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MKT 320F

Foundations of Marketing 

Instructor: Miller 
Unique No.: 04790
Class Times: MWF 10:00-11:00  UTC 2.112A
Unique No.: 04795
Class Times: MWF 12:00-1:00
UTC 2.112A
Unique No.: 04800
Class Times: MWF 1:00-2:00  UTC 2.112A

Prerequisites: Upper-Division Standing (60 hours), Restricted to Non-Business Students 

MKT 320F is a business course designed to introduce nonbusiness students to the fundamental aspects of marketing as it relates to the whole business enterprise.  The class will cover the structure, functions and methods employed by marketing in discovering and translating the consumer wants and needs into product and service specifications and then transferring these goods and services from producers to consumers or users.
MKT 337

 Principles of Marketing 

Instructor: Walls  
 Unique No.: 04805
Class Times: MW 8:00-9:30  UTC 4.132

Instructor: Peterson, W Unique No.: 04810
Class Times: MW 2:00-3:30  UTC 4.132
Instructor: Golden
 Unique No.: 04815
Class Times: MW  11:00-12:30  UTC 4.102
Instructor: DeKinder
 Unique No.: 04820
Class Times: TTH 12:30-2:00  UTC 4.132
Instructor: Nicolao
 Unique No.: 04825
Class Times: TTH 3:30-5:00  UTC 1.116
Instructor: DeKinder
 Unique No.: 04830
Class Times: TTH 2:00-3:30  UTC 4.132
Instructor: Ward
 Unique No.: 04835
Class Times: MW 3:30-5:00  UTC 4.132

Prerequisites: Admission to a Business major, Credit or Registration for BA 324, Credit or Registration for ACC 312, and Credit or Registration for STA 309.

This course is intended to convey the key elements of marketing and role of Marketing in the  organization and society.  Marketing is the key channel through which a company interacts with its market(s), and thus is the primary source of revenues and profits.   The intent is to introduce concepts which provide a stepping-stone to further coursework and experience in marketing.  We also seek to provide insights and understanding for those who will interact with marketing activities and people in their professional and personal lives.

Though there are different sections of this course, with different emphases, all sections will cover certain key elements in marketing.  These include the role of marketing in overall corporate strategy, ways to  understand and define markets, and the development of a marketing offering, including conceiving and developing products and services, the delivery of products and services to customers, communicating with customers, and extracting market value through pricing.   

Marketing 337 sections will use a combination of lectures, readings, and applications to provide students with a solid understanding of marketing vocabulary, concepts, and activities. 
MKT 337H

Principles of Marketing - Honors 

Instructor: Alpert 
Unique No.: 04840
Class Times: MW 11:00-12:30
CBA 4.324
Prerequisites: Admission to McCombs School of Business Honors Program, ACC 312H
This course is intended to convey the key elements of marketing and their importance to organizations and to society.  Both the "how" and the "why" of marketing activities are presented, so that the student can understand how marketing managers "see the world."  The intent is to introduce concepts which may provide a stepping-stone to further coursework and experience in marketing.  We also seek to provide insights and understanding for those who will interact with marketing activities and people in their professional and personal lives.

Further, as many marketing actions play a salient role in society, this course seeks to challenge the social value and efficiency of marketing.  Students are urged to examine the extent to which marketing activities are (and can be made) relevant to our society, as well as the managerial and organizational implications (good and bad) of marketing's social impact.  Students are encouraged to read the business and popular press, critically view advertising and other marketing activities, and consider these marketing examples in the context of this course.  We shall encourage class discussion and questions about course concepts and their application.

MKT 353

Internship in Marketing and International Business 
Coordinator: Jain
Unique No.: 04845
 Class Times: N/A
Prerequisites: Admission to a Business Major, Completion of 45 hours, and Consent of Departmental Internship Coordinator

This course allows students to expand their internship experience by linking the skills developed on the job to new and relevant topics in marketing.  Students enrolled in this course are expected to undertake a job or internship during this semester; keep a daily journal of their activities at the internship; and write a final report based on the internship that is scholarly in nature.  This course will only meet a few times throughout the semester, as the rest of the hours are to be completed at the internship.  This course is only offered on the pass/fail basis.

