MKT 337 COURSE SCHEDULE
PRINCIPLES OF MARKETING


Instructor:		Professor Herbert A. Miller, Jr. (he/him)
Office Hours:		TBD
Web Page:		Canvas. Class messages will be posted on Canvas as well as your grade. 
Be sure to link your email address to Canvas so you promptly receive important messages.
Email:			Herb.Miller@mccombs.utexas.edu
Please write MKT 337 in the subject line of your e-mails.

TA:			
Office Hours:		TBD
Email:			
Please write MKT 337 in the subject line of your e-mails.


FYI:			No Professor or TA office hours will be held until the 4th class day. 
			If you need to speak with Prof. Miller before then, please contact him 
via email.


[bookmark: _Toc41299932]REQUIRED TEXT
This class will study Essentials of Marketing, 16th Edition by William Perreault, Joseph Cannon, and E. Jerome McCarthy. 

The textbook is available for rent for around $30 to $40 dollars on Amazon.

Supplementary in-class lecture material from external sources will also be presented. Course engagement, including with the Canvas toolkit offered to you, is key to your success in this course. 

[bookmark: _Toc41299933]COURSE DESCRIPTION
The primary objective of Marketing 337 will be to introduce you to the basic concepts, practices and tools of marketing. The course has a broad scope, is contemporary in outlook, and managerial in orientation. Regardless of the field you ultimately choose to pursue, this course should give you a strong grounding in the marketing discipline. 

For marketing majors, you will find that this course provides a strong foundation for your future studies and work opportunities. As we will quickly learn in class, however, “marketing” is not just for marketing majors. It is not simply a function or a department. Instead, marketing is a process which allows an organization to create and deliver value for customers – hopefully more value than competitors offer – and therefore provides the engine for organic growth of an organization. No matter what field you study in college and what career you eventually pursue, your success in business will be largely determined by your ability to deliver more value to customers than your competitors. 

More specifically, in this class you will have the opportunity to…: 
1. …understand that “marketing” is the discipline that drives how organizations can achieve superior organic growth.


2

2. …explain and apply the marketing process (i.e., developing promising configurations of insights, strategies, and execution) that gears the organization for growth
3. [bookmark: _Toc41299934]…analyze and apply the marketing mix instruments (i.e., key tools and concepts pertaining to product management, price management, communication management, and sales management)

COURSE OBJECTIVES
This course is designed to introduce business students to the principles of marketing as they relate to the whole business enterprise. This course will be focusing on the understanding and application of key marketing concepts. Memorization of the material in the text will not be sufficient. Attendance in lectures and the participation in discussions during class will cement the concepts, allow you to apply them to real business problems, and prepare you for the exams. 

I will provide insight into the way in which customer wants and needs are transformed into a firm’s strategies and tactics. This course will consist of class lectures, textbook, speakers, films, articles, and cases all designed to give you a comprehensive understanding of marketing. 

1.	To provide you with knowledge of the history of marketing activities and the evolution of the modern marketing system.
2.	To heighten your awareness of the interaction between business and society as it relates to marketing activities.
3.	To expand your understanding of the marketing system and basic marketing vocabulary.
4.	To develop your understanding of basic marketing activities and ways that marketing relates to other business activities.
5.	To sharpen your analysis of business strategy and tactics from a marketing person’s perspective.
6.	To provide you with a framework for developing marketing strategy and a working understanding of tools and tactics useful in implementing marketing strategy.

[bookmark: _Toc41299935]NATURE OF THE COURSE	

I will personalize the class with outside information, guest speakers, films, and personal business experiences.  In addition to this material, the course will include discussions of articles on “current events” related to marketing. You will be responsible for all speakers, films, and personal business examples covered in each class.

Several guest lecturers may be invited to class. They have special marketing expertise that will enrich the course content. There may be questions on examinations or quizzes from material that is presented by the guest lecturers.  

As much as possible I will try to involve you in all the course material by asking for your opinions and comments on topics as they are covered in class. Please feel free to ask questions in class in order to enhance your learning and understanding of marketing concepts. As we cover different aspects of marketing, you will probably notice examples of marketing in the world around you.  

