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Marketing
ADM 2320 – Section G
Fall 2015
	Professor
	David H J Delcorde, MBA, Ph.D.

	Office
	DMS 1100

	Telephone
	613-562-5800 ext.4890 (email preferred)

	E-Mail
	delcorde@telfer.uottawa.ca

	Office Hours
	By appointment

	Class Location
	DMS 1110

	Class Hours


	Tuesdays 11:30 – 13:00
Fridays 13:00 – 14:30


	Prerequisite(s)
	

	Program of study
	Choose between the three choices below:

	
	BCom mandatory course

	
	Mandatory course of option __X______ or specialization ________

	
	Optional course of option __________ or specialization __________


	Course Deliverable
	Due Date
	Weight on Final Grade

	Team Video Case Study: Dasani
	November 13th @ 5:00PM*
	10%

	Team Project: Bloomberg

	November 27th @ 5:00PM*
	25%

	Class Participation
	Ongoing
	5%

	Mid-Term Examination (75 minutes)
	October 23rd during regular class
	20%

	Final Exam (Closed book) (3 hours)
	Determined by the Telfer School
	40%


· These assignments are to be submitted directly via Blackboard Learn – no hard copies will be accepted.
Course Description
This course introduces students to the field of marketing by focusing on the basic concepts and practice of marketing.  The course will be delivered from the perspective of the marketing manager who is responsible for developing, implementing, and evaluating marketing strategies. This course provides multiple activities for students to apply their knowledge in practical ways.
Course Contribution to Program Learning Goals

This course will contribute to the attainment of the following B.Com Learning Goals.  

LG1 
Understand, Apply and Integrate Core Management Disciplines
LG2 
Demonstrate Critical Thinking and Decision Making Skills
LG5
Unlock the Value of Globalization
LG1 – This course introduces students to the discipline of marketing management and as such contributes to their understanding of a key core management discipline and how marketing integrates in the operation of the organization.  The extent to which this learning goal is achieved is measured by student performance on examinations containing questions that broadly test their understanding of key marketing concepts.

LG2 – An important component of this course is the major team project requiring the development of a marketing profile of a company using data available from the Bloomberg database available in the Telfer School’s finance lab.  Performing secondary market research and applying core data in the preparation of a market analysis requires critical thinking and decision making.  The extent to which this learning goal is achieved is measured by student performance on the team project.
LG5 – A component of this course considers global marketing in terms of country assessments, global marketing strategies, and cultural considerations.  This contributes to recognizing the value of globalization from the marketing perspective.  The extent to which this learning goal is achieved will be measured through examination questions as well as a targeted question on the team video case assignment that explicitly considers the challenges of globalization as well as its importance.

Course Learning Outcomes
Upon completion of this course, students will be able to:

· Identify and describe basic marketing concepts

· Analyze marketing opportunities

· Develop a marketing plan for a product

· Discuss the key decisions facing marketing managers

· Apply marketing knowledge to real marketing issues and challenges
Methods Used to Evaluate Student Performance
Mid-Term Exam (20%)

The midterm exam covers chapters 1 through 7. The midterm exam will be held during scheduled class times and in the classroom. It will consist of a combination of short answer and/or essay questions and case analysis. Under no circumstances will there be a make-up or deferred midterm. See note below regarding exam policies.

Class Participation (5%)

This is a highly participative course.  Class attendance and the quality of your individual contribution during class discussions are paramount. I will take class attendance randomly and you must be present each time when I do so – you will lose marks if you are absent whenever I take attendance. The mark for this activity is for attendance and class contribution – quantity and quality of contributions. 
Tips for class participation

The following are tips for positive class contributions: 

· define and explain key terms relevant to the question(s)/statement(s) posed
· state and defend your analysis or decision; 
· identify key assumptions; suggest new issues that need to be explored; 
· synthesize the discussion by relating points; 
· raise a question that generates serious discussion; 
· evaluate another person's position; 
· demonstrate unique insight into the issues; 
· provide examples and counter-examples to clarify or refute a point, theory or concept
· link your arguments to relevant theories covered in the course;
· discuss strengths and weaknesses of proposed arguments and/or prerequisites and limitations of the arguments
Team Project (25%)  

Details of the project are posted online on Blackboard Learn. Please ensure that you follow all the requirements. We will form teams in the class during the week of September 21st.

Team Video Case Analysis (10%)

Details of this assignment are posted on Blackboard Learn. Please ensure that you follow all the requirements.

Final Exam (40%)

The final exam is cumulative but will focus mainly on chapters 8 through 18. The date, time and place of the final exam will be announced by the University.

