UNIVERSITY OF NORTH TEXAS
G. Brint Ryan College of Business
Department of Marketing
 
MKT 3650-407
Foundations of Marketing Practice (Online – Internet Course)

Summer 5 Week 1 2026 – May 18, 2026 to June 19, 2026. 
Instructor
	  Instructor
	  E-mail
	  Room
	  Telephones
	  Office Hours

	  Dr. Charles
  Blankson
	  Charles.Blankson@
  unt.edu
  
Course Info: see Canvas
	  BLB 205

	  (940) 565-3136

  (940) 565-3130
  (Department
  Administrators’ office)
	Mondays & Tuesdays - 1:00 pm-4:00 pm.   
All other times by
appointment.

Appointments via Zoom or in-person preferred
for all meetings.



Starting on Monday, May 18, 2026, and finishing on Friday, June 19, 2026

Class meeting times - online

Welcome to Foundations of Marketing Practice MKTG 3650-407.

Please read the syllabus very closely. Procedures and policies for coursework, assignments, and case analysis submissions, as well as reading and written requirements, are included. The excuse that “I did not know that it (whatever it may be) was in the syllabus” will not be accepted for any reason. To that end, reading and understanding the syllabus now is your responsibility.

The UNT RCOB complies with the Americans with Disabilities Act. Reasonable accommodations are made for qualified students with disabilities. If you have an established disability, as defined by the Americans with Disabilities Act, and would like to request accommodations, please notify me promptly.

Emergency Evacuation Procedures for Business Leadership Building [for students who may study on campus]: 

· Severe Weather In the event of severe weather, all building occupants should immediately seek shelter in the designated shelter-in-place area in the building. If unable to safely move to the designated shelter-in-place area, seek shelter in a windowless interior room or hallway on the lowest floor of the building, including the restrooms on the first floor.   
· Bomb Threat/Fire In the event of a bomb threat or fire in the building, all building occupants should immediately evacuate the building using the nearest exit. Once outside, proceed to the designated assembly area. If unable to safely move to the designated assembly area, contact one or more members of your department or unit to let them know you are safe and inform them of your whereabouts. Persons with mobility impairments who are unable to safely exit the building should move to a designated area of refuge and await assistance from emergency responders.  
  

Acceptable Student Behavior

Student behavior that interferes with an instructor’s ability to conduct the online class or other students' opportunity to learn is unacceptable and disruptive and will not be tolerated in any instructional forum at UNT. Students engaging in unacceptable behavior will be directed to meet with the department chair. We may refer the student to the Center for Student Rights and Responsibilities to consider whether the student's conduct violated the Code of Student Conduct. The university's expectations for student conduct apply to all instructional forums, including university classrooms, electronic classrooms, labs, discussion groups, and field trips. The Code of Student Conduct can be found at www.unt.edu/csrr


RECOMMENDED MATERIALS:

Optional Textbooks.

Kenneth Thompson and David Strutton (2019), Foundations of Marketing Practice: An Applied Approach, 3rd edition (Kendall-Hunt). ISBN: 978-1-5249-8035. https://he.kendallhunt.com/strutton_thompson.

Pride, William M., and Odies C. Ferrell (2022), Foundations of Marketing (9th edition), Cengage Press. ISBN 978-0-357-12946-3. 

Regular reading of business publications, such as Business Week, Fortune, The Economist, or The Wall Street Journal, is highly recommended.


COURSE DESCRIPTION:

Marketing managers have no choice but to constantly make and implement decisions that improve value for customers and their firms, and in turn, advance their own careers within the organization. Decision-making involves making predictions, and a key element of all decision-making is the uncertainty associated with it. 

Classes involve a combination of didactic lectures, Zoom class discussions, and class activities that include individual presentations. Please take an active role in class discussions by being prepared and able to discuss current examples based on class assignments. Much of the material on which you will be tested will emanate from lectures and discussions that are mentioned in Zoom class discussions. Students should consequently make every effort to attend the Zoom class if they intend to earn a superior grade. Students MUST also take notes as they read the course handouts and all materials suggested by the instructor. Exam questions will not all come directly from textbooks but will include lecture material (i.e., PowerPoint slides and handouts designed to facilitate your understanding of the topics), class discussions, class exercises, talks, and videos.

