
Student syllabus  MARKETING MKTG 290 AU1 

University of Indianapolis—School for Adult Learning  
Class meets Thursdays 6-9:45 p.m.       Nov. 6, 13, 20 and Dec. 4 and 11, 2008 

Course credits:  3 hours 
Please read this entire syllabus very carefully 

 

 

Instructor 

Harry L. Davis  MBA 

Home:   317.844.3767 

Cell:      317.514.8079 

Email:  hdavis@ori.net 

    Call or email any time 8 a.m. to 10:30 p.m. Mon.-Fri. 

 

Textbook:   Marketing: an introduction  by Armstrong & Kotler 

9
th

 edition 2009   ISBN-13: 978-0-13-602113-1 

 

Welcome to the world of Marketing.  Having been a practitioner in this field for many years, I am excited 

to be your instructor and to explore this fascinating topic with you.  My experience includes working for 

such clients as Coca-Cola, The WhiteLies anti-smoking campaign, Indiana State Fair,YMCA and many 

others.  I believe we have a great textbook and materials to work with and we will keep classes fast-paced, 

relevant and (even) fun.  We will be discussing the significance and importance of all marketing  facets, 

issues and tools—how they relate to all aspects of business, the economy and our individual day-to-day 

lives. First, some things you will need to know…. 

 

School for Adult Learning Objectives 

 

You are part of a unique group, enrolled in a very special school.  Adult students are usually engaged in 

full-time employment, so their educational initiatives must be juggled with other uses of their time—inside 

and outside the classroom.  Additionally, adult students are uniquely qualified, and are expected, to bring 

their personal experiences to the classroom so that we all learn from each other.  Lively, meaningful, open 

discussion will keep everyone engaged, motivated and (hopefully) inspired. 

 

The adult learning experience must be relevant and current, with special focus on identifying and 

understanding marketing issues and activities that impact all of us every day—in a myriad of ways.  The 

combination of all these elements with your own obvious interest in expanding your personal horizons 

through continued education requires some degree of flexibility from everyone involved.  Individual 

expectations vary somewhat, but, at the end of the class, we want to make sure everyone’s expectations 

have been maximized.  The adult learning experience is intended to accommodate as many of your needs as 

possible, while maintaining the total high standards to which the University of Indianapolis holds its full 

length classes. 

 

Critical Thinking 

 

You may or may not be familiar with the term ―Critical Thinking‖ which, by one definition, means  

‖thinking explicitly aimed at well-founded judgment, utilizing appropriate evaluative standards in an 

attempt to determine the true worth or value of something‖ (source: Critical Thinking, Paul & Elder).  The 

School for Adult Learning defines it as: ―intentionally applying higher-order thinking to reach evidence-

based conclusions.‖ 

 

While in-depth exploration of the subject is impossible within the confines of this course, we will introduce 

the concept of Critical Thinking and begin to utilize some of its principles.  During session four we will 

spend time discussing how to unify all the marketing elements you will have read about, utilizing Critical 

Thinking principles to better prepare you not only for the final exam but also for other courses you may 

take as you pursue your college degree.  These principles will also be beneficial to you throughout life, if 

you learn to apply them. 
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MKTG 290 Student Objectives 

 

The primary objective of this course is to have you learn meaningful, useful information about marketing 

by exploring a comprehensive overview of modern marketing concepts, practices and procedures.  You will 

be expected to participate in reading, class discussions and preparing assignments covering a broad 

spectrum of topics.  At the end of the course, the successful student will be able to: 

 

-explain the marketing process generally—for various types of products and services, nationally 

 and internationally 

-compare and contrast environmental, economic and demographic factors that affect marketing 

-diagnose major trends changing the marketing landscape 

-explain various ways companies position their products/services in the marketplace 

-identify and discuss various facets of capturing customer value 

-describe the major decisions in developing advertising campaigns 

-compare and contrast various sales processes involved in marketing 

-explain the role of ethics and social responsibility in marketing 

 

What you take away from this class is first and foremost your responsibility. You can maximize your 

learning potential only through a combination of a thorough reading of assigned materials before class, 

in-depth thinking as you prepare reports and active participation in class.  Therefore, it is essential (and 

expected) that you will come to every class having studied the assigned material and fully prepared to 

interact with the class. 

 

 

Instructor’s role and objectives 

 

While maintaining the high performance standards expected by the University of Indianapolis, my role as 

instructor will be to maximize the effectiveness of your learning experience by:  enhancing your self-

directed learning initiatives through special assignments and bringing to bear my personal experiences in 

the marketing world, by encouraging the expression of ideas from the class and, as facilitator, by keeping 

the learning experience on course. 