MKT 460

Information and Analysis 

Instructor: Ter Hofstede
Unique No.: 04850
Class Times: TH 12:30-2:00  CBA 4.332








 Lab: TH 2:00-3:00  CBA 5.304
Instructor: Rao

Unique No.: 04855
Class Times: MW 2:00-3:30  CBA 4.348








 Lab: M 8:00-9:00  CBA 5.325





Unique No.: 04860
Class Times: MW 3:30-5:00  CBA 4.348







 
 Lab: M 11:00-12:00  CBA 5.325
Prerequisites: MKT 337, MIS 310, and STA 309
This is a required course for marketing students in the undergraduate business program.  The course is designed for students who want to pursue a career in marketing, but can also be taken by other students interested in marketing research.  The theory is discussed in lectures and applied in computer lab sessions (Mod Lab), which are an integral part of the course.

The aim of the course is to teach students the methods, principles, and theories of modern marketing research and to apply these to practical business settings. Students will learn the concepts and terminology used by marketers, marketing researchers and master methodological tools to obtain a competitive advantage in the business world.

The specific objectives of the course are: 

1. 
To understand that marketing problems require information and how this information is obtained and delivered

2. 
To learn how to set up a research design

3. 
To know and understand the different methods of data collection and data analysis

4. 
To train the student to apply methods of data collection and analysis to solve real life marketing problems

5. 
To improve the students’ business writing and presentation skills

6. 
To gain more experience working in teams.

MKT 363

Professional Selling & Sales Management 

Instructor: Miller
Unique No.: 04865
Class Times: MW 8:00-9:30  UTC 1.146
Prerequisite: MKT 337

This course is designed to be a hands-on introduction to selling and sales management.   Speakers, films, role playing, group projects, and a personal field trip will give each student a “real world” experience.  The commitment to each student is to leave this class with what it takes to be a “dynamic leader” in any endeavor you choose to pursue.  The objective is to develop skills and abilities that allow a business student to manage their sales territories as if it were their own business.  The unique skills they will develop will enable them to build successful sales and management careers. 

MKT 370W

Marketing Policies - W 

Instructor: Jain 
Unique No.: 04870
Class Times: MW 11:00-12:30  UTC 1.102
Instructor: Bentzin 
Unique No.: 04875
Class Times: MW 12:30-2:00  UTC 4.132
Instructor: Bentzin
Unique No.: 04880
Class Times: MW 2:00-3:30  UTC 1.116
Instructor: Williams
Unique No.: 04885
Class Times: TTH 3:30-5:00 CBA 4.348

Prerequisites: MKT 460, FIN 357, credit or registration for an Internship or Practicum course in the McCombs School of Business, and Graduating Senior status

The course is designed to develop decision-making skills in marketing.  Textual material introduces concepts and tools useful in structuring and solving marketing problems. Case studies describing actual marketing problems provide an opportunity for those concepts and tools to be employed in practice.  In every case the decision-maker must develop a strategy consistent with the underlying factors existing in the situation presented and must consider the implications of that strategy for the organization and its environment. 

MKT 370K

Retail Merchandising 

Instructor: Riha 
Unique No.: 04890
Class Times: MW 11:00-12:30  UTC 1.116
Prerequisite: MKT 337

What really happens in a retail store?  Most customers see only the carefully orchestrated merchandising planned for their eyes on the selling floor.  In this course we go behind the scenes to see what makes it all work.  The goals of this course are to: 

1. Give students an understanding  of the retailing industry and the decisions made by retailers.  

2. Offer examples of the dynamic nature of retailing and foster an appreciation of the constant evolution  

    of retailing.  

