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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. This course gives an overview of the entire marketing 
process and the integration of the elements that makeup a Marketing Plan. 

Prerequisites 
 

none 

Course Level 
Learning 
Outcomes 
 
 

Upon Completion of this course the student will be able to: 
 
• Be able to properly identify and select markets for which specific products will be 
targeted. 
• Understand 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. 
• 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: Concepts and Strategies  
13th Edition  06 
ISBN 0-618474455 
Pride and Ferrell 
Houghton Mifflin Publisher 
 

 

Marketing Concepts and Str ategies (Hardcover Library Edition) 

Author: Pride, William M. 

Editi on: 13TH 06   

ISBN: 0-618-47445-5 

Publisher: Houghton Mifflin Co. 

Book Type: Hardback 

   

 
 
 
 
 
 
 



 

 

 
 
 
E-RESERVES: 
Lecture notes and presentations, assignments, and supplementary readings for this class can 
be found on E-Reserves (Available to students 24/7). The textbook for this class is NOT 
available on E-reserves. (http://ereserves.webster.edu) 
The password for this class this term is: 

Grading 
 

Research Paper (Due week seven)                                     10 pts/ 6% 
Class Participation During Class (weekly)                            15 pts/ 9%             
2 Case Studies (10 pts each, due between weeks 3-7)       20 pts 12% 
ÒMarketing MasterfullyÓ (due week 5)                                   30 pts/  18%                                                                            
3 Top 10 Key Points (10 pts each, due btwn weeks 2-7)     30 pts/  18% 
Segmentation activity  (due week 4)                                     10 pts/ 6% 
4 Marketing Articles Summary (due week seven)                10 pts/ 6% 
Group Marketing Plan and Presentation (Week Nine)         20 pts/ 12% 
Final Exam (week nine)                                                        20 pts/ 12%               
                                                   
 
  Total Points:                                                                      165 ptsÑ 100% 
Grading: 
  Percentage: 
       A       93-100% 

A- 90-92% 
B+       87-89% 
B       84-86% 
B- 80-83% 
C- 70-79% 
F          69% and below 

 

Please Note on ALL Assignments: 
             Lose 10% of an assignment for improper or no citat ions/reference 
             Lose 10% of an assignment for improper or no conclusions (see below) 
            Lose 10% of an assignment for improper or no recommendations 
           Please note, all these double effective Week 5. 

The GRADUATE catalog provides these guidelines and grading options: 
• A/AÐ   Superior graduate work 
• B+/B/BÐ   Satisfactory graduate work 
• C   Work that is barely adequate as graduate-level performance 
• CR   Work that is performed as satisfactory graduate work (BÐ or better). A grade of 

"CRÓis reserved for courses designated by a department, involving internships, a 
thesis, practicums, or specified courses. 

• F   Work that is unsatisfactory 
• I   Incomplete work 
• ZF   An incomplete which was not completed within one year of the end of the course. 

ZF is treated the same as an F or NC for all cases involving G.P.A., academic warning, 
probation, and dismissal. 

• IP   In progress 
• NR   Not reported 
• W   Withdrawn from the course 

 
 

Course 
Content 
 

At the completion of this course the student will be able to: (1) segment the markets available 
for the product selected, (2) Understand consumer buying behavior and how it affects the 
buying process, (3) Access the impact of the environmental issues that affect the success of 
the marketing plan, (4) Know the marketing management process and how important it is to the 
success of the marketing effort, (5) Know the fundamental aspects of utilizing marketing 
research as the basis of the marketing effort, (6) Know the fundamentals of promotion and how 
it is used  to communicate with the customer, (7) Understand the channel of distribution 



 

 

process and how it impacts the success of the marketing process, (8) Know the essential 
aspects of pricing and how it should reflect the value of the product as determined by the 
customer. 
 
Each of these eight elements of the marketing process needs to be integrated properly to 
develop a successful Marketing Plan.  This integration must be experienced once the 
fundamental elements of the marketing process have been addressed. The concept of having 
the right product for the right market at the right time is very important in successfully 
understanding the success of marketing plans  
 
After completing the course, students should have been introduced to the following topic areas:   
 
