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TEXT & READING MATERIAL

1.
Text: Grewal Levy, Marketing, 8th Edition, (2022), by Dhruv Grewal and Michael Levy, McGraw Hill/Irwin, ISBN: 978-1-260-71743-3.  
2.
Supplementary materials may be given throughout the course. Other reading assignments will be obtained from outside sources.

COURSE CATALOG DESCRIPTION:  What is marketing?  
Marketing involves understanding the changing wants of individuals and organizations, the development and distribution of goods and services to meet those wants, and the maintenance of satisfactory customer relationships.  It includes all the activities necessary to get goods and services from the producer to the consumer.  This course gives students an opportunity to participate in an analysis of marketing strategies and the evaluation and control of marketing programs.  This course will introduce students to marketing and marketing concepts such as: creating customer relationship and value through marketing, developing successful marketing strategies, market research (consumer and external environment), marketing ethics and social responsibility, understanding organizations and buyers (buyer behavior) and markets (targeting marketing opportunities),  identifying and targeting market segments, developing satisfying marketing opportunities, managing products/services/brands, integrated marketing communications, and global marketing.  The course examines the nature and scope of marketing principles to provide students with a brief overview of a marketing major course of study.   

COURSE LEARNING OUTCOMES

CLO1 Demonstrate appropriate domain knowledge - Demonstrate an accurate understanding of key terminology and frameworks in marketing through the development of a marketing plan.

CLO2 Apply appropriate domain knowledge in practical business applications - Apply principles of consumer behavior to create value through strong brands for products and services in the analysis of customers as part of the development of a marketing plan.

CLO3 Critical thinking - Create a marketing plan by accurately analyzing customers and competition, describing the use of STP, defining the marketing mix, explaining how marketing contributes to the strategic objectives and long-term growth of the firm.

COURSE OBJECTIVES

The goal of this course is to help students to learn and be able to carry out the process of strategic marketing oriented decision making under “real world” conditions of uncertainty.  By the conclusion of the course, students should have the foundation to recognize actual strategic marketing problems and solutions by integrating text material into real world situations and class discussions.  Class discussions of real world organizations are utilized throughout the course to stimulate interest in the text material.
TOPICS COVERED

Key aspects of strategic marketing management are covered in this course and students will engage in several primary activities.

1. Examine the nature and scope of marketing management.

2. Understand how to capture marketing insights and connect with customers.

3. Develop an understanding for building strong brands for both products and services.

4. To learn marketing mix and promotion mix strategy.
5. To become familiar with the elements of successful long-term growth.

Common Body of Knowledge

Areas covered include:  written and oral communication, computer usage, quantitative analysis, financial analysis, consumer behavior, as well as global, ethical, social, legal, environmental, technological and demographic topics.

CELL PHONES/LAPTOPS/COMPUTERS/TABLETS ETC.

Please turn off all beepers, pagers, cell phones, laptops and any other electronic devices prior to coming to class.  In the event of a legitimate emergency (e.g. pregnancy, child/parent illness etc.) you may use a beeper, pager or phone with permission from the professor.  During class please refrain from texting, using laptops and any other devices that are distracting to other students.  Note taking is acceptable assuming it can be done quietly without distracting other students.  Otherwise using laptops is strictly forbidden!  The class needs your full attention!  We cannot engage in worthwhile discussions about marketing strategy while various students in the class are using laptops often for non-academic purposes.
DISABILITY RELATED ACCOMODATIONS

Baldwin Wallace University is committed to providing all students equal access to learning opportunities.  Disability Services for Students (DSS) is the campus office that works with students who have disabilities to provide and/or arrange reasonable accommodations.  Students who have, or think they may have a disability (e.g. mental health, attentional, learning, vision, hearing, physical or systemic) are invited to contact DSS to arrange a confidential discussion at 440.826.2147 or disability@bw.edu.  Additional information about how to Get Connected with DSS is available at:  https://my.bw.edu/Campus-Life/Services/Disability/Pages/Get-Connected-with-Disability-Services-for-Students-.aspx.
Link to Institution’s Sexual Misconduct Policy & Title IX:  The University policy on Sexual Misconduct can be found at https://www.bw.edu/Assets/Offices/Diversity/sexual-misconduct-policy.pdf 
ASSIGNMENTS

All written assignments must be typed, double space, using 12 pt. font size and standard margins. The preferred font type is Times Roman and it should be formatted to Microsoft Word.  All assignments must be submitted by due dates.  There is no provision for late assignments except for legitimate reason such as medical emergency. Any late assignments and/or exams not turned in on the due date will receive a zero grade.  If the late assignment is the final exam the student will receive an F in the course.  In preparing for written essay exams you must re-type each exam question verbatim followed by your complete response.  Sending the professor an email with an assignment as an attachment will not be accepted unless there is prior agreement between the student and professor.  
MARKETING STRATEGY PROJECT

