
Concepts of Marketing
	 c l ass  number  	: JOMC 475.001

	 academic  te rm 	: Spring Semester 2014

	 i ns t ruc to r  	: Kevin Nathanson

	 mee t ing  days  	: Tuesdays & Thursdays

	 mee t ing  t ime  	: 9:30am to 10:45am

	 l oca t ion  	: Carroll Hall rm 143

	 f i na l  exam 	: Friday May 2 @ 8:00am

	 da tes  	: 01.08.2014 – 05.06.2014

	 ema i l  	: knathans@email.unc.edu

	 o f f i ce  	: Not so much...

	 o f f i ce  hours  	: 1hr after class & by app’t

requ i red  mate r i a l s

Marketing: An Introduction 
(11th edition) by  
Gary Armstrong and  
Philip Kotler

ISBN-13: 978-0132744034

laptop computer (for exams)

Assigned Sakai Readings

course  desc r ip t i on

This course is designed for students anticipating careers in advertising, public 
relations, or related areas and teaches the vocabulary and basic concepts of mar-
keting as it will be practiced, emphasizing the role of marketing communication.

course  ove rv i ew

This course is a survey course designed to help you understand what marketing 
is, what marketing people do, and how they interact with other corporate func-
tions such as manufacturing, distribution, and research & development.  It is very 
similar to the marketing course offered in the School of Business. However, the 
course at Kenan-Flagler is taught with the assumption that students will become 
product managers or brand managers or something similar on the corporate 
business administration side. The assumption we make here is that you are more 
oriented toward marketing communications and that you are as likely to work for 
an agency or media company as you are for a goods and services provider. As a 
result, we will spend less time on topics such as financial forecasting and inven-
tory management and explore in more depth the role and function of marketing 
communication in every part of the business process.

In the past, advertising and public relations professionals were often perceived 
as tacticians—other people made the strategic decisions about what was to be 
communicated, to whom and why. All that has changed. Marketing communica-
tion professionals today are expected to take a much more active role in the 
whole marketing process. You will be held accountable not just for your function-
al proficiency, but also for making measurable contributions to your company’s or 
client’s business growth and profitability. That’s why this course has been added 
to the JOMC curriculum.

This course is ideal for anyone who aspires to be an advertising, product market-
ing manager or public relations manager for either a consumer products marketer 
(e.g. Procter & Gamble or Amazon) or a business-to-business company (e.g., 
IBM) or an account service manager for an advertising or public relations agency. 
It is also relevant for anyone who wants to run his or her own business someday. 
People who want to work for non-profit organizations will be able to use what is 
taught in the course—soliciting contributions requires marketing thinking, as will 
those in the field of public health who want to “market” healthy behaviors. Finally, 
it is also helpful for those who want to work in creative. Understanding what 
the client is trying to accomplish (and why) will increase your chances of doing 
work that not only wins awards, but contributes to the bottom line—and therefore 
helps the agency to keep the account.

course  ob jec t i ves

Understand marketing’s role in strategic planning and how marketers work with 
upstream and downstream partners to create and deliver customer value.

Know how to design a customer-driven marketing strategy and marketing mix.

Understand the elements of the marketing mix (production, promotion, pricing 
and distribution).

Understand the major factors that influence consumer behavior.

Understand the similarities and differences between product/service marketing 
and social marketing.

Know how to calculate and interpret key marketing metrics.