Product /Service Introduction  
• Generic description of the product/service to determine competition 
• Differentiated value that represents the product being sold 
Market  
• Market segmentation / positioning process 
• Selecting the markets to target 
• Consumer buying behavior 
• Environmental issues that must be addressed 
Marketing Research 
• Fundamentals of gathering, analyzing and forecasting data 
• Various ways to gather information: questionnaires, focus groups,            
                          industry secondary data, etc . 
• Statistical analysis of information gathered 
Product Management 
• Life cycle tool for managing the Marketing Plan 
• Stages of the Product Life Cycle 
• New product development 
Channels of Distribution 
• Channel selection 
• Channel management 
• Competitive analysis 
Promotion 
• Advertising 
• Publicity 
• Sales promotion 
• Personal selling 
• Budgeting for promotion 
Pricing Strategies 
• Strategic pricing  
• Tactical pricing Strategy 
• Financial marketing exercises 
International Marketing  
• The entire marketing environment 
• Impact on the 4 PÕs 
Integration of Marketing Fundamentals 
• Framework for conceptual marketing plan 
• Competitive analysis 
 
 
Special attention should be made to include this material in the MRKT 5000 course to support 
pricing requirements in the curriculum. Information that should be covered in this class 
included: 
 
• Gross Margin Ratio = gross margin / net sales 
• Net Income Ratio = net income / net sales 
• Operating Expenses Ratio = Total Expense / Net Sales 
• Inventory Turnover = Cost of Goods Sold / Average Inventory at          
Cost  



 

 

• ROI = Net Income / Total Investment 
• Capital Turnover = Net Sales / Total Investment 
• Markdown Percentage  = Dollar Markdowns / Net Sales 
• Contribution Per Unit = Selling Price Ð VCU 
Break Even = Fixed Cost / Contribution Per Unit 
 
 This information should be covered relating to the application of the above topics: 
 
• Given a retail price and channel margin structure, calculate the 
manufactureÕs contribution. 
• Given a retail price, channel margin structure, market size, and 
marketing investment, calculate breakeven market-share. 
• Given acquisition cost, revenues, contribution margin, discount rate, 
and brand loyalty, calculate lifetime customer value. 
• Given specific market size, purchase cycle, average retail price, and 
market share information, forecast annual dollar sales for the companyÕs product / service. 
 
 Other related areas that should be covered in terms of quantitative information: 
 
• Development of promotion budget 
• Cost build up those impact channels of distribution selection has on 
the pricing and competitive cost structure. 
• Determining (Marketing Plan = Sales Volume) Relationship  
• Building a demand structure from a competitive structure 
• Cost orientated pricing equation 
 
Determining MR and MC for Demand Orientated Pricing Method. 

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 universityÕs 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 universityÕs 
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. 

Student Assignments Retained 
From time to time, student assignments or projects will be retained by The Department 
for the purpose of academic assessment.   In every case, should the assignment or 



 

 

project be shared outside the academic Department, the student's name and all 
identifying information about that student will be redacted from the assignment or 
project.  

 
Contact Hours for this Course 

It is essential that all classes meet for the full instructional time as scheduled.   A class 
cannot be shortened in length.   If a class session is cancelled for any reason, it must be 
rescheduled. 
 
 

Course 
Policies 

Attendance is critical for this class.  ItÕs understood that on occasion you may have to miss 
class, as a result you will lose out on the participation points for the evening class.  I would 
suggest that you contact someone else in the class or me for details of what you missed and 
whatÕs expected in future classes.   
 
It is not possible to continue with the class if you miss the first night. 
 
You are expected to attend all class sessions.   
 
Multiple absences are likely to lead to being dropped from the class. 
 
A student that misses two class meetings without a documented reason or (advance) 
permission from the instructor should withdraw from the course. 
  
Conclusions and Recommendations  All assignments must end in your own thoughts of 
summary that are seen in conclusions and then recommendations of what should be done in 
the future, specifically and make sure they show what should be done, when, and how much.  
Conclusions should come first and be in a separately headed paragraph, then followed by a 
separately headed paragraph of recommendations.  By the way, references follow 
recommendations on a separate page. 
 

Incompletes 

These are not suggested especially if you will have another course right after this one.  In the 
event that an Incomplete is required please review the UniversityÕs policies for guidance.  
There are no exceptions to this policy.  

 Academic Honesty 

Academic honesty is highly valued at Webster University.  You must always submit work that 
represents your original words or ideas. If any words or ideas used in a class posting or 
assignment submission do not represent your original words or ideas, you must cite all relevant 
sources and make clear the extent to which such sources were used. Words or ideas that 
require citation include, but are not limited to, all hard copy or electronic publications, whether 
copyrighted or not, and all verbal or visual communication when the content of such 
communication clearly originates from an identifiable source. Please see Webster UniversityÕs 
Catalog for more information about academic honesty, including consequences of academic 
dishonesty. 

