Chaminade University


Principles of Marketing:  MKT 301 01


Fall 2003, TR, 12:30-1:50, H 102





Instructor:  Margaret L. Friedman, PhD


Office:  Keiffer  28


Phone:  739-4608 (O), 946-9126 (H)


Email:  mfriedma@chaminade.edu


Office Hours:  M, W, F:  9:00-3:00; T, R: 3:00-4:00; 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 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 you are all consumers and have been for a long time.  You are what is called the “target market” by marketers.  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 shed your laypersons 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 of the principles of marketing.  





Course Objectives:


When you successfully complete this course you will:


Know the meaning of the “marketing concept”


Be able to name and discuss the fundamental elements of marketing--product planning, pricing, promotion and distribution


Be able to identify the dynamic forces in the environment influencing marketing strategies


Understand the basic methodologies of market research


Be able to show and discuss a basic model of consumer behavior


Understand what “positioning” is and its importance to the branding efforts of marketers





Additionally, you will leave this course competent in your ability to study actual marketing situations and then to develop logical and compelling analyses/critiques of marketing strategies.  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:  


Introducing Marketing, John Burnett, John Wiley & Sons, Inc., 2002, paperback


Annual Editions:  Marketing, 03/04, John E. Richardson, McGraw-Hill/Duskin, 25th edition, 2003, paperback


Supplementary readings provided by the instructor





Requirements and Grading Procedures:


2 exams:  a midterm worth 20% of your grade and a final worth 35% of your grade for a total of 55% of your final grade


5 Real World Marketing Application quizzes (your top 4 scores will be used in calculating your final grade), each worth 5% for a total of 20% of your final grade


2 Marketing in the News projects, each worth 10% for a total of 20% of your final grade OR Service Learning Option worth 20% of your final grade


Attendance:  0-3 absences = A, 4-7 absences = B, 8-11 absences = C, 12-15 absences = D, 16+ absences = F worth 5% of your final grade





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 determined 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 article(s) to read from  well-known sources such as The Wall Street Journal,  Business Week, or Fortune.  Then you will respond to questions regarding specific concepts and theories you have learned about.  You will be evaluated on the basis of how well you can make the connections between the textbook models, theories, and concepts and the real world situation you read about in the article(s) provided.





Real World Marketing Application quizzes:


        One of your textbooks is a compilation of articles about marketing found in popular business journals and magazines.  Quizzes will be based on the articles you are assigned.  You will not be asked questions that require you to recite back content from the articles, but rather questions will be posed that require you to relate the content of the articles to what you have learned.  Hence the word “application”—it is not enough to know and understand marketing concepts, theories, and models in the abstract.  You need to be able to demonstrate that you understand what the concepts, theories, and models mean in terms of real world marketing practices.  In other words, you need to be able to apply what you are learning, rather than just memorizing content. 


�
Marketing in the News project:


        You are to find an article in the popular, current business press and analyze the situation described in terms of what you are learning about marketing.  Your article must (NO EXCEPTIONS) come from one of the following sources:  Business Week, The Wall Street Journal, Fortune, Forbes, Advertising Age, American Demographics, or Sales and Marketing Management.   Limit your analysis to two word-processed, double-spaced pages which include at least 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 conclude from the article.  The first paragraph of your analysis should clearly state the lesson/thesis you think the article teaches about marketing.  Then each of the paragraphs that follow (at a minimum, three of them) will deal with a specific point about marketing that is illustrated in the article and that supports the thesis you are advancing in the first paragraph of your analysis.  Your analysis will end with a summary statement that restates the lesson and why the article is relevant to marketers.   You do not need to summarize the article, as you will attach a copy of the article to your analysis so that I can evaluate how well you are able to apply what you are learning to the real world  Your analysis 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 described in the article, 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.    These analyses may be turned in anytime during the semester, but are absolutely due by Tuesday, November 25, 2003.  You are urged to hand one in earlier in the semester, so that you can use the feedback you receive to improve your second effort.





