MARKETING 2500 – MARKETING PRINCIPLES

Fall 2006 – Tues / Thurs: 3:30 - 4:45pm - 2000 Schneider Hall

	Instructor:
	
	Dr. Jim Eckert

	Office Location:
	
	3248 Schneider Hall

	Office Hours:

See web site for changes to standard office hours times
	
	Tuesdays & 

Thursdays: 
	9:30am – 10:45am

2:00pm – 3:15pm

5:00pm – 5:30pm
	Or talk to me after class or make an appointment

	Telephone:*
	
	387-5799

	E-Mail:**
	
	jim.eckert@wmich.edu

	Course URL:
	
	http://www.partnerbuilding.com/2500/


	**NOTE: e-mail is the best method of contacting me  However, all e-mail sent to me MUST have “MKTG 2500” in the subject line.  I delete mail from unknown sources, so mail without “MKTG 2500” in the subject line will be deleted, unread. 


POINT ASSIGNMENTS & GRADING SCALE

Grades belong to you and represent your performance on the course assignments.  They will not be altered or negotiated based on non-performance issues such as effort, time constraints, academic standing and/or past performance.  The point assignments & grading scale are documented below.

	GRADED ASSIGNMENTS
	
	GRADING SCALE

	Assignments
	
	Points
	
	Grade
	
	Points Range (%)

	Exam 1
	
	80
	
	A
	
	450-500 (90% or more)

	Exam 2 
	
	80
	
	BA
	
	425-449 (85% to 89.9%)

	Exam 3
	
	80
	
	B
	
	400-424 (80% to 84.9%)

	Final Exam (cumulative)
	
	100
	
	CB
	
	375-399 (75% to 79.9%)

	Personal Marketing Plan
	
	80
	
	C
	
	350-374 (70% to 74.9%)

	Code of Ethics
	
	50
	
	DC
	
	325-349 (65% to 69.9%)

	Cheat Sheets (10pts each)
	
	30
	
	D
	
	300-324 (60% to 64.9%)

	
	
	
	
	E
	
	BELOW 300 (59.9% or less)

	TOTAL:
	
	500
	
	
	
	


Note: Final course grades will be determined by the point ranges.  The percentage ranges are simply provided to help you determine your grade as the semester progresses.  I do not round up, so some of you will miss a certain grade by one point.  That’s life - No whining allowed.

Text:  
       Title:   Marketing: Real People, Real Choices 4th edition

       Authors: 
Solomon / Marshall / Stuart          Publisher: 
Pearson / Prentice Hall
This text is the basis of much of the content of the course, thus if you wish to have the best chance of success in this class you should purchase the text.  The best use of the text is to use the notes as a reading guide and focus on the topics covered on the notes.  This is wise because all questions on exams will come from the PowerPoint notes.  The text will add explanation and depth to those notes but you will not be tested on text material that is not included in the PowerPoint notes.

NOTE: Although this text is best coordinated with the class, almost any marketing principles text will contain the same information.  Just realize if you use another text (a) you will have to jump around more to stay coordinated with the order we will cover topics, and (b) the terminology, definitions, and concepts covered in the PowerPoint slides will be the ones used on exams, thus should be considered the “right” answer if there is disagreement between the text you use and the notes.

Course Pack:
Available from “Mycoursepack” through the campus bookstore.
The course pack includes copies of all the course documents (syllabus, assignment descriptions, etc.) and all of the PowerPoint notes.  Thus I consider this to be the primary resource for the course (combined with attendance).  Just having the notes is not enough as you will need to understand and apply the concepts not just memorize the words on the slides.  But, having the notes allows you to focus on that understanding instead of furiously writing down the slides.

