Tennessee State University

College of Business

Course Syllabus

MK 301 80 Basic Marketing

R 5:00-7:40 PM, 201 AWC
Professor’s Name:  Xiaoming Li
 
Office Location: 
K-33

Office Phone: (615) 963 7379


Office Hours: M3:30-5PM, T2:30-5PM, W10AM-1PM & 3:30-4:30PM, R2:45-4:45PM, and by appointment
Email:  xli1@mytsu.tnstate.edu 

Class Web Site: mytsu
Course Textbook:

Required Text: Marketing (2002), Kerin, et al., Seventh Edition, McGraw-Hill/Irwin.

Purpose of the Course:

The course is to introduce students to a variety of basic marketing concepts and topics as well as to prepare you for solving practical problems. The material covered in this course will be valuable in your career as well as in subsequent courses in your business degree program.


Scope of the Course:

A comprehensive overview of the process employed by profit and nonprofit organizations of marketing goods, services, and ideas.  The modern marketing objective is customer satisfaction at a profit (or other measure of success) through product distribution promotion, and price.  This study of basic marketing concepts and terminology is set in the real-world context of the organization, competition, the economy, regulation, culture/society, and technology.  

Prerequisites:  Junior standing and EC 212. In order to be assured of receiving full academic course credit, you must be fully or tentatively admitted into the College of Business. It is the student’s responsibility to meet these requirements.

Course Goals:

After students finish studying this course, you should:

1. know basic facts, standard terminology and models, 

2. understand the marketing function in an organization and among organizations, and

3. apply principles learned in this course to new scenarios.

Course Content/Outline:


[image: image1.emf]Date Day Class Topic Textbook

15-Jan-04R 1

Introduction, Developing Customer Relationships and Value through 

Marketing Ch 1

22-Jan-04R 2Linking Marketing and Corporate Strategies Ch 2

29-Jan-04R 3

Scanning the Marketing Environment, Ethics and Social 

Responsibility in Marketing Ch 3, 4

5-Feb-04R 4Consumer Behavior Ch 5

12-Feb-04R 5Organizational Markets and Buyer Behavior Ch 6

19-Feb-04R 6Reaching Global Markets Ch 7

26-Feb-04R 7Turning Marketing Information into Action Ch 8

4-Mar-04R 8Mid-term Exam

11-Mar-04R 9

Identigying Marketin Segments and Targets, Developing New 

Products and Services Ch 9, 10

18-Mar-04R 10Managing Products and Brands, Managing Services Ch 11, 12

25-Mar-04R Spring Break

1-Apr-04R 12Building the Price Foundation, Arriving at the Final Price Ch 13, 14

8-Apr-04R 13

Managing Marketing Channels and Wholesaling, Integrating Supply 

Chain and Logistics Management Ch 15, 16

15-Apr-04R 14

Retailing, Integrated Marketing Communications and Direct 

Marketing Ch 17, 18

22-Apr-04R 15

Advertising, Sales Promotion, and Public Relations, Personal Selling 

and Sales Management Ch 19, 20

29-Apr-04R 16Implementing Interactive and Multichannel Marketing Ch 21

6-May-04R 17Final Exam 5:00-7:00PM

12-Mar-03 Last day to withdraw from courses-Office Records

The class schdule is tentative. I will notify you in advance if there are any changes.


Course Requirements:

Attendance Policy: I will take attendance for each class period. Students with no valid excuse from a class will receive a grade of zero for that day's class participation and quiz. Irregular attendance (more than four unexcused absences) may lead a “F” grade. 

Examinations:  The examinations will be given as indicated in the detailed schedule. Final examination is comprehensive.  Absence from a scheduled examination without my prior approval will result in a score of zero for the examination.  Make up examinations will be allowed only if you obtain my approval prior to missing the examination.

Topic Quizzes: Topic quizzes will be given randomly.  

Assignments: Each student is required to complete three written assignments that must be typed with the double-spaced format. All assignments should be submitted at the beginning of the class on the due-date. Late submission will result points deduction.

Method of Instruction:

This is an introductory course that is mainly lectures, multi-media presentations, and class discussions.

Method of Evaluation:

Your performance in this course will be evaluated on the basis of two examinations, ten topic quizzes, class participation, and three assignments.  The point distribution is as follows:



Midterm Examination 


maximum points = 20



Final Examination



maximum points = 30



Topic Quizzes




maximum points = 15



Attendance




maximum points = 20



Assignments




maximum points = 15



Total





maximum points =100

Grading Scale:

Total points earned (maximum = 100)
Semester letter grade



90-100





A

80-89





B

70-79





C

60-69





D

Less than 60




F

Policy on Academic Integrity: 

We shall not tolerate lying, cheating, or stealing in any form. Violations will be prosecuted according to University Policies.

Students with Disabilities: 

Appropriate accommodations will be made for students with disabilities. Students needing assistance may call (615) 963-7400 or follow the procedures outlined by TSU.
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		Date		Day		Class		Topic		Textbook

		15-Jan-04		R		1		Introduction, Developing Customer Relationships and Value through Marketing		Ch 1

		22-Jan-04		R		2		Linking Marketing and Corporate Strategies		Ch 2

		29-Jan-04		R		3		Scanning the Marketing Environment, Ethics and Social Responsibility in Marketing		Ch 3, 4

		5-Feb-04		R		4		Consumer Behavior		Ch 5

		12-Feb-04		R		5		Organizational Markets and Buyer Behavior		Ch 6

		19-Feb-04		R		6		Reaching Global Markets		Ch 7

		26-Feb-04		R		7		Turning Marketing Information into Action		Ch 8

		4-Mar-04		R		8		Mid-term Exam

		11-Mar-04		R		9		Identigying Marketin Segments and Targets, Developing New Products and Services		Ch 9, 10

		18-Mar-04		R		10		Managing Products and Brands, Managing Services		Ch 11, 12

		25-Mar-04		R				Spring Break

		1-Apr-04		R		12		Building the Price Foundation, Arriving at the Final Price		Ch 13, 14

		8-Apr-04		R		13		Managing Marketing Channels and Wholesaling, Integrating Supply Chain and Logistics Management		Ch 15, 16

		15-Apr-04		R		14		Retailing, Integrated Marketing Communications and Direct Marketing		Ch 17, 18

		22-Apr-04		R		15		Advertising, Sales Promotion, and Public Relations, Personal Selling and Sales Management		Ch 19, 20

		29-Apr-04		R		16		Implementing Interactive and Multichannel Marketing		Ch 21

		6-May-04		R		17		Final Exam 5:00-7:00PM

		12-Mar-03						Last day to withdraw from courses-Office Records

		The class schdule is tentative. I will notify you in advance if there are any changes.






