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Syllabus


COURSE: MKTG 2299 – MARKETING CAPSTONE

CREDITS HOURS: 3

PREREQUISITES: MKTG 2400 – ADVERTISING & PROMOTION

DESCRIPTION OF COURSE
Upon successful completion of this course, the student should be able to identify marketing problems, develop and describe the situational analysis, formulate alternative solutions, and reach and explain a decision for each issue. In addition, the student should be able to apply the knowledge of marketing and management concepts and techniques in the analysis of cases and marketing plan creation. The student will finalize a resume and
marketing portfolio.

STUDENT LEARNING OUTCOMES
The course outcomes for this course include the following competencies:
· Explain and discuss the various challenges involved in marketing in a global marketplace
· Collect, analyze and synthesize secondary research data to support development of a marketing plan based on credible and current information.
· Demonstrate an understanding of cross-cultural business skills and their impact on various components of the marketing function.
· Distinguish between the product design, promotion, distribution and pricing strategies appropriate in marketing plan development.
· Recognize the impact of local, state, regional, national and international law and political environments on marketing.
UNITS OF INSTRUCTION AND LEARNING OBJECTIVES
· MARKETING IN TODAY’S BUSINESS MILIEU o Identify typical misconceptions about marketing, why they persist, and the resulting challenges for marketing management. Define what marketing and marketing management really are and how they contribute to firm success. Appreciate how marketing has evolved
from its early roots to be practiced as it is today. Recognize the impact of key change drivers on the future of marketing.
· MARKETING FOUNDATIONS: GLOBAL, ETHICAL, SUSTAINABLE o Identify the various levels in the Global Marketing Experience Curve. Learn the essential information components for assessing a global market opportunity. Define the key regional market zones and their marketing challenges. Describe the strategies for entering new global markets. Recognize key factors in creating a global product strategy. Learn the
importance of ethics in marketing strategy, the value proposition, and the elements of the marketing mix. Recognize the significance of sustainability as part of marketing strategy and the use of the triple bottom line as a metric for evaluating corporate performance.
· ELEMENTS OF MARKETING STRATEGY AND PLANNING
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· Examine the concept of value and the elements and role of the value chain. Understand the conditions required for successful marketing planning, that marketing planning is focused on the value. proposition, and that marketing planning is a dynamic process. Identify various types of organizational strategies. Conduct a situation analysis. Use the framework provided for marketing planning, along with the content in future chapters, to build a marketing plan.
· MARKET RESEARCH ESSENTIALS o Describe the difference between market information systems and market research systems. Identify how critical internal (inside the firm) information is collected and used in making marketing decisions. Explain essential external (outside the firm) information collection methods. Recognize the value of market research and its role in marketing. Define the market research process. Illustrate current research technologies and how they are used in market research.
· CRM, BIG DATA, AND MARKETING ANALYTICS o Define CRM and articulate its objectives and capabilities. Describe the CRM process cycle.
· Understand the concept of customer touchpoints and why they are critical in CRM. Identify and appreciate the types of data used in marketing management decision making. Recognize key approaches to marketing analytics. Understand the concept of dashboard and how it improves marketing planning for a firm.
· UNDERSTAND CONSUMER AND BUSINESS MARKETS
· Understand the value of knowing the consumer. Consider the role of personal and psychological
factors in consumer decision making. Appreciate the critical and complex role of cultural, situational, and social factors in a consumer purchase decision. Understand the consumer decision making process. Understand the differences between B2C and B2B markets. Understand the critical role of
the buying center and each participant in the B2B process. Learn the B2B purchase decision process and different buying situations. Comprehend the role of technology in business markets.
· SEGMENTATION, TARGET MARKETING, AND POSITIONING o Explain the criteria for effective segmentation. Identify the various approaches to market segmentation. Describe the steps in target marketing. Define positioning and link it to the use of the marketing mix. Use and interpret perceptual maps. Identify sources of differentiation. Avoid potential positioning errors.
· PRODUCT STRATEGY AND NEW PRODUCT DEVELOPMENT
· Understand the essential role of the product experience in marketing. Define the characteristics of a product. Recognize how product strategies evolve from one product to many products. Understand the life of a product and how product strategies change over time. Recognize the importance of new product development to long term success. Understand the new product development process. Identify how new products become diffused in a market.
· BUILD THE BRAND o Recognize the essential elements in a brand. Learn the importance of brand equity in product strategy. Explain the role of packaging and labeling as critical brand elements. Define the responsibility of warranties and service agreements in building consumer confidence.
· SERVICE AS THE CORE OFFERING o Understand why service is a key source of potential differentiation.
Explain the characteristics that set services apart from physical goods. Explain the service profit chain and how it guides marketing management decisions about service. Describe the continuum from pure goods to pure services. Discuss concepts of service quality and gap analysis. Measure service quality through use of SERVQUAL. Understand service blueprinting and how it aids marketing managers.
· PRICE AND DELIVER THE VALUE OFFERING o Understand the integral role of price as a core component of value. Explore different pricing objectives and related strategies. Identify pricing tactics. Describe