I encourage you to keep up with current events in business and marketing by regularly reading the popular business press, such as Business Week, Financial Times, USA Today (money section), Fortune, Forbes, and The Wall Street Journal. 

Business Week, USA Today, and Forbes are free to access the majority of content. Fortune is behind a paywall. University of Texas students can access The Wall Street Journal online and Financial Times online for free (though the Financial Times articles are delayed 30 days for students) by following the link below:

https://guides.lib.utexas.edu/market/CNews

We will cover a great deal of information throughout the semester.  In addition, each new topic in the course builds on previously covered material.  It is essential that you remain current in your assignments, reading the appropriate text chapters prior to the class in which the relevant material will be covered.  This will both enhance your understanding of the lecture material and enable you to comment and contribute in class.

The class lecture will consist of PPT slides covering material in the textbook, PPT slides from outside sources, videos, articles, guest speakers, personal marketing experiences, and current examples of marketing practices. You will be responsible for all material covered in class, including PPT slides not included in the Canvas postings.

I would like to learn more about each of you personally.  Please, feel free to take the time to “visit” me or your TA during virtual office hours.


HYBRID CLASS REQUIREMENTS

This course will be taught both in person and online depending on the course of the COVID-19 pandemic. I will post to Canvas any specific dates in which I will teach from the classroom. 

Safety and Class Participation/Masks: We will all need to make some adjustments in order to benefit from in-person classroom interactions in a safe and healthy manner. Our best protections against spreading COVID-19 on campus are masks (defined as cloth face coverings) and staying home if you are showing symptoms. Therefore, for the benefit of everyone, this is means that all students are required to follow these important rules. 

· Every student must wear a cloth face-covering properly in class and in all campus buildings at all times. 
 
· Students are encouraged to participate in documented daily symptom screening.  This means that each class day in which on-campus activities occur, students must upload certification from the symptom tracking app and confirm that they completed their symptom screening for that day to Canvas.  Students should not upload the results of that screening, just the certificate that they completed it. If the symptom tracking app recommends that the student isolate rather than coming to class, then students must not return to class until cleared by a medical professional.
 
· Information regarding safety protocols with and without symptoms can be found here.

If a student is not wearing a cloth face-covering properly in the classroom (or any UT building), that student must leave the classroom (and building). If the student refuses to wear a cloth face covering, class will be dismissed for the remainder of the period, and the student will be subject to disciplinary action as set forth in the university’s Institutional Rules/General Conduct 11-404(a)(3). Students who have a condition that precludes the wearing of a cloth face covering must follow the procedures for obtaining an accommodation working with Services for Students with Disabilities.

COVID Caveats: To help keep everyone at UT and in our community safe, it is critical that students report COVID-19 symptoms and testing, regardless of test results, to University Health Services, and faculty and staff report to the HealthPoint Occupational Health Program (OHP) as soon as possible. Please see this link to understand what needs to be reported.  In addition, to help understand what to do if a fellow student in the class (or the instructor or TA) tests positive for COVID, see this University Health Services link. We strongly suggest you keep up with the University’s COVID-19 updates on its home page.

[bookmark: _Toc41299936]ONLINE CLASS REQUIREMENTS
This class is also facilitated through software like Zoom, Canvas, and Proctorio. A Zoom link to class will be provided through Canvas. Students must have a laptop or desktop computer with:

1. A webcam and microphone;
2. 2GB memory/RAM;
3. Modern and updated operating system (MacOS or Windows);
4. Chrome (highly recommended), Safari, or Firefox internet browser,
5. Latest version of Zoom video meeting software installed (download Zoom here), and;
6. 5mbps internet connection speed (test your internet connect speed here).

These requirements are necessary for a quality and functional online class experience for all students. It is your responsibility to ensure that your laptop or desktop computer meets these requirements throughout the semester. Students who are unable to meet these requirements are not qualified to take this class. For questions about these requirements, please email your TA before the 4th day of class. 