Conduct research to inform a new business idea and plan.

c lass  resources

I  w ill use a Sakai website to organize 
class documents and post them for 
you to download. You can reach the 
log-in page at http://sakai.unc.edu. 
You will need your ONYEN and pass-
word to log in. 

note :

The course syllabus is a general plan 
for the course; changes announced 
to the class by the instructor may 
occur. 
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course  fo rmat

Prior to each class, it is expected that you will have completed the assigned 
readings. During class time I will answer any questions you may have about the 
readings. We will spend the balance of the class period applying the concepts to 
current events and case studies.

a t tendance  po l i cy

Class attendance and participation are essential to this class. Critical informa-
tion for exams and assignments will come directly from class. Additionally, this 
course has been structured so that the required readings are a foundation from 
which we will expand during each class session. Attendance will be taken every 
class. If you are late, it is your obligation to check in with me immediately after 
class. Failure to do so will result in your being recorded as absent. If you miss 
more than three classes, your final grade will be reduced by one percentage point 
per class missed after three absences.

exams

There are three exams during the semester. Exam questions will cover material 
from the text, class lectures and discussions. Questions will be multiple-choice, 
short, and long essay. The final exam will include a cumulative component, requir-
ing you to integrate concepts from the entire course. The final exam is scheduled 
for Friday, May 2 at 8:00am (3hrs). All exams will be given in our classroom using 
the class Sakai site, therefore you will need a laptop or other suitable device with 
which to select and write your answers. Grades and exam feedback will also be 
provided via Sakai. No make-up exams will be given without prior arrangement 
before the exam date and time.

Case  S tudy  Ana l ys i s  and  De fense

You will be assigned to a three or four person team to complete a group case study 
assignment, consisting of a written analysis of ~5 pages in length, a 15 minute 
case presentation, and a 15 minute Q&A “defense” with me as the audience and 
questioner. Due date for the paper is April 8th. Your 30 minute presentation/Q&A 
session will be scheduled for after that date, sequence TBD by random drawing 
in class on April 8th. You may give me your preferences regarding who you want 
to work with, and I will do my best to honor them. Deadline for sending me your 
group member preference(s) (via email, please) is January 21.

If you do not email a preference, or if I receive conflicting preferences, you will be 
randomly assigned to a team. Case assignments will be distributed to each team 
by January 23rd. 

Your project grade will be determined as follows:

Paper = 75% of project grade (same grade to all team members) 
Presentation and Q&A = 25% of project grade (individual grading for each team 
member based on subject knowledge and demonstration of critical thinking)

This grading structure is designed to ensure that all team members do 
their fair share of work and can demonstrate facility with the case infor-
mation. This is not a presentation nor public speaking class, therefore 
presentations do not need to be fancy or sophisticated; the vast majority 
of the 25% component of you grade will be based on your subject knowl-
edge and critical thinking vs. how pretty or slick your presentation is.

For those of you unfamiliar with the case study approach, here are recommenda-
tions for how to approach reading and digesting a typical business-school case 
study – which begins with reading the case three times:

course  requ i rements

Fair warning – we will cover a lot of 
territory over a short period of time.  
To do well in the class you will need 
to:

Attend all classes. 

Really. It will be very difficult to cap-
ture all the information given in lecture 
from someone else’s notes, and there 
is a lot of information in each lecture, 
as we cover a large amount of mate-
rial over the semester.

Complete assigned readings for each 
class session. The lectures and class 
discussions will illustrate and expand 
upon what you’ve read, but not sub-
stitute for it.

Complete assigned marketing math 
problems.

Complete the Case Study Analysis 
and Defense as described.

Actively participate in class when 
called upon.

Complete three exams which may in-
clude questions on material covered 
in the book that won’t necessar-
ily have been talked about in class. 
Don’t get behind; it’s difficult to catch 
up.

note :

The course syllabus is a general plan 
for the course; changes announced 
to the class by the instructor may 
occur. 
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cou rse  g rade  components

No substitute dates will be given for 
exams. Evaluation components will 
be weighted as follows:

Exam I	 22%

Exam 2	 23%

Final Exam	 25%

Project	 20%

Marketing Math Assignments	 10%

TOTAL	 100%

grad ing  sca le

A	 93-100%

A-	 90-92%

B+	 87-89%

B	 84-86%

B-	 80-83%

C+	 77-79%

C	 74-76%

C-	 70-73%

D+	 67-69%

C	 60-66%

F	 <60%

1. The first reading should be a quick run-through of the text in the case. It should 
give you a feeling for what the case is about, what the outstanding questions and 
choices are that are presented within the case, and the types of data contained 
in the case.

