Marketing Fundamentals
MAR 3023 – Spring Semester 2005
Professor:  Dr. Harriette Bettis-Outland


Office:
  53/123
Email:  hbettiso@uwf.edu
Phone: 850-474-2723
      Fax:  850-474-3069
Office Hours:   Mon / Wed 8:30-11:30am and 1-2pm, or by appointment.
Prerequisites:

Completion of 45 semester hours of college course work.   If  this prerequisite is not met, you may be subject to: (1) administrative removal from this course without being assigned a grade, and (2) loss of tuition and fees paid for this course.  If you are not sure whether you meet these requirements, you should contact your instructor immediately.
Text:

Lamb, Hair, and McDaniel (2004), Essentials of Marketing, (7th Edition), 
Mason, OH:  South-Western Publishing.

Course Description/ Objectives:
This course provides an introduction to the role of marketing in the modern economy.   By examining how decisions are made concerning the exchange of goods, services, and ideas, students will become acquainted with the principles that guide the practice of marketing.  These academic principles and theories will be placed in the context of “real world” scenarios, so that the student may gain insight into professional marketing opportunities that are available in the workplace.

Student Learning Outcomes:
By the end of the semester, it is expected that each student will:

1)  Develop and demonstrate a thorough understanding of marketing terms and     
  concepts;

2)  Be able to apply these terms and concepts in contemporary marketing situations;

3)  Develop insights regarding target market selection, and how to integrate the “4 Ps” into an overall strategy that meets the needs of the target market;
4)  Identify marketing challenges and career opportunities that are available in the workplace.
Course Format:
This course will be conducted in a lecture/discussion format.  Lectures will cover the assigned topic, including materials from the text as well as other outside sources (Wall Street Journal, Business Week, etc.)  You are expected to attend all classes and be prepared to discuss and apply assigned readings, articles, cases, etc.   Occasionally, videos will be presented for in-class discussions.  Pop quizzes will be given.   

All assignments are due on the date and time designated by the Instructor.  Students are responsible for keeping up with the status of homework submissions throughout the semester.  Missed class assignments will not be made up unless approved by the Instructor the first week of the semester.  
Assigned Seating:  During the second week of class a seating roster will be provided in class for students to designate on paper where they plan to sit for the remainder of the semester.  When Team assignments are given in class, students will sit next to their assigned Teammates.

Class Attendance:
In order to realize the course objectives, I expect the following: 
1) On-time attendance at every class meeting

2) In-depth preparation for all class activities

3) Enthusiastic participation in class discussions

This is a business class and you are expected to conduct yourself in a manner appropriate for a business setting.  You are to arrive on time for class and remain there the entire class period.  Tardiness will not be tolerated.  Any student coming to class after the designated start time will require the prior approval of the Instructor.  Leaving and returning to the classroom during class time is not permitted.  Do not engage in “side discussions” with neighbors unless you are discussing an in-class group assignment.  Cell phones and beepers must be turned off during the class period.  
Grading:   
Three examinations will be administered during the semester, along with one comprehensive final examination.  Your top three exam scores will be used to determine seventy-five percent of your grade.  If the three term exams are taken at the scheduled time, then the final exam is optional (exceptions may be made for students who miss exams because of school-sponsored functions, such as sports).  The exams will consist of multiple choice and true/false questions; they will primarily focus on the concepts stressed in class lectures, discussions, activities, and readings.  The remaining twenty-five percent of your grade will be determined by pop quizzes, class participation, and class assignments.
Each exam will be worth 250 “grade points”.  Since tests will be graded on the traditional 0-100 scale, in order to determine your “grade points,” simply multiply your test score by 2.5 (i.e., for a test score of 90, you will receive 90 x 2.5 = 225 “grade points”).  Another 250 points will be allocated among pop quiz scores, class participation, and class assignments, for a maximum total of 1000 grade points.  Final grades will be determined by the following scale:
	Letter Grade
	Points

	           A
	925-1000

	           A-
	900-924

	           B+
	875-899

	           B
	825-874

	           B-
	800-824

	           C+
	750-799

	           C
	700-749

	           D
	600-699

	           F
	Below 600


Note:  No “extra credit” or “bonus” opportunities will be available to individual students for the purpose of improving grades.








