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[bookmark: _GoBack]MKT 320F, FOUNDATIONS OF MARKETING (UNIQUE #04990)
TUESDAY & THURSDAY, 11:00-12:30 P.M., UTC 2.102A
FALL 2013


Instructor                                                                                                      Office Location:  HRC 3.358
Dr. William H. Cunningham                                                                       Office Hours:  Thursdays from 1:30-3:00 and 
                                                                                                                            by appointment
Professor of Marketing
James L. Bayless Chair for Free                                                                  E-mail: whc@po.utexas.edu
  Enterprise                                                                                                   Web site:  Blackboard.com
                                                                                                                       Telephone:  512/232-7540

Teaching Assistant
Barrett Robin                                                                                                 Email: btrobin2015@gmail.com
                                                                                                                       Office hours:  by appointment only

Required Textbook
Basic Marketing: A Marketing Strategy Planning Approach, 19th edition by William D. Perreault, Jr., E. Jerome McCarthy, and Joseph P. Cannon.  McGraw-Hill Publishing Company, 2014.

Prerequisites:  Upper-division standing and restricted to non-business students.  These prerequisites will be enforced and students will be dropped from the class that do not meet them.  

Academic/Learning Goals
The primary objective of Marketing 320F will be to introduce students to the basic concepts, practices and analytical methods of marketing.  The course is comprehensive in scope, contemporary in outlook, and managerial in orientation. 

Most students in this course will not become marketing majors.  However, all of the students enrolled in Marketing 320F should benefit from taking the course in the following ways.

First, it is important to be an informed consumer.  Most people in our society will spend the vast majority of their yearly income in the marketplace.  They need to be aware of marketing practices if they are to spend their money in a thoughtful manner.  

Second, there are many public policy questions facing society that deal with the relationship between government, businesses and consumers.  If an individual is to play an active role in the great drama of economics and politics, he or she must have a clear understanding of corporate marketing practices.  

Third, many people will eventually work or provide voluntary services for non-profit or government agencies.  These individuals will quickly come to realize that public service agencies face many of the same marketing problems that businesses face.  If a non-profit organization does not provide services that are needed at a competitive price, society will not value its services and it will be forced to terminate its programs regardless of how useful they may be to some people.  

Fourth, many people who are not initially involved in the marketing activities of their employer will come to realize that “nothing happens until a sale is made.”  As a result, it is critically important for everyone in the firm to have a basic understanding of the marketing function of the organization.

Fifth, as individuals are promoted in their organization, they will have less to do with the specialty that they studied in college and more to do with the overall management of the firm.  While all corporate officers do not have to be marketing professionals, they must understand and even appreciate the importance of satisfying the needs of the consumers who purchase their products.  

Course Description
Marketing 320F is a mass section survey course.  As a result, the course will be taught in a lecture format. 

The course will utilize a Web site, available through Blackboard.com.  To access the site, go to http://courses.utexas.edu.  You will be asked to enter your UTEID to access the site.  Alternatively, enter UTDirect and follow the links for Academic Services and Course Web sites.  Class lecture notes will be posted on the Web site prior to class and will provide an outline of what will be discussed in class and will help you understand the organization of the lecture.  

The class lecture notes are subject to modification at the time of class and additional material will be provided during class.  You will find the course a much more positive learning experience if you bring a copy of the posted notes with you to class.  However, you will not be able to absorb all of the material that is presented in class by merely reading the posted lecture notes.  You are responsible for not only attending class, but also reading the assigned text material prior to the class.  

Several guest lecturers will 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.  

Grading Policy
Your grade in the course will be a function of three multiple-choice examinations, an optional final examination, in-class quizzes, participation in extra credit marketing department research projects, and in-class discussion when guest lecturers make presentations.  

Curve.  The course final grade will be curved.  The targeted GPA for MKT 320F classes is approximately 3.0, which is in line with the average GPA of MKT 320F students.  

Multiple-Choice Examinations.  These tests will be objective and will test material that is presented in class and in the assigned chapters.  You will need to come to class ten minutes early on test days and bring your student ID card.  You will not be admitted to the examination without your student ID.  There will be no make-up examinations given under any circumstances since it is impossible to prepare a special make-up test that is comparable to the regular in-class test.  A student who misses an examination will be required to take the optional final examination.  

Optional Final Examination.  The final examination will be comprehensive and will be given during the University’s regularly scheduled examination period.  The final examination will replace your lowest regular in-class examination.  If you have not taken one of the three regularly scheduled examinations, then you must take the final examination.  You cannot lower your grade by taking the final examination.  

Class Quizzes.  A minimum of seven class quizzes will be given during the semester.  Each quiz will have three one-point questions and will cover material that is in the textbook reading for the day of the quiz and/or material presented in class the day of the quiz.  Your lowest quiz grade will not be counted towards your class grade.  There will be no make-up opportunities for missed quizzes.

Trick Questions.  Multiple choice questions are always very specific and ask for a detailed answer to the question.  While all of the questions are not perfect discriminators, there are no trick questions.  

Plus/Minus Grades.  The course will have plus/minus grades for the final grade.  

Extra Credit.  You may have the opportunity to participate in research studies sponsored by the Department of Marketing.  These research studies are conducted outside of class and generally take 20-40 minutes each.  If you choose to participate in these studies, you will receive 1 point extra credit for each study in which you participate up to a maximum of two studies (2 extra credit points).  To earn two points, you must participate in two different studies.  You may not participate in the same study twice.  Only “official” departmental research studies are eligible for extra credit.  While you may receive further information on the procedure for participating in the research studies in class, you are responsible for monitoring the course Web site to learn of the dates and locations of the extra credit research opportunities.

