BASIC MARKETING
Spring 2025
University of Missouri-St. Louis
Professor:
Dr. Daniel Grossman
Office: 
Anheuser-Busch Hall - Office 214
Phone: 
716-803-5074
Email: 
DGTDC@umsl.edu (the best way to reach me)

Class time:
The class is blended course. Approximately 50% of the class will be in-person in classroom Clark Hall 00317 from 11am-12:15pm. The other half of the course will be posted online and asynchronous (which means you can watch lectures and complete classes on your own schedule). There will be 2 classes posted each week.  
Virtual Office hours: 1:30pm-3:30pm CST Tuesday. These office hours will be re-occurring throughout the semester. You can join either by 1) clicking this link https://umsystem.zoom.us/j/98646873378 or 2) coming into ABH Office 214 in person.
Office hours by appointment: Importantly, if those virtual office hours are not convenient for you, I would be more than willing to meet with any of you in my office or via Zoom at a time that works around your schedule. I know most of you have very busy schedules, I’m able to make time on most weekends as well as after 5pm on weekdays so please do not hesitate to reach out, I am here for you.

Blended class- The first class of the week will take place at 11am-12:15pm in ABH 00106 on Tuesday. The second class of the week will typically be posted by 1pm Thursday. Both classes are equally pertinent. You can go through the online classes on your own time, but please make sure you go through the posted online class before the next in-person class. The classes very much build off each other so please be sure to go through them in order. Please keep up with the schedule and do not fall behind or you will likely fail the course.
Strongly recommend* tEXTBOOK
Principles of Marketing: Kerin, Hartley, Rudelius, McGraw-Hill Irwin. 11th, 12th, 13th, 14th, 15th, or 16th edition is acceptable.
I chose this textbook for 2 reason: 

1) It does an excellent job at covering all the material we will discuss in class in a way that is concise and easy to understand.
2) Affordability. You should be able to find the older editions (e.g.,. 11th, 12th, 13th) at a very good price online.
*One more side note. The reason the textbook is said to be “Strongly Recommended” and not mandatory is because you will not be tested on anything that we do not specifically cover in our in-person and online classes nor will there be any assignments coming directly from the textbook. So, it’s possible for someone to not purchase the textbook, and still work hard and earn a good grade in the course. That said, with the price of the book being so inexpensive, I strongly recommend purchasing it and reading along with the chapters we cover. It both will help you elaborate on the material we cover (making sure it sticks in your long-term memory which is great both tests/future-jobs) and also have some great supplementary material that will prepare you even further for future marketing courses.
TECHNOLOGY REQUIREMENTS

As a student in a blended course, you are expected to have reliable internet access almost every day.  If you have computing problems, it is your responsibility to address these or to use campus computing labs.  Problems with your computer or other technology issues are not an excuse for delays in meeting expectations, missing tests, and/or missed deadlines for the course.  If you have a problem, get help in solving it immediately.  At a minimum, you will need the following software/hardware to participate in this course:

1.
Computer with an updated operating system (e.g. Windows, Mac, Linux) 

2.
Updated Internet browsers (Apple Safari, Internet Explorer, Google Chrome, Mozilla Firefox)

3.
Ability to navigate Canvas (Learning Management System)

4.
Minimum Processor Speed of 1 GHz or higher recommended. 

5.
DSL or Cable Internet connection or a connection speed no less than 6 Mbps.

6.
Media player such as VLC Media Player.

7.
Adobe Flash player (free)

8.
Adobe Reader or alternative PDF reader (free)

9.
A webcam and/or microphone is highly recommended.
COURSE OVERVIEW
MKTG 3700 is a 3-credit principles course covering fundamental principles of marketing for undergraduate students.  Topics include strategic marketing planning, market and customer analysis, product development, pricing, distribution, and promotion.  The principles learned in this course can ultimately be applied to a multitude of industries and settings, and will provide you with the fundamental vocabulary and conceptual skills necessary for continuing the study of business and marketing in advanced courses.