Make-up Exams:
All make-up examinations will be administered during final exam week at the end of the semester.
Class Participation:

Class participation involves answering questions posed by the instructor; listening to your fellow classmates; sharing ideas with your classmates so that they learn from you as you learn from them; and, being willing to subject your ideas to debate and constructive criticism.  Examples of low-quality participation include re-statements of points already made, verbosity (i.e., “hogging” the floor), incomplete analysis, unfounded criticism, off-the-point statements, close-minded argumentation, off-the-cuff remarks, and personal attacks on others.   Since class attendance is required in order to fully participate in class, absences from class can negatively affect the participation component of your grade.
Snapshots and Resumes: 
To help me learn your names more quickly, by the second week of class, please provide me a clear photocopy of your student ID, driver’s license, or any other wallet-sized picture of yourself.  This should be attached to a current resume and a short biographical sketch.  It is interesting to find out the backgrounds of students, and it also helps me to better tailor certain class discussions to address your particular business interests.  

Expectations for Academic Conduct/Plagiarism Policy: 
    I expect all students enrolled in this course to accept the responsibility of reading, understanding, and meeting all course requirements and policies as set forth in this syllabus and other accompanying documents. You are expected to inform me immediately of any personal circumstances that may require special consideration in meeting course requirements or adhering to course policies. I expect all students to abide by the University's "Expectations for Academic Conduct" as published in the UWF Student Handbook. Failure to do so will result in disciplinary actions as specified in the Handbook.

As members of the University of West Florida, we commit ourselves to honesty. As we strive for excellence in performance, integrity--personal and institutional--is our most precious asset. Honesty in our academic work is vital, and we will not knowingly act in ways which erode that integrity. Accordingly, we pledge not to cheat, nor to tolerate cheating, nor to plagiarize the work of others. We pledge to share community resources in ways that are responsible and that comply with established policies of fairness. Cooperation and competition are means to high achievement and are encouraged. Indeed, cooperation is expected unless our directive is to individual performance. We will compete constructively and professionally for the purpose of stimulating high performance standards. Finally, we accept adherence to this set of expectations for academic conduct as a condition of membership in the UWF academic community.

Special Assistance:
Students with special needs who require specific examination-related or other course-related accommodations should contact Barbara Fitzpatrick, Director of Disabled Student Services (DSS), dss@uwf.edu, (850) 474-2387. DSS will provide the student with a letter for the instructor that will specify any recommended accommodations.
SCHEDULE OF ASSIGNMENTS *

	Class Date
	Chapters
	Discussion Topics / Events

	January 6
	
	Introduction to course

	11
	1
	Marketing Overview

	13
	2
	Strategic Planning for Competitive Advantage

	18
	3
	Marketing Environment/ Ethics

	20
	4
	Developing a Global Vision

	25, 27
	5
	Consumer Markets

	February 1, 3
	6
	Business Markets

	8
	1-6
	Exam #1

	10,15
	7
	Segmenting and Targeting Markets

	17
	8
	Marketing Research

	22
	9
	Product Concepts

	24
	10
	Product Development

	March 1
	11
	Services and Nonprofit Marketing

	3
	12
	Marketing Channels, Supply Chain Management

	8
	7-12
	Exam #2

	10, 15
	13
	Retailing

	17
	14
	Integrated Marketing Communications

	March 21-25
	
	SPRING BREAK

	29, 31
	15
	Advertising and Public Relations

	April 5
	16
	Sales Promotion, Personal Selling

	7
	17
	Pricing Concepts

	12
	20
	Customer Relationship Management

	14
	13-17, 20
	Exam #3

	19
	
	Special Topics

	21
	
	Review for Final Exam

	Final Exam
	Comprehensive
	Tuesday, 4/26  11am-1:30pm


*  As with all plans, this syllabus provides a general direction for the course.  Deviations from the syllabus may be necessary for any number of reasons.  Students are responsible for all assignments, announcements, and any changes to this syllabus and course schedule, whether absent or present for class.  This means, “get yourself a buddy or two.”
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