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Marketing 500 
CRN: 27407 

Introduction to Marketing 

Professor David Gal 

Fall 2016 

 

Classroom:    DH 320 

Office: UH 2211  

E-mail: davidgal@uic.edu 

 

 

 Days Time 

Class Meeting Times Wed 2:00 PM – 4:20 PM 

 8/24/16-12/7/15  

 

Office Hours: By appointment 

________________________________________________________________________ 

Learning Outcomes 

This course is intended to introduce you to the essentials of marketing: how firms 

and consumers behave and what strategies and methods marketers can use to 

successfully operate in today's dynamic environment. Specifically, the course 

learning outcomes are: 

1. Students will be able to explain basic marketing principles used in marketing 

and business analysis.  

2. Students will be able to apply basic marketing principles  

3. Students will be able to analyze company marketing strategies using basic 

marketing principles  

4. Students will be able to demonstrate critical/analytical thinking skills by 

developing and defending marketing strategies. 

 

 

Class Content 
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The major topics that will be covered in the class include: 

 

1. Definition of Marketing and the Marketing Analysis Framework 

2. Understanding Customer Preferences  

3. Segmentation, Targeting, and Positioning 

4.         Product Development 

5.         Product Promotion and Advertising 

6.         Pricing 

7.         Marketing Channels 

 

The course content involves a mix of in-class and out-of-class exercises, cases, 

lectures, and student presentations. 

 

Groups 

 

Teamwork is an essential component of the course. Groups will be formed during 

the first week of class. Groups should be 4-6 students each. To ensure equal 

participation on group projects, team members are requested to evaluate each 

other's performance using the Team Evaluation Form. I will distribute this form 

after the completion of the last group assignment and before the deadline for the 

final exam.   

 

Grading 

 

Below are the graded components of the class and their relative weights: 

 

Individual Class Contribution 15% Individual 

Group Class Contribution  20% Group & Individual 

Midterm 25% Individual 

Final 40% Individual 

   

 

Each of these is discussed below.  

 

1. Individual Contribution 
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Individual contribution is my holistic assessment of your contribution to 

the class. It will include attendance and contributions you make to the class.  

 

 

2. Group Contribution 

 

Many of your assignments and in-class exercises will be carried out as part 

of a group. The group contribution grade is my holistic assessment of your 

group’s contribution to the class adjusted according to your individual 

contribution to the group as evaluated by your fellow group members. It 

will include performance on group assignments and exercises.  

 

3. Midterm 

The midterm will assess your grasp of concepts discussed during (roughly) 

the first half of the course. Details will be announced closer to the date. 

4. Final 

The final will be in a take-home free-response format distributed on the last 

day of class. It will include questions about course concepts and mini-case 

scenarios similar to those discussed in class. It is to be completed 

individually, meaning you should not discuss any elements of the final with 

your classmates prior to submission. 

 

Administrative Notes 

Readings and Required Texts 

What is Marketing? from the Harvard Business School Press will be used as the 

required textbook for the course.  It can be purchased at the bookstore. 

In addition, there is a required course packet that can be purchased and 

downloaded at the following link: 

http://cb.hbsp.harvard.edu/cbmp/access/50455811 

In addition, I will, on occasion, distribute articles via email or Blackboard to the 

class. 

Accommodation for Students with Disabilities 

Concerning disabled students, the University of Illinois at Chicago is committed 

to maintaining a barrier-free environment so that individuals with disabilities can 

fully access programs, courses, services, and activities at UIC. Students with 

http://cb.hbsp.harvard.edu/cbmp/access/50455811
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disabilities who require accommodations for full access and participation in UIC 

Programs must be registered with the Disability Resource Center (DRC). Please 

contact DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD).  . More information 

may also be found at the DRC Website located at http://drc.uic.edu/. 

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.  

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 

CBA Student Code of Ethics found on pages 9-10 of the UIC Business Student 

Handbook: http://goo.gl/M5yBMc  

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. Instances of academic misconduct by students 

will be handled pursuant to the UIC Student Disciplinary Policy: 

http://goo.gl/fXb8AI 

 

 

http://drc.uic.edu/
http://goo.gl/M5yBMc
http://goo.gl/fXb8AI

