Marketing Principles, Mkt. 381, 3 Credit Hours
Spring 2014, T&R, 12:00 to 1:15 p.m.
Instructor: Dr. Rice (Press) York, Mississippi College School of Business

Phone: 601-925-3419,  Email: ryork@mc.edu

Website: access per MC.EDU, Academics, Resources, Faculty Homepages, York, Rice 
Moodle: access per MC.EDU, Moodle, and this class
Office Hours: (My office is 201D Self Hall)

Monday:
10:00-11:00

Tuesday:
  8:30-12:00
Wednesday:
10:00-11:00

Thursday:
  8:30-12:00
Friday:

10:00-11:00

Students should monitor their MC Email account for communications regarding this class as well as other events such as weather related school closing. The best way to communicate with me outside of office hours is with email.

Overview:

Marketing Principles provides an introductory overview of the marketing process, including segmentation and target market selection, marketing mix development, and marketing strategy with an emphasis on the interaction with the business environment.  Global impact, social responsibility and ethics, technology, and other macro-marketing issues are included.  The course is designed to help students learn how to apply the basic concepts and practices of modern marketing in a variety of business settings.  The course makes extensive use of “real world” examples and activities to explore the major decisions that business owners and managers face in their efforts to balance the organization’s objectives and resources against needs and opportunities in the marketplace.  Regardless of your academic background or career interest, Marketing Principles should help you by providing valuable knowledge and insight about a business function that profoundly affects both organizations and society as whole.

Rationale:

Marketing is all around us and we all need to know something about it.  Marketing is used not only by manufacturing companies, wholesalers, and retailers, but by all kinds of individuals and organizations.  Lawyers, accountants, and doctors use marketing to manage demand for their services.  So do hospitals, churches, museums, and performing arts groups. This course aims to provide students with the basic knowledge and skills necessary to design and implement effective marketing plans, or to interact effectively with others charged with this responsibility.  Marketing Principles is a required course in the School of Business.

Objectives:

The overall goal of this course is to provide students with a thorough introduction to the role and purpose of marketing in today’s business world.  Therefore, the major objectives for this course are as follows:

1. Be familiar with the language and vocabulary of marketing.
2. Recognize the importance of customer needs and wants as the foundation for marketing decision making.
3. Understand the strategic marketing process and how the marketing environment impacts it.
4. Understand the processes of market segmentation and target market selection
5. Understand the components of marketing strategy including product and brand management, pricing techniques and strategies, marketing channels management, and integrated marketing communications.
6. Understand the importance of ethical considerations within the marketing field.
7. To provide students with a foundation for advanced marketing courses.

8. To provide students with a greater awareness of marketing career opportunities.

Structure:

This course is organized to flow from the general to the specific. We first discuss the role of marketing and corporate strategy in creating an effective marketing program, ethical and social responsibilities, consumer behavior, and the marketing environment. We then move to coverage of the specific areas of the marketing mix: product, distribution, price, and promotion.
Materials Required:

You must obtain  the following materials for this course:

MKTG7, by Lamb, Hair, and McDaniel(South-Western, Cengage Learning, 2014,2013. This is the text for the course.

Student Guide to Answering Discussion and Case Questions, available on instructor’s web site or Moodle.

Calculator for final exam  – you may use a calculator for computing the pricing and breakeven questions on the final exam. You may not use a cell phone, tablet, or other device, including a calculator that is able to display textual information.

Materials Recommended:
Modern Marketing Theory and Practice: Developing A Christian Perspective, available on instructor’s web site or Moodle.

CLASS ESSENTIALS

Academic Integrity:

Mississippi College students are expected to be scrupulously honest.  Dishonesty, such as cheating or plagiarism, will be regarded as a serious offense subject to severe penalties including, but not limited to loss of credit and possible dismissal. . See the Mississippi College Undergraduate Bulletin for specific information
Unless assigned on a team/group basis, all assignments are to be prepared without assistance from others.  Likewise, unless specifically instructed otherwise, all assignments are to be original work, completed by the student for the first time. Turning in work as your own that has been downloaded off the internet or otherwise copied is dishonest and a violation of the copyright laws and the school’s honor code. Recycling an assignment from a prior class, or getting assistance from others is similarly dishonest.
Attendance:

Mississippi College policy states that, whether the absences are excused or unexcused, any student who misses 4 class meetings in an ADP night class, 8 class meetings on a T/R day class, or 12 class meetings on a MWF class will receive a grade of F in the course.  Be on time for class.  If you are not present when roll is called, you will be marked as absent for that class meeting.  If notified in writing at the end of class that you were tardy, the absence will be changed to a tardy. Three tardies equal one absence.  Attendance will impact your final grade, especially if your grade is borderline.

