N 9%

MKT 304, PRI NCI PLES OF MARKETI NG

Instructor: Brock Lawes, Assoc. Professor, School of Business t

The course 1s the "study of the nature and importance of marketing; the nature
of the producer and consumer (buyer & seller); extent of the forces behind mar-

kets; marketing functions; nethods and channels of marketing; trends in marketing
policies and met hods".

The purpose of the course is to introduce and acquaint the student with the
term nol ogy, concepts, participants, and practices of marketing in the nodern
Anerican context.

Iext: PBASIC MARKFTING A dobal Managerial ... .. MCarthy & Perrault, 12 Ed.,
Irwin Publishing, 1996.

Requirements: A series of outside reading assignments fromcurrent periodicals
requiring a response paper (5), a case study/marketing project
to be presented in class orally and with a witten report, a
md-termand a final. (see outline)

Gading: The grading systemis in accordance with the University catal og. The
grade weighting is as foll ows:

Att endance & participation 20%
Readi ngs 20%
Cases/ projects 20%
Md-term 20%
Fi nal 20%
1001
Course Presentation: The course presentation will consist of lectures, class

di scussi on, case/project presentations with class dis-
cussion, videos, and outside readings with wite-ups.

The formats and nmethods for the cases/projects will be
provided by the instructor; |ikew se for the outside
readi ngs' response papers.

At t endance, preparation, and participation are required in this course just as
it would be in any business organi zation. You are all owed two unexcused absences
during the terml (except Accel. Program cl asses)

Not es:



OUTLI NE

Readi ngs & | ectures will be in sequence fromthe text sections
and chapters as shown. Exact dates for nidtermfinal, the assign-
ments, and case reports wll be determ ned.

Marketing's Réla
Chs. 1 & 2 plus Appendix A
Case sel ection

Mar ket Qpportunities & Information
Chs. 3,4 &5

Chs. 6,7 & 8

Product
Chs. 9 & 10 M D- TERM

Place
Chs. 11, 12 & 13

Pronoti on
Chs. 14, 15 & 16

Price
Chs. 17 & 18 & Appendix B

Ethical Mirketing, Plans & Management
Ch. 19, 20, 21 & 22 ELNAL;, ALL ASSI GNVENTS | N?

*Select an article froma current periodical or journal dealing
with marketing, read it and wite up a response paper of no nore
than 2 type-witten, double-spaced pages, to be submtted NLT
the last class neeting of each week - 5 articles total.

**Vi deos related to each of the subject areas above will be shown
t hru-out the course and di scussed as part of the class.

Each student will select a case fromthose in the text for ora
presentation and wite-up. First come, first served for case

sel ection. The presentation order will be determ ned once the
case selections are knowmn - it will be in the nunerical order

as they occur in the text. Pick a case that interests you based
on the conpany, its products, the situation, etc. The case wite
up is due NLT one week after the oral presentation except for

t hose cases presented in the final week of the course.



