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Welcome to Stanford Marketing
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I. Our Identity 

II. Our Values 

III. The Associate Role 

IV. Activity 

Overview
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OUR IDENTITY
• Who We Serve

• Our Team: Meet the Board 
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Stanford 
Community

Cohesive group 
focused on creativity, 
passion, and insight

Educational source 
for marketing 

knowledge

Small, exclusive 
network of 

pre-business students

Clients

Student-led premier 
marketing consulting 

Source and direct 
connection to college 
target demographic 

Goal, learning, and 
experience oriented 

individuals who 
create valuable 

resources 

Stanford 
Marketing 
Members

Passionate, close-knit, 
familiar yet 

professional group of 
individuals 

Bring each other to 
the “next level”

Culture of open, 
appreciated, and 

respectful feedback 

Who We Serve
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Our Team: Meet the Board
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OUR VALUES
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“Take risks, fail fast, get sh*t done.”
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“Nothing is someone else’s problem.”
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“Tell it how it is … nicely.”
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“Be critical, not a critic.”
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“Undersell and over deliver.”
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“Bring your wacky self.”
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“Learn by doing.”



14 CONFIDENTIAL

“Prioritize the important over the urgent.”
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“Don’t be an a**hole.”
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THE ASSOCIATE ROLE
• Our Promise

• Our Expectation
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• Strengthen core marketing skill set 

• Learn to strategically approach business challenges 

• Execute a project plan and deliver clear, actionable recommendations 

• Develop skills to gather qualitative and quantitative data in a scalable 

manner 

Our Promise: Marketing IQ
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• Self-awareness of strengths and areas for improvement

• Advice on future career or life decisions

– One-to-one mentoring

– Coffee chats

– Alumni network

– Office hours 

• Continuous feedback loop and opportunities for growth

Our Promise: Personal EQ
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OUR EXPECTATIONS
• Policies and Procedures

• Associate Requirements 
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• Full participation in all components of training

• Attend all training workshops and meetings

• Successful completion of capstone projects

• Mid-quarter and end-quarter evaluations

• Contribute a Stanford Marketing Blog Post

• Reporting absences

• Quarterly Member Dues: $40

Policies and Procedures 
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Associate Requirements



22 CONFIDENTIAL

ACTIVITY
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There exist truly revolutionary products that failed simply due to bad marketing. Your 
team will each be given one of these products, and the chance to turn them 
around. Your job is to develop a marketing campaign to increase revenue and drive 
demand for your product.

Don’t know where to start? Here’s some factors you might want to consider:

Product- What is my product? What makes it different than all the others?
Where will you sell your product? Retail? Online?

Promotion- How will you market your product? TV advertisements, social media, 
online, giveaways, sales?

Who is your target market? What does your ideal customer look like? What are a few 
of the different buyer personas? What makes your product valuable to them?

And now a case … 
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Marketing Fundamentals 
with Theresa Lina Stevens 

Tomorrow, Wednesday Oct. 12
7:00 - 8:30pm

380-380W 


