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FOUNDATIONS Of 
MARKETING 
PRACTICE 

MKTG 3650.001  
Spring Semester, 2015 

Auditorium (AUDB) 100 
9:30 – 10:50 TTh 

Dr. Kenneth N. Thompson 

Office: 329M BLB  
Hours: 1:30 – 3:30pm TTh & by 
appointment 
Phone: 565-3137 (do not leave 
voice mail) 

 
Required Text: Roger Kerin, Steven Hartley, and William Rudelius (2014), Marketing, 12/e 

(Boston: McGraw-Hill) bundled with Connect 

Abbreviated Course Outline 

PART I -- INTRODUCTION TO MARKETING 
 Introduction to Marketing 
 

 Introduction to Marketing Management & Marketing Strategy 
 

 Marketing Information Management & Marketing Research 
 

PART II -- UNDERSTANDING MARKETS & CUSTOMER BEHAVIOR 
 Consumer Behavior & Decision Making 
 

 Organizational Markets & Buying Behavior 
 

 Market Segmentation, Target Marketing, & Positioning 
 

PART III -- PRODUCT & SERVICE PLANNING 
 Basic Product Concepts & Product Life Cycles 
 

 Branding Concepts & Strategies 
 

 New Product Development & The Diffusion of Innovations 
 

PART IV -- PRICE PLANNING & MANAGEMENT 
 Pricing Concepts & Strategies 
 

 Setting & Adjusting Prices 
 

PART V -- DISTRIBUTION PLANNING & MANAGEMENT 
 Introduction To Channels of Distribution 
 

 Wholesaling & Retailing  
 

 Physical Distribution & Logistics 
 

PART VI – INTEGRATED MARKETING COMMUNICATIONS 
Introduction to Integrated Marketing Communications 
Advertising & Sales Promotion 
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Table 1. Topic & Examination Time Line 

 Week 
of 

‘Marketing 12/e’ 
Chapters & 

Recommended 
Completion for 

Connect Assignments 

Lecture Topics & 
Associated Power 

Point HOs1 
Examination & Connect 
Assignment Deadlines 

1 Jan 19  

CH 1 – Creating Customer 
Relationships & Value 

Through Marketing 

Learnsmart Assignment for 
Chapter 1.2 

Introduction to Course 

Topic 1 -- Introduction to 
Marketing 

 

2 Jan 26 

CH 2 – Developing Successful 
Organizational & Marketing 

Strategies 

.CH 22 – The Strategic 
Marketing Process  

Connect Assignments for 
Chapters 2 and 22. 

Topic 2 -- Introduction to 
Marketing Management & 

Strategy 
 

3  
Feb 2 

CH 3 – Scanning the 
Marketing Environment 

CH 8 – Marketing Research: 
From Customer Insights to 

Actions  

Learnsmart Assignments for 
Chapters 3 and 8. 

Topic 3 -- Marketing 
Information Management  

4 Feb 9 

CH 5 – Understanding 
Consumer Behavior  

CH 6 – Understanding 
Organizations as Customers  

Learnsmart Assignment for 
Chapters 5 & 6. 

Topic 4 -- Consumer 
Behavior & Decision Making 

Deadline Learnsmart 
Assignments Chapters 1, 2, 22, 
3, 8, 5, 6 Friday Feb 13 at 5:00 

pm. 

                                            

1 All dates for topics are tentative.  I try to start each topic in the week indicated, but periodically must 
deviate from this schedule to accommodate guest speakers.  

2 I recommend completing all Connect Learnsmart assignments during the weeks indicated.  For example, 
the Learnsmart assignment for chapter one should be completed as soon as possible during the first week 
of class January 13 – 19. 
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5 Feb 16 CH 9 – Market Segmentation, 
Targeting, and Positioning 

Topic 5 -- Market 
Segmentation, Target 

Marketing, & Positioning 

Thursday February 19 – In 
Class Exam 1 Lecture Topics 

1 – 4 

6 Feb 23 

CH 11 – Managing Successful 
Products, Services, & Brands 

Learnsmart Assignment 
Chapter 11. 

Topic 6 - Basic Product 
Concepts & Product Life 

Cycles 
 

7 Mar 2 

CH 12 – Services 
Marketing 

Learnsmart Assignments 
Chapters 6 and 12. 

