
	Course
	MRKT 5000; Marketing

	Term
	Fall 2, 2007; Oct 13 – Dec 14, 2007;  Mondays, 5:30pm – 9:30pm

	Instructor
	Mr. Donald (Don) Larsson
PH:  (407)754-2778    E-Mail:  dlarsson@cfl.rr.com
Office Hours:  Thirty minutes before class, or by appointment

	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 

	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.

4. 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.



	Required Textbook
	Marketing: Concepts and Strategies 14th Ed.; Pride and Ferrell, 
ISBN: 978-0-618-92533-9;  OR  ISBN: 0-618-79970-2 Houghton-Mifflin

	Grading Individual Assignments
Marketing Team Assignments
	Course Requirements:
   % of Grade
     Total Points: 145

1. Marketing Mix Report (Week 2 )                    5.0%

2. Product Life Cycle Report (Week 4)               5.0%
3. Mid-Term Examination (Week 5)                 10.0%
4. PR News Release (Week 6)                             5.0%
5. Internet Marketing Report (Week7)                5.0%
6. Global Marketing Report (Week 8)                 5.0%
7. Final Examination (Week 9)                          15.0%
8. Class Participation (All)                                 23.0%
Total Points:  55

1. SWOT Analysis/Target Mkt Rpt (Week 3)    2.5%
2. Distribution Report (Week 4)                         2.5%
3. Pricing Strategy Report (Week 6)                   2.5%
4. Promotional Mix Report (Week 7)                 2.5% 
5. Final Written Marketing Plan (Week 9)       10.0%
6. Final PowerPoint Presentation (Week 9)        7.0%
Total Course Points: 200
Grade Percentage: 73%  

Grade Percentage: 27%
Taking the numerical score from the formula above and converting it to the appropriate letter grade from the chart below will determine the student’s letter grading for the course.
Letter Grade
Numerical Score
A

96-100% (4.0) 

A-

91-95% (3.67)

B+

87-90% (3.33)

B

82-86% (3.0)

B-

78-81% (2.67)

C

70-77% (2.0)

F

69 & below (0)

I

Incomplete (0) 

W

Withdrew



	Activities
	This class will include individual and team assignments.  In order to simulate “real world” marketing activities, through the preparation of a Final Marketing Plan, the class will form 3-5 member teams during the first class meeting.  During the course, the teams will complete team assignments, which will become major components of the Final Marketing Plan.  Time for team activities will be allocated during class periods so team members can work together to create team assignments and offer the instructor the opportunity to work with the teams to answer questions, make suggestions, and monitor progress.

There will be a Mid-Term Examination during the fourth week, plus a Final Examination in Week 9.  Both examinations will be objective in nature (multiple choice, true/false), and will cover materials presented in the text and in class lectures and discussions.  The final Marketing Team written and oral PowerPoint presentations will involve the development of a comprehensive conceptual Marketing Plan regarding a tangible product or a service selected by the team and approved by the instructor.

	Policy Statements:

University Policies
	All assignments should be completed before class and handed in during the class period that they are due.  Late submissions after the scheduled class will be accepted one week after the due date, with one full letter grade deduction.  It is understood that extenuating circumstances may occur that may result in exceptions to this policy.  However, these occasions will be fairly evaluated by the instructor, and his judgment is final.  No assignments will be accepted more than one week late.
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
	Attendance at all class sessions is expected.  In the case of emergencies or other mitigating circumstances, it is the student’s responsibility to notify the instructor, or the pertinent campus administration, of such absences in advance.  If such notification is not received, the absences will be considered “unexcused.” 
Late weekly write-ups and written case assignments will be accepted if prior arrangements have been made with the instructor, but will be given reduced points based upon the number of class sessions it is late



	Week 1 Schedule
	Preparation for Class:  Read Chapters 1 and 2 in the textbook. 
Classroom Discussion Topics:  Marketing Management Overview; the Marketing Plan; the Marketing Mix; the SWOT Analysis as an Evaluative and Predictive Tool; Formation of Marketing Teams for Final Project 
Week One Assignments:

Marketing Team Assignment:  During class, the class members will form marketing teams that will work together during the duration of the course.  Teams will consist of 3-5 members.  The teams will select a tangible product or a service and, during the course, will prepare a professionally written marketing plan and verbal presentation, with appropriate audio-visual aids, to support the verbal presentation of the plan presented in Week 9.  During the course, the teams will prepare and submit reports concerning key components of the final plan, as assigned by the instructor. Class time is allocated for team meetings and preparation of team assignments.

	Week 2 Schedule
	Preparation for Class: Read Chapters 5, 6, 9, 10, & 11 in the textbook.  
Classroom Discussion Topics: Marketing Tangible Goods and Services; Business-to-Business and Business-to-Consumer Marketing
Week 2 Assignments:
Individual Assignment:  Submit a 2-4 page, double-spaced report, wherein you describe and discuss the four elements of the marketing mix (product, place, price, promotion).  Describe how each element is implemented within your organization, and how each is related to the overall marketing strategy.  Discuss any suggestions for improvement in lacking areas.  

	Week 3 Schedule
	Preparation for Class: Read Chapters 7, 8 & 12 in the textbook.  
Classroom Discussion Topics:  Market Research; Market Segmentation; Product Positioning; Branding
Week 3 Assignments:

Marketing Team Assignment:  Through a SWOT and a demographic analysis, determine the target market for your product/service.  Discuss the selection process for this target group and justify its selection through your market research program.  Identify any secondary markets that might be pursued after the initial target market is successfully penetrated.  Prepare a 3-5 page, double-spaced report, discussing your findings, including your SWOT analysis.

	Week 4 Schedule
	Preparation for Class:  Read Chapters 5, 15, & 16 in the textbook.
Classroom Discussion Topics: New Product Development; Distribution Systems; Retailers, Wholesalers and the Chain-of-Distribution; Direct Marketing; E-Business
Week 4 Assignments:

Individual Assignment:  Consider the position of your organization’s product/service in the product life cycle.  Prepare a 2-4 page, double-spaced report wherein you discuss the stages of the product life cycle and describe the evolution of your organization’s product/service to the position it now holds in the life cycle chain, and its current status (moving forward, holding steady, etc.).

Marketing Team Assignment:  Consider a distribution system for your selected tangible product, or the delivery system if a service was chosen.  Prepare a 3-5 page, double-spaced report wherein you describe your selected means of distribution and justify its selection for being the best option.   

	Week 5 Schedule
	Preparation for Class: Read Chapters 13 & 14 in the textbook.  
Classroom Discussion Topics:  Pricing Strategies; Preparation of a Public Relations Release
Week 5 Assignments:

Individual Assignment:  

1. Mid-Term Examination



	Week 6 Schedule
	Preparation for Class: Read Chapters 17 & 18 in the textbook. 
Classroom Discussion Topics:  The Promotional Mix: Advertising; Merchandising; Public Relations
Week 6 Assignments:
Individual Assignment:  Prepare a 1-2 page, double-spaced public relations news release related to an appropriate activity within a for-profit/not-for-profit business, or a fraternal, social or religious organization.  Identify the medium/media to which this release will be directed, and discuss it readership as it relates to your medium/media selection.

Marketing Team Assignment:  Determine the most effective pricing strategy for your product/service.  Prepare a 3-5 page, double-spaced report wherein you develop your pricing strategy and discuss the advantages and disadvantages of the selected strategy in comparison with other pricing methods.  Include a consideration of a breakeven analysis.