Please, read the syllabus very closely. Procedures, policies for coursework, assignments, and work submission, as well as reading and written requirements, are included. The excuse that “I did not know that it (whatever it may be) was in the syllabus” will not be accepted for any reason. To that end, reading and understanding the syllabus now is your responsibility. Note: Although the global COVID-19 pandemic is said to be over, we should all remain cautious in our interactions with the public. Any changes to the procedures and policies in this course will be communicated to students promptly.

Objectives:

Marketing Foundations (i.e., this course) introduces students to all-important functional and decision-oriented areas associated with marketing and marketing management. Marketing is a dynamic discipline that embraces change and facilitates the development of new products/services/ideas (i.e., offerings) (Kerin et al., 2011). The 21st century is characterized by significant shifts in manufacturing, pricing, segmentation, targeting, positioning, distribution, and consumer/customer consumption of offerings, as well as changes in organizational responsibility. Significant sources of environmental threats and opportunities, along with internal and external resources of a firm, are necessary for coping with opportunities and threats and positioning the firm in the marketplace. These issues form the core material and objectives of the course.

Students will gain practical insights into why firms produce certain products and services, and how these products/services are ultimately targeted, positioned, branded, priced, distributed, and promoted/communicated to consumers/customers – existing and potential. The knowledge and decision-making skills acquired in this course will provide students with a general understanding of marketing that will enable them to interact effectively in the broader business environment, whether for-profit or not-for-profit. To that end, after completing this course successfully, students should be able to:

1) Identify and define key concepts, phenomena, and issues that are important in understanding the role of marketing in for-profit and not-for-profit firms, the economy, and society.

2) Understand the interrelationships between changes in the economy and the types of marketing strategies that companies continue to use, changes in the face of economic exchange, and/or establish to seize new opportunities created through economic change.

3) Apply concepts discussed in class to business/marketing situations presented to the student in various assignments and examinations.

4) Identify and discuss the major objectives and strategies, which comprise the marketing planning process for those firms that are trying to provide products and services that satisfy the needs of their consumers/customers.

5) Compare and contrast the factors under the control of the firm in making marketing decisions, as well as those factors that impact success but that are not under the control of the firm.


PHILOSOPHY AND EXPECTATIONS:

My expectation for this class (i.e., you and I) is captured in one of my favorite quotes from a fortune cookie at a Chinese Restaurant:

“By asking for the impossible, we obtain the best possible.”

This course is somewhat difficult, challenging, and will stretch you to your limits. However, with the right attitude and hard work, you can make the experience intrinsically rewarding and fulfilling. You can even make the experience fun for yourself. Remember, only you can do it. Regarding my contribution, I can assure you that I will give you my best.  Of course, I also expect the best from you. This is the underlying philosophy that forms the basis of this class (and possibly other classes and even life in general). 

Email: You will need a UNT email address (Please send all communication to my regular email for a quick response) and the ability to access the Internet. You will also need storage devices to save your projects and download information.

Knowledge of word processing, spreadsheet, and PowerPoint software is necessary.

Please note: Although this class is internet-based, I am always available to meet with students in person to discuss any aspect of the course, particularly regarding the nature of the exams. Simply contact me and schedule an appointment via email or telephone (leave a message if I am unavailable, and I will return your call as soon as possible).

CLASS POLICIES AND CONDUCT:

Academic Integrity: Unless otherwise stated, all assignments and exams require individual effort. The minimum penalty for any form of cheating on any exam or assignment will be a zero score on that exam. Of course, it could be much worse than that! Individual assignments that look too “similar,” in my judgment, will be treated as done with unfair consultation. For more details on the UNT Academic Integrity Policy, please visit the following website: Student Academic Integrity | University Policy Office (unt.edu). I intend to follow the policies outlined on this website.

Class Conduct:  You will soon graduate and head out into the business world, i.e., Corporate America or Corporate World. Like every other profession, business and marketing professionals are also expected to function professionally. To excel later in your industry role, it would be beneficial to adopt professional behavior in your college classes now.  After all, practice makes one perfect. Therefore, professional conduct is expected in this class. 