MKTG 2500 – COURSE POLICIES

Schedule Conflicts:  Students should deal with conflicts professionally, that is, notify the instructor at the earliest point possible and take responsibility for the impact of the conflict.  Missing assignments due to medical issues will require written proof from a medical professional or the medical center visited.
Disruptions: Students should treat class periods like professional meetings, thus, all cell phones, pagers, and other potentially disruptive devices should be turned off.  In addition, due to the size of this class, extra attention should be paid to being courteous to your classmates and to the instructor.  Lastly, students have a tendency to try and signal the end of class by starting to pack their things, don’t do this.  I will conclude each class decisively and I would appreciate it if you would wait for that conclusion.

Academic Integrity:  You are responsible for making yourself aware of and understanding the policies and procedures in the current Undergraduate Catalog that pertain to Academic Integrity. These policies include cheating, fabrication, falsification and forgery, multiple submission, plagiarism, complicity and computer misuse. If there is reason to believe you have been involved in academic dishonesty, you will be referred to the Office of Student Judicial Affairs. You will be given the opportunity to review the charge(s). If you believe you are not responsible, you will have the opportunity for a hearing. You should consult with me if you are uncertain about an issue of academic honesty prior to the submission of an assignment or test.


Students with Disabilities: Any student with a documented disability (e.g., physical, learning, psychiatric, vision, hearing, etc.) who needs to arrange reasonable accommodations must contact the professor and the appropriate Disability Services office at the beginning of the semester.

For further information about disabled student rights and responsibilities please see http://www.dsrs.wmich.edu/resource.html. 

Extra Credit: No additional or make-up assignments will be given.  All students will be evaluated by the same set of standards, on the same assignments, over the same schedule.  If that wasn’t clear enough, try this: NO EXTRA CREDIT IS AVAILABLE IN THIS COURSE.

Incomplete Policy:  This course will apply the incomplete policy of the University.  Please review the appropriate pages of the current Undergraduate Catalog for the specifics of this policy.  

Attendance:  I will not take attendance, nor will I reward you with points for attending. However, you will learn more and do better in the course if you attend.  It really is that simple.

Late Assignments:  Assignments are due at the start of class (3:30pm).  In the front of the room, I will have alphabetical files for you to drop your assignment into.  After 2-3 minutes of that, I will make a final call for assignments, any assignment not in the appropriate pile at that time will be considered late.  
· For the “cheat sheets” and the “Personal Code of Ethics” assignments: NO LATE ASSIGNMENTS WILL BE ACCEPTED.  Thus being late translates to getting a zero on that assignment.
· For the “Personal Marketing Plan” (PMP), I will accept late assignments up until 5pm on the day it is due (Dec 7).  However, all late assignments will at best earn half the points possible.  Late PMP’s must be handed to me directly or dropped off in the Marketing Department office and time-stamped by the support personnel there.  I will accept no PMP’s after 5pm on Dec 7, 2004.  Thus, if you miss that deadline you will earn zero points on the assignment.  
· Students who wish to hand in the PMP assignment early must make specific arrangements with me, and MUST hand their assignment directly to me or to the Marketing Department (3210 Schneider) office personnel who will date/time stamp it.  
· Any assignment slid under my door, e-mailed to me, or handed in using any method other than the approved methods, WILL BE IGNORED.  Ignored assignments will be considered to have not been handed in, and thus will receive zero points.

Grade Posting:  After an exam has been scored and those scores recorded, the grades will be posted using a self selected alias.  Those grades will be posted via the course web site.  Details of Alias selection will be discussed in class during the first few class periods of the semester.
MKTG 2500 – COURSE PHILOSOPHIES

OVERALL PHILOSOPHY

Learning is the responsibility of the student.  I can only create the opportunity for learning.  I will do this by organizing the course in a logical and easy to follow manner.  I will prepare engaging and useful class periods.  And I will create exams and assignments that are fair and cover the core material I wish you to learn.  The rest is up to you.  It will be your job to attend regularly so that you are able to follow the organization and flow of the course material.  It will be your job to prepare prior to class and show up with your brain turned on.  I get pretty good reviews on my lecturing style, but I am not an entertainer, thus you must share an equal part of the “engaging and useful class periods” burden.  And lastly, you must do the level of work that coordinates with your goal for the course.  And if your preparation falters, you must accept that and alter your behavior.  If we both do our jobs, learning should result.

