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Principles of Marketing


Instructor:

Michael T. Elliott, D.B.A.
314-516-5832
melliott@umsl.edu
Office – 234 express Scripts Hall 

		
Welcome

Welcome to MKTG 3700, Principles of Marketing.  This course is designed to be a survey course of the marketing field that will prepare you to tackle more specialized coursework in marketing (e.g., consumer behavior, digital marketing, international marketing, marketing research) and provide you with an overall understand of the role of marketing in the modern organization.  I’m extremely excited to offer this course in an online format.  While it may never surpass a traditional face-to-face setting when it comes to the “human factor” and the spontaneous exchange of ideas, it does offer the type of structure that many of you will find rewarding.  

My Teaching Philosophy 

I view my role as your instructor as both an opportunity and a challenge.  Marketing is one of the most dynamic fields of study.  It’s greatly affected by our changing society and the ever-evolving marketing ecosystem (e.g., technology, legal, economic, consumption habits).   This is further complicated by the different career orientations of students in the course.  Some of you are building a career in the field of marketing and want to be exposed to the latest marketing analytic tools.  Others student such as accounting or finance, for example, want to understand the role of marketing in their organization and be comfortable with marketing terminology and how to use marketing information.  Therefore, the challenge for me is to find the proper balance. 

I believe students who successfully complete this course should have a strong conceptual understanding of key concepts in marketing such as market segmentation, product differentiation, channel management, digital marketing, and strategic planning.  I want to place the student in the role of the marketing manager who must interpret marketplace data and implement marketing strategies.  Successful students should be able to appreciate the diversity of marketing organizations (e.g., profit, non-profit, governmental) and how they view their customers.  Finally, successful students should have a keen understanding and appreciation of the diverse consumer and business markets across different industries.

In delivering this course, I want to promote a positive atmosphere where you are called upon to discuss questions, but mistakes are treated as opportunities to explore misconceptions, not as a reflection of a student’s abilities.  I want this course to be a window on the world.  Almost any event you can link to the marketing world.  We’ll use case studies, current events, key marketing articles, and even explore marketing plans to understand best marketing practices. My hope is that this course will ignite a curiosity that will lead to a lifetime appreciation of marketing.






Required Texts
Principles of Marketing, 19th edition, Phillip Kotler, Gary Armstrong, and Sridhar Balasubramanian. Hoboken, NJ:  Pearson Prentice Hall.  (Student Access to MyMarketingLab with Pearson eText)
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Time Requirements:
If this course were offered on campus, you’d be in class 2.5 hours/week plus travel time. The online version is no different in terms of expectations for your involvement. This is an active online 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, consult the Online Course Overview course in Canvas where you can practice posting to a discussion board, take a practice quiz and more.

Technology Requirements:
As a student in an online course, you are expected to have reliable internet access almost every day.  Please reach out to your academic advisor or student success network if you need hardware or access to the Internet. If you have computing problems, it is your responsibility to address these through the ITS Helpdesk (helpdesk@umsl.edu) or to use campus computing labs. Problems with your computer or other technology issues are not an excuse for delays in meeting expectations and 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 (Google Chrome or Mozilla Firefox)
3. Ability to navigate Canvas (Learning Management System)
4. Minimum Processor Speed of 1 GHz or higher recommended. 
5. Reliable and stable internet connection.
6. Adobe Reader or alternative PDF reader (free)
7. A webcam and/or microphone is highly recommended.

Academic Policies
Attendance Policies 

· “Present” in class for online courses is determined by participation in an “academically related activity,” i.e. submission of an assignment, virtual discussions or forum postings. The last day of attendance is the last day a student is academically participating in the online course.  
· Documentation that a student has logged into an online class is not sufficient by itself to demonstrate academic attendance. 