Privacy and Confidentiality in your Webster University Classroom 

One of the highlights of the Webster University academic experience is that students can draw 
on the wealth of examples from their organizations in class discussions and in their written 
work. However, it is imperative that students not share information that is confidential, 
privileged, or proprietary in nature. Students must be mindful of any contracts they have 
agreed to with their companies. 

Late Assignments 

Are accepted until the end of the next week of class.  All late assignments will receive a 30% 
late penalty. 



 

 

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 universityÕs 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.    
 
Expected Incoming Student Competency: 

a) Basic understanding of the structures, operating methodologies, and functional 
responsibilities (marketing, finance, operations) of  

business organizations through personal experiences and readings. 
 
b) Sufficient familiarity with the terminology and practice of business and management to 

enable emphasis on how marketing is integrated into the business as a whole, and 
how it effects society, rather than on the details of marketing practice.   

 
c) Effective written and oral presentation / communication skills, including familiarity with 

Webster University approved written submission format requirements. 
 
.  Schedule of required readings, class preparations and assignments, lectures, verbal 
student presentations, and examinations.  Note:  All assignments and exams are to be 
typewritten using APA format rules. 
 
Supplemental Readings:  Will be assigned as appropriate.  I would suggest you either start or 
continue to read Wall Street Journal, Fast Company, Business 2.0, Business Week, and 
Fortune for example.  In addition, I would check out trade journals targeted to your companyÕs 
industries. 
 
Visual Aids:  I would suggest you use these appropriate to your presentations, assignments, 
and projects.  Visuals definitely facilitate learning and involvement and should be included. 
 
REQUIRED WRITING COMPONENT: Each student will be assigned a different management 
accounting topic.  The student will be required to research the topic, prepare a 750-1050 word 
paper, and prepare a PowerPoint presentation. Cite sources to support your research and write 
in a coherent, organized fashion expected at the college level.  APA format and style.  Be sure 
to include at least five non-internet sources such as professional journals or papers.  Include a 
bibliography.  Be sure to use appropriate citations in the text.  At the Week 7 meeting each 
student will orally present their topic by use of their PowerPoint presentation.   Several other 
assignments and the final project paper requires research and full documentation. 
 
REQUIRED USE OF PASSPORTS: 
Students are required to use Webster UniversityÕs online library, PASSPORTS 
(http://library.webster.edu).  PASSPORTS offers access to many scholarly and professional 
publications free of charge. Check with the Academic Advisor or visit the website for more 
information about what is available via PASSPORTS.  The availability and access to 
PASSPORTS are excellent, I suggest that you use this as your first source for credible 
information. 
 
TURN-IT-IN  PLAGIARISM  DATABASE: 
Faculty encourage students to use the Turn-it-In Plagiarism Database and should include the 
password on the syllabus. (http://library.webster.edu/turnitin.html   This will also ensure that 
your work isnÕt plagiarized by others and ensures that if a team is working on the project no 
part of it is plagiarized. 
 
WRITING ASSISTANCE: 
All students are encouraged to submit their research papers to the Webster On-Line Writing 



 

 

Center for review and assistance.  (http://www.webster.edu/acadaffarirs/asp/wc/online.html 

Activities The time in class will be spent on lectures and exercises, with discussions of videos and short 
cases. Many exercises will be conducted during class in the form of case analyses of the cases 
at the end of the chapters in the text.    
 
There will be a final exam on the ninth week.  The final exam will be comprehensive fill-in and 
short essay-type. 
 
The Articles Review will be due the sixth week.  This involves reading 4 current Marketing 
articles which deal with one of the six important elements of a Marketing Plan. The assignment 
is to prepare a one page paper for each element which includes a description of the article and 
a  class application analysis. The intent of this exercise is to have the students read current 
articles about Marketing that are not covered in class and relate this information to what has 
been discussed in class. 

Weekly 
Schedule 

 Pre-Assignment for Week 1 
• Read Chapters 1,2,3,4. 

  Week 
1 

Topics: 
•  Review the course syllabus and plans. Lecture on Introduction to 

Marketing and Identifying and selecting the appropriate markets to 
target. 

Lecture/Discussion:  ÒStrategic Marketing Ð ItÕs All About the Goals and 
Changes.Ó  We will discuss the meaning (not just the definition) and 
applications of marketing and marketing management, and their place in the 
modern organization.  Case study requirements will be discussed and 
guidance provided on case selection. 
 
