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 Marketing Foundations 
MKTG 3650.001 

 Maymester 2015 
 MTWTh - 8:00 to 11:50  

BLB 055  
 
Professor:  Dr. David Strutton  
  Director, New Product Development Program  
  Professor, Department of Marketing & Logistics   
Office:  BA 329K 
Phone:  940-565-3123, Cell 940-368-5696 
E-mail: David.Strutton@unt.edu 
Office Hours: By appointment; MWF 
Textbook: Marketing: 11th Edition, Kerin, Hartley, & Rudelius, McGraw-Hill/Irwin.  
 

• Text is Required  
 
Various Readings: 
 
  As posted on Blackboard on a Chapter by Chapter Basis.  Students are responsible 

for all readings posted on Blackboard for each Chapter.  Consequently, students may 
be tested on those readings – even if a reading is not addressed in class.   

 
COURSE DESCRIPTION & OBJECTIVES -  
 
Objectives:  
 
Marketing Foundations introduces students to all important functional and decision-oriented areas 
associated with marketing and marketing management.  Students will gain practical insights into why 
organizations produce existing products and choose to develop new products (and services), and how 
these products are targeted, positioned, branded, priced, distributed and promoted to customers and 
prospects.  The knowledge and decision-making skills acquired in this course will provide students 
with the sort of general marketing understanding that will enable them to interact effectively in the 
broader business environment. After completing this course successfully, students should be able to: 
 
 Identify and define key concepts and issues that are important in understanding the role of 

marketing in for-profit and not-for-profit firms, the economy, and society at large. 
 
 Understand the interrelationships between changes in the economy and the types of 

marketing strategies that companies continue to use, change in the face of economic 
exchange, and/or establish to seize new opportunities created through economic change. 

 
 Apply concepts discussed in class to the solution to business/marketing situations presented 

to the student in various exam question formats. 
 
 Identify and discuss the major objectives and strategies which comprise the marketing 

planning process for those firms which are trying to provide products and services that satisfy 
the needs of its customers. 
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 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 any firm.   

 
Description:  
 
Class sessions entail a combination of lecture and discussion.  You are expected to take an active 
role in class discussion by being ready and able to discuss current examples based on class 
assignments.  Much of the material that you will be tested on will emanate from activities that occur 
in class.  It follows that students should make every effort to attend if they intend to earn a superior 
grade. Exam questions will not all come directly from the text, but will include lecture material 
(designed to facilitate your understanding of basic marketing concepts not included in the text), class 
exercises, guest speakers, on-line videos, etc.  Occasional readings may be assigned or distributed in 
class or on-line at various points during the semester - i.e., one set of readings for the 1st test, one set 
for the 2nd test.  Test questions from each assigned reading may be on each examination.   
 
Examination and Grading Policy 

 
General Information: The two examinations are multiple choice or true/false in nature.  The 
first two examinations are each worth 150 possible points.  Any textbook, lecture notes, 
handout, assigned supplementary readings, issues raised during student- or professor- 
facilitated discussions, and video or guest speaker materials that are discussed or shown in 
class will be subject to testing.  Students should prepare accordingly.   
 
I will keep the exam copies, as well as your individual answer sheets. But students can 
review their exams, answer sheets and grades during office hours for two class days 
following the return of the exam.  After individual students have conducted one this review, I 
will gladly sit down with them and entertain questions or arguments they may have about 
how they answered individual questions and why they think their answers might be correct.  
 
After tests are graded, the answers to each question are content analyzed to determine 
whether a disproportionately large percentage of the class missed the question. Often, 
specific exam questions are “thrown off” the exam for the entire class based on problems 
identified with those questions. 

 
Exam Note: The book is used as an outline for class discussion.  But little time will be spent 
repeating what you can and should read for yourselves in the text.  Instead, in-class time will 
be spent reviewing general marketing concepts, expanding on issues introduced in the 
assigned chapters, engaging in class discussions, watching the occasional video, or working 
on exercises that relate to key chapter issues.  But on exams, you will still be responsible for 
the chapter material even if we do not explicitly cover it in class.  You should read assigned 
chapters before classes meet so that you will be prepared to participate in class discussion 
and ask useful questions.  And remember: test questions will be drawn from each of the 
assigned readings, as well.   