Here are some quick tips for the best online class experience:

1. Close all unnecessary browser windows and tabs and programs, for example:
· Streaming music (Pandora, Spotify, etc.)
· Social media sites
· Youtube or other video sites
· Online/Offline Gaming
2. Clear the browser's cache before class.
3. Check your computer is free of viruses, malware, and spyware (UT recommendations).

If you need additional help, send a chat message to the TA during class or send an email outside of class. 

Just as unexpected, uncontrollable situations arise which affect a person’s ability to attend class in person, situations may arise which affect your ability to access the class remotely. If you are having internet connectivity trouble which are significantly affecting your ability attend the class lecture, please take a screenshot of the technical difficulty and immediately notify your TA. 

A good recommendation for online classes is to have a space dedicated solely to your classroom experience, such as a desk or table. Your classroom space should be relatively quiet and free of distractions. You may wish to remove personal items from the view of the webcam and keep a neutral background. 

Class Recordings: Class recordings are reserved only for students in this class for educational purposes and are protected under the Family Educational Rights and Privacy Act. The recordings should not be shared outside the class in any form. Violation of this restriction by a student could lead to Student Misconduct proceedings.

Proctorio
Exams will be conducted using Proctorio. Students must install the Proctorio extension on Chrome in order to successfully use Proctorio. Students may be required to record themselves during their examinations and other related classroom situations using Proctorio. This is a requirement to take the class. All recordings will be handled in accordance with university policy and applicable student privacy laws such as the Family Educational Rights and Privacy Act. Follow this guide to learn more about how to install the Proctorio extension and use Proctorio to take tests. Proctorio is a remote proctoring program that complies with the highest level of privacy protection for students. You can read their privacy policy here.

[bookmark: _Toc41299937]CLASS POLICIES AND EXPECTATIONS
Class sessions will include lecture, discussion, test, and other activities. The class sessions will be based on content from the textbook, assigned readings, guest speakers, and videos. The keys to having a successful experience in this class include: 

1. Commit yourself to learn the concepts presented in this class. Don’t simply memorize vocabulary words.
2. Be present at every class. At least ¼ of the questions on all exams will be based on lectures, other in-class activities, and the ensuing discussions that take place in class. 
3. Stay current with Canvas. Look at Canvas announcements for weekly updates, import class notices, and grades. It is your responsibility to check Canvas regularly.  
4. Take notes during class on all material, including the videos and speakers.
5. Please turn off your cell phone ring tone and remain on mute unless you have a question.
6. Participate in class discussion and ask questions, particularly with guest lecturers.
7. The material in this class builds on itself. Do not get behind. Read assigned chapters and articles prior to the class in which they will be discussed. This will provide you with an overview of the concepts and vocabulary so that our class lecture discussion will be much more meaningful.
8. Observe the marketing principles we discuss in class you journey through your daily life:

· Read articles in the business press (e.g. Wall Street Journal, Business Week, etc.) and think about the marketing implications for you, other consumers, the organizations, the industry, the economy, and society. 
· Think about the reasons why you buy a certain brand of clothes, beverages, or cars.
· Consider why products you buy are priced the way they are. 
· Observe how many forms of advertising you encounter every day. 
· Consider how diverse consumers can be and the effect this has on marketing strategy. 
· Reverse engineer the marketing efforts you are exposed to and understanding how these efforts utilize (or don’t utilize) the marketing principles we discuss in this class. 
9. Conduct yourselves professionally. This includes “arriving” to class on time, turning off your cell phones, remaining on mute during lecture unless you have a question, refraining from personal conversations during class, remaining focused on the material presented instead of distractions, and being respectful of your classmates, guest speakers, the TA and your instructor.

In general, students are expected to conduct themselves in accordance with the University of Texas Code of Conduct and the Honor Code. You can review the Code of Conduct and the Honor Code here.

Students who engage in unprofessional conduct or conduct against the University of Texas Code of Conduct may be subject to disciplinary action, including but not limited to temporary removal from the classroom setting. 