Academic Integrity/Plagiarism

If you have a question about an assignment, do not hesitate to contact me for clarification. 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. 
· Plagiarism, collusion, cheating, and falsification may be terms that are new to you and so I want to be completely clear here as to what I mean by these terms.
· Plagiarism:  representing the ideas or work of another as your own, intentionally or unwittingly, without proper, clear, explicit acknowledgement.
· Facilitation/Collusion:  supporting malpractice by another student, for example, allowing your work to be copied.
· Duplication of Work:  presenting the same work for a different assessment.
· Cheating: using, possessing or distributing any unauthorized sources of information (such as previous or existing exams for this course) 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., uploading or using test or online homework questions on study sites such as Chegg.com, using AI tools such as ChatGPT to write without alteration discussion posts or assignments, copying someone else’s answers on tests and quizzes, copying/pasting exam or online homework questions from this semester for your peers or publicly in online forums, stealing another student’s work, and unauthorized entry or use of material in a computer file).
· Falsification: any untruth, either verbal or written, in one’s academic work including presenting fabricated/made up data or presenting someone else’s work as your own. Unless the instructor explicitly states otherwise, it is dishonest to collaborate with others when completing any assignment or test, performing laboratory experiments, writing and/or documenting computer programs, writing papers or reports and completing problem sets.
· Academic dishonesty is a serious offense that may lead to probation, suspension, or dismissal from the University. All instances of academic dishonesty will be reported to the Office of Student Conduct and Academic Integrity in the Division of Student Affairs who will hold an initial conduct meeting and then determine possible administrative sanctions such as a warning, probation, or dismissal from the university.  
· In all cases of academic dishonesty, the instructor shall make an academic judgment about the student's grade on that work and in that course, which shall not be considered a sanction for prohibited conduct under this rule. The instructor shall, consistent with other policies, report the alleged academic dishonesty to the Primary Administrative Officer.
· The use of generative AI tools (such as ChatGPT, DALL-E, etc.) is allowed for tasks like brainstorming ideas, checking for grammar errors, or getting definitions.  Students should disclose when they have used ChatGPT in their work.  ChatGPT CANNOT be used to generate entire essays or answers to assignments without properly citing any information obtained from it.  Finally, students shall not use AI tools during online examinations unless explicitly instructed.  The improper use of AI tools (as outlined above) can result in receiving a failing grade on the assignment. 





Course Description   
Principles of Marketing (MKTG 3700) deals with managerial decision making by placing particular emphasis on assimilating and integrating all forms of marketing communication in the development of promotional policies, plans and procedures. Course approach is analytical rather than descriptive in investigating the areas of advertising, public relations, sales management, packaging and other forms of demand stimulation.  
This course is delivered through a series of online lectures, Mymarketing Lab exercises, case studies, class discussions, and a class project.  It addresses important marketing trends including digital revolution, changing consumer tastes, emerging global markets, consumer analytics, and sales promotion tactics.  Completion of this course will enable students to pursue more advanced topics in the field of marketing.

Learning Objectives 
By the conclusion of this course, students will be able to:
· Describe and explain key marketing concepts related to marketing planning, consumer/business marketing, market segmentation, and the marketing mix
· Understand new technologies and methodologies used in customer insights
· Discuss and analyze the merits of alternative marketing strategies
· Prepare a marketing proposal for a new brand  
· Analyze marketing data and industry information

Instructional Design 

This course will be delivered fully (100%) online.  The course is integrated with the Canvas learning management system where you can gather course information, turn in assignments, take exams, and communicate with me and your classmates.  We will utilize the MyMarketingLab online learning program to enhance your comprehension of course materials.  The course is divided into eight parts (modules).  Each module contains some combination of mini-lectures and MyMarketing Lab assignments (i.e., quizzes, podcasts, interactive marketing cases).  I’ve also designed a semester project in which you design a new brand.  Please review the course schedule to help you plan your studies.