approaches to setting the exact price. Determine discounts and allowances to offer to channel members. Understand how to execute price changes. Examine legal considerations in pricing.
· MANAGING MARKETING CHANNELS
· Define value network and how organizations operate within this approach. Identify various types of intermediaries and distribution channels. Understand the impact of intermediary contributions via physical distribution functions, transaction and communication functions, and facilitating functions. Explain the different types of vertical marketing systems. Utilize suitable criteria to select appropriate channel approaches. Identify the logistics aspects of supply chain management.
Understand the role of retailing and ecommerce in delivering the value offering to the customer.
· PROMOTIONAL ESSENTIALS: DIGITAL AND SOCIAL MEDIA MARKETING o Understand promotion and identify the elements of the promotion mix. Explain the hierarchy of effects (AIDA) model and its usefulness to promotional strategy. Discuss the role and key types of digital marketing in communicating value to customers. Identify the key types of social media and their benefits to marketers in communicating value to customers.
· PROMOTION ESSENTIALS: TRADITIONAL MEDIA o Understand the key types of advertising and the role of the creative agency. Identify various approaches to sales promotion and how each might be used. Describe the activities and aims of public relations. Understand the role of selling in marketing communications. Learn the process of relationship selling. Understand the major job of sales management.
INSTITUTIONAL LEARNING GOALS
Columbus State Community College's Institutional Learning Goals are an integral part of the curriculum and central to the mission of the college. The faculty at Columbus State has identified the following institutional learning goals:
· Critical Thinking
· Ethical Reasoning
· Quantitative Skills
· Scientific Literacy
· Technological Competence
· Communication Competence
· Cultural and Social Awareness
· Professional & Life Skills

The Institutional Learning Goals specific to this course include:
· Critical Thinking
· Technological Competence
· Communication Competence
· Professional & Life Skills

COURSE MATERIALS REQUIRED
· Textbook: McGraw-Hill’s Marketing Management by Marshall, 3rd edition with Connect access. This course utilizes Instant Access. Instant Access is a collaboration between faculty, publishers, and the
Columbus State Bookstore to provide you direct access to course materials when you enroll in a course, all at a reduced cost. This new textbook delivery method gives you immediate access to course materials on Blackboard the first day of classes. The best part is that it provides affordable access and the opportunity to engage with course content in an interactive way. Access to the textbook can be found in the link under “Course Information”.

Additional information about Instant Access may be found at
https://www.cscc.edu/services/bookstore/affordability-bookstore.shtml.

GENERAL INSTRUCTIONAL METHODS
This is a web-based course that utilizes the required textbook, class discussions, multimedia presentations, and class projects and assignments. Web-based courses should be accessed frequently in order to stay current with posted announcements and discussion board conversations.

STUDENT RESPONSIBILITIES
As a student in this course, it is your responsibility to:
1. Read all course materials and information including the course syllabus.
2. Meet the objectives of any prerequisite courses.
3. Complete all assignments and exams according to the course calendar.
4. Participate on the discussion board in timely fashion as required.
5. Login to the Web site periodically during the week to monitor class announcements.
6. Assignments must be submitted by the appropriate due date. There are no late assignments accepted for full or partial credit for any reason.
7. All work must be completed individually by the student registered for this course.

STANDARDS AND METHODS FOR EVALUATION

Exams:
There will be 2 exams in this course. Exams will be completed in Connect and are made available on the course website to students until the last due date noted on the Course Calendar. Students may take exams before the due date, but not after the assigned due date. NOTE: Students will receive only ONE chance to take exams.
Please do not click on exams until ready. NO Incomplete grades will be given.

