[image: image2.png]



[image: image1.png]@OTTERBEIN
COLLEGE




BADM 310 – PRINCIPLES OF MARKETING

Course Syllabus

Instructor: Bruce C. Bailey, Ph.D.






   Winter 2008


Class Meets: MWF 2:00 – 3:20 p.m.





     Office: 408 Roush
Classroom: 426 Roush Hall





         Phone: (614) 823-1460
Email: BCBailey@otterbein.edu

 
  Office Hours: MW 11:00 a.m. - 12:00 p.m.

& by appointment

Course Description

A study of management strategies in the marketing of consumer and industrial goods and services. Topics include industry and competitive analysis, consumer behavior, market segmentation and target marketing, market research, distribution channel policy, product policy and strategy, pricing policy, advertising, sales promotion, public relations, and services marketing. Prerequisite: ECON 210.

Class sessions will consist primarily of a lecture and discussion format, but will include films and student presentations. Guest speakers, when available, may also present topics of interest.

Course Objectives

At the completion of the course, students will be able to:

1. Understand the role of marketing in the development of business and organizational strategies.

2. Identify the marketing concept and relate it to other business functional areas.

3. Understand the fit between the traditional marketing mix and the consumer, the corporation, the community, and the competition.

4. Identify the research methods used in solving marketing problems.

5. Identify and discuss the national, international, cultural, and social influences on the marketing of any organization.

6. Develop a marketing plan for an organization that uses the marketing mix and takes into consideration factors influencing managerial decision-making.

7. Use multimedia software to construct presentations in marketing.

Text

Kotler, Philip, & Gary Armstrong, Principles of Marketing, 12th edition. Upper Saddle River, NJ: Prentice Hall, Inc. (required).

Kotler, Philip, Principles of Marketing Learning Guide, 12th edition. Upper Saddle River, NJ: Prentice Hall, Inc. (optional).

Academic Integrity

Except where indicated, assignments are to be done individually. I assume everyone is honest unless proven otherwise. You are encouraged to discuss class topics and issues with classmates, and to make use of others’ work to forward your own understanding of marketing, within the guidelines set out by Otterbein College. When using published information in your group projects, be sure to cite all sources using the proper format.

While you may form study groups, examinations and quizzes are to be done individually. In the unfortunate event that an act of academic dishonesty should occur, it will be dealt with to the fullest extent of penalty as specified by the Otterbein College policy on academic integrity. See your Student Handbook for further information.

Grading

Grades will be earned according to performance on the course deliverables listed below. Consistent with departmental policy of including oral and/or written assignments as part of the undergraduate core curriculum, assignments will be evaluated on effective business communication skills as well as demonstration of a mastery of course concepts.

	Assignment
	Points

	Individual Work:   

Midterm Exam 1

Midterm Exam 2

Final Exam

Quizzes

Class Participation
	
 150

 150

 250

 100

 100

	Group Work:

Group Project Written Report

Group Presentation
	
  200

    50

	Total *
	1,000


* These are approximate weights, and are subject to change without notice at my discretion.

Please note: I do not “give” grades; rather, you will “earn” one, based on the following scale:

         Score Range
       Grade

        Score Range
       Grade

930 – 1,000

A


770 – 799

C+

900 – 929

A-


730 – 769

C

870 – 899

B+


700 – 729

C-

830 – 869

B


670 – 699

D+

800 – 829

B-


650 – 669

D








649 and below

F

Exams

Exam dates are scheduled well in advance, and students are expected to arrange their personal schedules so as to be present for exams. Make-up exams will not be given without an official excuse from the College. Exams will be given in class, and will cover material in the chapters indicated on the class schedule below. 

Written work constitutes an important part of the training in this course. Group project reports should be typed on plain white paper, double-spaced, with 1" margins, page numbers, using a font size between 10 and 12 pt., and be within the established page limits. Include a cover sheet with the names of all your group members, class number, and date. The cover sheet should not be included in your page count.  Reports should be turned in at the beginning of class on the date due. Late submissions will NOT be accepted.

