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APPLIED MARKETING PROBLEMS 
MKTG 4890.001 

 
Dr. Lou E. Pelton 

358M Business Leadership Building 
940.565.3124 (office)    972.333.3132 (mobile)    pelton@unt.edu 

 
COURSE INTRODUCTION 
 
Marketing Metanoia.  In this course, the capstone course in the undergraduate marketing curriculum, you 
are challenged to apply your communications, critical thinking and business skills to generate actions and 
solutions to contemporary marketing problems. Accordingly, this course is designed to evoke marketing 
metanoia. 
 

For the Greeks, it meant a fundamental shift or change, or more literally transcendence (“meta” -
- above or beyond, as in “metaphysics”) of mind (“noia,” from the root “nous,” of mind)…. To 
grasp the meaning of “metanoia” is to grasp the deeper meaning of learning,” for learning also 
involves a fundamental shift or movement of mind. - -  Peter M. Senge, The Fifth Discipline: 
The Art & Practice of the Learning Organization 
 

Marketing metanoia represents the fundamental challenge that you will confront as an active participant (as a 
consumer and marketing practitioner) in the dynamic marketplace. So, what do I mean by “metanoia”? 
Whether you plan to immediately embark on a career, enroll in a graduate program and/or take a vacation, you 
will surely be involved in marketing exchanges.  You will be engaged in transactions (and some of you will even 
transact engagements).  You will market yourself as a suitable candidate for a career position, a graduate degree 
and/or a social role. At very least, you will continue to be a consumer who acquires, uses and disposes of market 
offerings. Applied Marketing Problems will provide each course participant with a hands-on opportunity to 
integrate marketing knowledge, skills and attitudes that foster lifelong personal and professional development.  
It is reasonable to question why such a fundamental shift is timely and relevant to you. Many of you are 
designated as Millennials or Generation Y.  In fact, there exists a myriad of designations for those born roughly 
(depending on demographer) between the years of 1981 and 1997.  This generation is the second largest – the 
largest being the Baby Boomers – and purported to be the most influential in history.  In fact, marketers and 
media have a battery of designations for this generation of consumers: 
 
• Gen Why? because of the inquisitive nature of “challenging” the status quo. 
• Baby Boomlets because you are likely the offspring of the Baby Boomer generation. 
• Internet Generation because you were the first generation born into the Internet. 
• MyPod Generation – Besides the digital music reference, they expect mass customization 
• Echo Boomers – Same as above, with additional reference to wide impact of Gen Y on society 
• Boomerang Generation because many of you will return to your parents’ or guardians’ home after college as 

you “find your way” 
• Generation Now because of a high degree of impatience associated with both aspirations and expectations. 
 
It is noteworthy that many of you recognize that those born around the Year 1997 are quite different from those 
born at the outset of this generational designation who are in their mid-30s, a much different stage in their life 
cycle and most likely engaged in the workplace. Generation Z or the iGeneration are roughly (depending on 
demographer) born after 1997, and include high school students who have likely used Tumblr, Instagram, 
Snapchat or Facebook to form some of their closest relationships and to share information with others, inevitably 
impacting their market decision choices.  The youngest Millennials and iGeneration have often been designated as 
“retail disruptors” because their shopping preferences are markedly different than generations that preceded 
them.  Generational designations are reflections of formative experiences, and they are reflected in all   
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Changes in consumers’ values, attitudes and lifestyles – you may recall – impacts marketers’ offerings (i.e., 
goods, services, ideas), pricing, promotions (i.e., social media, electronic and print media), and distribution 
practices.  As you take this course, you may realize that the way in which you purchase branded market offerings 
has driven a transformation in retailing (B2C).  This results in a total “rethinking” of the supply chain, retail 
strategy and sourcing for marketing organizations. 
 

This market phenomenon parallels what has often been 
referred to as the "digital divide" or transformative 
technologies.  Consumers' interactions with Alexa and Siri 
are becoming more commonplace in about 1 in every 6 
households, and the rate of consumption is such that 
predictive forecasting suggests that virtual assistants may 
exceed the world population in the near future.  
 
