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I. COURSE DESCRIPTION:

This introductory course in marketing covers the basic theories that guide marketing practice, and acquaints students with the fundamental concepts of marketing:  designing customer-oriented marketing strategies, understanding buyers and markets, and selecting the target market.  The course also focuses on the marketers’ use of product, distribution, promotion, and price strategies (the    4 P’s in marketing) to create a sustainable, differentiated advantage for a target market segment. 

II.

PERFORMANCE/LEARNING OBJECTIVES:

Upon completion of the course the student shall be able to:

1.  Understand and appreciate marketing and its role in business and the economy.

2.  Develop an awareness of important factors shaping the marketing environment

which include eonomic, competitive, political-legal, technological and social-          

cultural factors.

3.  Explain buyer behavior and importance of market segmentation, targeting, and 

     positioning.

4.  Discuss the strategic elements of marketing decision making such as product  strategy, distribution strategy, promotional strategy and pricing strategy.

5. Understand and take a position on ethical issues pertaining to the marketing environment.

III.   
METHODOLOGY
The following methods will be used to achieve the learning objectives:  

1. Assigned readings in the textbook and on the Internet

2. Online reading assignments

3.   Online tests 

4.   Online discussions 

IV.

REQUIREMENTS
There are no prerequisites for this course. This is an Online class.  You are to complete all weekly reading assignments and email all weekly tests to the instructor on the assigned due date.  You should read each Learning Module    (i.e., chapter) two times to do well.  You will have three hours to complete each weekly test.  Should you have any questions along the way, please email your questions to the instructor before the test or exam is due.  You are encouraged to interact with other students who are taking the course, but you must hand in your own work.  Also, you are required to participate in bulletin board discussions on the announced date and time.  Borrowing work from other student’s will be grounds for dismissal from this course.  Late tests or exams will not be accepted.  Should the instructor allow you to take a makeup test or exam, it will be harder and longer.  If you have a personal problem and you can’t complete a weekly test or exam on the appointed date and time, you need to inform your instructor as to the nature of your problem prior to the due date. 

V.

CLASS ATTENDANCE 

College Policy states “Students should understand that absences may jeopardize their grades.  A student will be permitted one unexcused absence per credit hour of the course in which he/she is enrolled.  Any student whose unexcused absences exceed the number permitted will, at the discretion of the instructor, be assigned a grade of “F” or be dismissed from the class… Students are expected to be punctual in attending classes.  Two tardies to class shall be counted as one absence.  The effect of such absences upon student grades shall be consistent with the College policy on unexcused absences from class.  A tardy is defined as arriving in the classroom after the designated time of the beginning of the class according to the official schedule of classes.” (Texas College Catalogue, pages 47-48)

INSTRUCTOR POLICY:  No distinction is made between excused versus unexcused absences.  If a student misses a class, for whatever reason, and wants to make up the class missed, and remove the absence, can do so by obtaining an Absence Notification Form and Makeup Assignment from instructor.  The student has seven days from the absence to make up work missed.


Attendance and Participation are both worth 10 total points, and are graded as follows:


      Absence

  Points_
Participation
 
      A  =  0-1

=  9-10

A =  9-10


      B  =  2

=  8

B =  8

     
      C  =  3

=  7

C = 7


      D  =  4

=  6

D = 6


      E  =  5 or more
=  0-5

E =  0-5

VI. 
GRADE DETERMINATION

         Three exams 



=   30 (30%)


         Final exam



=   20 (20%)


         Weekly tests



=   40 (40 %)

Participation & attendance

=   10 (10%)


         Total Points



   100 

SCROLL DOWN FOR COURSE OUTLINE.
VII.      ACTIVITIES/ASSIGNMENTS (Course Outline)
The schedule may vary.  Students are expected to read the assigned chapters using the instructor’s website.   You will study the learning modules—one chapter per week.  Tests are given at the end of each week.   The due dates in column one agree with the due dates on the learning modules.

	BUSA-3315
	Weekly schedule of activities

	Week
	Reading
	Topic 
	Learning Module Tests

	August            20

                       27

September        3

                      10

                      15


	None

Boone Ch. 1

Boone Ch. 2

Boone Ch. 3


	PART I.  Designing Customer Marketing Strategies 

Orientation—Attendance is required

Marketing and Customer Satisfaction

Strategic Planning and Marketing Process

Marketing Environment and Ethics

EXAM I
	Tests are posted on the Website.

Mandatory attendance

Test 1

Test 2

Test 3
TO BE ANNOUNCED

	September     19

                      24

October           1

                        6

                      10        
	Boone Ch. 4

Boone Ch. 5

Boone Ch. 6

Boone Ch. 7
	E-Commerce

PART II.  Understanding Buyers and Markets

Consumer Behavior

Business-to-Business (B2B) Marketing

EXAM II
Serving Global Markets
	Test 4

Test 5

Test 6

TO BE ANNOUNCED
Test 7

	October         15

                     22

                     27

                   31                   
	Boone Ch. 8

Boone Ch. 9

Boone Ch.11
	PART III.  Target Market Selection

Marketing Research, Decision Support Systems, and Sales Forecasting

Market Segmentation, Targeting, and Positioning

EXAM III
Product and Service Strategies
	Test 8

Test 9

TO BE ANNOUNCED
Test 10

	November       5

                      12

                    
	Boone Ch.12

Boone Ch.13

	PART IV.  Product Decisions

Brand Management, Product Identification, and New-Product Development

PART V.  Distribution Decisions

Marketing Channels and Supply Chain Management
	Test 11

Test 12


	Week
	Reading
	Topic 
	Learning Module Tests

	November     19

                24-29

December       3

Dec. ______, 2009
	Boone Ch. 14

Boone Ch. 15
	Direct Marketing and Marketing Resellers: Retailers and Wholesalers
Have a good Thanksgiving
Integrated Marketing Communications

FINAL EXAM
	Test 13

Thanksgiving Break

Test 14

TO BE ANNOUNCED


