Marketing 5311

Spring 2016
UT ARLINGTON FWC Santa Fe Station

Instructor:  Larry Chonko, The Thomas McMahon Professor in Business Ethics

The University of Texas at Arlington

Department of Marketing

College of Business
Box 19469

Arlington Texas 76019-0469

Phone: 817-272-0264
Fax: 817-272-2854

E-Mail: Larry.Chonko@UTA.edu
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Office Hours; Mondays 5:30 – 6:00 PM Saturdays 8:00-8:30AM 

Class Time Mondays 6:00PM-9:50PM; Saturdays 830AM-12:20PM

Book:  MM4, Iacobucci
COURSE DESCRIPTION

A survey of activities involved in marketing.  Emphasis is placed on developing a managerial point of view in planning and evaluating marketing decisions of the firm.  Analyzes decisions with respect to products, price, channel, and promotional variables and considers questions relating to cost efficiency, demand, social responsibility and regulations.

STUDENT LEARNING OUTCOMES
This course will focus on key elements of marketing and their importance to organizations. The “what,” “why” and “how” of marketing activities will be discussed, with an emphasis on both processes and outcomes. At times, the course integrates marketing with other functional areas. The intent of the course is to introduce concepts of marketing that are pertinent to the effective and efficient functioning of a business or non-business enterprise.   Objectives of the course include:

· Further develop your understanding of forces driving competition in the marketplace

· Enhance your skills for analyzing competitive trends, identifying threats and opportunities, and monitoring competitive activities and assessing a firm's competitive advantage.

· Understand the value of marketing concepts as guides for addressing business problems and opportunities
· Understand the role of marketing function within cross-functional business processes for creating and delivering superior customer value

· Develop a disciplined approach to the analysis of marketing problems

· Develop an awareness of the major types of marketing problems faced by organizations, with emphasis on sound analytical approaches to effective decisions.

COURSE OVERVIEW
The course is organized around the problems/opportunities faced by businesses in the competitive market environment. It covers the following areas:

1. Role of marketing in conducting opportunity analyses and developing and implementing competitive strategy 

2. Understanding the Customer -- Market Research Driven Segmentation 

3. Developing and Managing the Value Proposition – Differentiation and Positioning 

4. Going to Market -- Developing Competitive Marketing Strategy (Implementing the Marketing Mix)

5. Assessing the Financial Impact of Competitive Marketing Strategy 
6. Understanding, Attracting and Keeping Valuable Customers

7. Positioning the Business to Achieve an Advantage over Competitors

8. Identifying And Exploiting Growth Opportunities

9. Managing the Channels for Gaining Access to Served Markets
10. Aligning the Organization to Changing Market Requirements.

To facilitate your obtaining of knowledge of marketing strategies and tactics, we will examine marketing strategy from a theoretical, methodological and practical perspective as follows:
Understanding Sources of Competitive Advantage. We will draw on the resource-based view of the firm to develop an understanding of the many different ‘raw materials’ available for creating and sustaining competitive advantage through marketing strategy. We will focus in particular on two often overlooked elements: 1) the role of market orientation as a source of competitive advantage and 2) the role of people in helping an organization sustain advantage in the marketplace.

Implementing Marketing Strategy. We will address how marketing strategy and tactics can be effectively delivered. We will examine critical issues including: the strategy implementation process; marketing organization design; inter-functional interfaces; marketing performance assessment; and, the marketing planning process.

TEACHING APPROACH
Rather than merely presenting concepts developed in a text, class sessions will be devoted to probing, extending, and applying the text material.  It is assumed that students have read (skimmed) the text assignments before coming to class. Student contributions to class discussion are expected as they will provide wonderful learning value for your colleagues and for your instructor.   The benefit students derive from the attendance and participation is related to their willingness to expose their viewpoint to the critical judgment of the class.  Do not be reluctant to voice your opinion. You are urged to challenge ideas, both mine and your colleagues.  You are encouraged to bring to the classroom your learning based on other courses and life experiences. You are also encouraged to examine the relevance of marketing concepts in the context of current business and economic trends in industry.  You are welcome to introduce your own experiences with your current and/or former employer.
As in the business world, you should be willing and able to present your analyses and viewpoints to the class. You are strongly encouraged to do so.  At the same time, you should listen carefully and objectively to your classmates.  Class discussion should be constructive and take place in a professional atmosphere. If there is disagreement about the quality or content of a person's statement, then this should be viewed as an opportunity for learning. By probing, challenging, and defending points of view, we may find where one individual has weighed certain factors more heavily, made different assumptions, or interpreted facts from a different perspective. Identifying such sources of conflict can lead to a clearer understanding of the situation and the benefits of alternative courses of action.

