
Mar 3023 Introduction to Marketing Syllabus 
Spring 2013 Term 

 

Instructor:   Norman S. Stern    CRN#   10201 

Office Hours:   M-W 9:00-11:30AM     Day:      Mon-Wed 

     also,by appointment 

Office Tel:        (239) 590-7402    Class Time: 2:00-3:15 PM   

Mobile Tel:      (239) 248-7734    Room:   1202 Lutgert Hall 

Office Loc:    3341 Lutgert Hall    E mail:   nstern@fgcu.edu 

    

Textbook:       Principles of Marketing 

                              Kotler, Philip and Armstrong, Gary, 14th Edition (2012), Prentice-Hall 

                         

  Career Prospectus: Guidelines for a Personal Strategic Marketing Plan 

          Duffus, Lee (Fall, 2001) and Sample Prospectus (on Angel) 

 

Course Prerequisite:         Junior Standing 

 

COURSE OBJECTIVES 

Upon completion of this course students should be able to: 

 Recognize the role of marketing within the firm’s decision-making process. 

 Demonstrate an understanding of the processes for analyzing, segmenting, and 

targeting customers in both consumer and business markets. 

 Express an understanding of the process of product development, brand 

positioning, and brand management. 

 Explain the role of pricing in the firm’s decision-making process and common 

pricing practices. 

 Identify common models of distribution and retailing. 

 Describe different promotional tactics (advertising, personal selling, public 

relations, direct marketing, and sales promotion). 

 Develop an awareness of social, ethical, and international issues in marketing. 

 

These learning objectives will be met by operationalizing 29 concepts, processes, forces, 

etc. in every section of MAR 3023 that is taught. Thus every student, regardless of the 

instructor and/or text, will have the same exposure to course material. Slides on this 

common material are presented under Marketing Programs within the FGCU Share Drive 

and distributed on Angel under Lessons.  

 

Course Description: 

The purpose of this course is to introduce the student to the marketing of goods and 

services in a global economy.  This is a survey course designed to familiarize you with 

most of the activities and strategies employed by marketers.  The student will acquire a 

conceptual base for understanding the role of marketing in a business environment. 
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The course will explore the major components of the marketing mix, including pricing, 

product, distribution, advertising, sales retailing and wholesaling.  Other elements of the 

marketing plan will be studied so that the student gains an understanding of the critical 

role marketing plays in the firm. 

 

Teaching Method: 

Classes will consist of lectures and discussion.  Cases will be assigned regularly for 

classroom discussion.  Each student will prepare a one page paper citing his/her answers 

to the questions at the end of 16 assigned cases on the dates due.  While there is a one-

week grace period, case papers must be turned in on a timely basis.  The Instructor’s 

record of case paper submissions will be the final determinant of case papers actually 

received. 

 

Cases will be read, but not graded or returned to students.  Five (5) points will be 

deducted from your final grade point average for each missing case paper submission.   

 

Learning Outcomes: 

This course is designed to familiarize students with the role of marketing within the firm.  

Three examinations will measure the students’ understanding of identifying, developing 

and targeting consumer markets, new product development, brand positioning, common 

pricing practices, common retailing and distribution models and proven promotional 

tactics, techniques and practices, such as personal selling, advertising, public relations, 

direct marketing and sales promotion. 

 

Students will also learn and become familiar with the important ethical, environmental 

and social issues in marketing, measured by examinations, discussion and case papers. 

 

In addition, the successful completion of a Personal Career Prospectus, an individual term 

project, will measure students’ analytical and critical thinking ability, creative and written 

communication skills and the capability to prepare a comprehensive marketing plan with 

the student as the “product.”  The Prospectus is meant to become a “living document” 

that can be amended throughout the student’s career as her/his goals change.  Expected 

outcomes: Minimum grade of C. 

 

Academic Behavior Standards and Academic Dishonesty 
All students are expected to demonstrate honesty in their academic pursuits. The 

university policies regarding issues of honesty can be found in the FGCU Student 

Guidebook under the Student Code of Conduct and Policies and Procedures sections.  