In-class Behavior:

This class belongs to all students taking it, and each and every student has the right to an educational environment that is conducive to learning. Accordingly, students are expected to adhere to the following and will be penalized for failure to do so:

All private conversation should cease once class begins. It is difficult and even impossible for other students to listen to the lecture or other aspects of the class if adjacent students are engaged in conversation or other disruptive/distractive activities.

Tend to bathroom, water and other supply need before coming to class. Leaving the classroom after class has started counts as two tardies if the student returns, and as an absence if he or she does not return. Additional grade points will be deducted for use of cell phones and other devices in accordance with the electronic device policies which follow.

The use of electronic devices such as cell phones, computers, and digital assistants, is permitted only to the extent that it does not interfere with classroom activities and/or disturb students or faculty. In the case of cell phones, making or receiving calls in class is prohibited. Cell phones should be either off or on silent. Leaving class for purposes of cell phone use is prohibited. Any student who leaves class for the purpose of using a cell phone without express advance permission from the instructor will have five points deducted from their class participation grade. If the student returns to class an additional five points will be deducted. 

No open containers of food or beverage are allowed in class. Bottled beverages are allowed, preferably water. Please keep our classrooms clean.

Students with special circumstances that would prevent them from adhering to the preceding should consult with the faculty member about special arrangements for handling the situation.

Students who adhere to the above will receive an “A” for their class participation portion of the class participation, activities, and homework grade. Students who engage in disruptive activities will have five points deducted from the homework and participation part of the overall grade for each occurrence of these disruptive activities (cell phone leave and return to class counts as two violations for ten points). The final overall grade deduction for disruptive activities and behavior is not limited to that part of the grade attributed to participation and homework, nor is it limited to zero. As a result, it is possible to have a negative grade for class participation and homework and a corresponding greater impact than that indicated in the course evaluation section below.

Tests/Exams:
The use of any type of electronic device including translators, cell phones, and calculators is prohibited unless specifically allowed. All tests and exams are to be taken as assigned. Missing an exam should occur only in rare instances such as significant illness, conflict with other important activities like participation in athletics, or due to death/illness of family members. Students must notify the faculty member in advance of missing a test. It is the student’s responsibility to arrange for prompt makeup of the missed test or exam. A minimum of one letter grade will be deducted for failure to comply with this policy.. Graduation seniors are not exempt from the final exam. Students must adjust travel and other activities to avoid conflict with tests and exams. 

In order to insure a fair and secure test taking environment the following procedures will be followed. All books, notebooks, papers, cell phones, and other electronic devices must be placed inside of your book bag, backpack or purse, and then placed on the floor by your seat. If you are unable to store all of your materials in a pack, bag, or purse you must place these materials at the front of the classroom under the dry erase board. The use of any notes, books or electronic devices such as translators, cell phones, and calculators is prohibited. The only items that you should have access to are a pencil or pen.  Exceptions may be granted for the use of calculators on test with quantitative questions.
Late Assignments and Following Instructions:
All assignments are due at the beginning of class. Once the assignments have been collected any additional ones that are turned in will be marked as late and points deducted.  If you are late or not present  for class then the assignment is late. Late assignments will not be accepted once the assignment answers have been discussed or graded and returned. On all homework, in-class activities, and tests, failure to follow the instructions given will result in a significantly lower grade no matter how much work or study time was put in
Grading of Tests and Assignments:
Every student is responsible for answering test and assignment questions in accordance with the expectations and instructions given by the instructor. These would be both verbal and written instructions related to specific assignments and tests, as well as the general instructions contained in the document “Student Guide to Answering and Grading of Discussion Questions and Writing Assignments”. This document is available on the course Moodle site and covers what is expected in regard to tests, cases, and other assignments which require a student to write in discussion or short answer format.

