



Principles of Marketing MRKG 1311




Section 36686  010 
RGC
Room 126





Fall Semester 2011 16-week semester




Tuesday and Thursday
  


12 noon  to 120pm

1. Instructor Information:

Professor: 
Nick Sarantakes

Office:
3252, Building 3000 (old Gym) RGC
Phone:
512.223.3271



512.223.3427 (Fax)

E-Mail:
sarantak@austincc.edu
Office Hrs.
Mon & Wed. 0800 am to 12noon; Tues & Thur 8am to 12noon RGC 
Friday by appointment
2. Course Description:

MRKG 1311 Principles of Marketing (3-3-0).  Introduction to basic marketing functions; identification of consumer and organizational needs; explanation of economic, psychological, sociological, and global issues; and description and analysis of the importance of marketing research. Skills: R (MKT 1013)

3.Required Text/Materials

Marketing, Principles, 10th edition – by Kerin, Hartley and Rudelius.  McGraw Hill Publishers 2011.  We will cover the entire book in one semester. Please take some time and review the contents of the Publisher's Web site.  The address is in the text.   You may purchase this book at any of the college bookstores or on line.  You may want to try www.bestbookbuys.com. This site compares the prices for 30 online bookstores. The publisher’s website is www.mhhe.com/kerin
4.Instructional Methodology:

This section is a classroom lecture course.  Attendance is important in my class, since I will be providing information that is not in the text.  All the tests will be given in the classroom during class times. 

5.Course Rationale:

Marketing is a critical element of business.  The purpose of this course is to prepare the student to identify the principles of marketing which are universal.  Topics to be discussed will include the marketing mix components, market segmentation; the economic, psychological, sociological, and global factors, which influence consumer and organizational decision-making processes; and interpret market research data to forecast industry trends and meet customer demands.  
The marketing environmental issues such as technology, legal/political, and competition will be review to understand how these impact marketing decisions.  This course will help students develop the understanding and skills necessary to become successful marketers and/or consumers.  This course integrates the IMC approach, and places an emphasis on decision-making. 

Principles of Marketing is not just about textbook learning.  It challenges students to use their critical/creative skills in all aspects of Marketing, not just those covered in this course.  Chapter assignments, especially those titled Applying Marketing Knowledge will address these points.
6.  Course Objectives/Outcomes 

 

A. Common Course Learning Objectives:

1. Understand how marketing is related to other business functions and its importance to the success of the business entity.

2.   Understand the importance of consumer behavior as it relates to buying behavior.

3.   Be able to identify, analyze, and use sources of marketing research information.

4.   Be able to identify, understand, and apply basic marketing concepts to solving marketing  challenges.

5.   Understand good marketing practices and techniques and how to apply them.

6.   Be able to develop a sound Integrated Marketing Communications plan.

B. Individual Instructor Objectives/Objectives:

1. Understand the detail chapter objectives that are listed at the beginning of each chapter.

2. Understand the relationship of all the elements on the marketing mix and how they impact a specific company or product marketing strategy.

3. Understand the impact technology especially the Internet is having on marketing.

4. Understand the importance of customer service in todays marketing environment.

7. Grading System:

A. Testing: There will be 4 tests for this course.  They will be given in the classroom during regular classroom times.  The dates, subject to change.

	Exam
	Text Chapters
	Value of the test
	Test date*  Listed in the class schedule

	1
	Chapters 1-5
	200 Points
	 

	2
	Chapters 6-11
	200 Points
	

	3
	Chapters 12-17
	200 Points
	

	4
	Chapters 18-22
	200 Points
	


Note* The dates on the class schedule are approximate dates.  Based on class progress, dates may be changed.  Tests dates will be firmed up 2 weeks prior to the listed dates.

The tests are made up of multiple choice and /or short answer questions.  A number of the questions may be taken from the practice exam that is on the publisher’s web site that is listed above.

B. Projects: There will be 1 graded project divided into 4 parts.  This is required and is discussed below:

C. Grading:

Each test is worth 200 points

800 points

Chapter Assignments Project

 160 points (There are 4 segments each being worth a maximum of 40 points
Attendance



40 points


Total Value of course


1000 points

D. Test letter grades:
A= 200 to 180 points

B= 179 to 160 points

C= 159 to 140 points

D= 130 to 120 points

F= Below 120 points

E. Semester letter grades will be earned based on the following points structure:

A = 1000 to 900 points

B =  899 to 800 points

C = 799 to 700 points

D = 699 to 600 points

F = below 600 points 

8. Testing Policy:

Tests will be taken in the classroom at regular class time.  If a student cannot take the test during the announced test date, they must contact me within 24 hours of the test date and make arrangements to take the test within 48 hours.  Normally this will be in my office.
9. Assignments:

You must complete the following chapter assignments and submit them no later than the date indicated as listed in the class schedule  These questions are found in the sections called “Applying Marketing Knowledge” that is at the end of each chapter. These assignments are design to aid you to prepare for the exam.  In addition some of these questions are designed for critical thinking about certain topics in marketing.