All students are expected to study this document which outlines their responsibilities and 

consequences for violations of the policy.   The FGCU Student Guidebook is available 

online at "http://studentservices.fgcu.edu/judicialaffairs/new.html"  
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Disability Accommodations Services:  

Florida Gulf Coast University, in accordance with the Americans with Disabilities Act 

and the university’s guiding principles, will provide classroom and academic 

accommodations to students with documented disabilities. If you need to request an 

accommodation in this class due to a disability, or you suspect that your academic 

performance is affected by a disability, please see me or contact the Office of Adaptive 

Services. The Office of Adaptive Services is located in Howard Hall 137. The phone 

number is 590-7956 or TTY 590-7930 

Diversity Statement: 

Florida Gulf Coast University is committed to building and maintaining a diverse, 

accessible, civil, and supportive learning community. It fosters respect and understanding 

among all cultures and all individuals who work, study, live, and teach within this 

community. Bigotry, expressions of hatred or prejudice, behaviors that infringe upon the 

freedom and respect that every individual deserves, and harassment of any kind 

transgress the university's purposes and values. Just as learning benefits from the 

interplay of teaching and scholarship in a variety of disciplines, so does the university 

community learn and profit from diverse cultures and perspectives. 

Student Observance of Religious Holidays 

All students at Florida Gulf Coast University have a right to expect that the University 

will reasonably accommodate their religious observances, practices, and beliefs.  

Students, upon prior notification to their instructors, shall be excused from class or other 

scheduled academic activity to observe a religious holy day of their faith. Students shall 

be permitted a reasonable amount of time to make up the material or activities covered in 

their absence. Students shall not be penalized due to absence from class or other 

scheduled academic activity because of religious observances. Where practicable, major 

examinations, major assignments, and University ceremonies will not be scheduled on a 

major religious holy day. A student who is to be excused from class for a religious 

observance is not required to provide a second party certification of the reason for the 

absence. 

Class Participation/Attendance:    
Each student is expected to actively contribute to class discussions, as this mirrors real 

life business situations and this is the way we all learn from each other.  Thus, a 

component of your grade will be based on your classroom performance.  Even though we 

have a lot of material to cover, there will be ample time for discussion.  Raise your hand 

often.  While you are not expected to know the correct answer every time, if you have 

been keeping up with the reading, you should be able to answer most questions.  In any 

event, each student will be called upon during class meetings, even if your hand is not 

raised. 

 

Your presence in class is necessary to class participation. Because of the term’s short 

duration, no unexcused absences are allowed. Excessive absences will result in a lower 

grade for this grade component and may also result in a lower final grade.  Your 

successful role in class discussion will necessarily be a value judgment by me, not subject 

to negotiation.  In other words, if you “actively” participate, you will get a good grade for 

this course segment.  
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You will earn 50/100 points for perfect attendance.  Miss one class, lose nothing.  Miss 2 

classes, lose 15 points.  Miss 3 or more classes lose 35 points for the attendance segment.  

 

The balance of your participation/attendance grade is worth 50 points.  If you never raise 

your hand, never know the answers when called upon you will, earn 15 points.  If you 

never raise your hand, but sometimes know the answers when called upon, you will earn 

20 points.  If you never raise your hand, but almost always know the answers to the 

questions, you will earn 30 points.  If you raise your hand occasionally and know the 

answers sometimes, you will earn 35 points.  If you raise your hand frequently and know 

almost all the answers, you will earn 45 points.  Last 5 points are awarded at my 

discretion for extraordinary class performance.  

 

Example: Always present=50 points.  Raises hand occasionally and knows answers 

sometimes = 35 points.  Grade for this component:  85/100 points.  Do the rest of the 

math yourself. 

