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This is a sample syllabus. The actual syllabus is updated annually to reflect new ideas and research. Please refer to the Schedule of Classes for the most up‑to‑date information on the instructor, class time, and location.

11:373:231
Introduction to Marketing

Course Information
3 Credits
Prerequisites: 11:373:121 or 01:220:102 Microeconomics
Format: Asynchronous online (summer session only)

Instructor Information
Instructor(s): Dr. Ramu Govindasamy
Email: govind@sebs.rutgers.edu

Course, Website Resources and Materials
· Website: Canvas
· Textbook:
Primary textbook (highly recommended): Armstrong, Gary & Kottler, Philip (2022). Marketing: An Introduction. 15th ed. Hoboken, NJ. (link: https://www.pearson.com/en-us/subject-catalog/p/marketing-an-introduction/P200000007027/9780137704408)
Recommended/Supplemental readings:  WSJ, Bloomberg BusinessWeek, business section of any newspaper.

Course Description
When you hear the term "marketing," what comes to mind? For many, it is often associated with selling or advertising. While these are components of marketing, they represent just a fraction of a broader concept known as the marketing mix, a set of strategic tools used to meet customer needs and build lasting relationships. In essence, marketing is the process by which organizations, whether businesses or nonprofits, create value for customers and foster strong connections in order to receive value in return (Armstrong and Kotler, 2020). Successful organizations are those that consistently meet customer needs more effectively than their competitors. These core marketing principles apply to both for profit companies such as Amazon and nonprofit organizations such as United Way.

Learning Goals
This course is designed to introduce students to the fundamental concepts, analytical approaches, and core activities that define the field of marketing. A major objective is to clarify that marketing goes far beyond just selling and advertising. By the end of the course, you will be able to:
1. Understand the true meaning of marketing and its importance to individual firms and the broader economy
1. Analyze how consumer behavior influences marketing decision making
1. Identify and evaluate market segments and target markets
1. Recognize and apply the key elements of the marketing mix (product, price, place, and promotion), with focused attention on product strategies, new product development, and the product life cycle
1. Develop a clear understanding of
a. Marketing channels and distribution strategies
b. The role of advertising and promotion
c. The relationship between pricing and value, including pricing strategies
d. The significance of branding
e. Methods for communicating value through promotion
f. The importance of socially responsible marketing in today’s business environment
1. Strengthen critical thinking and problem solving skills through the use of analytical tools such as break even analysis
1. Improve oral and written communication abilities and enhance your effectiveness in team based settings, both of which are essential for success in business and industry
This course will provide you with a strong foundation in marketing while helping you build practical skills relevant to a wide range of professional contexts.  

Assignments/Responsibilities, Grading & Assessment
During the semester you are expected to develop skills in applying concepts, tools, and knowledge of the world/market environment to actual marketing situations.  Written, exams will provide students with the opportunity to demonstrate mastery of analytical skills and concepts introduced in readings and lectures.  In addition, the course includes team and individual written components.

The course grade will be based on 100 possible points.

	Two exams @20% each				  40
	Marketing plan and presentation preparation		  30
	Quizzes			    			  20
	Homework				  		  10
	Total							100  

Final letter grades will be assigned according to the following criteria:

Grading Scale:
A 	= 90 % and above 
B+ 	= 85%-89% 
B 	= 80%-84%
C+ 	= 75%-79% 
C 	= 70%-74% 
D	= 61%-69%
F 	= 60%and below

The above criteria will be used to give the student the “benefit of the doubt” whenever possible.  Outstanding work in some aspects of the course can lead to partial discounting of poorer work elsewhere.  The final grade is designed to reflect the consistency of overall performance, improving performances and contributions to the course.

EVALUATIONS

The key question that will guide your progress in this course is, "What have you learned in this class that you did not know before?" The purpose of taking a course is to gain new knowledge or build upon what you already know. It is my hope that this course will help you achieve exactly that.