 

Topic 7 - Branding 
Concepts & Strategies  

8 Mar 9 

CH 10 -- Developing New 
Products & Services 

CH 4– Ethical & Social 
Responsibility  

Learnsmart Assignments 
Chapters 10 and 4. 

Topic 8 - New Product 
Development & The 

Diffusion of Innovations 

Topic 9 – Understanding & 
Using Dashboards 

(Guest Presentation) 

 

9 Mar 16 Spring Break   

10 Mar 23 

CH 13 – Building the Price 
Foundation  

Learnsmart Assignment 
Chapter 13. 

Topic 10 – Pricing Concepts 
& Strategies 

Deadline Learnsmart 
Assignments Chapters 9, 11, 

12, 10, 4 & 13 Friday March 27 
at 5:00 pm. 

11 Mar 30 

CH 14 – Arriving at the Final 
Price  

Learnsmart Assignment 
Chapter 14. 

Appendix B – Financial 
Aspects of Marketing 

Topic 11 – Setting and 
Adjusting Prices 

Thursday April 2  – In Class 
Exam 2 over Lecture Topics 

5 - 9 

12 Apr 6 

CH 7 – Reaching Global 
Consumers & Markets  

CH 15 – Managing Channels 
and Supply Chains 

Learnsmart Assignment 
Chapter 15.    

Topic 12 -- Introduction To 
Channels of Distribution, 
Wholesaling & Retailing 
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13 Apr 13 

CH 16 – Retailing and 
Wholesaling  

Learnsmart Assignment 
Chapter 16.  

Topic13 – Logistics & 
Physical Distribution 

(Guest Presentation) 

 

14 Apr 20 

CH 17 – Integrated Marketing 
Communications and Direct 

Marketing  

CH 19 – Using Social Media to 
Learnsmart With Customers  

CH 21 – Interactive & 
Multichannel Marketing  

Learnsmart Assignments 
Chapter 17, 19, and 21. 

14 - Introduction to 
Integrated Marketing 

Communications 
(Promotion) 

 

15 Apr 27 

CH 18 – Advertising, Sales 
Promotion, & Public Relations  

CH 20 – Personal Selling & 
Sales Management 

Learnsmart Assignments 
Chapter 18 and 20.   

15 – Advertising & Sales 
Promotion 

Deadline Learnsmart 
Assignments Chapters 14, 7, 

15, 16, 17, 18, 19, 20, 21 
Friday May 1 at 5:00 pm. 

16 May 4  

16 – Personal Selling & 
Sales Management 

(Guest Presentation) 

 

16 May 11 Final Exam Week 

Thursday May 14 8:00am-
10:00am – In Class Exam 3 
(Final Exam) over Lecture 

Topics 10 – 16 
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COURSE POLICIES & IMPORTANT INFORMATION 

Course Objectives  

My objectives for this course are typical of most 'survey courses' in which 
students obtain their initial exposure to an academic discipline.  Specifically, I 
want to: 

•  • Provide you with an understanding of the scope of Marketing and 
its role within in the firm and society. 

•  • Provide you with an understanding of the scope of the job faced by 
marketing managers in today's complex and highly competitive 
global business environment. 

•  • Provide you with a working knowledge of basic marketing 
terminology and concepts. Exams are geared to ensuring that you 
know the ‘language of marketing’ and have a basic understanding 
of the major concepts. 

•  • Introduce you to the ‘Marketing Concept’ as a basic philosophy of 
conducting business. 

Required Text 

Roger Kerin, Steven Hartley, and William Rudelius (2014), Marketing 12/e 
Ed. (Boston: McGraw-Hill) with Connect’s LearnSmart (Connect is required 
for this course). 

This book is available in hard copy from the UNT bookstore, and comes bundled 
with your Connect authorization codes and instructions on how to get your 
Connect account activated. The text is also available in electronic format from 
CourseSmart but it does not come bundled with Connect.  A later section in this 
syllabus describes how to buy the bundled version directly from McGraw-Hill.  
The eBook is well executed and seems to work well on most computers. I have 
been using the eBook on several Windows-based notebook computers, desktop 
computers, on my MacBook Pros, and my iPad. The eBook can be read on-line 
or ‘checked out’ for download. The eBook has the added feature that it is 
searchable. 

