
 
College of Business •  Department of Management 

MKT-362.L01 • Essential Marketing Concepts 

Syllabus &Tentative Course Outline—Fall 2013 
 
Instructor: Peter J. Boyle, 302T SNL, 425-640-1574, ext. 3887;  boylep@cwu.edu 

Meetings: Mondays & Wednesdays, 5:40–7:50 P.M., SQL 

Office Hours:  M&W 4:30–5:30 P.M.; and at other times by appointment. 

Required: (1) Framework for Marketing Management, by Kotler & Keller (5th ed) 
 (2) other course materials delivered via Blackboard 
 
 

CWU Catalog Course Description 

MKT 362. Introduction to the principles of marketing, creating, communicating and delivering 
superior customer value, choosing target markets, managing customer relationships. Only 
available for Business Majors.  
*NOTE:  MKT360 and MKT362 are equivalent courses, students may not receive credit for both. 
 
Expanded Course Description 

Marketing, as defined by the American Marketing Association, is “an organizational function 
and a set of processes for creating, communicating and delivering value to customers and for 
managing customer relationships in ways that benefit the organization and its stakeholders.”  
This course explores the function and processes of marketing within the larger organization and 
the context of management decision making.  Knowledge gained by the student will be useful: 

• as a basis for future marketing learning 
• as an aid for making better business and organizational decisions  
• for those who will interact with others in marketing situations 

 
Course Objectives 

After completing this course, students should have:  
• an understanding of marketing fundamentals and the ability to apply basic marketing concepts 
• an appreciation for the impact of marketing—both locally and globally—on management 

decisions, the organization, and society in general 
• an awareness of social and ethical issues, and their impact on marketing decisions 
• an understanding of international and multi-cultural markets for marketing decisions  
• the ability to think and decide as a marketing manager would, whether in marketing or not 

 
Students with disabilities who wish to set up academic adjustments in this class should give me 
a copy of their "Confirmation of Eligibility for Academic Adjustments" from the Disability 
Support Services Office as soon as possible so we can discuss how the approved adjustments 
will be implemented in this class.  Students without this form should contact the Disability 
Support Services Office, Bouillon 205 or dssrecept@cwu.edu or 963-2171. 

 
“The schedule and procedures are subject to change in the event of  

circumstances beyond the instructor’s control.” 

Sample Syllabus



 
Course Objectives 

This course is designed to convey the key concepts of marketing and how they fit into 
the larger context of management decisions.  The objectives of this course are (1) to 
communicate concepts and develop thinking that can provide the foundation for future 
experience in marketing, and (2) to provide a marketing-management framework for 
those who will interact with others in marketing situations.  This means that the course 
is appropriate for anyone who will be either doing marketing in an organization or 
dealing with those who do marketing.   
 
The primary objective of the course is to ensure that each individual, whether in 
marketing or not, has the ability to think and decide as a marketing manager would.  To 
accomplish the goals of the course, marketing activities will be examined in light of 
recent research contributions from behavioral science, economics and statistics, and real 
marketing-case problems will be analyzed in detail in class.   
 
Course Readings 

A Framework for Marketing Management  by Kotler & Keller, is NOT a text for this course.  
It is merely one of several supplementary readings.  The structure of the course, as 
embodied in the sequence of topics, is contained in this outline.  Each topic is covered in 
class, and that class work is supported by various readings.  The supporting readings, 
which include lecture notes, cases and reprinted articles can be accessed via Blackboard.  
The articles come mainly from the business literature.  They have been selected because 
they focus on the usefulness of information to the business person rather than matters 
of interest chiefly to academics.  
 
Format 

The general format of the course includes lectures and case discussions.  The lectures 
will not merely repeat material from the readings, which are meant to provide material 
related to the lectures.  Lectures will provide an opportunity to integrate the material 
from the readings as well as other material and examples from industry.  Cases will be 
discussed in class; you are expected to be prepared for each and to contribute 
substantially to discussions.   
 
Course Requirements and Grading 

 
Examinations (2 @ 40% each) 80% 
Assignments (5 @ 3 points each) 10% 
Chapter quizzes (12 BB @ 10 points each) 5% 
Participation 5% 

Total 100% 
 
Your grade will be based on:  2 written examinations during the quarter; 5 assignments; 
12 quizzes; and your class participation.  A small amount (1–2%) of extra credit may be 
available. 
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Exams—Note that the date and time of any exam listed on the Course Schedule is NOT 
subject to change.  The two exams will count equally toward your final grade.  They are 
cumulative and open-book, and they are based on both assigned readings and class 
discussions, including cases.  The lecture notes, which also highlight important concepts 
in the readings, are the best single guide to the content of the exams.  Note that the 
exams include questions drawn from cases or from key concepts in the readings and 
lectures applied to the cases.   
 

Beware:  My expectations for performance both in class and on exams is high.  The 
focus of the course is on thinking and deciding.  Exams and their grading reflect this.  
Questions are designed to be challenging; the correct answers to the questions come 
from analysis, not memory.   
 
Assignments—These are questions from past tests, and will count for 10% of your 
final grade.  Each of your analyses will be graded on a scale of 0–to–3 (with 3 = 
excellent, 2 = good, 1 = weak).  The maximum total score is 10 points.  Although you 
may work on assignments in teams, you must write up and submit your own analysis.  
Assignments will be handed out in class at appropriate times.  Copies are also 
available on BB. 
 
Chapter quizzes— Each quiz contains 10 multiple choice questions, each with a value of 
1-point for the correct answer, drawn from material in the assigned K&K chapter(s).  
There is no minimum score required to pass the quiz, but you must achieve a total of 
100 points to receive full credit for the quizzes.  There will be 12 quizzes.  There is no 
limit to the number of times you can take each quiz prior to the deadline.  Quizzes will 
be available at least a week prior to the deadline.  The quiz(zes) completion deadline for 
the chapter(s) assigned is normally 11:55 p.m. on Sunday night of the week of the 
assigned topics.    
 

NOTE:  If you miss a deadline, you will NOT be able to take the quiz(zes) at a later time.  
 
Participation—In borderline cases a final grade may be adjusted upward if (1) there 
has been a substantial improvement in exam performance, and (2) the quality and 
frequency of class participation has been high.  Participation grades will be based 
on perceptions of your engagement, and professional conduct, in the course. 
 
Cell phone, PDA and Laptop Policy 

These devices are not to be used at any point during class time (this includes 
checking text messages, however discreetly).  To ensure that you and other students 
in the course get the full benefit of the course, turn off and stow cell phones, PDAs, 
tablets, and laptops when class begins.   
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