There are 4 segments of this project and each is valued at 40 points for a total of 160 points for this complete project.  Projects may be submitted in class on the date due.   Due to the nature of this assignment, they will not be accepted after the due date.
All the answers to questions for segment 1, i.e. Chapters 1, 2, 3, 4, 5, must be submitted together.  
Format to be used in submitting this Assignments:

For proper identification place the chapter number followed by the question number.  Then write the question followed by your reply.

Skip a line between each question.

Example:

Chaper 1

Question 1. XXXXXXXXXXXXXXXXX?

(Your reply)XXXXXXXXXX.
Question 4. XXXXXXXXX?
(Your reply)XXXXXXXXX.

In the past, a number of students answer the wrong questions.  Be careful so to address the assigned question.
Segment 1 Chapters 1-5 for Test 1 to be submitted together at one time.

Chapter 1

page 21

Questions 4, 5, and 6

Chapter 2

page 47

Question 6

Chapter 3

page 87

Questions 3 and 7

Chapter 4

page 106

Question 4

Chapter 5

page 135

Questions 5 and 7

Segment 2 Chapters 6 to 11 for Test 2 to be submitted at the same time.

Chapter 6

page 157

Questions 1 and 3


Chapter 7

page 189

Questions 1 and 5

Chapter 8

page 217

Question 6

Chapter 9

page 241

Question 1

Chapter 10

page 265

Question 2

Chapter 11

page 293

Questions 1 and 4

Segment 3  Chapters 12 to 17 for Test 3 to be submitted at the same time.

Chapter 12

page 315

Questions 1 and 6

Chapter 13

page 341

Question 2

Chapter 14

page 367

Questions 1 and 2

Chapter 15

page 401

Questions 2 and 6

Chapter 16

page 425

Questions 5 and 7

Chapter 17

page 452

Questions 1 and 8

Segment 4  Chapters 18 to 22 for Test 4 to be submitted at the same time.

Chapter 18

page 479

Question 3

Chapter 19

page 514

Questions 2 and 3

Chapter 20

page 543

Questions 3 and 7

Chapter 21

page 565

Question 3

Chapter 22

page 595

Question 6
10. Attendance: 

All students are required to attend 90% of the classes, that means a complete class period.  If a student must leave before I terminate the class they should inform me prior to the beginning of the class.  Absences totaling more than 3 will result in reduction in the attendance points awarded and may impact your final grade.  Points will be awarded as follows:

0-3 absences  40 points; 4 absences  35 points; 5 absences 30 points; 6 absences 25 points; 7 absences 20 points; 8 absences  15 points; 9  or more absences   0 points.
I have found that there is a direct relationship between attending class on a regular basis and final grade or outcome.
11. Table of Contents:

Chapter 1 Creating Customer Relationships and Value through Marketing

Chapter 2 Developing Successful Marketing  and Organizational Strategies

Chapter 3 Scanning the Marketing Environment

Chapter 4 Ethical and Social Responsibility in Marketing

Chapter 5 Understanding Consumer Behavior

Test 1  Estimated date for test September 15
Chapter 6 Understanding Organizations as Customers

Chapter 7 Understanding and Reaching Global Consumers and Markets

Chapter 8 Marketing Research: From Customer Insights to Action

Chapter 9 Marketing Segmentation, Targeting and Positioning

Chapter 10 Developing New Products and Services

Chapter 11 Managing Successful Products and Brands

Test 2  Estimated date for test October 15
Chapter 12 Services Marketing

Chapter 13 Building the Price Foundation

Chapter 14 Arriving at the Final Price

Chapter 15 Managing Marketing Channels and Wholesaling

Chapter 16 Customer Driven Supply Chain and Logistics Management

Chapter 17 Retailing

Test 3  Estimated date for test November 17
Chapter 18 Integrated Marketing Communications and Direct Marketing

Chapter 19 Advertising, Sales Promotion and Public Relations

Chapter 20 Personal Selling and Sales Management

Chapter 21 Implementing Interactive and Multichannel Marketing

Chapter 22 Pulling It All Together: The Strategic Marketing Process
Test 4  Estimated date for test December 8.
12. Extra Credit or Bonus Credit:
a. Every student can earn up to 50 points of extra credit by reading articles from the Annual Edition of Marketing or case studies that are assigned.  Summary is to be 2 to 3 double-spaced typed material.  Extra credit should be labeled extra credit and can be turned in at any time until Dec. 3, 2011
b. In addition any of the D- Case Studies that begin on page 616 of the text can be used as extra credit project.  You are to read the narrative of the real life situation and if necessary  refer back to the chapter that it relates to for points or principles to be included in your replies and then answer the questions that are placed at the end of the case.  For example case D-4 relates to Ford and Firestone and some points that could be used in your reply is in Chapter 4.