2. Your second reading should be more in-depth. Many people like to underline 
or otherwise mark up their cases to pick out important points that they know 
will be needed later. For example, analyze the case with respect to the case’s 
unanswered questions or choices, which may center on areas such as customer 
behavior and trends, competitor’s behaviors and trends, and the firm’s strengths 
and weaknesses. On your second reading, carefully examine the exhibits in the 
case. It is generally true that the case writer has put the exhibits there for a pur-
pose. They contain information that will be useful in analyzing the situation. You 
will often find that you will need to apply some analytical technique to the exhibit 
in order to benefit from the information in the raw data. Many of the questions I 
ask will focus on interpreting the exhibits in the case and assessing the implica-
tions of these findings.

3. On your third reading, you should have a good idea of the fundamentals of 
the case. Now you will be searching to understand the specific situation. You will 
want to get at the root causes of problems and gather data from the case that will 
allow you to make specific action recommendations. 

As is often the situation in actual practice, cases may not have all the data that 
you would like. Nevertheless, it is critical that you develop a reasoned plan of at-
tack on the basis of data available. Moreover, you should not attempt to find out 
what happened to the company or business (in real-life) as a basis for making 
your decision.

For each case study, examine the case (both text and exhibits) and be able to 
share what specific actions your team would recommend that the company take, 
and why. As benchmark, a typical, successful and well-written Case Assignment 
will have taken around 8 to 10 hours to complete. Brevity is important in the 
professional world, therefore case assignments may not exceed five pages, dou-
ble-spaced, 12 point font in the main body and 8 pages of supporting appendix 
as needed.

“marke t i ng  by  the  numbers ”  p rob lem se ts

Today’s marketing is all about creating customer value and building profitable 
customer relationships. If the organization understands customer needs and 
wants and develops a compelling value proposition by which it can attract, keep, 
and grow targeted customers, the organization will reap the rewards in terms of 
market share, profits, and customer equity. To help you understand the finan-
cial underpinnings of marketing, you will be assigned marketing math problems 
throughout the semester. Assignments will be collected at the beginning of class. 
Late assignments will not be accepted. Assignments will not be accepted early, 
cannot be handed in by a classmate, and cannot be sent via email. No credit will 
be given for problem sets turned in after the class period. 

In this class, as in the business/professional world, appearance matters. there-
fore, assignments should be neat, legible, and free of “scratch-outs”, “navigation 
arrows”, etc. I strongly encourage you to type the narrative of your answers; 
equations may be written out, but should be easily legible. Make sure to show 
your work so I will be able to assign partial credit if warranted.
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JOMC va lues
The School of Journalism and Mass Communication’s accrediting body out-
lines a number of values you should be aware of and competencies you should 
be able to demonstrate by the time you graduate from our program. No single 
course could possibly give you a solid grasp of all of these values and competen-
cies, but collectively, our classes are designed to build your abilities in each of 
these areas. You can learn more about them here:
http://jomc.unc.edu/about-the-school

honor  code
It is expected that each student will conduct himself or herself within the guide-
lines of the University honor system (http://honor.unc.edu). All academic work 
should be done with the high levels of honesty and integrity that this University 
demands. You are expected to produce your own work in this class, which in-
cludes outside writing assignments. Use of former students’ writing assignments 
constitutes a breach of the honor code and will be dealt with accordingly. If you 
have any questions about your responsibility or your instructor’s responsibility as 
a faculty member under the Honor Code, please see me or Senior Associate Dean 
Chris Roush, or you may speak with a representative of the Student Attorney 
Office or the Office of the Dean of Students.