 

Classroom Decorum:   
The classroom is not a place for social interaction.  Students may not e mail, text or 

otherwise make contact with others. This includes “gossiping” with your neighbor and  

updating your Facebook page.  Laptops, PDA’s, etc. may be used only for note taking. 

                            

Prior Notification Responsibility of Students: 

No makeup will be allowed for any student who does not show up in class for a 

scheduled oral presentation, exam or other assigned activity without prior notification to 

and approval of the Instructor. In such a case, the student will receive a grade of 0 for that 

assignment.   

 

It is recognized that a student may, for one reason or another, not finish the required work  

of the course and apply for a late withdrawal, or a grade of Incomplete, after the official 

final withdrawal date.   The Instructor will not contemplate any change of grade or grade 

status in such cases, unless the student (or someone who speaks for the student) makes 

this request before the end of the semester.  In such cases, the student or his/her 

representative, must offer proof to explain the reasons why the student is unable to 

complete the requirements of the course.  The Instructor will then, in consultation with 

the Advising Office, determine if such a grade change is warranted.  A grade of 

“Incomplete” will not be considered unless the student is otherwise passing the 

course. 

 

If a student does not complete one or more assignments of the required work and/or 

ceases attendance prior to the end of the semester without such prior notification, a 

course grade of F will be entered for the student. 
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Career Prospectus:            

The Career Prospectus is a term project that outlines your objectives, strategies and plan 

for achieving your career goals.  It is a marketing plan with “you” as the product. The 

Career Prospectus is the only written assignment for this course that will be graded.  

Students are expected to use proper grammar, spelling and punctuation.  Excessive errors 

will result in a lower grade, so a word to the wise: PROOFREAD EVERYTHING! 

 

In addition to spending a great deal of class time on this project, to insure that students 

are pursuing this assignment correctly, each student may hand in a partial draft of the 

Prospectus for Instructor review on March 11.  This is entirely optional, but will be to the 

student’s benefit. 

 

Documents necessary for the Career Prospectus will be available on Angel on/before 

January 7. 

                                                    . 

Grading Policy:                There will be four (4) components to your final grade: 

 

           Three (3) Exams @100 points each  300 

                                            Career Prospectus Assignment*   150 

                                            Active Class Participation*               100       

           Assigned Case Papers      50   

          600 points 

                                     

Grading Scale: 

           A             560 and above      *Grade determined by my  

           A-            520-559                           subjective judgment. 

                                            B+           470-519 

                                            B             435-469 

                                            B-            400-434 

                                            C+           325-399 

                                            C             300-324 

                                            C-            275-299 

                                            D             250-274 

                                            F              below 250 

                                  

Examinations:         
Students will need to purchase three (3) Scantron answer sheets which are sold at the 

Bookstore.  The Instructor is not responsible for providing Scantrons to students. 

 

Examinations will be held every few weeks (See the Meeting Agenda for dates) and will 

only include material covered in class to that date.  Makeup exams will only be offered 

under extreme circumstances. Please do not schedule family reunions, cruises or any 

other activity on a scheduled exam day. 
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Eagle E Mail:           
Checking your Eagle E Mail each day is a basic course requirement as I will be sending 

documents, reminders and other messages on a frequent basis.  “I forgot to check my e 

mail” is not an acceptable excuse for anything. 

 
Study Assignments:          Each student is given 6 chances to learn the required material: 

          1) Read the assigned chapter before the Agenda date. 

          2) Pay attention and participate during class lecture/discussion. 

                                           3) Listen to the review during the next class meeting. 

          4) Review the Study Guide when it is distributed. 

          5) Be present in class when the Study Guide is reviewed. 

          6) Using the Study Guide and highlighted passages you  

    marked in the text, study for the exam on your own. 

 

Consequently, failure to earn a good grade will be the student’s own fault. 

