COLLEGE OF DUPAGE
Marketing 1100 - Consumer Marketing              

Spring Semester 2008

Instructor - Ms. Fran Ucci


               Course code and section- 31650-001
E-Mail – uccifr@cod.edu
                          Monday and Wednesday 12:30 –1:45 PM

Office Hours: by appt.           




         

    Location: IC 2003

Course Name:





         Consumer Marketing - MKT 1100

Credit and Contact hours


    3 credit hours (3 lecture hours, 0 lab hours)

Prerequisites:










    NONE Textbook (required):


         Marketing, The Core, second edition, by Kerin 
COURSE DESCRIPTION 

Consumer marketing principles, concepts, functions and activities involved in generating consumer satisfaction through business and marketing transactions.

COURSE OBJECTIVES

Upon completion of this course the student should be able to:


1.  Describe the role of marketing in the economy, society and culture.


2.  Explain the nature and impact of controllable and uncontrollable variables


    in the marketing of consumer products.


3.  Describe and demonstrate use of various research methods and techniques


     used to help achieve consumer satisfaction.


4.  Describe effective distribution concepts and practices.


5.  Describe and demonstrate use of communication and promotion concepts,


  types of promotions, messages and media.

CLASS ATTENDANCE

Class attendance is essential if you are to receive maximum benefit from this class.  You earn 3.33 points for every day you come to class.  Since we meet 30 times, you can miss 3 classes and still earn an “A” grade for attendance.  It is your responsibility to e-mail me to see if you have missed anything during an absence.  Absences do not automatically extend due dates for work.
PARTICIPATION 

Participation requires preparation, including completion of readings and other assignments by the due dates. Furthermore, verbal class involvement is essential to the learning process for this course.  Again, you will loose participation points if you are not active in our class discussions.

DECORUM 

During class lectures and discussions questions may be asked at anytime, but in the interests of maintaining decorum, hands should be raised and only one person speaks at a time. There are to be no side discussions. During class, all cellular phones, audible pagers, wristwatch alarms and personal stereos must be turned off.   

LATE ASSIGNMENTS

For assignments I will accept late (and this is NOT all of them), 10 percent will be deducted for each class period that an assignment is late.

ASSIGNMENTS

Before I describe the assignments, I will state the rules of paperwork for my classes.
1. No handwritten work 

2.  No electronic work – use my mailbox in IC 2070 to drop off early work
There will be a research assignment handed out the day we have library orientation.  Details will be provided in class.

 Due periodically will be a 1 full-page, double-spaced case analysis.  One full page in double space equals 21 lines of print, in type size 12, with all four margins set at 1 inch.   Do not rewrite the questions.  Only your name and name of the case need to be printed across ONE line at the top of the page.  The cases will be distributed in class, the day before they are due.  It is your responsibility to e-mail me if you are absent to see if you’ve missed any handouts.  Your write-ups will be collected and are designed to aid the class discussion for that case.  They have no value if turned in late so I must receive them before they are due if you wish them to be counted but cannot attend class on the day we discuss them.

Each week, one or two students will give an informal 3 to 5 minute report to the class on an article of their choosing, found in the magazine Fast Company.  It is available in COD’s library or on the web at http://www.fastcompany.com/magazine/archives.html.  You will need to copy the article and turn it in with a 1 full-page double spaced opinion of the article attached. (21 Lines of print with 1 inch margins). There will be a sign up sheet for this assignment, so please be prepared on your chosen date.  You will loose ten points if I must reschedule your presentation.  You will loose 15 points if you hand it in without presenting it in class. 
Your major assignment is to pick a product and create an advertisement for it.  You can also create an advertisement for a company as a whole.  A computerized 8 by 11 inch, magazine page sized work, with color, graphics and words is expected.  Accompanying the ad will be a 2 full-page double-spaced paper explaining why you chose the elements you did.  I am interested in an analysis of the ad, not the product, so don’t tell me why the product is great; tell me why you think a company would use your ad.

Consumer Price Index assignment – Make a list of 15 must have items for your weekly budget. Shop for your items in three different stores, listing the prices next to the item.  Then, and tally the basket for each store.  Lastly, comment on your results in a half page, double spaced paragraph.

Review Packets are practice quizzes for each chapter posted at the book’s website that you email me when you finish taking them.  Use only the “A” quiz and get them to me before the test for those chapters.  The book’s website is http://highered.mcgraw-hill.com/sites/0072999896/student_view0/index.html, or follow the book’s link to the student edition.

TESTS

 You will need to bring two #2 pencils for each of the exams. Questions will cover terminology, the textbook, and class lectures. The tests will measure knowledge, comprehension, application, analysis, and evaluation. In order to do so you will be presented with some material that is similar, but not identical to, the material presented in class.  

MAKE‑UP TESTS

Make‑up tests may be similar, but not identical to the original.  Make‑up tests must be scheduled with the professor within one week of your return to class.

CHEATING/ACADEMIC DISHONESTY POLICY

Any violations of College of DuPage policies regarding academic honesty and/or integrity will be referred automatically to the appropriate College authorities for disposition.  Any students caught cheating will, at the professor's discretion, receive an "F" for the exam or for the assignment.   Student rights and responsibilities are outlined in the College of DuPage Catalog. It is each student's obligation to know and understand them.

