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I. COURSE DESCRIPTION


This course introduces marketing decision-making in traditional business, E-commerce,  and non-profit organizations.  It focuses on customer needs, product planning and development, policies, strategies, and promotions.

II. EXPECTED LEARNING OUTCOMES


Upon successful completion of this course, the student will be able to: 

a. Explain the concept of marketing and its function in society.

b. Explain the marketing planning process, market segmentation, and the development of the key elements of a marketing strategy.

c. Identify critical factors affecting the behavior of consumers and commercial/ organizational buyers. 

d. Describe the process of market research and various marketing research methods.

e. Explain the major elements in product strategy for both goods and services, including the concept of the product life cycle, product mix, and the product development process.

f. Describe logistics and marketing distribution channels and explain the role of various wholesaling and retailing intermediaries.

g. Explain the considerations for development of a promotional strategy and the components of a promotion mix.

h. Identify the key factors in price determination and describe alternative pricing strategies.


The course instructor will provide additional learning outcomes.

III. INSTRUCTIONAL MATERIALS  


Boone, Louis E, and David L. Kurtz.  Contemporary Marketing.  12th edition.  FL: Harcourt, Inc., 2006.

IV. TEACHING STRATEGIES


The course will be conducted with classroom lectures based on the text and supplemental materials, case study discussions, group work and article analyses.  Class sessions will concentrate on introductory marketing principles and practices.  Group discussions and assignments will be conducted to enhance collaborative learning. Student comprehension of course content will be assessed through examinations, group and individual case analysis assignments, and active participation in group discussion sessions.  
V. COURSE OUTLINE


DATE


MATERIAL COVERED

Week 1

Chapter 1: Marketing: Customer Relationships

 
Week 2 

NO CLASS – Easter (University Closed)
 



Saturday, April 7 – Monday, April 9
Week 3
Chapter 2: Strategic Planning and the Marketing Process





Appendix: Creating a Marketing Plan


Chapter 3: The Marketing Environment, Ethics, and Social Responsibility


Week 4

Chapter 4: E-Commerce





Chapter 5: Consumer Behavior





Chapter 6: Business-to-Business Marketing


Week 5

MIDTERM EXAMINATION  (1.5 ~ 3 Hours)
 



Chapter 7: Serving Global Markets






Week 6

Chapter 8: Marketing Research, Decision-Support Systems,





Sales Forecasting 




 



Chapter 9: Market Segmentation, Targeting, and Positioning

Week 7

Chapter 10: Relationship Marketing
 



Chapter 11: Product and Service Strategies

Week 8

Chapter 12: Category and Brand Management, New Product 





Planning
 



Chapter 13: Marketing Channels and Supply Chain Management

 
Week 9 

NO CLASS – Memorial Day (University Closed)
 



Monday, May 28


Week 10
 
Chapter 14: Direct Marketing and Marketing Resellers
 



Chapter 15: Integrated Marketing Communications
 
Week 11 

FINAL  EXAMINATION   (1.5 ~ 3 Hours)

VI. COURSE REQUIREMENTS


1.  Mid-term examination


2.  Final examination


3.  Completion of all written and oral assignments


4.  Active class participation


5.  Regular class attendance

Updates, assignments, and announcements will be announced via web-site, and via email.  Please check your email account frequently.

Recommended Campus Workshops (very helpful to get you accustomed to write/research papers):
   
Student Success Workshop Friday, April 20th (6 ~ 8PM)
 
Paraphrase Workshop Friday, May 11th (6 ~ 8PM)
 
APA Writing Workshop Friday, May 18th  (6 ~ 8PM)
VII. EVALUATION METHODS


Final grade:


Midterm examination

--  20  percent


Final examination

--  20  percent

 
Homework: 


--  30  percent


In-class Quizzes: 

--  10  percent

  
Quarter Class Project: 

--  20  percent

 
--------------------------------------------------------------
  

TOTAL:   

     100  percent

 
Potential-and-Optional Extra Credits:

 
 
Lecture Series on Syllabus:    2  percent
                         Tuesday, April 24 (7PM ~ 8PM)

 

Class participation: 
           0.25  percent/class  (total max:  9 x 0.25 = 2.25 %)



Grading scale:


90 - 100
A


80 - 89

B


70 – 79

C


60 – 69

D


Below 60
F

Midterm Examination  &  Final Examination (total 40 percent):   20 percent/each.