Grading  

Grading consists of three in-class exams, each worth 500 points (total of 1,500 
points) and 22 online Connect Learnsmart Assignments over chapters from the 
text (20 points each for a total of 440 points).  Your grade in this course is based 
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on the percent of points you earn out of the 1,940 points that are possible in the 
course as follows:  

A: => 90%  
B: => 80% & < 90% 
C: => 70% & < 80% 
D: => 60% & < 70% 
F: < 60% 

Specific grading opportunities follow. 

In-Class Exams 

There are three exams scheduled for the semester to be given in class at the 
times identified in Table 1 above.  Each exam is worth 500 points for a total of 
1,500 points. Again, the examination schedule is contained in Table 1 above.  

Classroom presentations are intended to augment and supplement material 
contained in the text.  In most cases, presentations will parallel information in the 
text and will offer my perspective on a given subject.  I will also use class time for 
a number of ‘guest presentations’ delivered by industry practitioners and other 
faculty from within the Department of Marketing and Logistics.  In-class exam 
questions will be drawn from this material.  

These in-class exams test your comprehension of material presented in class. 
Each in-class exam consists of 60-70 multiple choice and true-false questions. 

In order to help you study for the in-class exams, I will provide a series of sample 
on-line ‘self-tests’ referred to as ‘concept checks.’  These concept checks are 
intended to help you with the portion of the exam based on lecture presentations.  

Chapters from the text are examined separately via the on-line LearnSmart 
assignments discussed in the next section of this syllabus.  No questions from 
the LearnSmart assignments will be included on in-class exams. 

Contesting Exam Grades 

Students have seven days after the results of each in-class exam has been 
posted to BBL in which to contest grades or bring errors to the attention of my 
TAs.  Missing or incorrect grades will not be adjusted after that time. 

Examination Policies 

The following in-class examination policies are rigidly observed:  
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• You must provide me with documentation justifying your absence 
for a missed exam.  In the event of a medical emergency, a death 
in the family, or participation in an official university functions where 
your attendance is mandatory, I will grant a make-up exam. Any 
make-up exams that I choose to allow will be essay exams. 

• ‘Early’ exams may be allowed, depending on the 
circumstance. Students must see me during office hours to make 
arrangements.  

• You may not be allowed to take any exam if you arrive more than 
15 minutes after exam start-time, or after the first person has 
finished the exam, which ever comes first. 

Attendance 

Attendance in this course is mandatory.  I will spot check attendance 
periodically in the course at the end to the class.  How this is done will be 
explained with the first spot check.  Ten points will be deducted from your grade 
for each day missed.  Exceptions will be made only for University approved 
absences and must be documented.  

Connect LearnSmart Assignments Over Text Chapters 

There are 22 assignments over the chapters assigned from Kerin et al. text.  
Each assignment is worth 20 points for a total of 440 points.  All assignments are 
delivered via the McGraw-Hill Connect facility accessed through Blackboard 
Learn (BBL).  Each assignment consists of 60 - 80 multiple-choice questions. All 
assignments are open now, but will close at the times indicated on the syllabus.  
Pay close attention to the closing dates and times.  If you wait until the last 
minute to get them done it is highly likely that you will encounter technical 
problems with BB or with the McGraw-Hill servers. More importantly, waiting until 
the last minute to complete these assignments defeats their purpose.  These 
assignments are designed to help you master the material presented in the text 
and prepare you (in part) for the in-class exams. Because of this latter point, I am 
not sympathetic to complaints that BBL (or Connect) was down on the deadline 
date.  In addition, I will not honor requests to extend the due dates beyond those 
published in the syllabus.  PLAN ACCORDINGLY. NOTE ALSO that I cannot 
reset aborted assignments since these actually reside on McGraw-Hill’s 
servers.  You must contact their support staff for assistance. Contact 
information is contained on the opening page for each assignment. 

The best way to approach the assignments is to digest the material before 
attempting the on-line materials. I suggest that you read the chapter at least 
twice prior to starting the assignment for that chapter.  Your first ‘read’ should be 
to gain an overview of the topics contained in the chapter.  You may also want to 
highlight key terms at this point.  Your second read should be a more detailed 
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inspection in which you highlight major concepts and explanations of key terms.  
Familiarity with the material in each chapter is critical to your success on the 
assignments.  

