 08/23:  Readings: America’s Looming . . .
The Power of Words

T, 08/28:  Case: The HeaterMeals Company:

A Hot in the Dark

R, 08/30:  Optional U.S. Supreme Ct. Case 06-278
T, 09/04:  Case: Slavic Treasures
R, 09/06:  Book:  A Whole New Mind (4 pgs. ds)

Readings: Virtual Life
Beyond Second Life

The Mind Bending . . .

(1 pg. thoughts; 1 pg. 5 New Prod. Ideas)
T, 09/11:  Case: AmericanGreetings.com
R, 09/13:  Readings: Innovating Through Design
Artful Making

Innovation: The Classic Traps
T, 09/18:  Framework Day

R, 09/20:  Stage Gate: Teams present 20 new

product ideas to the class for evaluation,

plus 20 other (screened out) ideas to the

professors. Student audience provides input

during presentations and is surveyed to

determine which two ideas move forward.

T, 09/25:  Case: Heat Saver Distributors, Ltd.
R, 09/27:  Readings: Manage Customer-Centric . . .
Bringing Customers Into the Boardroom

Creating New Growth Platforms

T, 10/02:  Case: Talisman Energy and Its Sudan

Investment
R, 10/04:  Book: Ideaspotting (5 fav. pts. & why; 2 pgs)

Three Days of Morning Pages Shredded

T, 10/09:  Case: Girard Winery

R, 10/11:  In-Class Challenge


	T, 10/16:  Readings: 3M’s Crisis
Have it Both Ways

Six Sigma is So Yesterday

How to Kill a Great Idea

Oxo’s Favorite Mistakes
R, 10/18:  Personal Creativity Projects

T, 10/23:  Case: Cognex Corporation:

Time for a New Vision?
R, 10/25:  Case: Cognex Corporation:

Time for a New Vision?
T, 10/30:  Case: Bogus Basin Recreational

Association, Inc.

R, 11/01:  Final New Product Ideas Presented
T, 11/06:  Case: EMR Innovations
R, 11/08:  Readings: Inside Nathan Myhrvold’s . . .
A Buyer’s Guide to the Innov. Bazaar
T, 11/13:  Case: Rayovac Corporation:

Recreating a Proud American Brand
R, 11/15:  Readings: Outsourcing Innovation

Mini-Case: Feed R&D or Farm it Out?
What would you do and why?
Which commentator did best and why?

(2 pgs. ss max for the mini-case)
T, 11/20:  Case: Total Quality Logistics:

Sales Force Organization/Structure
R, 11/22:  Thanksgiving Holiday

T, 11/27:  Case: New Year’s Eve Crisis

R, 11/29:  Readings: R&D Comes to Services

Enlightened Experimentation

The Innovation Value Chain

T, 12/04:  Case: The Clariant Corporation:

Marketing Specialty Chemicals

R , 12/06:  Reading: Conjoint for Managers

(background only)

Week of 12/10: Exam




CLASSROOM METHODS:

This course is a mix of creativity, value creation, strategy and decision making.  We will use a variety of methods and approaches both inside and outside the classroom.

In about half the classes we will discuss a "case" describing an actual marketing management decision.  It is the student's responsibility to have THOROUGHLY PREPARED an analysis of the case PRIOR TO CLASS.  A student will be asked to begin the discussion by presenting his/her analysis and decisions to the class.  Remaining class time will be taken up by open discussion.

GRADING:

In the work world you will be evaluated against standards which are sometimes clear and explicit, and sometimes unclear. Usually your manager will attempt to spell out how you will be evaluated, and on what criteria. It is your responsibility to make certain that you are absolutely clear about your evaluation. It makes no sense to complain about not understanding expectations after the fact. Even if you win the argument, you have lost the respect of the management and your peers.  Make certain that you are clear from the outset, not later when it is too late!

	Course Component
	Assignment Required to Receive a Grade in This Course
	Points
	I/T*

	Marketing Decision Making
	Ethics Statement and Agreement
	Required
	I

	Marketing Decision Making
	Resume Submission
	Required
	I

	Creativity & Innovation
	Seven of Eight Days of Article Critiques
	Required
	I

	Creativity & Innovation
	Morning Pages
	Required
	I

	Creativity & Innovation
	In-Class Challenge
	Required
	I

	
	
	
	

	Course Component
	Graded Assignments
	Points
	I/T

	Marketing Decision Making
	Class Participation in Case Discussions
	20
	I

	Creativity & Innovation
	Book Write-Ups
	10

(2@5)
	I

	Marketing Decision Making
	Initial Framework, Final Framework, and Case Analysis Paper
	25
	T

	Creativity & Innovation
	Creativity Project
	5
	I

	Marketing Decision Making
	Team Case Write-Ups
	5


	T

	Creativity & Innovation
	New Product/Service Project
	15
	T

	Final Exam
	
	20
	I

	Total
	
	100
	

	        * Individual or Team Assignment


Letter grading will be as follows:

	97-100
	A+

	93-96.99
	A

	90-92.99
	A-

	87-89.99
	B+

	83-86.99
	B

	80-82.99
	B-

	77-79.99
	C+

	73-76.99
	C

	70-72.99
	C-

	67-69.99
	D+

	63-66.99
	D

	60-62.99
	D-

	Below 60
	F


MIAMI PLAN FOR LIBERAL EDUCATION

Purpose:  The diverse educational communities that comprise the FSB have a common interest in liberal learning: it nurtures capabilities for creatively transforming human culture and complements specialized work by enlarging one’s personal and vocational pathways.  Liberal education involves thinking critically, understanding contexts, engaging with other learners, reflecting and acting, habits that extend liberal learning through a lifetime to benefit both the individual and society. 