  
In-Class Examinations.  Non-Cumulative.   Only those who have extenuating circumstances with valid reasons will be allowed to have rescheduling of their exam(s).  Example:  need doctor’s  documentation due to sickness, accident, or due to death in family.

I would need prior notice, of about 24 hours, informing the circumstance of why you may miss the scheduled exam (send via email, and/or telephone).  A replacement date for exam, will be discussed for reschedulement that can fit our schedules.

Please note:  make-up exams are an academic privilege, not a student right.

Assignments (30 percent)  ~  7 weekly-homework  (only 6 will be counted at  5% each.
  

lowest HW score will be dropped): 

Homework assignments will be assigned weekly.  Due date will be 1-week after questions has been given out.  20 points penalty will be levied, for each day late (regardless of  personal/work reasons that you may have).  
You can submit homework via email:  juntak5@yahoo.com  or give hard-copy to me in-class.
Homework solutions will be posted on web-page Internet, and/or sent via your email-accounts by Friday Midnight (prior to Saturday).  I can NOT accept HW submissions afterwards, because solutions
have been posted for everyone to see.

You can submit hard-copy  during scheduled class-time (Monday 6:15 pm ~ 10:00 pm).
Due date (on date of collection):    MIDNIGHT (if sent via email).
Early/Late papers will only be accepted via email-attachment to:  juntak5@yahoo.com
IF you send via email, make sure you sent another email asking for CONFIRMATION that I have received your HW assignment.

IF you are uncomfortable and/or unfamiliar with sending/submitting assignments via email, you can give hard-copy of your homework to Secretary at Strayer University.  Ask him/her to time-stamp, and sign of date, day, and time your hard-copy assignment was received by him/her.  He/She will then drop the hard-copy paper into my faculty mailbox  (Patrick Simanjuntak).

Quizzes (10 percent):
Quiz will be given in every class-meeting (total of 7 quizzes).

2 of the lowest quiz grades will be DROPPED.  So only 5 quizzes @ 2% each, will be counted.
There will NOT be make-up quiz, for those who missed a quiz.



Quarter Class Project (total:  20 percent):
This summarizes, and exposes you to real-world marketing activities at-work in our daily lives, implemented by real-world companies.  Think of it, as a business/marketing proposal which you would present to your boss.

Choose ANY company that you like (corporate, personal, local, national, or internet):
 
*  Visit, Evaluate, and Explain  how that company utilize the various marketing tools we
 
 
studied throughout the quarter to enhance, strengthen, and solidify their survival.
  
*  How are they presenting themselves to the public ?
 
*  How successful are they?

Each student MUST choose one company.  None must be duplicated with your peers.
Total page length:   10 pages or less of text.  (double-spaced or less).
  


250 words/page ~ roughly 2500 words, maximum.
 

Pictures/diagrams will NOT count toward page/word count.

IF you happen to own your own-business, or a close-friend has a business, you can evaluate their business, and recommend what type of marketing tools that can enhance, and benefit them.

Due date:  June 4, 2007 (submitted in class-meeting).
  
     LATE work will be penalized 20 points, for each day late (submit via email-attachment)

Extra points: 

5 points  if turned-in 1 week early
 


10 points if turned-in 3 weeks early.


University Notices

Honor Pledge

All work submitted for this course is subject to the University’s Academic Integrity Policy available in the Student Handbook and the University’s Honor Pledge, printed below:

I have read and understand Strayer University’s Academic Integrity Policy.  I promise to conduct myself with integrity in the submission of all academic work to the University and will not give or receive unauthorized assistance for the completion of assignments, research papers, examinations or other work.  I understand that violations of the Academic Integrity Policy will lead to disciplinary action against me, up to and including suspension or expulsion from the University. I understand that all students play a role in preserving the academic integrity of the University and have an obligation to report violations of the Academic Integrity Policy committed by other students. 