A note on contributions from participation.  Highly valued contributions include asking insightful questions about the assigned readings, redirecting a discussion when the current point has been adequately covered, providing an appropriate qualitative/quantitative analysis, summarizing and/or reconciling previous comments, and drawing generic learning points from a particular discussion. It is absolutely critical that you be able to follow a discussion, synthesize and evaluate perspectives, and offer insights to advance discussion.  In this way, we all become teachers and learners.  

You cannot expect to optimize your gain from this course only thorough passively attending class and taking careful notes. Rather, developing the kinds of decision-making and problem-solving abilities you need requires that you actively practice reasoning. Hence, even when you do not receive an opportunity to add your voice to class discussion, it is strongly recommended that you actively listen and think critically about the concepts and issues raised.
Let’s Talk Quality.  Throughout the course, quality of participation will be encouraged. Participation of superior quality means that you are well-prepared, contribute in a manner that adds value to the discussion, listen carefully to other's contributions.   Please try not monopolize class time, or side-track issues under consideration, or ask questions more appropriately addressed outside of class, or otherwise distract the class. Quantity is not a substitute for quality. It is entirely possible to ‘participate’ frequently and still no reap the full benefits of class participation. In evaluating quality of class participation, a variety of criteria are used, such as whether it is:

· Accuracy
· Reasonableness
· Well-supported and defensible

· Adding to understanding of the issue at hand

· Timely and linked to the current discussion  

· Action-oriented or merely descriptive

· Clear and concise

In particular, I would like to encourage you to bring in relevant work experience to the class discussion. Work experience can be an important complement to readings, lectures, cases, and instructor expertise.  It represents a very important resource that can pay dividends for the entire class. 

Some of the things that have an impact on effective class participation are the following:
· Are you a good a good listener, or are you formulating your response while someone else is talking?  

· Are the points that you make relevant to the discussion?  Are they linked to the comments of others?  This does not mean that analogies and tangents are inappropriate. Quite the contrary, they are very welcome….just make your case. 

· Do your comments add to our understanding of the situation?  What is your deliverable?
· Do your comments show evidence of analysis of the situation or are the coming from emotion?  

· Do you distinguish among different kinds of data (e.g., facts vs. opinions.)?  

· Are you willing to listen to, offer, and test new ideas, or are all comments “safe”?  (For example, repetition of case facts without analysis and conclusions or a comment already made by a colleague.) 

· Are you willing to interact with other class members, professionally critique and be professionally critiqued?  In this class, professional critique implies the following: 1) a well thought out , factual or theoretically based difference of opinion with something that has been asserted, 2) a rationale for the disagreement – why your approach is superior, and 3) a solution that is focused on improving outcomes in some way(s).  
· Do your comments clarify and highlight the important aspects of earlier comments and lead to a clearer statement of the concepts being covered?  
CLASS MEETINGS

  Students are encouraged to ask questions and make comments pertinent to the subject.  Lectures will complement the text, but any direct overlap between the two is purely coincidental.  Current changes in marketing will also be discussed along with other additional information pertinent to the subject.  

MARKETING PLAN
Students will be placed on teams and participate in the creation of a business plan for a selected company.   Details will be provided on the first day of class.
See marketing plan outline for a detailed look at the requirements. These are briefly outlined below:
Executive Summary

a. Elevator Speech

Your Business Mission 

Products/Services to Be Sold

Market (Customer) Analysis 

a. Development of a Data Bases - pertaining to customers including an assessment of what you would like to know about customers and how you would use the information

Promotion

Prices to Be Charged

Customer Access

a. How Customers Purchase/Use Your Product

S.W.O.T. Analysis 

a.   Competitive Analysis

Objectives

Pro Forma Income, Cash Flow, and Balance Sheet Statements

a. Venture Capital Plan

Implementation, Evaluation, and Control

Web Page Development

Code of Ethics

GRADING POLICY

E-Test 1- Essay (Bring Crayolas) 

 35%

E-Test 2 – Essay (Bring More Crayolas)

 35%

Marketing Plan

 30%

Total

100%

Everyone must carry their share of the work within their group.  The only way to measure this is through peer evaluations.  These will be done during the final class period.

COURSE POLICIES

1. All University regulations regarding course conduct will be followed throughout the semester.


2. Everyone is responsible for all material covered in the text, lectures, articles and outside assignments/handouts unless otherwise stipulated in class sessions.


3. Students are expected to attend all classes.  If you cannot attend a class for any reason, please let me know in advance.  Unexcused absences will lower your total grade.

CLASS SCHEDULE
	Date
	Topic
	Readings
	Assignment

	Feb 27 S
	Course Overview; Strategic Planning
	Chaps.  1,  16, 17
	Read/Listen Skeptically/Inquire

	Feb 29 M
	Product/Brand Strategy 
	Chaps. 6,7,8
	Read/Listen Skeptically/Inquire

	Mar 5 S
	Markets; Customer expectations, customer lifetime value, other assorted tidbits about customers
	Chaps.  2, 3, 4 14
	Read/Listen Skeptically/Inquire

	Mar 7 M
	Promotion/Positioning/Selling
	Chaps. 5,11,12,13
	Read/Listen Skeptically/Inquire

	Mar 12 S
	Test1
	
	Study!!!