Grade Composition
Grades will be based on the following weights:
Midterm Exam				15%
Final Exam				15%
MyMarketingLab				40%
New Brand Project (Group Assignment)	20%
Lecture Participation			10%	

Grade Assignments:  A = 94% and above; A- = 90-93%; B+ = 87-89%; B = 83-86%; B- = 80-82%; C+ = 75-79%; C = 65-74%; C- = 60-64%; F = Below 60% 


Exams (30% total grade)
During the course, there will be a midterm and a final exam to test your understanding of the subject matter.  The tests will consist of application questions that help assess your understanding of the subject matter.  The midterm and final exams each count 15% towards your final.  To be eligible to complete the exam online, you’ll need a location free from distraction, access to a computer with a webcam (either attached or separate), a microphone, and internet access.
UMSL uses HonorLock for online test proctoring.  HonorLock is a form of automated proctoring, which is an online, remote proctoring system that uses advanced machine learning and identity-verification technology to ensure test integrity.  You must have a laptop or desktop computer with a webcam and a microphone; you cannot use a smartphone or tablet. You must have a stable internet connection to take the assessment. 

The University recognizes that not all students may be able meet the minimum requirements. If you do not have access to the minimum technology requirements or have disabilities that require the use of a screen reader or keyboard navigation shortcuts, please inform your instructor before the quiz or test so that accommodations may be made.  You will have an opportunity to take a practice assessment before you take a graded assessment. You should do this ahead of your first real assessment as required adjustments may take a few minutes and use up valuable assessment time.

Please be aware that:
 You, your computer and your physical test-taking environment may be recorded.
 As you may be recorded, please dress appropriately.
 You may be asked to show a picture ID to the camera.
 You will need a quiet place to take the assessment —- both for your concentration and as interruptions (voices, another person on camera) may be flagged for potential cheating.

See the Keep Learning website for your specific software to learn how to:
 Install any needed extensions.
 Set up your assessment environment.
 Complete the pre-assessment checks.
MyMarketingLab (40% of total grade)
One of the emerging educational trends is the use of dynamic study modules or labs that continuously assesses student performance and activities.  The included online learning management system, MyMarketingLab, offers content such as a curated selection of company videos and mini simulations that put you in the role of real-world decision makers.  These challenging exercises are designed to enhance your marketing analytics skills.
In each module, you will be asked to complete 5 or 6 assignments which includes chapter review tests, company videos, and marketing simulation (see schedule).  These activities are designed to improve your understanding of the subject matter and prepare you for the midterm and final exams.  It is imperative that you complete the MyMarketing Lab assignments before the deadline.   Given that you have two weeks to complete these assignments, I do not accept late work under normal circumstances.   In all, the MyMarketingLab assignments count 34% of your grade.  


Lecture Participation (10% of total grade)
Audience participation is needed!!  I’ve prepared lecture Voicethread lecture videos in which I provide an overview of important course content.  The great thing about Voicethread is that it allows students to make comments (visual or audio).  You simply must click on the “+” button and respond.  
At certain points in the Voicethread lectures, I created opportunities for you to comments on a specific topic or question.  There are at least 15-20 topics that have the labeled “LET S DISCUSS.”  Of course, you can also comment at any point in the lecture on anything I discuss.  
Please note that your comments should be made during the time that the subject matter is covered.  I want you to be involved at the time of the initial discussion.  I will not count comments made at the end of the semester on topics discussed weeks earlier.  Your participation during the lectures will count 10% of your final grade.

New Brand Project (20% of total grade)
A marketing plan provides direction and purpose for an organization.  A detailed plan is essential whether 
it’s for a business launching its new product or service or a nonprofit organization engaged in fundraising 
and outreach efforts.  Let’s assume your marketing team (i.e., you and a couple of classmates) make up a business startup that is seeking funding for a new product or service concept.   Your team’s assignment is to select a new consumer/business good or service that you feel has a substantial market potential.  You will create a fictitious brand and company name) and prepare a short proposal for funding.  The report should be limited to approximately 5-pages (single-space) including Figures and/or Tables.  This class project is worth 20% of your grade.  