To recap, please adopt a “professional” attitude toward this class, your colleagues, and all of your college experience. Fulfill your responsibilities and accomplish your tasks with pride. Employers are seeking motivated, self-disciplined individuals, especially when competing with many others for a limited number of opportunities. Excuses do not impress anyone or get the job done, and hence, will not help you either in class or in your work world.  Only results and outcomes will help you in your career. While in college, take advantage of the opportunities presented to you, participate in professional activities, read (newspapers, journals, and business literature), and, more importantly, have a positive attitude towards learning and knowledge. What you learn (knowledge, skills, and habits) here during your college years will help you tremendously in the future.

ADA Compliance: G. Brint Ryan College of Business complies with the Americans with Disabilities Act in making reasonable accommodations for qualified students with disabilities. If you have an established disability as defined in the Americans with Disabilities Act and would like to request accommodation, please see me as soon as possible. My office hours and telephone number are shown on this syllabus.

Communication with the Professor: I believe that frequent and open communication between the professor and the student enhances the quality of learning.  I encourage you to contact me at any time to share your concerns or queries.  Please do not wait until the end of the semester to work on your grades. At that late stage, I am unable to do anything to help you. This course offers sufficient opportunity to make good grades.


IMPORTANT ADMINISTRATIVE DATES:

It is the student's responsibility to keep track of administrative dates and initiate the required paperwork for drops, etc. If you withdraw from the class, it is your responsibility to remove your name from the class rolls. If your name is not removed, then you may receive an ‘F’ for the course at the end of the semester.









Grading Scale

	Grade
	Numeric Range (%)
	Grade Points

	A
	89 to 100
	4.0

	B
	79 to 88
	3.0

	C
	69 to 78
	2.0

	D
	59 to 68
	1.0

	F
	Below 59
	0.0



Grading: 

1. Critical reviews of research articles and essay writing (30%) [2 assessments]; 
2. Empirical data collection, detailed analysis, and brief report writing (30%) [1 assessment];
3. Final examination (40%) [1 major assessment].

The total marks/points needed are 100%.

Remember that grades are earned, not negotiated; you should consistently perform well to receive a good grade in class. If you are experiencing difficulties with the class, please let me know as soon as possible. There is not much I can do to help you improve your grade if you wait until the end of the semester.

Examination: There will be one major final examination. This exam will be a long-answer essay type. Answers to the questions should be in essay format. The questions will require you to integrate course lectures, readings, and other supplemental materials, including PowerPoint slides, journal articles you have read, and textbook chapters, to address multiple discussion platforms. The exams are designed to assess your understanding of fundamental marketing principles, strategies, and practices, as well as your ability to apply this knowledge to real-world company decision scenarios. There will be no “true/false” and “multiple choice” questions in this class. All exams will be essay-type questions. However, mock exam questions will be provided to help students prepare for the final exam. This will be discussed during our Zoom meetings/sessions.

Homework: You will (a) read two practitioner-oriented marketing articles very carefully, (b) summarize and then draw out implications for marketing practice, (c) identify the main/key issues being discussed in the article, and (d) discuss your own perspectives on the article. A 3–4-page deliverable is required [12-point font, Times New Roman, single-spaced, APA].  

Empirical data collection and analysis: This assessment is a comprehensive, summer semester-long assignment. It requires continuous commitment and focus throughout the semester; the final mini project should demonstrate your ability to assess the identified marketing problem, i.e., the firm's marketing practices. We will discuss the assessment on an ongoing basis. That is, further guidelines will be discussed on an ongoing basis. To that end, adherence to the syllabus and its assessment requirements is crucial. Adhere to the Report format. See pages 11-14 of the syllabus. 

The title of the empirical data collection and analysis is: Marketing practices of a named small and medium-sized firm located in the DFW area of Texas (30%). Any manager will agree that a sensible way to manage the sales and marketing function is to identify a range of options systematically, choose one or more, and then schedule and determine what needs to be done to achieve the set objectives. This process is defined as marketing planning, the planned application of marketing resources to achieve marketing objectives (McDonald, 2004). 

Make-up Exams: Exams must be taken during the regularly scheduled exam times. Under no circumstances will the final exam be administered to a single student (or a few students) on a day other than the date scheduled in the syllabus for the entire class. No makeup exams will be given, except under extreme and extenuating circumstances, accompanied by a university-approved excuse.

