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PREFACE 
As you will soon learn, I have organized the book around a series of questions. This preface answers the 
following question: 

 

Why did you write this book? 

Like many marketing Ph.D.’s, I received little formal training about how to teach college students. In 
fact, while in the Ph.D. program at the University of North Carolina at Chapel Hill, I tried to take a class in 
college teaching offered by the School of Education and was told that it wouldn’t “count” toward my 
marketing Ph.D. Overloaded with all the reading and work in my marketing and statistics courses, I soon 
dropped that class. My Ph.D. program required relatively little teaching, so I didn’t gain much experience 
there. 

When I took my first professor job in the early 1990s, I was immediately thrust into an MBA classroom. I 
figured out teaching the old-fashioned way – learning by doing. At Emory Business School (now Goizueta 
Business School) we were expected to provide an active, student-centric learning environment based on 
Harvard cases. It wasn’t easy for me at first and I stumbled as I learned to deal with the case method 
and active learning. Thanks to some good mentors—especially management professors Bob Drazin and 
Rob Kazanjian—I learned how to teach. For most of the next decade I taught in MBA programs or the 
capstone marketing class. These classes tended to be smaller (less than 40 students) and operated well 
with case discussions, class projects, and active discussion; I did not lecture much, and I learned to 
appreciate this approach.  

In the mid-2000s at Colorado State University, I started teaching the undergraduate Principles of 
Marketing course. Around the same time, I was brought on as a coauthor to the Perreault & McCarthy 
Basic Marketing and Essentials of Marketing introduction to marketing textbooks. I was now teaching 
the introductory marketing course and typically had 90 undergraduate students, most of who had little 
or no real work experience. I also felt pressure to deliver lots of content to the students—and the most 
efficient way to do that was to lecture.  

In the principles class, my undergraduate students expected—and actually thought they wanted—a 
passive learning approach. My students viewed me as the expert who was there to fill them with 
marketing knowledge. I assigned the students reading before class, but most just waited and crammed 
before the exam.  

Around that time, I recalled some lessons from a “Master Teacher” seminar I took while still at Emory. 
The class, taught by Georgia State University business professors Harvey Brightman and Yezdi Bhada, 
provided a foundation in theory and practice that I did not get from my Ph.D. program. The seminar 
offered a lot of great tips for engaging students. One of the tips was to never lecture for more than 20 
minutes at a time. Research had shown that student retention of information fell off quickly after that. 
Even discussion-oriented lectures only engaged a small number of students. That may have been why I 
felt that my lectures weren’t getting through to them in the same way I was with my MBA students.  

I wondered why I had, in essence, become a “talking book” as I repeated what they were supposed to 
have read before coming to class. So, I began a journey to provide a more active learning experience in 
my introductory marketing class.  

I started by adding “clickers” to my teaching. I asked questions at the beginning of the class to test 
whether they had read the material in advance. I would ask clicker questions throughout class to try to 
engage my students. It worked pretty well—students were more engaged, more seemed to come to 



  
 

class prepared, and it was relatively low cost for me. The clickers recorded participation and uploaded 
easily to my learning management system gradebook.  

The next step in my active learning mission involved adding in-class activities. I knew that students 
would learn more by interacting with each other—I already had them talk to each other before 
answering clicker questions. Now I wanted them to engage in small groups to discuss marketing 
concepts and topics. My 75-minute classes evolved; I started with 20-25 minutes of lecture, followed by 
15-20 minutes for a small group activity, and used the last 30-40 minutes for a discussion of the activity 
and a brief concluding lecture. That worked pretty well and kept me close to compliance with Harvey 
Brightman’s 20-minute maximum lecture rule.  

Around 2010, I heard about the “flipped teaching” model—which I understood to be moving lectures to 
video and using class time for homework or active learning assignments. Intrigued, I started reading 
more about it. On our campus, the flipped learning model was considered a high-impact educational 
practice. While I was intrigued, I was also intimidated by how much work I thought it would be to 
convert to that type of teaching. Then in fall 2013, a colleague told me about some new “flipped 
classrooms” that were being built around campus. They were flat floors with moveable furniture—
allowing instructors to create better learning environments for group learning. I was scheduled to teach 
the introductory marketing course in a regular 90-seat classroom in the spring. I asked my department 
chair if I could apply to use one of the flipped classrooms and I promised to completely flip my class. I 
wanted to put myself out there and go all-in on active learning. In spring 2014, I launched my first truly 
flipped class. It went great! The students enjoyed it. They learned more (I’ll expand on that later in this 
book), and I had fun teaching.  

Over the next few years, I continued to evolve my flipped classroom teaching. I began to read more 
about active learning and the flipped classroom model. I even gave a few talks around campus about it. 
This eBook evolved from those beginnings. I thought by sharing my journey, my learning, and many of 
the teaching materials I have developed, I might help others who want to try this but are a bit 
intimidated (much like I was). I also hope that this book starts a conversation with other instructors who 
already use active learning and guides them in flipping their classes. I want to learn from others. Please 
read this book, and share your thoughts with me; I see this book as an evolving beta version that I hope 
to revise every 6-12 months as I learn more.  

 

   
 Joe Cannon, Professor of Marketing 
 Colorado State University 
 Joe.Cannon@ColoState.edu  

 

 

 



  
 

Table of Contents 
Preface  

Why did you write this book?  
 

Chapter 1: WHAT IS THIS BOOK ABOUT? 
 

1 
Who should read this book?  1 
What do you cover in this book? 1 
How can I efficiently utilize this book?  2 

 
Chapter 2: WHAT IS LEARNING? TEACHING? ACTIVE LEARNING? 

 
3 

How do we define learning? 3 
What is teaching?  3 
What is active learning?  4 
What evidence supports active learning? 5 
What social and business trends favor active learning? 6 

 
Chapter 3: WHAT IS A FLIPPED CLASSROOM? 

 
7 

What is “flipping the class?”  7 
What is the basic structure of a flipped class? 7 
What does the research say about the flipped class approach? 8 
Why else should I flip my class?  8 
Why don’t more instructors flip their class?  9 
How can I test the idea of flipping my class?  10 

 
Chapter 4: WHAT EDUCATIONAL THEORIES AND CONCEPTS CAN INFORM DESIGN OF A 
FLIPPED CLASS?  

 
 

11 
What books and articles have influenced your thoughts on teaching? 11 
What is Bloom’s Taxonomy of Cognitive Learning? 12 
What is scaffolding?   13 
What is constructivism? 14 
What is collaborative learning? 14 
What is chunking? 15 
What is retrieval practice?  15 
What are distributed and interleaved practice? 16 
What is elaboration? 16 

 
Chapter 5: HOW DID I FLIP MY MARKETING CLASS?  

 
17 

How does theory guide design of my flipped marketing class? 17 
How do your students acquire knowledge (Stage 1)? 20 
What else could students use to acquire knowledge? 20 
How do you assure readiness and hold students accountable (Stage 2)? 21 
What other techniques can assure student readiness and accountability? 22 
How do students apply knowledge and skills in your classroom (Stage 3)? 22 
How do you structure group activities? 23 
Do you have any tricks for managing in-class activities? 25 
How do you reinforce and assess knowledge (Stage 4)?  25 



  
 

What other tips and suggestions do you have for someone flipping a classroom?  26 
Can you offer a checklist for a first-time teacher flipping their marketing class? 26 
How did you change your class for a blended learning format? 29 

 
References 

 
30 

 
Appendices 

 
33 

Appendix A: MKT 300 Syllabus and Planning Document 34 
Marketing class syllabus 35 

Appendix B: MKT 305 Syllabus and Planning Document (blended learning model) 42 
Planning document for MKT 305 43 
Syllabus Blended learning exams – one day per week 49 

Appendix C: Table of In-Class Activities in Essentials of Marketing 54 
Appendix D: In-Class Activity 1-2 Marketing Oriented vs Production Oriented Firms & 
Teaching Note 

 
56 

Appendix E: In-In-Class Activity 4-5 Practice Marketing Mini-Sim – Segmentation & 
Teaching Note 

 
61 

Appendix F: In-Class Activity 7-1 Population Services in Kenya & Teaching Note 65 
Appendix G: In-Class Activity 10-1 Determining Market Exposure Policies & Teaching Note 78 
Appendix H: In-Class Activity 18-5 Mallory’s Lemonade Stand (A) and (B) & Teaching Note 83 
Appendix I: Essentials of Marketing Ethical Dilemma examples 86 
Appendix J: Essentials of Marketing Marketing Analytics in Action examples 88 
Appendix K: Essentials of Marketing What’s Next? examples 91 
Appendix L: Essentials of Marketing Chapter Opener Case examples 94 
Appendix M: The Personal Marketing Plan Project 97 
Appendix N: Practice Marketing simulation  107 
Appendix O: The Essentials of Marketing Flipped and Active Learning Supplements 
Package 

 
108 

 

 



  
 

1 

Chapter 1: WHAT IS THIS BOOK ABOUT? 
 

As you will see, this book is organized around a series of questions. Each chapter and subheading have a 
question—and I try to provide evidence based on the academic literature or my personal experience to 
answer those questions. The best evidence comes from the literature—but when it gets right down to 
teaching a marketing class, most of the research is broad. And many of you are reading this because you 
are looking for ideas about how to teach your marketing classes. 

 

Who should read this book?  

This book is designed for college instructors interested in learning more about active learning and 
flipping their classroom. My approach allows an instructor to evolve (perhaps over several semesters) 
from a traditional (or largely) lecture-based approach, to adding more active learning, to eventually 
completely flipping their classroom. While academic research shows many learning benefits from active 
learning, a recent survey of college faculty found that 51% “lecture extensively”—a level which has not 
changed much over the last two decades (Bart 2014). Traditional lecturing is also likely in intro classes, 
where instructors often teach larger sections and have pressure to ensure students learn a lot of 
content.  

While I am a marketing professor and an author of a marketing textbook, this eBook can be read by 
instructors in any discipline. It has developed a practical guide for instructors who have an interest in 
flipping their classroom, but may have questions about how to do it. My approach is one of many 
methods—and while I mostly share my own experiences, I also suggest other options.  

Chapter 5 and the appendices provide the interested reader with 
the details of how I flipped my introductory marketing class. I have 
taught the class in a two-day per week (150 minutes face-to-face) 
traditional schedule, and right now I am teaching it in a blended 
format where students attend class face-to-face one day per week. 
Because the examples and materials follow my experiences, I 
anticipate a marketing instructor teaching the introductory 
marketing course will get the most value from this book.  

 

What do you cover in this book? 

Over the past ten years, my teaching of the introductory marketing course has evolved. While I taught 
my capstone marketing course and MBA classes with case discussions, in-class activities, and projects, 
my large sections (typically 90 or so students) of introductory marketing were taught mostly with 
traditional lectures. With these large classes and the pressure to cover a lot of content, I defaulted to 
heavily relying on the traditional lecture method. Over time, I sought out ways to add more active 
learning into these classes and found my students learned more and liked my class better. Eventually, I 
decided to make the whole in-class experience one that involved active learning. The model I chose is 
often called the “flipped classroom.”  

I will share definitions of these terms (active learning, passive learning) in the next chapter – but the 
short definition is that active learning engages students in the learning process while passive learning 
(most often associated with traditional lectures) tends to be instructor-focused. A flipped classroom 
approach moves lectures out of the classroom (and possibly out of the class).  

Do you just want to know how 
I flipped my marketing class? 

I suggest skimming chapter 4 
to get an understanding of the 
education theory guiding 
course design. Then jump to 
chapter 5 and look through the 
appendices.  
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The chapter headings and subheadings (see table of contents) offer a pretty good idea about what I am 
trying to accomplish in these pages. Here is a quick overview of the contents of each chapter: 

• Chapter 1: What is this book about? This chapter sets the stage, so an interested reader can 
determine what value the book might offer them, and how it is organized in case they want to 
focus on select topics.  

• Chapter 2: What is active learning? This chapter provides definitions and explanations of 
learning, active learning, and passive learning.  

• Chapter 3: What is a flipped classroom? This chapter introduces the flipped classroom. It 
discusses the costs and benefits of flipping your classroom. 

• Chapter 4: What educational theories and concepts inform the design of a flipped classroom? 

This chapter provides a selective review of the academic literature on teaching, learning, active 
learning, and the flipped classroom. It specifically looks at a few relevant theories including 
Bloom’s Taxonomy, constructivism, and scaffolding. It also looks at the empirical evidence 
supporting active learning more generally and the flipped classroom model.  

• Chapter 5: How did you flip your classroom?  In this chapter, I share my experiences flipping the 
classroom. I discuss planning for the class and how I implemented the model. I include a variety 
of tips and tricks that I found helpful. I also offer other options that I considered but did not end 
up using.  

• Appendices: Here, I provide sample syllabi, in-class activities, teaching notes, sample PowerPoint 
slides, and more. When teaching a new course or using a very different teaching approach, it 
can help to have some materials to use as a guide. I often use other instructors’ materials to 
help me get started in a class—and later adapt them to better fit my teaching style, experience, 
and background. To help you get started, I offer a wide range of materials that you are welcome 
to use in flipping your class.  

Ultimately, the purpose of the book is to inspire and assist marketing instructors who want to increase 
student engagement and active learning in their classrooms. I hope that sharing some of the academic 
research on teaching and learning and my journey into active learning and the flipped classroom mode 
encourages instructors who have considered making this jump themselves to finally make the jump. I 
share many of the resources I have developed so an interested instructor (especially one teaching the 
introductory marketing course) has some shortcuts.   

 

How can I efficiently utilize this book?  

This book is designed for efficient reading. The questions are phrased as chapter titles and subheadings 
to guide you to the answers you are looking for. I suspect some readers will be interested in learning 
about the science and academic literature on education. While many marketing instructors learn the 
science of marketing—many (like myself early in my career) were not exposed to the theories, concepts, 
and empirical research relevant to making us better teachers. Or you may simply want to know about 
the latest thinking is in this area. If that is the case, you may enjoy the overview provided in Chapters 2, 
3, and 4. Those looking for practical information for the introductory marketing course may want to 
skim jump right to Chapter 5 and the appendices to see how I flipped my class.  
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Chapter 2: WHAT IS LEARNING? TEACHING? ACTIVE LEARNING? 
 

In this chapter, our goal is to introduce some terminology around learning, teaching, and active learning. 
In this chapter, the questions we examine are: 

• How do we define learning? 
• How do we define teaching? 
• What is active learning?  
• What evidence supports using active learning? 
• Do any business trends favor active learning? 

 

How do we define learning? 

Let’s start with a common definition of learning. In this book, I view learning as “acquiring knowledge 

and skills and having them readily available from memory so that you can make sense of future problems 

and opportunities.” (Brown, Roediger, and McDaniel 2015, p. 2). This implies that as teachers we need 
to design a learning experience where our students develop new knowledge and skills that last over 
time. We want our students to have the ability to access appropriate knowledge and skills when they 
need it; usually that means beyond the next (or final) exam.   

In marketing and most business disciplines, learning objectives seek to develop skills that allow students 
to apply what they have learned. Marketing is an applied discipline and much of the knowledge and 
skills learned can be applied beyond marketing jobs. For example, if a company endorses the marketing 
concept, then we expect everyone in that organization to focus on customers. Furthermore, while many 
employees may not be directly charged with convincing customers to buy a product, most will need to 
convince others to hire them or change behavior (Pink 2013). Those are activities that benefit from a 
marketing orientation.   

Many of us also want to develop our students’ critical thinking skills—so they can face new challenges 
and make better decisions. Marketing practice changes rapidly. And while segmentation, targeting, 
positioning, and the 4 Ps have been around for a long time, their nature and application have evolved. 
Many popular practices, including search advertising, Facebook marketing, marketing analytics, and 
artificial intelligence, among others, barely existed just a decade ago. The students we teach today will 
no doubt face new technologies, challenges, and problems that we cannot foresee. Fostering our 
students’ critical thinking, curiosity for marketing, and desire for continuous learning will serve them 
well.  

 

What is teaching?  

I think many of us take this question for granted. But a simple Google search on the topic yields many 
different perspectives on just what teaching involves. Acknowledging the various perspectives, Hirst 
(2010) suggests, “being clear about what teaching is matters vitally because how teachers understand 
teaching very much affects what they actually do in the classroom” (p. 78).   