To evaluate your understanding and learning, there will be two exams along with several homework assignments and quizzes throughout the semester. Each exam will generally include both multiple choice questions and short essay questions. These will focus on important concepts, theories, factual information, analytical approaches, and marketing models covered in the course.

Homework, quizzes, and team assignments, including the term paper and related written work, will be assigned at regular intervals to support your learning.

GROUP MARKETING PLAN PROJECT

As part of this course, students will work collaboratively on a group marketing plan project designed to simulate a real-world marketing challenge. The goal is to develop a comprehensive marketing plan for a hypothetical product launch in the U.S. market. This assignment will allow students to apply marketing principles in a practical, team-based context.

Project Overview:
Students will be grouped to act as the marketing team of a startup company preparing to launch a new consumer product. The product category and concept can be selected by the group with approval from the instructor. The final deliverables will include a written report, a PowerPoint presentation, and individual contribution statements.

Key Deliverables:
1. Marketing Plan Report: A comprehensive written report outlining the marketing plan (8–10 pages, double-spaced)
1. PowerPoint Presentation: A 10–12 slide deck summarizing the key elements of the plan
1. Contribution Statement: A brief statement from each student describing their individual role and contributions

Core Components of the Marketing Plan:
1. Executive Summary
1. Company and Product Overview
1. Situational Analysis (including SWOT)
1. Target Market Identification and Justification
1. Marketing Objectives (aligned with SMART criteria)
1. Marketing Strategy (covering Product, Price, Place, Promotion)
1. Budget Overview
1. Evaluation Metrics and KPIs

Project Guidelines:
1. All students are expected to contribute equally and collaborate effectively.
1. Clear communication, timely progress, and respectful teamwork are essential for success.
1. Proper citation of any research sources is required.
1. Detailed instructions and expectations will be provided during the course.

This project emphasizes applied learning, teamwork, and critical thinking. It also serves as a culminating experience for integrating course concepts into a coherent marketing strategy.

HOMEWORK ASSIGNMENTS (5 Total, 2 Points Each)

To reinforce the concepts covered in class, students will complete five individual homework assignments throughout the semester. Each assignment is worth 2 points and should be submitted by the due date listed on the course schedule.

These assignments are designed to encourage students to apply marketing principles to real-world situations, reflect on consumer behavior, and think critically about marketing strategies and ethics.

Assignment Guidelines:
1. Each assignment should be approximately 300 to 400 words in length.
1. Assignments must be completed individually.
1. All submissions should be clear, well-organized, and demonstrate thoughtful engagement with the topic.
1. Proper citation is required if referencing outside sources.
1. Late submissions may not be accepted unless prior arrangements are made.

Assignment Themes:
1. Marketing Concepts in Daily Life
Explore how marketing influences both high- and low-involvement purchase decisions.
1. Target Market Evaluation
Analyze the target market of a brand using segmentation principles.
1. Consumer Decision Process
Apply the five-step buyer decision model to a recent purchase.
1. Branding Reflection
Reflect on how branding affects your perception, loyalty, and decision to switch.
1. Ethical Marketing Case Study
Examine a real-world example of unethical marketing and propose alternative approaches.

These assignments are intended to deepen your understanding of marketing concepts and prepare you for more advanced analysis later in the course.


Absence Policy
Please follow the procedures outlined at https://ods.rutgers.edu/students/getting-registered.  Full policies and procedures are at https://ods.rutgers.edu/

Accommodations for Students with disabilities
Please follow the procedures outlined at https://ods.rutgers.edu/students/getting-registered.  Full policies and procedures are at https://ods.rutgers.edu/

Course Schedule

	Topic 
	Reading 
	Assignment[footnoteRef:2]  [2:  Quizzes are not mentioned here but there will be at least one quiz for each topic, via Canvas. The number of HW may be adjusted to reflect course progress.  
 ] 


	Overview of Marketing 
	Chapter 1 
	Read Ch.1 prior to taking quiz.  