Attendance is your choice, but mature students will choose to attend.  There are dumb questions.  We professors hear them all the time.  “When is the exam?” That’s a truly dumb question.  I gave you this syllabus: use it.  Yes.  That’s the answer to “will this be on the exam?”  I wouldn’t be covering it if I didn’t want you to learn it (see “exam philosophy” section below).  Oh, and one last thing.  If you are unhappy with something related to the course, please contact me about it.  The course is not a democracy, but I am a benevolent dictator.  

EXAM PHILOSOPHY

Two words describe my testing philosophy: fair & hard.
· Fair: I try very hard not to write trick questions and I have always been willing to throw out questions that are shown to be unreliable or overly confusing.  I only write questions that come directly from the course material.  I believe that all adds up to fair.  However…..
· Hard: I have high expectations for you.  And this subject area is hard.  It is hard because you will be faced with concepts that lack the clarity of a hard science.  It is hard because you will be responsible for getting past the “it depends” answer and grasp what it depends on and how the concept is applied.  It is hard because we will be covering a lot of material.  It is hard because I write very few questions that simply ask you to regurgitate a memorized answer.  Instead, I write questions designed to test your understanding of the material, especially its application.  And for the vast majority of you this is not the normal way you have been tested in the past.  
If you want to perform well on the exams you will need to take advantage of the resources I provide you (notes, lectures, example exams, and my strong in-class hints, office hours, e-mail, review sessions), and take them to the next level.  That will require strong effort on your part.  Memorization will be required, but those that want to perform well will need to move past raw memorization and achieve a level of concept understanding that allows you to recognize the concept in action.
GRADING PHILOSOPHY

Grades are yours.  Heck, the process of grading is the worst part of my job – I would love not to grade.  But that is not how it works.  Thus, I give you the responsibility for earning the grade you desire.  And there’s the rub; I have no idea what grade you desire.  Thus, I don’t sweat your grades.  I sweat things I have control over like trying to ensure engaging lectures and fair exams.  It is your job to sweat your grades.  If you desire an “A”, then do the work to get an “A”.  If your college philosophy is “get a C, get a degree” then knock yourself out.  (By the way, since many employers use a “B” as the eligibility cut-off for interviewing, I do actually discourage that philosophy.)  I provide you with the tools to manage this task.  There are limited assignments in this course, and each has a specific number of points assigned to it.  Plus, there is a grading scale listed on this syllabus.  Thus, you can manage the process and you should be able to determine your current grade at any point in the course (based on the corresponding percentages listed).  I encourage you to do so.  It is what a good manager would do.  And if you find yourself not obtaining the grade you are aiming for and want to seek out my help – then I care.  Contact me and I’ll do my best to help.
MKTG 2500 – COURSE DESCRIPTION & OBJECTIVES

COURSE DESCRIPTION:

This course is an introduction to the role of marketing in the U.S. and global economy. Emphasis within this course is on how organizations create customer value through strategically driven marketing action. Topics covered include buyer & consumer behavior, market segmentation, product planning, service quality, promotion, pricing, and managing channel relationships.
STUDENT OUTCOMES At the completion of this course, students should be able to...
1. 
Speak the Language: know a core set of key marketing terms & concepts.
2. 
See the Forest: The big picture view of how marketing is one of the interdependent business functions and how it interacts with the many environments it exists within.
3. 
And the Trees: Become familiar with the four P's, segmentation, positioning and other tactical marketing concepts and how marketers use this knowledge to make successful marketing decisions.
4. 
Think Like a Marketer: understand how a marketing professional would approach business decisions.  Specifically, the student should gain an understanding of what tools, knowledge sets, and philosophies marketers utilize in their decision making efforts.
INTEGRATION WITH OTHER COURSES 

Marketing is the interface between the firm and its customers or clients, and with the external environments, domestic and global, within which the firm operates. As such, MKTG 2500: 

· Integrates with general education courses that help students understand an organization's external environments. 

