UNIVERSITY OF ALABAMA IN HUNTSVILLE

College of Administrative Science
Marketing 301 – Principles of Marketing

M-TH 2:45-4:45
ASB 121 Summer, 2008
Instructor:

Dr. Brent M. Wren

Office:


AS 102

Office Hours:

9:00am - 5:00pm M-F, may want to call first

Phone:

824-6681 (office)  Email:  wrenb@email.uah.edu

Required Text:  Contemporary Marketing, 11th Ed., by Louis E. Boone and David L. Kurtz, The Dryden Press/HBJ, 2001.

Optional:  Study Guide to Accompany Contemporary Marketing, 10th Ed., by Louis E. Boone and David L. Kurtz, The Dryden Press/HBJ, 2001.

Presentation Slides/Notes:
I have developed a course website that contains copies of the presentation slides that I will be using throughout the semester, as well as additional information such as the syllabus, job announcements, useful marketing links, etc.  Be sure to check this website often.  The website is located at: http://cas.uah.edu/wrenb/mkt301  Please note that the slideshow for chapter 1 is really slow opening.  All chapters thereafter are much quicker.  Sorry!

Course Description:
Marketing is the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives.  As such, Principles of Marketing is a basic survey course that describes and analyzes the marketing functions that facilitate this exchange process.  This course provides a comprehensive introduction for students, whether or not they are planning a marketing career.

Course Grading: Your grade will be based on your performance on exams, participation, and an MIA project.  The course requirements are as follows:


Exam 1
300 pts.

900-1000 pts 
= A


Exam 2
300 pts.

800-899   pts
= B


Exam 3
300 pts.

700-799   pts
= C


MIA Project
  50 pts.

600-699   pts
= D


Participation
  50 pts.

    < 600   pts 
= F
Exams:  Exams will be drawn from the text, assigned readings, class lecture, and discussion materials.  All tests will be a combination of multiple choice and short answer.  Exams will not be comprehensive.

Marketing-in-Action Project:  For this semester I have assigned a technology exercise designed to provide hands-on experience in the application of marketing concepts.  You will be required to select three websites that you find interesting and analyze their use of marketing concepts discussed in the class.  You have freedom to choose any three sites that you wish; they may be companies, organizations, institutions, not-for-profits, infomediaries, etc.  The key is to be able to assess what the company is doing with the website, how it uses the website as a marketing tool, and what major marketing concepts are being applied.  See last page of syllabus for an example.
Participation and Attendance:  While attendance will not be taken, every student is strongly encouraged to attend and participate in each class.  My experience has shown that when students participate and become involved in class discussions (active learning) the amount of comprehension increases exponentially.  The participation points are not freebies; they will be impacted by my perceptions of you interest in and contribution to the class.  So come to class prepared to participate.  If you are unable to attend (due to illness, work, travel, etc.) you are responsible for obtaining materials from classmates or from the instructor through alternative arrangements.

And Finally.  I want to see each student do well in the class and, more importantly, enjoy your introduction to the world of marketing.  You are encouraged to drop by my office periodically throughout the semester to discuss your progress in the course.  If you are a marketing major, you should come by to discuss career goals, course sequencing, job opportunities, etc.  Non-marketing majors should feel free to come by to discuss the many opportunities available within the field of marketing.    

Course Outline

Date

Topic








Chapter(s)

5/27

Course introduction

5/28

What is Marketing’s role in society?




1

5/29

The Marketing Environment, Ethics, and Social Resp.

3*

6/2

Relationship Marketing and Database Marketing


5

6/3

Marketing Research Basics





7

6/4-6/5

Market Segmentation






8

6/9

Exam I

6/10

Buyer Behavior






9,10*

6/11

Product Strategy






11

6/12

Brand Management






12

6/16

Exam II

6/17

Distribution Strategy






15, 16*
6/18-6/19
Advertising Sales Promotion, and PR




17, 18*

6/23-6/24
Pricing Strategy






13,14*

6/27

Final Exam – 3:00 pm
Nantahala Outdoor Center

www.nocweb.com

The website for Nantahala Outdoor Center (NOC) is a great example of the use of the internet for marketing a firm’s products.  To begin with, the NOC website enhances consumer utility by providing a means for consumers to find out more about the center’s many trips, products, and services.  The NOC uses the web for both traditional (product-oriented) marketing and non-traditional marketing.  For example, in addition to information about company offerings, there are links to information about special events (event marketing), river conservation (cause marketing), and Olympic paddlers (person marketing).


In terms of the actual process of marketing, the NOC website performs a number of functions.  From a promotional standpoint, there is information about the company’s history, job opportunities, and directions for finding the NOC.  There is also information about product offerings like rafting trips, mountain biking adventures, travel programs, “action learning” educational programs, and special events.  One example of promotion on the web is the NOC’s use of sales promotions.  The company held a web-based contest with the winner receiving a free rafting trip to the Rio Grande through NOC’s adventure travel wing.


The NOC website is also a virtual storefront.  Browsers are able to book trips directly on the internet, as well as shopping at the NOC Outfitter’s Store.  The Outfitter’s Store on the web is a virtual version of the river-based retail store that offers whitewater equipment, outdoor gear, and mountain biking products.


Finally, if your browsing skills aren’t well-honed or you simply can’t find what you’re looking for, there is contact information provided in terms of email addresses and phone numbers for various programs/divisions of the NOC.  Speaking of contact information, the NOC website assists their marketers by providing you, the web surfer, the opportunity to register for free information.  This contact information is stored in a marketing information system  database.  So, the website is also useful in NOC’s marketing research efforts.
