Chaminade University

Principles of Marketing:  MKT 301 02
Fall 2013, MWF 11:30 am – 12:20 pm, HENRY 203
Instructor:  Margaret L. Friedman, PhD

Contact:  739-4608, mfriedma@chaminade.edu
Office:  Kieffer Hall #28
Office Hours:  MWF: 1:00pm-3:00pm; TTH: 10:00am-noon; or by appointment

Course Catalogue Description:


This introductory class 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 included.  Finally, various factors and trends in the environment in which marketing occurs are studied, including ethical issues.  For the non-major, this course provides a solid foundation of marketing concepts that any businessperson should understand.  For the marketing major, this class serves as the prerequisite for all other marketing courses, each of which is a more in-depth treatment of the most important aspects of marketing that are introduced in MKT 301.

General Purpose of the Course:


Each and every one of you already has a wealth of experience with marketing activities because all of you are consumers and have been for a long time.  You are what marketers call the “target market.”  Still, you will probably often be surprised by what goes on “behind the scenes” in terms of the type and amount of planning, research, analysis, and creative effort that is needed for marketers to be successful in the long run.   In this class you will revise your layperson’s idea of what marketing is about and you will learn what marketers do, how they think, how they communicate about what they do, and their role relative to the other basic functional areas of a business.  Whether you end up with a career in marketing or in some other field, this course will provide a solid foundation of knowledge about the principles of marketing. 
Course Context:  Requirement in the Business Administration major

Business-Program Level Learning Outcome:  Students will demonstrate an understanding of the functional areas of business (accounting, finance, MARKETING, human resources, and operations), including central theories, modes of analysis, tasks, and strategies.

OR
Course Context:  Requirement in the Integrated Marketing major
Integrated Marketing Program Level Learning Outcome: Students will demonstrate
an understanding of the concepts, theories and tools of marketing and strategic marketing decision-making.
Course-Level Student Learning Outcomes:  When you successfully complete this course you will demonstrate an understanding:
· of the terminology and vocabulary of marketing.

· of the tools of marketing:  product, price, promotion, and place.

· of how trends in the marketing environment influence marketing decision making

· of the tasks involved in developing a marketing strategy:  market research, market segmentation and targeting, product positioning, and marketing mix planning and implementation.

· of the two major influences on consumer behavior, social (social class, reference groups, family, culture, roles) and psychological (attitudes, perceptions, motivations, personality) factors
· of the differences between consumer and industrial markets. 

· of how to use marketing concepts to analyze business problems.
Service-Learning (Social Marketing) Student Learning Outcomes:  As a result of the Service-Learning experience, students will:

· demonstrate an understanding of the connections between academic work and real-life situations

· demonstrate an understanding of and commitment to their role in issues of public concern

· demonstrate how service-learning increased their interest in being civically engaged 

Additionally, you will be exposed to the most important sources of business information from popular sources, ones that business people read on a regular basis.  Finally, it  is hoped that you will be more sensitive to ethical issues surrounding marketing in our society and that you will be a more thoughtful and competent consumer after taking this course.
Texts and other reading materials:  

· Marketing, Dhruv Grewal and Michael Levy, McGraw-Hill, 2009

· Business Week subscription
· Reading materials supplied by the instructor

Requirements and Grading Policies:

· 2 midterm exams, each worth 15% of your grade for a total of 30% of your final grade

· Final exam, worth 20% of your final grade

· 2 Marketing in the News Reports, each worth 10% of your final grade for a total of 20% 
· Service-Learning (Social Marketing) Project, worth 15% of your final grade 

· Big Mac Experience, worth 15% of your final grade (4-5 points=A , 3=B, 2=C, 1=D, 0=F)

· Attendance:  While attendance is not calculated as a formal part of your final grade, you will find that all assignments and exams focus on what we talk about in class.  Missing class puts you at a disadvantage when it comes to successfully fulfilling the class requirements.  
Each of the items listed above is described in detail in this syllabus.  Be sure to refer to these descriptions when starting an assignment so that you understand what you need to do to fulfill the requirement successfully.  Final grades will be calculated as a weighted average of the grades you earn on the assignments as noted above.  The customary grading scale of A (outstanding scholarship and an unusual degree of intellectual initiative), B (superior work done in a consistent and intellectual manner), C (average grade indicating a competent grasp of the subject matter), D (inferior work of the lowest passing grade, not satisfactory for fulfillment of prerequisite course work, and F (failure to grasp the minimum subject matter, no credit given).