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 e-mail 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

Students may earn one (1) extra credit point for asking a question in class to a guest speaker.  The student must visit with the teaching assistant (Barrett Robin) after class to make sure his/her name is properly recorded.  

Example of Grading.  Assume that there are 50 multiple choice questions on each examination and that Joe Student scored 45 (A-) on the first exam, 41 (B+) on the second exam, and 40 (B) on the third exam, then Joe would have a total of 126 points and would have a B+ for the course on the exams (see hypothetical curve in the table below).  

Also assume that seven quizzes were given during the semester and that each quiz has three one point questions.  Students' lowest quiz score will be dropped and twelve quiz adjusted points (2 per quiz) will be added to the final curve.  For example, the final curve for an A would be 146 (134 exam points + 12 quiz adjusted points).  Therefore, if Joe took six of the seven quizzes and received a total of 16 points, then he would receive an A- in the course since he would have a total of 142 points (126 exam points plus 16 quiz points).

Mary Student (Joe's cousin) received the exact same grades on the exams that Joe did, but she took five quizzes and received a total of 9 points on the quizzes.  Therefore, Mary's total points would be 126 plus 9, or 135, and she would receive a B in the course.  However, if Mary had participated in two extra credit opportunities, she also would not need to take the final examination to receive a B+ (137 points) in the course (126 exam points, 9 quiz points, 2 extra credit points).  However, if Mary did not participate in the extra credit opportunities, she would need to take the final and score two points higher than her lowest test score (42) to receive a B+ in the course.

HYPOTHETICAL CURVE (A through B only)
	
	Exam 1
	Exam 2
	Exam 3
	Total Exam Curve Points
	Quiz Adjustment Points
	Total Curve Points 

	A
	46
	44
	44
	134
	12
	146

	A-
	45
	43
	42
	130
	12
	142

	B+
	43
	41
	41
	125
	12
	137

	B
	41
	40
	39
	120
	12
	132



Scholastic Dishonesty
The McCombs School of Business adheres to the UT Honor Code (http://registrar.utexas.edu/catalogs/gi09-10/ch01/index.html) and 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 Policy Statement on Scholastic Dishonesty for the McCombs School of Business:
By teaching this course, I have agreed to observe all of the faculty responsibilities described in that document. 

By enrolling in this class, you have agreed to observe all of the 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.  Policy on Scholastic Dishonesty:  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, and the integrity of the University, policies on scholastic dishonesty will be strictly enforced.  You should refer to the Student Judicial Services website at http://deanofstudents.utexas.edu/sjs/ or the General Information Catalog to access the official University policies and procedures on scholastic dishonesty as well as further elaboration on what constitutes scholastic dishonesty.


Password-Protected Class Site
Password-protected class sites are available for all accredited courses taught at The University.  Syllabi, handouts, assignments and other resources are types of information that may be available within these sites.  Site activities could 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 sites. 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.

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, http://www.utexas.edu/diversity/ddce/ssd/).  .

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.   

Building Evacuation.  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.  

Examination Schedule

Exam          Date
Exam 1:   September 26
Exam 2:   October 29
Exam 3:   November 21
Final:       Wednesday, December 11, 9:00-12:00

Past Examinations
Several prior examinations are posted on the course Web site.  They may be useful to you as a review and study guide for current examinations.

Daily Class Schedule
The dates presented on the following schedule may change along with the dates of the examinations.  Students are responsible for monitoring announcements made in class as to the changes in the daily class schedule.

Thursday, August 29 – Class Introduction

Tuesday, September 3 – Nature and Scope of Marketing (Chapter 1)

Thursday, September 5 - Marketing Planning and Strategy (Chapter 2)

Tuesday, September 10 – Marketing Environment (Chapter 3) 

Thursday, September 12 – Legal and Ethical Aspects of Marketing

Tuesday, September 17 – Market Segmentation (Chapter 4)

Thursday, September 19 – Personal Selling (Chapter 14) 

Tuesday, September 24 – Consumer Behavior (Chapter 5)

Thursday, September 26 – FIRST EXAM

Tuesday, October 1 – Organizational Buying Behavior (Chapter 6)

Thursday, October 3 – Product Management (Chapter 8)

Tuesday, October 8 – Product Management (Chapter 9)

Thursday, October 10 – Product Management (Chapter 9)

Tuesday, October 15 – Pricing Strategy (Chapter 16) 

Thursday, October 17 – Pricing Strategy (Chapter 16)

Tuesday, October 22 – Pricing Tactics (Chapter 17)

Thursday, October 24 – The Communications Process (Chapter 13)

Tuesday, October 29 – SECOND EXAM

Thursday, October 31 – The Communications Process (Chapter 13)

Tuesday, November 5 – Marketing Information Systems (Chapter 7) 

Thursday, November 7 – Advertising, Publicity and Sales Promotion (Chapter 15)

Tuesday, November 12 – Channels of Distribution (Chapter 10)

Thursday, November 14 – Retailing (Chapter 12

Tuesday, November 19 – Channels of Distribution (Chapter 10)

Thursday, November 21 - THIRD EXAM

Tuesday, November 26 – Marketing Relationship with Other Function Area (Chapter 18)

Thursday, November 28 – THANKSGIVING HOLIDAY – NO CLASS

Tuesday, December 3 - Marketing Relationship with Other Function Area (Chapter 18)

Thursday, December 5 – Review for Final Exam

Wednesday, December 11, 9:00-12:00 - OPTIONAL FINAL EXAM