	Mar 21 M
	Managing Projects
	
	

	Mar26  S
	Channels/Pricing/Information 
	Chaps 9,10, 15
	Read/Listen Skeptically/Inquire

	Mar 28 M
	Managing Change, Agility, Ethics
	
	Read/Listen Skeptically/Inquire

	Apr 2 S
	Presentations
	
	Talk/I’ll listen skeptically

	Apr 4 M
	Test 2
	
	Study!!!


COLLEGE OF BUSINESS ADMINISTRATION / UNIVERSITY GENERAL POLICIES
Drop Policy:
Students will not be dropped by the instructor for non-attendance.  It is the student's responsibility to complete the course or withdraw from the course in accordance with new University Regulations which are effective Fall 2006.  Under the new policy, there is only one drop date at the two-thirds point in the semester.  A student dropping on or before that date will receive a “W” grade.  Students are strongly encouraged to verify their grade status with the instructor before dropping a course and to see their advisor if there is any question about the consequences for dropping a course under the new guidelines.  Please refer to the on-line Undergraduate and Graduate catalogs and the Schedule of Classes for specific university policies and dates.

Americans With Disabilities Act

The University of Texas at Arlington is on record as being committed to both the spirit and letter of federal equal opportunity legislation; reference Public Law 93112--The Rehabilitation Act of 1973 as amended.  With the passage of new federal legislation entitled Americans with Disabilities Act--(ADA), pursuant to section 504 of The Rehabilitation Act, there is renewed focus on providing this population with the same opportunities enjoyed by all citizens.

As a faculty member, I am required by law to provide "reasonable accommodation" to students with disabilities, so as not to discriminate on the basis of that disability. Your responsibility is to inform me of the disability at the beginning of the semester and provide me with documentation authorizing the specific accommodation.  Student services at UT ARLINGTON include the Office for Students with Disabilities (located in the lower level of the University Center) which is responsible for verifying and implementing accommodations to ensure equal opportunity in all programs and activities.

Academic Integrity

Academic dishonesty is a completely unacceptable mode of conduct and will not be tolerated in any form at The University of Texas at Arlington.  All persons involved in academic dishonesty will be disciplined in accordance with University regulations and procedures.  Discipline may include suspension or expulsion from the University.

"Academic dishonesty includes, but is not limited to, cheating, plagiarism, collusion, the submission for credit of any work or materials that are attribUT Arlingtonble in whole or in part to another person, taking an examination for another person, any act designed to give unfair advantage to a student or the attempt to commit such acts."  (Regents' Rules and Regulations, Part One, Chapter VI, Section 3, Subsection 3.2, Subdivision 3.22).

Student Support Services Available

The University of Texas at Arlington supports a variety of student success programs to help you connect with the University and achieve academic success.  They include learning assistance, developmental education, advising and mentoring, admission and transition, and federally funded programs.  Students requiring assistance academically, personally, or socially should contact the Office of Student Success Programs at 817-272-6107 for more information and appropriate referrals.

Policy on Nonpayment Cancellations

Students who have not paid by the census date and are dropped for non-payment cannot receive a grade for the course in any circumstances.  Therefore, a student dropped for non-payment who continues to attend the course will not receive a grade for the course.  Emergency loans are available to help students pay tuition and fees.  Students can apply for emergency loans by going to the Emergency Tuition Loan Distribution Center at E. H. Hereford University Center.

Textbook Purchases
Textbooks should be purchased by Census Date.  The bookstore policy is to return any unsold textbooks to the publisher after this date.

COB Policy on Bomb Threats

Section 22.07 of the Texas Criminal Law states that a Class A misdemeanor is punishable by (1) a fine not to exceed $4,000, (2) a jail term of not more than one year, or (3) both such a fine and confinement.  If anyone is tempted to call in a bomb threat, be aware that UT ARLINGTON has the technology to trace phone calls.  Every effort will be made to avoid cancellation of presentation/ tests caused by bomb threats to the Business Building.  Unannounced alternate sites will be available for these classes.  If a student who has a class with a scheduled test or presentation arrives and the building has been closed due to a bomb threat, the student should immediately check for the alternate class site notice which will be posted on/near the main doors on the south side of the Business building.  If the bomb threat is received while class is in session, your instructor will ask you to leave the building and reconvene at another location.  Students who provide information leading to the successful prosecution of anyone making a bomb threat will receive one semester's free parking in the Maverick Garage across from the Business Building.  UT ARLINGTON's Crimestoppers may provide a reward to anyone providing information leading to an arrest.  To make an anonymous report, call 817-272-5245.