Exams:

        Exams are short answer format.  You will be given articles about a marketing situation to read from well-known sources such as The Wall Street Journal,  Business Week, or Fortune.  Then you will respond to questions designed to test how well you can make connections between specific concepts and theories you have learned about and the situation described in the articles.  You will be evaluated on the basis of how well you can make the connections between what you have learned from the textbooks and class discussions and the real world situation you read about in the articles provided, as well as your ability to “sound” like a marketer in your responses.
Marketing in the News Reports :

        You are to keep up with what is happening in marketing in the real world.  Find an article that you think is interesting and important because it expands your understanding of how marketing works in the real world.  Your article MUST come from one of the following sources:  Business Week, The Wall Street Journal, Fortune, Forbes, The New York Times, or Pacific Business News.   Then, summarize the information in the article in a one page outline that  includes 3 specifically identifiable points that relate the situation described in the article to what you are learning about marketing.  These points should be tied together in support of the theme/thesis/lesson you think best reflects what is most important to learn from the article.  So, at the top of the page should be a sentence or two that clearly states the lesson/thesis you think the example teaches about marketing.  Then each of the bullet points that follow (at least three of them) will deal with a specific point about marketing that is illustrated in the situation and that supports the thesis you have proposed.  Your analysis will end with a summary statement that restates the lesson and why the example is relevant to marketers.  You must attach a copy of the article on which your report is based so that I am able to evaluate the connections you draw between the article and what you have learned.  Your outline will be graded on the basis of the relevance and substance of the article you choose, your ability to apply, appropriately, what you are learning to the situation, your ability to extract an important theme/thesis/lesson from the example, and the clarity with which you express yourself, including "sounding" like a marketer, organizing your ideas logically, and paying attention to spelling and grammar.    The first report is due on or before Friday 10/4.  The second one is due on or before Friday, 11/8.  The purpose of handing one in earlier in the semester is so that you can benefit from the feedback you receive in preparing your second Marketing in the News Report.  

Big Mac Experience:  The Big Mac Experience is a curriculum spanning project that helps you see how all the functional areas of a business fit together to create an effective organization.  The activities for this class are described on a separate handout.  As we cover the relevant topics in class, you should be prepared to share your findings with the class orally and to hand in written work associated with the activity.  The specific instructions and due dates for these activities will be provided on a separate handout.
Service-Learning (Social Marketing) Assignment:

This assignment involves seeing firsthand how what you are learning about marketing in traditional settings might be applied in a setting where social change and improvement is sought.  This is called “social marketing,” defined by the Social Marketing Institute (www.social-marketing.org) as:

Social marketing is the planning and implementation of programs designed to bring about social change using concepts from commercial marketing.

Among the important marketing concepts are: 

· The ultimate objective of marketing is to influence action; 

· Action is undertaken whenever target audiences believe that the benefits they receive will be greater than the costs they incur; 

· Programs to influence action will be more effective if they are based on an understanding of the target audience's own perceptions of the proposed exchange; 

· Target audiences are seldom uniform in their perceptions and/or likely responses to marketing efforts and so should be partitioned into segments; 

· Marketing efforts must incorporate all of the "4 Ps," i.e.: 

· Create an enticing "Product" (i.e., the package of benefits associated with the desired action); 

· Minimize the "Price" the target audience believes it must pay in the exchange; 

· Make the exchange and its opportunities available in "Places" that reach the audience and fit its lifestyles; 

· Promote the exchange opportunity with creativity and through channels and tactics that maximize desired responses; 

· Recommended behaviors always have competition which must be understood and addressed; 

· The marketplace is constantly changing and so program effects must be regularly monitored and management 
Service-Learning is a method of learning through active participation in thoughtfully organized service conducted in and meeting the needs of the community, according to our own Office of Service-Learning at Chaminade. While many of you have, perhaps, been involved in Service-Learning assignments for other classes, because this is your first formal marketing class, you have probably not considered how Service-Learning and marketing knowledge and skills are connected.  For some situations, service-learning involves students relating to the community as “consultants” working for a “client,” rather than actually performing an actual service.  Rather, students are marketing “consultants” who have been hired to help develop a plan for a business or group that is dedicated to addressing a particular community problem or need.  In other situations, actually performing service using knowledge obtained in the classroom is the appropriate service-learning model.  

The “clients” you will be working with this term are Palolo Elementary School and Jarrett Middle School, our neighbors in Palolo Valley.  You will build upon work that was done last term by this class to help these schools better market their organizations in their local community and the larger community as well.  More information will be provided on this assignment when we meet with representatives from the two schools.
This work will be done in small groups and will include not only the finished product for your client but a personal reflection on the experience, as well.  More information about the nature of this project will be provided based on our initial meeting with the clients.
Marianist Values:


You have chosen to attend a Marianist University.  Fr. Chaminade, one of the founders of the Marianist order of Catholic Brothers, felt that education is an important way to transform society.  Marianist educational institutions offer a particular perspective on the educational process.  Specifically, the Marianist values include:
· Education for formation in faith:  What is learned is both intellectual and spiritual 

· Provision of an integral quality education:  What is learned comes from many sources and many different points of view, and is intended to result in growth and development of the whole person (mind, body and spirit)

· Education in family spirit:  Learners are treated with care, respect and acceptance

· Education for service, justice and peace:  What is learned should be seen as a resource to help others and to address injustice in the world 

