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	Catalog

Description
	Students examine the character and importance of the marketing process, its essential functions, and the institutions exercising these functions. Course content focuses on the major policies that underlie the activities of marketing institutions and the social, economic, and political implications of such policies.

	Prerequisites
	None Required

	Course Level Learning Outcomes
	Upon Completion of this course the student should:

1. Be able to properly identify and select markets for which specific products will be targeted.

2. Explain the basic functional aspects necessary to formulate an integrated Marketing Plan. This includes Consumer Buying Behavior, Environment, Marketing Research, Product Management, Promotion, Channels of Distribution and Pricing.

3. Be able to perform marketing research that is targeted towards reading of topical articles related to Marketing and being able to reference their topics to that being discussed in the class.

Be able to develop a complete, conceptual Marketing Plan based on what is learned in this class.  This objective deals with the practical application of the subject of Marketing and integrates the information presented in the entire class. This overview of a conceptual marketing plan will be used to build detailed Marketing Plans in future marketing core courses.

	Materials
	Marketing: An Introduction

Armstrong & Kotler, 9th edition

ISBN: 978-0-13-602113-1

Prentice Hall

	
	

	Activities
	Class

The time in class will be spent on lectures and exercises, with discussions and presentations. Class participation in discussions and activities is critical.  Most activities will be held during regular class times, although some classes will require outside information. Readings are required for most classes.  Required readings are found in the syllabus and are to be prepared for the class on the date listed.  Please ensure reading is done prior to class in order to facilitate the class discussion. 

Please Note: ALL cases should be typed using a 12 point Times New Roman font with 1 ½ line spacing.  Staple and number pages.  A cover page with email and phone number is to be included with all submissions.

Weekly Cases – 45% 

Each chapter contains case located in Appendix One.  Students will be assigned the case for select chapters as weekly case homework.  You are required to complete the discussion questions for the assigned case.  In order to receive full credit, a fully explained, detailed answer is required.  Be sure to use proper APA guidelines for writing at a master’s level. Answers should reflect knowledge gained from the chapter – use the terminology from the text. Your answers should demonstrate the ability to analyze and apply the concepts learned.  Cases will not be accepted late. If you miss class you MUST email me the answer prior to the class in order to receive credit.  This will be a cumulative grade.

Grading Matrix:

1. Writing reflects graduate level grammar, word choice and structure.

2. All parts of each question are answered fully

3. Answers reflect knowledge from the chapter

4. Followed the guidelines for submission – typed in 12 point Times New Roman font, 1 ½ line spacing, cover sheet has name and contact information, the document is stapled. 

Participation – 10% 

Attendance is imperative to your success in this course. Each day we will not only review chapter material, but also, discuss the cases.  Students are required to participate in each discussion and ADD VALUE to the discussion for full credit. This will be a cumulative grade, thus allowing for the occasional absence. 

Grading Matrix:

1. Attendance will count 1 points for each day or 9 points out of 100

2. Participation of 9 points per day for each day or 90 points out of 100.  Participation points will be earned as follows:

2a. Proactively discussed key points of the cases

2b. Added valuable comments about peer’s contributions to the discussion.

2c. Utilized information from the chapter to justify comments.

2d. Verbalized evaluations not brought out in the cases (analyzed) 

Final Project Written – 30% 

Write a formal research paper following proper APA 5 guidelines regarding what marketing is and relate it to a company. You may use your own company or another firm.  You need to include topics and terms from the course. A good rule of thumb is if we went over the chapter in class, you should incorporate that into your presentation.  You must use no less than 10 sources that are documented within the text of your document and properly cited in a reference list.  Formal business papers are to be written from the third person perspective. Your paper is to use a 12 point Times New Roman font, 1 ½ line spacing, page numbers in the upper right hand corner and be stapled or otherwise bound.  Use a cover sheet that includes: the title of the paper, date, your name, email and a contact phone number.  Do NOT use a running header.  The cover page does not count as a page; begin page numbering on the next page.

Grading Matrix

1) Writing reflects graduate level grammar, word choice and structure. 50 points
2) All aspects of marketing are addressed 25 points
3) Answers reflect knowledge gained from the course text and lectures. 25 points 

4) APA guidelines are used and sources are cited within the text of the document. Failure to do this will result in a zero due to plagiarism. 