Extra Credit Opportunities 

I may offer a few extra credit opportunities in the course.  These usually consist 
of voluntary participation in surveys or discussions of articles I’ve taken from the 
current business publications.  Each extra credit opportunity is usually worth 
between 5 and 15 points.   

The Connect Learnsmart assignments and extra credit opportunities are worth a 
substantial number of points that can boost your overall grade. These points may 
make a big difference in your final letter grade.  Do not expect me to be lenient 
with your final letter grade (i.e. ‘round up’) if you failed to meet deadlines on 
Connect Learnsmart assignments, or failed to take advantage of all extra credit 
opportunities.  I accept no excuses for missing deadlines since 
opportunities are open for reasonably long time periods. 

Registering With and Accessing Connect  

If you bought the bundled textbook from the UNT bookstore you should have also 
received a sheet of paper with your registration code.  When you access (click 
on) the first Connect Learnsmart assignment in BB Learn you should see a 
screen similar to the one shown below:  
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There are three choices on this page: (1) If you already have your registration 
code, simply enter it and you are ready to go; (2) You can buy the Connect Plus 
package direct from McGraw-Hill if you have not yet bought the book and wish to 
buy Connect Plus direct now (which includes the eBook); (3) If you already have 
the book and just need to access Connect, you can buy only the Connect 
registration code. Make sure you use the same user ID (your EUID) and 
password that you used to log into BB Learn.  

You only need to go through the registration process once.  After the first 
registration, when you open subsequent assignments, Connect will go directly to 
the assignment without additional login required. You grades on all assignments 
will be automatically transferred to your BB Learn grade book. 

IMPORTANT.  Try to complete all Connect assignments via BBL.  This ensures 
that your grade on the assignment properly registers in the BBL grade book.  If 
you complete the assignment outside of BBL, your grades will have to be 
manually synched with the grade book.  The synching process may take several 
days (or more) before your grade is posted. 

How I Communicate With Students 

I make extensive use of the ‘announcements’ tool in BBL to disseminate critical 
information in the class.  You should check for announcements on a daily basis.  
Generally, any important administrative information disseminated in class will 
also be ‘announced’ via BBL.  The syllabus is always subject to change.  
Changes are announced in class and, usually, via an announcement in BBL.   

Communicating With Dr. Thompson and TAs 

All communications with me should be via BBL email. I try to be in my office 
during office hours and will answer phone calls when I am there.  However, I 
rarely check my voice mail.  Hence, my admonition earlier in the syllabus against 
leaving voice mail.  You are welcome to come by at any time that I am in my 
office (outside or during office hours) for a ‘face-to-face.’   

Again, all email communications with me or my TAs must be via BBL email.  
Do not use Eagle Mail or any other email facility.  In addition, all email 
communications should be treated as professional correspondence.  
Remember that you are not emailing or texting a peer.   

The following email guidelines should be strictly followed: 
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• Employ a subject line that clearly indicates the content of your 
email.  I should not see ‘RE:’ in the subject line unless you are 
definitely responding to an email received from my TAs or me.  

• The body of your email should begin with an appropriate 
salutation.  You may address me as ‘Dr. Thompson’ or ‘Professor 
Thompson.’  This may sound pretentious, but titles do matter. I 
personally do not care, but there are many professionals who are 
offended when addressed in a less than formal manner. Do not 
begin your salutation with ‘hi,’ ‘hello,’ or ‘hey.’  I am continually 
surprised at the number of “hey dude“ salutations I receive from 
students each semester.  

• Pay close attention to spelling, punctuation, and grammar. Do 
not employ email or ‘texting’ abbreviations, or slang.  I strongly 
recommend that you compose your email in a word processor and 
then paste the communication into your email.  Most word 
processing programs have good spelling and grammar checking 
capabilities.  I do not expect your writing to be error free.  I certainly 
make my share of mistakes. However, you should do your best.  
International students need to pay particular attention here.  My 
standards apply equally to all students. 