COURSE OBJECTIVES
The main objective of this course is to help students achieve basic “marketing literacy”.  Upon successfully completing the course, students should be able to:

1. Explain a variety of marketing concepts and demonstrate an understanding of marketing- specific vocabulary.

2. Recognize and describe the application of marketing concepts to various businesses and organizations.

3. Describe how various social, political, legal, economic, and cultural factors affect marketing in local, national, and global settings.

4. Critically evaluate the role that marketing plays in the economy.

5. Understand the social and psychological forces that shape consumer behavior.

6. Explain the importance of ethics in business and marketing, and describe the judgmental pitfalls that can lead good people to act unethically.

Course Description directly from UMSL course catalog: 

Prerequisites: ECON 1001, junior standing and a minimum overall GPA of 2.0. An examination of the character and importance of the marketing process, its essential functions and the institutions performing them. Attention is focused on the major policies (such as distribution, product, price, and promotion) which underlie the multifarious activities of marketing institutions and the managerial, economic, societal implications of such policies.
Course Schedule:
This class is asynchronous. A detailed course schedule can be found on the next few pages.

Please:

1. Review this schedule in detail at the beginning of the semester

2. Save it (or print it out) so you can reference it throughout the semester.
3. Reach out to me with any questions/concerns regarding the schedule ASAP. I’ve done my best to format it in a way that will be easy for everyone to understand, but if anything is unclear, please reach out to me.
*Importantly, all tests are in the color blue and times when assignments are due are italicized in green*\
[[[[[Module 1]]]]]]
Week 1: January 21-January 26

Tuesday in-person: 

-Syllabus/Course introduction

-Student introductions

-What is marketing? (mini-class)

Posted Thursday online: 

-Leave test comment on VoiceThread to make sure you can access the online portion of the class moving forward

Week 2: January 27-February 2
Tuesday in-person: 

-Chapter 1: Creating Customer Relationships and Value Through Marketing

-Introduce & Discuss Assignment 1/5: Designing a Candy Bar, which is due February 5th (Wednesday) at 11:59pm

Posted Thursday online:

-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
[[[[[Module 2]]]]]]
Week 3: February 3-Febraury 9
Tuesday in-person: 

-Chapter 2: Developing Successful Marketing and Organizational Strategies

Relevant due date: Assignment 1/5: Designing a Candy Bar is due on Wednesday February 5th at 11:59pm
Posted Thursday online:

-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
Week 4: February 10-February 16
Tuesday in-person: 

-Chapter 3: Scanning the Marketing Environmen, 

-Introduce & Discuss Assignment 2/5: Marketing Yourself requirements, which is due February 19th (Wednesday) at 11:59pm

Posted Thursday online: 

-Study guide for EXAM 1 is posted, recommend begin reviewing notes for exam 1
-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
[[[[[Module 3]]]]]]
Week 5: February 17-February 23

Tuesday in-person: 
-Chapter 4: Ethical & Social Responsibility in Marketing

Relevant due date: Assignment 2/5: Marketing Yourself DUE February 19th (Wednesday)
Posted Thursday online: 

-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
-EXAM 1 due by February 24th 11:59pm– Chapters 1-4 (all material covered in-person and online is test-able content)

Week 6: February 24-March 2

Tuesday in-person: 

-Chapter 5: Consumer Behavior
-Discuss Assignment 3/5: Case X, which is due March 5th (Wednesday)

Posted Thursday Online:

-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
-A chance for me to learn about what you’re most interested in the realm of marketing and soliciting course feedback
[[[[[Module 4]]]]]]
Week 7: March 3-March 9

Tuesday in-person: 
-Chapter 8: Marketing Research

Relevant due date: Assignment 3/5: Case X due March 5th (Wednesday)
Posted Thursday Online:

-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread

Week 8: March 10-March 16

Tuesday in-person: 
-Chapter 9: Market Segmentation, Targeting, & Positioning 

Posted Thursday Online:

-Study guide for EXAM 2 is posted, recommend begin reviewing notes for exam 2
-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
 [[[[[Module 5]]]]]]
Week 9: March 17-March 21