Results from that quick Google search for “define teaching” comes up short for me: “1. the occupation, 
profession or work of a teacher; 2 ideas or principles taught by an authority.” That same Google search 
found a longer think piece on the topic by Mark Smith (2016), who defines it as “the process of 
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attending to people’s needs, experiences and feelings, and making specific interventions to help them 

learn particular things.”  

Two parts of this definition are important. First, Smith (2016) recognizes a principle marketing 
academics also understand—a need to tailor learning to a particular target group or individual. In 
education, the term differentiation is often used to reflect adapting instruction to a particular student’s 
needs. This is a lot like target marketing. In my case the target group is undergraduate students who 
primarily learn marketing to become a better businessperson or manager. They seek to apply those 
concepts—usually in a future job. Their learning objective drives my course learning objectives (see also 
Eberly Center) and assessment. The flipped learning model allows an instructor to differentiate among 
learners in the classroom—identifying and working with individual students on their particular questions 
and ideas.  

The definition also recognizes the teacher chooses “specific interventions” which focuses on the process 
of teaching. Given my application-oriented learning objectives, there is a need to have interventions 
that provide students the opportunity to practice and apply what they learn. This can start with a 
learning concept called scaffolding—which provides a student with foundational concepts and 
temporary support while learning difficult concepts. It can continue with teaching interventions that 
recognize the need to engage students in the process. Active learning fits this goal and is discussed next.  

 

What is active learning?  

While there is no single definition of active learning, there is a general consensus about what it means. 
Active learning refers to “an instructional method that engages students in the learning process. In 
short, active learning requires students to do meaningful learning activities and think about what they 
are doing.” (Prince 2004 p. 1).  

This is in contrast to a more traditional teacher-centered learning approach where the instructor is the 
focus. This method is sometimes called passive learning, where students receive, absorb, and record the 
knowledge delivered by an expert—usually a teacher or textbook (McManus 2001). Passive students 
depend on the teacher for knowledge. While active students still rely on the teacher for knowledge, 
they also use themselves and their peers as knowledge sources. Besides learning the content better, 
actively engaged students learn how to learn—which for most will be essential for the rest of their lives.  

Higher education has seen growing interest in active learning and learner-centered teaching practices. A 
recent study (Eagan et al. 2014) found that 83% of faculty use class discussions, 61% use cooperative, 
small group learning, and 56% utilize student inquiry to drive learning. Those findings all represented 
significant increases from prior years which asked college teachers the same questions (Hart 2014). The 
same study finds little change in the use of the traditional lecture—perhaps the most common form of 
passive learning. Fifty-one percent (a modest decline from 25 years earlier and a modest increase from 
the survey results 4 and 7 years earlier) of college instructors report using “extensive lecturing.” From 
these studies, one might conclude that while student-centered practices are gaining favor, a significant 
number of college classrooms remain largely reliant on the traditional classroom lecture. The table 
below (based on Graeff 2007) compares and contrasts the two perspectives.  
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  Passive learning model Active learning model 

Instructor Before 
class 

Prepare lectures:  

“What do I say?” “What textbook 
concepts do I emphasize?” 

“How can I supplement their 
reading?” 

Determine most important behavioral 
outcomes for students in that chapter.  

Design or identify activities that fit 
application-focused learning objectives for 
in-class, small group work.  

In class  Deliver the best possible lecture, 
bestow their knowledge on students 
– who are passive recipients.  

“Sage on the stage”  

 

Present and clarify activities, coach 
individual students and teams, evaluate 
student work, lead discussion of activity. 

“Guide on the side” 

After 
class 

Grade homework, develop exams, 
meet with students motivated 
enough to visit. 

Coach students working on projects and 
integrative learning activities. Evaluate 
and provide feedback.  

Student Before 
class 

Possibly read textbook (readings may 
be assigned without accountability), 
perhaps do individual homework 
assignments, possible group project. 

Prepare for class by assuring solid 
understanding of day’s content. Typically 
includes reading textbook and first 
attempts at homework, may also include 
watching video lecture. 

In class Passive recipient of knowledge, may 
take notes. Student as empty vessel 
waiting to be filled with knowledge 
from instructor. 

Work in small groups on problems, 
activities, and exercises. Apply concepts, 
engage in analysis, evaluation, construct 
knowledge through collaborative learning 
and creative problem-solving.  

 

After 
class 

Apply concepts to individual 
homework assignments and possible 
group project. “Cram” for exams. 
Assessments evaluate on knowledge 
retention. 

Assessments (exams) contribute to 
knowledge retention. Integrative 
assignments (projects, research papers, 
service learning) reinforce application, 
evaluation, integration, and creation.   

 

What evidence supports active learning? 

The key advantage of passive learning approaches (i.e., the lecture) is its efficiency in transmitting a 
large amount of information. Unfortunately, research suggests that knowledge acquired in this manner 
has a relatively short half-life, most of it being lost within months, if not weeks (Bacon and Stewart 
2006). The passive nature of lectures leads students to focus on learning objective-based knowledge and 
comprehension—but not on higher order goals like analysis, synthesis, integration, and creation.  

A growing body of empirical evidence supports the idea that active learning works. A recent meta-
analysis examined 225 studies of STEM (science, technology, engineering and math) classes. The results 
found showed that as compared to traditional lectures, classes using active learning reported exam 
scores 6% higher; students were also one-third less likely to fail. Flipping the classroom is a form of 
active learning—Chapter 3 shares empirical evidence in support of that approach.  
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What social and business trends favor active learning? 

The 21st century workplace demands the skills fostered in an active learning classroom. Students’ 
smartphones—which rarely leave their sides—or computers put them a few clicks or voice commands 
away from delivering almost any factual knowledge. Artificial intelligence is taking over some of what 
used to be entry level marketing positions. For example, media planning is now largely automated—and 
websites or chatbots often answer questions that customers used to ask a salesperson. The jobs that are 
not being outsourced or offloaded to robots are those requiring critical thinking, communication skills, 
an ability to solve problems and work in teams (Laverie 2006).  

Our marketing courses can be designed to practice those skills while simultaneously reinforcing the 
marketing concepts we need to assure our students have as a foundation. This is what I learned as I 
increased the active learning in my classes—and I have been trying to optimize with the freedom given 
to me in the flipped classroom.  

Businesses today frequently utilize teams to solve problems. In one study, students and alumni found 
that group projects fostered the development of useful interpersonal and team skills (Scribner, Baker, 
and Howe 2003).  Key group skills include conflict resolution, collaboration, communication, goal setting, 
planning, and coordination (Stevens and Campion 1994), while exposing students to different 
perspectives (Amato and Amato 2005). Employers place a high value on hiring business school students 
who can work in a group (Chapman, Meuter, Toy and Wright 2010; Schlee and Karns 2017). 

A survey of Canadian educators and practitioners found the most important skills set—more important 
than content knowledge—was meta-skills. Meta-skills include problem-solving skills; particularly, “the 
ability to work with others to accomplish a goal” (Finch, Nadeau, and O’Reilly 2012). Their study 
included a gap analysis between an assessment of recent graduates’ skills and the importance of the 
skill. The largest gap occurred in the meta-skills. These skills may be even more important for marketing 
students—where research and popular press conclude that marketing may be changing as fast as any 
part of the business world (Schlee and Karns 2017).  

Finally, as teachers of marketing, we should also consider our “target customers.” Let’s avoid the 
controversial “Are students customers?” debate and instead recognize that communication theory 
suggests understanding your audience. Research finds that millennials prefer interactive and 
experiential learning experiences (Phillips and Trainor 2014). While there are many active learning 
methods (Barkley 2010), the flipped classroom utilizes a teaching approach that students prefer and 
which simultaneously trains them in many of the skills needed in the 21st century workplace.  
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Chapter 3: WHAT IS A FLIPPED CLASSROOM? 
 

In Chapter 2 we introduced active learning and provided evidence showing how it improves learning. 
This chapter describes “flipping the classroom”—an active learning method which provides a pretty 
radical change to most teaching and learning.  

 

What is “flipping the class?”  

The flipped class (sometimes called the inverted classroom) 
has been variously defined as:  

• “inverting the classroom means that events that 
have traditionally taken place inside the classroom 
now take place outside the classroom and vice 
versa” (Lage, Platt, and Treglia, 2000, 32).  

• “The flipped classroom is a pedagogical model in 
which the typical lecture and homework elements of 
a course are reversed. Short video lectures are 
viewed by students at home before the class 
session, while in-class time is devoted to exercises, projects, or discussions” (EDUCAUSE, 2012, 
1).”  

• “…a pedagogical approach in which direct instruction moves from the group learning space to 
the individual learning space, and the resulting group space is transformed into a dynamic, 
interactive learning environment where the educator guides students as they apply concepts 
and engage creatively in the subject matter (Flipped Learning Network, 2014, p. 1). 

The idea of flipping (or inverting) assumes that many classes use the classroom to convey knowledge—
and homework to apply what they learned. In the flipped classroom, students obtain the requisite 
knowledge outside of class—and then apply it in class. The theory here is that the classroom is the space 
where it is easy and convenient for students to interact—among themselves and with an instructor. So, 
this space should be used for application. Application is the time when students may need an 
instructor’s coaching or might learn more from discussing a topic with a peer.  

 

What is the basic structure of a flipped class? 

When flipping your class—or even simply trying to add more active learning to your classes—I see four 
stages to the process. There are various options for each stage, but the steps in the process provide a 
framework. The four stages are presented in a logical order.  

1. Knowledge Acquisition—Students should start by obtaining prerequisite knowledge on the topic.  
This might be through one or more of the following methods: a lecture at the beginning of class 
(if you are mixing active learning with lectures), pre-class assigned reading, and/or watching a 
video lecture or podcast. The learning objective is to provide students with foundational 
knowledge on a subject.  

2. Accountability/readiness—Students (at least my students) might need an extra incentive to 
show up to class prepared. They need to be adequately prepared to get the most out of the in-
class activity. Their lack of preparation can hurt them—and any partner(s) they might work with 

Do I have to record video lectures for my 
flipped class?  

No! One of the myths of flipping the 
classroom is that you need to create 
video lectures (which can be a pain to 
create). While there is a need to assure 
students have requisite knowledge 
before coming to class, there are other 
ways for them to obtain it.  
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on an in-class activity. Consequently, students should be held accountable for the knowledge 
acquisition stage, especially if it is completed outside of class. Without being held accountable in 
some way, many students will not complete the knowledge acquisition in Stage 1.  

3. Application—In the flipped or active learning classroom, this stage takes place in the face-to-
face classroom. This is the stage where an instructor’s coaching and/or cooperative learning 
help students achieve learning objectives that focus on applying, analyzing, evaluating, or 
creating. This is the stage where higher-order learning objectives can be achieved using a 
learning-by-doing and learning-by-discussing process.  

4. Reinforcement/assessment—This stage gives students feedback on the learning process – both 
knowledge acquisition and the application stage. This stage can also include projects or 
assignments that pull together learning from multiple parts of the course. For example, in 
marketing a marketing plan project or simulation might engage students to pull the various 
pieces together.  

 

What does the research say about the flipped class approach? 

A review of 28 studies of flipped learning by O’Flaherty and Phillips (2015) found that while there are 
few “gold standard” (experimental designed) studies directly comparing the flipped learning model with 
conventional teaching methods, the literature provides an overall positive appraisal. Their review drew 
the following conclusions based on multiple studies (see O'Flaherty and Phillips 2015 for original 
studies): 

• Developing a flipped class required significant time, effort, and lead time.  
• Much of the challenge in initial efforts involved technological and pedagogical challenges in 

creating video lecture clips.  
• Other challenges related to developing in-class activities.  
• While some students were initially resistant to the new approach, most adapted easily.  
• Many studies found high levels of student satisfaction with this teaching method. 
• Flipped learning “enhanced the learning experience and promoted student empowerment, 

development and engagement” (p. 89).  
• Learners were more independent, more innovative, and more collaborative.  
• Flipped learning resulted in students who were better communicators and problem-solvers.  
• There was some evidence that flipped learning works better with introductory courses. 
• No evidence suggested that it works better with smaller as opposed to larger classes.  

 

Why else should I flip my class?  

Besides learning more, student enjoy it. Student evaluations of instructors and courses using active 
learning are higher (Green, Banas and Perkins 2017). Other research finds that flipped classes have 
higher levels of student engagement (Green, Banas, and Perkins 2017). Student-centered activities 
result in a more enriching learning experience (Zappe, Leicht, Messner, Litzinger, and Lee 2009).  Online 
and blended learning has been shown to ameliorate the negative effect of larger class sizes on student 
satisfaction (Green, Banas and Perkins 2017).  Learning can be improved (Scovotti 2016).  

Fun. I promise that you and your students will have fun with this new way of teaching and learning.  
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Why don’t more instructors flip their class?  

All those wonderful benefits—so why isn’t everyone flipping their class? By now it should be clear that 
flipping the classroom can be a lot of work—especially in the beginning (Herreid and Schiller 2013; 
O’Flaherty and Phillips 2015). The class requires a large up-front commitment—and for many 
instructors, an uncertain return.  

This is another challenge for those wanting to flip their class—the uncertainty. Most of us have a pretty 
good idea about what work needs to be done to prep a new class. We have developed processes and 
approaches that make the time commitment fairly predictable. But using a whole new approach raises 
lots of uncertainty. If that is your concern, please stick around for Chapter 5. In that chapter, I show how 
I flipped my class. I hope that seeing one model—and the resources I offer—will reduce both the 
workload and the uncertainty. When you start with someone else’s model—a colleague’s syllabus, a list 
of cases, or a textbook with a good set of support materials—you can lean on that and tweak (or more 
significantly change) to an approach that suits your teaching style and your students.  

One of my biggest concerns before flipping was creating video lectures. It seemed like a lot of work—
and I wasn’t sure how I would do it. As I have written elsewhere in this book, I didn’t create video 
lectures for the first few years I flipped my class. A good textbook can provide students with requisite 
knowledge needed before class. Many students prefer lectures because then they don’t need to read 
the book—they just listen to the talking textbook. The first time I flipped my class, I thought I might get 
student requests for video lectures—but not a single student asked for them.  

If you feel an obligation to provide video lectures, there are relatively simple ways to get this done. 
When my class moved to a blended structure (half the face-to-face time), I created video lectures. My 
lectures typically reinforce textbook reading—with some new examples and embedded external video 
(i.e., YouTube, TED Talks, short video case studies). My college now has in-house facilities that make 
recording video very easy. There are also software programs (e.g., Camtasia) that make recording video 
lectures relatively painless. If you feel the need to record video lectures, a Google search will yield lots of 
advice.  

Before I committed to flipping my class, I was also concerned with how I would develop engaging in-
class activities that met my learning objectives. If you are doing this from scratch, it can be a lot of work. 
It takes a lot of thought to design useful in-class activities that push students higher on Bloom’s 
Taxonomy—toward apply, analyze, evaluate, and create—and reinforce core marketing concepts. It has 
taken me a few years and some trial and error, but I have created a portfolio of learning activities that 
work well with my intro marketing class. If you teach an introductory marketing course, I am happy to 
share my in-class activities. Most are tied pretty closely to my Essentials of Marketing textbook. You 
could use my book or adapt them to your book—all exercises are in Word format so they can be edited 
to work best with your students. Most textbooks’ teaching and learning packages have some form of 
active learning supplements that might also work well if you prefer. Most of my in-class activities are 
designed to reinforce and apply specific content in Essentials of Marketing.   

Another issue for many instructors is relinquishing control of their classroom (Mangain 2013). The 
traditional lecture gives the instructor the ultimate control. Handing out in-class activities and asking 
students to work with their peers shifts control and responsibility for learning to the students.  

Finally, I have talked to some instructors who worry that this approach—which places more 
responsibility on the learner—can be challenging for students with less motivation. Will those students 
do the necessary pre-work? Some are not used to class preparation. An instructor may be reluctant to 
challenge their students to put in this pre-class effort. Students can complain that the instructor is “not 
teaching” them because they don’t have the lecture. Many students are used to an instructor’s lecture 
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as the source of knowledge (Scovotti 2016). I have rarely found this with my students. With appropriate 
incentives (putting points on completing pre-class work and in-class activities), my students come to 
class (attendance is way up) having completed the reading.  

If you are interested yet reluctant to flip your class I hope my answer to this question reduces some of 
your fear. Maybe you are ready to test this idea—which is actually easy to do.  

