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Instructor: 	Prof. Leigh McAlister
		Ed and Molly Smith Chair of Business Administration

Office Hrs:	M/W 2-3:15 and by appointment
Office: 	CBA 7.228
e-mail: 	leigh.mcalister@mccombs.utexas.edu
 
Classes:	05045   M/W 	9:30 – 10:45	CBA 4.304
		05040   M/W 12:30 – 1:45	CBA 4.304

TAs:		Ji-Young Lee  (iam.msjylee@gmail.com)     
		   Office Hours:  
   Office:  CBA 5.324 e  

                     
		Yeon-Jin Cho “Jinny” (jyj733679@gmail.com)  
		   Office Hours: 
   Office:  CBA 5.324 e 
  

	
Textbook and Required Readings

Marketing, 11th Edition; by Kerin, Hartley, Berkowitz, and Rudelius (T); published by Irwin/McGraw Hill (ISBN = 978-0-07-802889-2).  I recommend against trying to get by with the 10th edition.  Copies of the 11th edition are on reserve in the Perry-Castañeda Library.

Required Reading Packet (RP):  Available in GSB Copy Center
Everyone must purchase his/her own copy of the packet.  Do not share copies of the packet as that would be a violation of copyright.

Marketing Simulation (HBP 7019) is available for $12.50 at:  
9:30 Section:  https://cb.hbsp.harvard.edu/cbmp/access/20458196   
12:30 Section: https://cb.hbsp.harvard.edu/cbmp/access/20458228 

Additional readings are available on our Blackboard site (BB), http://courses.utexas.edu .  

Course Objectives
 
1.  You will understand how marketing concepts can be useful to you no matter what career you pursue.

2. You will understand the role of marketing within society and within an economic system.

3. You will understand the role of marketing within a firm and the necessary relationships between marketing and the other functional areas of business.

4. You will consider the various decision areas within marketing and the tools and methods used by marketing managers for making decisions, with added emphasis given to:
	Product positioning
	Business-to-business marketing
	Channels of distribution

5. You will learn key marketing principles and terminology. 

Class Format and Policies

A class session may include a pop quiz and will typically include a brief lecture.  The majority of a class session will involve class discussion of course concepts and their application to current issues and/or on a team exercise based on course concepts.  (Class participation will account for 15% of your course grade.)  The last three class periods of the semester will be devoted to a simulation in which you use what you have learned in the class to make marketing decisions that maximize firm performance.  

I expect you to conduct yourselves professionally.  This includes arriving to class on time; turning off your computers, cell phones, iPads, etc., during the class sessions; refraining from conducting personal conversations during class and generally being respectful to your classmates and your instructor.  If you must miss a class, you are still responsible for everything covered in that class.  It is your responsibility to contact a classmate for missed notes, announcements, etc.

Grading

You will be evaluated on the basis of pop quizzes, two exams, class participation, in-class exercises, and the marketing simulation.  An optional final can be substituted for the grade on either of the exams.

Pop Quizzes will be administered at the beginning of randomly selected class sessions.  Random selection of quiz dates was done independently for the two sections of Mkt 337H.  It will often happen that one section will have a pop quiz and the other section will not.  On those occasions for which both sections happen to have a pop quiz, the questions included in the two pop quizzes will differ.  Due to the nature of random assignment, it may happen that one section will have more pop quizzes than the other section.  When the material covered on the pop quiz comes from the text, pop quizzes will be made up of 5 multiple choice questions.  For pop quizzes that cover a case or other assigned reading material, pop quizzes will be made up of short answer questions.    

Exams will cover assigned chapters, assigned business press articles, other assigned readings, in-class exercises, class discussions and the guest speaker.
Exams will include open ended questions (some of which will require you to relate a course concept to your planned future professional situation) and business press articles that you will be asked to relate to the concepts covered in the tested chapters.  You will have the opportunity to take an optional comprehensive final.  The optional final will follow the same format as the other exams and will cover all of the material in the course.  The optional final will replace your lowest exam score.  You cannot lower your grade by taking the final.

Analysis of business press articles on exams will be similar to the analysis of business press articles done during regular class sessions.  An example short answer exam question (with answer given for a prospective investment banker—you would answer such an exam question by applying the framework to a situation relevant to the job or profession you plan to pursue) is:

“Marketing fulfills two basic functions.  Name and describe those functions and explain how someone in the profession you hope to pursue might perform those fundamental marketing functions?”

