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 Instructor:                  Dr. Joseph F. Aiyeku

Class Time:                Online Only
Electronic Office Hours: M 4-6 P.M.
Non Electronic Office Hours:   MW 10-12, 3:15-5:00 PM

Plus:                     Open door Policy and Appointment 

Phone:                  978-542-6634(O), 978-542-6027(fax)

E-mail:                 jaiyeku@salemstate.edu
Web Page:             www.business.salemstate.edu/~jaiyeku
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Course Materials

 Kerin, Hartley and Rudelius. Marketing:The Core. Irwin:Boston. ISBN 0-07-365645-3 

Textbook website: http://www.mhhe.com/kerin          
SUPPLEMENTAL MATERIAL: Marketing News, Advertising Age, Adweek,

Course Description

This is an introductory course in marketing.  The broad objectives of this course are to provide students with an introduction to various marketing concepts, the role of marketing in society and in the firm, and the various factors that influence marketing decision making.  

  

This course will focus on the importance of the marketing concept and will examine how a marketing-oriented firm will develop each component of marketing strategy within the contest of customer need satisfaction as the primary objective.  An overview of the field with special emphasis on formulating an effective marketing mix.  Topics include Changing Marketing environment;  Ethics and Social Responsibility; Global  Marketing Concepts and World Trade; Planning and  Information System; Electronic Commerce, Consumer and Organizational Behavior, Market Segmentation; Product, services,  Distribution, Promotional and Pricing Strategies. 


Course Goals
This course is designed to provide the student with an overview of the entire marketing process and the contributions marketing management makes to the firm. 

Learning Outcomes / Objectives

A.        Entrance Competencies
 

Students entering this course should have basic work and living experience as a consumer.  You are expected to have the ability to project what "should be" or "probably will be" on the basis of this prior knowledge.

 

B.        Exit Competencies
 

Upon completion of the course, the student will be able to: 

 

1.        Understand the principles and major concepts of marketing and their application in modern organizations.

2.         Understand how organizations build strong customer relationships using current thinking about customer value and relationship marketing

 

3.         Be able to identify target market segments in both consumer and industrial sectors and plan appropriate marketing strategies.

 

4.         Be able to understand and use techniques currently used in market segmentation.

 

5.         Become aware of current marketing strategies and techniques for successful blending of the four elements of the marketing mix - Product, Price, Promotion, and Distribution.

 

6.         See the need for marketing information system/research and learn how some of the various information gathering and processing techniques are used.

 

7.         Increase proficiency in the use of Internet as an important learning and marketing tool.  

 

8.         Present  ideas to a group in a professional manner

 

9.         Develop an understanding of some of the concerns, problems, and challenges faced by firms involved in global marketing.

 

10.       Be able to perform better as an informed consumer and understand the role that consumer behavior plays in the buying process.

Grading

Text - There will be two online multiple choice  exams. (Check the schedule for date and time)

Case Analysis- Individual case analysis.

Term Project 

 

Two Exams                                       40%

Research Paper                                 20%

Internet Exercises                               10%

Video Case Analysis                           20%

Discussions                                        10%

 

Make-up Examinations
Make-up exam is not one of those things I do often.  I will only give it in the case of College or medical excuse absences. You must inform me before the exam if you will miss it.  

Course Policies

This course is offered on-line, over the Internet, using the WEBCT learning system. You must logon to WebCT to participate in this course. Visit www.salemstate.edu/webct/.  Students are expected to devote a minimum of five hours per class week participating in this course -- the same amount of time you would spend in the physical classroom. 
 Assignments scheduled for completion during a class week should be completed and successfully submitted so that they are in the digital box on the due date. Please do not submit any assignment to my e-mail account. All Assignments through Webct digital drop box. If you ever have problems posting your assignments in WEBCT, send me a private e-mail to my personal e-mail account, telephone me  immediately, and I will try to get the problem solved. 
LATE WORK: Late work should be the exception and not the rule. Therefore, the following applies to ALL late work, unless prior arrangements have been made with and approved by the instructor: All late work will be downgraded at the discretion of the instructor. 
Students should use the Private Mail function of WEBCT for private messages to the instructor and other students. 
Students may get assistance with computer-related problems through the  IT help desk.. 

NOTE: It is highly recommended that students keep electronic copies of all materials submitted or posted in the Course Drop Box. When posting to the Drop Box, please confirm that the thread responses have actually been posted after you submit them!!! 
Characteristics of a Successful Online Learner 

Before you decide to stay in this course, you should understand what it takes to be a successful online learner. You, the student, must have the: 

Discipline to complete projects by deadlines instead of waiting until the end of the semester. 
Motivation to read, write, and participate fully in class activities. 
Time to devote approximately 5-12 hours a week to a 3-credit course. 
Ability to work independently and in teams. 
Flexibility in dealing with technology problems. 
Self-starter, does not procrastinate. 
Able to learn from the printed word in English. Majority of material and communication happens through reading and writing. Every video case will have audio as well as written transcript.
Set aside specific times on a routine basis to 'participate' in the course. 
Can ask questions when they do not understand. 
Access to a current computer and the Internet. 
Good, basic computer skills. 
Possess good time management skills. 

Instructions for Accessing Online Course 
1) You must logon to WebCT to complete many parts of this course. Visit www.salemstate.edu/webct/. 

Your user name is your Novell account and password. If you do not know your password contact the HelpDesk at IT. 