Quizzes:
There will be 14 quizzes (one for each chapter). Each quiz will have ONE attempt. These quizzes are to be
completed online through the Connect® Website. Completion of each quiz is required by the due date specified in the Course Calendar. No late quizzes are accepted for any reason. It is therefore strongly suggested that
students avoid delaying submission until the due date and thereby avoiding unforeseen complications such as illness, computer issues, Connect access issues, etc.

LearnSmart:
There will be 14 LearnSmart assignments (one for each chapter). These will be completed online through the Connect Website. The average completion time for these activities are 30 minutes and you are strongly
encouraged to complete the required reading prior to attempting the LearnSmart assignments. Completion of each LearnSmart is required by the due date specified in the Course Calendar. No late assignments are accepted for any reason. It is therefore strongly suggested that students avoid delaying submission until the due date and thereby avoiding unforeseen complications such as illness, computer issues, Connect access issues, etc.

Marketing Plan Prep Exercises:
There will be 5 Marketing Plan Prep Exercises to be completed in Connect. Students may complete the
assignments before the due date, but not after the assigned due. These exercises will provide you exposure to the various elements of a marketing plan in preparation for the final project. Each of the exercises will be

completed in Connect with ONE attempts available. No late assignments are accepted for any reason. It is
therefore strongly suggested that students avoid delaying submission until the due date and thereby avoiding unforeseen complications such as illness, computer issues, Connect access issues, etc.

Final Project:
PROJECT SUBMISSION POLICIES
· Project requirements are located on the course website in “Our Classroom”. All assignments are to be uploaded on the course website. E-mail Assignments will not be accepted.
· Students are allowed to submit assignments early. Projects are due on or before the last due date indicated in the syllabus. Late case studies or Online Assignments will NOT be accepted or graded.
· Any assigned received that cannot be opened because of software not supported by the college will receive "0" points.
· Final Project should be submitted using the following format:
· Minimum 8 pages in length – double spaced, 12pt font, 1-inch side margins.
· Standard business English with fewer than 5 grammatical/punctuations errors.
· Microsoft Word or PDF format only (NOTE: Any assigned received that cannot be opened because of software not supported by the college will receive "0" points).
· All assignments must include evidence of secondary research and a works cited page. A minimum of three sources (other than the textbook) must be included. - Do not count the textbook or Wikipedia as one of the sources. You can find a link for the Columbus State Library in the "Orientation" menu
link.
· All submitted projects will be retained by the instructor and are the property of Columbus State Community College.

GRADING SCALE AND POINT DISTRIBUTION
Course grading is based on the total points earned of the total points possible (total points earned divided by total points possible equals percentage earned).


	Possible Points
	

	Category
	Possible Points

	Discussion Board (4@10 points each
	40

	Quizzes (14 @ 10 points each)
	140

	Final Project: 12 Phases
	240

	Final Project Paper
	 80

	Total
	500

	
Grade
	
	

	Letter
	Percentage
	Points

	A
	90% - 100%
	540 - 600

	B
	80% - 89%
	480 - 539

	C
	70% - 79%
	420 - 479

	D
	60% - 69%
	360 - 419

	E
	Below 60%
	0 - 359



ONLINE GRADE BOOK
This course will utilize the online grade book. Homework and quizzes will be graded automatically. The student is responsible for monitoring grades. Any discrepancies or missing grades must be brought to the attention of the instructor within the earliest of either, three days after the grade posting, or five days after the due date of the respective assignment.

LATE ASSIGNMENT POLICY
No late assignments will be accepted for any reason. Any assignment completed, submitted, or posted after 11:59 pm EST on the due date will receive zero points. Not having the textbook or Internet access is not an acceptable excuse for not completing your assignments on time.

No extensions will be granted for assignments or exams for any reason.

ATTENDANCE POLICY
Attendance will be measured by the successful, timely completion of course assignments and exams. Simply “showing up” or logging into Blackboard will not count as attendance.

INSTRUCTOR FEEDBACK AND AVAILABILITY
Grades for assignments and exams will be posted within one week of the due date for the assignments and exams. The instructor may periodically check e-mail during evening and weekend hours.

OUT-OF-CLASS RESPONSIBILITIES
Columbus State's policy states that students at schools receiving funds from the State of Ohio should be
expected to do 30 hours of work for each credit earned. That means students should expect to spend about two hours on work outside of class for each hour spent in class (Policy Number 5-05). Students need to be aware of their out-of-class responsibilities, and they need to be aware that inability to fulfill the requirements for a course may mean failure.