Answer
	Name the two basic functions that marketing fulfills.
	Describe the two basic functions that marketing fulfills.
	How might a person in the profession you hope to pursue perform these fundamental marketing functions?

	1.  Discover customer needs
	Discovering needs of target customers even if those customers do not know (or are not able to articulate) those needs.
	An investment banker managing a customers’ wealth could get to know customers so that the investment banker can anticipate customers’ likely future needs.  For example, assuming that these wealthy customers wish to take care of family members, the investment banker should develop an understanding of the customers’ families and the financial situations and risk tolerance of those family members.

	2.  Satisfy customer needs
	Because an organization can’t satisfy all needs of all customers, it must select a target customer segment and a specific need of that target customer segment when creating an offering to satisfy that customer need.  The offering that “satisfies” the need will be described in terms of the 4P’s of marketing (product, price, place and promotion).
	The investment banker might target wealthy customers who wish to fund the college expenses for grandchildren.  The banker might develop a financial instrument, geared to cover college expenses, that will deliver an appropriate sum at the time that each grandchild is ready to go to college.  In addition to defining the “product”, the investment banker will have to determine a “price” that is attractive to the customer and provides sufficient profit to the banker; decide how to approach the wealthy customer (i.e., “place”) with the new product (e.g., by personal visits to prospective customers, through seminars offered in the banker’s office); and determine the message that will make it easy for the target customer to see the value of the offering (i.e., “promotion”). 


 
THERE WILL BE NO MAKE UP EXAMS.  If you miss a scheduled exam for any reason, you can take the optional final to substitute for that missed exam.  If you should find that you will have to miss both of the scheduled exams, you should drop this course as there will be no way for you to make up for more than one missed exam.

Class Participation will be evaluated by Professor McAlister and your TA.  To facilitate this process, you should sit in the same seat in every class session.  A seating chart will be finalized during the third class session, 9/9/13.  The seat you select for that class session will be your assigned seat.  If you are not in your assigned seat when class begins, you will not get full credit for attending class.  If you are not in your assigned seat during a class session, you will not get credit for any contributions that you make during that class session.

In-class contribution is evaluated on the quality of your participation and its contribution to improving the learning experience of the class.  Note that quality is not necessarily a function of quantity.  You will be evaluated according the following guidelines.

Outstanding (3):  Contributions provided major insights as well as a fruitful direction for the class.  Arguments were well-supported and persuasively and concisely presented.  If this person were not a member of the class, the quality of the class discussion would have been significantly diminished.

Good (2):  Contributions were on-target, fairly well-supported, persuasive and concise.  If this person were not a member of the class, the quality of the discussion would have been slightly diminished.

Attending Non-participant (1):  Contributed nothing to the class discussion.  This can happen because the person attends class but is silent or because the person attends class and makes comments that are not clearly on-target, not well-supported and/or not persuasive.

Repetitive (0):  If a person’s class comments were repetitious and obvious and did not add value to the class.  That is, you will be penalized for taking “airtime” without adding value.

Unsatisfactory (-1):  A person whose comments are disrespectful or disruptive.  It is also unsatisfactory for a student who is unprepared for class to waste class time trying to make contributions which turn out to be irrelevant.  If this person were not a member of the class, the quality of the discussions would have been enhanced.

Absent (-1):  Each student gets two excused absences.  Any other class absences will result in a class participation score for that day of -1.

If you are late for class, you class participation score for that day will be dropped by 1/2 point.  That is, if you are late and you make outstanding contributions, your participation score for that day will be “2.5” instead of “3”, etc.

Converting class participation evaluations into a grade.
Individual class period participation scores will be averaged at the end of the semester and averages will be graded on a curve.  Interim feedback will be provided after 8 pm on 9/16, 10/2, 10/21, 11/11 and 12/4.  Along with your participation score, you will receive a distribution of scores for all students in the class so that you have some feel for your relative standing.

In-Class Exercises that illustrate or complement the material covered in class during a particular class session will be done in teams.   Exercises will be scored on a 1 to 5 scale with 5 = competent, and I expect that most teams will earn a competent score on most exercises.  All members of the team will receive the score that is determined for the team as a whole.