3. Show how retailers develop strategies to build competitive advantages and build growth 

    opportunities. 

4. Improve students' skills in analyzing competitive situations and marketing opportunities.  

5. Improve students' skill in written and oral communications.

MKT 372

Marketing for Social Profit
Instructor: Golden
Unique No.: 04895
Class Times: W 3:30-6:30  UTC 1.116
Prerequisite: MKT 337

The Marketing for Social Profit course offers you a real-world opportunity to apply your and your teammates’ business skills while making a difference for an organization run for “social profit” (what is often called a “non-profit” organization).  You will complete an important project, develop consulting skills and improve your ability to make executive style presentations. You’ll be challenged, and you will surprise yourself with how much you know, once you figure out how to apply what you’ve learned in class. These projects are real important to your clients—so you just may be the one who makes a difference for this company by doing this project.

MKT 372

Comtemporary Issues in Marketing
Instructor: Highbarger 
Unique No.: 04900
Class Times: TTH 11:00-12:30  UTC 1.116
Prerequisite: MKT 337

Contemporary Issues is a course that covers a number of current marketing challenges.  Currently, the course has modules on: reality ethics marketing services, anticipating and using market trends, and capturing the attention of the brain.  Students in the course will participate in an individual one-on-one presentations with the instructor and take a final examination to demonstrate the ability to apply the topics discussed in class.  

The objectives of the course include: to practice real problem solving using all business disciplines; to identify marketing and perception issues which frame business decisions; to gain experience using analytics and forecasts to determine business direction; and to improve skills in oral communication and critical discussion.

MKT 372

Data Mining
Instructor: Saar-Tsechansky
 Unique No.: 04910
Class Times: TTH 2:00-3:30  UTC 1.130
Prerequisite: MKT 337

”For every leader in the company, not just for me, there are decisions that can be made by analysis. These are the best kinds of decisions. They’re fact-based decisions.” Amazon’s CEO, Jeff Bezos.
In virtually every industry, the competitive strategies organizations are employing today rely extensively on data analysis to predict the consequences of alternative courses of action, and to guide executive decision making, more generally.  Companies today are competing on analytical capabilities and require analysts and decision makers who both understand the value of analytics, can identify opportunities  and know how best to apply data analytics to enhance business performance.  The spreading  of analytical competition spans  industries—from consumer finance to retailing to travel and entertainment to consumer good, and even professional sports teams. 
 
This course provides a comprehensive introduction to data mining problems and tools to enhance managerial decision making at all levels of the organization and across business units. We discuss scenarios from a variety of business disciplines, including the use of data mining to support customer relationship management (CRM) decisions, decisions in the entertainment industry, financial trading, and even professional sports teams.
 

The three main goals of the course are to enable students to:
1. Approach business problems data-analytically by identifying opportunities to derive business value from data mining. 
2. Interact competently on the topic of data-driven business intelligence (know the basics of data mining techniques and how they can be applied to extract relevant business intelligence.)
3. Acquire some hands-on experience so as to follow up on ideas or opportunities that present themselves.
 
The course is specifically designed for students with various backgrounds -- the class does not require any technical skills or prior knowledge.
MKT 372

Marketing Communications
Instructor: Hoyer 
Unique No.: 04915
Class Times: MW 12:30-2:00  UTC 1.104
Prerequisite: MKT 337

The objective of MKT 372 (Marketing Communications) is to provide an overview of the components and considerations involved in marketing communications strategy decisions.  In order to accomplish this goal, one must first understand the consumer (or the recipient of the communication efforts).  Thus, the first part of the course will consider the basic principles underlying consumer information processing and how marketing communication efforts can influence this process.  The second part of the course will focus on the individual elements of the marketing communications mix (advertising, direct marketing (including the internet), sales promotion, and public relations) and how these elements are combined into an integrated promotional campaign.