        1. Thinking Critically

This course stresses the importance of an organized and comprehensive approach to each individual’s and each team’s creative analysis of assigned material. This approach includes concepts and perspectives from business and non-business disciplines as well as from life experiences.      

 2. Understanding Contexts
One goal of the course is to develop in students creative and comprehensive methodologies for use in business situations and that are of lasting intellectual value for each student. This approach can be applied to creative, innovative, analytical, and decision making contexts encountered by students during their professional careers.

       3. Engaging with Other Learners

This course is structured around individual student teams whose members are actively engaged in collective learning. While each team has ownership of their creative, innovative, and analytical processes, the instructor provides a supportive and consultative atmosphere which allows team members and the instructor to interact frequently, both within and outside the classroom.

       4. Reflecting and Acting

The essence of creativity, innovation, and analysis in a business context is the creation of thoughtful team discussion, with much give and take among the team members. Once a business decision analysis is developed and reported to the class, the instructor will stress consideration of the consequences of that analysis, as well as its moral/ethical implications. 

Evaluative Methods:  FORMDROPDOWN 
       
Note:  Final examinations are expected in all undergraduate courses except where other evaluative substitute procedures have been approved by the department chair or dean of the division.  This regulation does not apply to laboratory final examinations. (MUPIM 10.3.A)   

Example/Sample Grading Scale:  FORMDROPDOWN 
       
Outline and Readings:  FORMDROPDOWN 
       
Other info:       
If this course is offered at both Graduate and Undergraduate level, please provide the additional coursework to be completed by the students receiving Graduate Credit:

     
ESTIMATED ENROLLMENT: Indicate number of students expected to enroll in this class the first term it is offered. Information is used in determining OBOR classification of course.

UNDERGRADUATES:

Nonmajor 50

Major 180
GRADUATES:

Nonmajor 0

Major 0
Is the course a requirement in any programs?       FORMCHECKBOX 
 YES           FORMCHECKBOX 
 NO 

If so, list all majors, minors, and thematic sequences for which this course will be required:    Major in Marketing
UNDERGRADUATE COURSE SUPPLEMENTAL WORKSHEET

This form must be completed for all course proposals numbered under 500.

Is this course being proposed to LEC to be approved for THE MIAMI PLAN FOR LIBERAL EDUCATION?       FORMCHECKBOX 
 YES  (Visit www.muohio.edu/led for Liberal Education New Course Proposal Form)
        FORMCHECKBOX 
 NO

If yes, check the area(s) that apply. 

FOUNDATION COURSES:

        FORMCHECKBOX 
 I. English Composition   

        FORMCHECKBOX 
 IIA. Fine Arts 

        FORMCHECKBOX 
 IIB. Humanities

        FORMCHECKBOX 
 IIC. Social Science

        FORMCHECKBOX 
 IIIA.  US Cultures

        FORMCHECKBOX 
 IIIB. World Cultures

        FORMCHECKBOX 
 IVA. Biological Science

        FORMCHECKBOX 
 IVB. Physical Science

        FORMCHECKBOX 
 IV. Lab

        FORMCHECKBOX 
 V. Mathematics, Formal Reasoning, Technology

        FORMCHECKBOX 
 Historical Perspective

        FORMCHECKBOX 
 First Year Seminar

        FORMCHECKBOX 
 Senior Capstone

List any Thematic Sequence(s) with which this course is associated.        
Is this course being proposed to the College of Arts and Science Curriculum Committee as a College of Arts and Science (CAS) requirement?       FORMCHECKBOX 
 YES           FORMCHECKBOX 
 NO

If yes, check the CAS area(s) to which they apply

 FORMCHECKBOX 
 CAS-A Foreign Language

 FORMCHECKBOX 
 CAS-B Humanities

 FORMCHECKBOX 
 CAS-C Social Science

 FORMCHECKBOX 
 CAS-D Natural Science

 FORMCHECKBOX 
 CAS-E Formal Reasoning



































































































































































































Materials


Harrison, Sam (2006), Ideaspotting: How to Find Your Next Great Idea, Cincinnati, F & W.


Pink, Daniel H. (2005), A Whole New Mind: Why Right-Brainers Will Rule the World, New York, Riverhead Books.


Discussion Notes: Available at Oxford Copy Shop


Case Course Pack:  Available online from Xanedu


1. Open the XanEdu "Login/Register" page at: 


� HYPERLINK "http://www.xanedu.com/login.shtml?PackId=270038" �http://www.xanedu.com/login.shtml?PackId=270038�





2. If you have previously registered for another CoursePack, log in. If not, 


click the "Student Registration" button under the "New Users Register Here"


banner.  Complete the registration page, and click Continue.





3. Confirm your CoursePack Selection, and complete the purchase form.








click ? icons for help with fields








PAGE  
7

_1098271462.bin