 
Make-up Exams: Exams must be taken during the scheduled class time.  No make-ups will 
be given except in the case of extreme extenuating circumstances, which are accompanied by 
a university approved excuse.  You must make-up the missed exam within one week (five 
school days) after the exam that you missed was given - unless you are physically unable to 
do this.  (We all realize some illnesses or injuries last longer than others.)  
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Reviewing your Exams and Scores: Students can make an appointment to meet with the 
Professor in his office for this purpose.  You must meet with the Professor within two school 
days after grades have been posted.  No student will be able to review his or her exam after 
that two-day day period has ended.   

 
     Total Possible Points Available to be Earned in Marketing 3650 
 

Two tests at 150 and 200 possible points =  350 
Extra Credit Quiz Points    = ? 
 

        ----- 
Possible FINAL Total Points     350  

 
 
FINAL GRADE DISTRIBUTION - 
 

>88%       = A  (308 points & above) – change  
78% - 87.9%   = B  (273 to 307.9 points) 
68% - 77.9%  = C  (238 to 272.9 points) 
58% - 67.9%  = D  (174 to 237.9 points) 
<58%   = F  (Less than 174 points) 

 
COURSE POLICIES 

 
Attendance Policy:  

 
Attendance will not be taken.  However, students are strongly encouraged to attend class and attend 
class on time.  Easy extra credit quizzes will occasionally be given as class ends. If you are not 
present at that time, you miss the quiz and miss out on an opportunity to easy extra credit. Clearly, 
one key to your success in this class entails attending class regularly - and on time.  Of course, these 
two behaviors key to your success in any professional endeavor.   
 
Emailing and Email Response Policy:  
 
Students must prepare and send polite, professional and grammatically correct emails in order for 
the Professor to respond to them.  Students must also include their phone number in the email.  
Why?  Because often a problem is resolved or a question is answered more easily by phone than by 
email.  You SHOULD EMAIL ME AT THE FOLLOWING ADDRESS: David.Strutton@unt.edu.  
Emails send to Blackboard or other addresses will not be answered.   

 
Three Commitments from your Professor -  

 
• To make each session an interesting learning opportunity as well as a valuable 

learning experience.  
 

• To emphasize learning material that is on tests and that will contribute meaningfully 
to your future professional and academic success.   

 
• To make this class as engaging and practically useful as possible while making the 

content delivered as personal, relevant and current as possible.   

mailto:David.Strutton@unt.edu


4 
 

 
 
American Disabilities Act  
 
The University complies completely with all ADA policies, and makes every effort to provide 
reasonable accommodations to qualified students with disabilities.  In accordance with ADA 
guidelines, if you have a disability, please inform me after class.  Every effort will be made to 
accommodate such needs.   
 
Classroom Conduct  
Each student is responsible for classroom behavior that is conducive to the teaching/learning 
process.  Each student should be aware of the policies for academic honesty and classroom 
behavior discussed in the UNT Student Guidebook and on UNT’s Webpage.  Anyone 
compromising the integrity of the learning process will receive a failing grade in this course.  No 
live cell phones or pagers are permitted except under extraordinary circumstances.    
 
TENTATIVE COURSE SCHEDULE 
 
The following schedule identifies the topics that will be covered in class. Depending on 
circumstances such as emergent speaker opportunities, we may occasionally deviate from the 
schedule.  If such changes occur, they will be announced at least two weeks in advance in class.   
 
Exam dates are highly unlikely to change.  
 
Date Chapter-Covered Topic 
 
WEEK I 
 
5/18  C1/C2   Syllabus/Introduction to Key Marketing Concepts/Fundamentals  
    Strategy 
       
 
5/19  C2/C3   Strategy/Environment   
 
5/20 C4/C5    Ethics and Social Responsibility/Consumer Decision Making  
     
5/21 C5/C8/C9  Consumer Decision Making/Marketing Research/Segmentation, 

Targeting, Positioning   
      
 
WEEK II   
  
5/25     C9/10   Segmentation, Targeting, Positioning/Product Development 
     
5/26 Test I   Review (30 minutes), Chapters 1, 2, 3, 4, 5, 8 (just the 

“Reading”) 9, 10.   
 
5/27   C11/12   Product, Brands & Brand Management, Services   
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5/28 C13/14   Pricing and Pricing Management   
 
WEEK III 
 
6/1 C15   Supply Chain Management     
 
6/2 C17/C18   Marketing Communications   
       
6/3 C17/C18 (catch-up) Advertising, Sales Promotion, Public Relations  
6/4  Final Exam   Chapters 11, 12, 13/14, 15, 17/18 plus chapters 1, 4, 5, and 9 
 
Welcome, THANK YOU for taking this class.   
 