Tuesday in-person: 
-Chapter 10: Developing New Products & Services 

Posted Thursday Online:
-EXAM 2 due by March 31st 11:59pm [although strongly recommend taking before spring break] – Chapters 5, 8, 9, and 10 (all material covered in-person and online is testable content)

-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
Week 10 March 22 – March 30

*****Have a Stellar Spring Break!*****

[[[[[Module 6]]]]]]
Week 11: March 31-April 6
Tuesday in-person: 

-Introduce Marketing in the News - Group assignment (to be presented May 6th)
-Choose groups

-Class time to work on assignment

Posted Thursday Online:

-Nothing will be posted online this week to give y’all time to focus on dividing up group activities

Week 12: April 7-April 13

Tuesday in-person: 
-Chapter 11: Managing Successful Products, Services, & Brands

-Introduce & Discuss Assignment 4/5: Case Y due April 16th (Wednesday)

Posted Thursday Online:
-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
[[[[[Module 7]]]]]]
Week 13: April 14-April 20

Tuesday in-person: 
-Chapter 13&14: Pricing

Relevant due date: Assignment 4/5: Case Y due April 16th (Wednesday)
Posted Thursday Online:
-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
Week 14: April 21-April 27

Tuesday in-person: 
-Chapter 15: Marketing Channels & Product Liability

-Introduce and Discuss Assignment 5/5: Case Z due April 30th  (Wednesday)

Posted Thursday Online:
-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread

-Study guide for EXAM 3 is posted, recommend begin reviewing notes for exam 3
 [[[[[Module 8]]]]]]
Week 15: April 28-May 4
Tuesday in-person: 
-Chapter 18: Advertising, Sales Promotion, & Public Relations
Relevant due date: Assignment 5/5: Case Z due April 30th  (Wednesday)

Posted Thursday Online:
-Review VoiceThread wrapping up this chapter and participate if there are any relevant activities embedded in the VoiceThread
Week 16: May 5-May 11
Tuesday in-person: 

-Marketing in the News – Group Presentations
Posted Thursday Online:
-EXAM 3 due by May 13th 11:59pm – Chapters 11, 13, 14, 15, & 18 (all material covered in-person and online is testable content)

Generative AI statement:

To maintain academic integrity, you must disclose any AI-generated material you use and properly attribute it, including in-text citations, quotations, and references. You will be responsible for verifying any information obtained through generative AI. The professor will be double checking generative AI programs and will be familiar with what content they develop for each assignment. If you use a generative AI tool in an assignment, you are required to include the following statement: “The author(s) would like to acknowledge the use of [Generative AI Tool Name], a language model developed by [Generative AI Tool Provider], in the preparation of this assignment. The [Generative AI Tool Name] was used in the following way(s) in this assignment [e.g., brainstorming, grammatical correction, citation, which portion of the assignment].”
GRADING
Exam 1 





100

Exam 2





120

Exam 3





130
Five Assignments (20 points each) 


100
Marketing in the News Group Presentation

100
Participation       
 


 
50
If you want to discuss your grades, you will need to come see me (via Zoom or in-person).  There will be no discussion of grades via email, unless it involves a simple bookkeeping or numerical mistake.  

OVERALL COURSE GRADES

Letter grades for this course will be assigned as follows:

Letter Grade

Points Earned


A

558-600

A-

540-557.99

B+

522-539.99

B

498-521.99

B-

480-497.99

C+

462-479.99

C

438-461.99

C-

420-437.99

D+

402-419.99

D

378-401.99

D-

360-377.99

F

Below 360
If you miss a cutoff, please do not e-mail me to ask that I change your grade.  I will sympathize with you, but I cannot change the grade.  With 12 different possible letter grades, there will always be people near a grade cutoff.  No course grades will be adjusted unless there is a bookkeeping or numerical error.
HOMEWORK ASSIGNMENTS

Two of the homework assignments will be based on material that has been recently covered in class.  It is your chance to apply the concepts that you have learned in class and in your textbook readings.

The other three homework assignments are cases.

It is one thing to read a textbook and attend lectures.  But in the real working world you will rarely be given exams.  Instead, typically jobs in business will require that you analyze various business situations and make decisions based on your training, background and experience.  You are then evaluated on your performance.