2) Read the assigned chapter readings
    Read the PowerPoint lecture 
   Complete the discussion topics 

Academic Integrity
 
Learning is both an individual and a cooperative undertaking. Asking for and giving help freely in all appropriate setting helps you to learn.  You should represent only your own work as your own.  Personal integrity is the basis for intellectual and academic integrity.  Academic integrity is the basis for academic freedom and the College/University’s position of influence and trust in our society.  The Salem State College's rules and standards define and prohibit “academic misconduct” by all members of the academic community including students.
 
Last Day to Withdraw from the Course with a “W” is given in the course bulletin.


RESEARCH PAPER: 
Possible topics include, but are not limited to:

-Services offered by the airlines and airports to target customers; 
-Various sales promotion techniques used by firms or organizations 
-The tactics utilized by a particular organization as the firm markets its products and services to customers or a selected target segment; 
-Other marketing related programs and activities undertaken in the different marketing organizations 

Sources: Students should consult at least six sources, preferably a mix of both company and external sources and cite these sources in your paper.   Personal sources, such as interviews are allowed, but need to be properly cited in the reference section. 
Do NOT use the firm web site as the only source of information. At least half of the sources used should be from other than the firm's web site. Relevant information may be found through library holdings, reference CD-ROMS, a variety of Internet sources, or personal interviews. When pursuing web pages for information, remember that many of these pages are produced by commercial firms as a form of promotion and publicity.

 NOTE: At least half of the references used must be published in 2000 or later.

Format: Use double-spacing, 1 inch margins and left only justification. Set the font for Times Roman 12. 

Expected page length is from 6 to 12 pages (maximum) of text. The cover page, tables of contents, reference page and other additional materials do not count as part of the expected length. This report will be due in week 12 and should be submitted to the Instructor via posting in the Drop Box section of the course. 

The cover page should contain the title of the paper, your name, and the course number. This should be the only page that has your name present. The cover does not count toward the pages required for the assignment.  

For other questions concerning references or citations within the paper students should consult the American Psychological Association's Publication Manual, latest edition, (or the APA web site at www.apa.org) as a guide for formatting. 

LATE WORK/FAILURE TO COMPLETE ASSIGNMENTS: Please be advised that ALL assignments MUST be completed. Failure to complete all assignments could result in failure of this course! If you must submit an assignment late, you must make arrangements with the instructor BEFORE the assignment is due. 

Course Schedule

Module 1: Marketing's Role in the Organization 
Week 1 Sept 6-8
Introduction to Marketing's Role in the Organization
Lesson 1 Overview of Marketing:  (Chapter 1, Pages 5-19 )
Due This Week
Buy the book
Watch Rollerblade Video.  Discussion/Applications Question.  No 1 page 19.

Week 2 Sept 11-15
Lesson 2 Strategic Market Planning: (Chapter 2, Pages 23-40; Chapter 18, Pages 397-412) 
Due This Week

Discussion/Applications Question.  No 1 page 41

Week 3 Sept 18-22
Lesson 3 The Marketing Environment: (Chapters 3 & 4 Pages 59-74 & 79-92)
Read Video Case 4 Page 93. 
Due This Week
Term Paper Topic Due
Discussion: Internet exercise page 75. Question 3   

Module 2 Consumer, Organizational & Global Markets
Week 4 Sept 25-29
Consumer, Organizational and Global Markets 
Lesson 4 Buyer Behaviors : (Chapters 5-6, pages 99-116; 121-133)
Due This Week
Video Case 5 Pages 118-9 Due
No Discussion
Week 5 OCT 2-6
Lesson 5 Global Markets : (Chapter 7, Pages 139-156) Read Video case 7 Page 158
Due This Week
Discussion/Application Question: No 1 Page 157  
Module 3 Marketing Information for Decision Makers
Week 6 Oct 9-13
Marketing Information for Decision Making 
Lesson 6 Marketing Research: (Chapter 8 pages 163-182)
Due This Week
Progress Report on Term Paper

Discussion/Application Question. No 2 Page 182 
Week 7 Oct 16-20
Lesson 7 Target Market Selection: (Chapter 9, pages 187-204) 
Due This Week
EXAM 1: chapters 1-8 (EXAM WILL BE POSTED ON OCT 18 ONLINE.  3 HOURS ONLY) 

No Discussion
Module 4 Marketing Mix Decisions
Week 8 Oct 23-27
Marketing Mix Decisions 
Lesson 8 Product Planning: (Chapter 10, pages 211-230)
Due This Week
Discussion/Application Question: No 1 Page 230 

Week 9 Oct 30-Nov 3
Lesson 9 Managing the Product: (Chapter 11, Pages 235-256) 
Due This Week
Video Case 11 P.257 - Philadelphia Phillies
No Discussion 
Week 10 Nov 6-10
Lesson 10 Pricing Strategies: (Chapter 12, Pages 261-280) 
Term Paper Progress
No Discussion
Week 11 Nov 13-17
Lesson 11 Marketing Channels: (Chapter 13 Pages 285-302)  
Due This Week

Work on your Term Paper

Week 12 Nov 20-24
Lesson 12 Channels of Distribution: (Chapter 14, pages 309-325)
Due This Week

Term Paper Due.  Please drop to digital box on webct.
Week 13 Nov 27- Dec 1
Lesson 13 The Promotional Mix: (Chapter 15, Pages 331-347) 
Due This Week
 Watch or read Video case 14: Mall of America. Page 327

Week 14 Dec 4 - 8
Lesson 14 Advertising Plans: (Chapters 16 & 17, Pages 353-370 and 375-392)
Due This Week

Video Case 17. Page 393: Reebook. -Read Only

Week 15 Dec 11 – 15  FINAL EXAM
 Due This Week
 Final Exam (chapters 9-17). Exam will be posted and Due within 3 hours only.  Date of posting will be announced. 
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