• The ‘tone’ of your email should be professional.  Carefully proof 
your email before hitting the ‘send’ button.  Ask yourself how you 
would interpret the tone and content of the email had you received 
it from someone else.   

Failure to follow these guidelines will result in your email returned unread with a 
note to ‘edit and resubmit.’ 

My TA’s (if I have them) are your first point of contact for most administrative 
matters.  You should contact them first with all questions about grading, course 
policies, on-line exams, and assignments.   

Academic Misconduct 

All work performed in this class must be your own. Violation of this policy can 
result in a grade of ‘F’ for the course and notification of appropriate university 
officials for disciplinary action. Academic misconduct consists of, but is not 
limited to, the use of notes or other memory aids during exams, 
obtaining/passing answers or other information from/to others during exams, 
plagiarism, passing copies of exams to others, and obtaining copies of exams 
from others. You should familiarize yourself with the University’s disciplinary rules 
and regulations available in the Student Guidebook and the Student Code of 
Conduct brochure. Both are available from information desk in the Administration 
building or the third floor of the Student Union. 
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University & Departmental Policies on Grade Changes 

Any student who believes a grade has been inequitably awarded should first 
contact the instructor who awarded the grade to discuss the issue and attempt to 
resolve the differences. Any instructor no longer associated with UNT at the time 
of the appeal will be represented in these proceedings by the chair of the 
department in question. A student not in residence the semester following the 
awarding of the grade or a resident student who is unable to resolve the 
differences with the instructor has 30 days following the first day of the 
succeeding semester to file a written appeal with the chair of the instructor’s 
department, or the equivalent administrative unit. Refer to the Undergraduate 
Catalogue for further details. 

No grade except 'I ' may be removed from a student’s record once properly 
recorded. Changes are not permitted after grades have been filed except to 
correct documented clerical errors. 

Requests for error corrections must be initiated immediately after the close of the 
semester for which the grade was recorded. 

A faculty member who believes an error has been made in calculating or 
recording a grade may submit in person a request with a detailed justification for 
a grade change to the department chair and the appropriate dean. The Registrar 
accepts requests for grade changes only from the academic deans. 

University Policy on Awarding and Removal of Incomplete (I) 

The grade of I is a non-punitive grade given only during the last one-fourth of a 
semester. This grade can be awarded only if a student:  

•  • Is passing the course; 

•  • Has reasons beyond the control of the student why the work cannot 
be completed on schedule; and 

•  • Arranges with the instructor to finish the course at a later date by 
completing specific requirements that the instructor must list on the 
grade sheet. 

A student may remove a grade of I within one year by completing the stipulated 
work, paying a fee at the Bursar’s Office and returning the permit form to the 
instructor. Obtain the Student Request to Remove Grade of I from the 
departmental secretary. The instructor then files the permit form in the Registrar’s 
Office along with the grade, and the grade point average is adjusted accordingly. 
If a student does not complete the stipulated work within the time specified (not 
to exceed one year after taking the course), the instructor may change the grade 
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of I to a grade that carries credit or assign a grade of F if appropriate. The GPA is 
adjusted accordingly. 

A student who could not complete final examinations because of illness may 
remove a grade of I without payment of the fee. The academic dean is authorized 
to waive the fee upon certification of illness signed by the attending physician. 

Departmental Policy on Informing Students of Final Grades  

Final grades will be posted via Blackboard’s grade book.  Please bear in mind 
that departmental staff are not allowed to give out grades. Do not call or stop by 
the department office to ask for your grade. Only I can release your grade. 

Americans With Disabilities Act  

The College of Business Administration complies with the Americans With 
Disabilities Act in making reasonable accommodation for qualified students with 
disabilities. If you have an established disability as defined in the Act and would 
like to request accommodation, please see me as soon as possible. My office 
hours and office number are shown on the first page of this syllabus. Please 
note: University policy requires that students notify their instructor within the first 
week of class that an accommodation will be needed. Please do not hesitate to 
contract me now or in the future if you have a question or if I can be of 
assistance. 

Changes to Syllabus 

I reserve the right to make changes to this syllabus at any time.  Changes are 
disseminated verbally in class and / or via announcements in BB.  There may not 
be a hard copy revision to this document.  It is your responsibility to stay on top 
of any changes, regardless of how the change is disseminated. 