Course Conduct

The classroom environment will be a combination of lecture and open discussion, which can result in either a lively class or complete chaos. It is also an environment for you to learn professional behavior and deportment, so let's establish some class rules that we will all agree to. If you do not wish to abide by them, do not register for this class. Your continued presence in this class signifies your agreement to the following:

1. Deportment. There will be only ONE conversation going on in the class at any one time -- either the one I am having with the class as a whole, or the one you are having with the class. I consider myself a reasonable person, but I do not wish to put up with rude and disruptive behavior. Once class begins, please cease all your personal conversations. It is unprofessional to disrupt the class with late arrivals and/or private conversations, so please don’t do it. If you insist on violating this rule, will be asked to leave the room. Persistent violators will receive a zero for class participation, regardless of any other contribution they may make.
2. Class Attendance & Participation. Students are expected to attend all classes. Participation will be judged on contribution toward class discussions. NOTE: Merely attending class does not constitute “participation” (See below for comments on preparation).

3. Punctuality. Come to class on time. Class will begin promptly at 2:00 p.m. and you should be ready to go to work at that time. That means being in your seat, notebook open, and ready to participate in the class. It does NOT mean that you start thinking about coming to class at 2:00 p.m. and start walking across campus then. Coming in late is just another form of rude, disruptive behavior. As with conducting private conversations, persistent violators will receive a zero for class participation.
4. Preparation. Come to class prepared. You will get so much more out of this class if you participate, and you can only participate meaningfully if you are prepared. All students are encouraged to ask questions at any point for reference, clarification, or as part of a class discussion, but I am far more interested in the quality of your comments than in the quantity. 
Do not wait until the end of the quarter to start worrying about your participation grade; instead, be active in class discussions throughout the quarter and the participation grade will take care of itself. Your participation should be meaningful, topical, and informative. Superfluous and trivial comments, made only to draw attention to yourself, do not constitute participation.

5. Timeliness. Turn in assignments on time and in the proper format. You will have many deadlines in your business careers, so you should get in the habit of turning in things when they are due. All assignments are due at the beginning of class on the date indicated on the course schedule below. Please do not ask me to accept late work.

Office Hours are scheduled for your benefit. I encourage you to come and see me with any thoughts or ideas you have on your assignments, and particularly if you are having difficulty with the material. Please do not wait until the end of the semester before asking me to resolve any problems you may be having; by then, it will be too late. In most cases, situations can be worked out if there is enough time, but last-minute fixes generally do not work. If the posted office hours are not convenient for you, we'll set up a time when we can meet. I look forward to meeting with each of you throughout the quarter.

General Comments

Marketing is an exciting and dynamic subject, not only because we are exposed to it every day, but also because it plays an integral part in the success of almost any business enterprise. Whether you are involved with a product or a service, in a for-profit or not-for-profit situation, the marketing concept typically drives the organization's thinking, strategy, and tactics.

I have over twelve years of experience in consumer packaged goods marketing, and will be bringing that experience into our classroom lectures and discussions. I will not always lecture on the text material; often, I will bring in examples of my own work, and will explain the thinking behind those efforts. You are, however, still responsible for the text material. I believe my value to you as an instructor is in exposing you to areas of marketing you will not find in the text that will enhance your understanding of the text material. I will also show you some of the tools marketing people use, many of which you will not see in any other class.

Ultimately, my goal in conducting this class is to add to your personal marketability, both in the short and long term. By this, I mean that I want you to have increased your value to yourself and to your future employers by having the experience of this class. I will pursue this goal with any number of devices, some of which are easily noted, others of which are not so apparent. The class itself will reflect, to the best of my ability, the reality of the work world you are about to enter. To that end, I offer the following:

· I will always be honest with you. I will tell the truth about whatever subject, to the best of my ability.

· I will attempt to be a positive role model, and I will maintain high personal ethical standards in all of my dealings with you. I will attempt to be respectful of you at all times and to be considerate of your personal situation and feelings. I will extend to you all courtesy, including the courtesy of time. Accordingly, I will try to keep all appointments to the minute.

· I believe I have a good sense of humor that, at times, manifests itself in a variety of ways. I think class, learning, and life should be fun. I may occasionally tease you about something, but it won’t be out of spite. I won’t try to hurt you, but I might accidentally “step on your toes.” If I do, please allow me to apologize and let us get back to the business at hand.

· I will do my best to give you quality feedback so you can improve your performance in a timely fashion. I will be constructive, but honest as well.

· When in doubt, please come to see me. I would prefer to talk with you in person rather than trying to resolve things via email. If you have a problem, don’t wait. Come and see me right away and let’s get it resolved.