Please check Canvas frequently for uploaded PowerPoint slides and handouts to support the topics covered.

All the assessments listed above will require students to think critically and make decisions independently.

Language is an important aspect of a marketing research report. The rationale is that if you cannot communicate your ideas effectively, there is little chance they will be accepted, used, or rewarded. While presentation styles may differ among students, it is expected that all students use appropriate and correct English. Please ensure you take care of grammar, spelling, sentence structure, and other aspects when preparing your reports. 

Due dates for completing various tasks and the mini project have been indicated in the “Tentative Schedule” section. 5 points will be deducted for all late submissions. 

This is not a legal contract. This outline provides an overview of the course, including its objectives, expectations, tasks and activities, class schedule, and assessment and evaluation criteria. We will try to adhere to this as far as possible.  However, in the event of any disruption due to inclement weather, the instructor reserves the right to modify the stated policies and other policy requirements outlined in this document and announced in class.

	Abbreviated Course Outline

	PART I -- INTRODUCTION TO MARKETING

	1. Basic Marketing Concepts and Principles, Definition(s) of Marketing, Marketing Environment

	2. Introduction to Marketing MIX, Marketing Management and Strategy, Corporate Social Responsibility (CSR)

	3. Marketing Information Management & Marketing Research

	PART II -- UNDERSTANDING MARKETS & CUSTOMER BEHAVIOR

	4. Consumer Behavior & Decision Making

	5. Organizational Markets & Buying Behavior, B2B Marketing

	6. Market Segmentation, Target Marketing, & Positioning – STP marketing

	PART III -- PRODUCT & SERVICE PLANNING

	7. Basic Product Concepts & Product Life Cycles (PLC)

	8. Branding Concepts & Strategies

	9. New Product Development (NPD) & The Diffusion of Innovations

	PART IV -- PRICE PLANNING & MANAGEMENT

	10. Pricing Concepts & Strategies

	11. Setting & Adjusting Prices




	PART V -- DISTRIBUTION PLANNING & MANAGEMENT

	12. Introduction to Channels of Distribution

	13. Wholesaling & Retailing

	14. Physical Distribution & Supply Chain Management

	PART VI – INTEGRATED MARKETING COMMUNICATIONS – IMC and INTERNATIONAL MARKETING

	15. Introduction to Integrated Marketing Communications; Digital Marketing
16. Advertising & Sales Promotion; Introduction to International Marketing – doing business in other countries.



1


2

Tentative Schedule

The following schedule is tentative and subject to revision. It is intended to provide guidelines for the topics to be covered in the Wintermester. Depending on the level of difficulty the class is experiencing, certain topics may require more time than others, and the class may occasionally deviate from the schedule. If such changes do occur, they will be announced on Canvas in advance. Revised schedules may include more or fewer chapters or topic areas than have been listed below. Dates of exams may change. Please remember to pay close attention to all announcements on Canvas. At any time, the most recent schedule will supersede all prior schedules. 

Quick tip: Students can work ahead. Even though no formal tasks are assigned for a particular day, you can work ahead by completing some of the assignments required ahead of time. You must, however, wait until the due date to submit your assignment.


	Module
	Date
	Key Topic
	Key Assignment

	1
	Monday, May 18, 2026 
	Introduction to the course: Definitions of Marketing; Role of Marketing; Marketing Concepts & Principles of Marketing 
Introduction to Marketing, Marketing Concept. 
	Read the syllabus thoroughly. Read the PowerPoint slides on the introduction to marketing.

	2
	Tuesday, May 19, 2026
	Introduction to Marketing II. Marketing  Environment (Micro & Macro – PESTLE).

	Continue reading the PowerPoint slides and handouts on Canvas.

	3
	Wednesday, May 20, 2026
	 SWOT Analysis, Porter, Ansoff Growth Share  Matrix. 

	Start making contacts with a company [small, medium, or large] you want to study for your final empirical report.

	4
	Thursday, May 21, 2026
	 Marketing Mix (4Ps and 7Ps).
 
 Marketing Strategy

  


	

	5
	Friday, May 22, 2026
	 Marketing Strategy II 

 Corporate Social Responsibility (CSR).