 

How can I test the idea of flipping my class?  

There are some simple approaches that can give you and your students a taste of the flipped class 
experience. I started by including 25-35-minute activities in the middle of my 75-minute classes. A 20-
minute lecture kicked class off. It was followed by an activity, discussion of that activity, and a 
concluding lecture.  

Another approach is to flip a few class sessions. This is a great way to experiment with the whole 
concept—knowledge acquisition, holding students accountable, in-class application, and reinforcement 
and assessment.  
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Chapter 4: WHAT EDUCATIONAL THEORIES AND CONCEPTS CAN INFORM 
DESIGN OF A FLIPPED CLASS?  
 

As I mentioned earlier in the preface, I was not trained in education. Thanks to some great mentors and 
hard work, I figured out how to teach pretty well. But most of my energy was directed toward getting 
better student evaluations; I lacked a theoretical foundation and understanding of how students learn 
and how to adapt my teaching to better facilitate their learning.  

This chapter provides the basis for the flipped learning class I describe in Chapter 5. I also share some of 
this theory with my students on the first day of class. I try to let them know that this approach—new for 
many of them—has a solid scientific foundation. Since I started doing that lecture, I have received very 
few “the professor didn’t teach us anything” comments in my student evaluations. I hope you are 
interested in learning science and the theoretical foundations for flipping the classroom. 

My dive into this literature started with recent reviews of literature on teaching and learning (Brown, 
Roediger, and McDaniel 2014; Dunlosky 2013; Hattie and Yates 2014), student engagement (Barkley 
2010), active learning, and flipped classrooms (Green, Banas and Perkins 2017). After highlighting a few 
of the books that were most influential on my thinking, I cover some important theoretical and 
conceptual foundations of teaching and learning, including: Bloom’s taxonomy of cognitive learning, 
scaffolding, constructivism, collaborative learning, chunking, retrieval practice, interleaved learning, 
elaboration, and differentiation. Many of these teaching and learning concepts were new to me and 
helped me think more deeply about my teaching. They also influenced how I designed my flipped 
classes. You might find them helpful in your teaching as well.  

 

What books and articles have influenced your thoughts on teaching? 

Over the last decade, as I became a textbook author and a full professor, I began reading more of the 
academic literature on teaching and learning. The science in this area is compelling. Empirical research 
shows what works, what has promise, and what doesn’t work in this area. I have been particularly 
influenced by some of the following sources: 

• A taxonomy for learning, teaching, and assessing: A revision of Bloom’s Taxonomy of 

Educational Objectives, (2001) L. W. Anderson, D. R. Krathwohl, P. W. Airasian, K. A. Cruikshank, 
R. E. Mayer, P. R. Pintrich, J. Raths, & M. S. Wittrock, editors. This update of the classic Bloom’s 
taxonomy provides a contemporary perspective on learning outcomes.1 

• Make It Stick: The Science of Successful Learning (2014) by Peter C. Brown, Henry L. Roediger, 
and Mark A. McDaniel. This book describes how learning works and offers specific techniques to 
help a reader become a more efficient and effective learner. As instructors, this book can help 
you design a learning environment that optimizes your students learning – and gives them 
knowledge and skills that stick.  

• Visible Learning and the Science of How We Learn (2014), by John Hattie and Gregory C.R. Yates. 
This book builds on an earlier book by Hattie that collected research into what works in schools. 

                                                
1 For a concise summary of the six major categories in the cognitive domain—which I later suggest are most useful 
to marketing instructors, see Krathwohl, David R. "A revision of Bloom's taxonomy: An overview." Theory into 
practice 41.4 (2002): 212-218. 
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While much of Hattie’s work focuses on K-12, this book draws on the latest in cognitive science 
and learning.  

• “Improving students’ learning with effective learning techniques: Promising directions from 
cognitive and educational psychology,” (2013) Psychological Science in the Public Interest, by J. 
Dunlosky, K. A. Rawson, E. J. Marsh, J. J. Nathan, & D. T. Willingham. The authors review the 
extant research on 10 common learning techniques. They find that many of the most popular 
techniques (highlighting and rereading for example) are not at all useful while practice testing 
and distributed practice were most effective.2  

• The Flipped College Classroom: Conceptualized and Re-Conceptualized, (2017), Lucy Santos 
Green,  Jennifer R. Banas, and Ross A. Perkins eds. This compilation offers a review of the flipped 
classroom in higher education and includes case studies and advice.  

These and other research I reference throughout this section point to a few specific theories, concepts, 
and teaching approaches that I will review next. An updated version of Bloom’s taxonomy of cognitive 
learning objectives provides a nice summary of different types of learning that I seek in my marketing 
classes. Most instructional design professionals emphasize starting with learning objectives—you have 
to know where you want to get to before you plot a course of how to get there, so let’s start there.  

 

What is Bloom’s Taxonomy of Cognitive Learning? 

Benjamin Bloom chaired a committee of educators that developed a hierarchical model to classify 
learning objectives in the cognitive (knowledge) domain (Bloom et. al. 1956). Subsequently, similar 
taxonomies of learning objectives were developed for the affective or emotional domain and 
psychomotor or action domain (Dave 1970; Harrow 1972; Simpson 1972). When we teach marketing, 
we are typically interested in the cognitive-based domain, so our review here focuses on that domain.  

Bloom’s original model was later modified by a colleague and student of Bloom’s; it addressed many of 
the criticisms that had emerged, including some from Bloom himself3 (Anderson and Krathwohl 2001; 
Krathwohl 2002; Owen-Wilson 2016). For our purposes, the differences are subtle, but I have found the 
revised version more useful and consistent with my view of teaching and learning (Krathwohl and 
Anderson 2001).  

1. Remember – recalling relevant knowledge from memory (recognizing and recalling). A learning 
objective in a marketing course might be: Students will be able to list the six steps in the 
consumer adoption process.  

2. Understand – determining the meaning from different types of communication (interpreting, 
exemplifying, classifying, summarizing, inferring, comparing, and explaining). For example, 
students will be able to explain the consumer decision process in their own words.  

3. Apply – carrying out a procedure (executing, implementing). Example: Students will be able to 
read a case study of an organizational purchase and apply the organizational buying process 
model to the purchase.  

4. Analyze – breaking materials or concepts into different parts and figuring out how the parts 
relate to each other (differentiating, organizing, attributing). Example: A student will be able to 
analyze a company’s marketing strategy by breaking it down into target market and 4 Ps 
decisions.  

                                                
2 For a less technical treatment of this same research, see Dunlosky, John (2013), “Strengthening the Student 
Toolbox,” American Educator, Fall, 12-21.  
3 For more on the changes see Anderson and Krathwohl 2001; Krathwohl 2002 Owen-Wilson 2016.  
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5. Evaluating – making judgments based on criteria and standards (checking and critiquing). 
Example: A student will be able to evaluate alternative marketing strategies and describe 
circumstances where each might be more successful in achieving a marketing managers goals.  

6. Create – putting different elements together to form something new and original (generating, 
planning, producing).  Example: Students will be able to produce a personal marketing plan 
that uses the structure of a marketing plan to guide their job search.  

As an instructor’s learning objectives move from 1 to 6, the categories move from simple to complex 
and from concrete to abstract. This has obvious implications for teaching and assessment. Bloom 
originally indicated the structure was hierarchical—meaning students needed to first remember a 
concept, before understanding the same concept and applying it (and so on). Anderson and Krathwohl 
(2001) loosen this restriction and suggest that some overlap occurs in practice among closely related 
cognitive processes.  For our purposes, the general model works well without getting lost in the details.  

Based on an admittedly cursory review, the learning objectives in principles of marketing textbooks tend 
to focus on “Remembering” and “Understanding.” These are lower level cognitive learning objectives. 
This is perfectly understandable, as most curricula view the introductory marketing course as one where 
students are introduced to marketing concepts as part of a general business foundation. It is also 
difficult for most textbooks alone to achieve higher level, more complex, learning objectives. This leads 
to another useful theory of learning—scaffolding—which we discuss next. 

  

What is scaffolding?   

In the field of education, “scaffolding refers to a variety of instructional techniques used to move 
students progressively toward stronger understanding and, ultimately, greater independence in the 
learning process.” (Glossary of Educational Reform 2015; see also Wood, Bruner and Ross 1976). The 
idea is particularly useful when designing and preparing a course or specific lesson. Some examples of 
scaffolding include (Glossary of Education Reform 2015; Bruner 1978):  

• A teacher may start with a simpler version of a problem or activity, and then slowly increase the 
difficulty over time. This might occur within a particular lesson, over time in within a course, or 
across courses in a curriculum. 

• An exercise or activity may be designed with multiple examples—so that students can better 
understand the concept in different circumstances.  

• The immediate assistance teachers can offer students as they perhaps struggle with a difficult 
task.  

• A teacher can explicitly describe how a current assignment or activity builds from previously 
learned concepts.  

• A model or framework is presented at first in a simple format and then with increasing 
complexity.  

In designing a flipped class, scaffolding suggests that students need to have a structure upon which to 
build hang their growing knowledge. If the ultimate learning objectives follow from higher levels of 
Bloom’s taxonomy (apply, analyze, evaluate, or create) then the foundational structure is the base 
knowledge or skills (achieve, remember, and understand goals).   

For example, in my course, I assign students reading and video lectures that provide the basic 
foundational knowledge. Students complete the reading and lectures before working on in-class 
activities that apply the knowledge—with application being a more complex learning activity. For 
important concepts, students may be exposed to multiple variations of the same idea. In marketing, a 
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foundational concept is a marketing orientation and this is introduced early in the course. Students read 
several pages in the text which contrast a marketing-oriented firm from one that is production oriented. 
I then briefly provide that compare and contrast in a class lecture (early in the course the students get a 
bit more hand-holding). I then hand out an exercise (see Appendix D) where they read quotes from 
more production oriented and marketing-oriented managers. They work with a partner to classify the 
responses. The first few are relatively easy with a couple of more challenging examples later in the 
exercise. We discuss this in class. In this example, the reading and lecture provide a scaffold in the 
learning and the application activity builds on that.  

Another example we use across the course is the introduction of the marketing strategy planning model 
as an overarching framework for the marketing 
course (see Figure 1). This model is introduced 
early in the course and provides a framework 
(and scaffold) for learning that occurs 
throughout the class. Reading and lectures 
reference this framework so that students 
understand where the current learning fits into 
their mental model.  

 
What is constructivism? 

Many instructors and instructional designers that 
create flipped learning classes reference 
constructivist learning theory (Hein 1991; see 
case studies of flipped classes in Green, Banas, and Perkins 2017). Constructivism “refers to the idea that 
learners construct knowledge for themselves—each learner individually (and socially) constructs 
meaning as he or she learns” (Hein 1991; p. 1). The theory holds that students construct their 
understanding and knowledge by experiencing and reflecting on the world around them. This translates 
to the classroom when an instructor designs experiential learning opportunities. This might include real-
world projects, experiments, cases, simulations, and problem-solving.  

A constructivist perspective also offers an appeal in an applied discipline like marketing. As might be 
expected following our discussion of Bloom’s Taxonomy and scaffolding, activities encouraging students 
to construct their own knowledge and apply concepts will reinforce their learning—and encourage their 
climbing to higher levels of cognitive achievement.  

In my flipped classroom, many activities are designed to have students utilize concepts to better 
understand the world around them or solve problems. For example, short case studies or articles from 
the business press may be used as in-class activities. I have also used a simulation in my marketing 
class—where students work on the simulation during class. Scaffolding and constructivism can operate 
together, and an instructor acts as the “guide on the side,” helping students with just-in-time advice and 
coaching to help them analyze or solve a problem. Constructivism can also be enhanced through 
collaborative learning which we discuss next.  

 

What is collaborative learning? 

Another foundational concept for increasing active learning or flipping the classroom involves 
collaborative learning (Dillenbourg 1999). The terms collaborative and cooperative learning are often 
used interchangeably—and the differences are relatively subtle. For our purposes, we follow 

Figure 1: Marketing Strategy Planning Process 
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Dillenbourg (1999) and define collaborative learning “a situation in which two or more people learn or 
attempt to learn something together.” The approach works particularly well in the active or flipped 
classroom. Often students find it inconvenient to work together on assignments outside of class, but the 
flipped classroom lowers the costs to students to engage in collaborative learning. Utilizing class time for 
collaboration can be particularly helpful for the many college students who may be juggling work, 
extracurricular activities, family, and school.   

Collaborative learning offers a range of benefits in the learning process. First, students become 
accountable to one another—which can increase commitment to an exercise or in-class activity. With a 
topic like marketing, which can involve some interpretation, students can better construct their learning 
when forced to share their thinking with other students. Further, other students benefit from getting a 
diverse explanation for a concept. Students become more responsible for their own learning. Most of 
the in-class activities I have developed for my flipped classroom are designed for collaborative learning 
and leverage these benefits.  

 

What is chunking? 

Researchers who study the brain have developed theories about how memory works. The most 
prominent theory suggests the brain has at least two types of memory. When we are first presented 
with new information, it resides in working memory (formerly referred to as short-term memory). From 
there, it is moved to long-term memory and becomes accessible for later retrieval (Hattie and Yates 
2014; Brown, Roediger, McDaniel 2014). When students experience too much information (educational 
researchers refer to this as “cognitive load”) they are unable to effectively move new information to 
long-term memory—and new information doesn’t even register. The amount of information that can be 
retained in working memory varies by the type of information.  

This insight has important implications for instructional design. Instructors are usually advised to limit 
the amount of time presenting new information. This relates to the “20-minute lecture limit” rule that I 
mentioned in the Preface. More recent empirical evidence, where researchers looked at 6.9 million 
video views on the edX MOOC (Massive Online Open Class) platform, suggested online videos be limited 
to 6 minutes (Guo, Kim, and Rubin 2014). Ultimately, careful design of how, when, and how long new 
material is presented affects students’ storage of that information and consequently their learning.  

 

What is retrieval practice?  

Retrieval practice refers to recalling facts, concepts, or events from memory (Brown, Roediger, McDaniel 
2014). Education scholarship suggests it may be the single most important learning strategy (Brown, 
Roediger, McDaniel 2014; Dunlosky 2013). The most common form of retrieval is through practice 
testing. It appears that the act of recalling information from memory more firmly places that 
information in memory—and reminds a student the information is up there. It also strengthens the 
pathways to that information, so a student knows how to access it when needed (Brown, Roediger, 
McDaniel 2014).  

Students can create their own retrieval practice regimens. Flash cards are a common strategy that works 
well, as does taking practice quizzes. Flash cards and quizzing offers an additional benefit to students. 
Rereading familiar material gives students a false sense of confidence (“Oh yeah, I know this.”), whereas 
a quiz shows them what they know and what they don’t.  
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Unfortunately, my experience is that those students that might benefit the most from retrieval practice 
are often the least likely to engage in the extra effort—or when they engage in extra effort they focus on 
rereading, one of the least effective learning strategies. In my classes, I have utilized a system that 
quizzes students after they read a textbook chapter. I describe that strategy in more detail in the 
following chapter.  

 

What are distributed and interleaved practice? 

Retrieval practice can become even more effective when students engage in practice over time as 
opposed to massed practice—referred to as distributed practice (Dunlosky 2013). Many of our students 
default to massed practice when they cram for exams. But holding them accountable to materials at 
multiple time periods across a course enhances memory.  

A related concept is interleaved practice. This type of practice mixes up the questions in practice 
sessions. With flash cards it means not working on a single card five times in a row but cycling through 
different cards. In taking a practice quiz on a chapter on the topics of segmentation, targeting and 
positioning, it would mean mixing up questions throughout the chapter. So, a question on segmentation 
dimensions may be followed by another on positioning—rather than five questions on segmentation 
dimensions followed by five questions on positioning.  

 

What is elaboration? 

Elaboration is the “process of giving new material meaning by expressing it in your own words and 
connecting it with that you already know” (Brown, Roediger, McDaniel 2014, p. 3). When a student can 
explain how a newly learned concept relates to what they already know, the learning becomes 
embedded in memory and intertwined with established knowledge. This creates more connections in 
memory and makes it easier to access at a later time. While students can be encouraged to do this on 
their own, instructors might need to ask them questions to assure that elaboration takes place. For 
example, asking students to reflect on a concept they have learned becomes a form of retrieval practice 
and elaboration that strengthens learning.  
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Chapter 5: HOW DID I FLIP MY MARKETING CLASS?  
 