	Week 7 Schedule
	Preparation for Class: Read Chapters 3 & 17 in the textbook.  
Classroom Discussion Topics: Sales Force Management; Sales Force Compensation; Marketing Ethics
Week 7 Assignments:

Individual Assignment:  Evaluate the desirability of marketing a selected product via the Internet (which does, or could, have Internet marketing possibilities) and prepare a 2-4 page, double-spaced report wherein you discuss the pros and cons of your conclusion.  Describe the specific types of Internet marketing that can be/will be used to effectively take advantage of the e-business arena.
Marketing Team Assignment:  Design the promotional mix for the selected product/service.  Prepare a 3-5 page, double-spaced report wherein you discuss the promotional avenues your group selected and justify the selections as to their relative values to the marketing plan.  Consider the contributions of advertising, merchandising and public relations to the promotional effort.

	Week 8 Schedule
	Preparation for Class:  Read Chapter 4 in the textbook.
Classroom Discussion Topics:  Global Marketing I
Week 8 Assignments:

Individual Assignment:  Prepare a 2-4 page, double-spaced report in which you discuss your organization’s activities, if any, in the international marketplace.  If your current organization is not active in international business, select an organization with which you are familiar and use it as a basis for your discussion, or locate an organization through Internet research.  Consider the following items:

a. In how many countries is it active?

b. Does it sell a standard product line, or is it varied?
c. What product/service modifications are required to sell overseas, if any?
d. What means of selling the product is used overseas, i.e., home office sales force, host country sales force, distributor sales force, etc.?
e. What management structure exists in the overseas operation, i.e., home office expatriate management, host country managers, third country managers, etc.?
f. What is the significance of international business to the organization’s total bottom line?
g. Any other pertinent information?
Note:  Do not disclose sensitive or proprietary information that your organization might not want published.  If in question, ask!



	Week 9 Schedule
	Preparation for Class: Review Chapter 4 in the textbook.  
Classroom Discussion Topics:  Global marketing II; Marketing Team Plan Presentation; Final Examination
Week 9 Assignments:

Individual Assignment:  Final Examination

Marketing Team Assignment:

1. Written Marketing Plan.  Prepare a 6-10 page, double-spaced marketing plan for your selected product/service, which will include, as a minimum:

a. A description of your product/service, including a brief historic background of the company.

b. SWOT analysis of competitive products and/or systems.

c. An explanation of your product’s/service’s opportunities and threats

d. Demographic analysis that determined your target market

e. Description of your target market

f. Product/service positioning strategies

g. Distribution plan

h. Media campaign

i. Sales plan

j. Action plan

k. Executive Summary.  This goes at the beginning of the plan and acts as an introduction and summary of what will be presented.  It is generally the last thing written in the plan, as it summarizes what you have prepared.

l. Other relevant data contained in the marketing plan outline handed out in class, or information you consider pertinent.

2.  Oral Presentation.  Prepare a 20-25 minute oral presentation, accompanied by appropriate audio/visual aids, including a PowerPoint presentation, reinforcing the verbal presentation of the final marketing plan.


PURCHASING TEXTBOOKS--Most textbooks can be purchased through MBS Direct. Check the syllabus for textbook information. Give MBS Direct the campus location (for the purpose of ordering books the campus is Space Coast Campus, course name, number and section number (i.e. Space Coast Campus, COMP5000/64) and most important, the title, author, edition, and ISBN of the book you are ordering. MBS Direct will buy back your book at the end of the term should you elect not to retain it as a reference book. Order by phone or online. Orders should be placed no earlier than 4 weeks prior to the start of the term.

MBS Direct: 1-800-325-3252


MBS Direct Website is www.mbsdirect.net/webster
Monday-Thursday 7am-10pm(Central Time)
Friday 7am-6pm (Central Time)
Saturday 8am-5pm (Central Time)
Sunday noon-4pm (Central Time) 

In order to meet the course objectives this syllabus may be modified at the discretion of the instructor without approval of the students.

Original approved by:
Dr. Calvin D. Fowler Academic Dean Space Coast Region,  June 5, 2007
 Copyright © 2005 – 2006, School of Business & Technology, Webster University Space Coast Region.  All rights reserved. 
The School of Business & Technology
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