If you desire to submit a D-Case Study, they must be submitted within 7 days after a test date.   For example, if you want to submit a D Case that relates to Chapters 1, 2, 3, 4, or 5, it would have to be submitted within 7 days of taking Test 1.  If test 1 is September 14 then a D case from these chapters would have to be submitted my September 21.  Test 2 extra credit cases would be the D cases that cover Chapters 6, 7, 8, 9, 10, and 11.  If this is not clear, ask for clarification.   Value of this extra credit work is  a maximum of 25 points and the questions should be answered in detail and completely.
13. Course Policies: Departmental and College Policies
A. Incomplete Policy:  An incomplete (I) will be granted to a student in rare circumstances. Generally, to receive a grade of  I, a student must have completed all examinations and assignments to date, be passing, and have personal circumstances that prevent course completion that occur after the deadline to withdraw with a grade of W.

 

B. Attendance Policy:  All students are expected to attend classes.  Non-attendance will have an impact on the student’s grade.

 

C. Withdrawal Policy:  It is the student’s responsibility to withdraw from a course.  Instructors are allowed to withdraw students but students must not rely on their instructor to withdraw them if they wish to withdraw.

 

D. Academic Freedom Statement:  Each student is strongly encouraged to participate in class. In any classroom situation that includes discussion and critical thinking, there are bound to be many differing viewpoints. These differences enhance the learning experience and create an atmosphere where students and instructors alike will be encouraged to think and learn. On sensitive and volatile topics, students may sometimes disagree not only with each other but also with the instructor. It is expected that faculty and students will respect the views of others when expressed in classroom discussions.

 

E. Scholastic Dishonesty Statement: Acts prohibited by the College for which discipline may be administered include scholastic dishonesty, including but not limited to cheating on an exam or quiz, plagiarizing, and unauthorized collaboration with another in preparing outside work. Academic work submitted by students shall be the result of their thought, research or self-expression. Academic work is defined as, but not limited to tests, quizzes, whether taken electronically or on paper; projects, either individual or group; classroom presentations, and homework”. Penalties for scholastic dishonesty will depend upon the nature of the violation and may range from lowering a grade on one assignment to an F in the course and/or expulsion from this institution.

 

F. Student Discipline Statement:  Classroom behavior should support and enhance learning. Behavior that disrupts the learning process will be dealt with appropriately, which may include having the student leave class for the rest of that day. In serious cases, disruptive behavior may lead to a student being withdrawn from the class. ACC's policy on student discipline can be found in the Student Handbook. 
 

G. Students with Disabilities Statement: Each ACC campus offers support services for students with documented physical or psychological disabilities.  Students with disabilities must request reasonable accommodations through the Office for Students with Disabilities on the campus where they expect to take the majority of their classes. Students are encouraged to do this three weeks before the start of the semester” (Student Handbook)
H.  Rule of Three:  Per state law, effective Spring 2006, any student taking a class for the 3rd time or more may be charged an additional $60 per credit hour unless exempted.  The Texas Higher Education Coordinating Board has mandated that all publicly funded higher education institutions will not receive funding for courses a student takes for the 3rd time.  Without the state funding for those affected classes, ACC will charge additional tuition cover the cost for these classes.  The new Rule of Tree tuition will not apply to developmental courses and special studies courses.

 I.  Cell phones: All cell phones will be turned off during the class. 
J. Disturbing the Class:  In the past, students have had cell phones on and have received phone call during class.  This disturbs the class and the instructor.  The student is not to leave the class during the class period to respond to phone calls or for other reasons.  If a medical condition exists that warrants the student to have to leave the class during the class period, the instructor should be informed before the class begins.
K. 
Serious Consequences for Receiving “W” in a Course:  The Texas Legislature has now, for the second session in a row, instituted some substantial consequences for students who withdraw from courses.  Students have traditionally thought of a “W” as a non-penalty grade, thus it is very important that students understand the direction that the state is going about withdrawals so that they can avoid substantial negative consequences later.

The consequences instituted by the state in 2007 states that for freshmen in Fall 2007 and later, there will be a limit of 6 “W’s” that will be permitted in the overall  student’s college career. 
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