Marketing Simulation
The simulation is an individual-level assignment.  A student should not discuss insights or simulation performance with any other student.  In addition, there should be no collaboration on or discussion about the Simulation Assignment due 12/4/13.  We will de-brief the simulation in class on 12/4/13.  Students are encouraged to share insights with other students enrolled in the same section of Mkt 337H at that time.  After both sections have completed the class session devoted to the simulation on 12/4/13, students can freely discuss the simulation and their performance with anyone they wish.

In the simulation, you will play the role of the newly appointed CEO of Minnesota Micromotors, Inc. and will be responsible for determining the company’s marketing strategy.  This includes determining all aspects of its go-to-market approach including market positioning of the company’s medical motor line, pricing, distribution strategy and sales-force deployment.

You will make critical decisions about how marketing resources such as sales-force time and market-research funds should be allocated.  You will also need to determine how MM will meet the needs of the market and its intended customer base.  In doing so, you should understand how market segments value MM’s product offering, and you will need to decide whether and how MM’s positioning relative to segment needs and behaviors should change.

The architecture of this simulation includes a Prepare screen, which provides you with background information necessary to understand and prepare for the simulation; an Analyze section, which contains key project progress data and statistics to aid you in decision making; and a Decide screen, on which you make choices based on their preparatory assessments.

It is possible to be fired.  If your profitability for any quarter is less than -50%, or if your profitability is negative for three quarters in a row, you will be fired and your play of the simulation will be terminated.  

Before class on Monday, 11/25/13, students should prepare by reading the background information contained on the Prepare page and the Foreground Reading, which contains company and industry-specific information.  You should also watch all of the customer interview videos in order to get a feel for how the different segments view MM’s products and service.  We will preview the simulation and play two rounds of the simulation during class.  On Monday 12/2/13 and Wednesday 12/4/13 we will play the simulation in class.  Students will be graded on the quality of their answers to questions in the “Simulation Assignment” (due 12/4/13) and on their simulation performance on Wednesday 12/4/13.   

Determining Course Grade

Pop Quizzes			10%
Exam 1			30%
Exam 2			30%
Class Participation  		15%
In Class Exercises		10%
Marketing Simulation	  5%	

      Total	          	         100%

Your lowest exam grade will be adjusted to reflect the extra credit studies in which you have participated and for the optional final, should you decide to take the optional final.  The resulting, overall numerical score (rounded using conventional rounding rules) will be translated into a letter grade as follows:
	
92 - 100	= A		72 – 77	= C 
90 – 91	= A-		70 – 71	= C-
88 – 89    = B+		68 – 69	= D+
82 – 87	= B		62 – 67	= D
80 – 81	= B-		60 – 61	= D-
78 - 79     = C+		Below 60	= F

Once the final course grading scale is set, it is set in stone. There will be no additional extra-credit work, outside papers, etc. If you miss the next highest grade by one point you will have my sympathy - but I will not change your grade.


More about Pop Quizzes:

As you prepare for the pop quizzes, you may want to make use of the practice quizzes provided on the textbook website (www.mhhe.com/kerin).  There are two quizzes (20 multiple choice questions each) for every chapter.  To access those quizzes, go to the textbook website, click on “11th edition”, click on “student edition”, choose a chapter from the pull down menu, click on a quiz.  

Each exam will be given jointly to the two Honors sections (05045 and 05040) from 7:00 to 8:30 pm.  Arrive 10 minutes early for the test so that there is time to check your ID before you enter the test room.  Dates for exams and for reporting exam grades are:

	Exam
	Exam Date
	Exam Time
	Location
	Grades on Blackboard by 8 pm on:
	Grades Final at 5 pm on:

	1
	Wed    10/16 
	7-8:30 pm
	GSB 2.124
	Mon    10/21 
	Wed 10/30

	2
	Mon    11/25
	7-8:30 pm
	9:30  UTC 1.102   12:30 UTC 1.104
	Mon     12/2
	Wed 12/4

	Optional Finals

	9:30 
	W 12/11
	2-5 pm
	CBA 4.304
	Th 12/12
	F 12/15

	12:30 
	Sat 12/14
	9-noon
	CBA 4.304
	M 12/16
	T 12/17





What to Bring to Exams:
You must bring a photo ID and a soft lead (#2) pencil (two pencils just in case) to the tests. 

You MAY NOT use any books, notes, or electronic devices during the tests.   No cell phones.

Ball caps must have bills turned to the back of your head.

If the proctors or I find you are using any books, other written materials or electronic devices, we will take your test and you will receive a zero on the test and you will be referred to Student Judicial Services. 