MKT 372

Marketing for Entrepreneurs
Instructor: Highbarger 
Unique No.: 04920
Class Times: TTH  2:00-3:30  UTC 1.116
Prerequisite: MKT 337
This course builds on marketing concepts taught in other classes and provides a focus on the issues facing smaller and start-up businesses.  Course modules include: introduction to entrepreneurship; the offering; differentiation of the offering; mass markets versus selective markets; guerilla marketing; the business model and business plan; and capital markets.

The class will include a number of written exercises leading to a final business plan which will be both written and presented orally.  The course utilizes two books and other readings.

MKT 372

Special Problems in Marketing

Instructor: Alpert 
Unique No.: 04925
Class Times: MW  3:30-5:00  CBA 4.304
This course may be used as a Marketing Elective, or as a practicum to fulfill the internship requirement.

This course is intended to be a "practicum" in applied marketing management. As such, it is oriented towards "real-world" problems and situations encountered by actual business and non-profit organizations. We shall work with companies and non-profit organizations to identify strategic marketing challenges which they face, and will recommend actions based on our analyses of their competitive environments. 

The experience gained in working with management, as well as the research and analysis that these consulting projects will entail, will help to gain valuable work experience and position students for responsible positions upon graduation.

Students will choose teams of 4-6 members, and these groups will select a client and problem area from a list of those topics submitted by organizations seeking our help as consultants. As an option, student groups may work on a formal business plan of their own choosing. Common to all projects will be the analysis of the competitive market environment, selecting target customer groups, research and analysis of key marketing information on customer and competitive behavior, and the development of a strategic marketing plan directed at achieving the objectives of the client organization, taking into account relevant constraints that it faces. Recommendations for action and implementation of this plan, along with contingency plans and further research that may be needed, will be provided to management.

The course structure will involve formal class sessions, as well as regular meetings with the client organizations, and with the instructor in his office. We will work as consulting teams on a series of target dates, as the projects progress throughout the semester. Students will be evaluated primarily on the basis of the written report and oral presentation to be completed near the end of the semester, their ability to meet deadlines, and their contributions made in discussion in the classroom and group-instructor meetings. In that sense, the work and its evaluation will parallel that which will be encountered in the full-time jobs for which students are preparing to take upon graduation.
MKT 372

Brand Management
Instructor: Walls           Unique No.: 04892       
Class Times: MW  9:30-11:00  UTC 1.116

Prerequisite: MKT 337
Many organizations now realize that one of the most valuable assets in their portfolio is the brand associated with their products and services.  In spite of the incredible value, or potential value, of the organization’s brand, marketing professionals and company executives often do not understand how to successfully manage their brands within their overall marketing and corporate strategy efforts.  Branding is a fundamental element of marketing strategy and this course will address the strategic importance of branding as well as provide concepts, frameworks, and strategies for building, leveraging, and defending strong brands.  All aspects covered will be in the context of actual applications.  Discussions will focus on current opportunities and challenges facing brand managers in a variety of industries and markets, including consumer packaged goods, business-to-business, services, technology, online, global, and cross-cultural.  We will also consider the responsibilities of brands and their companies in the community as a part of their social corporate responsibility.
MKT 372.2

Consumer Behavior
Instructor: Raghunathan Unique No.: 04930
Class Times: MW  9:30-11:00  CBA 4.328
Prerequisite: MKT 337

This course centers on the role of the consumer in the marketing process. Studying consumer behavior enhances understanding of what marketing strategies are likely to be effective, how humans operate in the marketplace, and what sorts of social and cognitive mechanisms you, as a consumer, bring to your purchasing decisions.  Thus, consumer behavior has managerial, psychological, and personal implications.