This course involves a lot of work. I can tell you up front that you will get out of it exactly what you put into it. If you give it your best effort, i.e. come to class every day prepared to discuss that day’s material, and make a sincere effort in your group project, you will learn a lot and be better prepared to enter the workforce. If you decide to “mail it in” and try to duck the work, you’ll get virtually nothing out of it.

If you haven’t learned by now, you can’t just turn your work ethic on and off like a faucet. You get ahead because you do things right all the time, not just some of the time. If you haven’t always put forward your best effort before now, make a commitment to yourself, and to this class, that you’ll begin now. Let’s not waste each other’s time.

Now, let’s get to work.

*  *  *  *  *

Group Project

As you are probably aware, group projects are prevalent in the business environment. Group dynamics are such that you must know how to work with others that may have a different agenda from the one you are trying to accomplish. Accordingly, group classroom projects give you valuable experience in learning how to work more effectively with other people. More importantly, a business group often consists of members not of your choosing. Many may be strangers to you, or come from other disciplines. This is particularly true with marketing projects, which typically involve members from all the major areas of business (e.g. shipping & receiving, warehousing, traffic, finance, sales, accounting, purchasing, and production), as well as outside suppliers (e.g. advertising agencies, package designers, photographers, and printers). Not only do these other members bring a different perspective to your project, they almost always bring up problems (and possibly suggest solutions) that you may have not considered.

You should also consider that one of the benefits of higher education is the opportunity to interact with people from different countries, cultures, and socio-economic groups. These interactions enrich your learning experience by giving you the opportunity to work with people different from yourself. Accordingly, for the project outlined below, I am assigning you to a group that attempts to offer cultural, ethnic, and gender diversity, as well as persons majoring in other disciplines. I will base this assignment on the Student Information Form (attached to the back of this syllabus) that you must submit by January 9, 2008.
Project Instructions

Assume your group is one of several new product development teams operating within a firm. You are charged with creating a new good or service of your own design, under a brand name of your own choosing. If your product is chosen, you will be asked to introduce that product to market during the coming fiscal year. No later than January 18, 2008, submit a group project outline, i.e. the names of your group members, their phone numbers and email addresses, and a brief (one paragraph) description of the new product you will introduce.

Your assignment is to prepare a marketing plan for this new product, following the general format outlined on the class Blackboard site. Your report should address:

· Environment: Describe the business environment in which the firm operates, including environmental trends, how they affect your marketing mix decisions, and their influence on competitive offerings (if any).

· Target Market: Describe the target market in appropriate terms, e.g. size, geographical area, demographics, psychographics, etc.

· Competition: How do you define your competition, and how they are addressing this target market? How many competitive brands are available? Estimate market shares and market segments being served. How are competitive products (both direct and indirect) positioned?

· Demand: A sound sales or demand forecast has to be based on trends in the business environment and the size of your target market. Based on your analysis of these elements, what is the demand for your good/service? Can you estimate the demand for the coming year? For each of the next five years? What does a break-even analysis tell you about your forecast?

· Marketing Mix: Analyze the different marketing mix variables. You may use the following guideline to get you started, but try to go beyond it in terms of your thinking, strategy, tactics, and recommendations:

· Product: For whom, and to what use, is the product intended? What do consumers look for in products of this type? What unmet consumer need does your product fulfill?

· Price: What is the pricing strategy? Is there a price-quality relationship for this product? Is it high- or low-priced, relative to competition? What does an analysis of a pro forma profit-and-loss statement tell you?  Can you make an estimate of price elasticity, and what effect, if any, will pricing changes have on sales, profits, and product formulation?

· Promotion: What methods are you proposing to promote this product? What are the promotion objectives? Do competitors engage in similar promotion? Are there other forms of promotion that would be (more) appropriate? What is the selling environment (e.g. mass media vs. personal selling), and are there better ways to present your product to buyers?

· Distribution: What kind of distribution system will be used? How are distributors rewarded for their services?  Do competitors use the same distribution strategies? Where will the product be available for sale? Are there additional outlets that would be appropriate?

Written Report and Project Presentation

Once you have completed your plan, submit your final report using the format guidelines suggested. The report should be treated as if you are presenting a marketing plan proposal to the vice president of marketing (i.e. me!).