A marketing plan provides direction and purpose for an organization.   Let’s assume your group’s new organization is seeking initial funding from a venture capital group in the range of $100K to $1 million to develop a marketing plan for a new brand.  You should select a new product in an established product/service category which is in the growth or maturity stage of the product lifecycle.  Some examples would include home gyms, non-profit organizations, mobile apps, health/beauty products, smart home assistants (hubs), digital cameras, all-purpose household cleaners, fashion/tech eyewear, virtual reality devices, yogurts, lifestyle products, deodorants, craft beers, wearable tech, pet care, fitness gyms, or fashion/lifestyle shoes.  Some common B2B services include specialized staffing, marketing/advertising, computer repair, business travel management, executive search, event planning, and office support service.  You do not have to select from this list, and I am flexible on the type of product or service.  But it needs to be realistic in terms of technology and startup costs.   Again, please avoid anything that requires more than $1 million to bring a prototype to market.  Proposing a new airline or a direct competitor to Amazon is not realistic!!  NOTE: I will provide a complete summary of the components of the New Brand Project.  To provide additional guidance, the Chill Beverage case (Appendix 1, page 619-627) is a useful example.  I will also provide a few examples of prior projects.
The new brand marketing plan should have the following parts:
· Executive Summary 
· Mission statement, first year objectives, overview of product/service offering
· Current Industry Situation – 
· Industry sales/outlook, main competitors, technology, and consumer key trends
· Opportunities/Threats analysis
· Consumer Behavior Insights
· Buyer behavior, target markets and demographics
· Need/benefit analysis (table)
· Marketing Mix Strategy – product, price, place and promotion (w/print ad)
· Closing Argument - rationale for success
	Module #/Chapters
	Dates
	Lecture Videos
	Assignments
MyMarketingLab/Exams/Project

	Module #1 – Marketing 
(Chapters 1)

Company and Marketing Strategy
(Chapter 2)
	Jan 21- Feb 2 
	“Marketing Concepts”
“Strategic Planning”
“Marketing Strategy”
	Chapter 1 – Quiz; “Creating Customer Value” Sim
Chapter 2 – Quiz; Podcast Assignment; Video Assignment

	Module #2 – Analyzing the Marketing Environment (Chapter 3)

Managing Marketing Information 
(Chapter 4)

	Feb 3 – Feb 16
	“Marketing Environment”
“Customer Insights”
“Marketing Research”

	Chapter 3 – Quiz; Sim on Marketing Environment 
Chapter 4 – Quiz; Video Assignment; Marketing Research Sim; 

	Module #3 –
Consumer Markets and Buying Behavior 
(Chapters 5)

	Feb 17 – Mar 2
	“What Affects Consumer Behavior?”
“Buying Process”
	Chapter 5 – Quiz; Mini Sim on Consumer Buyer Decision Process; Podcast assignment; Video assignment


	Module #4 – 
Customer Value-Driven Marketing Strategy
(Chapter 7)

	Mar 3 – Mar 16
	“Market Segmentation”
“Market Targeting”
	Chapter 7 – Quiz; Video Assignment; Podcast Assignment; Mini Sim on Segmentation, Targeting, and Positioning

Midterm Exam (available online Mar 14-16)

	Module #5 – Products, Services, and Brands – Building Customer Value
(Chapter 8)
	Mar 17 – Mar 30

	“Products”
“Branding”
	Chapter 8 – Quiz; Video Assignment; Sim on Brands; Sim on Services Marketing

	Module #6 – 
Pricing
(Chapter 10)

	Mar 31 – Apr 13
	“Pricing: Customer Value”
	Chapter 10 – Quiz; Video Assignment; Marketing by the Numbers; Pricing Sim

	Module #7 – 
Integrated Marketing Communications Strategy (Chapter 14)

Digital Marketing
(Chapter 17)

	Apr 14 – Apr 27
	“Integrated Marketing Communications”

“Digital Marketing”

“Social Media Marketing”
	Chapter 14 – Quiz; Communication Model Sim
Chapter 17 – Quiz; Podcast Assignment; Mini sim on Online Marketing

New Brand Project Due (Apr 27)

	Module #8 – Retailing and Wholesaling (Chapter 13)


	Apr 28 – May 10
	“Retailer Categories”

“Retailing Strategies and Trends”
	Chapter 13 – Quiz; Video Assignment; Mini Sim on Shopping Experience; Mini Sim on Retailing

Final Exam (available online May 14-15)
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