Important Notes:

· If you have a disability of any kind that could hinder your participation in any aspect of the course, please contact Access Services as soon as possible so that I can be notified and make appropriate accommodations.

· As per the Telfer School’s policy, please note that it is not possible to submit extra course work in order to improve your mark.

· Class attendance is mandatory as described in the University’s calendar. It is your responsibility to familiarize yourself with the appropriate sections of the calendar. Remember that I have the authority to prevent you from writing the final exam if you miss four or more classes.
· In all email correspondences with the professor, please use your official uOttawa email. In all emails, include your section and a brief topic in the subject line of all emails, e.g., Sec B Team Project or Sec B Video Cases, Class Absence, etc. Also, include your first and last name and student number at the end of each email. This is necessary because I have hundreds of students to deal with. Please be polite, respectful and follow good etiquette when writing emails. Try to write clear emails and be as brief as possible. Before you write “enquiry emails” about administrative aspects of the course, check the course outline or Blackboard Learn to see if the information you are looking for is already posted. This is good professional business practice. 

· Remarking

From time to time, students have legitimate concerns about marks they have received on a piece of work submitted.  It is important to understand that you do have recourse if you feel that any paper handed back to you has not been marked appropriately for the work you have submitted.

If you ever feel this way during this course, you must embark upon the following procedure within one week of the paper being handed back in class:

1.) Indicate in writing specifically what your concern(s) is (are). This does not mean that you simply say “I think I deserve more marks.” You must clearly indicate where the marker made a mistake in his/her marking of the paper. In this regard, you must refer to the class notes, excerpt in the textbook, etc., supporting your claim. 

2.) After completing #1 above, you must submit the paper with your comments back to the Professor within one week of the paper being handed back in class. If you did not pick up the paper when it was handed back, you still have only one week from the original hand-back date to request a remark.

3.) If a paper is not resubmitted following the above guidelines, the Professor will regard the mark as originally assigned to be final. NO MARKS will be changed at a later date. 
It is important to note that the Professor reserves the right to remark the entire paper in question and to either leave the mark as is or to change it positively or negatively as required. 

· Late Policy: There is no grace period, regardless of reason. The late penalty is 25% of the assignment mark for each day or part thereof. 
· Exam Policy: Students who are unable to write the midterm will have their marks transferred to their final exam. This is NOT automatic – You can only miss an exam for reasons deemed appropriate by the University. You must submit to your professor written proof of the reason for your absence within 48 hours of missing the exam. If you are unable to write the final exam on the scheduled date and time, please contact the undergraduate office immediately. All concerns pertaining to the final exams should be directed to the undergraduate office. 
Required Materials

	Book Store

	Grewal et al (2015), Marketing, 3rd Canadian Edition. Blackboard Learn is the website for the course.  You do not need Connect, the website accompanying the book.


Class Schedule
	Week
	Dates
	Readings
	Topic


	1

	Sept 8,11
	Ch 1
	Introduction to Course

Overview of Marketing



	2

	Sept 15,18
	Ch 2
	Developing a Marketing Plan and Marketing Strategies



	3

	Sept 22,25
	Ch 3, 16
	Analyzing the Marketing Environment 
Social and Mobile Marketing


	4

	Sept 29 & Oct 2
	Ch 4, 5
	Consumer Behaviour
Business-to-Business Marketing

	5
	Oct 6,9
	Ch 6, 7
	Segmentation, Targeting and Positioning

Marketing Research

	6
	Oct 13,16
	Ch 8, 9
	Developing New Products
Product Branding and Packaging Decisions

	
	Oct 20
	
	Mid-Term Debriefing (Optional)

	
	Oct 23
	
	Mid-Term Exam (Chapters 1—7)

	
	Oct 25 - 31
	
	Reading Week: No Lecture

	7
	Nov 3,6
	Ch 10, 11
	Services: The Intangible Product
Pricing Concepts and Strategies

	8


	Nov 10,13
	Ch 12, 13
	Distribution Channels
Retailing and Multichannel Marketing

DASANI VIDEO CASE STUDY DUE NOVEMBER 13th @ 5:00PM

	9


	Nov 17,20
	Ch 14
	Integrated Marketing Communications



	10
	Nov 24, 27
	Ch 15
	Advertising, Sales Promotions & Personal Selling

BLOOMBERG TEAM PROJECT DUE NOVEMBER 27th @ 5:00PM

	11

	Dec 1, 4
	Ch 17
	Global Marketing

	12

	Dec 8
	
	Final Exam Debriefing


Beware of Academic Fraud

Academic fraud is an act committed by a student to distort the marking of assignments, tests, examinations and other forms of academic evaluation. Academic fraud is neither accepted nor tolerated by the University. Anyone found guilty of academic fraud is liable to severe academic sanctions.