Academic Integrity

Strayer University holds its students to high standards of academic integrity and will not tolerate acts of falsification, misrepresentation or deception.  Such acts of intellectual dishonesty include, but are not limited to, cheating or copying, fabricating data or citations, stealing examinations, the unauthorized use of instructor editions of textbooks, taking an exam for another student or having another student take an exam intended for oneself, tampering with the academic work of another student, submitting another’s work as one’s own, facilitating other students’ acts of academic dishonesty, using internet sources without citation and plagiarizing.  

Course Participation Guidelines for Students

The University encourages open discussion within its courses and often asks students to draw from personal experiences in their responses to course assignments.  Though such information should be used only for educational purposes, the University cannot guarantee that such information will remain confidential.  Students are responsible for knowing the applicable polices of their employers and others with regard to the sharing of confidential information and using appropriate discretion.  Additional care should be used when posting to online discussion boards where written comments are preserved.  The University is not legally responsible for any inappropriate postings through its online discussion boards (i.e. those that violate University policy, defame another person, etc.).  In order to preserve an open discussion within the classroom environment, students may choose to not specifically identify their current or previous employers by name or withhold other similar identifying information. Questions or concerns regarding this policy should be directed to the course instructor or the applicable Campus Dean, Strayer University Online Dean of Students (Dr. Maggie Sizer) or the Dean of Student Affairs (Dr. Hermann Bayer). 

Attendance Policy:

Students are expected to attend all regularly scheduled classes.  Should absences be necessary, students are responsible for the material covered during the absences.  Faculty cannot grant requests for excessive amounts of make-up material, and they may request written documentation detailing the reason for the absences.

Excessive absences make it almost impossible for a student to meet the academic objectives of a course; they frequently cause a student to receive a lower grade, even though, the absences were unavoidable.

Strayer University requires all faculty to take attendance during each class period and to records it accurately on their permanent roster.  This data is available for verification of attendance by the appropriate governmental agencies and educational accrediting organizations.

A student who is absent from four consecutive class meetings, excluding holidays and emergency cancellation of classes, will be withdrawn automatically from that course.  A student will be withdrawn automatically from a mini-session course when he/she misses two consecutively scheduled class meetings.

Grade Dispute Policy

If you have questions with regard to the grading policies in this course, please contact the instructor for clarification.  Disputes with regard to final grades received in this course are handled in accordance with the University’s grade dispute policy as set forth in the Student Handbook. 

Inclement Weather Policy

In the event of inclement weather, consult the Strayer University student website at http://studentserver.strayer.edu for information on University closings and delays.

Learning Resources/Library

Learning resources to help students succeed academically are available through the Strayer University Library.  Each campus Learning Resources Center (LRC) offers print resources, books, and periodicals for research.  Circulating books located at any LRC may be requested for use through the LRC Specialist.

Library resources are also available online, and can be accessed from any computer connected to the Resource Lab located on the e-College course web pages. The online search tool EBSCO Host and other LRC resources can be accessed through the university’s website at http://studentserver.strayer.edu/CONT_STD/LIBS/libs2.htm.  They provide thousands of full text periodicals, over 25,000 electronic books, radio and TV transcripts, the complete Encyclopedia Britannica, access to the Strayer University library catalog, online tutorials, and useful links to internet resources.  A tour of the LRC is highly recommended and can be scheduled through your LRC Specialist.

Notice to Students with Disabilities

Strayer University welcomes students with disabilities and provides reasonable accommodations and auxiliary aids and services in accordance with applicable law.  A disabled student is not required to disclose his/her disability to the University unless the student wishes the University to provide a reasonable accommodation.  If you desire accommodation for a disability in this course and have not already contacted the office of the Dean of Student Affairs with your request, please do so immediately.  Requests may be submitted to: 1133 Fifteenth Street, NW, Suite 300, Washington, D.C.  20005, Phone: (202) 419-0400, Fax: (202) 419-1423.
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