As you might imagine, there are a lot of different ways to flip a marketing class. The definitions we 
provided in Chapter 3 leave a lot of room for different approaches. In this chapter, I focus on my own 
personal experience. In parts, I suggest alternative routes that I have read or heard about from other 
experts. I have tried to combine my 25+ years of experience teaching marketing—often with an active 
learning approach—my dozen or so years of experience writing a marketing textbook, and my more 
recent interest in the science of teaching and learning to dial in an approach that works with my 
marketing students. I look at every semester as another “learning launch”—an experiment that I can 
learn from. And I continue to refine my approach.  

I started teaching a fully flipped (which I define as less than 10% of class time spent lecturing) marketing 
course four years ago. During that time, I refined my approach, and recently I moved from a model 
where students met face-to-face for 150 minutes a week (two 75-minute class periods) to a blended 
learning approach with one 75-minute face-to-face period supplemented by a similar amount of time 
engaging online. The blended learning approach had me develop video lectures for the first time.  

The chapter begins by explaining how the current design of my flipped introductory marketing class 
flows from the learning and instructional design literature. After this broader overview, I describe how I 
implement the flipped class model—going through the four stages first described in Chapter 3. Where 
relevant, I suggest alternative approaches. I then offer some tips and tricks that I have found helpful. 
Finally, I provide a “checklist” for the flipped classroom.   

 

How does theory guide design of my flipped marketing class? 

Recall that in reviewing the flipped learning literature I discovered this four-stage process:   

1. Knowledge acquisition  
2. Accountability/readiness  
3. Application  
4. Reinforcement/assessment  

The table that begins on the following page integrates some of the concepts I have presented thus far in 
this book: the stages of the flipped teaching model and theories and concepts from the science of 
teaching and learning. The last column in the table shows how the stage and theory or concept drive 
course design.  

I should note that the first versions of my flipped marketing class: 

• Met the 3-credit standard of 150 minutes (in two days) per week.  
• Usually included 52 students per section.  
• Usually took place in a classroom with mobile furniture that facilitated students working in small 

groups. That said, the same course was also delivered in a larger lecture hall with fixed seating 
with no discernible downside.  

• Included a required textbook. 
• Did not include any video lectures—and generally involved only 3-5 minutes of overview lecture 

to start each class. A later blended learning model (described near the end of this chapter) did 
include video lectures as part of pre-class knowledge acquisition.  
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Table: Theory Guides the Design of My Flipped Marketing Class 

Stage: objective Theory/concept In my class… 

1. Knowledge 
acquisition: 
Students learn base 
concepts before 
coming to class.  

Bloom’s taxonomy – an ordered 
hierarchy of cognitive learning 
objectives. Assumes remembering 
and understanding are necessary 
before more complex learning 
objectives can be achieved. 

My Essentials of Marketing textbook does an 
excellent job of delivering the lower level 
(remember and understand) learning objectives 
needed in Stage 1.  

Scaffolding – instructional 
techniques that progressively move 
students toward greater 
understanding. Foundational 
learning is established before 
introducing more complex learning 
(application and analysis for 
example).  

Following Bloom’s taxonomy, students need to 
remember and understand before they apply. A 
textbook, lecture videos, or podcasts can 
convey knowledge that provides this 
foundation. The marketing strategy process 
planning model (Figure 1 in this eBook; 
introduced in Chapter 2 in Essentials of 
Marketing) provides a conceptual framework 
for the entire course.  

Chunking content – students learn 
better with smaller doses of 
content.  

I require students to use the SmartBook version 
of Essentials of Marketing, which has students 
read for 15-20 minutes before answering 
questions and returning to reading.  

Retrieval practice – calling 
information to mind helps concepts 
move from working memory to 
long-term memory.  

Students complete the LearnSmart questions on 
textbook reading.  

Elaboration – “process of giving 
new material meaning by 
expressing it in your own words and 
connecting it with that you already 
know” (Brown, Roediger, McDaniel 
2014, p. 3). 

“Three most important concepts and 
applications to your life” assignment (planned 
for future offerings).  This question can be 
asked of students for each chapter—or even 
after each section of a chapter.  

 
2. Accountability/ 

readiness: Making 
sure everyone is on 
the same page with 
the same level of 
knowledge. 
Accountability for 
pre-class knowledge 
acquisition.   

Readiness – students must come to 
class with base knowledge to be 
prepared for application exercises.  

Accountability – hold students 
accountable for pre-class work.   

LearnSmart questions on textbook reading. 

Connect Interactive Homework exercises with 
additional questions. 
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3. Application: 

Students work 
collaboratively on 
in-class activities 
that require them to 
apply, analyze, 
evaluate and/ or 
create.   

Bloom’s taxonomy – an ordered 
hierarchy of cognitive learning 
objectives. Assumes remembering 
and understanding are necessary 
before more complex learning 
objectives can be achieved. 

Following Bloom, students’ can now apply the 
knowledge they learned and needed to 
remember and understand before they were 
able to apply it. In-class activities can build upon 
this scaffolding and achieve learning objectives 
where students apply, analyze, evaluate, and 
create (the highest levels in Bloom’s taxonomy).  

As the course proceeds, in-class activities have 
more complex learning objectives that move up 
the hierarchy in Bloom’s taxonomy.  

Scaffolding – instructional 
techniques that progressively move 
students toward greater 
understanding. Foundational 
learning is established before 
introducing more complex learning 
(application and analysis for 
example).  

Active learning - engages students 
in the learning process. Students 
work on exercises and activities 
that require some problem-solving.  

In-class activities focus on higher order learning 
and collaboration with peers. As the semester 
goes along, some questions do not necessarily 
have right and wrong answers and require more 
discussion.   

Carefully designed in-class activities allow 
students to relate basic concepts to their real-
life experiences.  

Collaborative learning – refers to 
two or more students attempting 
to learn together.   

Constructivism - students construct 
their understanding and knowledge 
by experiencing and reflecting on 
the world around them.  

Differentiation – refers to the idea 
of tailoring instruction individual 
students’ needs.   

The in-class activities allow instructors to 
individually coach students – the “guide on the 
side” can adapt lessons to specific students.  

 
4. Reinforcement: 

Students receive 
feedback on the 
learning process.  

Distributed and interleaved learning 
– these study strategies assure that 
students engage in retrieval 
practice over time and by mixing up 
concepts.  

Studying for periodic exams—not cramming 
because they are learning the material again 
after previous activities.  

Retrieval practice – calling 
information to mind helps concepts 
move from working memory to 
long-term memory.  

Students are encouraged to utilize the self-
testing features in the Essentials of Marketing 
SmartBook.  

Assessment – assessment provides 
a student with motivation, closes 
the learning loop, and gives the 
student and instructor feedback on 
how well they have learned.  

I use multiple choice exams that draw on 
textbook reading, online homework exercises, 
online lectures, and in-class activities. That said, 
the textbook is most heavily covered because 
the lower level learning objectives work best 
with the objective test questions.  
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How do your students acquire knowledge (Stage 1)? 

Bloom’s Hierarchy of Cognitive Learning Objectives suggests a hierarchical structure (Bloom et. al 1956). 
Some scholars suggest that the three lower-order objectives (understanding, comprehending, and 
applying) are hierarchical in nature–whereas students need to understand first, then comprehend, and 
then apply (Krathwhohl 2002). After those three kinds of learning objectives have been achieved, any of 
the higher-level learning objectives can be pursued. In practice, many learning activities address 
multiple levels simultaneously.  

Like many who teach introduction to marketing, I use a textbook as one of the primary methods for 
students to acquire (understand and comprehend) knowledge. Our marketing textbook, Essentials of 

Marketing (Perreault, Cannon, and McCarthy 2018), provides students with an introduction to 
marketing concepts. It serves as a scaffold by introducing students to basic marketing concepts. It also 
introduces (in Chapter 2) a framework for marketing strategy planning (see Figure 1 in Chapter 4) that 
serves as a scaffold for my marketing class.  

I have previously mentioned that I did not use video lectures in the first few years of running a flipped 
classroom. I felt that the assigned chapter readings, Essentials of Marketing’s LearnSmart homework 
exercises (30-50 questions on their reading), and Connect online homework activities (all self-graded) 
helped students achieve my learning objectives around remembering and comprehending. I saw no 
reason to be a “talking textbook” any longer – whether in the classroom with traditional lectures or 
online.  

In my introductory marketing class, I use exams to assess my students remembering and understanding 
(with less attention placed on application). After eliminating traditional lectures (when I acted as a 
“talking textbook” who reinforced what students were supposed to have read) and replaced lectures 
with enforced reading and LearnSmart retrieval practice, my students’ exam scores didn’t change. That’s 
right—I stopped lecturing and grades did not change.  

While the in-class activities often reinforced some concepts, the focus of these exercises was on 
applying concepts (something I found more difficult to assess with multiple choice exams). My exams 
draw directly from the textbook’s text bank. SmartBook and LearnSmart also utilize the practice of 
“chunking” content. Students are encouraged to “Practice” after reading several “pages” worth of 
content. From learning theory presented in Chapter 4, we know that both retrieval practice and 
chunking help learning stick.  

SmartBook can be a great tool for instructors who want to continue to lecture—but also want to add 
more active learning to their classes. Sometimes the challenge is deciding what to leave out of the 
lecture. The instructor side of SmartBook shows the instructor which questions and learning objectives 
students understood and which were more challenging. By checking student performance on 
LearnSmart prior to class, an instructor can determine which parts of the chapter were more challenging 
and focus on those in lecture and/or with an active learning activity.   

 

How else could students use to acquire knowledge? 

Another option is to move lectures online. As noted in Chapter 3, some definitions of a flipped 
classroom explicitly call for utilizing technology (narrated slides, video, or sometimes podcasts) to 
recreate the lecture in a form that students review before coming to class. I have noted that creating 
video lectures is one of the myths of the flipped classroom. While some instructors may prefer to use 
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this approach for their classes or for specific learning objectives or specific concepts, I have found that 
my students have not needed, nor asked for, lectures.  

That said, this semester, for the first time I am delivering the flipped class in a blended learning format. 
Under this format, my students come to class one day per week for 75 minutes (half as much face-to-
face time). I have developed video lectures for this version of the class. These videos follow 
recommendations from the educational literature that suggest chunking content into smaller “bite size” 
pieces which facilitate memory and learning. My video lectures are generally 5-15 minutes long.  

I plan to utilize another learning strategy the next time I teach this class. I am intrigued by, but have not 
formally used, elaboration or “process of giving new material meaning by expressing it in your own 
words and connecting it with that you already know” (Brown, Roediger, McDaniel 2014, p. 3). There is 
strong empirical support for this practice, so I plan to start asking students to answer in a discussion 
forum, “What are the three most important concepts from this chapter?” and “Relate how three 

concepts in this chapter tie to something you have experienced in your life.” I am not sure how well 
students will react to the second question—but evidence suggests it can significantly enhance memory 
and learning. The answers to either question is probably less important than the process the students 
use. That said, it will also be useful to see their answers and perhaps comment on them in class.  

 

How do you assure readiness and hold students accountable (Stage 2)? 

Some of the learning objectives for my marketing course involve applying, analyzing, evaluating, and 
creating. In the flipped, face-to-face class session, my first goal is to have students apply the knowledge 
they acquired before class. If that is going to work, I need to assure students have the necessary 
foundational knowledge. As three educational psychologists noted, “one cannot apply what one knows 
in a practical manner if one does not know anything to apply” (Sternberg, Grigorenko, and Zhang 2008). 
We must assure that our students are ready to move to this next level.  

If you have outstanding students, who routinely complete pre-class work, then you might be able to skip 
this step. For the rest of us, students need to be held accountable. This is where I have found new 
technology to be especially handy. I rely on the SmartBook version of Essentials of Marketing and its  
LearnSmart tool to do that work for me outside of class. SmartBook is a digital, adaptive learning version 
of Essentials of Marketing that tailors content to individual students. The SmartBook version highlights 
content that matters most and allows students to complete quizzes as they study; its “recharge” feature 
brings content back to students later to reinforce memory.  

I already pointed out that SmartBook and LearnSmart helps your students remember and understand 
more because it is a form of retrieval practice. Since the technology records whether students answer 
the questions—and automatically syncs with your learning management system’s gradebook—you have 
a simple system to assure readiness and hold your students accountable. Even if some of them skip the 
reading and only answer the questions (and some will—at least until the first exam exposes the 
weakness of this strategy), they learn from simply answering the questions.  

I require the LearnSmart assignment (I typically assign 30-40 questions per chapter) to be completed 
before class. Putting enough “points” behind these pre-class assignments assures they arrive prepared; 
so LearnSmart counts for 15% of my students’ final grade. I typically grade LearnSmart on completion (if 
they finish all the questions, they get all the points) rather than percent correct. I often remind my 
students not to leave these “gimme” points on the table and typically average over 90% completion.  
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Another advantage of SmartBook and LearnSmart is a report the software can produce that shows an 
instructor which learning objectives and specific LearnSmart questions were most challenging for 
students. These can be reviewed or briefly lectured on in the next class session.  

Finally, I have also used the Connect interactive “online homework” exercises to assess readiness and 
hold students accountable. These online homework exercises can include videos with multiple choice 
questions, cases, and drag-and-drop exercises that reinforce content from a particular textbook chapter. 
The exercises I used in a recent class can be found in my course planning document (see Appendix B) 
and a full list of all the available exercises are shown in Appendix C.  

 

What other techniques can assure student readiness and accountability? 

Another approach here could be to utilize online quizzes. Essentials of Marketing (and many other 
textbooks) includes online quizzes for each chapter. Or an instructor can use test bank questions to 
create their own quizzes. These can be assigned before class. Any of these approaches have the 
additional benefit of acting as retrieval practice to help your students remember and learn better.  

Students can also be held accountable with some form of in-class quiz which would be administered at 
the beginning of class. This could be done by having students complete a short quiz on the pre-class 
material. Quiz questions can also be answered with classroom clickers—putting the quiz questions on 
PowerPoint presentations. Another approach, used in a Duke University biology course, utilizes 
individual and team quizzes at the start of class to hold students accountable (Strang 2014, see podcast 
episode 4). This turns the quiz into an in-class active learning exercise when the quizzes become group 
learning activities. 

The downside of any in-class quizzing is that it takes up valuable time that might otherwise be used for 
other in-class activities and application.  

 

How do students apply knowledge and skills in your classroom (Stage 3)? 

Active learning happens in Stage 3. In this stage, in-class activities, exercises, and case discussions give 
students the opportunity to apply the knowledge acquired in Stage 1. Or, depending on the type of 
exercise, they may analyze, evaluate, or create (Bloom et. al 1956; Krathwohl 2002). Bloom’s Taxonomy 
suggests that the scaffolding from Stage 1 allows students to achieve higher-order learning objectives 
and develop useful skills. These types of learning objectives offer a good fit with marketing as an applied 
academic subject and provides students with a fun and interesting way to learn marketing.  

In-class activities follow from learning science and feature active learning and collaborative learning 
pedagogy that fosters constructivism and differentiation. When I first began adding more active learning 
to my classes—and ultimately to flip my marketing class—my biggest fear was developing activities for 
students to do in class. I wanted activities to be fun and interesting for students, but more importantly, I 
wanted the activities to reinforce and apply the knowledge they were learning from their textbook 
reading.  

I adapted existing materials and developed new learning aids. I learned more about what worked and 
what didn’t—and I further adapted the student and instructor materials. The result is a robust package 
of in-class activities that tie closely with my Essentials of Marketing textbook. I also adapted many of the 
materials in the textbook to operate better as in-class, discussion-oriented activities. These materials 
reinforce key concepts while also extending student learning by asking them to apply, analyze, evaluate, 
and create. As a result, an instructor using Essentials of Marketing has the following options: 
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• 52 In-Class Activities specifically designed for active learning and flipping the classroom. These 
activities (2-5 per chapter) include a teaching note describing how the activity works in class. 
Each activity includes 1-3 “Bonus Questions,” a little trick to keep those students who finish the 
exercise quickly busy while others finish up. Most activities are designed to start out easy and 
move to more challenging questions. See Appendix C for a listing of the In-Class Activities 
included with the Essentials of Marketing Flipped and Active Learning Supplements Package. 
Examples of different types of in-class activities from this package can be found in Appendices D, 
E, F, G, and H.   