To give you some experience making these types of decisions, this course has a case analysis component. This will require that you understand the text and lecture material, and then apply your knowledge to the assigned cases. You will be evaluated on your thoroughness and thoughtfulness of your responses. The requirements of your cases will be communicated to you in class approximately one week before it is due.


The assignments must be via Canvas (not via email) on or prior to the due date.  To be fair to other students in the class who turn in their work on time, late submission of a specific assignment will result in a 20% (5 points) reduction in its grade. An additional delay will lead to a further 10% (2 points) deduction for each day the assignment is late.

The cases must be typed.  If they are not typed, you will earn a penalty of 50% (10 points).  

The case assignments are to be done individually. You may not work on these cases in groups. Anti-plagiarism software will be in use. Any cases found to be significantly similar to cases done in the past, or other cases done this semester, will receive a grade of F as well as reported to Academic Affairs. 
PARTICIPATION

To obtain participation points (which accounts for 50 points of your final grade) you must do all of the following:
A. Attend every scheduled in-person class

B. Participate in in-person class discussions.

C. Review the online VoiceThread wrapping up each chapter (posted the Thursday after each class) and participate if there are any relevant activities embedded in the VoiceThread 

D. In several of the class slideshows, I will have a “short activity” in the middle or at the end of class to help apply some of the abstract concepts we are learning about. It is important you are engaged and complete the activity by leaving a voice thread comment (either text, video, or voice comment). 
To earn all participation points you should try to do A. at least once a week. And always complete B. when the opportunity arises. If any of this is unclear, please ask me right away because participation points should be easy, and if you forget (or do not know how) to participate the first 12 weeks of the semester, your grade will hurt. Really hope everyone gets the full 50 points here! 

In order to earn participation points, you must participate within 4 weeks of the date the class is posted. (I.e., if you do not participate at all and then go back and add comments in every class on the last day of the semester; you will not earn full participation credit like someone who has been participating consistently all semester). Participation points will be determined based on participation up until the final exam and will not be able to be earned after the final exam's due date.
EXAMS 

There are three exams for this course.  The exams will be in the multiple-choice format. Exams will be posted online and will have a very strict time limit. Barring an EMERGENCY, you MUST take the exams on the exam dates or you will receive a zero (0). Please note the dates of the exams now in the course schedule above. A true emergency is very rare. If one does occur, we will discuss it at that time. Lastly, before you take the exam please make sure your internet is secure and your computer/laptop is properly set up. Computer or internet issues will not be granted as an excuse to re-take an exam. No makeup exams will be scheduled unless satisfactory documentation proving unavoidable circumstances is submitted.  An unavoidable circumstance is defined as a documented medical emergency or a documented family emergency.
Marketing in the News – Group Presentations
Detail about this group presentation to be introduced the class after Spring Break. Presentations will take place May 6th.
Grade Changes. I am not in the habit of changing grades unless I’ve made a math error. If you feel that you have been graded unfairly, please make a written case (via email to DGTDC@umsl.edu) for why you feel the grade is wrong (i.e., why your answer should be correct) and submit it to me within two class periods after the assignment or test was returned. I will NOT change a grade if you just come to me (in my office or virtual office hours) and verbally complain. If you submit a written appeal, I do not promise to change your grade, but I promise to consider your appeal carefully and fairly.

Exam Extra Credit.  Each student has the opportunity to raise one of the first two exam scores up to a score of 70%. The rules for this procedure are:

1. 
The student submits a typewritten paper at least two weeks before the next scheduled exam (see course syllabus for exam dates).

2. 
The paper must show an ability to "elaborate" the material covered on the exam on which you are raising your grade. To accomplish this elaboration you should:


(a) 
Select concepts from the book or class that were covered on the exam.


(b) 
Define the concept in your own words in one or two sentences.

     
(c) 
Provide one or two examples from your own life (or life experience) that demonstrate the concept. Be sure to explain in detail how your example demonstrates the chosen concept.

3. 
Normally the definition and elaboration of a concept takes one paragraph, so you can expect to define and elaborate about 2 - 3 concepts per typed page.