AUDIT POLICY
Students must declare their preference for audit at the time of registration, and no later than the fifteenth day of the quarter. Some courses may be subject to college approval to audit. Students shall pay regular fees for this course. No credit may be earned or claimed, nor will proficiency credit be given. The student will understand this course is to be taken for information only. The course may be taken at a later date for credit. An “R” is not calculated as part of the GPA.

INCOMPLETE GRADE POLICY
When circumstances beyond the control of a student prevent the completion of course requirements, the student may make a request to the instructor for an Incomplete (I) in the course. The student must arrange with the instructor specific procedures for fulfilling the course requirements. Course work must be completed within six weeks after the beginning of the next quarter. If the course work has not been satisfactorily completed in the specified time, the “I” will automatically be changed to an “E.”

COURSE ADD/DROP POLICY
A withdrawal before 20% of a course has elapsed is not recorded on the permanent grade transcript. A withdrawal after 20% and before 61% of the course has elapsed is recorded as a W. Students cannot withdraw

from a course if 61% or more of the course has elapsed. The credit for this course will not be calculated into the student's GPA. Please refer to the college Web site for specific semester date information.

To drop a class, it is the responsibility of the student to initiate the process with the college through CougarWeb; calling the Telephone Information Center, (614) 287-5353; or submitting a completed Registration Add/Drop
Form to the Records and Registration Department or an Off-Campus Center during business hours. Failure on the part of a student to follow withdrawal procedures will result in an "E" (failing grade) recorded for the course or courses on the permanent grade transcript.

LATE REGISTRATION HAS BEEN ELIMINATED. Effective Autumn Semester 2018, students will no longer be permitted to register for a class after the first session meets.
· Registration for web-based and blended courses is open until the day before the course begins.
· In both cases, students cannot register after the course begins.
· Faculty cannot sign students into a course after the first day of class.

STUDENT CONCERNS
Each of the Business Programs technologies has a Program Coordinator who is responsible for discussing concerns that students may have with their course and/or instructor.
If you have a concern:
· First, have a discussion with your instructor;
· Second, have a discussion with the Program Coordinator (see below for contact information); •
Third, have a discussion with the Department Chair

At the third step, students should be prepared to fill out a written, documented complaint.
Program Coordinator information is listed below:
	Accounting
	Chavel Green
	cgreen101@cscc.edu
	614-287-5986

	Business Management
	Charla Fraley
	cfraley@cscc.edu
	614-287-5209

	Business Office Applications
	Amy Popovich
	apopovich@cscc.edu
	614-287-3951

	Finance
	John Eldridge
	jeldridg@cscc.edu
	614-287-2119

	Human Resource Management
	Chavel Green
	cgreen101@cscc.edu
	614-287-5986

	Marketing
	Chavel Green
	cgreen101@cscc.edu
	614-287-5986

	Real Estate
	Jackie Lovelace
	Jlovelace5@cscc.edu
	614-287-2313


COMMUNICATION AND EMAIL PROTOCOL
You are to have a working and accessible Columbus State E-mail account in order to receive E-mail messages that have been broadcast to the entire class. You may forward your messages to another account if you desire.
Please call the “Help Desk 287-5050” for any technical assistance with your Columbus State E-mail account or with this Web Site (“Blackboard”).

The easiest and best way to contact your instructor is via E-mail. Please use E-mail to discuss issues, concerns, questions, etc. The instructor will respond using the E-mail address that you sent your message from unless you instruct him/her otherwise. If you need to speak with your instructor, add your phone number and
recommended times to call you.
E-mail protocol must be followed in order to receive credit or response.
Subject line: The subject line must contain: Course, Section #, and Topic (as follows)

Example:	MKTG-2299-W01-85367– Hw 10 question
Using the "Email Instructor" link provided in the Blackboard menu for your course will automatically insert this course information for you.

TECHNICAL SKILLS REQUIREMENT
As the catalog states Business Program Majors are expected to have mastered MSWord, Excel, PowerPoint, and Access software applications. Courses are offered in our Business Office Administration (BOA) program to
accommodate these skills.
These programs are available on the Web version of Office 365 and all active students have access to these. Students also have space available on the network, One Drive, and DropBox and encouraged to use these for storage of electronic files.