Exam Feedback:
Exam grades will be posted on Blackboard.  If you want to ask about specific questions on the exam, the TA will have your exam.  You can go to the TA to find exactly which questions you missed and/or to discuss any of the questions on the exam.  If you wish to discuss the exam question further, you can then schedule a meeting with Professor McAlister.  Please respect the TAs’ and Professor McAlister’s office hours.  If you cannot meet during scheduled office hours, contact the TA or Professor McAlister to schedule an appointment.
 
Check Your Exam Scores:
If you think there may have been a mistake in your posted test grade, you must resolve this issue with your TA prior to the “grade final” date posted above. If you do not do this, your score, even if it should have been changed, will not be modified. 


Academic Dishonesty

The McCombs School of Business has no tolerance for acts of scholastic dishonesty. The responsibilities of both students and faculty with regard to scholastic dishonesty are described in detail in the BBA Program’s Statement on Scholastic Dishonesty at http://www.mccombs.utexas.edu/BBA/Code-of-Ethics.aspx .   By teaching this course, I have agreed to observe all faculty responsibilities described in that document. By enrolling in this class, you have agreed to observe all student responsibilities described in that document. If the application of the Statement on Scholastic Dishonesty to this class or 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. Since dishonesty harms the individual, all students, the integrity of the University, and the value of our academic brand, policies on scholastic dishonesty will be strictly enforced. You should refer to the Student Judicial Services website at http://deanofstudents.utexas.edu/sjs/  to access the official University policies and procedures on scholastic dishonesty as well as further elaboration on what constitutes scholastic dishonesty.

In addition, you are also expected to behave in a way that is consistent with the Business Honors Program Honor Code: (http://www.mccombs.utexas.edu/BHP/Admissions/Honor-Code.aspx

Because of the close proximity of fellow students during pop quizzes and because of the large size of the group with whom you will be taking tests, some students may be tempted to cheat. DON'T. I will refer students to Student Judicial Services when necessary.

Students With Disabilities

Students with disabilities may request appropriate academic accommodations from the Division of Diversity and Community Engagement, Services for Students with Disabilities, 512-471-6259.  Students requesting academic accommodation for exams must notify Professor McAlister of this request by Wednesday, 10/2/13.  http://www.utexas.edu/diversity/ddce/ssd/


Class e-mail List
E-mails with important class-related information will occasionally be sent via Blackboard.  To be sure that you receive those important email messages, be sure that the official UT email address for you is correct. You can review/update your email address using the directions at this website: http://www.utexas.edu/academic/blackboard/tutorials/Email/



Religious Holy Days
By UT Austin policy, you must notify me of your pending absence at least fourteen days prior to the date of observance of a religious holy day.  If you must miss a class, an examination, a work assignment, or a project in order to observe a religious holy day, you will be given an opportunity to complete the missed work within a reasonable time after the absence.


Password-Protected Class Site on Blackboard
Password-protected class sites are available for all accredited courses taught at The University (http://courses.utexas.edu).  Syllabi, handouts, assignments and other resources and types of information will be available on the Blackboard site for this class.  Site activities can include exchanging e-mail, engaging in class discussions and chats, and exchanging files.  In addition, class e-mail rosters will be a component of the site. Students who do not want their names included in these electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1.  For information on restricting directory information see:
http://www.utexas.edu/student/registrar/catalogs/gi02-03/app/appc09.html 


Campus Safety
Please note the following recommendations regarding emergency evacuation from the Office of Campus Safety and Security, 512-471-5767, http://www.utexas.edu/safety/ : 
.. Occupants of buildings on The University of Texas at Austin campus are required to evacuate buildings when a fire alarm is activated. Alarm activation or announcement requires exiting and assembling outside. 
.. Familiarize yourself with all exit doors of each classroom and building you may occupy. Remember that the nearest exit door may not be the one you used when entering the building. 
.. Students requiring assistance in evacuation should inform their instructor in writing during the first week of class. 
.. In the event of an evacuation, follow the instruction of faculty or class instructors. 
.. Do not re-enter a building unless given instructions by the following: Austin Fire Department, The University of Texas at Austin Police Department, or Fire Prevention Services office. 
.. Behavior Concerns Advice Line (BCAL): 512-232-5050 
.. Further information regarding emergency evacuation routes and emergency procedures can be found at: www.utexas.edu/emergency.