My hope is that you benefit long-term in terms of your professional success from the 
learning experience and enjoy yourself while doing it.   
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Contractual Agreement between Student and Professor  
 

1. Attendance and Extra Credit Policy:   
• I agree that in the absence of ‘unusual circumstance’ students are not permitted to enter 

this classroom after 8:00 AM.   
o (‘Unusual circumstances’ include situational or personal constraints that preclude 

my timely arrival; i.e., physician visits, child day-care issues, etc., which must be 
discussed with Professor Strutton the day before the class session in question; 
extremely rainy weather that impedes traffic; accidents that close interstates or 
HWYs; or flat tires, personal accidents. personal incidents, or jury duty, each of 
which must be confirmed later in writing.)      

• I understand that when students enter the classroom late they will be politely told to leave 
and invited to return later as described immediately below.    

• I understand that if students must be late they are encouraged to enter class at 8:10 AM 
(sharp).    

• I understand an attendance quiz may be given at the end of class.  I understand these 
quizzes are intended to provide extra credit and incentives and rewards for students who 
attend class and who stay in class until it ends.  I understand these quizzes will count 1 or 
2 points extra credit per quiz toward the total amount of points I can earn in this class, 
although certain quizzes may count for more.  I understand extra credit quizzes also may 
be given at class sessions’ end.  I understand quizzes missed for whatever reason cannot 
be made up 

• I understand that there will be extra credit opportunities in this class but that students who 
elect to not sign this contract are not eligible to earn extra credit points.  However, 
students are under no obligation to sign it.  

• I understand that in imposing this ‘on-time attendance standard’ on MTKG 3650 
students’ classroom behaviors the Professor is:  

o Enforcing broadly-accepted norms of courtesy toward my peers and my 
professor, who otherwise are typically disturbed and frequently distracted 
when students attempt enter class late; Imposing performance and 
behavioral expectations that are notably similar to the performance and 
behavioral standards expected of me when I enter the professional 
workplace, particularly if I seek to remain and advance in that position; and 
creating a more focused learning environment in which students are more 
likely to earn higher grades and acquire more knowledge that immediately or 
eventually proves valuable to them is enhanced.    

o Helping me learn more about what it takes to succeed in the business world 
(SERIOUSLY).   

2. Use of Electronic Devices Policy:   
Laptops and Other Electronic Devices -  

• Background: While the marketing material you will learn and the marketing Professor 
from whom you will learn it are each interesting, there is no way that this learning content 
or your Professor could ever be as fascinating as the delights that await you in your online 
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world.  So I choose not to compete with your online world, but to make your choices/life 
easier by not giving you the opportunity to distract yourself electronically in this class.   

• As signatory to this document, my understanding is students are not permitted to use any 
electronic device in this classroom.  Items banned from use include laptops, I-Pads, cell 
phones; Blackberries (and devices that perform similar functions); I-phones (and devices 
that perform similar functions), MP3 players and any other e-devices that Professor 
Strutton is too un-cool to know about.    

• As signatory to this document, I understand that if Professor Strutton observes me using 
any of these devices during regularly scheduled class times he will tell me to leave the 
classroom for the entirety of the remainder of the class session.   

o Students are permitted use electronic devices in any reasonable way they choose 
during the scheduled break, but revert back to standard upon conclusion of the 
break. 

• I understand that in imposing these standards governing use of electronic devices in 
this MTKG 3650 section, the Professor is:   
a) Creating a more focused learning environment in which the likelihood that I 

will earn a higher grade while acquire more practically useful knowledge that 
will immediately or eventually prove valuable to me is enhanced.    

Students, that’s it.  In imposing this policy my sole goal is to create a learning environment in 
which it becomes more likely you can and will pay attention. If you believe this policy is 
unacceptable in any way, PLEASE sign up for another section.  Plenty of other good 
Professors/Instructors also teach this course.   
 

• Note: if, for example, your spouse or partner is about to give birth, your child is ill, your 
parent or grandparent just had surgery, etc. (you get the point) and you must stay current 
by staying e-connected, tell me about the pressing “situation” before class begins.  Then 
you will receive permission to stay connected to the outside world.    

 
Please sign name, write name, and date signature, below; and turn in document when asked.    
 
If you don’t want to sign this document, don’t.  But you still must follow these rules of classroom 
conduct.  And, you must sign-up to be eligible for any and all extra credit points and opportunities 
that are made available during the course.   
 
Below Print Your Name, Sign Your Name, Provide Date  
 
 
 


