  Syllabus, MARK 6361, FALL, 2009, Section 11200
We meet 6 p.m. to 8:50 p.m. Mondays, in 128  Melcher Hall

You can expect a 15-minute break roughly at 7:30

You’re expected to be in class, on time.  Please let me know in advance if that isn’t     


possible, so neither I nor teammates worry.  

Instructor:  Dr. Betsy Gelb
713-743-4558, gelb@uh.edu
385G Melcher Hall

Office hours:  3-5 p.m. Mondays, or by appointment

Textbook:   A Framework for Marketing Management, 4th edition, by Philip Kotler and Kevin Lane Keller.  You can save money buying an online copy.  And regular reading of the Wall Street Journal is required. 

Slides for each class and other pertinent material will come your way via Blackboard.
Course objectives:  We hope to significantly increase your level of:
· Interest in marketing, measured by likelihood of seeking out marketing colleagues at work, reading about marketing, and…yes…taking additional marketing courses

· Sophistication in using marketing concepts, whether at work or in other facets of your life, for instance not-for-profit groups you belong to -- such sophistication measured by oral and written presentations and by responses to exam questions

· Sophistication concerning working in teams, measured by your satisfaction in doing so and the quality of output

· Understanding of how managers and professionals evaluate marketing presentations of all kinds, and understanding that all presentations are whatever else, marketing presentations

· Communication skills in written and oral presentations. The goal is that  everything you say or write would be clear to a college sophomore and would at the same time gladden the heart of a purist in the English language.  It is a marketing reality that people who confuse “its” and “it’s” do not appear to be as smart as they need to be, and those who don’t proofread over and over again do not appear to be as careful as they need to be.

Course format

We’ll have a discussion for the first 90 minutes of each class period.  You are expected to have read assigned textbook material, have thought critically about how it could be applied, and be able to talk about situations or industries in which ideas from the chapter would be most and least applicable.  Ideally, you will also be able to relate something the Wall Street Journal has published in the last week to that material and/or to the client to whom your team will make a proposal.  And this is the time to ask any question about any assignment. 

The 7:45-8:50 time will be a second chapter or a guest speaker, special topic, or later in the semester, presentation of competing consulting proposals by two teams.  Each team will offer a particular service or technique – the same one -- to a particular company, also the same one.  Both the written proposal and your presentation of it to the class will describe the company’s situation -- either now or at a time in the recent past -- relevant to the topic for which you are proposing consulting services.  Research on this company is a must. Then the proposal will describe:

· the problem to be solved and/or opportunity to be exploited, 

· what the team is proposing to actually do (in non-technical terms), 

· how and why those efforts will be useful, 

· what the project will cost in client time and in money, 

· what level of increased sales, or increased profit per unit sold, will allow the client 

firm to break even, given the project cost.  This is NOT a forecast.  Do not say you will increase sales, or profit; tell the client the level of increase needed to cover the cost of your project.  You will therefore need some estimate of gross margins in their industry; please do not work from their aggregate sales and tell them that the cost of the project will be only 1/10 of 1%, or some such.  Tell them how many more units they will need to sell to justify your cost, or how many new customers they will have attract, or some comparable number.  And understand that you are working with gross margin, not revenue, from the marginal unit sold or new customer. 
· how the team is qualified to do the work.  Please be truthful; offering fiction to  

a client is never the way to get the project. 

The rest of the class will operate as individuals employed by the prospective client company, asking probing questions. Then every class member who is not on either presenting team will vote on which team -- or neither -- should be awarded the project.  Members of one team stay in the room while the other team presents (contrary to real life), but are expected to be silent and [if possible] expressionless throughout, and are expected NOT to be among those asking questions.  

A midterm and a final are designed to motivate you to attend class, pay attention to what is said, and read the textbook, as well as testing your ability to communicate effectively  about how a general idea can be applied to an example.  Expect multiple choice and one “memo” question; they may cover anything we talk about in class, anything in assigned textbook material, and any presentation by a non-student speaker. Please bring a blue Scantron form and a pencil to each exam.

 Grading  

It’s on a 400-point scale: 100 points for the midterm and 100 points for the final, which is NOT comprehensive but covers material since the midterm.  Your written team consulting proposal also can earn up to 100 points, but as a practical matter 92 points is par for an A. Each participant receives the group grade if his or her evaluations from the group average 2.8, on a 3-point scale.  Below 2.8 but above 2.2, you lose 20 points; at 2.2 or below, you lose 40; at 1.8 or below you lose 60.   

Your presentation of your part of the proposal earns a maximum of 50 points. Every team member needs to present something out loud, please.  Missing your team’s night to present is unthinkable, so if you know by August 24 that you will be out of town when your team presents (we will draw dates out of a hat), we will do some swapping.  After the 24th, please understand that you are locked in for a presentation date.    

The final element of your grade, class participation, is scaled from 0-50, based on:

· answers to questions I ask at the beginning of each class session

· your comments and questions in class.  Questions might be directed to me, showing you have read the assigned material, including the WSJ, or they might be directed to a presenting team, questioning an obvious ambiguity or omission in a team's presentation, for instance

Your semester grade is the sum of five numbers:

· Your midterm score (100 points possible) 

· Your final exam score (100 points possible) 

· Your (written) project grade (100 possible)

· Your presentation grade (50 points possible, 45 typical)

· Your class participation grade (50 points possible, 45 typical).  If you usually don’t come to class, or come late and miss the beginning-of-class questions, you can find yourself with a flat zero on this portion of your grade. 