10. I have no tolerance for acts of academic dishonesty. Such acts damage the reputation of the University of Texas and the degree and demean the honest efforts of the majority of students. The minimum penalty for act of academic dishonesty will be a zero for that assignment or exam. 


[bookmark: _Toc41299938]GRADING
Your grade in the course will be determined on the basis of three examinations.  Each exam will include 40 multiple-choice questions counting 2.5 points each.  The questions will cover all the material covered in the TEXTBOOK (TEXT AND GRAPHS), CLASS LECTURES, CLASS SPEAKERS, FILMS, AND ARTICLES DISCUSSED IN CLASS.  You are responsible for everything covered in the previously stated areas.  There will be no curves given on the exams; however, if questions are judged to be worthy of consideration an adjustment may be given, to ensure fairness.

All exams will be available for review for ONLY one week following the posted grades.  After the one-week period, the exams are no longer available for review.  
(Because of the size of the class, we cannot extend this beyond the stated time frame).

Final grades will be assigned based on your semester average as follows:


	Semester Average
	Grade
	Grade Points

	
	
	

	93-100
	        A
	4.00

	90-92
	A-
	3.67

	87-89
	B+
	3.33

	83-86
	        B
	3.00

	80-82
	B-
	2.67

	77-79
	C+
	2.33

	73-76
	        C
	2.00

	70-72
	        C-
	1.67

	67-69
	D+
	1.33

	63-66
	        D
	1.00

	60-62
	D-
	0.67

	59 or less
	         F
	0.00



Decimals will not be rounded up. (e.g. 89.7 average will be considered an “B+”, not an “A-”).  THIS CLASS IS NOT PASS/FAIL. YOUR GRADES WILL BE RECORDED.

VERY IMPORTANT!!!…In calculating your final course grade, you must use the below stated “grading formula/percentages” – NOT CANVAS!!! CANVAS IS ‘NOT’ AN ACCURATE WAY TO DETERMINE YOUR OVERALL COURSE GRADE, ONLY THE BELOW STATED GRADING FORMULA/ PERCENTAGES IS CORRECT. If you have any questions, please contact me or your class TA. 

To be fair to all students, grade changes or additional extra credit opportunities will not be considered.  There will be no exceptions. No arguments about +s or –s because this would remove the benefits of the +/- system, which was introduced to insure a more accurate grading system.  The way to get the grade that you want is by EARNING it during the semester. 
[bookmark: _Toc41299939]CLASS EXAMS, ASSIGNMENTS, & PROJECTS
[bookmark: _Toc41299940][bookmark: _Hlk60676743]Examinations (45% of Final Grade)
There will be three exams, each comprising 15% of your course grade. The exams will include both multiple-choice and short answer questions. Exams will cover assigned chapters in the textbook, other assigned readings, lectures, class exercises, class discussions, videos, and guest speakers. You are responsible for everything covered in the previously stated areas. The emphasis on these exams will be on the application of concepts. Understanding of text material and knowledge of definitions are expected since they may be test material. 

The exams will be conducted through Proctorio. I will refer any suspected violations of academic dishonestly to the Office of the Dean of Students for investigation. An ‘F’ in the course will be the recommended penalty in most cases of exam cheating or other scholastic dishonesty.

Each exam will ONLY be provided during the regular class period on the dates specified above at the start of our regular class time of 8:00 AM. Please consult the calendar and establish that the exam dates/times will not conflict with your schedule during the first day of class. You must take the exam on the date and time indicated above and in the class calendar. 

No alternative test dates or times will be provided except as required for those students presenting a letter of accommodation from the Dean of Students SSD office, students observing religious holy days, and students dealing with health emergencies. No make-up dates are offered for students who miss an exam. Remember that if you miss an exam, you will be given a zero. 

Team Marketing Research Project (15% of Final Grade)
The purpose of the Team Project is to create a marketing strategy for a business. Outstanding projects demonstrate application of principles of personal selling techniques learned throughout the course, and focus on a forward-looking marketing plan, not an analysis of the company’s existing marketing plan. Points will be deducted for missing any of the “required” components outlined in the project description.