Each group will make an oral presentation of their report/project in class, not to exceed twenty-five (25) minutes in length. The presentation should cover the highlights of your written report, and take advantage of the opportunity to present visual materials.

Your presentation should be interesting, professional, and rehearsed. It is not necessary for every group member to present, although all should be active in the preparation. For presentation tips, visit http://www.presentations.com/msg/presentations/creation.jsp.

The final written report is due March 7, 2008.

Group presentations will be given March 10-14, 2008.

About Group Projects

The best group projects come from groups with active members who are involved with the project and participate in its development. Social loafers earn credit while riding on the backs of others. These “free riders” let the other group members do the work while they sit back and coast. That sort of behavior is unacceptable in business and unacceptable in this class.

Not being a member of your group, I am unable to evaluate the participation of individual group members. Accordingly, group members will evaluate each other. At the end of the quarter, each group member will evaluate him/herself and the other members of their group based on their level of participation in the project. This evaluation will determine the grade you will receive on the project. In other words, I will evaluate the group; you will evaluate the individual members. 

Don’t be a “free rider!” Make sure you are an active member of your group and that you contribute to your class project. Remember: there’s no such thing as a “free lunch!”

I've posted PowerPoint slides containing some additional thoughts on group work in general, and guidelines for the development of your marketing plans and oral presentations. Check out the Blackboard site for this and other important information.

*  *  *  *  *

	Week
	Dates
	Topic
	Chapters

	1
	Jan. 7
	Syllabus and Course Outline

Introduction to Marketing
	

	
	Jan. 9
	Managing Profitable Customer Relationships

Student Information Form due
	1



	
	Jan. 11
	Company and Marketing Strategy

Group Assignments Given
	2

	2
	Jan. 14
	The Marketing Environment

The Global Marketplace

Marketing Ethics & Social Responsibility

Group Project Outlines due
	3

19

20

	
	Jan. 16
	
	

	
	Jan. 18
	
	

	3
	Jan. 21
	Martin Luther King, Jr. Day – No Classes Scheduled

	
	Jan. 23
	MLK Convocation – No Classes Scheduled during this time period

	
	Jan. 25
	Managing Marketing Information
	4

	4
	Jan. 28
	Midterm Exam 1
	1-4, 19-20

	
	Jan. 30
	Consumer Markets & Consumer Buyer Behavior
	5

	
	Feb. 1
	Business Markets & Business Buyer Behavior
	6

	5
	Feb. 4
	Customer-Driven Marketing Strategy
	7

	
	Feb. 6
	Product, Services, & Branding Strategy
	8

	
	Feb. 8
	New Product Development and the PLC

Measuring & Forecasting Demand
	9

A-12

	6
	Feb. 11
	Pricing Products: Capturing Customer Value
Marketing Math
	10

A-19

	
	Feb. 13
	Pricing Strategies
	11

	
	Feb. 15
	Out of class group work
	

	7
	Feb. 18
	Midterm Exam 2
	5-11

	
	Feb. 20
	Exam Review

Integrated Marketing Communication Strategy
	14

	
	Feb. 22
	
	

	8
	Feb. 25
	Advertising & Public Relations
	15

	
	Feb. 27
	
	

	
	Feb. 29
	Personal Selling & Sales Promotion
	16

	9
	Mar. 3
	
	

	
	Mar. 5
	Marketing Channels

Retailing & Wholesaling
	12

13

	
	Mar. 7
	Creating Competitive Advantage
Course Review

Group Project Written Reports due
	18

	10
	Mar. 10-14
	Student Group Project Presentations
	All

	11
	Mar. 17
	Final Examination, 1:30 – 3:30 p.m.
	12-16, 18


Last Update: January 7, 2008
Name: ______________________________________________________________________


  Last




      First


MI

Nickname: ___________________
E-mail Address: __________________________________

Local Address: ________________________________________________________________


______________________________________________________________________________

Local Phone: __________________________________

Major or Area of Interest:  ________________________________________________________
Previous Courses in Marketing: ___________________________________________________

Why Are You Taking This Course? ________________________________________________

____________________________________________________________________________

____________________________________________________________________________

List Two Things You Want From This Course:

____________________________________________________________________________

____________________________________________________________________________

Type of Assignment(s) From Which You Learn Best: 

____________________________________________________________________________

____________________________________________________________________________

Additional Comments:  ________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________
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