Results and Errors in Grading:
Results for tests and assignments will be discussed in class. If there is an obvious error such as a correct answer being marked incorrect, or erroneous grading computation, the error can be noted on the test or assignment and the grade will be changed accordingly. If a student feels that a more detailed explanation needs to be given to the instructor, a written request for re-grading should be submitted, along with an explanation or what the student believes needs to be done and why. In this case, the entire test or assignment will be re-graded in light of the information provided by the student. All errors on the part of the student or grader will be considered in the new grade. Thus, it is possible that the original may be lowered, raised, or remain the same.

Disability Accommodations:
In order for a student to receive disability accommodations under Section 504 of the Americans with Disabilities Act, he or she must contact Student Counseling Services (SCS).  SCS will assist with information regarding the appropriate policy and procedure for disability accommodations before each semester or upon immediate recognition of the disability. Student Counseling Services is located in Alumni Hall Room #4 or you may contact them by phone at 601-925-7790.  The Program Coordinator, Holly Reeves, can be reached via email at hreeves@mc.edu and the Director of Student Counseling Services, Morgan Bryant at mbryant@mc.edu.  
Course Evaluation:
The student’s final grade for this course will be based upon the combination of exam grades, project grades, and class participation as follows:

Grading/Points:

Tests and Final Exam



60%  

Marketing Analysis Project:


Report




15%


Presentation



15% 

Homework and Class Participation
 

10%

Total





100%


Grading scale

90 – 100%




A

80 – 89%




B

70 – 79%




C

60 – 69%




D

Below 60%




F

Reporting of Grades:

Final grades may be viewed over Banner Web on the Mississippi, College website.  Grades will not be given out on an individual basis.

Early Alert:

Mississippi College has adopted the practice of notifying students early in the semester who may be at risk for achieving sufficient academic progress.  Notification would ordinarily result from concerns such as excessive absences, poor test grades, and lack of class participation or evidence of non-engagement.  Early notification provides the student, faculty, and advisors opportunity to take appropriate action to redirect his/her progress.  The system alerts the student, the student’s advisor, and the Office of Student Success.

These messages are intended to help a student recognize an area of concern and to encourage him/her to make some choices to improve the situation.  When a student receives an Early Alert message, the student should quickly make an appointment to talk with his/her professor about the situation.  Also, students can make full use of the Office of Student Success to set academic goals and connect to campus resources
Exams:  Two exams will be given during the semester and a semi-comprehensive final will be given during the scheduled final exam period at the end of the semester.  Exams will ordinarily include a combination of matching, short answer, and short essay questions.

Group Project (Marketing Analysis Report and Presentation):

For this project, you will be asked to conduct a marketing analysis of the marketing program for a recently introduced product, product line, or brand. You should pick something that is new (introduced with the last three years), that you are interested in, and that is significant and newsworthy. You will need to be able to find information (at least three sources) and advertisements (at least two). Products and brands that are doing very well or very poorly are especially suitable. You should discuss possible choices with the faculty member prior to the date listed in the class schedule for a final decision. Apple products are not allowed. The project will culminate in a presentation and written report as listed on the class schedule. Although you will need to collect some background information, this is not a research project and the majority of the content will be your own analysis whereby you evaluate what the company is doing for the product/brand in light of the key course concepts which follow. Accordingly, both the presentation and report must be clearly organized around the following (labeling and content):

I. Introduction background – give a brief overview of the product/brand and the selling organization so that the audience has general knowledge what you are reporting on. You should include a brief history, an overview of products and brands, locations, and how they are performing.

II. Target Market – what markets does the product or brand  appeal to and how? What benefits are offered and what needs are satisfied? Be specific in terms of the target market – consumers or business, gender, social class, usage, benefits.

III. Marketing Mix – discuss the marketing program for each element of the marketing mix. Be sure and clearly identify each element and its related discussion. For the promotional element you must include two advertisements and discuss their content and media.

IV. SWOT Analysis – discuss the strengths and weaknesses of the marketing program and the related /product/brand.  Identify and discuss relevant threats and opportunities that are occurring at present or that may occur in the future.

V. References – you should have at least three, external, independent sources for your information. Examples would include Wall Street Journal, Business Week, Fortune, Forbes, Barrons, Money, and Inc... A complete source citation should be given which would include the author, title, publication, date, and pages.

This project will help you understand better the challenges facing marketers. The consideration of how organizations actually conduct a marketing program allows you to integrate and apply the marketing concepts covered during the semester.  Knowing how to analyze and communicate in both written and oral form is one of the most important skills you can develop while you are a business student.  It is a skill that is highly valued by prospective employers and is an absolute necessity for managing or owning a business, or being employed in a professional capacity.  