	 
	 
	 

	Marketing Strategies  
	Chapter 2 
	Read Ch.2 prior to taking quiz. 

	 
	 
	 

	Consumer Decision Making 
	Chapter 5 
	Read Ch.5 prior to taking quiz.          
HW#1 

	 
	 
	 

	Segmentation and Targeting  
	Chapter 6 
	Read Ch.6 prior to taking quiz. 

	 
	 
	 

	Brands 
	Chapter 7 
	Read Ch.7 prior to taking quiz. 
HW#2 

	 
	 
	 

	Developing and Managing Products  
	Chapter 8 
	Read Ch.8 prior to taking quiz. 
HW#3 

	 
	 
	 

	First Exam 
	All chapters completed so far 
	First exam 

	 
	 
	 

	Pricing 
	Chapter 9 
	Read Ch.9 prior to taking quiz. 

	 
	 
	 

	Managing Marketing Channels  
	Chapters 10 & 11 
	Read Ch.10 & 11 prior to taking quiz. 
HW#4 

	 
	 
	 

	Communicating value - Promotions 
	Chapter 12 
	Read Ch.12 prior to  taking quiz. 

	 
	 
	 

	Sustainable Marketing  
	Chapter 16 
	Read Ch.16 prior to taking quiz. 
HW#5

	 
	 
	 

	Second exam (not comprehensive) 
	All materials excluding those included in First Exam. 
	Second exam (not comprehensive) 




  
 





























The above course outline can be summarized as follows: 

	What are the topics?  
	What chapters to read?  
(Armstrong, Gary & Kottler, Philip (2022). Marketing: An Introduction. 15th ed. Hoboken, NJ) 

	The fundamentals 
	Chapters 1 & 2 

	Consumers hold the keys 
	Chapters 5 & 6 

	Product 
	Chapters 7 & 8 


 
	Pricing 
	Chapter 9 

	Placement (distribution) 
	Chapters 10 & 11 

	Promotion 
	Chapter 12 

	World view 
	Chapter 16 




Final Exam/Paper Date and Time
Online Final exam Schedule:       
   
Academic Integrity
The university's policy on Academic Integrity is available at https://academicintegrity.rutgers.edu/sites/default/files/pdfs/current.pdf.  The principles of academic integrity require that a student:
properly acknowledge and cite all use of the ideas, results, or words of others.
properly acknowledge all contributors to a given piece of work.
make sure that all work submitted as his or her own in a course or other academic activity is produced without the aid of impermissible materials or impermissible collaboration.
obtain all data or results by ethical means and report them accurately without suppressing any results inconsistent with his or her interpretation or conclusions.
treat all other students in an ethical manner, respecting their integrity and right to pursue their educational goals without interference. This requires that a student neither facilitate academic dishonesty by others nor obstruct their academic progress.
uphold the canons of the ethical or professional code of the profession for which he or she is preparing.

Adherence to these principles is necessary in order to ensure that
everyone is given proper credit for his or her ideas, words, results, and other scholarly accomplishments.
all student work is fairly evaluated, and no student has an inappropriate advantage over others.
the academic and ethical development of all students is fostered.
the reputation of the University for integrity in its teaching, research, and scholarship is maintained and enhanced.

Failure to uphold these principles of academic integrity threatens both the reputation of the University and the value of the degrees awarded to its students. Every member of the University community therefore bears a responsibility for ensuring that the highest standards of academic integrity are upheld. 


