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MKTG 360 – 16652 – Introduction to Marketing 
Department of Managerial Studies 

College of Business Administration  

University of Illinois at Chicago  

Spring 2017 

 

 

COURSE INFORMATION 

  

 Instructor: Kuan-Chou Ko (Jason) 

 Course Number & Title:  MKTG 360 – 16652 – Introduction to Marketing 

 Credit Hours: 3 hours 

 Time and Location: MWF 03:00 PM - 03:50 PM/ 2BH 304 

                      

  

INSTRUCTOR INFORMATION 

 

E-mail: kko7@uic.edu (IMPORTANT: Use a subject line that starts with “MKTG 360_”) 

 Office Location: University Hall 2201 

Office Hours: by appointment 

 

 

RESOURCES/MATERIALS 

 

 Textbook--Chernev, Alexander, Strategic Marketing Management. Cerebellum Press; 7th 

edition. 

  

 Reference Course Material (not required)--Kotler, Philip, and Kevin Keller, Marketing 

Management. Prentice Hall; 14th edition. 

 

 

COURSE LEARNING OUTCOMES: 

 

Students will be able to: 

1. Explain what factors in the external environment that will affect a marketing strategy 

2. Recognize and understand components of the overall marketing strategy: segmentation, 

targeting, and positioning 

3. Recognize and explain options for how a company can implement  strategies for the marketing 

mix variable product 

4. Recognize and explain options for how a company can implement  strategies for the marketing 

mix variable price 

5. Recognize and explain options for how a company can implement  strategies for the marketing 

mix variable place 

6. Recognize and explain options for how a company can implement  strategies for the marketing 

mix variable promotion 
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Our intent is that you will have acquired a profound understanding of marketing by the end of the 

course. This does not mean the memorization of a list of facts or an arsenal of "rules". By enhancing 

your ability to analyze marketplace behavior, we aim to provide you with a competitive advantage: we 

provide you with concepts and frameworks that will help you address strategic issues in marketing.  

 

COURSE REQUIREMENTS 

 

Case Analysis: From the second week of this course, I will provide a mini case every week and assign 

one team to collect relevant data online and prepare answers to the discussion questions (within 2 slides 

for each question), and then present it in class. 

 

Term Project: Each student will participate in a marketing research project, which will be completed in 

teams. Each team needs to select a topic (an event of a target company) by themselves. 

 

Towards the end of the course, each group will give a presentation to the class, introducing the topic, 

discussing the methods and analysis, conclusions, and lessons learned.  Group members will evaluate 

each other’s performance on the project. These evaluations are confidential and will affect the project 

grade for each group member.  

 

Participant-Observation Assignment: Each student needs to select one of four new types of 

consumption introduced in class. He/she needs to experience the service or product by himself/herself 

(really consuming the service or product), and prepare a two-page report to address his/her findings and 

discuss in class. 

 

Class Attendance and Participation: Class attendance and participation are critical to the success of 

each student and to the course. Regular attendance is expected and participation in class discussions will 

be rewarded. This will be a graded component of the class accounting for 10% of your overall course 

grade.  

 

Classroom participation points are allocated along a continuum of 1-10. Each point is equivalent to 1% 

of your overall course grade.  
 

It is expected that you come to every class unless otherwise noted. I understand that “life happens” and 

that at times it will not be possible for you to attend the class. Hence, I will allow for one (1) unexcused 

absence (no questions asked) during the semester. Each additional unexcused absence will be penalized 

with 1-point subtraction from the final grade (10-point subtraction at most). 
 

In-Class Policies: 

 From week 2 on, please use a name tent so I can keep track of your participation points. 

 If you have a cell phone, please turn it off and put it away before entering the classroom. 

 Disruptive behavior in class (e.g., texting, chatting, reading irrelevant material) will result in a 

heavy penalty in participation grades.  
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GRADING POLICIES   
 

Course performance will be measured according to the following weightings: 

 

Case Analysis and Presentation 20% 

Participant-Observation Assignment 20% 

Midterm Exam 20% 

Term Project  20% 

Attendance and Class Participation  20% 

TOTAL 100% 

 

 

DEPARTMENT OF MANAGERIAL STUDIES’ STUDY POOL 

 

You have the ability to earn 2% extra credit via participation in the Department of Managerial Studies’ Study 

Pool or via the alternative methods on the Menu of Extra Credit Alternatives. Note that a student may not exceed 

2% extra credit per course through participation in study pool research and/or research alternatives.   