MKT 372.4

4-Global Marketing
Instructor: Gillespie 
Unique No.: 04935
Class Times: MW  2:00-3:30  UTC 1.104
Prerequisite: MKT 337

Global Marketing addresses the current concerns of firms as they compete for buyers across the globe. It introduces students to the global marketing environment including the global economy, cultural forces, and the political and regulatory climate. It explores how managers analyze global opportunities-buyer behavior, competitors, and marketing research.  The course continues by describing global marketing strategies, foreign market entry options, and the global implications of managing the marketing mix. It concludes with an examination of organizational issues that face the global marketer. The course consists of lectures, case discussions, and a group marketing report.
IB 350


International Trade

Instructor: Gerber        Unique No.: 04585

Class Times: TTh
  9:30-11:00  UTC 4.132

                                       Unique No.: 04590

Class Times: TTh  11:00-12:30  UTC 4.132

Prerequisites: Admission to a Business major, Credit or Registration for BA 324

Today's markets are becoming increasingly global, and it is imperative that business people understand the theories, institutions, and environmental elements that underlie international commerce.  The objective of IB 350 is to provide business students with an introduction to economic theories, international commercial entities and the political and cultural environments that form the context for global business.  The topics in the class have been selected to address both theoretical and practical dimensions of the world economy.  While this course does not specifically address global business operations or international business management, students will emerge from the class with an understanding of the complex set of macro forces with which firms must contend in their global operations. 

IB 372


Advanced Business German II (TAUGHT IN GERMAN)
Instructor: Rathmann        Unique No.: 04595
Class Times: MWF 12:00-1:00 EPS 4.104
Prerequisites: 3 Courses beyond GER 506, or equivalent credit on the placement test. Meets with GER 336W.  Designed for students who have taken GER 328.
This course emphasis on practical, job-related competence in Business German.  Readings, discussions, and assignments based on materials dealing with the German economic system and Germany's role in international trade.
IB 372


Corporate Social Responsibility in International Business
Instructor: Ivey
        Unique No.: 04600

Class Times: T 5:00-8:00  UTC 1.102
Prerequisite: There are no prerequisites for this class
This course may be used as an International Business Elective.  This course has been accepted into the Bridging Disciplines in Ethics and Leadership, and Environmental Programs. 
This course addresses the issues and current trends in global corporate social responsibility and responsible globalization.  The quadruple bottom line of social, environmental, cultural, and economic responsibility will be explored.  Corporate Social Responsibility is defined as responsibility to all stake holders, not just shareholders.  We will discuss the drivers of CSR, and such topics as sustainability, role of the UN, World Bank, IFC, and other multi-lateral organizations, public/private partnerships, supply chain responsibility, stakeholder engagement, cause and social marketing, environmental responsibility, human rights, transparency sustainability reporting and socially responsible investing.
Course activities:

This course is a case based course and is taught in the case study method. Students work on team-based projects and class participation is required. We will have films, and guest speakers, from the corporate and non-profit world addressing real world issues and challenges.
Course objectives:

•  You will learn critical thinking skills and ethical decision-making.


•  A solid understanding of the issues driving CSR.


•  An understanding of the issues in responsible globalization.


•  Ability to demonstrate a solid understanding of CSR and Sustainability and its impact on global 


   society.
IB 372

        Doing Business in France-W
Instructor: Guilloteau  Unique No.: 04605

Class Times: TTh 11:00-12:30  CBA 4.344
This course will be taught in English.

The trend of internationalizing business and services forces companies to cope with cultural differences inside a company and when sending executives and their families abroad. In a foreign country there are more than language barriers to overcome. Methods which work at home can lead to failure abroad. Likewise, the most competent manager can damage an operation if not properly prepared for his or her stay in the host country.