· Builds on concepts learned in BUS 1750 about how business enterprises organize and operate to achieve their competitive goals by satisfying customer and client needs. 

· Integrates with ECON 2010 and 2020 in developing an understanding of the economic environment and how supply and demand forces influence the production, pricing, and consumption of products. 

· Illustrates accounting concepts and tools introduced in ACTY 2100 and 2110. 

· Integrates with MGMT 2500 in discussing the influences of motivation, personality, attitudes, perception, learning, and culture on organizational and household buyer behavior. 

· Relates the use of marketing information systems to the information and communication infrastructure topics studied in BUS 2700. 

· Develops a marketing decision-making framework for the application of analytical approaches and techniques studied in BUS 2750. 

· Provides a foundation for studying topics taught in FCL 3200, such as financial performance analysis, financial planning and budgeting, and project valuation. 

· Introduces students to legal and regulatory issues that are further explored in FCL 3800. 

· Integrates with BUS 3700 in stressing the importance of effective marketing communication in the firm's interaction with its customers and external constituents. 

· Provides some foundation for BUS 3750, which will examine core business operations and their impact on productivity within the organization. 

· Introduces marketing principles and concepts that can be applied in BUS 4750 to help develop strategic business solutions. 

MKTG 2500 –  INTENDED COURSE SCHEDULE 

(deviations from this schedule will be announced in class)

	Class 
	
	Topic
	Preparation Responsibilities

	Tuesday 9-5
	
	Course Welcome
	

	Thursday 9-7
	
	What is Marketing?
	Course Kick-off Case: The D&W Case

	Tuesday 9-12
	
	Intro to Marketing
	Chapters 1

	Thursday 9-14
	
	Value & Satisfaction
	Chapter 1

	Tuesday 9-19
	
	Environment
	Chapter 2  (Alias form due by this date)

	Thursday 9-21
	
	Environment
	Chapter 2 (Cheat Sheet Opt-Out form due)

	Tuesday 9-26
	
	Strategic Marketing Process 
	Chapter 2  

	Thursday 9-28
	
	MIS & Marketing Research
	Chapter 4 (Cheat Sheet #1 Due)

	Sunday 10-1
	
	Exam Review Session: 8-10pm, location TBA

	Tuesday 10-3
	
	EXAM #1: ALL MATERIAL FROM 9-7 UNTIL 9-28

	Thursday 10-5
	
	Consumer Behavior
	Chapter 5

	Tuesday 10-10
	
	Consumer Behavior
	Chapter 5

	Thursday 10-12
	
	Buyer Behavior (B2B)
	Chapter 6 + Buyer Behavior 101 Article

	Tuesday 10-17
	
	Segmentation & Targeting
	Chapter 7  (Code of Ethics Assignment Due)

	Thursday 10-19
	
	Positioning
	Chapter 7

	Tuesday 10-24
	
	Product
	Chapter 8 

	Thursday 10-26
	
	Product
	Chapter 9

	Tuesday 10-31
	
	Product (services)
	Chapter 10 (Cheat Sheet #2 Due)

	Wed 11-1
	
	Exam Review Session: 8-10pm, Location TBA

	Thursday 11-2
	
	EXAM #2: ALL MATERIAL FROM 10-5 UNTIL 10-31

	Tuesday 11-7
	
	Place
	Chapter 15

	Thursday 11-9
	
	Place (retailing)
	Chapter 16

	Tuesday 11-14
	
	Promotion
	Chapter 12

	Thursday 11-16
	
	Promotion
	Chapter 13

	Tuesday 11-21
	
	Promotion
	Chapter 14  

	Thursday 11-23
	
	NO CLASS – THANKSGIVING HOLIDAY

	Tuesday 11-28
	
	Price 
	Chapter 11  (Cheat Sheet #3 Due)

	Wed. 11-29
	
	Exam Review Session: 8-10pm, Location TBA

	Thursday 11-30
	
	EXAM #3:  ALL MATERIAL FROM 11-7 UNTIL 11-28

	Tuesday 12-5
	
	Personal Selling 101
	Chapter 14 + Article on web page / course pack

	Wed. 12-6
	
	PMP OFFICE HOURS: 9am to 4:30pm (lunch break from noon to 1pm)

	Thursday 12-7
	
	PMP DUE plus 
Course Wrap-Up
	Personal Marketing Plan (PMP) is due 

at the start of class.