· Education for adaptation and change:  What is learned equips the whole person to meet an uncertain and ever-changing future and to be an agent of positive change

These values, from a marketing point of view, are important points of differentiation that distinguish the Chaminade University brand of education from its competitors.  They will be incorporated as much as possible into the content and format of this class.
Miscellaneous Information:

· Pay attention to exam dates and due dates for assignments.  Make-up exams are allowed only in the event of a physician-excused absence.  Late assignments will not be accepted unless the instructor has been notified of a problem in advance of the due date.
· Classroom/professional etiquette:  Pagers and cell phones are to be in the off position during class.  You will be asked to leave the classroom if your pager or cell phone disrupts class.  You will also be asked to leave if you are dozing off or engaging in other inappropriate classroom behavior (reading the newspaper, doing work for a different class, chatting, and the like).  NO FOOD in the classroom.  It is too messy and distracting.  Liquid refreshment is acceptable. (NOTE:  CSGA statement)
· Please do not be shy during the semester about seeing me during my office hours, or making an appointment to see me.  I will be setting up short "get to know you" meetings with each of you at the beginning of the semester, so you will know where to find me, and I can get to know you more quickly.
· It is suggested that you at least skim the reading assigned BEFORE class.  You do not need to spend a lot of time studying the reading assignment prior to class, but you should have an idea of the topics covered so that you are prepared for what is discussed in class.  After class, then you should review the reading assignment in greater depth.  BRING YOUR TEXTS TO CLASS.
· There is no extra credit work available in the course.   Do well on the work assigned so that there is no need for extra credit.

· Before starting an assignment, be sure to read the purpose and requirements of the assignment and the specific criteria that will be used to evaluate your effort. Take time and care in choosing the marketing news and branding examples you want to research, as well as  the social marketing case study you want to research.  I have found that everything works out better if you are working on a topic that truly interests and “excites” you—somehow that enthusiasm gets communicated in your finished product in the form of a higher quality product and that, of course, leads to a better grade.  If you have any questions prior to starting any of the projects assigned, be sure to see me so that I can help you benefit the most from the work you do.
· Note the following deadlines:  Add/Drop deadline is 9/3; 9/27 is the deadline for withdrawal with no record; 11/8 is the deadline to withdraw from 2013 Fall day classes 
· Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not participating in or facilitating others’ participation in any act of academic dishonesty, and by reporting incidences of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/or plagiarism) to their instructors. 
· Chaminade University is required by law to provide equal access to qualified individuals with disabilities.  Accommodations are made to ensure that students have equal access to the same educational benefits other students have.  The Chaminade Counseling Center handles disability accommodation requests.  You should contact that office (Diane Ford) if you have special needs regarding this class.
Course Calendar

Date

Topic






Assignment
M 8/26
Course Overview




Ch 1
W 8/28
What is Marketing…?





 F 8/30

Spiritual Convocation (no class)


Ch 3 

M 9/2

Labor Day Holiday
W 9/4

Marketing Ethics






F 9/6

continued





Ch 4

M 9/9

Marketing Environment



W 9/11
continued





Ch 5
F 9/13

Consumer Behavior










M 9/16
continued





Ch 7




W 9/18
continued




 F 9/20

Market segmentation, targeting & positioning
Ch 8




M 9/23
continued
W 9/25
Market/Marketing Research



Ch 9
F 9/27

continued
M 9/30
continued
W 10/2
Review for exam

F 10/4

Exam I





 




M 10/7
Product “P” (incl branding/packaging)

Ch 10
W 10/9
continued






F 10/11
Intangible Products




Ch 12
M 10/14
Discoverers’ Day Holiday
W 10/16
continued






F 10/18
New Product Development



Ch 11




M 10/21
continued










W 10/23
Price “P”





Ch 13




F 10/25
continued


M 10/28
Place “P” (distribution)



Ch 14, 15 (skim)



W 10/30
continued



F 11/1

continued









M 11/4
Promotion “P” (IMC)




Ch 16, 17
W 11/6
continued

F 11/8

continued




M 11/11
Veterans’ Day Holiday


W 11/13
Exam II










F 11/15
Global Marketing




Ch 7



M 11/18
continued








W 11/20
continued







F 11/22
Developing Marketing Strategies


Ch 2




M 11/25
continued






W 11/27
continued







F 11/29
THANKSGIVING






M 12/2

Service-Learning presentations



W 12/4

Service-Learning presentations
F 12/6

Summary and Review for Final Exam






FINAL EXAM:  Wednesday, 12/11, @ 11:00 am-1:00 pm
The course calendar is subject to additions, changes and deletions as necessary.  Additional short readings may be assigned, ones that are relevant to the topics we are covering in class, as well as illustrative of what is going on in the real world of marketing.  These readings will help prepare you for the format of the application quizzes, your marketing in the news assignment and exams. They are used to help you understand how what you are learning in class “happens” in the real world.

