FLORIDA GULF COAST UNIVERSITY

College of Business

MAR 3023 – INTRODUCTION TO MARKETING

COURSE SYLLABUS - SPRING 1998

Instructor:
Dr. Hudson P. Rogers
Reference #:
10350

Office: 
Academic 2 (Room 105)
Day:
Monday & Wednesday 

Telephone:
(941) 590-7403 

Time:
2:00 p.m. – 3:15 p.m. 

E-Mail:
hrogers@fgcu.edu

Room: BRBLDG-1028

Marketing Homepage:
http://www.fgcu.edu/cob/mkt/
Emergency:
 (941) 590-7300



Fax:

(941) 590-7330






Office Hours:

Monday to Thursday:

9:00-12:00 P.M. &








1:00-2:00 P.M.




Wednesday:


5:00-7:00 P.M.








and by appointment

TEXTBOOK:
William D. Perreault, E. Jerome McCarthy, Basic Marketing, 12th. Edition, 1996

COURSE OBJECTIVES

This course is designed to introduce students to the Marketing Management function within the marketing area of the firm.  Specific objectives of the course are to:

1. 
Provide a conceptual base for understanding the role of marketing in the US. economy and society.

2. 
Help students develop an appreciation of the relationship between 
marketing in the firm and the firm’s internal and external environment.

3. Help students develop a global vision of marketing and understand the importance of ethics and social responsibility in the marketplace.

4. Illustrate the value of using selected analytical decision-making tools for problems faced by marketing managers and others, including government officials.

5. Make students aware of the interrelationships between marketing and the other organizational functions.

6. Provide students with a sound knowledge of and appreciation for marketing theories and principles to serve as a basis for:

a. solving practical marketing problems of the types frequently experienced by most career people.

b.  pursuing advanced marketing study where required by career choice/or responsibilities.

Emphasis will be placed on marketing decision-making, using marketing data in making these decisions, and developing a  marketing plan.

All completed papers (e.g., Career Prospectus) is the property of Florida Gulf Coast University

GRADING POLICY

Exams & Assignments




Grade Assignment









A 
450 - 500 points
Exam # 1



100 points

B
400 - 449 points
Exam # 2 (FINAL)


100 points

C
350 - 399 points

Quizzes (4 @ 25%)


100 points

D
300 - 349 points

Class Assignments/discussions
100 points

F
Under300 points

Career Prospectus


100 points

TOTAL


500 points

Exam #1 and #2 (the final exam) will each consist of 100 questions.  Each quiz will consist of a minimum of 25 questions and a maximum of 50 questions.  The “Class assignments/discussion” grade will be awarded based on class assignments/homework (80 points) and class discussion and attendance (20 points).  All class assignments (readings & homework) MUST be handed in on the due date. ABSOLUTELY NO LATE ASSIGNMENTS WILL BE ACCEPTED.   Students who are absent on more than 4 occasions WILL receive a grade of ZERO for class discussion/attendance.

MAKE UP EXAM

Quizzes can not and will not be made up.  It is the responsibility of the student to be in attendance on the date of the quiz or to make prior arrangement by contacting the professor BEFORE the quiz is given.  Make-up exam for Mar 3023 will be on the date of the Final exam.   It is the responsibility of students to apply to take the Make-up exam.  Such request must be made in writing to the instructor at least three school days prior to the date of the Final exam.

DATE


CHAPTER
TOPIC/ASSIGNMENT

Jan.
05

Chap. 1 - Marketing’s role in the Global Economy

07 Chap. 2 - Marketing’s role within the Firm or Non-Profit Organization

Reading #1: McKenna, Regis “Marketing is Everything,” Harvard Business Review, (Jan-Feb, 1991): 65-79.

12 Chap. 3 - Finding Target marketing Opportunities with Market Segmentation

14 Chap. 4 - Evaluating Opportunities in the Changing Marketing Environment

Reading #2: Bartels, Robert “Are Domestic and International Marketing Dissimilar,” Journal of Marketing, (July 1968): 56-61.

19

Martin Luther King Jr. Day (Holiday Observed)


21

Chap. 5 - Getting Information for Marketing Decisions 

Quiz # 1: Chap. 1-4

26 Chap. 5 - Getting Information for Marketing Decisions

Reading #3: Deutsch, Claudia H. “What do People Want, Anyway?” New York Times

27 Chap. 6 - Demographic Dimensions of Global Consumer Markets

Feb.
02

Chap. 7 - Behavioral Dimensions of the Consumer Market


04

Chap. 7 - Behavioral Dimensions of the Consumer Market

09
Chap. 8 - Business & Organizational Consumers & their Buying
Behaviors 
Quiz # 2 (Chap. 5-7)

11 Chap. 9 - Elements of Product Planning for Goods & Services

16

Chap. 10 - Product Management & New Product Development


18

Chap. 11 - Place & Development of Channel Systems

23 Chap. 12 - Logistics & Distribution Customer service

Full Outline of Career Prospectus Due

24 EXAM # 1 (Chap. 1-12)
Mar.
02

Chap. 13 - Retailers, Wholesalers, and their Strategy Planning

04 Chap. 14 - Promotion – Introduction to Integrated Marketing   Communications

March 9-14
SPRING BREAK

15 Chap. 15 - Personal Selling

Reading #4: Aaker, David A. & Shansby, Gary “Positioning Your Product,” Business Horizons, (May-June, 1982): 56-62.
18                   Chap. 16 - Advertising & Sales Promotion

23
Chap. 17 - Pricing Objectives & Policies
Quiz # 3 (Chap. 13-16)



** COMPLETED First Draft of Career Prospectus Due 

25 Chap. 18 - Price Setting in the Business World

Reading #5: “Schwadel, Francine “The ‘Sale’ is Fading as a Retail Tatic: In pricing Shift, ‘Everyday Lows’ Replace Specials,”  The Wall Street Journal , 1989.

