
    MARKETING CONCEPTS - MKTG 302 
School of Business,COFC       Professor: Dr. Rhonda Mack 
 
Office: Beatty 305         Maymester 2017 
Office Hours: After class and by appointment            Class time: M-F, 8:30 – 12:00 
mackr@cofc.edu    (843) 953-6565        

School of Business Learning Goals 
l) Communication Skills: Students will demonstrate the ability, via both written and spoken word to effectively 
present, critique, and defend ideas in a cogent, persuasive manner. 
2) Quantitative Fluency: Students will demonstrate competency in logical reasoning and data analysis skills. 
3) Global and Civic Responsibility: Students will be able to identify and define social, ethical, environmental, 
and economic challenges at local, national and international levels. Students will also be able to integrate 
knowledge and skills in addressing these issues. 
4) Intellectual Innovation and Creativity: Students will be able to demonstrate their resourcefulness and originality 
in addressing extemporaneous problems. 
5) Synthesis: Students will demonstrate the ability to integrate knowledge from multiple disciplines incorporating 
learning from both classroom and non-classroom settings in the completion of complex and comprehensive tasks. 
 
Course Prerequisites 
Junior Standing; ECON 200 and ECON 201 
 
Textbook 
Marketing: The Core, 6th edition by Kerin and Hartley. McGraw-Hill 
Connect Marketing – smart learning module of Marketing: The Core. McGraw-Hill 
 
Course Overview and Objectives 
This course develops an understanding for the complexities of establishing and implementing marketing strategies 
in the marketplace. Areas of study include consumer behavior, marketing research, ethical marketing practices, 
product/services, branding and packaging, channels of distribution, and pricing and promotions in public and private 
sectors.  The objectives of this course are: 
 l) To gain factual knowledge (terminology, methods, trends, and concepts) of the marketing discipline. 
 2) To understand fundamental marketing principles and theories as they apply to marketing operations. 
 3) To begin to develop professional skills and competencies in the area including: 
  a) an understanding of the types of decisions that must be made in planning the marketing mix. 
  b) an understanding of the steps involved in the market segmentation process. 
 4) To become aware of some of the types of ethical and social responsibility issues firms face that relate 
  to marketing decisions. 
 
Course Components 
This course emphasizes the conceptualization of Marketing concepts/principles and the application of marketing 
tools, as well as the development of critical thinking essential for problem solving and decision making in marketing. 
Class format is a combination of lectures, group projects, online smart learning modules and in class activities. 
Lectures are limited and only highlight key marketing concepts. Thus, it is the responsibility of students to study the 
text and other course materials. This course requires active participation and contribution from every student. 
 
Participation 
Students are expected to be active participants in class daily, which requires attendance! While attendance and 
participation are not formal components of the grade, attendance and participation will certainly be taken into 
consideration in the case of borderline grades. Your grade includes a group project, thus, your attendance is 
important as a member of group work. Missing more than one class will result in lowering of your grade by one 
level. 
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Tests 
There will be three tests during this class.  They are non-cumulative. 
 
Comprehensive Marketing Plan 
Students will be assigned to a group for this project.  Each group will conduct a marketing analysis and develop a 
marketing plan for a product or company.  Please refer to Appendix A; Marketing Plan (44-57) for a detailed 
example of a marketing plan. 
 
In addition to a written report (hard copy submitted to me) there is a formal 10-minute presentation that aims to 
effectively pitch to the audience the practicality and feasibility of the marketing plan.  There will also be a peer-
evaluation/assessment for group members that will be part of your grade. Your topic, and group make-up is due to 
me on the 18th. 
 
Class exercises and special topics 
Throughout the course, we will be working on marketing topics that are of special interest to you and to me. These 
will count 20% of your grade and will give you a chance to consider some current marketing events and practices. 
Typed and turned in day of presentation. Short Paragraph/expanded bullet format. 
 