SEBS DEI Statement
It is our intention that students of all backgrounds will be well served by this course. We will work to create an environment of inclusion which respects and affirms the inherent dignity, value, and uniqueness of all individuals, communities and perspectives. We are lucky to have a diverse university. Diverse voices and life experiences enhance the learning process and we welcome students to share their personal experiences. We will not tolerate disrespectful language or behavior against any individual or group. If you feel as though you have been disrespected or treated unfairly by the instructors or any other individual please let us know. You may speak with the instructors in person, over email or report anonymously via the Office of Academic Programs. In addition, you may also report bias to the Rutgers Diversity and Inclusion initiative using this link: http://inclusion.rutgers.edu/report-bias-incident/.


Student Wellness Services

Counseling, ADAP & Psychiatric Services (CAPS)
(848) 932-7884 / 17 Senior Street, New Brunswick, NJ 08901/ www.rhscaps.rutgers.edu/ 
CAPS is a University mental health support service that includes counseling, alcohol and other drug assistance, and psychiatric services staffed by a team of professionals within Rutgers Health services to support students’ efforts to succeed at Rutgers University. CAPS offers a variety of services that include individual therapy, group therapy and workshops, crisis intervention, referral to specialists in the community and consultation and collaboration with campus partners. 

Violence Prevention & Victim Assistance (VPVA)
(848) 932-1181 / 3 Bartlett Street, New Brunswick, NJ 08901 / https://vpva.rutgers.edu/ 
The Office for Violence Prevention and Victim Assistance provides confidential crisis intervention, counseling, and advocacy for victims of sexual and relationship violence and stalking to students, staff, and faculty.  To reach staff during office hours when the university is open or to reach an advocate after hours, call 848-932-1181.

Disability Services
(848) 445-6800 / Lucy Stone Hall, Suite A145, Livingston Campus, 54 Joyce Kilmer Avenue, Piscataway, NJ 08854 /  https://ods.rutgers.edu/ 
Rutgers University welcomes students with disabilities into all of the University's educational programs. In order to receive consideration for reasonable accommodations, a student with a disability must contact the appropriate disability services office at the campus where you are officially enrolled, participate in an intake interview, and provide documentation: https://ods.rutgers.edu/students/documentation-guidelines. If the documentation supports your request for reasonable accommodations, your campus’s disability services office will provide you with a Letter of Accommodation. Please share this letter with your instructors and discuss the accommodations with them as early in your courses as possible. To begin this process, please complete the Registration form on the ODS web site at: https://webapps.rutgers.edu/student-ods/forms/registration. 

DoSomething button through Rutgers Dean of Students office:
http://health.rutgers.edu/do-something-to-help/

Wellness Coaching through Rutgers HOPE:
https://health.rutgers.edu/health-education-and-promotion/health-promotion-peer-education/wellness-coaching

Self-Help Apps found on the Rutgers Student Health website:
https://health.rutgers.edu/health-education-and-promotion/self-help/self-help-apps

NJ Hopeline - (1-855-654-6735) | National Suicide Hotline - (1-800-273-8255)

Basic Needs Resources
Any student who has difficulty affording groceries or accessing sufficient food, or who lacks a safe and stable place to live, is urged to contact the Rutgers Student Food Pantry and/or the Dean of Students (details below). Furthermore, please notify the professor if you are comfortable doing so, as they may be able to provide additional support.
Rutgers Student Food Pantry
848-932-5500 / College Ave Student Center, Room 115 (126 College Ave) / http://ruoffcampus.rutgers.edu/food/
Check their website for hours and additional locations. The Rutgers Student Food Pantry is dedicated to helping all Rutgers students in need of food, no questions asked.  Students will be provided with groceries that typically last about one week.
Dean of Students Office
848-932-2300 / 88 College Avenue, New Brunswick, NJ 08901 / https://deanofstudents.rutgers.edu/ 
Mon-Fri, 8:30am-5:00pm
The Dean of Students Office at Rutgers University-New Brunswick provides solutions, services, and support to help students navigate Rutgers University. The Office serves as a student support network by providing advocacy, problem resolution, and critical incident intervention for those times when additional assistance is needed. Please call to schedule an appointment to meet with a representative from the Dean’s office. 
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