	See first homework: Summarize and then discuss the implications for practice in a written essay format – due on June 1, 2026, at 11:59 p.m. See Canvas for the article. See Blankson, C. and Stokes, D. (2002), Marketing practices in the UK small business sector, Marketing Intelligence & Planning, 20(1), 49-61.

 

	6
	Tuesday May, 26, 2026
	 Introduction to Marketing Research 
Sampling and data collection methods.

Secondary Data Collection I. 
	

	
	  
	 Secondary data collection II. 
 Qualitative Research Techniques I
	 Read the PowerPoint slides on the Canvas.

	7
	Wednesday, May 27, 2026
	Survey Data Collection Methods using qualitative methods
	Read the PowerPoint slides.
Finalize your interview appointments with the manager/owner of the business for your empirical report.

	
	
	Measurement, developing questions, questionnaire design (qualitative and quantitative). 
	Read the PowerPoint slides.

	8
	Thursday, May 28, 2026
	Consumer Behavior – understanding consumer decision making and behavior.


	

	9
	Friday, May 29, 2026
	Consumer Behavior II. 
	

	10
	Saturday, May 30, 2026
	Go over the week’s reading. Start reading next Monday’s materials.
	Remember to finalize your appointments to interview the manager/owner of the business for your empirical report.

	11
	Monday, June 1, 2026
	STP marketing. Market Segmentation, Target Marketing, & Positioning.
	Read the PowerPoint slides and handouts. First HW is due today at 11:59 pm.


	12
	Tuesday, June 2, 2026
	STP marketing. Market Segmentation, Target Marketing & Positioning II.
	See second homework assignment: Summarize and then identify the implications for marketing practice in the paper - due at 11:59 p.m. Deadline June 15, 2026. See Blankson, C. & Crawford, J. C. (2012), Impact of positioning strategies on service firm performance, Journal of Business Research, 65, 311-316.

	13
	Wednesday, June 3, 2026
	New Product Development. Product Life Cycle (PLC). Branding Concepts & Strategies; Branding Case Study.
	  Read the hand-outs.

	14
	Thursday, 4, 2026
	 New Product Development. Product Life Cycle (PLC). Branding Concepts & Strategies II

	Read the hand-outs.

	15
	Friday, June 5, 2026
	 Promotion and Advertising. 


	Continue to work on your empirical data collection and analysis.

	16
	Saturday, June 6, 2026
	 Discussion of the course and Q & A session.
	Zoom meeting. 1.5 hours. Time: tbd. 

	17
	Monday, June 8, 2026
	 Introduction to Integrated Marketing Communication (IMC). 
	

	18
	Tuesday, June 9, 2026
	 
 Channels of distribution, Supply Chain Management, B2B Marketing.
	Give out a mock exam for the final exam. See Canvas.

	19
	Wednesday, June 10, 2026
	 Channels of distribution, Supply Chain Management, B2B Marketing contd.
	Read hand-outs. Work on your empirical data collection and analysis, due on June 19, 2026.

	20
	Thursday, June 11, 2026
	Pricing. Setting and Adjusting Prices.
	Work on your empirical data collection and analysis.

	21
	Friday, June 12, 2026
	 Pricing. Setting and Adjusting Prices II.
	Work on your report.

	22
	Saturday, June 13, 2026
	Zoom meeting – to discuss empirical data collection, analysis, report, and final exam.
	Zoom meeting. Time: tbd.

	23
	Monday, June 15, 2026
	  Introduction to International Marketing. Doing   Business in Other Countries
	The second homework is due today by 11:59 pm, via email. 

	24
	Tuesday, June 16, 2026
	Introduction to International Marketing II. Doing Business in Other Countries.
	Prepare for the final exam.
Work on the Empirical Data Analysis and the Final Report.

	26
	Wednesday, June 17, 2026
	Revise and prepare for the Final Exam.
	

	27
	Thursday, June 18, 2026
	Final Exam
	The final exam will be placed on Canvas at 9:00 am. Submit final exam answers (i.e., answers to the questions) to my email at: Charles.Blankson@unt.edu FULLY TYPED, by 1:00 pm. Ensure that your name is on the paper.