This course is designed to help you cross cultural boundaries, whether you are planning on living abroad as a student, an intern, or an employee. It is not meant to be a technical business course, but rather a course that will help you understand what culture shock is, and how you can prepare yourself for it.
IB 372.6


6-Business German  
Instructor: Rathmann      Unique No.: 04615

Class Times: MWF 1:00-2:00  JES A207A
Prerequisites: GER 312K or 312V with a grade of at least C - Meets with  GER 312W 
Taught in GERMAN
Only 1 may be counted ger 612, 312l, 312s, 312w, i b 372 (topic 6)
This course prepares students for the content and test format of the Zertifikat Deutsch für  den Beruf (ZDfB), which was developed in Germany by the Goethe‑Institute and is recognized throughout the European Union and the United States. Due to the worldwide high level of recognition by private and public employers alike, this examination enjoys acceptance as proof of proficiency in the German language. The exam certifies that your knowledge of Business German is at a level where you can handle written and oral business transactions in German, participate in an internship with a German‑speaking company, or work in a German‑speaking country.

The course covers all parts of the exam: specialized business and economics vocabulary, reading of business‑related texts and newspaper articles, listening comprehension of verbal business interactions, business correspondence, and speaking in business contexts.

This course is designed for students who have already studied the equivalent of two years of college-level German and are interested in combining their study of German with another professional degree area, such as finance, management, engineering, communications, political sciences, etc.  The overall goal of this course is to provide students with the language and cultural knowledge necessary for effective communication in the business environment (Wirtschaftsdeutsch).  Listening, speaking, reading, and writing skills will be developed through a variety of on-line activities and individual research.  This course contains a substantial writing component and fulfills part of the basic education requirement in writing.

THE GOETHE EXAM ZdFB WILL BE ADMINISTERED AT UT AT THE END OF THE SPRING SEMESTER. The  Goethe exam is optional and not part of your course grade.

IB 372.8


8-Business Spanish-W
Instructor: Montiel      Unique No.: 04620

Class Times: MWF 11:00-12:00  MEZ 1.120

Prerequisites: SPN 312L, 612 or the equivalent.  Meets with SPN 327.  
Taught in Spanish.

only 1 may be counted IB 372 (topic 8) mas 350,  SPN 327
The main objectives of this course are (1) to become proficient in writing in the Spanish language within a business context; (2) to become familiar with the business and cultural practices used in the professional Hispanic world; and (3) to become familiar with the economic, political and social environments that encourage business practices in the Hispanic markets. In order to achieve the above-mentioned objectives, students will review the most challenging grammar structures of the Spanish language. Moreover, they will be introduced to Spanish vocabulary and terminology used in different business scenarios and will be expected to write different compositions using the learned material. Spanish 327 B W is offered as a Substantial Writing Component class and therefore allows students to earn credit as part of the UT’s Core Curriculum Requirement.
IB 378

International Business Operations-W 
Instructor: Gabbi
        Unique No.: 04625

Class Times: M 5:00-8:00  UTC 1.102
COURSE OBJECTIVES:

1. To provide you with a framework for formulating, building, and managing a new business venture in an international context.

2. To reinforce international business concepts you have learned in other international business courses.

3. To expand upon your existing knowledge of international business operations and introduce new material pertinent to business operations in the global market.

4. To develop your ability to apply international business concepts to practical business situations.

5. To develop your problem–solving skills and decision-making ability.

6. To enhance your written and oral communication skills.

7. To improve your ability to work in a group environment.

8. To increase your skills in business research and information analysis.

9. To provide you with a practical understanding of how to conduct business in a global economy.

INDEPENDENT STUDY/CONFERENCE COURSES

IB 179C and 379C – Problems in International Business
Unique No.: 04630
Unique No.: 04635
MKT 179C and 379C - Problems in Marketing
Unique No.: 04940
Unique No.: 04945
Special study courses designed to accommodate the academic needs of individual students for advanced or specialized work.  Prerequisites are "C" or better in the department core introductory courses, 18 hours of business and economics (6 of which must be upper division) and upper division standing (60 hours).

Prior to registering for I B 179C or I B 379C, MKT 179C, MKT 379C, students must contact a faculty member of their choice in this department to discuss registration for independent study. After doing so, students must obtain written approval in the department chair's office.
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