4.
Students receive four points per page added to their exam score, assuming the material you submit is accurate, meaningful, and in your own words.

5.
You may select any concepts you wish, but try to choose the more important ones.

6.
Be sure to turn the paper in at least two weeks before the next scheduled exam --- no exceptions. 
E-MAIL GUIDELINES

The best way to contact me is via e-mail: dgtdc@umsl.edu
As a general rule, your e-mails will be answered within 48 hours. However, please allow for 72 hours for an answer to your e-mail. If you wait until the last minute to contact me, it is unlikely that I will respond back to you in time.  Please do not wait until the last minute and expect that I can help you. You need to plan in advance.
Time Requirements:
This is an active blended course that requires 3 hours of your time each week in addition to the time it takes you to read the required materials, watch the videos, and complete the assignments. That means that you need to plan to spend a minimum of 6 hours every week (up to 9-10 hours a week) on activities related to this course. If you would like to explore how the online Canvas activities work, please consult the Online Canvas Overview course in Canvas where you can practice posting to a discussion board, take a practice quiz and more. If you are worried about your preparedness, consider taking the Online Readiness Survey to help decide if an online course is right for you.

STUDENT RESOURCES

Access, Disability and Communication 

Your academic success is important. If you have a documented disability that may have an impact upon your work in this class, please contact Disability Access Services (DAS) immediately. Students must provide documentation of their disability to the office of Disability Access Services in order to receive official University services and accommodations. The staff is available to answer questions regarding accommodations or assist you in your pursuit of accommodations. Information about your disability is confidential. Once DAS reviews your medical documentation, they will provide you with the information and steps to inform me about the accommodations to which you are entitled. Your accommodations will begin as soon as we discuss your approved accommodations. 

· 144 Millennium Student Center (MSC)
· Phone: (314) 516-6554
· Email: Tara Cramer, cramert@umsl.edu
· Website: http://www.umsl.edu/services/disability/
Office of International Students and Scholar Services
If you have difficulty communicating in English with the instructor of this course, contact ISS.

· 362 Social Sciences & Business Building (SSB)

· Phone: (314) 516-5229 
· Email: iss@umsl.edu 

· Website: http://www.umsl.edu/~intelstu/contact.html 

Student Enrichment and Achievement 
SEA provides comprehensive support and intervention strategies that support your road to graduation! 
· 107 Lucas Hall

· Phone: (314) 516-5300
· Email: umslsea@umsl.edu 

· Website: https://www.umsl.edu/services/sea/ 
Office of Multicultural Student Services (MSS) and the University Tutoring Center (UTC)

MSS provides comprehensive student retention services to diverse student populations; through their tutoring center, the MSS offers comprehensive tutoring services free to students at UMSL.

· 225 Millennium Student Center (MSC)
· Phone: (314) 516-6807

· Email: multicultural@umsl.edu
· Website: https://www.umsl.edu/~mcraa/index.html 

More Student Resources are on the Learning Resource Lab website. 


Technical Support

Online Mentor Program
Online education requires different teaching, learning, and technology skills than those found in traditional face-to-face classes. We assist students with the online technology in Canvas and provide resources for studying and success in online classes.

· 598 Lucas Hall

· Phone: (314) 516-4211

· Email: onlinementor@umsl.edu 

· Website: http://www.umsl.edu/services/ctl/studentsupport/omp.html 

Canvas
If you have problems logging into your online course, or an issue within the course site, please contact the Technology Support Center:   

· Phone: (314) 516-6034
· Email: helpdesk@umsl.edu
· Website : http://www.umsl.edu/technology/tsc/
If you are having difficulty with a technology tool in Canvas, consider visiting the Canvas Student Guides, which has overviews of each tool and tutorials on how to use them. 