• 21 Ethical Dilemmas appear in the textbook—one in each chapter including the bonus chapters. 
For an instructor interested in adding more discussion of ethics, we have written the exercises 
to provide no clear answer—which makes for great discussion. Two examples can be found in 
Appendix I. 

• 18 Marketing Analytics in Action exercises aid an instructor seeking to add more quantitative 
content to their class. Appendix J includes examples of these exercises.  

• 20 What’s Next? “stories” are found in the textbook—one in each chapter. These boxed 
teaching elements take a look into the future of marketing and are tied to the chapter content. 
These have been revised to include discussion questions at the end of teach. See Appendix K for 
examples.  

• 20 Chapter Opener case studies. Each chapter in Essentials of Marketing kicks off with a case 
study on a company or brand. The case studies seek to embed as many concepts and key terms 
from the chapter as possible. As an engaging active learning exercise, students can try to 
recognize concepts in application. See an example in Appendix L.  

• 8 Video cases and 33 print Cases can be assigned and discussed in class. Many of the print cases 
can be read in class and assigned to student teams to develop a solution. Most can be analyzed 
quickly enough to allow time for in-class discussion. I have typically used these types of more 
advanced in-class activities later in the term.  

All of these in-class activities have either individual teaching notes (in the case of the in-class activities) 
or teaching and discussion guidelines can be found in the Essentials of Marketing Instructor’s Manual 

and Digital Implementation Guide.  

 

How do you structure group activities? 

I have found it helpful to provide students with a structured approach to tackling the in-class activities. 
First, if you design any in-class activities, make sure they ask specific questions and specify the 
deliverable. Otherwise, students struggle to get started, get caught up in the process, or just ask too 
many questions. I limit myself to two student engagement techniques that work well for my students. I 
have found it helpful to not introduce too many different structured approaches.  

The first time we use a technique in class, I explain why we use it. I have found that many students like 
to know why they have to use a particular technique—instead of just jumping right in. I have had 
students tell me these approaches work—and that many use them with other groups. My favorites 
“think pair share” and “nominal group technique” are explained below.  

Think pair share. Students are presented with a problem and then given a time period to think about it 
on their own. Then they share their thoughts with a partner before listening to the partner’s answer. 
Students are then encouraged to collaborate and develop a single, shared solution, which can then be 
shared with the class—or written down. This approach works particularly well for problems without a 
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clear right answer. The approach helps warm students up. After sharing ideas with a partner, they are 
more comfortable engaging in a class discussion.  

The nominal group technique. This problem-solving approach uses a structured four-step process 
designed to help a group reach consensus on how to solve a problem or answer a question. The 
technique works well when you have a specific question that students can answer: “Identify a brand that 
you believe has good marketing. Explain why you believe that.”  

The technique is designed to: a) prevent the discussion from being dominated by a single group 
member, b) encourage all group members to participate, c) draw on the ideas of both introverts and 
extroverts, and d) generate a wide range of potential solutions.  

I have found the small group process in the classroom works best if each student is assigned a particular 
role. I usually assign students groups by randomly distributing playing cards – so I use each “suit” to 
assign roles. But roles can be assigned in other random ways as well – north side of the table, 
alphabetical order by first letter of first name. The roles I use are: a) recorder – who is responsible for 
writing down the group’s ideas and turning that sheet in after class, b) spokesperson – who speaks if I 
call on that group, c) leader – who keeps the group on track, and d) possibly a timekeeper, though for 
short assignments, I often keep time for the class and assign this person role of “expert.” I joke that the 
expert is the person everyone can turn to when they want the right answer.   

The four steps in the process are: 

1) Generating ideas. In this phase the moderator (instructor) offers a question, problem or 
dilemma to the class. Each member of the group works quietly on their own – with a sheet of 
paper or computer – to generate as many possible answers or solutions as possible. They work 
with a designated time period and must remain quiet during this entire time. This step achieves 
several goals. First, it helps introverts who often do their best work quietly on their own. 
Second, it results in a wide range of ideas as a somewhat abstract question may be interpreted 
differently by each participant. When a small group jumps into discussion, the first speaker can 
sometimes frame the question in a way that limits others from thinking differently.  

2) Round robin share. In this next step, each group member in turn shares their ideas. The recorder 
should write down all of the ideas presented by the group. When one group member is 
speaking, all others should be listening and should not interrupt – even with “I had that idea, 
too” or “I don't think that is what the question was asking.”  

3) Discussion. At this point, with all ideas on the table, a group discussion ensues. Sometimes it will 
make sense to discuss each idea individually. The discussion phase may lead to combining ideas 
or even adding new ideas to the list.  

4) Voting/ranking. Depending on the assignment, I ask a team to come up with 1-2 answers. 
Sometimes it is nice if they have two answers, so that if I call on several teams, a group can add 
something new if their first idea was taken.  

I often give students a fixed time to complete the exercise. When I give a nominal group technique 
assignment, I tell them it is an X:Y:Z nominal group technique. X is the number of minutes for generating 
ideas (often 1-3 minutes is sufficient), then Y is the time available for both the round robin share and 
discussion steps (typically 2-4 minutes), and Z is the time to vote or rank to choose their “best” answer 
(usually 1-2 minutes).  
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Do you have any tricks for managing in-class activities? 

I have a few different tricks that work well to manage in-class activities. One trick is to randomly assign 
student seating. I use playing cards. As students enter the room, I hand them a playing card. I have 
already placed small table tents on desks or tables in the room. The students go to that table and work 
with other students who received the same card. This makes it less likely that students sit with friends—
where they may be more tempted to talk about what happened last week than to do the in-class 
activity.  

I try to make sure that each activity includes “bonus questions.” One of the challenges with many in-
class activities is in managing the fast workers and the slow workers. You want the slow students to 
reflect on their learning. To keep the fast students busy, I usually have discussion-oriented questions 
that require a little more thinking. These “bonus questions” keep the fast-working students busy while 
others finish up.  

I collect all assignments—students typically write up their answers and put the names of all group 
members on that sheet. I grade all assignments and quickly record grades. I grade some of the activities 
for performance—and other activities for completion. Grading for performance keeps students on their 
toes—and they see that not all assignments get full credit. On the other hand, grading some for 
completion (I usually grade on a 10-point scale) makes it easier on my time. I have not found it 
necessary to either return the in-class activities or to provide individual feedback. Students get feedback 
from the class discussion of the activity, so it is rare that students ask why they didn’t get full credit.  

I typically walk around class while students work on the in-class activities. I answer questions, prod 
students and try to see what might be more challenging. I will usually stop class and start discussing the 
first question or two of an activity just to make sure everyone “get it.” Sometimes you hear questions 
that suggest students are confused by a part of the exercise and that can be cleared up.  

 

How do you reinforce and assess knowledge (Stage 4)?  

I have used four techniques to reinforce and assess my students’ knowledge. The most obvious is simply 
exams. Because my classes are pretty large (50-60 students) I have tended to rely on multiple choice 
exams—which work best to assess learning objectives focused on remembering and understanding. 
Consequently, they mostly assess concepts from the textbook—with about 10-20% based on 
applications from the in-class activities. I have not always used a comprehensive final exam in my 
introductory marketing classes. After reviewing the literature on learning, I have come to believe that 
final exams really help learning stick—so I now use 
them.  

I also feel it is important to have larger projects that 
require students to integrate their learning from 
across the course—and to allow students to apply, 
analyze, evaluate, and create on a scale that 
exceeds the typical “in-class” activity. I have used 
one or more of the following assignments in my 
class—the assignments require increasingly higher-
order cognitive learning objectives.  

• Marketing strategy planning process model 

application. This is a small group 
assignment. The students are asked to 

Figure 2: Marketing Strategy Planning Process 
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analyze a particular brand’s marketing strategy planning process (see Figure 2 here). I tell 
students that part of their grade is based on the proper use of “key terms” (bold in the 
textbook) from throughout the book. This is an excellent opportunity for them to work on 
application-oriented learning objectives.  

• Practice Marketing simulation. This simulation provides a fun way for students to pull together 
everything they have learned in their introductory marketing course. I have the students 
develop a short marketing plan (just 2 pages, single space) and then run the simulation during 
one of our final class sessions. They can play against the computer—though their “scores” are 
normalized against other students in the same class. Their “score” on the simulation and the 
marketing plan are graded. 

• Personal marketing plan. The personal marketing plan requires students to develop a marketing 
plan for themselves. The target market is either a particular job/industry (an accountant at a 
major CPA firm, a salesperson in the sporting goods industry) or graduate school (law school). 
Students then translate all of the elements in a typical marketing plan (these follow from our 
marketing strategy planning process model – see Figure 2). Students find the assignment very 
helpful as it engages these sophomores and juniors (most of my students fall into this category) 
to think about life after college. I have developed hand-out materials and a detailed grading 
rubric.  

 

What other tips and suggestions do you have for someone flipping a classroom?  

For most students the flipped classroom is completely different. You will get comments like “Why aren’t 
you teaching us?” Other students just don’t want (or aren’t ready) to take responsibility for their own 
learning outside of face-to-face contact time. I have found the best way to combat this is to make sure 
students understand why I am teaching this way. On the first day of class, I have in-class activities and a 
short lecture that introduces students to the latest science on learning. I let them know that I am a 
scholar of learning and this course is designed to assure they not only learn a lot, but that this learning 
will stick.  

 

Can you offer a checklist for a first-time teacher flipping their marketing class? 

For the ultimate practical guide to flipping your marketing class, it might help to have a checklist that 
carries you through the process.  

o Determine course learning objectives.  
o For my classes, learning objectives include higher order Bloom’s levels (apply, analyze, 

evaluate, and create). While these higher-order learning objectives work well for the 
flipped classroom, lower level objectives (remember and understand) also can be 
achieved with the flipped approach.  

o Determine your knowledge acquisition strategy.  
o I chose Essentials of Marketing SmartBook as the primary source of my students’ 

knowledge acquisition. 
o Will you record video lectures? I did not do this in my first flipped learning classes. 

When I later used a flipped and blended approach (class met half as often) I did record 
video lectures.   

o Determine and prioritize weekly learning objectives.  
o I relied on the textbook as my primary source for starting weekly learning objectives.  I 

reviewed the learning objectives in each chapter—and categorized each as 
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high/medium or low. Most textbook chapter learning objectives focused on remember 
and understand.  

o When in-class (and later in video lectures), I always presented each chapter’s learning 
objectives and underlined those that I wanted the students to know I believed were 
most important. When I later added video lectures, the higher priority learning 
objectives (typically 2-4 per chapter) were the subject of short (typically 5-10 minute 
long) video lectures.  

o Higher priority chapter learning objectives tended to correspond with objectives that I 
wanted students to apply, analyze, evaluate or create as well.  

o Lay out a teaching plan. See the planning guide sample in Appendix B.  
o The planning guide provided me with a guide for video lectures (used in my blended 

class), online homework, and in-class activities so that I would reinforce the most 
important learning objectives, while not overdoing it with the same learning objectives.  

o Don’t be too detailed in the syllabus.  
o I sometimes have a very detailed syllabus. With the flipped class, I like to have some 

flexibility. So, while I set dates for reading assignment and exams, I leave myself wiggle 
room on the number of online homework assignments for example.  

o Set up your Connect homework site before classes start.  
o I set up LearnSmart to ask students about 35 questions in each chapter.  
o I made all assignments due before class started.   
o Decide on the online homework assignments you intend to use. 

o Record videos early. If you are going to record videos, it helps to get the first set done well 
before classes start. 

o As a reminder, I only recorded video lectures.  
o Give the students a “head’s up”.  

o I send my students an e-mail about a week before classes start. I want to warn them of 
my teaching style—just in case they don’t want it.  

o First day of class. Model the new teaching style. 
o On the first day of class, I demonstrate the flipped learning approach with a couple of 

small group in-class activities. I also let them know that they will have to take greater 
responsibility for their learning outside of class.  

o First day of class. “Sell” the flipped learning approach.”  
o I share with students the learning science behind the use of SmartBook and for active 

and collaborative learning.  
o Since doing this, I find very little “You are not teaching us” feedback from students.  

o First day of class. Randomly assign students to “teams.”  
o I have a shuffled deck of playing cards and hand one to each student as they enter class. 
o On each “table” (or I have done this with fixed, tiered seating) I place a number (A, 1-10, 

J, Q, K). Students have to sit with a random group. When they don’t sit with friends, they 
are more likely to work on activities (and not talk about the fun they plan to have next 
weekend).  

o Other class sessions. If you really want students to come prepared, do not lecture.  
o It is easy to fall into the trap of students not being prepared—and lecturing to prepare 

them for the in-class activity. Try to avoid this as they will learn they don’t need to be 
prepared. 

o Note—sometimes, when I have a more complicated in-class activity, I will do a short 
lecture on a topic to get everyone on the same page.  

o Don’t curve that first exam.  
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o As I mentioned earlier, when I first started doing this with my more motivated business 
major students, their exam scores (which tested understanding and remembering) 
remained the same after removing lectures from class. Note that my exams did not try 
to assess them much on application, analysis, evaluation, and create. Those were 
assessed with the in-class activities, a project, and a simulation.  

o When recently teaching a less motivated group of students, I discovered that many 
were only doing the minimal amount of pre-class work. My video lectures were getting 
less than 50% viewing rates and I suspected many students were not reading the 
chapter, only answering the LearnSmart questions. This resulted in lower exam grades 
than I expected. I scolded them, reminded them to be responsible for their own 
learning, and exam scores improved.  

o Shuffle the groups.  
o After each exam, I give the students a new team—again using the random playing card 

method.  
o Move activities from more concrete to more abstract. 

o As the semester moves along, I move from more concrete activities (see examples 
Appendix D and Appendix E) that reflect lower-order Bloom’s Taxonomy objectives to 
more abstract, higher-order Bloom’s Taxonomy objectives (see Appendix G and 
Appendix I).  

o Many of the higher-order activities ask students to connect aspects across marketing. 
Our textbook introduces the basics of marketing strategy planning (including the 4 Ps) in 
Chapter 2. That is where the model in Figure 1 (earlier in this book) is introduced as well. 
This “big picture” of marketing is part of the scaffolding theory. This allows me to 
include some brief introductions to marketing strategy planning as the semester moves 
along. For example, In-Class Activity 7-1 (see Appendix F) is used when we cover 
marketing research. The basic activity asks students to follow the scientific approach to 
marketing research that we use as a framework for this chapter. But the last aspect of 
this mini-case study asks students to develop a marketing strategy. This serves two 
purposes. First, students have more fun creating strategy—as opposed to doing 
research. Second, they see the connection between marketing research and marketing 
strategy. Finally, it makes the 4 Ps easier to understand when we get to this part of the 
course. See also Appendix I, which focuses on pricing but asks students to think about 
how the 4 Ps can create value. This serves as a review, because pricing occurs near the 
end of our class.  

o I also use some in-class activities that cross more than one topic—for example see 
Appendix H which combines branding (Chapter 8 in our book) with market exposure 
policies (Chapter 10 in our book).   

o Have a capstone activity or assignment. I believe that the flipped teaching model begs for an 
integrated capstone experience—that pushes students to apply, analyze, evaluate, and create. I 
have used three different types of capstone assignments: 

o My first year I had students work in small groups to analyze the strategy of a particular 
product. They used the marketing strategy process planning model (see Figure 1) as a 
framework and did research on each aspect for a particular brand. These were written 
up and presented in class. The “create” element came in the presentations—where I 
encouraged them to be creative.  

o My second year (and since) I have had my students write a personal marketing plan. This 
ties together all the key concepts from the class and helps them learn more about 
marketing by applying the concepts to their own career search.  
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o I now use a marketing simulation (McGraw-Hill’s Practice Marketing which can be 
bundled with my textbook package for a modest upcharge ~$10, ask your sales rep). The 
simulation has mini-sim activities that can be introduced throughout the class. These 
help the students build competency. They come to the last class session with a short 
marketing plan for their “product” (a backpack). They can then implement that plan 
during our last class session. The simulation “back end” can be viewed by the 
instructor—providing some hints and coaching 
students to better performance (if necessary).  

o If you are more pressed for time, I might 
suggest using the Mallory’s Lemonade Stand 
(A) and (B) case series which focuses on price-
setting but can be broadened to examine how 
the marketing mix can be adapted to enhance 
customer value.   

o Have fun!  
o Remember that if you are having fun, the 

students probably are too.  