 

Tips for success in class 

 

- be to class on time 

- be prepared to participate in presentations/discussions 

- have all assignments prepared 

- have a positive attitude 

- be considerate of others’ ideas and viewpoints 

 

 

Requirements regarding assignments 

 

Commencing with the first class session on Nov. 6, 2008 you are to read every assigned chapter before 

coming to class, and, in order to be prepared for class discussion, you will be expected to: 

 

- identify and briefly describe in writing a minimum of  3 concepts or ideas from each chapter, 

4 chapters per week starting with the first class (write approx. a third of a page on each 

concept).   That’s a total of 12 write-ups each week for 4 weeks. 

- be prepared to discuss why those concepts are particularly interesting and how they apply, 

or could apply, to your workplace or an organization of your choosing. 

- you should expect to be called upon to verbalize your input; you will hand in that assignment 

including your write-ups on how the concepts apply. 



 

 

Conduct of the course 

The course will be conducted using a variety of tools, including:  reading assigned materials, student 

participation in discussion,  discussion of student-supplied current marketing articles, student-generated 

written essays, student-led teamwork exercise, a class presentation by each student and a comprehensive 

final exam essay. 

Graded assignment activities 

 

1. Self-directed reading of materials prior to each class, leading to in-class participation and 

discussion.  Up to 4 points are possible per class session, for sessions 1 through 4.  You should 

seek to develop and formulate connections and understandings between the theory and concepts in 

the reading assignments and class discussion and practical applications at your place of 

employment or for an organization with which you are familiar. 

 

Total possible points: 16 

 

2. Commencing with the first class Nov. 6—weekly identification, brief description and 

submission of  a minimum of three concepts, ideas or point of information from each chapter of 

that week’s reading assignment, for sessions 1 through 4.  Expect to be called upon to comment on 

why those issues are particularly interesting how they might apply to your workplace or to an 

organization of your choosing.  Up to 4 points per week (i.e. one point per chapter).  You must 

submit this assignment on paper (about a third of a page for each concept) at the start of class 

(keep a copy for yourself, as these will not be returned). 

 

Total possible points: 16 

 

3. Each week, starting with session 2:  Bring 3 current marketing events articles (not 

advertisements) taken from your choice of sources and be prepared to discuss.  This is so that I can 

be assured you’re reading current trends and events in marketing.  You don’t have to write 

anything, but you must submit the articles at the end of class, starting with session 2 and going 

through session 4.  Possible points for each week: 3  (one point per article). 

 

Total possible points:  9 

 

4. Total of 2 written essays, at a minimum of 2 pages each on a student-selected topic that deals 

directly with some aspect of the marketing discipline.  You must submit these assignments at each 

class for sessions 2 and 3 (keep a copy for yourself, as these will not be returned),  with up to 10 

points possible per essay.  You are expected to develop connections  

and understandings between the theory and concepts from your reading and class discussions and 

then show practical applications for your workplace or for an organization of your choosing. 

 

Total possible points 20 

 

5. You will make a presentation during session 5—on a topic of your choosing (but heavy on 

marketing) that deals with some aspect or aspects of the marketing discipline.  Up to 19  possible 

points.  You should seek to develop and formulate connections and understandings between the 

theory and concepts from your reading and class discussions and show practical applications.  

Your obvious use of Critical Thinking concepts we will have discussed will help your score.  
The content of your presentation must also be submitted in hard copy (either a discussion outline, 

a copy of your powerpoint, or the entire script—whatever you use as your discussion guide). 

       You must keep your presentation to under 12 minutes (or we’ll cut you off).   So practice and  

        time yourself.   If you plan to use powerpoint, a laptop and projector will be provided. 
 

Total possible points 19 

 



 

6. Final exam—the final will be handed out at least a week in advance of the due date.  It will be 

based on the text reading and/or class discussion.  Up to 20 possible points.  You will be expected 

to develop & formulate connections and understanding between the theory and concepts derived 

from reading assignments in the text and from class discussions and show practical applications 

for your workplace or for an organization of your choosing.  This paper should be 10-12 pages 

double-spaced, 10-point type.  Your score will be determined on how well you exhibit 

knowledge and understanding of the marketing concepts and how they interrelate as a result of 

your studies, plus how well you demonstrate the reaching of evidence-based conclusions as borne 

out by your use of Critical Thinking.   Keep your own copy of your final as these will not be 

returned. 