5) Followed the guidelines for submission – typed in 12 Point Times New Roman font, 1 ½ line spacing, cover sheet has name and contact information, the document is stapled.  Failure to adhere to and follow directions will result in 2 points off for every infraction.
Final Project Presentation– 15% 

You will develop a Power Point presentation describing the highlights of your written project.  You may NOT use Power Point slides or material from Power Point slides I may have provided in class. Your presentation must be at least 10 minutes long and not longer than 12 minutes.  You will be stopped after 12 minutes.  Everyone MUST attend the presentations in order to receive full credit.  No one may leave until all presentations are complete or they will receive a zero for the assignment.

Grading Matrix:

1. Reflected knowledge of marketing – used key terms correctly, completely covered the topic of marketing 25 points 

2. Correctly related information to the company – gave examples 25 points 

3. Used bullet points – did not read from slides or note cards/paper 20 points 

4. Presentation was rehearsed and delivered professionally 15 points 

5. Power Point slides are created at a graduate level 10 points

6. Dressed appropriately for a presentation 5 points 

	Policy Statements:

University Policies
	University policies are provided in the current course catalog and course schedules.   They are also available on the university website. This class is governed by the university’s published policies. The following policies are of particular interest: 

Academic Honesty

The university is committed to high standards of academic honesty. Students will be held responsible for violations of these standards. Please refer to the university’s academic honesty policies for a definition of academic dishonesty and potential disciplinary actions associated with it. 

Drops and Withdrawals

Please be aware that, should you choose to drop or withdraw from this course, the date on which you notify the university of your decision will determine the amount of tuition refund you receive. Please refer to the university policies on drops and withdrawals (published elsewhere) to find out what the deadlines are for dropping a course with a full refund and for withdrawing from a course with a partial refund.

Special Services   

If you have registered as a student with a documented disability and are entitled to classroom or testing accommodations, please inform the instructor at the beginning of the course of the accommodations you will require in this class so that these can be provided. 

Disturbances

Since every student is entitled to full participation in class without interruption, disruption of class by inconsiderate behavior is not acceptable. Students are expected to treat the instructor and other students with dignity and respect, especially in cases where a diversity of opinion arises. Students who engage in disruptive behavior are subject to disciplinary action, including removal from the course.

	Course Policies
	This syllabus may be revised at the discretion of the instructor without the prior notification or consent of the student.  The schedule below presents an approximate expectation of course progress.  The instructor reserves the right to change the overall course grade weighting.  Any changes will be announced in class.  In line with the university’s policy on academic honesty, please be advised that instances of academic dishonesty will result in a zero for the assignment and will be reported to the Dean of the School of Business and Technology for further disciplinary action. 


	Weekly Schedule
	Week 1

Topics:

· Review the course syllabus and plans.

· Creating Customer Value

· The Marketing Process

Assignment for Week 1:

 Read Chapter 1 & 2

Week 2

Topics:
· The Marketing in the Internet Age

· The Marketing Environment

· Case 4

Assignments for Week 2:

· Read Chapters 3 & 4

Company Case 4

Week 3

Topics:
· Managing Marketing Information

· Consumer Buyer Behavior

· Case 5

Assignments for Week 3:

·  Read Chapters 5 & 6

 Case 5

Week 4

Topics:
· Market Segmentation

· Product & Services Strategies

· Case 8

Assignments for Week 5:

· Read Chapters 7 & 8

Case 8

Week 5

Topics:

· New-product Development

· Pricing

· Case 10

Assignments for Week 6:

·  Read Chapters 9 & 10 

Case 10

Week 6

Topics:

· Channels of Distribution

· Retailing & Wholesaling

· Case 12

Assignments for Week 7:

·  Read Chapters 11 & 12

· Case 12

Week 7

Topics:

· Advertising, Promotion & Public Relations

· Personal Selling and Direct Marketing

· Case 14

Assignments for Week 8:

· Read Chapters 13 & 14

Case 14

Week 8

Topics:

· Course Evaluations

· Global marketing

· Social & Ethical Marketing Responsibilities

· Case ??

Assignment for Week 9:

· Read Chapter 15 & 16

· Case ??

Prepare presentation for project

Week 9

Assignment & Topics:

·  Hand in Project and make Presentation
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