30

Pricing computations
April
01

Pricing computations, 

05 Appendix B - Marketing Arithmetic 

08
Chap. 19 - Developing Innovative Marketing Plans


Quiz # 4 (Chap. 17, & Pricing Computations & Arithmetic)


13

Chap. 20 - Implementing & Controlling Marketing Plans: 


15

Chap. 21 - Managing Marketing’s Link with Other Functional Areas 


20

 ** CAREER PROSPECTUS DUE


20

Chap. 22 - Ethical Marketing in a Consumer-oriented World:

22 Review for final exam (Chap. 13-22 & Fundamental Concepts)

Apr.  27-May 1
EXAM #2–FINAL EXAM Chap. 13-22 & Fundamental Concepts)
THIS COURSE OBJECTIVE IS SUBJECT TO CHANGE.  ANY CHANGES WILL BE ANNOUNCED IN CLASS.  IT IS THE RESPONSIBILITY OF STUDENTS WHO MISSED CLASSES TO OBTAIN MATERIALS ON CHANGES IN THE OUTLINE OR OTHER MATERIALS PRESENTED DURING THEIR ABSENCE. 

CAREER PROSPECTUS

A career prospectus is a document, which both outline your strategic career goals, and present a time-related plan for accomplishing them. There are three sections to this Career Prospectus: Personal Analysis, Environmental Analysis, and Marketing Plan.

Personal Analysis

Strategic Objective – This is a brief statement of your career expectation (e.g. what you expect to end up doing, say twenty years from now). It should be relatively brief. Example: to be President of a publishing firm in Fort Myers. 

This objective speaks to the distant future

1. It is specific to the level of professional attainment

2. It speaks (silently) to the type of training experience necessary

3. It is specific with respect to the industry

4. It is specific with respect to the industry

5. It is general with respect to the time frame for achieving your objective

Items 1, 2 & 4 are particularly important and will guide the focus of your Environmental Analysis. All these items will guide the development of the Marketing Plan.

Educational Background – Starting with current, and proceeding to the most distant, this section review in detail your education background. It should be thorough and complete with year, location, etc. Avoid gaps in time. An example of one listing from the education background is as follows:

1981-84 University of Akron, Akron, Oh.

BE Mechanical Engineering

Graduated with honors (3.75 GPA) (OR Anticipated Graduation Date: June 1995)

Professional Background – Starting with current, and proceeding to the most distant, this section review in detail your professional background. It should be thorough and complete with year, location, etc. Avoid gaps in time. An example of one listing from the professional background is as follows:

1981-85 Organization: Mariner Corporation, 

Address: 
Cape Coral, FL.

Title: 

President

Responsibilities include:

· Developing corporate policy

· Developing operating goals

· Supervision of senior staff

· Managing for corporate profitabily

 Strengths – this section should list personal strengths that you believe would complement your drive to achieve your goals/objectives and also favorably affect the interpersonal dynamics of your advancement and performance
Weaknesses – this section should list correctable personal weaknesses that you believe are important in your drive to achieve your goals/objectives.  The marketing plan should outline the steps to transform these weaknesses into strengths. 

locational preference – this will influence the geography chosen for your Environmental Analysis 

Honors and Awards - list

Memberships and Associations - list

Environmental Analysis

Begin with global and narrowing the focus to the local

Include a description of the economy as a means of generating the jobs/opportunities when you want it. For example, if the national economy is growing, it is quite likely the state economy is increasing, and the local economy also be increasing.

Hence, one may describe the relevant economies as follows:


Between 1990 and 1995, 

· The national economy increased at an annual average rate of 10% from $100 billion to $161 billion.

· The economy increased by an average annual rate of 15%, from $10 million to $20 million

· The principal industry in the region is publishing to satisfy the national reading needs. In 1995 there were 253 publishing houses, up 30% prom 1994. The publishing industry currently employs 15,000 persons.

· According to the 1995 Abstract of Statistics prepared by the Chamber of southwest Florida, publishing houses in Southwest Florida is expected to increase at an average of 15% for the next 20 years.

Note: 

· Order of discussion: from national to local to Industry

· That the statistics present both trends (e.g., the percentages) and magnitudes.

· The fourth item lists the source of the information (company and publication. You are not an expert. Thus, you should always cite your sources.

Marketing Plan

Strategic Objective: to be President of a publishing firm in Fort Myers by the year 2015. 

Note:

· the only difference between this and the objective stated in the Personal Analysis section is that this is time specific.

Action Plans: This section outlines the specific actions to be undertaken. 

· Each action must be listed in a time-related fashion. 

· It should include precise details to accomplish your goal (when, what, where, who, why)

· You should begin with where you are now (e.g., A undergraduate Marketing major, senior, with courses to complete your graduation requirements). 

Example:

1997:
Florida Gulf Coast University, Fort Myers, FL


Degree: BS Marketing


Expected Graduation date: Fall 1999


Requirements for graduation

· Mar 3023 – Basic Marketing

· Mar 3823 Marketing Management

· Mar 3613 – Marketing Research

The next action plans should sequentially list/outline to various steps ending with attainment of your career (strategic object in the year 2012.

.

.

.

2015:
President, publishing firm

Other sections of the Environmental Analysis would include: employment Situation (general & Industry), and specific opportunities for advancement, etc.