COBA Policy on Food/Drink in Classrooms

College policy prohibits food and/or drinks in classrooms and labs.  Anyone bringing food and/or drinks into a classroom or lab will be required to remove such items, as directed by class instructor or lab supervisor.

Evacuation Procedures
In the event of an evacuation of the College of Business building, when the fire alarm sounds, everyone must leave the building by the stairs.  With the fire alarm system we now have, the elevators will all go to the first floor and stay there until the system is turned off.  All those in the North tower side of the building should proceed to the fire escape stairs located on the East and West sides of that wing.

For disabled persons:  please go to the Northeast fire stairs.  We have an evacuation track chair located on the 6th floor stairwell.  We have people trained in the use of this chair and there will be someone who will go to the 6th floor to get the chair and bring it to any lower floor stairwell to assist disabled persons.  Faculty members will notify the Dean’s Office at the beginning of each semester of any disabled persons in their classes.

Should this be a real emergency, the Arlington Fire Department and UT ARLINGTON Police will also be here to help.  

LAWRENCE B. CHONKO

The Thomas McMahon Professor in Business Ethics

The University of Texas at Arlington

BACKGROUND.  Prof. Larry Chonko is The Thomas McMahon Professor in Business Ethics at The University of Texas at Arlington.  Born in Jersey City, New Jersey, he received his Bachelor of Science in Business and Economics from Lehigh University (1973).  He received an M.B.A. (1975) and Ph.D. (1978) from the University of Houston, where he was the recipient of the university's Teaching Excellence Award.  Prof. Chonko has also taught at Baylor University (1985-2007) and Texas Tech University (1978-1985) where he was the recipient of the President's Award for Teaching Excellence and the Outstanding Teacher Award presented by Mortar Board and Omicron Delta Kappa.  Prof. Chonko is a recipient of the Southwestern Business Dean’s Association Innovative Achievement Award.  He has also received recognition for outstanding teaching by various student organizations at Baylor.  He is also the recipient of the American Marketing Association Sales Interest Group, Lifetime Achievement Award, the Direct Selling Education Foundation's Circle of Honor Award and the Baylor Bear Foundation's "Moon" Mullins Award for service to the athletic program.

RESEARCH.  Prof. Chonko's research interests include business ethics, professional selling and sales management, change management, and leadership.   He has published almost 100 refereed journal articles.  His scholarly work has appeared in Journal of Marketing, Journal of Marketing Research, Academy of Management Journal, Journal of Applied Psychology, Journal of Personal Selling and Sales Management, Journal of the Academy of Marketing Science, Journal of Business Ethics, Journal of Advertising Research, Journal of Advertising, Journal of Business Research, Journal of Retail Banking, the Marketing Education Review, Journal of Marketing Education, Marketing Management, Journal of Marketing Theory and Practice as well as other journals and edited volumes.  He also has over 100 other publications to his credit.  Nine of his papers have received “best paper” recognition, one being nominated for “Best Sales Papers” of the 20th Century and one being selected as having the most impact in his discipline over a 15 year period by the Journal of Business Research.   He is also the recipient of several research grants.

BOOKS.  Prof. Chonko has authored or co-authored 15 books, Entrepreneurship and Leadership in Business; Selling ASAP; Direct Marketing, Direct Selling, and the Mature Consumer; Managing Salespeople; Professional Selling; Creative Entrepreneurship; Business the Economy and World Affairs, 8 editions; and Ethics and Marketing Decision Making. 

TEACHING.  During his career, Prof. Chonko has taught approximately 20 different classes in Marketing, Management and Statistics at the Bachelor’s, Masters’, and Ph.D. level.  He has also taught in Baylor’s Executive MBA program.  His teaching interests include professional selling and sales management, strategic planning, marketing research, ethics, and managing change.   

EDITORSHIPS.  Prof. Chonko is co-editor of a monthly column that appears in Direct Selling News.  He served as Editor of the Journal of Personal Selling and Sales Management, the only academic journal devoted exclusively to the field of professional selling and sales management.  He also served as editor of Winning Traditions, a monthly sales newsletter.

CONSULTING/SERVICE.  Throughout his career, Prof. Chonko has been a consultant to dozens of small, medium, and large organizations in the industrial products, consumer products, services, and non-profit industries.  His work has contributed to the growth and development of a variety of organizations.  He has served on the Board of the Direct Selling Education Foundation, Health Dynamics Foundation, Inc., Center for Education and Development, and Campus Cellect, Inc.   

PERSONAL.  Prof. Chonko is married (spouse's name is Barbara) and has two children, Paul who is the head strength and conditioning director for the YMCA and Christy who is a restaurant/bar manager.  His hobbies include racquetball, golf, weight training and photography.
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