Assignment:  Each student will sign up for two case studies (one written and 
one presented ) that will be used to augment the lecture and discussion during 
Weeks 3 through 7.  The case should be the basic case from the chapter 
section of the readings for the week.   Your first assignment is to identify your 
first, second, and third choice of topic to be used for that purpose.  The topic 
chosen should have some relationship to your current or desired career and/or 
personal interest.  One of the choices may be an issue involving the company 
you currently work for.  So, come prepared to signup during Week 1. 
 
Assignment:  Begin ÒMarketing MasterfullyÓ Total Recall which will be handed 
out in class and due Week 5.  Details will be explained in class on the first 
night.  The assignment is to learn 600 of the key points and take them to at 
least Level 3.  Your score sheet will be handed in no later than Week 5 in 
class. 
 
Assignment: Start to review the coming chapter contents and be prepared to 
create a Top 10 Key Points of Summary for the readings assigned for weeks 
2-7.  These Key Points are ÒbriefsÓ on 10 specific topics / concepts from the 
readings.  In addition, bring in an article or media review you put together you 
saw or heard that show examples of your KPÕs.  Best to list the key point and 
then discuss it saying what you think is the ÒmeatÓ of the material and show 
how you would recommend it be applied at your work or other organizations.  
Take it from the point if you were making a presentation to your organizationÕs 
management or looking for a job and had to make a 20 minute presentation on 
these Key Points and thoughts are what you would present.   

Week 
2 
 

Read Text Chapters 5, 7, 8, 9. 
 
Topics: 

•  Lecture on Consumer Buying Behavior, Environment, and Marketing 
Research 



 

 

• Case Discussion in Groups 
• Target markets and who we sell to and who buys 

Week 
3 

Readings:  Text Chapters 10, 11, 12, 13, 14 
 
Topics: 

•  Lecture on Product Management 
• Case Discussion in Groups  

The importance and methods of targeting and positioning. 
 
Assignment:  Segmentation/Target Market Criteria exercise (see handout). 

Week 
4 

Readings:  15, 16, 17. 
 
Topics: 
 This week we will focus on practical application of the concepts and 
techniques of marketing, pros and cons, good and bad.   

• Lecture on Channels of Distribution 
• Case Discussion in Groups 
 

Assignment:   Select four articles from four different peer reviewed sources 
that show good or bad examples of marketing and critique what could have 
been differently in the ÒbadÓ situation and what should the company do now 
with the ÒgoodÓ situations.  Write each of your executive briefs on one page, 
cluster and staple them.  Be prepared to present in class in 20Ó with 
PowerPoint. 

Week 
5 

Readings:  18,19,20, App. B 
 
Topics: 

•  Lecture on Promotion 
• Case Discussion in Groups 

The details of strategic fit, branding, development of existing and new 
products.  :  How products and services get to the customers from raw 
materials.    Finding your organization's most profitable place in the road 
between raw material and end user, and why that choice is more important to 
the rest of the business than it is to the Marketing Department. 
 
Assignment:  New product development / existing product extension exercise.  

Research to be 
done with a presentation of three possible new products for different targets 

and three extensions  
 to be identified and written up.  

Week 
6 

Read:  Text Chapters   21,22. 
 
Topics: 

•  Lecture on Pricing 
• Financial Marketing Exercise 
• Case Discussion in Groups 

 
Can Anyone Out There Hear Me?  Deciding the messages, deciding the media 
and format, and deciding the presentation, all following identifying the goals 
and objectives of your communication / promotion plan.  This is also known as 
winning friends and influencing people through mass and personal 
communication. 

Week 
7 

Readings:  Text Chapters 6. 
 
Topics: 

•  Lecture on Strategic Market Planning, Industrial, and International 
Marketing. 

• Submit Article Review 
Maximizing Revenues and Profits While Minimizing Costs 



 

 

Week 
8 

Article Readings and Strategy 
 
Topics:  "Are We World Class and Technology Savvy Yet?"  Using marketing 
inside and outside your organization to gain and keep true competitive 
advantage. 

• Lecture on Channels of Distribution, Promotion and Pricing as they 
interact to function as the Marketing Mix.  

Week 
9 

Topics: 
• Group Marketing Plan/Presentation 
• Final Exam 

 
Assignment: Group Marketing Project Paper and Presentation 
  

Final examination  
 Copyright © 2005 Ð 2006, School of Business & Technology, Webster University.  All rights reserved. 
 