Transformative technologies have been viewed as 
disruptive forces in the marketplace that evoke both 
competitive dynamics as well as new market opportunities.  
Competitive dynamics explores how the adoption of 
transformative technologies may both  create directions 
for new market entrants and enable smaller players to 
become market leaders.  Think about the growth of 
Amazon to become the world's largest retailing 
organization.   In some cases, transformative technologies 
actually create brand new markets that never existed. 

 
Unprecedented shifts in the marketplace are reflected in the forecasted wave of immigrants that will characterize 
the U.S. consumer market over the next quarter-century.  As peoples, places and perspectives change, marketers 

need to recast segmentation, target marketing and strategies that reflect these changes in values, attitudes and 
lifestyles (VALs).  Concurrent with significant shifts in the age distribution of U.S. citizens, the ethnic and racial 
mix represents a seismic shift in U.S. demography.   
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COURSE OBJECTIVES 
 
The overarching objectives of this course are  

1. to integrate marketing management knowledge and skills, 
2. to develop a comprehensive marketing plan, and 
3. to engage in experiential exercises that garner an appreciation for the dynamics of the market and 

present-day marketing.  An English proverb states, “The shortest answer is doing.” In this course, you 
will do marketing.  

 
EXPERIENTIAL LEARNING 
 
This course will operate on multiple levels.  
 
  The first level of metanoia will utilize real-world experiential exercises.  You will be required to complete 

two experiential exercises that (unlike didactic learning) engage you in real-world, real-time marketing 
decisions. 

  Every course participant will become part of a consultancy team. The consultancy team will conduct a 
comprehensive marketing plan for the focal company: Univoice.  There will be an Executive Briefing 
on 23 January, and it is essential that every student is present and prepared for this important 
informational session.  The link to the company's app is posted in Canvas. 

  The third level of course experience will be a series of seminars presented by Dr. Lou E. Pelton 
and/or his designates. These seminars will be different than most others you have experienced 
during your undergraduate studies. The seminars will provide alternative perspectives of marketing 
theory and practice. You are responsible for contributing to each seminar discussion. 

 
This is a capstone course.  Accordingly, you are expected to possess a thorough understanding of basic 
marketing principles and practices.  We do not review the marketing mix, the marketing concept, market 
segmentation, product life cycles or the diffusion of innovation. It is my expectation that you have successfully 
completed a marketing principles class, and that you will access the myriad of information resources to address 
any knowledge gaps in marketing principles.  However, it is not unusual for individuals to need some reminder 
or remediation associated with marketing terminology. To ensure that each student is prepared for the capstone 
assignment (developing a Marketing Plan), the first assignment is to watch the following Lynda.com video.  As 
a student enrolled in the University of North Texas, you have access to the LinkedinLearning.com video library.  
I have provided a video link on your course web site (canvas.unt.edu) that is an excellent foundation for 
understanding the nature and scope of a marketing plan, and the integral role of marketing in organizational 
performance.  
 
NAVIGATING CANVAS 
 
Most of you have already gained a familiarity with the Canvas (www.canvas.unt) learning and teaching platform 
in other courses.  In this course, the Canvas course site includes a multitude of resources that will foster your 
success.  You are likely aware that Canvas is accessible on any Web-enabled device (i.e., laptop, mobile phone).  
In the event that you encounter any issue(s) with Canvas, please do not contact Dr. Pelton; PLEASE 
CONTACT THE CANVAS STUDENT HELP DESK.  As a reminder, all content areas are located on 
the left "Navigation Pane" of the Canvas course web site.   
In this course, there are several major content areas on the Canvas platform: 

• Announcements – Please check your Canvas often because I will post announcements on a regular 
basis throughout the semester.  You are responsible for any information and/or instructions provided 
in these Announcements.   

• Syllabus - This is a .pdf version of the Course Syllabus and Course Calendar. 
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• Assignments - You will find information on all assignments in this area.  You can check you actual 
performance outcomes on "Grades." 

• Modules – This includes PowerPoints, value-added content (i.e., articles, videos), and a "Student 
Resources" area that list important contact information for various student services.  There is also 
evacuation information to ensure your safety in the event of severe weather. 

• Grades – you can check your grades 24/7 on the Canvas web site.  All graded assignments will be 
posted to Canvas.  Please do not send emails requesting grades.  Final letter grades are available on 
my.unt.edu ONLY. 