 

Total possible points 20 

 

 

    

GRAND TOTAL POSSIBLE POINTS    100 

Final Grade Structure 

 

   A – 90 to 100 points   C – 70 to 79 points 

   B – 80 to 89 points   D – 60 to 69 points 

 

Overall expectations and grading criteria 

 

 

You may choose written essay topics from a variety of sources that could include the textbook, magazine  

articles (especially trade journals), books, news programs, seminars, class discussion, interviews, the 

internet, etc. 

 

Essays (but not the final exam) should be a minimum of two full pages, but not more than three—typed, 

double-spaced and 10-point type.  Without exception, all written assignments must be submitted as hard 

copies at the start of the appropriate class.  (keep a copy for yourself) 

 

Group and/or individual presentations will be given at the front of the class.  These may include taking the 

form of a reaction, response, objection or disagreement to any topic covered in class, or may be on a 

relevant marketing subject chosen by the student.  Logical thought, sound reasoning and effective 

expression are important and you will be graded on the basis of content, relevance to practical application, 

organization, delivery and quality of visuals where applicable. 

 

 

All your assignments must be submitted on time and must be your original work.  Any assignment 

that has been copied, or simply paraphrased from other sources will not be accepted, and should you violate 

this rule, you could get a failing grade in the course.   

 

Any assignment submitted late could cause you to lose a minimum of 5 points. 

 

 

 

 

 

 

 

 

 

 

 



Attendance policy 

 

Because this is an accelerated course, you must be present at every class.  You cannot accumulate points  

that you would otherwise have accrued if you were present in class.  Assigned work can not be made up 

later.  Also, you are expected to be on time for class so that we may begin promptly at 6:00 p.m.  Failure to 

do so could result in loss of points to be deducted from your grade. 

 

PLEASE CHECK WITH THE SAL OFFICE FOR CURRENT INFORMATION REGARDING 

ATTENDANCE AT THE FIRST CLASS AND THE CORRECT PROCEDURE FOR DROPPING 

OR WITHDRAWING FROM A COURSE. 

 

Special note to Students with Disabilities 

 
If you have a disability that may have some impact on your work in this class and for which  

you may require accommodations, please inform me immediately so that your learning 

 needs may be appropriately met.  Students with a disability must register with the 

 Services with Disabilities Office (SSD) in Schwitzer Center 206 

 (317.788.6153/www.uindy.edu/ssd) for disability verification 

 and for determination of reasonable academic accommodations. 

  You are responsible for initiating arrangements for accommodations for tests  

and other assignments in collaboration with SSD and the faculty. 

 

 

 

 

 

 

 

 

 

Session assignments and reading calendar 

 

Session 1,  Nov. 6 Class begins at 6:00 p.m. 

 

 -read Chapters 1 through 4 before class 

 -provide a copy of your most recent employer’s mission and/or vision statement, if one  

                exists 

 -submit your 3 concepts, per item 2 above (hard copy handed in at start of class) 

 

Session 2 Class begins at 6:00 p.m. 

 

 -read Chapters 5 through 8 before class, be prepared to discuss 

 -Instructor will present a 90-minute discussion on “Critical Thinking” 

 -present 3 concepts for each chapter—hard copy at start of class (keep yourself a copy) 

 -3 current events articles—bring, be prepared to discuss, then hand in 

 -written essay #1 is due, hard copy at start of class (keep yourself a copy) 

 

Session 3       Class begins at 6:00 p.m. 

 

 -read Chapters 9 through 12 before class, be prepared to discuss 

 -present 3 concepts for each chapter—hard copy at start of class (keep yourself a copy) 

 -3 current events articles—bring, be prepared to discuss, then hand in 

 -written essay #2 is due, hard copy (keep yourself a copy) 

 

 



Session 4 Class begins at 6:00 p.m. 

 

 -read Chapters 13 through 16 before class, be prepared to discuss 

 -present 3 concepts for each chapter—hard copy at start of class (keep yourself a copy) 

 -3 current events articles—bring, be prepared to discuss, then hand in 

 -Final Exam is distributed.  Critical Thinking will be discussed. 

                Questions may be asked.  Completed final exam is due Thursday,  Dec. 11,  2008 

                at start of class. 

 

 

Session 5 Class begins at 6:00 p.m. 

 

-Hand in final  (keep yourself a copy) 

-Individual presentations  (hand in your notes, powerpoint or outline) 

 

 

 

Welcome aboard….hang onto your seats! 

 
Harry L. Davis 

 