 

How did you change your class for a blended learning? 

I have mentioned a few times that I also conducted a blended learning version of this course. We are 
currently testing this model in our business minor. The syllabus and course planning document can be 
found in Appendix B. For us, blended learning means that students come to the face-to-face class 
session half as often (or one 75-minute class period per week). The blended learning version was 
delivered after several semesters of the regular class (which met twice a week).  

Because of the more limited face-to-face time, I felt a need to build in more online engagement. I didn’t 
create online lecture videos until I started teaching this version of the class. I also added online Connect 
Homework exercises.  

This looks great! How can I get access to 
more of your flipped teaching materials?  

Shoot me an email (at 
Joe.Cannon@colostate.edu) and put 
“Essentials of Marketing Flipped Learning 
Supplements Package” in the “Subject” 
line. I can give you access to a Dropbox 
link to a larger sample of the materials.  
Users of our textbook, just let me know 
and you can get the “Full Monty.”  



  
 

30 

 
References 
Anderson, L.W. (Ed.), Krathwohl, D.R. (Ed.), Airasian, P.W., Cruikshank, K.A., Mayer, R.E., Pintrich, P.R., 

Raths, J., & Wittrock, M.C. (2001). A taxonomy for learning, teaching, and assessing: A revision 
of Bloom’s Taxonomy of Educational Objectives (Complete edition). New York: Longman.  

Amato, C. H., & Amato, L. H. (2005). Enhancing student team effectiveness: Application of Myers-Briggs 
personality assessment in business courses. Journal of Marketing Education, 27(1), 41-51. 

Bart, Mary (2014) “New Faculty Survey Finds More Learner-Centered Teaching, Less Lecturing,” Faculty 

Focus, November 18, 2014 https://www.facultyfocus.com/articles/teaching-and-learning/new-
faculty-survey-finds-learner-centered-teaching-less-lecturing/  

Bloom, B.S. (Ed.), Engelhart, M.D., Furst, E.J., Hill, W.H., & Krathwohl, D.R. (1956). Taxonomy of 
educational objectives. The classification of educational goals. Handbook 1: Cognitive domain. 
New York: David McKay. 

Brown, Peter C. Henry L. Roediger III, and Mark A. McDaniel (2015). Make It Stick: The Science of 

Successful Learning, Belknap Press of Harvard University Press: Cambridge.  

Bruner, J. S. (1978). The role of dialogue in language acquisition. The Child’s Conception of Language, 
edited by A. Sinclair, R. Jarvella & W. J. M. Levelt, The child’s conception of language. New York: 
Springer-Verlag. 

Chapman, K. J., Meuter, M. M., Toy, D., & Wright, L. K. (2010). “Are student groups dysfunctional? 
Perspectives from both sides of the classroom,” Journal of Marketing Education, 32, 39-49. 

Dave, R. H. (1970). Psychomotor levels. Developing and writing educational objectives, 33-34. 

Dillenbourg, P. (1999) “What do you mean by collaborative learning?” in P. Dillenbourg. Collaborative 

learning: Cognitive and Computational Approaches, Oxford: Elsevier, 1-19.  

Eagan, K., Stolzenberg, E. B., Lozano, J. B., Aragon, M. C., Suchard, M. R., & Hurtado, S. (2014). 
Undergraduate teaching faculty: The 2013–2014 HERI faculty survey. Los Angeles Higher 

Education Research Institute, UCLA, Los Angeles. 

Eberly Center, “Teaching Principles,” Carnegie Mellon University, 
https://www.cmu.edu/teaching/principles/teaching.html, accessed February 13, 2018.   

EDUCAUSE (2012), 7 Things You Should Know About Flipped Classrooms, EDUCAUSE Learning Initiative, 
https://library.educause.edu/resources/2012/2/7-things-you-should-know-about-flipped-
classrooms, accessed February 26, 2018.  

Finch, D. Nadeau, J. & O’Reilly, N. (2013) The future of marketing education: A practitioner’s 
perspective. Journal of Marketing Education 35(1), 54-67. 

Flipped Learning Network (FLN). (2014) The Four Pillars of F-L-I-P™  

Flostrand, A., Ho, J.Y. & Krider, R.E. (2016) Implementing “Marketing Me” A Simulation Enhanced Variant 
for a Student Self-Marketing Exercise. Journal of Marketing Education 38(2), 83-89. 

Freeman, S., O'Connor, E., Parks, J. W., Cunningham, M., Hurley, D., Haak, D., ... & Wenderoth, M. P. 
(2007). Prescribed active learning increases performance in introductory biology. CBE-Life 

Sciences Education, 6(2), 132-139. 



  
 

31 

 Glossary of Education Reform (2015) “Scaffolding” (2015)  April 6, 
https://www.edglossary.org/scaffolding/, retrieved February 11, 2017.  

Graeff, T. (2007) Bringing Active Learning to the Classroom. Marketing Management Association, Fall 

Educators’ Conference.  

Graham, S. (2014) Critical Thinking Is Crucial for Success. HuffPost, December 12, updated February 11, 
2015.  

Grasha, A. F. (2002) Encounters with Active Learning in Four Disciplines. College Teaching, 50 (3), 82. 

Green, L. S., Banas, J. R., & Perkins, R. A. (Eds.). (2016). The Flipped College Classroom: Conceptualized 

and Re-Conceptualized. Springer. 

Guo, P. J., Kim, J., & Rubin, R. (2014) How Video Production Affects Student Engagement: An Empirical 
Study of MOOC Videos. In Proceedings of the first ACM conference on Learning@scale 

conference (pp. 41-50), March.  

Harrow, A.J. (1972). A taxonomy of the psychomotor domain: A guide for developing behavioral 

objectives,  New York: David McKay. 

Hein, G. (1991). Constructivist learning theory. Institute for Inquiry. Available at: 

http://beta.edtechpolicy.org/AAASGW/Session2/const_inquiry_paper.pdf  

Hirst, P H. (2010) Knowledge and the curriculum (International Library of the Philosophy of Education 

Volume 12): A collection of philosophical papers. Routledge. 

Krathwohl, D. R. (2002) A revision of Bloom's taxonomy: An overview. Theory into practice 41(4), 212-
218. 

Lage, M. J.,  Platt, G. J. and Treglia, M. (2000) Inverting the classroom: A gateway to creating an inclusive 
learning environment. The Journal of Economic Education, 31(1), 30-43. 

Laverie, D. A. (2006) In-class active cooperative learning: A way to build knowledge and skills in 
marketing courses. Marketing Education Review, 16(2), 59-76. 

O'Flaherty, J., &  Phillips, C. (2015) The use of flipped classrooms in higher education: A scoping 
review. The Internet and Higher Education 25, 85-95. 

Owen-Wilson, Leslie (2016), “Anderson and Krathwohl – Bloom’s Taxonomy Revised,” The Second 

Principle, http://thesecondprinciple.com/teaching-essentials/beyond-bloom-cognitive-
taxonomy-revised/  accessed February 3, 2018.  

Perreault, W. D., Jr., Cannon, J. P. and McCarthy E. J. (2018) Essentials of Marketing 16th edition, 
McGraw-Hill Higher Education (available for review now).  

Phillips, C. R. & Trainor, J. E. (2014) Millennial students and the flipped classroom. Journal of Business 

and Educational Leadership 5(1), 102. 

Pink, D. H. (2013) To sell is human: The surprising truth about moving others. Penguin. 

Schlee, R. P.  Karns, G. L. (2017) Job Requirements for Marketing Graduates: Are There Differences in the 
Knowledge, Skills, and Personal Attributes Needed for Different Salary Levels?  Journal of 

Marketing Education. 39(2), 69-81. 

Scribner, L. L., Baker, T. L. & Howe, V. (2003) Efficacy of group projects in support skill acquisition: 
Student vs. alumni perceptions. Marketing Education Review 13(1), 59-66. 



  
 

32 

Simpson, B. J. (1966). “The classification of educational objectives: Psychomotor domain,” Illinois Journal 

of Home Economics, 10(4), 110-144. 

Smith, M. K. (2016) What is teaching? A definition and discussion, infed, http://infed.org/mobi/what-is-
teaching/ accessed February 13, 2018  

Strang, T (2014), “Flipping the College Classroom: Your Guide,” Cengage Blog, 
https://blog.cengage.com/flipping-college-classroom-guide/ , accessed February 10, 2018.  

Wood, D., Bruner J., & Ross, G. (1976). The role of tutoring in problem solving. Journal of Child 

Psychology and Psychiatry, 17, 89–100.



  
 

33 

 

Appendices 
For some readers the real value in this book may be the appendices. For some readers, I can imagine the 
“flip” would require a lot of redesign work. There is developing a new syllabus, possibly recording video 
lectures Perhaps the biggest challenge in flipping your marketing class can be sourcing or developing all 
the in-class activities. I found it particularly challenging to create in-class activities that worked well in 
class. Of course, as you experiment with new materials, some work well out of the box and others 
require replacement or at least refinement.  

The appendices here lay out some of the practical tools I have developed for my flipped learning class. 
This includes the syllabi and a “planning document” for two classes I teach here at Colorado State 
University. One class had students attend twice a week Many of them are tied to my textbook as I use 
the textbook as the primary source of knowledge acquisition—so the in-class activities are a natural 
extension of the textbook. I have created more than 50 in-class activities (most of them tested at least 
once with my students). I also describe how other materials from our textbook can be adapted as in-
class activities. If you are not using Essentials of Marketing this may give you ideas about how to adapt 
teaching and learning materials already associated with the textbook you use to this new teaching 
approach.  

• Appendix A: MKT 300 Syllabus and Planning Document 
o Planning document for MKT 300 two days per week flip 
o Marketing class syllabus 

• Appendix B: MKT 305 Syllabus and Planning Document (blended learning model) 
o Planning document for MKT 305 
o Syllabus Blended learning exams – one day per week 

• Appendix C: Table of In-Class Activities in Essentials of Marketing 
• Appendix D: In-Class Activity 1-2 Marketing oriented vs production oriented firms & Teaching 

Note 
• Appendix E: In-In-Class Activity 4-5 Practice Marketing Mini-Sim – Segmentation & Teaching 

Note 
• Appendix F: In-Class Activity 7-1 Population Services in Kenya & Teaching Note 
• Appendix G: In-Class Activity 10-1 Determining market exposure policies & Teaching Note 
• Appendix H: In-Class Activity 18-5 Mallory’s Lemonade Stand (A) and (B) & Teaching Note 
• Appendix I: Essentials of Marketing Ethical Dilemma examples 
• Appendix J: Essentials of Marketing Marketing Analytics in Action examples 
• Appendix K: Essentials of Marketing What’s Next? examples 
• Appendix L: Essentials of Marketing Chapter Opener Case examples 
• Appendix M: The Personal Marketing Plan Project 
• Appendix N: Practice Marketing simulation  
• Appendix O: The Essentials of Marketing Flipped and Active Learning Supplements Package 
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Appendix A: Syllabus for MKT 300 Marketing  
This syllabus was used for a 2-day per week delivery of MKT 300 Marketing – the undergraduate 
introduction to marketing course which is part of the business major core curriculum. The class met two 
days per week for 75 minutes in each class session. Each section of the class included 52 students. The 
class did not use any video lectures—relying on reading the SmartBook edition of Essentials of 

Marketing with LearnSmart to reinforce learning and hold students accountable for that reading.  

The syllabus for this class can be found on the following pages. All of the in-class activities were drawn 
from the Table in Appendix C.  

 



 

   

 
35 

MKT 300: Marketing  

MKT 300: Marketing  
 
 
 

Facilitator: Professor Joe Cannon e-mail address: Joe.Cannon@ColoState.edu 
Office: Rockwell 010 Phone number: 970-491-6609 
Class Meetings: Tuesday and Thursday – Section 1 8:00-9:15 or Section 2: 9:30 - 1045  
Office hours: Tuesdays 1:00-2:00 and Wednesdays 2:00-3:00, appointments and drop-ins welcome 

 
 
 
“Marketing requires separate work and a distinct set of activities. But it is a central dimension of the entire 
business. It is the whole business seen from the point of its final result, that is, from the customer's point of 
view. Concern and responsibility for marketing must permeate all areas of the enterprise.” 
 

Peter Drucker, Management 
 
Required Course Materials 
 

• Specially priced eBook/print book package: 
o SmartBook edition of Essentials of Marketing, 15th edition, by Perreault, Cannon, and McCarthy.  
o Loose-leaf version of Essentials of Marketing 15th edition, by Perreault, Cannon, and McCarthy. 
o Simulation: Practice Marketing 

• Let My People Go Surfing, by Yvon Chouinard. This book can be bought online or at the CSU bookstore – it will be 
used in other core business classes. 

• A computer will be needed for most class sessions – you may bring a tablet or laptop computer of any type. 
• Other readings: See RamCT for other linked readings. 

 
 

Course Description 
 
This course provides an overview of all the marketing activities involved in providing business customers and consumers 
with goods and services. More specifically, this course: (1) provides students with an understanding of marketing 
concepts; (2) applies learned marketing concepts to real world situations; (3) examines the adaptation of marketing 
strategy in a changing environment.  

This class is about marketing and marketing strategy planning. At its essence, marketing strategy planning is about 
figuring out how to do a superior job of satisfying customers. All business students need a firm understanding of 
marketing concepts and marketing strategy planning.  

The class focuses on the terminology and knowledge required to successfully navigate within the business world and to 
interact with marketing managers on an informed basis. If you decide to work in marketing, it will provide you a 
foundation upon which you can build and enhance your ability to be an effective marketing manager and marketing 
strategy planner. The course will also help you develop analytical abilities and how-to-do-it skills. You will be equipped 
to make marketing decisions. The course has been designed so that students from all majors will see how marketing will 
be useful in their careers – and how marketing interfaces with other functional areas. All businesspeople use marketing 
principles – in selling their ideas or getting a new job.  

We will be using some new teaching and learning approaches in this class. We will be “Flipping the Classroom.” What 
exactly does this mean? It means that we will be eliminating most in-class lectures and utilizing active learning 
approaches in the classroom. Active learning approaches leverage discussion, small group activities, games, and projects 
to achieve our learning objectives.  Active learning works when students come to class prepared – so you will have 
required reading assignments (with online quizzes) in advance of almost every class session. 
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Learning Objectives 
This course provides students a broad exposure to the principles of marketing – by the end of this class you will know 
“what marketing is” and “how to do it.” Along the way, we will foster and hone your analytical skills and the ability to 
apply models and frameworks to the marketing strategy planning process. 

By the end of Marketing (MKT 300), you will be able to: 

1. Understand and use basic marketing terminology. 
2. Understand and describe the key elements of the market environment: customers, competitors, company, and 

the external environment (economic, technological, political/legal, and cultural/social). 
3. Understand how marketing managers segment markets, choose target markets, and choose a desired positioning.  
4. Describe the elements of the marketing mix (Product, Place, Promotion, and Price) 
5. Drawing on an analysis of the market environment, develop a coherent marketing strategy that addresses the 

specific needs of a chosen target market. 
6. Understand how marketing operates in different countries. 
7. Understand ethical issues in marketing. 
8. Integrate and apply these concepts to develop a well-reasoned and effective marketing strategy and plan. 

Teaching Philosophy  
My teaching philosophy includes the following general principles.  

• First, I believe in having fun! I will make every effort to make our time in class interesting and fun.  
• Second, the class should be useful to everyone. Marketing is such a practical and important discipline – this class 

should make you a better businessperson and consumer. Marketing is everything and everything is marketing.  
• Third, the eBook & LearnSmart will operate as our primary source of foundational knowledge – and you will pick 

up most of that outside of class. I will go over more challenging topics in class – but I will not lecture on most of 
the content you read in the eBook.  

• Finally, I believe that marketing is best understood through application. So we will do many different exercises, in-
class discussions, group breakouts, and other activities to help you understand and learn effective marketing 
practices. The course is designed for a great deal of learning to occur in the classroom – so attendance and 
advance preparation are essential to your success. 

 
Learning Objectives and Learning Activities  
The model below is Bloom’s hierarchy of learning objectives – educators use it to design classes and learning materials. 
You might guess that your effectiveness as a businessperson, manager, or entrepreneur is closely linked to your skills in 
analyzing, evaluating, and creating – the upper levels of Bloom’s hierarchy. Bloom’s theory suggests that before you can 
master those skills, you need a foundation that begins with remembering, understanding and applying.  
 