 
ENABLING STUDENT SUCCESS 
 
Americans with Disabilities Act. The G. Brint Ryan College of Business and all institutions in the University 
of North Texas System comply with ADA (https://www.ada.gov/ada_intro.htm) law.  We make every effort 
to make reasonable accommodations for qualified students with disabilities. If you have a special need in 
accordance with ADA guidelines, please contact and register with the Office of Disability Accommodations 
(https://disability.unt.edu/).  I will make every effort to accommodate your needs in counsel with the expert 
guidance of our ODA support team. 
 
Attendance and Classroom Behavior (10%). Your willingness to share relevant experiences during scheduled 
class sessions will enrich the lecture and text materials. Attendance is r e c o r d e d  a n d  required (10% 
of final grade or equivalent to one letter grade), and participation is encouraged and expected. Attendance 
includes both mental and physical attentiveness. Every student is expected to read the assigned materials prior 
to the lecture. Your preparedness is a significant determination of your participation grade.  To ensure that 
we create a positive learning environment, please: 

• Turn off your mobile phones during class.  
• Refrain from engaging in personal conversations with those around you during class (unless 

it is part of assigned course activities). 
• Prepare for each speaker/business professional scheduled during the semester. 

 
Code of Conduct.  Each student is responsible for classroom behavior that is conducive to the teaching-
learning process. Each student should be fully aware of the policies and guidelines for academic honesty 
and classroom behavior discussed in the University of North Texas – Denton Student Code of Conduct 
(https://policy.unt.edu/policy/07-012). Anyone compromising the integrity of the learning process will receive a 
failing grade in this course and be referred to the Dean of Student Affairs for disciplinary action.   
 
Professional Presentations. Excellence in written communications is a critical prerequisite for success in 
the business environment. Employers not only expect such excellence, they demand it. As part of the on-
going commitment to offer students the best preparation to achieve success in their chosen profession, this 
course requires each student to demonstrate professional oral and written communication skills. Whether an 
oral presentation or written presentation, please ensure that it ascribes to professional standards. 
Written assignments should demonstrate 

• Evidence of careful attention to grammar, punctuation and spelling.  You might use this on-line editing 
tool to assist you: www.grammarly.com, or you may take advantage of The Writing Center support staff. 

• Evidence of an ability to produce a logically-developed, critically-integrated written presentation of 
ideas, information and conclusions. 

• Evidence of formal review of any written assignment to check for continuity in writing style, tense, 
headings and overall format.  Simply proofread your paper, or ask others to proofread it before 
submission. 

• Evidence of following appropriate citation guidelines (www.citefast.com).  You may choose any 
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bibliographic format, but it should be consistent and correct. 
• Evidence that you have cited all sources and did not plagiarize material.  As articulated in the Student 

Code of Conduct, plagiarism is a serious breach of student conduct. 
 
ASSESSMENT OF LEARNING OUTCOMES 
 
In this course, your grade will be based on your total accumulated points on graded assignments. Final course 
grades will be determined by dividing your total number of accumulated points divided by 1,000 possible 
points. The following table summarizes course grade assignments: 
 

A B C D F 

≥ 900 points 800 - 899 points 700 - 799 points 600 - 699 points ≤ 600 points 
 

The highest reward for a person’s toil is not what they get for it, but what they become by it. 
 - John Ruskin 

 
I think Ruskin is correct in his assessment of the “highest reward” for performance.  Hopefully, your greatest 
reward from this course will be the experience.  Nevertheless, I have a responsibility to assign each student a 
grade for her/his course performance. 
 
Experiential Exercises (40%).  Each student will complete two experiential exercises.  Each exercise is graded 
out of 200 points, and the grading rubric is posted to the Canvas learning and teaching platform.  These exercises 
will assess your ability to engage in critical thinking relative to a real-world marketing decision scenario. 
 