Grade Assessment   
Marketing Plan    25%    
Tests     55% 
Class exercises and special topics  25%  
 
Grade Scale  
A 91-100  B+ 88-89.9  C+ 78-79.9  D+ 68-69.9 
A- 90-90.9  B 81-87.9  C 71-77.9  D 61-67.9  F    <60 
   B- 80-80.9  C- 70-70.9  D- 60-60.9 
 

ATTENDANCE POLICY 
Class Attendance: Because class attendance is crucial for any course, students are expected to attend 
all classes and laboratory meetings of each course in which they enroll.  Instructors maintain the 
authority to determine how absences will be addressed, which should be detailed in their attendance 
policies.  Participation in college-sponsored activities, where students are official representatives of 
the College of Charleston, may result in absence(s). Instructors will recognize absences in which 
students are official representatives of the College of Charleston (such as intercollegiate academic or 
athletic team competition, or academic program sanctioned research presentation or artistic 
performance) as excused. ……. 
 
The above is part of the CofC official attendance policy.  With respect to this class (MKTG 320), 
attendance is required. The class includes a lot of group discussion and project work, therefore it is 
important to your group members, as well as to yourself, that you attend.  Poor attendance (more 
than two absences) will impact your grade.  EXAM MAKEUPS are the exception and only granted for 
the most extreme conditions at the discretion of the professor.  Any exam must be made up BEFORE 
the following class if it is approved.  The only exceptions are official absences due to academic 
program sanctioned activities as specified in the College’s policy.  NO makeups are given simply 
because you didn’t have time to prepare as the exam dates are scheduled well beforehand. 
 
As specified in the College policy. If a student misses more than two classes (this is a week’s worth of 
classes) not meeting the aforementioned policy’s requirements, his/her grade will be negatively 
impacted. Your letter grade will drop one category (i.e. B+ to a B-, A- to B+, etc.) for “non-sanctioned” 
absences beyond two (1) absence.   



 
PLEASE NOTE that absences excused by the Student Health Center, are not “sanctioned” absences.  
PLEASE NOTE that any student missing more than five classes will receive either a “WA” or an “F” in 
this class. 
 
DISABILITY SERVICES 
The College will make reasonable accommodations for persons with documented disabilities. If there 
is a student in this class who has a documented disability and has been approved to receive 
accommodations through the Center for Disability Service/SNAP, please come and discuss this with 
me during my office hours during the First Two weeks of class.  
 
ETHICS  

I EXPECT YOU TO DEMONSTRATE TOTAL HONESTY AND INTEGRITY IN THIS COURSE.  All students 
are to abide by the College of Charleston Honor Code as specified in the CofC Student Handbook.  
Violations will result in and “F” in this class and immediate referral to the College Honor Board. 

College of Charleston Honor Code and Academic Integrity 
Lying, cheating, attempted cheating, and plagiarism are violations of our Honor Code that, when 
identified, are investigated.  Each incident will be examined to determine the degree of deception 
involved. 
 
Incidents where the instructor determines the student’s actions are related more to a 
misunderstanding will be handled by the instructor.  A written intervention designed to help prevent 
the student from repeating the error will be given to the student.  The intervention, submitted by 
form and signed both by the instructor and the student, will be forwarded to the Dean of Students 
and placed in the student’s file. 
 
Cases of suspected academic dishonesty will be reported directly by the instructor and/or others 
having knowledge of the incident to the Dean of Students.  A student found responsible by the Honor 
Board for academic dishonesty will receive an XF in the course, indicating failure of the course due to 
academic dishonesty.  This grade will appear on the student’s transcript for two years after which the 
student may petition for the X to be expunged.  The student may also be placed on disciplinary 
probation, suspended (temporary removal) or expelled (permanent removal) from the College by the 
Honor Board. 
 
Students should be aware that unauthorized collaboration—working together without permission—is 
a form of cheating.  Unless the instructor specifies that students can work together on an assignment, 
quiz and/or test, no collaboration during the completion of the assignment is permitted.  Other forms 
of cheating include possessing or using an unauthorized study aid (which could include accessing 
information via a cell phone or computer), copying from others’ exams, fabricating data, and giving 
unauthorized assistance. 
 