Service Learning Option:


This option involves contributing at least 20 hours of your time to a nonprofit/charitable organization or to the philanthropic efforts of a for-profit business.  You should keep a journal documenting the amount of time you spend volunteering as well as the nature of your contribution.  You should pay close attention to how your time is spent in the organization both with respect to marketing effectiveness AND with respect to the manner in which the experience changes you.  In terms of marketing effectiveness:  Is the organization effective in its attempts to create satisfying exchanges with volunteers, with clients, with community members, etc.  Is the organization customer focused?  How could an understanding of basic marketing principles help the organization be more successful?  In terms of how the experience changes you:  What did you learn about yourself from this experience?  How did the experience affect your personal values?  How do you think your behavior will change in the future based on this experience?  What did the experience teach you about social responsibility?  You will report your reflections in a short paper (maximum of 5 double-spaced, word-processed pages) that addresses the types of questions noted above.  Your reflection paper will be evaluated on the basis of the relevance and substance of the charitable activity chosen, your ability to apply, appropriately, what you are learning about marketing to the situation, your ability to extract important personal/spiritual lessons from this experience, and the clarity with which you express yourself, including spelling, grammar, logical organization, and “sounding” like a marketer.  This paper is due on or BEFORE Tuesday, November 25, 2003.





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 be down-graded one grade/day for each day past the due date.


Classroom deportment:  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 noisy and distracting.  Liquid refreshment is acceptable, excluding alcoholic beverages, of course.


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.


It is suggested that you at least skim the chapters assigned BEFORE class.  You do not need to spend a lot of time studying the reading assignment in the textbook 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.   


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.


At the end of each class session you will be asked to respond to a simple question or two about the content of that day’s class.  You will put your name on the paper.  I will use this feedback for two purposes:  1)  to take attendance so that your attendance grade can be calculated accurately, and 2) to assess the extent to which the material I hope to have you understand from class lecture/discussion is, in fact, communicated to you.  These papers will not be graded, but will be used, as noted above, for my own purpose of taking attendance and of assessing understanding of the material for the class as a whole.


Be sure to use this syllabus often to stay on track in the course.  Highlight due dates for assignments and for quizzes and exams.  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.


Note the following deadlines:  8/25-9/2 Add-Drop Period; 9/2 Last day to register for classes or change registration and last day to receive a 75% refund; 10/7 Last day to withdraw from classes and last day to apply for credit/no credit option


Take time and care in choosing your topic for the articles you analyze (or charitable work you do).  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 or 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.


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. �
                                                Course Calendar





Date		Topic							Assignment





T 8/26		Course Overview (syllabus/assessment)		IM:  Ch 1, AEM: #2, #5


R 8/28		What is Marketing…?					AEM: #6, #7, “ Tastemakers”


 T 9/2		Customer Satisfaction; Application example		IM:  Ch 2, AEM: #16, #17                                                                                                                                    


R 9/4		Understanding the Market				AEM:  #18, #19, #22


T 9/9		continued/QUIZ #1					IM:  Ch 3, AEM:  #14, #15	


R 9/11		Marketing Information & Research			Harrah’s readings	


T 9/16		continued						IM:  Ch 4, AEM:  #20, #21


R 9/18		Understanding Buyer Behavior				


T 9/23		continued/QUIZ #2					IM:  Ch 5			


R 9/25		External Environment Considerations			AEM: #1, #4			


T 9/30		continued						IM:  Ch 6, AEM:  #35, #36


R 10/2		Global Marketing					AEM:  #37, #38, #40		


T 10/7		Midterm Exam					IM:  Ch 7, AEM:  #24, #25


R 10/9		Marketing Mix:  Product				AEM:  #26		


T 10/14	continued						AEM:  #10, #11		


R 10/16	Intangible Products (Services)						


T 10/21	continued/QUIZ #3					IM:  Ch 8


R 10/23	Marketing Mix:  Promotion				AEM:  #32, #33, #34	


T 10/28	continued 						IM:  Ch 9


R 10/30	Marketing Mix:  Price					AEM:  #27, #28			


 T 11/4		continued/QUIZ #4					IM:  Ch 10


R 11/6	Marketing Mix:  Distribution				AEM:  #29, #31                                    


T 11/11	continued						Readings on Ethics	


R 11/13	Ethical Issues						AEM:  #12


T 11/18 	continued/QUIZ #5					AEM:  #23


R 11/20	Marketing Planning							


T 11/25	continued						


T 12/2		BONUS:  The effect of the internet on marketing				


R 12/4		Summary and Review	


	


FINAL EXAM:  Tuesday, 12/9/2003  @12:24-2:45 pm





Key:  IM = Introducing Marketing;  AEM = Annual Editions Marketing





The course calendar is subject to additions, changes and deletions as necessary.  Additional short readings will be assigned as appropriate 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. All of these assignments are designed to help you understand how what you are learning in class “happens” in the real world.