Attendance and Classroom Behavior (10%). Your willingness to share relevant experiences during scheduled 
class sessions will enrich the lecture and text materials. Attendance is r e c o r d e d  a n d  required (10% 
of final grade or equivalent to one letter grade), and participation is encouraged and expected. Attendance 
includes both mental and physical attentiveness. Every student must read the assigned materials prior to the 
lecture. Your preparedness is a significant determination of your participation grade.  The attendance is 
especially important during scheduled "Industry Insights" when we have visiting executives make presentations 
and during the last two rounds of team presentations.  It would be unwise to miss these opportunities.  There 
are 12 face-to-face class sessions in Spring 2020.  You will receive 10 points for each complete class attended. 
Please note: 

• Industry executives are expending time and energy to deliver "Industry Insights" and you should ensure 
that you attend and participate. 

• Excused absences must receive approval of the Office of the Dean (Ryan College of Business), the 
Office of Student Affairs and/or the UNT Athletics Department. 

• The point system allows you to miss one class without penalty.  If you attend all face-to-face class 
sessions, you may earn 120/100 points. 
 

Marketing Plan (40%).  You are assigned to a team, and you are expected to cooperate and collaborate with 
your team members to produce a strategic marketing plan for the focal company (Univoice).  Information about 
the company, industry and other market factors will be a vital part of your contribution to the marketing plan 
project.  Your team will make an oral presentation (20%) and submit a written presentation (20%).  Like the real-
world, you will be competing against every other team in the course.  
 
Research Assignment (10%).  All students will be responsible for collecting data to support the strategic 
marketing plan.  Each student is expected to collect 10 completed online surveys for this assignment. The 
Professor will develop, design and create a Qualtrics survey link.  By aggregating the survey results, there will be 
sufficient data for all teams to evaluate in their strategic marketing plans.  Each student will receive 10 points for 
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each completed online survey, and may be credited for up to 200 points (20 completed surveys).  The population 
of interest will be: 

• Consumers aged 21 – 55 years-old who have mobile phones. 
• Consumers may be U.S. citizens, residents or F-1 Visa holders. 
• Only surveys completed by 20 February 2020 will be eligible for grading purposes.  

 
There will be two rounds of final oral presentations, and the final four teams will make final presentations to a 
team of judges that includes members of the focal company.  However, all students are required to attend all 
scheduled class sessions, including the final presentations.  The company has defined its scope and deliverables 
for the marketing plan; so, the expectations are quite clearly articulated by the client. 
 

Experiential 
Exercise I 

Experiential 
Exercise II 

 
(Research) Data 

Collection 

 
Attendance & 
Participation 

Strategic 
Marketing Plan Total Points 

20% 20% 10% 10% 40% 100% 

200 200 100 100 400 1000 
 
 
Extra Credit Only: SONA Participation (Extra Credit).  The Department of Marketing, Logistics and 
Operations Management supports student-engagement in business and consumer research.   The SONA 
Behavioral Laboratory is a medium for accomplishing this goal while facilitating actual applied and normative 
research projects conducted by faculty and doctoral students.  The point system and credits are managed 
independently from Dr. Pelton.  Your earned points are reported at the end of the semester (deadline: 1 April 
202 and no credits after that date will be considered), and will account for 10% of your grade.  You will have 
choices of which experiments or surveys that you choose for participation.  
 
As part of your learning experience in this course, you have an option to participate in research studies 
conducted by faculty members and doctoral students in the Department of Marketing, Logistics and 
Operations Management. Your participation in this research is EXTRA CREDIT and not compulsory.  To 
participate, you must create an account on the College of Business SONA page (unt-cob.sona-systems.com) 
which is a web application that allows you to browse available studies. Credit will be assigned based on the 
length of time the study takes to complete and whether you participate online or in the COB behavioral Lab 
(BLB 279): 

• Short online studies (5-15 minutes) earn 1 credit 
• Medium online studies (15-30 minutes) earn 2 credits 
• Long online studies (30-45 minutes) earn 3 credits 
• On-campus, lab studies (30-45 minutes) earn 5 credits 

 
Participants will be awarded 5 points for each SONA point not to exceed 25 points. That means you can 
never earn more than 25 extra credit points for participation.  All credits earned will be recorded to your final 
cumulative points at the end of the semester, and the strict deadline is 1 April 2020.  Once you sign up, the 
lab manager will update you periodically about new studies that have been posted. 
 
 

https://unt-cob.sona-systems.com/