Extra Credit Opportunity: You can earn up to four extra credit points (which will be added to your lowest exam score) by participating in research studies through the Marketing Department Subject Pool.  You can earn one point for each study you participate in.  To earn four points, you must participate in four different studies.  You may not participate in the same study twice. You will receive this credit for any Research Studies offered via the Marketing Department Subject Pool website at: 

http://mccombs.sona-systems.com 

You may go to the website and register today and you will be notified by email when the first studies are posted online. For more information on the Subject Pool, see the Marketing Department website: 

http://www.mccombs.utexas.edu/Departments/Marketing/Courses.aspx 

You are strongly encouraged to participate in these studies.  It is a good way to get exposed to marketing research and it is valuable to understanding marketing and consumer behavior. These opportunities are offered throughout the semester, but will end on November 27th (or earlier), so plan ahead. Those not interested in participating in a research study may choose a research paper option (see the above website for details).

Questions regarding extra credit? Email Sean Jang, the Subject Pool Coordinator, at 

hyunkyu.jang@phd.mccombs.utexas.edu




	                                                 Course Schedule (Draft 8-17-14)                                                                   

	
	Date
	Topic
	Assignment (In addition to          articles posted on BB)

	Introduction

	1
	W 8/28/13
	Course Introduction
	

	
	M 9/2/2013
	Labor Day
	

	2
	W 9/4/13
	Discover and Satisfy
	Ch 1 + Practice Quiz

	3
	M 9/9/13
	Marketing and Corporate Strategy
	Ch 2 Finalize Seating Chart

	
	
	Guest Speaker: Terry Bader, Entrepreneur
	

	4
	W 9/11/13
	Scanning the Marketing Environment
	Ch 3 

	5
	M 9/16/13
	Ethics and Social Responsibility
	Ch 4

	Discovering Needs
	

	6
	W 9/18/13
	Consumer Behavior
	Ch 5

	7
	M 9/23/13
	Organizational Markets and Buyer Behavior
	Ch 6

	8
	W 9/25/12
	Case:  Siebel Systems (A and B)
	Readings Packet

	9
	M 9/30/13
	Reaching Global Markets
	Ch 7

	10
	W 10/2/13
	Marketing Research
	Ch 8

	Satisfying Needs:  Strategy

	11
	M 10/7/13
	Segmentation, Targeting and Positioning
	Ch 9

	12
	W 10/9/13
	Brand Positioning
	Readings Packet

	
	Sat 10/12/13
	OU/Texas
	

	13
	M 10/14/13
	Positioning Case:  Clean Edge Razor
	Readings Packet

	14
	W 10/16/13
	EXAM 1:    7-8:30 pm, GSB 2.124
	Ch 1-9, "Brand Positioning"

	Satisfying Needs:  Implementation

	15
	M 10/21/13
	Developing New Products and Services
	Ch 10

	16
	W 10/23/13
	Managing Products and Brands
	Ch 11

	17
	M 10/28/13
	Managing Services
	Ch 12

	18
	W 10/30/13
	Building the Price Foundation
	Ch 13

	19
	M 11/4/13
	Arriving at the Final Price
	Ch 14

	20
	W 11/6/13
	Managing Channels
	Ch 15

	21
	M 11/11/13
	Channel Conflict
	Notify McAlister if need computer

	22
	W 11/13/13
	Retailing and Wholesaling
	Ch 16 + Text, p. 372-374

	23
	M 11/18/13
	Personal Selling and Sales Management
	Ch 20, Access Simulation

	24
	W 11/20/13
	EXAM 2:   7-8:30 pm                                      9:30 in UTC 1.102;   12:30 in UTC 1.104       
	Ch 10-16, 20

	25
	M 11/25/13
	Simulation Preparation
	Bring FULLY CHARGED computer 

	26
	W 11/27/13
	(No class - Thanksgiving)
	

	
	Th 11/28/13
	Thanksgiving
	

	Course Overview

	27
	M 12/2/13
	Marketing Simulation
	Bring FULLY CHARGED computer

	28
	W 12/4/13
	Marketing Simulation
	Simulation Assignment due.  Bring FULLY CHARGED computer

	
	Finals Week
	9:30:  Wed 12/11/13, 2-5, CBA 4.304                                                                12:30:  Sat 12/14/13, 9-noon, CBA 4.304
	Ch 1-16, 20, "Brand Positioning"