Here are a few examples of academic fraud:

· engaging in any form of plagiarism or cheating; 

· presenting falsified research data; 

· handing in an assignment that was not authored, in whole or in part, by the student; 

· submitting the same assignment in more than one course, without the written consent of the professors concerned

In recent years, the development of the Internet has made it much easier to identify academic plagiarism.  The tools available to your professors allow them to trace the exact origin of a text on the Web, using just a few words.

In cases where students are unsure whether they are at fault, it is their responsibility to consult the University’s Web site at the following address, where you will find resources, tips and tools for writing papers and assignments: 

http://web5.uottawa.ca/mcs-smc/academicintegrity/home.php
Persons who have committed or attempted to commit (or have been accomplices to) academic fraud will be penalized. Here are some examples of the academic sanctions, which can be imposed:

· a grade of “F” for the assignment or course in question;

· an additional program requirement of between three and thirty credits;

· suspension or expulsion from the School.

Please be advised that professors have been formally advised to report every suspected case of

academic fraud. In most cases of a first offence of academic fraud, the sanction applied to

students who have been found guilty is an “F” for the course with an additional three credits

added to their program requirements. Repeat offenders are normally expulsed from the School of Management.

Finally, the Telfer School of Management asks that students sign and submit with their deliverables the Personal Ethics Agreement form.  Two versions of this form exist: one for individual assignments, and one for group submissions. Assignments will not be accepted or marked if this form is not submitted and signed by all authors of the work. We hope that by making this personal commitment, all students will understand the importance the School places on maintaining the highest standards of academic integrity. 
Personal Ethics Statement Concerning Telfer School Assignments

Group Assignment:

By signing this Statement, I am attesting to the fact that I have reviewed not only my own work, but the work of my colleagues, in its entirety. 

I attest to the fact that my own work in this project meets all of the rules of quotation and referencing in use at the Telfer School of Management at the University of Ottawa, as well as adheres to the fraud policies as outlined in the Academic Regulations in the University’s Undergraduate Studies Calendar. I further attest that I have knowledge of and have respected the “Beware of Plagiarism” brochure found on the Telfer School of Management’s doc-depot site.

To the best of my knowledge, I also believe that each of my group colleagues has also met the rules of quotation and referencing aforementioned in this Statement. 

I understand that if my group assignment is submitted without a signed copy of this Personal Ethics Statement from each group member, it will be interpreted by the Telfer School that the missing student(s) signature is confirmation of non-participation of the aforementioned student(s) in the required work.

______________






_______________

Signature








Date

________________________________

_______________

Last Name (print), First Name (print)

Student Number

______________






_______________

Signature








Date

________________________________

_______________

Last Name (print), First Name (print)

Student Number

______________






_______________

Signature








Date

________________________________

_______________

Last Name (print), First Name (print)

Student Number

______________






_______________

Signature








Date

________________________________

_______________

Last Name (print), First Name (print)

Student Number

______________






_______________

Signature








Date

________________________________

_______________

Last Name (print), First Name (print)

Student Number

Personal Ethics Statement

Individual Assignment:

By signing this Statement, I am attesting to the fact that I have reviewed the entirety of my attached work and that I have applied all the appropriate rules of quotation and referencing in use at the Telfer School of Management at the University of Ottawa, as well as adhered to the fraud policies outlined in the Academic Regulations in the University’s Undergraduate Studies Calendar. I further attest that I have knowledge of and have respected the “Beware of Plagiarism” brochure found on the Telfer School of Management’s doc-depot site.

________________







______________

Signature









Date

________________________________


______________


Last Name (print), First Name (print)
      

Student Number

For students in need of learning support

Students who require accommodations or academic support because of a physical or learning disability, or any condition that affects their ability to learn, are invited to register with ACCESS SERVICE:

In person:

UCU 339

Telephone:

562-5976

TTY:


562-5214

E-mail:


adapt@uottawa.ca

Web:


www.sass.uottawa.ca
Students can then meet with an Access Service specialist to identify their individual needs and to discuss appropriate interventions.  

IMPORTANT DATES TO REMEMBER

For requesting accommodations for a mid-term examination: Requests must be submitted at least 7 days (not including the day of the exam nor any statutory holiday) prior to the writing date of mid-terms, tests, quizzes or other forms of written evaluations. 
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