If you continue to experience problems or just have questions, you can also contact the Learning Resource Lab: 

· Phone: (314) 516-6704

· Email: lrl@umsl.edu 

· Website: http://www.umsl.edu/technology/lrl/ 

VoiceThread

· Online Contact Form:  https://voicethread.com/support/contact/
· Website: https://voicethread.com/howto/

Academic Support

The Writing Center 
At the Writing Center, students collaborate with consultants on their writing. Students can make appointments to meet with writing consultants on campus, or to work online. Consultants work with lots of writing concerns: bigger issues such as clarity, developing ideas, and organization—or with other concerns such as grammar and academic citation. Students can also access more resources, including Turnitin, by enrolling into the Writing Center Canvas site.  

· To find the WC course, click on Courses(All Courses. Then click to join the course

· Location: 222 Social Sciences and Business Building (SSB)

· Website: https://www.umsl.edu/~umslenglish/Writing Center/
· Appointments: https://umsl.mywconline.com
Math Academic Center (Math Lab)
The Math Academic Center offers free individual assistance on a walk-in basis to students needing help with any mathematics from basic math through calculus or any course involving mathematical skills. 
· 222 Social Sciences and Business Building (SSB)

· Website: http://www.umsl.edu/mathcs/math-academic-center/
GENERAL INFORMATION

Communication
The best way to reach me outside class is via email. I access my email many times a day. I basically don’t use my office phone. If you cannot attend my officially scheduled office hours, you can also always email me to set up an appointment at a different time that works with your schedule. 

I will use Canvas email system and UMSL email system to contact you individually or as a group about the class (e.g., changes in the syllabus, assignments, etc.). It is your responsibility to make sure that emails sent via Canvas can reach you at an email address you check on a regular basis.

Academic Dishonesty & UMSL Honor Code
· You are responsible for being attentive to and observant of University policies about academic honesty as stated in the University’s Campus Policies and Code of Student Conduct found in the UMSL Bulletin

· Academic dishonesty is a serious offense that may lead to probation, suspension, or dismissal from the University. One form of academic dishonesty is plagiarism – the use of an author's ideas, statements, or approaches without crediting the source. Academic dishonesty also includes such acts as cheating by using any unauthorized sources of information and providing or receiving unauthorized assistance on any form of academic work or engaging in any behavior specifically prohibited by the faculty member (e.g., copying someone else’s answers on tests and quizzes). Unauthorized possession or distribution of academic materials is another type of academic misconduct. It includes the unauthorized use, selling or purchasing of examinations or other academic work, using or stealing another student’s work, unauthorized entry or use of material in a computer file, and using information from or possessing exams that an instructor did not authorize for release to students. Falsification is any untruth, either verbal or written, in one’s academic work. Facilitation is knowingly assisting another to commit an act of academic misconduct. Plagiarism, cheating, and falsification are not acceptable.
· All instances of academic dishonesty will be reported to the Office of Academic Affairs who will determine whether you will appear before the Student Conduct Committee for possible administrative sanctions such as dismissal from the university.  The instructor will make an academic judgment about the student’s grade on that work in this course.  The campus process regarding academic dishonesty is described in the “Policies” section of the Academic Affairs website
The University of Missouri-St. Louis encourages students to pursue excellence within a respectful and collegial environment and to assume responsibility for the consequences of personal actions. For that reason the university requires students to reject any type of dishonest behavior.
Honesty precludes seeking, providing, or receiving any form of unauthorized assistance on tests or any type of assignment. It requires giving credit through appropriate citation to the author of materials used in written or oral assignments.

The full Student Standard of Conduct is available on the Web and in the student planner. By registering for a class at UMSL, students agree to follow this standard of integrity.

Title IX Policies

In adherence to the policies of Title IX and to promote a safe and secure educational environment, it is strongly recommended statements similar to those below be added to your course syllabus:

Mandatory Reporting: Under Title IX, all UMSL faculty, staff, and administrators (with limited exception) are obligated to report any incidents of sexual harassment, sexual misconduct, sexual assault, or gender discrimination to the Student Affairs office and/or other University officials. This ensures that all parties are protected from further abuses and that victim(s) are supported by trained counselors and professionals. Note: There are several offices at UMSL (e.g., Counseling Services, Health Services, Community Psychological Service, Center for Trauma Recovery, and Student Social Services) whose staff are exempt from Title IX mandated reporting, when the information is learned in the course of a confidential communication.