Each student will be assigned to a team and a due date at the beginning of the semester. That team is responsible for a 10 to 12-page double-spaced with 1’ margins, Times New Roman, (not including exhibits or references) marketing strategy plan. Papers may be analyzed for plagiarism through software such as Turnitin. A handout with specific guidelines will be posted later in the semester. The team will also have to present the content of the plan in a 10-minute presentation, followed by 5 minutes of Q&A. Exceeding this limit will result in a lowered class presentation grade.

Your paper will represent 70% of your project grade and the presentation will be 30% of your project grade. 

Each team member is expected to pull his or her weight. Freeloaders will not be tolerated, and any reported lack of commitment or contribution to the team effort will be reflected in a lowered individual grade. You will evaluate your team members’ participation periodically throughout the semester.

Quizzes (10% of Final Grade)
You will take two quizzes consisting of ten true-false questions in Canvas over the assigned reading.

Article Summaries (15% of Final Grade)
Students will be asked to write and turn in five thoughtful article summaries on articles provided to them via Canvas. These articles will be discussed in class as a part of the subject being lectured on that day. Article summaries should be no more than 2 pages double-spaced in Times New Roman font size 12 with 1” margins. 

Articles, the write up deadlines, and information on how to write an article summary will be
posted to Canvas. The write ups will be due by the start of class (8:00am) on the day it is due.
Please submit via Canvas. Late article summaries may be unaccepted.

[bookmark: _Toc41299941]Class Attendance and Participation (15% of Final Grade)
Class lectures will be recorded and available online for students to access; however, students are expected to attend class on a regular basis and on time. Attendance will be taken periodically through formats such as in-class polling or regular roll-call. Class participation opportunities will occur throughout the semester, including discussion about current events, articles summaries, and Q&A sessions with guest speakers. 

Participation in class means insights that you share during class, that serve to add value to the ongoing discussion. Quality is preferred over quantity as you will not be graded on “air time”.  The quality of your participation will be gauged by perceived preparation, participation in discussions, ability to answer posed questions and your ability to connect the material being discussed with course readings from your text or from cases. Your comments should be designed to raise the overall understanding of the course material for the entire class.

Due to the size of the class, your participation grade will be based on a combination of in-class participation and online discussion. Your grade will be based on the quality of your participation during class. There are two ways to participate in class - either contribute during class discussion or contribute to the Canvas discussion boards. This will give you the opportunity to participate and continue in the discussion even if you were unable to participate during class time. An "A" student ideally meaningfully participates in either of the two ways at least once a week.

Religious Holy Days & Health Emergencies: If you must miss a class, a work assignment, or a project in order to observe a religious holiday, please email me by the 4th class day so that alternative arrangements can be made. I will give you an opportunity to complete the missed work within a reasonable time after the absence. 

Students with special circumstances (non-ADA) that require you to miss class, including for COVID-19 symptoms, should complete the absence notification request form with Student Emergency Services.

Personal Branding Project (Extra Credit Opportunity)
You will have the opportunity to develop a personal branding project in order to better market yourself and distinguish yourself (from the competition). Strong branding strategies have shown to outperform less recognized ones by 73%. Building a solid personal brand makes you more visible to the recruiters, during campus interviews and leaves a lasting impression.

You have four options for your personal branding project. Further instructions, templates, and samples will be provided on Canvas. You may select TWO from the following projects:

1. Personal Branding Brochure. You will create an informative personal branding brochure with good organization. 
2. Personal Website. You will create a personal website using sites like Weebly, a drag-and-drop website builder. 
3. LinkedIn Profile. LinkedIn is an integral part of networking these days. You will create or revise a LinkedIn profile to reflect your personal brand. 
4. 360Reach Project: Create and evaluation your personal brand based on how you view yourself versus how others perceive you. 

2 points will be added to your “lowest exam grade” for each completed project for a possible total of 4 points.