Each student will prepare a comprehensive, typed, marketing strategy project.  The project includes a SWOT analysis, a recommended target market and an explanation of the marketing mix including product, price, promotion and place.  Your product or service must be a new product/service that you create.  This is your chance to be creative!  You can pick any product/service and develop a marketing strategy plan that includes six critical sections:  1) identification and summary of your target market, 2) a SWOT analysis, 3) a complete description of the product, 4) the recommended price of the product, 5) an explanation and rationale of how you would promote the product, 6) how the product would be packaged, and 7) where the product would be available (place).  This project is designed so that students can demonstrate their understanding of critical course content.  Your project must not exceed ten-twelve typed pages in length.  Late projects will not be accepted under any circumstances.       
CURRENT MARKETING ARTICLES

Students will be preparing four brief current topic articles throughout the course according to their assigned letter ranging from A to D.  The date your article is due is shown on the course schedule.  The sources of these current articles are well-known business publications such as Forbes, Business Week, Fortune, The Wall Street Journal, Entrepreneur etc.  Appropriate Internet sources are also acceptable.  The purpose of each article is to demonstrate your understanding of text material.  Each of the articles will be worth 25 points for a total of 100 points.  The critique must be typed and not exceed two pages in length.  You must turn in a copy of your article with your two page critique.  Late articles will not be accepted under any circumstances.  Faxed or email articles will not be accepted.  Your critique should address these questions:  1) brief one paragraph summary of the article content, 2) a summary of how your article relates to the assigned text material, 3) what impact does this have on marketing, and 4) any other points you may want to raise.

PERFORMANCE EXPECTATION

It is imperative that you thoroughly read through the material and comprehend any other assigned reading materials before coming to class.  Thorough analysis of material assigned for class discussion is expected and class participation is essential.  Your lack of preparation will negatively affect your final grade.
GROUP DYNAMICS/ CONFLICTS RESOLUTION (If groups are used in the course)
To achieve optimal outcomes in the course, students must carry their individual shares of work on team assignments and projects.   As in the business world, there may be conflicts or differences in opinion and students are encouraged to resolve them on their own and work out a synergetic plan that best suits every member of the group.
ATTENDANCE POLICY

Please take this course only if you intend to be present for all class sessions and to arrive on time.  Everyone should take class meetings as professional commitment, and therefore, only two classes can be missed for legitimate reason.   If you foresee missing more than two class meetings, please drop this class and take it another semester when your schedule can better accommodate the course schedule.  Regular attendance will be used to benefit the student in borderline grade cases. 
RETENTION OF STUDENT WORK FOR PORTFOLIOS

For pedagogical purposes, the professor reserves the right to retain either the original or photocopy of any student’s test, written assignment, paper, or similar work submitted for this course.  Students’ names will be deleted from any retained items.

POLICY ON PLAGIARISM

Academic honesty is expected at all times.  Academic dishonesty includes claiming someone else’s work as your own (e.g. plagiarism), seeking an unfair advantage over other students in taking a test or fulfilling an assignment, and fraud.  Any offense will result in a zero or grade of F for the exam or assignment in question and may result in failure of the course.  Infractions will be reported to the student’s advisor and to the Associate Provost.   

Cheating in any form is considered a particularly disgusting and reprehensible behavior and will be dealt with in the most severe manner possible.  If I catch you cheating (and I will!) I will pursue you with a level of perseverance that will make the terminator look like a quitter!  Cheating is a demeaning behavior that insults yourself, your fellow students, your instructor, and your school.

Plagiarism includes (but is not limited to):

1. Using notes or other material during a closed book exam.

2. Looking at and/or using someone else’s answers to write your own answers for an exam.

3. Taking, verbatim, sentences and/or paragraphs from some other source and calling it your own work (this includes information of any sort from websites).

4. Paraphrasing some other source and calling it your own work (this includes information of any sort from websites).

5. Not fully contributing to a group project as a group member but taking full credit for the group’s effort.

6. Taking a project from some other class and handing it in for this class.
7. Using any form of artificial intelligence (AI) including ChatGPT. 

GRADING

Final grades will be determined as follows:

Description



Percentage

Points

Grades

Exam 1




     16.5%

  100

A=540+

Exam 2




     16.5%

  100

B= 480-539

Exam 3




     16.5%

  100

C= 420-479

Exam 4




     16.5%

  100

D= 360-419

Current Marketing Articles

     
     16.5%

  100

F= Below 360

Marketing Plan Project


     16.5%

  100
Total 




  600







	