 

GRADING SCALE 

 

Performance will be evaluated and grades assigned based on the following scale:  

 

A = 90% and above (Outstanding) 

B = 80% to 89.99% (Good) 

C = 70% to 79.99% (OK) 

D = 60% to 69.99% (Needs Help) 

F = Below 60% (Not Good / Fail) 
 
 
A NOTE ON GRADING EVALUATION: In assigning grades for this course, there will be no “curve” which would 

require that a certain percentage of students receive As, Bs, etc.  Instead, the grading policy of this course is a 

flexible one, which does not pit students against each other.  Accordingly, the distribution of grades will reflect the 

actual performance of students, with as many (or as few) students receiving grades of “A” as their actual 

performance dictates.  Expect a good grade only if you do all the work carefully, thoughtfully, thoroughly and 

punctually.  Top grades are reserved for demonstrated academic excellence.   
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ACADEMIC INTEGRITY 

 

This course and its associated coursework are being administered under the policies of the University of 

Illinois at Chicago (UIC) College of Business Administration Honor Code. All students are expected to 

respect and uphold the Honor Code found at this link: http://catalog.uic.edu/ucat/colleges-

depts/business-administration/#j4.  

In keeping with CBA policy, evidence of academic dishonesty may result in a failing grade for the 

course and disciplinary review by the University. Academic dishonesty includes, but is not limited to, 

cheating (giving or receiving aid), fabrication/falsification, plagiarism (including not accurately 

referencing source material), bribes, favors or threats, examination by proxy (taking an exam for 

someone else), grade tampering and submitting non-original works authored by someone other than the 

student. Refer to the student handbook or Student Disciplinary Procedures for definitions and details:  

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf  

For a complete review of UIC policies regarding intellectual integrity and academic honesty, please 

visit: http://www.uic.edu/depts/dos/conductforstudents.shtm 

 

ACCOMMODATION FOR STUDENTS WITH DISABILITIES  
 

Students with disabilities may request reasonable accommodations to enable active participation in this 

course.  Requests for accommodation are coordinated through the UIC Disability Resource Center. 

More information may be found at the DRC Website located at 

http://www.uic.edu/depts/oaa/disability_resources/index.html. Students requesting accommodation must 

provide each instructor with a letter outlining the specific accommodations requested for a specific 

course. These letters are developed by the DRC in coordination with the student and presented to the 

instructor by the student prior to the start of each semester. Please refer to the OT student handbook for a 

listing of the specific steps in this process. 

 

 

DEPARTMENT OF MANAGERIAL STUDIES’ STUDY POOL 

 

You have the ability to earn 2% extra credit via participation in the Department of Managerial Studies’ 

Study Pool or via the alternative methods on the Menu of Extra Credit Alternatives. Note that a student 

may not exceed 2% extra credit through participation in study pool research and/or research alternatives.  

Complete information is on Blackboard. 

 

 

COURSE EVALUATION 

 

Because student ratings of instructors and courses provide very important feedback to instructors and are 

also used by administrators in evaluating instructors, it is extremely important for students to complete 

confidential course evaluations online known as the Campus Program for Student Evaluation of 

Teaching evaluation. You will receive an email from the Office of Faculty Affairs inviting you to 

complete your course evaluations and will receive an email confirmation when you have completed each 

one. Please save and upload your confirmation email for this course to Blackboard. Your answers will 

remain completely confidential, as student names will never be linked to the feedback they provide.  

http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/oaa/disability_resources/index.html
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TENTATIVE COURSE CALENDAR         

 

WEEK TOPIC CONTENT & TASK 

 

1 Class Introduction 

Class Schedule Discussion 

Ch. 1, Ch. 2; Grouping 

Jan. 9-13  

2 Segmentation, Targeting, and Positioning Ch. 3, Ch. 4; 

Jan. 16-20 Jan. 16-Martin Luther King, Jr., Day. 

No classes. 

3 Value Creation  Ch. 5, 14-16 

Jan. 23-27 Case: Porsche 

4 Collaboration and Competition Ch. 6-7;  

Jan. 30- 

Feb. 3 
Case: Uber 

5 Marketing Tactics - Product and Brand Ch. 8-9 

Feb. 6-10 Case: Coke and Pepsi 

6 Marketing Tactics – Price and Incentives  Ch. 10-11 

Feb. 13-17 Case:  

7 Marketing Tactics – Communication and Distribution  Ch. 12-13 

Feb. 20-24 Case:  HTC (1)  

8 Marketing Tactics – Communication and Distribution 

/Toolbox for Term Project  
Ch. 12-13; Ch 19-21 

Feb. 27-

Mar. 3 
Case:  HTC (2) 

9 Review for Mid-Term Exam/ Mid-Term Exam/ Office Hour 

and Mid-Term Project Proposal  
 

Mar. 6-10  

10 Consumer Behavior/  Office Hour and Mid-Term Project 

Proposal 
 

Mar. 13-17 Participant-Observation Results 

Sharing (1) 

11 Spring vacation. No classes. 

 
 

Mar. 20-24  

12 New Product and Innovation Ch17-18 
Mar. 27-31 Case: Wii; Participant-Observation 

Results Sharing (2) 

13 New Product and Innovation  
Apr. 3-7 Case: Google + ; Participant-

Observation Results Sharing (3) 

14 International Marketing  

Apr. 10-14 Case: Disney; Participant-

Observation Results Sharing (4) 

15 Office Hour and Final Project Presentation  

Apr. 17-21  

16 Final Project Presentation  

Apr. 24- 28  