The presentations of the analysis will be given during the final two or three class meetings.  Each student or group will give a professional presentation of 10 to 20 minutes in length, depending on the number of students in the class. Please keep in mind that good presentations are not read.  Practice and be familiar with the information you are presenting.   Late projects will not be accepted.
A sample project is available on the course Moodle website. Please note that this sample is from a previous class and is not in accordance with the instructions for this particular class.

Groups will be formed early in the semester for carrying out the project. Groups may vote, with notification and approval of the instructor, to remove a member who is not contributing adequately to the project.  That individual is then responsible for his or her own project.  He or she may, however, continue to use the same company as the former group.  Each group member is expected to contribute equally to the project.  At the end of the semester each member will evaluate the contribution of the other members of their group.  Each group member will ordinarily receive the overall group grade for both the presentation and the written report.  However, the individual grade will be adjusted up or down in cases where the faculty member observes either superior or inferior participation. Likewise, students who are downgraded by other member of their group will receive a lower grade.
This project will help you understand better the challenges facing marketers.  You will also gain experience working in a team/group, which is the norm in today’s business world.  The consideration of how companies actually conduct a marketing program allows you to integrate and apply the marketing concepts covered during the semester.  Knowing how to analyze and communicate in both written and oral form is one of the most important skills you can develop while you are a business student.  It is a skill that is highly valued by prospective employers and is an absolute necessity for managing or owning a business, or being employed in a professional capacity.  
In-Class Activities and Homework:

In-class activities and homework are an important part of this course.  Both individual and group activities and assignments will be used.  These activities will support and reinforce the concepts discussed in the text and lecture. 

Failure to complete assigned homework and activities will negatively impact your grade. All assignments are due at the beginning of class and points will be deducted for work turned in late. Late assignments will not be accepted once the assignment answers have been discussed or graded and returned.
Class Schedule

Note:
The dates for topics and readings are approximate. Assignment due dates and exams are as listed but may be changed if unusual circumstances arise. 
Date
Topics

Readings/




Assignments

Week 1


1/14 
Introduction and Course Overview

1/16
An Overview of Marketing
Chapter 1

Week 2


1/21 
An Overview of Marketing
Chapter 1
1/23
Strategic Planning For Competitive Advantage
Chapter 2


GROUPS FORMED FOR CLASS PROJECT
Week 3


1/28
Strategic Planning For Competitive Advantage
Chapter 2
1/30
Ethics and Social Responsibility
Chapter 3

Week 4


2-4
The Marketing Environment
Chapter  4
2/6
The Marketing Environment
Chapter 4

Week 5


2/11
Consumer Decision Making
Chapter 6

CHOICE OF COMPANY FOR PROJECT DUE
2/13
Consumer Decision Making
Chapter 6
Week 6 

2/18
TEST 1 (Chapters 1-4, 6)
2/20
Segmenting and Targeting Markets
Chapter 8


__________________________________________________________________________________________________
Week 7
2/25
Segmenting and Targeting Markets
Chapter 8



2/27

Marketing Research
Chapter 9
__________________________________________________________________________________________________

Week 8
3-4
Marketing Research
Chapter 9
3/6
Product Concepts
Chapter 10


Week 9

3/11 
SPRING BREAK
3/13
SPRING BREAK
Week 10

3/18
Developing and Managing Products
Chapter 11
3/20
Marketing Channels and Retailing
Chapter 14
Week 11


3/25
Marketing Channels and Retailing
Chapter 14
3/27
TEST 2 (Chapters 8, 9, 10, 11, &14)
Week 12


4-1
Pricing Concepts
Chapter 19

4-3
Setting the Right Price
Chapter 20

Week 13


4/8 
Marketing Communications
Chapter 15
4/10 
Advertising, Public Relations and Sales Promotion
Chapter 16
Week 14
4/15
Personal Selling and Sales Management
Chapter 17
4/17
Personal Selling and Sales Management
Chapter 18

PROJECT WRITTEN REPORTS DUE

____________________________________________________________________________________________________

Week 15
4/22
PROJECT PRESENTATIONS


4/24 
PROJECT PRESENTATIONS 
Week 16 


4/29
PROJECT PRESENTATIONS 
5/3
FINAL EXAM  8:00 a.m. - THIS IS SATURDAY
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