CLASS GRADE CALCULATION

Exam #1		15%		Chapters 1-6 & Lecture/Speakers /Videos/Articles/Other 
Class Content

Exam #2		15%		Chapters 7-12 & Lecture/Speakers/Videos/
Articles/Other Class Content

Exam #3		15%		Chapters 13-15, 17, 18 & Lecture/Speakers/Videos/
Articles/Other Class Content

Class Attendance	5%		Based on class attendance

Class Participation	10%		Based on class participation

Article Summaries	15%		Five 1-2-page article summaries

Quizzes		10%		Two quizzes over assigned chapters


Team Project 		15%		10 to 12-page Team Project and Presentation 
					NO EXCEPTIONS FOR LATE PAPERS	

Two MKT DEPT			2 points will be added to your “lowest exam grade” 
Research Studies			for each extra credit study you complete, for a possible
					total of 4 points. 
					Further information is attached at the end of the syllabus. 

Personal Branding			Demonstration of marketing by building personal brand.
[bookmark: _Hlk60676100]Project					2 points will be added to your “lowest exam grade” for each completed project for a possible total of 4 points.

MEETING YOUR GRADE GOALS
First, review this syllabus and the course requirements carefully. There are many opportunities provided to help you succeed in this course. However, you must take advantages of them throughout the semester. Please note that grades are based on your inputs, not your effort, nor your improvement. I expect each of you to have the time management skills to evaluate course requirements, complete them on time, and accept the consequences of your choices. 

Please see the instructor or TA for guidance early in the semester if you are not meeting your grade goals. Your TA will not provide notes for missed classes! A buddy system where a fellow student can take notes for you and you for them due to an absence is a smart idea. 

It is always disappointing to hear from students at the end of the semester who did not take advantage of the available resources during the semester and are a point away from a higher grade. Do not be the one of them! All choices – even ‘right’ ones – have consequences, so skipping class/studying less to meet other legitimate life needs will not excuse you from receiving the grade you earn in this class. The instructor will not discuss or consider any grade changes at the end of the semester (regardless of special circumstances, improvement, good intentions, needs, desires, etc.) so please put your effort into this class throughout the semester and accept the consequences of your choices. 

STUDENTS WITH DISABILITIES 
Students with disabilities may request appropriate academic accommodations from the Division of Diversity and Community Engagement, Services for Students with Disabilities, 471-6259.
Letter should be brought to the attention of the TA at the beginning of the semester to arrange accommodations. This must be submitted within two weeks of the start of the semester. 

TA:  Your TA should be contacted on all grade, review, test, speaker, article, textbook, and absence issues, etc.  Feel free to copy me on all email correspondence.  Your TA will NOT provide notes for missed classes! Students who use TA office hours regularly to ask questions about course material or simply to ask directions regarding study methods tend to do better in class.    

ACADEMIC DISHONESTY
The McCombs School of Business has no tolerance for acts of scholastic dishonesty. The Marketing 337 will operate in full compliance with the Policy Statement on Scholastic Dishonesty for the College of Business Administration, which is described in detail at http://bevo2.bus.utexas.edu/udean/strudents/handbook/dishonest.html.  By enrolling in this class, you have agreed to observe all student responsibilities described in that document.  If the application of that Policy Statement to this class and its assignments is unclear in any way, it is your responsibility to ask me for clarification. 

Students who violate University rules on scholastic dishonesty are subject to disciplinary penalties, including the possibility of failure in the course and /or dismissal from the University.  You should refer to the Student Judicial Services Web site at http://www.utexas.edu/depts/dos/sis/  or the General Information Catalog to access the official University Policies and procedures on scholastic dishonesty. 

All assignments in this course may be processed by TurnItIn, a tool that compares submitted material to an archived database of published work to check for potential plagiarism. Other methods may also be used to determine if a paper is the student's original work. Regardless of the results of any TurnItIn submission, the faculty member will make the final determination as to whether or not a paper has been plagiarized.

