Chaminade University       Spring 2009 Session

Class:  Marketing 301-02-1    Principles of Marketing

Meeting Days and Time: Tuesday and Thursday, 2:00 pm to 3:20 pm 

Class Term: January 13, 2009 through May 6, 2009

Class Location:  Main Campus, Henry Hall, Room 107

Instructor:  Harry Miller

Office:  Kieffer Hall, Room 27

Office Hours:  By Appointment

Telephone:  440-4280

E-mail:  harry.miller@adjunct.chaminade.edu
Textbook:

Grewal, Dhruv and Levy, Michael, Marketing, 1st Edition, McGraw-Hill Irvin, 2009

ISBN# 978-0-07-338117-6

Course Description:
This course addresses the broad and diverse nature of the marketing function in organizations. The terminology that marketers use is covered, as well as the theories, models, and research activities that guide marketing decision-making. The challenge of understanding consumer behavior is introduced. Various trends in the environment that affect marketing are examined. For non-majors, this course provides a solid foundation of marketing knowledge for any businessperson. For students majoring in marketing, this course is the prerequisite for all other marketing courses. 

Course Objectives:

Upon completion of this course the student should be able to:

· Understand marketing terminology and key concepts used in marketing 

· Understand and be able to identify and discuss key the concepts used in marketing: product, price, place and promotion

· See the importance of branding and packaging of a product especially as it is used in the retail sector

· Show the role the consumer plays in the success of a marketing plan

· Discuss the importance of business ethics 

· Understand the use of marketing research in business

· Identify and discuss marketing strategies

· See your role as the consumer through the eyes of a marketer

      Course Grading Policy:

Final grades will be determined as a result of the students’ achievement in the following areas:

10% Class Attendance (unexcused absences) 0-1 miss = A 10 points, 2-3 misses       B 8 points, 4-5 misses C 5 points, 6 misses D 1 point, and 7+ misses F 

20% a mid term examination 

35% a final examination 

20% 2 application and understanding papers

10% 2 practical marketing papers

5%   various homework assignments

Please note that any assignment (written or verbal) that is submitted late will receive a one grade reduction for each class meeting that it is late.

As described in the course catalogue a description of the grading scale follows: A is given for outstanding scholarship and an unusual degree of intellectual initiative, B denotes superior work done in a consistent and intellectual manner, C is an average grade indicating a competent grasp of the subject matter, D is posted for inferior work of the lowest passing grade, not satisfactory for fulfillment of prerequisite course work, while F is given for failure to grasp the minimum subject matter, no credit given.

Class Attendance:  

It is in your best academic interest to attend all class sessions. A portion of your grade will be based on your classroom attendance.  If you do need to miss a class you need to contact the instructor in advance to receive an excused absence for that class. Any discussion after the fact will not result in an excused absence. (10% of grade)

Exams:

Both a Mid-Term Exam and a Final Exam will be given in this class. Please consult the Class Schedule section for the dates. The tests are meant to test your understanding of the subject matter that has been presented through the course lectures and in your reading of the textbook. In addition they are meant to determine your ability to apply the marketing principles that you have learned to typical business scenarios. (55% of grade)

Application and Understanding Papers: 

The classroom experience introduces you to the many concepts and facets of marketing. This class asks you to show how marketing is a factor of the process of  business  each day.  Once you have been exposed to marketing principles you should then be able to identify the use of these principles in the business world around you.

Several ways we can learn more is through observation of various media.  We are certainly offered a variety of outlets through offerings electronically such as via cable – 24/7. However another effective media is print. Your assignment calls for you to source an article from a prominent publication.  The article should be found in a publication such as Business Week, Fortune, Forbes, Pacific Business News, and the Wall Street Journal.  You are not limited to these publications, but please see the instructor if you choose to use a publication not on this list for approval.

Your objective in the paper is to explain why you chose this article and   how the article is tied to a topic that we have covered in the marketing class. What is it that we can learn about the subject of marketing through the article?  Also required is a description of three specific points about marketing that support your statement of what is being taught in the article. Finally, end your paper by stating why this article is important to someone who is a student, such as you, in learning about marketing.  What have you taken from this article to make you more aware of the use of marketing in the business world?