	Wed, Dec 13
	
	FINAL EXAM: 12:30 – 2:30pm.  The final exam is cumulative.


MKTG 2500 - ASSIGNMENT DESCRIPTIONS
The course assignments are designed to help each student meet the course objectives and to provide the instructor with a consistently applied set of criteria by which to evaluate each student’s performance.  Your grade will be based solely on your performance on these assignments.  If you are unsure of the intent, requirements or grading standards for any assignment, please address those concerns to me.

EXAM #1 – Tuesday, October 3, 2006 (80 points)

EXAM #2 – Thursday, November 2, 2006 (80 points)
EXAM #3 – Thursday, November 30, 2006 (80 Points)

Each of these in-class exams will cover the material listed on the course schedule.  Deviations from this will be announced in class.  These exams will consist of close-ended questions (true-false, multiple choice, etc).  All exams will be given in 2000 Schneider Hall

FINAL EXAM – Wednesday, December 13, 12:30 – 2:30pm (100 points)

The final will be cumulative.  This exam will consist of 50 close-ended questions (true-false, multiple choice, etc).  This exam will be given in Room 2000 in Schneider Hall.

EXAM POLICIES:  Please arrive at least 10 minutes early for the exam.  Late students will be seated in the first two rows.  Students will be required to hand-in their exam at the front of the room, SHOW A CURRENT PICTURE ID, and immediately leave via the doors on that level.  Students without a valid picture ID will not have their exams scores recorded until they present such an ID.  Students who leave the room during the exam will have to hand-in their exam at that point and will not be allowed to return.  Students should bring their own #2 lead pencils.  Please see grade posting policy on page #2 of this syllabus.  If students want to discuss their performance on the exam they should do so during scheduled office hours.

PERSONAL MARKETING PLAN (80 points)

DUE:  At the start of class (3:30pm) on Thursday, December 7, 2006
Students will be required to prepare a fully professional personal marketing plan designed to set forth their plan for successfully entering the job market at the time of their graduation.  A full description of this assignment is available within the course pack and on the course web page.  Each student will be strictly held to the very specific guidelines expressed in that assignment description document.  

PERSONAL CODE OF BUSINESS ETHICS (50 points)

DUE:  At the start of class (3:30pm) on Tuesday, October 17, 2006
Students will be required to prepare a fully professional personal code of ethics designed to document the ethical foundation you will bring with you into your professional career.  A full description of this assignment is available within the course pack and on the course web page.  Each student will be strictly held to the very specific guidelines expressed in that assignment description document.  

“CHEAT SHEET” DOCUMENTS (10 points each, thus 30 points total)

DUE:  At the start of class on the days indicated in the course schedule.

Student will prepare a one-page review of the material likely to appear on the associated exam.  A full description of this assignment is available within the course pack and on the course web page.  Each student will be strictly held to the very specific guidelines expressed in that assignment description document.  Students may opt out of this assignment if they wish.  Details on the opting out procedures are contained within the assignment description document.


Your Instructor:  I am entering my seventh year at WMU and have been recently promoted to a tenured, Associate Professor.  Prior to coming to Kalamazoo I taught for two years at Northeastern University in Boston, MA.  I received my Ph.D. from Michigan State University, where I also earned my BA in Marketing.  Before returning to school to earn my Ph.D., I worked for approximately six years in various sales and marketing positions.  I currently run a sales training and consulting firm known as PartnerBuilding.  Please visit me via my business web site at: www.partnerbuilding.com.  If at any point during the semester you have an issue or problem related to the course, please contact me via e-mail, office hours, phone, or come down after class.  
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