GRADING

	
	
	
	
	
	
	
	
	A
	B
	C
	D

	Tests
	4
	@
	100
	points
	each
	 =
	400
	360
	320
	280
	240

	Final Exam
	1
	@
	100
	points
	each
	=
	100
	 90
	80 
	70
	60

	Library Assignment
	1
	@
	25
	points
	each
	=
	25
	22
	20
	17
	15

	Advertising Assignment
	1
	@
	100
	points
	each
	=
	100
	90
	80
	70
	60

	Cases
	4
	@
	25
	points
	each
	=
	100
	90
	80
	70
	60

	Participation & Attendance
	30
	@
	3.33
	points
	each
	
	100
	90
	80
	70
	60

	Review Packets
	5
	@
	20
	points
	each
	=
	100
	90
	80
	70
	60

	Fast Company Article
	1
	@
	50
	points
	each
	=
	50
	45
	40
	35
	30

	Consumer Price Index Assignment
	1
	@
	25
	points
	each
	=
	25
	23
	20
	18
	15

	TOTAL
	
	
	
	
	
	
	1000
	900 
	800
	700
	600


EXTRA CREDIT

1) Watch a documentary business video and type a one-page, double-spaced, summary and opinion of what you saw.  A list of the videos available in COD’s library can be found at: http://www.cod.edu/library/libweb/Wagner/Business/GeneralBusiness/businessvideos.htm, 

but any material you can get from public libraries, other colleges or via the Internet is acceptable.  It must be at least 30 minutes long.  Please check the title with me before doing the assignment.  This is worth 25 points.
2) Choose a current retailer and visit one of its locations. Bring a notebook, as you are to investigate their store as a competing retailer would. Note down the type of retail institution it is, location type and surrounding stores, availability of parking, visibility of location, lighting, flooring, display fixtures, music and or sounds, assortment of merchandise, number of employees, aromas, method of checkout, method of shopping, point of purchase and other advertising methods, physical arrangement of merchandise (folded or hung, round or straight racks, bins or shelves, etc.), store hours, layout of store (draw a picture here) and any other characteristics you see that are relevant to retail presentation. Take this information and create a 1-2 page double-spaced paper describing the physical and social environment of the retailer you chose.  This is worth 25 points.

Other extra credit assignments may be announced during class.  It is your responsibility to e-mail me to see if you have missed anything during an absence.

INCOMPLETE/WITHDRALAL POLICY

Incomplete (I) grades will only be given to students having at least the first 75% of the coursework completed. Requests for an "I" grade must be given to the instructor in writing, before the end of the semester.

Students need the instructor's written permission to withdraw after mid-semester.  If medical problems cause you to need to withdraw contact the Health Center.

Students wishing to opt for the S/F grade must apply to the instructor, in writing, by the first class meeting of the fourth week of the semester. See the College of DuPage catalog for restrictions relating to the S/F option. Note that other schools may treat the S/F option differently, should you wish to transfer.

CLASS SCHEDULE FOR MARKETING 1100 SPRING 2008 – Day

Week 


Activities






Text Chapters

1 – 1/14/08

Syllabus explanation & intro

      1/16/08

Creating Customer Relationships & Value Through Marketing
1

2 – 1/21/08 

Martin Luther King Day – No Classes

      1/23/08

Developing Successful Marketing & Corporate Strategies

2

3 – 1/28/08

Scanning the Marketing Environment



3

      1/30/08

Ethics and Social Responsibility in Marketing


4



4 –  2/4/08
   
Library orientation

       2/6/08

Test 1 – Chapters 1 through 4

5 -2/11/08

Test review and Case #1 Discussion 

     2/13/08

Consumer Behavior






5
  

6 –2/18/08

Organizational Markets and Buyer Behavior



6

     2/20/08

Reaching Global Markets





7

7  - 2/25/08

Marketing Research: From Information to Action


8

      2/27/08

Test 2 – Chapters 5 through  8

8 –  3/3/08

Test Review and Case #2 Discussion 


       3/5/08

Identifying Market Segments and Targets



9      

  9- 3/10/08

Developing New Products and Services
 


10 

      3/12/08

No CLASSES – In Service Day

10 – 3/17/08

Managing Products, Services and Brands



11

        3/19/08

Pricing Products and Services


 


12

11-   3/24/08

Spring Break – No Classes 

        3/26/08

Spring Break – No Classes 

11 – 3/31/08

Test 3 – Chapters 9-12

          4/2/08

Test Review & CPI  Assignment 

12 – 4/7/08

Marketing channels and Supply Chains



13

        4/9/08 

Retailing and Wholesaling
 




14

13 – 4/14/08

Integrated Marketing Communications & Direct Marketing

15


        4/16/08

Test 4 – Chapters 13-15

14 – 4/21/08 

Test Review and Case 3 

        4/23/08

Guest Speaker

15 – 4/28/08

Advertising, Sales Promotion, and Public Relations


16

and Advertising Assignment due

        4/30/08

Personal Selling and Sales Management



17

16 –  5/5/08 

Implementing Interactive and Multi-channel Marketing

18

         5/7/08 

Case #4 Discussion

       5/12/08

Final Exam – Chapters 16-18