	28
	Friday, June 19, 2026
	Final Report Submission
	Submit your final empirical report today by 4:00 pm via email. Thank you.



Grading criteria for examination, written report, summary of articles, and final individual empirical project.

Grade A [89-100%]

Excellent level of understanding of the chosen area/work/concepts.
Excellent analysis of the problem/case/concepts.
Excellent and well-thought-out discussion commensurate with the level of the class.
Excellent explanation of rationale, conclusion, and/or proposed solution.
No major errors of principle or interpretation.
Overall, a well-argued and well-thought-out response to the assignment.
Good quality written presentation and neat work.
Clearly written style, with a consistently high degree of effective communication. 
Evidence of diligence in tackling the assignment.


Grade B [79-88%]

Sound understanding of the problem/assignment.
Sound use of critical analysis.
Some minor errors of interpretation and/or fact.
Some "fog" or "woolly" analysis, but only to a minor extent.
A well-written presentation, but some parts are weaker.
Variable standard in written style, with some inconsistency in effective communication.


Grade C [69-78%]

Adequate understanding of the problem/assignment.
Analysis is rather basic, with a tendency to be uncritical and too descriptive.
Thinking and argument show "a good deal of fog" with a rather muddled approach. Overall, adequate conclusions, but the work requires major revisions before being accepted by, say, a manager or for outside circulation.
Work needs further revision and correction.


Grade D [59-68%]

The work demonstrates a basic understanding of the problem/assignment. Very basic written communication, and at times lacks coherence.
Very basic to poor written presentation.
Overall, the work is weak.
Oral presentation. 









Summer 5 Week 1 MKTG 3650-407 Final Individual Empirical Project (30%)

Positioning Strategies of Businesses (Firms) in the DFW Area of North Texas: The Case of …the name of your firm here…………….

This project will be examined through a written report.

Tasks: 
1. This is an individually assigned semester-long project. Embark upon an empirical research project via face-to-face interviews and observation techniques of a local firm in the DFW area of the North Texas Region. First, use observational techniques to study the firm’s positioning practices.   
2. Find out from the manager or owner of the business the tactics/strategies of marketing that the firm pursues in the marketplace, geared toward positioning of the firm.
3. Explore the firm’s target audience(s) thoroughly. In addition, probe the firm’s marketing mix (4 P’s or 7 P’s) and, in your view, why they use those mixes.  
4. Explore the manager’s comments on the firm’s overall marketing activities and decipher those that are important for positioning. Are there any statements from the mission or vision supporting the firm’s positioning? Discuss your findings by answering the question of whether the firm is pursuing positioning or not. Remember to refer to the articles, handouts, PowerPoint slides, notes taken in the Zoom meetings, and any other handouts on the Canvas as you write your report.

Note: The written report should be a minimum of 10 pages and a maximum of 12 pages, double-spaced, Times Roman, 12 fonts [minus the Cover Pages].


The report should be written for the attention of Mrs. Rosemond Wilson, MBA, Director of Marketing, The All-American Marketing Consultants, Corinth, Texas.


· Grading will be based on a good understanding/appreciation of positioning, marketing, a good discussion of the methodology (i.e., data collection process), and overall discussion of the work. See course outline for grading criteria.
· Ensure that your work is diligently presented, i.e., excellent, well-structured, and neat presentation throughout.
· Submit your report on the last day of the Summer 5 Week 1 Semester, i.e., June 19, 2026, by 4:00 pm, via email attachment to Charles.Blankson@unt.edu. Thank you very much.









See pages 12 to 14 for an Example of a Report Format
REPORT ON GRADUATE STUDENTS’ PERCEPTIONS OF GRADUATE PROGRAMS AND RECRUITMENT IN THE DEPARTMENT OF HISTORY, UNIVERSITY OF NORTH TEXAS


TO: Dr. Harold Smith, Chair, Department of History, University of North Texas

FROM: Dr. Charles Blankson, Department of Marketing, Logistics & Operations Management, University of North Texas 

DATE: March 8, 2026

SUBJECT: Graduate students’ perceptions of graduate programs and recruitment in the Department of History













TERMS OF REFERENCE:

Having been requested to undertake a focus-group interview project among graduate students in the Department of History, I, Dr. Charles Blankson, present this report for your attention.
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