FINAL THOUGHTS
Please take advantage of the opportunities in this course. I am here to help you learn as much as possible about marketing strategies and concepts. Please keep in mind that this is a dynamic course that incorporates the growth and changes in the field of marketing. Marketing requires you to integrate, to be imaginative, and to be decisive in situations with limited information. Develop a mindset that allows you thinking as a way of life. Remember, you will be able to use the skills and knowledge you have learned in this class in whatever path you take in your career. At the same time, I will give you valuable insight into the real world that will benefit you as you pursue a career in an increasingly global marketplace. 

Foremost, this course should be very enjoyable. You will get out of this class what YOU put into it. If you will commit yourself to preparation, apply yourself to the tasks at hand, and then open yourself up to learn and succeed. I think you will find this one of most enjoyable practical courses you will take in your college career. It will DEFINITELY help you get Ahead in Life.

All aspects of the delivery of this course, including the class lecture, are the intellectual property of the professor.  Any unauthorized reproduction, transmission, transcription or duplication of any aspect of the delivery of this course is strictly prohibited.
[bookmark: _Hlk60675137]

MKT 337 COURSE SCHEDULE - SPRING 2021 – 8 AM 

	T
	Jan. 19
	Introduction to Principles of Marketing	
	Introduction

	Th
	Jan. 21
	Marketing Value to Customers
	Chapter 1

	T
	Jan. 26
	Marketing Strategy Planning
	Chapter 2

	Th
	Jan. 28
	Evaluating Opportunities	
(Team Development & Project Guidelines)
	Chapter 3

	T
	Feb. 2
	Marketing Strategy Segmentation & Positioning
	Chapter 4

	Th
	Feb. 4
	Consumer Behavior
Article Summary 1
	Chapter 5

	T
	Feb. 9
	Business Customers and Buying Behavior
	Chapter 6

	Th
	Feb. 11
	Exam 1 (Chapters 1-6)
	

	T
	Feb. 16
	CANCELED DUE TO INCLIMINT WEATHER
	

	Th
	Feb. 18
	CANCELED DUE TO INCLIMINT WEATHER
	

	T
	Feb. 23
	Marketing Information
Team Checkpoint #1
	Chapter 7


	Th
	Feb. 25
	Product Planning
	Chapter 8

	T
	Mar. 2
	Product Management/New Product Development
Quiz 1 (Chapters 7-9)
	Chapter 9

	Th
	Mar. 4
	Place/Development of Channel Systems
	Chapter 10

	T
	Mar. 9
	Guest Speaker
Article Summary 2
	

	Th
	Mar. 11
	Distribution and Logistics
	Chapter 11

	T
	Mar. 16
	NO CLASS – SPRING BREAK
	

	Th
	Mar. 18
	NO CLASS – SPRING BREAK
	

	T
	Mar. 23
	Retailing and Wholesaling Strategies
Team Project Checkpoint #2
	Chapter 12

	Th
	Mar. 25
	Exam 2 (Chapter 7-12)
	

	T
	Mar. 30
	Integrated Marketing Communications
Article Summary 3
	Chapter 13

	Th
	Apr. 1
	Guest Speaker
	

	T
	Apr. 6
	Personal Selling and Sales Management	
Team Project Checkpoint #3
	Chapter 14

	Th
	Apr. 8
	Advertising and Sales Promotion
Quiz 2 (Chapters 13-15)
	Chapter 15

	T
	Apr. 13
	Price Objectives
	Chapter 17

	Th
	Apr. 15
	Price Setting
Article Summary 4
	Chapter 18

	T
	Apr. 20
	Personal Branding & Ethics
	Lecture

	[bookmark: _Hlk60675634]Th
	Apr. 22
	Exam 3 (Chapters 13-15, 17 & 18; Personl Brnding & Ethics Lecture)
	

	T
	Apr. 27
	Reserved for Team Project Work
Team Project Checkpoint #4
	

	Th
	Apr. 29
	TEAM PRESENTATIONS
	

	T
	May 4
	TEAM PRESENTATIONS
	

	Th
	May 6
	TEAM PRESENTATIONS
Personal Branding Projects DUE
	