TENTATIVE CLASS SCHEDULE

	Week
	Topics Covered
	Readings

	Week 1
	1/14-1/16
	 Course Introduction, 

Chapter 1 – Defining Marketing for the 21st Century
	Read Ch 1-3

	Week 2
	1/21-1/23
	Chapter 2 – Developing Marketing Strategies and Plans

Chapter 3 – Social and Mobile Marketing
	Read Ch 4-5

A, B

	Week 3
	1/28-1/30
	Chapter 4 – Marketing Ethics

Chapter 5 – Analyzing the Marketing Environment
	Review for Exam 1

C, D

	Week 4
	2/4-2/6
	Exam 1 Review
Exam 1 – Chapters 1-5
	Read Ch 6



	Week 5
	2/11-2/13
	Chapter 6 – Consumer Behavior


	Read Ch 7-8

A, B

	Week 6
	2/18-2/20
	Chapter 7 – Business-To-Business Marketing  

Chapter 8 – Global Marketing 
	Read Ch 9-10

C, D

	Week 7
	2/25-2/27
	Chapter 9 – Segmentation, Targeting, and Positioning

Chapter 10 – Market Research
	Review for Exam 2

	Week 8
	3/4-3/6
	Exam 2 Review
Exam 2 – Chapters 6-10
	

	Week 9
	3/11-3/13
	Spring Break – No Classes


	Read Ch 11

	Week 10
	3/18-3/20
	Chapter 11 – Product, Branding, and Packaging Decisions
	Read Ch 12-13

A, B

	Week 11
	3/25-3/27
	Chapter 12 – Developing New Products

Chapter 13 – Services:  The Intangible Product   
	Read Ch 14-15

C, D

	Week 12
	4/1-4/3
	Chapter 14 – Pricing Concepts For Establishing Value

Chapter 15 – Strategic Pricing Methods
	Review for Exam 3

	Week 13
	4/8-4/10
	Exam 3 Review
Exam 3 – Chapters 11-15
	Read Ch 16-18

	Week 14
	4/15
4/17
	Chapter 16 – Supply Chain and Channel Management
Chapter 17 – Retailing and Omni-channel Marketing
Chapter 18 – Integrated Marketing Communications
	Read Ch 19-20
A, B

	Week 15
	4/22-4/24
	Chapter 19 – Advertising, Public Relations, and Sales Promotions

Chapter 20 – Personal Selling and Sales Management
	Review for Exam 4
C, D

	Week 16
	4/29
5/1
	Marketing Plan Projects Due
Exam 4 – Chapters 16-20 
	


This syllabus does not constitute a contract.  In order to preserve the integrity of the course the instructor reserves the right to change this syllabus and will make every effort to notify students of any changes as quickly as possible.

Baldwin-Wallace University
Department of English

Workshop in Exposition

Distinguishing Qualities of A Papers

1. Superior content in support of a perceptive thesis.

2. Clear, coherent, and concrete development of thought and markedly effective organization.

3. Distinction in style—precise diction and a high degree of fluency and variation in sentence structure.

4. Practically no errors in grammar and mechanics 

The A paper is superior in thesis and content, distinctive in style, and free of errors in grammar and mechanics.

Distinguishing Qualities of B Papers

1. Sound thesis and content.

2. Effective organization and coherent development of thought

3. Precise diction and fluent and varied sentence structure.

4. Few and mostly minor errors in grammar and mechanics.

The B paper is sound but not superior.

Distinguishing Qualities of C Papers

       1.         Satisfactory thesis and content.
       2.         Competent organization and coherence with a reasonable if not wholly successful plan.
 3.
     Adequate style with clear statements and some variety in sentence structure and length.

 4.
     Relatively few errors in grammar and mechanics.

The C paper is competent but average.

Characteristic Weaknesses of U and F Writing

1. Weak content in support of an imprecise or confused thesis.

2. Unsatisfactory progression of thought, no discernible plan of organization, and inadequate development of topics and sub-topics.

3. Imprecise diction, awkward or unclear sentence structure, and excessive short simple or long disjointed sentences.

4. Numerous errors in grammar and mechanics.

The U paper is unsatisfactory in content, organization, development, or grammar and mechanics. The F paper is outstandingly deficient in one or more of these.










Name_______________________

Get ready to work hard and play hard!  If you have read this far in the syllabus, you are already on the right track.  If you would like to receive 10 extra credit points, answer the following questions and turn in this quiz before midnight Saturday, January 18th, 2025.  Email delivery is acceptable for this quiz.  Make sure you put your name at the top of your paper.  Late papers will not be accepted under any circumstances.

1. How old is the Marlboro man (the brand)?

2. What company said “The Quality Goes in Before the Name Goes On?”

3. What company said “We Run the Tightest Ship in the Shipping Business?”

4. What year did Coca Cola introduce New Coke?

5. What advertising agency developed Tony the Tiger and Charlie the Tuna?

6. RBY’s favorite wine is?   a). White

b). Red
7. How old is the Pillsbury Doughboy?

8. What do the letters J & B stand for in the famous brand of scotch whiskey?

9. When you think of the Internet, what company name immediately comes to mind?

10. What do the letters of the brand S.O.S stand for?
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