Research conducted and/or papers written for other classes cannot be used in whole or in part for 
any assignment in this class without obtaining prior permission from the instructor. 
 
Students can find the complete Honor Code and all related processes in the Student Handbook at:  
http://studentaffairs.cofc.edu/honor-system/studenthandbook/index.php 
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Tentative Class Schedule 
Date Topic     Assignment (Chapter readings Student Presentation 

and assignments) 
 
5/15 Introduction to Marketing   Chpts. 1 & 2 (including   *First assignment in letter 
 Organizations &Marketing Strategies Appendix A on marketing plans) 
 “Syllabus” 
 
5/16 Marketing Environment, Ethical  Chpt. 3    *Sustainability 
 Behavior and Social Responsibility 
 
5/17 Consumer Behavior   Chpt. 4    Recessionary, Cultures 
 Global Consumers and Markets  Chpt. 6 
 
5/18 Marketing Channels & Supply Chain Chpt. 12    Study the Port of Charleston 

Dr. Kent Gourdin, Director,  
          Global Logistics & Transportation 
 Your Marketing Plan       Topic Due 
          Chris - China 
5/19 Exam 1     Chpts. 1,2,3,4,6 

Marketing Research   Chpt. 7    Marybeth - Neuroscience 
______ 
5/22 Market Segmentation, Targeting,  Chpt. 8    Sarah - Luxury Brands 
   Positioning 
 
5/23 Products     Chpts. 9, 10   *Package Example 
          Ned – Non-alcoholic beverage 
 
5/24 Exam 2     Chpts. 7, 8, 9, 10         Jarvis – Recessionary economy & mktg 
 Pricing     Chpt 11 
 
 
5/25 Retailing     Chpt. 13  James - Pharma,  Michael -Brand Loyalty/Switch 
         Anna – Real Estate 
          *Brand analysis 
 
5/26 Marketing Communications  Chpts 14, 15 
      Melissa Mardelli, Account Exec. Anna –scraping social media 

Sinclair Broadcast Group 
_____ 
 
5/29  Memorial Day No class 
 
5/30 Exam 3     Chpts 11,12,13,14,15  Jack - events sponsorship 
  
 Your Marketing Plan       
 
5/31 Marketing Plan Presentations  
 
 
 
 
 
 

 
 
 



 
 
Special Topics (individual) 
Neuroscience in Marketing 
“Scraping” Social Media 
Content Marketing and Personalization 
Chaos/Crisis Management in Marketing 
Luxury Brands 
Brand Loyalty and Switching Behavior 
Non-profit marketing – donors 
Marketing in the Beverage – Nonalcoholic Industry 
Marketing in a Recessionary Economy 
Marketing in Far and Mid Eastern Countries/Cultures 
Pharmaceutical Marketing 
Marketing in Major Events/Sponsorship Marketing 
Marketing in the “Grocery” industry 
Sustainable marketing 
 
*First day assignment 
Select a product or service.  Bring it, its box or a picture to class.  Be prepared to talk about the consumer needs it 
fills.  Talk about its target/market/segments, and the design of its Market Mix.  Is there a clear value proposition?  
What environmental factors might be affecting this product, or the company’s decision making about the product. 
 
*Sustainability project 
Pick a sustainability topic.  Interview at least 15 people on this topic (ex. Reusable bags, recycling in general, water 
 usage, etc.)(do not forget the respondent’s demographics) 
 
*Package 
Select a product…..Analyze the package, its benefits, marketing message(of the package), functionality (to customer 
 or intermediary, positioning, etc. 
 
*Brand analysis 
Go to a retailer (grocery/discount, etc).  Choose a product category.  Observe the number of brands offered, shelf 
facings, positioning, competitive market, the “WHY” and “HOW” and implications to retailer and manufacturer. 
 


