
	Course
	MRKT 5000 MARKETING

	Term
	S207

	Instructor
	Dr. Jeff Allen
                                Office Hours:  To be supplied in the First Class

	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 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.

. 

	Materials
	REQUIRED TEXTS:  Marketing, Concepts and Strategies, 14th Edition (Paperback)  ISBN 978-0618-962297,    Pride and Ferrell,  Houghton Mifflin Publisher

SUGGESTED SUPPLEMENTAL READINGS:  Readings referenced by author in the assignment schedule will be made available on desktop and can be downloaded in the computer lab.  The readings are assigned in a specific sequence to compliment classroom discussions and presentations and should be done prior to class.  Read for a general sense of content and use margin notes to summarize because the readings will be used as testable material on minitests.

1. Borden, Neil H., "The Concept of the Marketing Mix," Journal of Advertising Research, (June, 1964) 2-7.

2. Levitt, Theodore, "Marketing Myopia," Modern Marketing Strategy, Bursk, Edward C., and Chapman, John F., Editors, Harvard University Press, Cambridge, Massachusetts, (1964).

3. Bennet, Roger C., and Roger G. Cooper "Beyond the Marketing Concept" Business Horizons, (June 1979), 76-83.

4. Rickefs, Roger "Psyching Them Out: Ernest Dicter Thrives Selling Firms Research on Hidden Emotions," Wall Street Journal (November 1972).

5. Smith, Stewart A., "Research and Pseudo-research in Marketing," Harvard Business Review, (March-April 1974), 73-6.

6. Smallwood, J. E., "The Product Life Cycle; A Key to Strategic Marketing Planning," M.S.U. Business Topics, (Winter 1973), 29-35.

7. Dhalla, N. K. and S. Yuspeh "Forget the Product Life Cycle Concept!," Harvard Business Review, (January-February 1976), 102-12.

8. Guiltinan, Joseph P., " Planned and Evolutionary Changes in Distribution Channels," Journal of Retailing, (Summer 1974), 79-91, 103.

9. Shapiro, Stanley P., "Improve Distribution with Your Promotional Mix," Harvard Business Review, (March-April 1977), 115-23.

10. Oxenfeldt, Alfred R., "A Multi-stage Approach to Pricing," Harvard Business Review, 
(July-August 1960), 125-33.

11. Kotler, Philip, and Levy, Sidney J., "Broadening the Concept of Marketing," Journal of Marketing, (January 1969), 10-15.



	Grading
	COURSE REQUIREMENTS:
% OF GRADE
a. Class Participation
20%
b.  Mini Test
20%
c. Presentations
20%

d. Term Paper (Marketing Plan)
40%

Taking the numerical score from the formula above and converting it to the appropriate letter grade from the chart 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
	· Lectures and discussions
·  Reports by students
· Test

	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
	Attendance at all class sessions is expected.

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:  Review Chapters 1, 2 and 3
CLASSROOM DISCUSSION TOPICS:  Introduction, Set Grade Weights  

	Week 2 Schedule
	PREPARATION FOR CLASS: Text Chapters 1,3,4,5                  Readings 1,2,3
CLASSROOM DISCUSSION TOPICS: Presentation and Minitest#1 

	Week 3 Schedule
	PREPARATION FOR CLASS:  Text Chapters 7,8,9,10                Readings 4,5
CLASSROOM DISCUSSION TOPICS:  Presentation and Minitest#2

	Week 4 Schedule
	PREPARATION FOR CLASS:  Text Chapters 11,12,13,14          Readings 6,7
CLASSROOM DISCUSSION TOPICS:  Presentation and Minitest#3

	Week  5 Schedule
	PREPARATION FOR CLASS:  Text Chapters 15,16,17                Reading 8
CLASSROOM DISCUSSION TOPICS:  Presentation and Minitest#4

	Week 6 Schedule
	PREPARATION FOR CLASS:  Text Chapters 18,19,20                Reading 9
CLASSROOM DISCUSSION TOPICS:  Presentation and Minitest#5

	Week 7 Schedule
	PREPARATION FOR CLASS:   Text Chapters 21, 22, Appendix. B    Reading 10
CLASSROOM DISCUSSION TOPICS: Presentation and Minitest#6

	Week 8 Schedule
	PREPARATION FOR CLASS:   Text Chapters 2,6                       Reading 11
CLASSROOM DISCUSSION TOPICS:  Presentation and Case Analysis

	Week 9 Schedule
	PREPARATION FOR CLASS:   Lecture 
CLASSROOM DISCUSSION TOPICS:  :  Research Paper Due 



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,  March 6, 2007
 Copyright © 2005 – 2006, School of Business & Technology, Webster University Space Coast Region.  All rights reserved. 
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