Grading of your work will be based on the quality of the article you choose, your choice of the lesson learned and the 3 examples given, and what you have taken away from the reading.  The instructor will be looking for a good thought process in the work submitted. 

This paper is limited to no more than two double-spaced printed pages.

Two papers are required. Please check the Class Schedule for the due dates. (20% of grade)

Practical Marketing Papers:

Two practical marketing papers are scheduled for this course. The instructor will choose two print articles from current publications. A series of questions devised to test your understanding of marketing principles as discussed in this course will be the basis of your paper. This will give the student an opportunity to demonstrate his/her skill level in applying marketing concepts to practical situations.

Consult the Course Schedule for the due dates of these Papers.  (10% of grade)

Homework Assignments:

Homework assignments are an essential part of the class. These assignments are intended to enable further study of some aspect of the chapter being reviewed. All homework is expected to be submitted in a timely manner. The instructor will review the submission grade it as acceptable as not acceptable. Any homework that is not acceptable will need to be redone. A total of five points toward the final grade will be given for the acceptable completion of all homework. (5% of grade)

      Classroom Deportment:

The instructor expects each student to conduct himself/herself in a professional and businesslike manner at all times.  Punctuality is expected. The use of cell phones to speak to someone or text someone is not allowed. In addition, disruptions such as: disturbing the lectures or other students by chatting with another student, eating during class, sleeping, working on an assignment for another class, reading any material not related to this class, and similar inappropriate behavior is not acceptable. 

Cheating in any form will not be tolerated and will be dealt with according to the rules of the University. One form of dishonesty is “plagiarism.” This is the “offering of work of another as one’s own.” This can be copying the work of an author without acknowledgement. Dishonesty can also be seen as copying the answers of another student during an exam.  The attitude of the University toward this matter can be found in the current undergraduate catalog. You are expected to both read and understand the seriousness of this type of activity.

     Class Schedule: (subject to revisions as necessary)


Date


Subject Matter





January

Tu 1-13

Course Introduction

Th 1-15

Overview of Marketing

Tu 1-20

Developing Marketing Strategies

Th 1-22

Developing Marketing Strategies 

Tu 1-27

Marketing Ethics

Th 1-29

Analyzing the Marketing Environment

February

Tu 2-3

Analyzing the Marketing Environment

Th 2-5

Consumer Behavior

Tu 2-10

Consumer Behavior

Th 2-12

Global Marketing 

Tu 2-17

Segmentation, Targeting, and Positioning  
 


Practical Marketing Paper #1 Due

Th 2-19

Segmentation, Targeting, and Positioning

Tu 2-24

Marketing Research and Information Systems

Th 2-26

Marketing Research and Information Systems 

March

Tu 3-3
            Mid Term Exam

Th 3-5

Product Branding and Packaging Decisions

Tu 3-10

Product Branding and Packaging Decisions

Th 3-12

Developing New Products

Tu 3-17

Developing New Products




Application and Understanding Paper #1 Due

      Th 3-19

Services: The Intangible Product   

Tu 3-24

Spring Break - No Classes Scheduled  

Th 3-26

Spring Break - No Classes Scheduled

Tu 3-31

Services the Intangible Product

      April

Th 4-2

Pricing Concepts for Establishing Value

Tu 4-7

Supply Chain Management




Practical Marketing Paper #2 Due

Th 4-9

Supply Chain Management

Tu 4-14

Retailing

Th 4-16

Retailing

Tu 4-21

Integrated Marketing Communications  

Th 4-23   

Advertising and Sales Promotions


Tu 4-28

Advertising and Sales Promotions

      Application and Understanding Paper #2 Due

Th 4-30

Personal Selling and Sales Management




Final Exam:

Will be on Wednesday, 5-6-09, from 12:45 pm to 2:45 pm   

Room Assignment is Henry Hall Room 107

 (This syllabus is subject to change at any time at the discretion of the instructor.)