So somebody with 80 points out of 100 on each exam, 88 on the project, and typical  grades (45 is 90%, an A) on his or her presentation and on class participation has a total calculated as follows:  80 + 80 + 88 + 45 + 45 = 338, a B+ semester grade (See below).

For the semester grade:

Anybody with 360 points (90%)          gets an A

                        347 points                                 A-

                        333 points                                 B+

                        320 points                                 B

307 points                                 B-

                        294 points                                 C+

                        280 points                                 C

and on down using the same pattern.  I might curve up if things look too grim.  But                      

you won’t do worse than that scale, and counting on a curve is extremely optimistic.

Two notes from the Bauer College Dean’s office: 

The University of Houston Academic Honesty Policy is strictly enforced by the C. T. Bauer College of Business.  No violations of this policy will be tolerated in this course.  A discussion of the policy is included in the University of Houston Student Handbook, http://www.uh.edu/dos/hdbk/acad/achonpol.html. Students are expected to be familiar with this policy.
  
The C. T. Bauer College of Business would like to help students who have disabilities achieve their highest potential. To this end, in order to receive academic accommodations, students must register with the Center for Students with Disabilities (CSD) (telephone 713-743-5400), and present approved accommodation documentation to their instructors in a timely manner.

 

 Schedule

August 24       Review of syllabus and completion of forms if you haven’t already sent 

yours to me by e-mail.  Optional WSJ subscriptions.  After we review the syllabus, I’ll offer details on your consulting proposals.  Then we’ll form 10 teams and draw for the date/proposal you present.  If you plan to drop this class, we need to know it NOW, and if you decide in the next day or two to drop, please e-mail me right away; it is not fair to teammates to have them wonder whether you are part of the group or not.  And if you are staying in the class but won’t attend the August 31 class, please let me know that ASAP, so that I can assure your team next week that you really are part of the group.  After the break, we’ll talk about a beer vendor in Baltimore and preview next week.
August 31        Chapters 1 and 2, focusing on strategy.  Assigned pages:  6-11, 14-17, 

27-35.  Distribution of team lists; please sit with your team.  And please keep that same seat for the entire semester.  When I give a student credit for class participation, I want to know who that student is, and a seating chart is my best shot.  After the break, we’ll add/subtract from each team any students who have added or dropped the class.  More discussion of proposals and more time for your team to get together and get further organized.

Sept. 7
           Labor Day --- No class.  BUT we offer the opportunity to earn four extra-credit points over this two-week break.  The Bauer College is asking for your help in completing a short written assignment; it will be distributed August 31 and is due September 14 at 6 p.m.
Sept. 14
Chapter 3 – markets, demand, and the marketing environment.  Assigned 
pages: 38-41, mid-46-56. After the break, more on your proposal assignment and 
discussion of marketing yourself, in the job market or inside your current organization.  
We’ll also discuss the exams in this class, with examples.  
Sept. 21           Chapter 4 – creating customer value/satisfaction/loyalty.  Please read it all; it’s short and important.  Also we will reserve some time for your questions on your proposals and on your presentations of them to the class.  Speaker after the break: Doug Shadle, formerly with Exxon, now the Neighborhood Centers Association.
Sept. 28          Chapter 5 – Analyzing consumer markets:  Please read pp. 77-78, then look seriously at Figure 5.1 and read whatever it takes for you to be able to explain its significance for decision-making by marketers.  After the break, Chapter 6 – analyzing business markets.  Please read the whole chapter.  
Oct.    5           Chapter 7 – identifying market segments and targets.  Please look at Table 7.1 and read anything you need to explain and apply it.  Then read pp. mid 119-125.  Speaker after the break: 
Oct.    12          Chapter 8  -- Creating brand equity.  Assigned pages:  mid-132-134, 138-

mid 141, then review for the midterm. After the break, Chapter 9 –  Creating positioning and dealing with competition. Please read the whole chapter.
Oct.    19         Midterm exam on material covered to date. 90 minutes.  Please bring 

 a pencil and a blue Scantron form.  You’re out of here at 7:30.  Grades will come your way and answers will be posted on Blackboard..

Oct.   26          Chapters 10-11 – setting product strategy and marketing through the life 
Cycle, and Services.  Assigned pages:  169-170, 175-186, 192-195, mid 200-201. Teams 26A and 26B present beginning at 7:45.  Written proposals for these two teams are due at 6 p.m., as will be the case with each set of proposals on the day a team presents.             

Nov. 2            Chapter 12 – Pricing. Assigned pages:  211-216, 222-224, 226. Teams 2A and 2B present beginning at 7:45. 
Nov.  9           Chapters 13-14 – channels, retailing, wholesaling, logistics, and links 

between this class and your Management class.  Assigned pages:  231-233, 236-238, 242-243, 259-262.  Teams 9A and 9B present after the break.

Nov.   16 
Chapters 15 – integrated communication.  Assigned pages:  267-268, 270-272, 274, 276-277.  Teams 16A and 16B present after the break.

Nov.  23
Chapters 16-17  -- mass communication (sales promotion and publicity) 

and personal communication.  Assigned pages:  289-297 and all of Chapter 17. Teams 
23A and 23B present after the break 

Nov.  30          Legal issues in marketing and whatever is left.  After the break, review for 

the final exam and you’ll fill out the teacher evaluation form; please bring a pencil.  
The final exam will run from 6 p.m. – 7:30 p.m., probably Monday, December 14, in this classroom.   It covers what’s been said in class and covered in the textbook since the midterm, so it’s not a comprehensive exam. Please bring a pencil and a blue Scantron form.  Note:  this date is assigned by the Bauer College independent of the university-wide schedule.  