In this class, the eBook, LearnSmart (which reinforces the eBook), lecturettes, and some of our in-class activities are 
designed to help you remember and understand marketing concepts and terminology. Much of that is pretty 
straightforward and best learned outside of class. This saves class time where I can act as a “guide on the side” to help you 
with applying, analyzing, evaluating, and creating. This is where we flip the classroom – because you will often do 
exercises and work on projects in-class instead of at home. At home, you need to get a solid grounding.  
 
Bloom’s Hierarchy of Learning  
 
 
 
 
 
  

o Essentials of Marketing eBook reading & LearnSmart  
o Occasional lecturettes  
o Some of the in-class activities and exercises 

o Marketing simulation – Practice Marketing 
o Personal marketing plan 
o Most in-class activities and exercises 
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Grades and Graded Activities 
The following are the points assigned to the various graded activities – and how the total points relates to final grades.  
 

Graded Activities Points Possible 

Four exams + Final exam 500 
LearnSmart (completion percentage of each chapter) 150 
Participation & in-class activities and exercises 200 

Personal Marketing Plan 100 
Practice Marketing – marketing simulation  50 
Total Possible Points 1000 

 

 
Four exams (400 points). We will have five exams including a comprehensive final. Exams are worth 75-125 points each (25 
points for each chapter covered on the exam). The final exam is worth 100 points. All exams utilize multiple-choice 
questions and cover material from the text book and anything we cover in class. Unless prior arrangements are made 
with the instructor, a missed exam will be given a zero grade. Permission to take a make-up exam will only be granted 
during unusual circumstances arranged in advance. Contact the professor prior to the scheduled test time to arrange for a 
make-up exam. Make-up exams may follow different formats (e.g., essay, long-answer questions) than the class exam.  

LearnSmart (150 points). LearnSmart is an online adaptive learning platform designed to reinforce your learning of the 
content from the eBook. LearnSmart assignments are due the day of class. Your grade is the “percent completed” by the 
due date/time. Your top 15 (of 17 possible) grades will be used to calculate your points.  

Participation & in-class activities (200 points). Participation & in-class activity grades are recorded almost every day class 
meets. Grading will be based on student participation in class or small group discussion, in-class activities, formal 
assignments or exercises completed during class (that may or may not be collected), and pop quizzes. Each assignment will 
be graded on a 10-point scale. If you miss an assignment, consider the following: 

• If you miss class, you receive a zero for that in-class assignment,  
• If you e-mail me in advance about your absence, you receive 3 points (instead of 10),  
• A missed assignment may be completed within a week of the time it was due with a 50% penalty.  
• Your three lowest scores will be dropped 
• Actions detrimental to class engagement – including texting, surfing the internet, or reading the newspaper 

among others – may negatively impact your grade. See the Student Professional Code of Conduct at the end of 
the syllabus.  

The Personal Marketing Plan (100 points). This project requires you to write a mini marketing plan for yourself. The plan 
should be written to give you a framework for marketing yourself to potential employers or a graduate school – or 
wherever you want to go next in your life. It will be graded on how well it reflects the structure of a marketing plan and 
applies the concepts to this situation. It will also be covered in class.  

Practice Marketing – simulation (50 points). You will be working in teams in a competitive simulation that will allow you to 
apply your marketing skills. More details will be provided later in the semester on this on this activity. 

Percentage Point range Grade  Percentage Point range Grade 

92% or higher 920 or more A  77 – 79.99% 770 – 799 C+ 
90 – 91.99% 900 – 919 A-  70 – 76.99% 700 – 769  C 
87 – 89.99% 870 – 899  B+  60 – 69.99% 600 – 700 D 
82 – 86.99% 820 – 869  B  Less than 60% Below 600 F 
80 – 81.99%  800 – 819  B-     
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Academic Integrity and Cheating 

Fairness is one of my highest personal and professional values. I try to treat all students fairly – and I expect all students to 
treat me and their peers fairly. In this class, fair means (in part) that unless explicitly noted, all assignments and exams 
should be completed individually. Giving, receiving, or using unauthorized assistance on any assignment can result in 
penalties up to and including automatic failure in the course. Note that it is a violation of academic integrity to add a 
student’s name to an assignment when that student didn’t contribute to work on the assignment.  

Student Professional Code of Conduct, Department of Marketing 
The Department of Marketing has created this Student Code of Conduct to support a productive and stimulating learning 
environment in all marketing classes. The code is designed to help ensure a positive atmosphere for the vast majority of 
students who currently exhibit the professional standards detailed below.   

• Students should exhibit professional classroom values and behavior by: 
o Engaging in appropriate communication and interaction. 
o Demonstrating trust, respect and civilities. 
o Approaching course content as important and necessary for success in business. 
o Engaging in responsible classroom activities such as: 

§ turning off cell phones 
§ not using electronic devices to send or receive messages during class, avoiding unnecessary talking 
§ not reading outside material or doing other work during class 

• Students should contribute to a positive learning environment by: 
o Arriving, attending, and departing class in a professional manner. 
o Taking responsibility for team and individual assignments. 
o Developing cooperative relationships with other students and faculty.  

• Students should support a professional environment within the College of Business by: 
o Avoiding inappropriate language in and near classrooms and offices. 
o Refraining from unrealistic expectations in dealing with administration, faculty, and staff. 

• Students must uphold the academic integrity standards as explained in the university’s 2010-2011 General Catalog 
(www.catalog.colostate.edu). Academic integrity is conceptualized as doing and taking credit for one’s own work. 
Violations of the university’s academic integrity standards include, but are not limited to: 
o Cheating in the classroom. “Cheating includes using unauthorized sources of information and providing or 

receiving unauthorized assistance on any form of academic work.”  
o Plagiarism. “Plagiarism includes the copying of language, structure, ideas, or thoughts of another, and 

representing them as one’s own without proper acknowledgment.”  
o Unauthorized Possession or Disposition of Academic Materials. “Unauthorized possession or disposition of 

academic materials includes the unauthorized selling or purchasing of examinations or other academic work; 
stealing another student’s work; unauthorized entry to or use of material in a computer file; theft or mutilation 
of library materials; and using information from or possessing exams that an instructor did not authorize for 
release to students.” 

o Falsification. “Falsification encompasses any untruth, either verbal or written, in one’s academic work.”  
o Facilitation of Cases of Academic Dishonesty. “Facilitation of any act of academic dishonesty including cheating, 

plagiarism, and/or falsification of documents also constitutes violation of Colorado State University’s academic 
integrity.”  
§ Violations of Colorado State University’s academic integrity policies will be handled in accordance with 

the procedures discussed in the 2015-2016 General Catalog.  

Please note that faculty members and administrative professionals at CSU must also abide by a Code of Ethical Behavior. 
This code is included on the CSU website (http://facultycouncil.colostate.edu/files/manual/sectiond.htm#D.9) and states 
among other things that faculty members are expected to “maintain a high level of discretion and respect in personal and 
professional relations with students, staff, and the public.” This code also notes that faculty must eschew academic 
misconduct such as fabrication, falsification, and plagiarism. 
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MKT 300 – Marketing – Spring 2018 - Tentative Course Schedule (subject to change) 
Students are responsible for any additional assignments posted on Canvas or announced in class.  
 

Week/ 

Dates 

 

Topic 

 

Class Prep (see Canvas for latest assignments) 

 

Due this week 

 

Unit 1: Foundations of Marketing 

1 
Week of 1-18 

Course Overview  
An introduction to marketing  
 

Essentials of Marketing: Read chapter 1  
Canvas: Check for more assignments 
 

 

2 
Week of 1-25 

Introduction to marketing strategy planning 
 

Essentials of Marketing: Read chapter 2 
Canvas: Check for more assignments 
 

LearnSmart chapter 1 
LearnSmart chapter 2 
 
 

3 
Week of 2-1 

Evaluating marketing opportunities & the 
marketing environment 
Segmentation, targeting and positioning  
 

Essentials of Marketing: Read chapter 3  
Essentials of Marketing: Read chapter 4 
Canvas: Check for more assignments 
 
 

LearnSmart chapter 3 
LearnSmart chapter 4 
 

4 
Week of 2-8 

First Exam - Chapters 1 – 4  Exam 1 – February 11 (100 point exam)  

 

Unit 2: Understanding Customers 

 Customer behavior (consumers) 
[Colorado Business College Career Fair day] 

Essentials of Marketing: Read chapters 5 
Canvas: Check for more assignments 
 

LearnSmart chapter 5 
 

5 
Week of 2-15 

Customer behavior (B2B) 
Introduction to the Personal Marketing Plan 
project 
 

Essentials of Marketing: Read chapters 6 
Canvas: Check for more assignments 
Read Appendix C 
Introduction to the Personal Marketing Plan 

 

LearnSmart chapter 6 
 

6 
Week of 2-22 

Market research 
 

Essentials of Marketing: Read chapter 7 
Canvas: Check for more assignments 
Let My People Go Surfing: History 
 

LearnSmart chapter 7 
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7 
Week of 2-29 

Second exam on Chapters 5 – 7 Exam 2 – March 1 (75 point exam)  

 

Unit 3: Product & Place 

7 
Week of 2-29 

Product - Overview Essentials of Marketing: Read chapter 8  
Canvas: Check for more assignments 
 

LearnSmart chapter 8 
 

8 
Week of 3-7 

Product – Product life cycle and new product 
development 

Essentials of Marketing: Read chapter 9 
Canvas: Check for more assignments 
Let My People Go Surfing: Product Design Philosophy 
 

LearnSmart chapter 9 

 
Spring Break – Have fun! 

Week 9 
Week of 3-21 

Place – channels of distribution Essentials of Marketing: Read chapter 10 
Essentials of Marketing: Read chapter 12  

Let My People Go Surfing: Distribution Philosophy 
Canvas: Check for more assignments 
 

LearnSmart chapter 10  
LearnSmart chapter 12 

10 
Week of 3-28 

Third exam on Chapters 8-10 & 12 
 

Exam 3 – March 29 (100 point exam) 
 

 

 

Unit 4: Promotion & Price 

10 
Week of 3-28 

Promotion – Integrated marketing 
communications & personal selling 

Essentials of Marketing: Read chapter 13 
 

LearnSmart chapter 13  
 

11 
Week of 4-4 

Promotion – Integrated marketing 
communications & personal selling 

 

Essentials of Marketing: Read chapter 14 
Let My People Go Surfing: Image Philosophy 
Canvas: Check for more assignments 
 

LearnSmart chapter 14  
LearnSmart chapter 15  
 
 

12 
Week of 4-11 

Promotion – Advertising, publicity, and sales 
promotion  

Price – Pricing objectives and policies & setting 
prices 

 

Essentials of Marketing: Read chapter 15  
Essentials of Marketing: Read chapter 16  
Canvas: Check for more assignments 
 

 
LearnSmart chapter 16  
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13 
Week of 4-18 

Price – Pricing objectives and policies & setting 
prices 

 

Read Practice Marketing Student Manual 
Essentials of Marketing: Read chapter 17 
Personal Marketing Plan due November 19 

 

LearnSmart chapter 17  
 

14 
Week of 4-25 

Fourth exam – chapters 13-17  
 

Exam 4 – April 26 (125 point exam) 
 

 

 

Unit 5: Integration – Pulling it All Together 

14 
Week of 4-25 

Computer simulation – Practice Marketing  
 

 

 

 

15 
Week of 5-2 

Ethical marketing in a consumer-oriented world 
Course wrap-up  
 

Essentials of Marketing: Read chapter 18 
Let My People Go Surfing: Financial Philosophy & 

Environmental Philosophy (187-194, then skim)  
 

LearnSmart chapter 18  
 

16 Final Exam Final Exam (100 points) Monday May 9, 6:20-8:20 in 
Rockwell 167 
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Appendix B: MKT 305 Syllabus and Planning Document (blended learning 
model) 

• Planning document for MKT 305 

• Syllabus Blended learning exams – one day per week 

 

MKT 305 Fundamentals of Marketing is a core course in our business minor. This course was designed as 

a blended learning course. For us that meant the class met face-to-face for half the usual amount of 

time – in this case for one day per week for 75 minutes. For three exams, the class met an extra time so 

as not to take limited class time for exams. The class was capped at 52 students. To replace one of the 

class meetings, students were assigned to watch video lectures (typically 30-45 minutes total per week). 

In addition, they were assigned to complete 2-3 Connect Interactive online homework exercises. These 

are included in the Essentials of Marketing teaching and learning package. They are automatically 

graded and sync with my learning management system (Canvas) gradebook. The system syncs with most 

of the major learning management systems.  

Because this class was more complicated—I started with a “Planning Guide.” I thought some readers 

might be interested in seeing this document. So it is also included here.  
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Planning Guide for MKT 305 
 

Color coding key for planning document 

Video Lectures Textbook reading and LearnSmart Connect interactives 

In-class activity In-class lectures Exam related 

LO = Chapter learning objective from textbook 

 

LO Online Preparation (on Canvas) In-Class (on Canvas after class) 

Week 1 (intro to course)  

 V0.1 Introducing…  

 V0.2 What is this class about? (syllabus 

walkthrough) 

 

  0.1 How do you study? 

  Lecture: Why learn this way? 

1-1 & 1-3  ICA 1.1 What is Marketing? 

  Lecture: What is this class about?  

   

Week 2 (Chapter 1)  

 V0.3 Your online textbook  

 VW.2 Week 2 in MKT 305  

 V1.1 Chapter 1 preview  

All C1 Read & LearnSmart Chapter 1  

1-1 V1.2 Why marketing matters to you?  

1-5 & 1-6 V1.3 Marketing concept & customer value  

1.1, 1.4, 1.5 E1.4 – Chick fil A   

 E1.5 – iSeeIt! Value Creation  

1.5  Lecture: Marketing-orientation and 

customer-oriented  

1.5  ICA 1.2 Marketing-oriented vs 

production-oriented 

2.3  ICA 1.3 Ethical challenges in marketing  

Week 3 (chapters 2 and 3)  

 VW.3 Week 3 in MKT 305  

2.X V2.1 Chapter 2 Preview  

All C2 Read & LearnSmart Chapter 2  

2-2 & 2-3 & 

2.4 

V2.2 Marketing strategy, target marketing and 

marketing mixes 

 

2.6 V2.3 CLV and CE  

2.7 V2.4 Attractive opportunity + MSPPM  

 E2.5 iSeeIt! Strategy   
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2.7 E2.2 Mktg Strategy Process Planning Model  

3.X V3.1 Chapter 3 Preview  

All C3 Read & LearnSmart Chapter 3  

All C3 V3.2 Macroenvironmental variables   

3.3 E3.X iSeeIt! Macroenvironmental factors  

2.4  ICA 2.1 Mass marketing vs target 

marketing 

2.7  ICA 2.4 Opportunity types  

3.1,4,5,6,7  ICA 3.1 How marketing 

environmental… 

Week 4 (Chapter 4)  

All C4 VW.4 This week in MKT 305  

 V4.1 Chapter 4 preview  

All C4 Read & LearnSmart Chapter 4  

4.1 V4.2 Product markets  

4.2 V4.3 Segmentation   

4.6 V4.4 Differentiation and positioning  

 VPM.1 Introduction to Practice Marketing  

4.4 E4.3 Qualifying and Determining   

4.4, 4.6 E4.5 iSeeIt! Segmentation Process  

  ICA 4.2 Product-markets and 

advertising 

  ICA 4.5 Mini-Sim - Segmentation 

EXAM 1 (Chapters 1-4)   

   

Week 5 (Chapter 5)  

All C5 VW.5 This week in MKT 305  

 V5.1 Chapter 5 preview  

All C5 Read and LearnSmart Chapter 5  

5.2 V5.2 Psychological influences  

5.6 V5.3 Consumer decision process  

5.6 E5.4 Consumer Decision Process  

5.6  ICA 5.2 Consumer Decision Process 

  NOTE: In-class exam review 

   

Week 6 (Chapters 6 and 7)  

All C6 VW.6 This week in MKT 305  

 V6.1 Chapter 6 preview  

All C6 Read and LearnSmart Chapter 6  

 V6.2 How do businesses buy differently  

 V6.3 The organizational buying process  

 E6.6 The B2B Buying Process  
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All C7 V7.1 Chapter 7 preview  