Several Business Programs courses will also utilize WebEx or other form of virtual meeting. Students are
expected to understand how to access and use such meeting tools and attend all sessions, if required in a course.

POTENTIAL GRADUATES
Columbus State graduating students must see his or her faculty advisor to obtain signatures on the Petition to Graduate and submit to the Records and Registration Department no later than the deadline posted on the petition form.

Anyone requiring an early grade or early grade release from another college or university, typically due to graduation, must complete the following:
· Immediately inform the instructor of your intention, via a discussion board posting to the respective topic, of possible graduation this semester.
· Make sure that you receive a confirmation of receipt from the instructor.
· If you are graduating from a school other than Columbus State Community College, complete and submit an “Early Grade Release” form to your instructor by the end of the 6th week of the semester.
· If graduating from another institution complete all assignments and exams five days prior to your grade deadline. Special arrangements will have to be made for Exam 3 if taken at a remote testing site to have the exam returned by this due date. Anyone requiring an early grade release may need to complete course requirements early. It is the responsibility of the Student to make such arrangements with the instructor.
· Verify and make note of the deadline for submission of assignments and exams.
· Anyone not complying with these instructions will have the grades processed in the normal course for non-graduates

ACCREDITATION STATEMENT
Columbus State Community College is accredited by The Higher Learning Commission; Member-North Central Association. In addition, degree programs in the Business Programs Department are accredited by the Association of Collegiate Business Schools and Programs (ACBSP).

BUSINESS PROGRAMS DEPARTMENT WEB SITE
The Business Programs Department homepage can provide you with additional information, including programs, faculty advisors, and transfer information. You may visit this site at
http://www.cscc.edu/BusinessPrograms/index.shtml.

ASSESSMENT
Columbus State Community College is committed to assessment (measurement) of student achievement of
academic outcomes. This process addresses the issues of what you need to learn in your program of study and if you are learning what you need to learn. The assessment program at Columbus State has four specific and
interrelated purposes: (1) to improve student academic achievements; (2) to improve teaching strategies; (3) to document successes and identify opportunities for program improvement; (4) to provide evidence for
institutional effectiveness. In class you are assessed and graded on your achievement of the outcomes for this course. You may also be required to participate in broader assessment activities.

COLLEGE SYLLABUS STATEMENTS
Columbus State Community College required College Syllabus Statements on College Policies and Student Support Services can be found at https://www.cscc.edu/academics/syllabus.shtml or on the College Web site Quick Links “Syllabus Statements”.

ONLINE GRADE BOOK
This course will utilize the online grade book. Assignments and exams will be graded by the instructor. The student is responsible for monitoring of grades. Any discrepancies or missing grades must be brought to the attention of the instructor within the earliest of either, three days after the grade posting, or five days after the due date of the respective assignment.

LATE ASSIGNMENT POLICY
No late assignments will be accepted for any reason. Any assignment completed, submitted, or posted after 11:59 pm EST on the due date will receive zero points. Not having the textbook or Internet access is not an acceptable excuse for not completing your assignments on time.

No extensions will be granted for assignments or exams for any reason.

ATTENDANCE POLICY
Attendance will be measured by the successful, timely completion of course assignments and exams. Simply “showing up” or logging into Blackboard will not count as attendance.

INSTRUCTOR FEEDBACK AND AVAILABILITY
Grades for assignments and exams will be posted within one week of the due date for the assignments and exams. The instructor may periodically check e-mail during evening and weekend hours.


ARTIFICIAL INTELLEGENCE (AI) TOOL USE

Students may not use generative artificial intelligence (AI) or large language models (LLMs) for coursework unless explicitly permitted by the instructor. Instructors may establish specific course policies regarding these tools. Always consult the course syllabus and assignment instructions for additional guidance. These tools must be used transparently and with appropriate citations.

Columbus State faculty aim to develop students’ critical thinking skills and other institutional learning goals. Generative AI and LLMs have been developed that can assist students in the development of these skills, but they

can also interfere with students’ ability to achieve these institutional learning outcomes when used inappropriately.

Students who use these tools outside of the specific guidelines listed in the course or in this policy may violate the CSCC Student Code of Conduct.

ADDITIONAL INFORMATION
Additional information, including the department and college syllabus statements and the course calendar of assignments, may be found in “Course Information” online in your Blackboard course.
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