 

 

 

Meeting Agenda 
 

January 7  Introduction to course, policies, procedures, review of Syllabus 

   Chapter 1 Marketing: Creating & Capturing Customer Value 

   pp. 2-30 

  

January 9  Chapter 2 Company & Marketing Strategy pp. 36-58 

   Case: Trap-Ease America:  Big Cheese of Mousetraps pp. 62-63 

 

January 14  Chapter 3 Analyzing The Marketing Environment pp. 64-91 

   Case: Target: Expect More, Pay Less pp. 94-95 

 

January 16  Chapter 4 Managing Marketing Information   pp. 96-126  

Case: Harrah’s Entertainment pp. 129-131 

 

January 21                   Martin Luther King Holiday (no class) 

 

January 23  Chapter 5 Consumer Markets & Consumer Buyer Behavior   

                                   pp. 132-154   

                                     

January 28  Chapter 6 Business Markets and Business Buyer Behavior     

                                    pp. 164-182 Case: Cisco Systems pp. 186-187 
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January 30              EXAM #1 REVIEW 

 

February 4                   EXAM #1  

      

February 6   Chapter 7 Customer-Drive Marketing Strategy 

    Segmentation, Targeting & Positioning pp. 188-215 

                                      

February 11  Market Segmentation, Competitive Advantage pp. 188-215  

              Case: Starbucks pp. 219-221 

 

February 13  Chapter 8 Product, Services, Brands pp. 222-252 

   Case: Las Vegas pp. 255-257 

 

February 18  Chapter 9 New Product Development pp. 258-282 

   Case:  Samsung pp. 285-287 

 

February 20  Chapter 10 Pricing pp. 288-306 

   Chapter 11 Pricing: Strategies pp. 312-332  

   Case: Payless Shoesource pp. 335-337 

 

February 25  Chapter 12 Marketing Channels pp. 338-365   

pp. 332-358 Case: Netflix pp. 369-371              

Chapter 13 Retailing & Wholesaling pp. 374-400 

   Case: Tesco Fresh & Easy pp. 403-405 

 

February 27  EXAM #2 REVIEW 

 

March 4 & 6  Spring Break (no classes) 
 

March 11  EXAM #2 Career Prospectus Draft Due Now 

 

March 13             Chapter 14 Communicating Customer Value pp. 406-428 

   Case: Pepsi: A Better Place pp. 432-433                                      

  

March 18  Chapter 15 Advertising & Public Relations pp. 434-457 

   Case: OgilvyOne  pp. 460-461 

 

March 20  Chapter 16 Personal Selling & Sales Promotion pp. 462-488   

   Case: HP: Vast Corporate Sales Force pp. 491-493 

 

March 25  CAREER PROSPECTUS REVIEW 
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March 27  Chapter 17 Direct and Online Marketing pp. 494-520  

              Case: eBay: Fixing an Online Pioneer pp. 524-525 

 

March 29   Friday Last Day to Drop Course Without Academic Penalty 

 

April 1   Chapter 18 Creating Competitive Advantage pp. 526-545 

   Case: Ford: Resurrecting an Iconic Company pp. 548-549 

 

April 3             Chapter 19 The Global Marketplace   pp. 550-574                       

              Case: Nokia: Envisioning a Connected World pp. 577-579 

                             

April 8   Chapter 20 Marketing Ethics & Social Responsibility   

   pp. 568-593 

             

April 10  Guest Speaker, Jim Booth, Gartner Corporation 

 

April 15  CAREER PROSPECTUS FINAL REVIEW 

 

April 17 EXAM #3 REVIEW (WRITTEN VERSION OF CAREER 

PROSPECTUS DUE) 

   No Late Submissions Permitted 

 

April 22  Guest Speaker, Gary Reh, Mondelez Industries 

 

April 24  Guest Speaker (to be announced) 
 

April 26             EXAM #3 (Final) 1:30 AM-4:15 PM Room 1202 LH 

   Note this Exam is scheduled for Friday! 

 

Please Note:  The Instructor reserves the right to change, modify, add or delete any 

element of this Syllabus.  Students will be notified if any changes are contemplated. 