seek ing  he lp
If you need individual assistance, it is your responsibility to meet with me during 
office hours or to set up an appointment for another time. If you are serious about 
wanting to improve your performance in the course, the time to seek help is as 
soon as you are aware of the problem – whether the problem is difficulty with 
course material, a disability, or an illness.

d ive rs i t y
The University’s policy on Prohibiting Harassment and Discrimination is outlined 
in the 2013–2014 Undergraduate Bulletin (http://www.unc.edu/ugradbulletin). In 
summary, UNC is committed to providing an inclusive and welcoming environ-
ment for all members of our community and does not discriminate in offering 
access to its educational programs and activities on the basis of age, gender, 
race, color, national origin, religion, creed, disability, veteran’s status, sexual ori-
entation, gender identity, or gender expression or disabilities.

spec ia l  accommodat ions
If you require special accommodations to attend or participate in this 
course, please let me know as soon as possible. If you need informa-
tion about disabilities visit the Department of Disability Services website at  
http://disabilityservices.unc.edu or call (919) 962‐8300.
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date top ic  &  de l i ve rab les requ i red  read ing

th-01.09 Personal Introductions, Course Introduction and overview n/a

tu-01.14 Marketing overview—Company and Marketing Strategy

video case: Zappos.com

A&K - chapters 1-2

th-01.16 Analyzing the Marketing Environment

video case: OXO

A&K - chapter 3

tu-01.21 Managing Marketing Information

DUE: Marketing by the Numbers #2 (p.62)

DUE: Team rosters requests for Case Study Projects

A&K - chapter 4

th-01.23 Understanding Buyer Behavior

video case: Domino’s Pizza

Cases, teams and due dates announced

A&K - chapter 5

tu-01.28 Customer Driven Marketing Strategy

video case: Goodwill Industries

A&K - chapter 6

th-01.30 Catch-up Lecture and Review

video case: Boston Harbor Cruises

Review for exam and exam article/case distribution

n/a

tu-02.04 Exam #1 (Chapters 1–5) exam article/case

th-02.06 Products, Services and Brands

Video case: Life is Good

A&K - chapter 7

tu-02.11 Developing New Products and the PLC

Video case: Jeep

A&K - chapter 8

th-02.13 Pricing

Video case: Life is Good

A&K - chapter 9

tu-02.18 Marketing Channels

Video case: TBD

DUE: Marketing by the Numbers #8 (p.253)

A&K - chapter 10

th-02.20 Group Project work day

Group coaching and instructor Q&A availability

n/a

tu-02.25 Catch-up Lecture and Review

th-02.27 Exam #2 (Chapters 6–10) exam article/case

tu-03.04 Retailing and Wholesaling

Video case: Gavina Coffee

DUE: Marketing by the Numbers #9 (p.289)

A&K - chapter 11

th-03.06 Real World Public Relations

Guest Lecturer—Laura Marshall

A&K - chapter 12

tu-03.18 Advertising n/a

th-03.20 Selling and Sales Promotion A&K - chapter 13

tu-03.25 Direct and Online Marketing A&K - chapter 14

selected readings from 
google.com/think - TBD
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date top ic  &  de l i ve rab les requ i red  read ing

th-03.27 Catch-up Lecture and Case Study Coaching n/a

tu-04.01 Guest Speaker - Subject: Big Data n/a

th-04.03 Global Marketplace A&K Chapter 15

tu-04.08 Sustainable Marketing

DUE: Case Study Projects

A&K Chapter 16

th-04.10 Case Study Presentations I Cases to be presented

tu-04.15 Case Study Presntations II Cases to be presented

th-04.17 Case Study Presentations III Cases to be presented

tu-04.22 Case Study Presentations IV Cases to be presented

th-04.24 Catch-up Lecture, Semester Review and Summary

Final Exam Preparation

n/a

fr-05.02 Exam #3 / Final Exam (3 hours) (Comprehensive) Exam case materials