All C7 Read and LearnSmart Chapter 7  

7.2 7.3 & 

7.4 

V7.2 The scientific method and marketing 

research 

 

   

 E7.2 Five-Step Approach To Mktg Research  

 E7.5 The Marketing Research Process  

7.2, 7.3, 7.4, 

7.5 & 7.6 

 ICA 7.1 Population Services in Kenya 

   

Week 7 (Chapter 8)  

All C8 VW.7 This week in MKT 305  

8.1 V8.1 Chapter 8 preview (What is product)  

All C8 Read and LearnSmart Chapter 8  

8.2 V8.2 Goods and services  

8.3 V8.3 Branding   

8.6, 8.7, 8.8 V8.4 Product classes  

8.4, 8.5, 8.6 E8.4 Legal Environment & Product Decisions  

8.4 E8.5 iSeeIt! Brand equity  

  ICA 8.1 Classifying consumer products 

  ICA 8.2 Classifying business products 

   

Week 8 (Chapter 9)  

All C9 VW.8 This week in MKT 305  

 V9.1 Chapter 9 preview  

All C9 Read and LearnSmart Chapter 9  

 V9.2 Managing products over the PLC  

 V9.3 New product development  

 V9.4 Service quality  

 E9.3 Toyota Prius and PLC Drop one of these three 

 E9.5 New Product Development  

 E9.6 iSeeIt! Service Quality  

  ICA 9.1 Identifying PLC 

  ICA 9.2 NPD process 

   

EXAM 2 (Chapters 5-9)  

   

Week 9 (Chapter 10)  

All C10 VW.9 This week in MKT 305  

 V10.1 Chapter 10 preview  

All C10 Read and LearnSmart Chapter 10  

10.1,10.2 V10.2 Setting up channel systems  
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10.3 V10.3 Channel specialists, discrepancies & 

separations 

 

10.6, 10.7 V10.4 Intensive, selective, and exclusive 

distribution 

 

10.3 E10.2 Regrouping Using Intermediaries  

10.2 E10.2 iSeeIt! Supply Chain  

  ICA  10.1 Determine market exposure… 

  Ethical Dilemma (backup – if time) 

  NOTE: In-class exam review 

   

Week 10 (Chapter 12)  

 VW.10 This week in MKT 305  

 V12.1 Chapter 12 preview  

All C12 Read and LearnSmart Chapter 12  

12.2 V12.2 Planning a retailer’s strategy  

12.3 V12.3 Types of retailers  

12.4 V12.4 Retailing and the Internet  

12.2 E12.X iSeeIt! Retail Strategy  

12.3, 12.4 EPM Choosing Channels (mini-sim)  

  ICA 12.1 Home Depot Case 

  ICA 12.2 Right kind of wholesaler 

   

Week 11 (Chapters 13 & 14)  

 VW.11 This week in MKT 305  

 V13.1 Chapter 13 preview  

All C13 Read and LearnSmart Chapter 13  

13.1 V13.2 Promotion methods  

13.3 V13.3 Promotion objectives and methods  

13.4, 13.5 V13.4 Communication models  

13.6 V13.5 Blending, push and pull  

13.7 Promotion, adoption, and product life cycle  

13.1 E13.6 iSeeIt Advertising, Promotions, & PR   

13.7 E13.3 Adoption of Products-Consumer Tech  

 V14.1 Chapter 14 preview  

All C14 Read and LearnSmart Chapter 14  

14.1, 14.2 V14.2 What is personal selling?  

14.7  V14.3 Compensating and motivating 

salespeople 

 

14.8 V14.4 Personal selling techniques  

14.1, 14.2, 

14.8 

E14.2 Key Steps in the Personal Selling  

14.1, 14.2 E14.3 Video Case Professional Selling  
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Plan13.4, 

13.5 

 ICA 13.1 Traditional and customer-

initiated communication processes 

13.7  ICA 13.2 Adopter categories and 

promo 

   

Week 12 (Chapter 15)  

 VW.12 This week in MKT 305  

 V15.1 Chapter 15 preview  

All C15 Read and LearnSmart Chapter 15  

15.2, 15.3 V15.2 Advertising objectives and kinds  

15.5 V15.3 Digital and mobile advertising  

15.6 V15.4 AIDA and the message  

15.10 V15.5 Sales promotion  

15.2 E15.2 Advertising Objectives  

15.4, 15.6 EPM Media and Message (mini-sim)  

15.2, 15.3  ICA 15.1 Advertising objectives and 

kinds of advertising 

  ICA 15.2 Identifying kinds advertising 

   

Week 13 (Chapter 16)  

 VW.13 This week in MKT 305  

 V16.1 Chapter 16 preview  

All C16 Read and LearnSmart Chapter 16  

16.1, 16.2 V16.2 Paid, earned, and owned media  

16.3 V16.3 Search, pass-along, experience  

16.4 V16.4 Owned media  

16.5, 16.6 V16.5 Earned media  

16.7, 16.8 V16.6 Social media  

16.1, 16.2, 

16.3 

E16.1 Publicity and Social Media  

16.3 E16.2 Media and How Consumer Obtain Info  

16.6 E16.8 iSeeIt! Social Media Metrics NOTE: computer needed in class… 

16.1, 16.2, 

16.3, 16.4 

 ICA 16.1 Find examples of paid, owned, 

and earned media 

16.1, 16.2, 

16.7, 16.8 

 ICA 16.2 Using social media in the 

promotion blend 

   

EXAM 3 (Chapters 10-16)  

   

Week 14 (Chapters 17 & 18)  

 VW.14 This week in MKT 305  

 V17.1 Chapter 17 preview  
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All C17 Read and LearnSmart Chapter 17  

17.1 V17.2 Price’s strategy dimensions  

17.3 V17.3 Price flexibility policies  

17.4 V17.4 Price and the product life cycle  

17.6 V17.5 Price and customer value  

17.7 V17.6 Pricing and the law  

17.7 E17.1 Pricing and Legislation  

17.1, 17.2 E17.2 Pricing Objectives  

 V18.1 Chapter 18 preview  

All C18 Read and LearnSmart Chapter 18  

18.1 V18.2 Pricing and markups  

18.2 V18.3 Average cost pricing   

18.3 V18.4 Break-even analysis  

18.4 V18.4 Marginal analysis  

18.5 V18.5 Demand oriented approaches   

18.1, 18.3 EPM Price setting (mini sim)  

  18.5 Mallory’s Lemonade Stand 

  NOTE: In-class exam review 

   

Week 15 (Practice Marketing Simulation)  

 VW.15 This week in MKT 305  

 V.PM Practice Marketing preview  

 Read Practice Marketing manual  

 Marketing plan assignment for simulation  

  Practice Marketing Simulation 
   

Week 16 (Final Exam)  

FINAL EXAM (Comprehensive – chapters 1-10, 12-18, with more on chapters 17  & 18)  
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MKT 305: Fundamentals of Marketing  

Spring 2018 
A blended learning approach 

 

Facilitator: Professor Joe Cannon 

L.A. Mitchell 

e-mail address: Joe.Cannon@ColoState.edu 

LA.Mitchell@ColoState.edu  

Office: Cannon: Rockwell 010 

Mitchell: Rockwell 023 

Phone number: Cannon: 970-491-6609  

Mitchell: 303-596-8412 

Class meets when? Section 5: Mondays 3:00-4:15 and occasional Fridays 3:00-3:50 (see course schedule) 

 Section 7: Wednesdays 3:00 – 4:15 and occasional Fridays 4:00-4:50 (see course schedule) 

Class meets where? Walnut Building 118 

Office hours: Cannon: Mondays and Wednesdays 1-2:15 and by appointment.  

 Mitchell:  Mondays, Wednesdays, and Fridays 9:00 – 10:30 and by appointment 

 
 

“Marketing requires separate work and a distinct set of activities. But it is a central dimension of the entire 
business. It is the whole business seen from the point of its final result, that is, from the customer's point of view. 
Concern and responsibility for marketing must permeate all areas of the enterprise.” 
 

Peter Drucker, Management 
 
Required Course Materials 
 

• Specially priced eBook book package through CSU Inclusive Access program.  

o SmartBook edition of Essentials of Marketing, 15
th edition, by Perreault, Cannon, and McCarthy (link via 

Canvas)  

o Simulation: Practice Marketing 

• A computer will be needed for many class sessions – you may bring a tablet or laptop computer of any type. 

 
Course Description 
 
This course provides an overview of all the marketing activities involved in providing business customers and consumers 

with goods and services. More specifically, this course: (1) provides students with an understanding of marketing 

concepts; (2) applies learned marketing concepts to real world situations; (3) examines the adaptation of marketing 

strategy in a changing environment.  

This class is about marketing and marketing strategy planning. At its essence, marketing strategy planning is about figuring 

out how to do a superior job of satisfying customers. All business students need a firm understanding of marketing 

concepts and marketing strategy planning.  

The class focuses on the terminology and knowledge required to successfully navigate within the business world and to 

interact with marketing managers on an informed basis. If you decide to work in marketing, it will provide you a 

foundation upon which you can build and enhance your ability to be an effective marketing manager and marketing 

strategy planner. The course will also help you develop analytical abilities and how-to-do-it skills. You will be equipped to 

make marketing decisions. The course has been designed so that students from all majors will see how marketing will be 

useful in their careers – and how marketing interfaces with other functional areas. All businesspeople use marketing 

principles – in selling their ideas or getting a new job.   
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A “Blended Learning” Approach 
We deliver this course in a “blended learning” format. What exactly does this mean? It means the class is half online and 

half face-to-face. We moved most of the typical “lectures” to online video. We have created online reading, quizzes, and 

exercises. When you come to class, we will focus on in-class activities—students work in small groups on an active learning 

exercises. Active learning approaches leverage discussion, small group activities, games, and exercises to achieve our 

learning objectives.  Active learning only works when students come to class prepared – so you will have required reading 

assignments (with online quizzes) in advance of almost every class session.  

Each week you will be required to complete online assignments before coming to class.  

• Weekly online assignments: 

o Read one (sometimes two) chapter from the SmartBook version of Essentials of Marketing. 

o Answer about 30-40 questions per chapter you read – right in SmartBook!  

o Finish assigned online homework (Connect Interactive) exercises – on the textbook website 

o Watch 2-5 short video “lectures” 

• In class (on Monday OR Wednesday afternoons depending on your section):  

o We answer student questions,  

o Students work in small groups on active learning exercises.  

o On three Friday afternoons, you will attend class to take an exam.  

 

Most students find several benefits to the blended learning structure. First, the approach offers greater flexibility with less 

required in-class time. Second, the video lectures are short (generally 5-15 minutes) and can be sped up if the topic comes 

easy or watched more than once if the topic is difficult. Third, the active learning elements of the in-class learning provide 

a stickier (meaning you will remember it longer) learning experience. Active learning also allows you to apply concepts you 

learn in this class.  

The approach does have drawbacks. Students must assume greater responsibility for their learning. Students must stay on 

top of the class and complete the weekly assignments before coming to class. The preparation—including reading, online 

interactive exercises, online quizzes and online videos must be completed by due dates. Students must attend class—a lot 

of learning occurs here. It occurs in small groups—so you cannot easily make it up outside of class. When you arrive in 

class, learning happens by applying the concepts you first picked up in your preparation.  

Bottom line: if you want to earn a good grade, this class requires that you attend (only once a week but you cannot miss 
many classes) and that you complete regular, weekly assignments. 

 

Learning Objectives 
This course provides students a broad exposure to the principles of marketing – by the end of this class you will know 

“what marketing is” and “how to do it.” Along the way, we will foster and hone your analytical skills and the ability to 

apply models and frameworks to the marketing strategy planning process. 

By the end of Fundamentals of Marketing (MKT 305), you will be able to: 

9. Understand and use basic marketing terminology. 

10. Understand and describe the key elements of the market environment: customers, competitors, company, and 

the external environment (economic, technological, political/legal, and cultural/social). 

11. Understand how marketing managers segment markets, choose target markets, and choose a desired positioning.  

12. Describe the elements of the marketing mix (Product, Place, Promotion, and Price) 

13. Drawing on an analysis of the market environment, develop a coherent marketing strategy that addresses the 

specific needs of a chosen target market. 

14. Understand how marketing operates in different countries. 

15. Evaluate ethical issues in marketing. 

16. Integrate and apply these concepts to develop a well-reasoned and effective marketing strategy and plan. 
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Our Teaching Philosophy  
Our teaching philosophy includes the following general principles.  

• First, we believe in having fun! We will make every effort to make our time in class interesting and fun.  

• Second, the class should be useful to everyone. Marketing is such a practical and important discipline – this class 

should make you a better businessperson and consumer. Marketing is everything and everything is marketing.  
• Third, the eBook & LearnSmart will operate as our primary source of foundational knowledge – and you will pick 

up most of that outside of class. I will go over more challenging topics in class – but I will not lecture on most of 

the content you read in the eBook.  

• Finally, I believe that marketing is best understood through application. So we will do many different exercises, in-

class discussions, group breakouts, and other activities to help you understand and learn effective marketing 

practices. The course is designed for a great deal of learning to occur in the classroom – so attendance and 
advance preparation are essential to your success. 

 
Grades and Graded Activities 
The following are the points assigned to the various assignments and exams.  

 

Graded Activities Points Possible 

Exams (three exams + final exam) 500 

LearnSmart (completion percentage of each chapter) 120 

Participation and in-class Activities 150 

Online Homework (Connect Interactive) exercises 130 

Simulation: Practice Marketing 50 

Business Research Experience 50 

Extra credit (opportunities noted)  [30] 

Total Possible Points 1000 

 

 
Exams (500 points). We will have three exams plus a comprehensive final. Exams vary in point value depending on the 

number of chapters covered by the exam:  

• Exam 1 covers 4 chapters (100 points),  

• Exam 2 covers 5 chapters (125 points),  

• Exam 3 covers 6 chapters (150 points), and 

• Final Exam (125 points total) will include our last two book chapters (50 points) plus a comprehensive portion 

(worth 75 points).  

All exams utilize multiple-choice questions and cover material from the text book and anything we cover in class. Unless 
prior arrangements are made with the instructor, a missed exam will be given a zero grade. Permission to take a make-

up exam will only be granted during unusual circumstances arranged in advance. Contact the professor prior to the 

scheduled test time to arrange for a make-up exam. Make-up exams may follow different formats (e.g., essay, long-answer 

questions) than the exam given in class.  

Percentage Point range Grade  Percentage Point range Grade 
92% or higher 920 or more A  77 – 79.99% 770 – 799 C+ 

90 – 91.99% 900 – 919 A-  70 – 76.99% 700 – 769  C 

87 – 89.99% 870 – 899  B+  60 – 69.99% 600 – 700 D 

82 – 86.99% 820 – 869  B  Less than 60% Below 600 F 

80 – 81.99%  800 – 819  B-     
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LearnSmart (120 points). LearnSmart is an online adaptive learning platform designed to reinforce your learning of the 

content from the eBook. LearnSmart assignments are due the day of class. Your grade is the “percent completed” by the 

due date/time. Your top 15 (of 17 possible) grades will be used to calculate your points. If all LearnSmarts are completed 

you get 10 points extra credit.  

Participation & in-class activities (150 points). Participation & in-class activity grades are recorded each class meeting. 

Grading will be based on student participation in class or small group discussion, in-class activities, formal assignments or 

exercises completed during class (that may or may not be collected), and pop quizzes. Lowest two scores are dropped. 

Extra credit (10 points) for attending all class sessions and completing all in-class activities. Each assignment will be graded 

on a 10-point scale. If you miss an assignment, consider the following: 

• If you miss class, you receive a zero for that in-class assignment,  

o If you e-mail L.A. Mitchell in advance about your absence, you receive 2 points (instead of 10).  

o A missed assignment may be completed within a week of the time it was due with a 50% penalty (all in-

class activities are posted on Canvas).  

o If you complete the make-up in-class activity and provide advance e-mail warning, you max out at 6/10.   

• Actions considered distracting or detrimental to lass engagement—including texting, surfing the internet, or 

reading the newspaper among others—negatively impact your grade. See the Student Professional Code of 

Conduct at the end of the syllabus.  

Online Homework Exercises (130 points) The Connect platform (where you SmartBook is housed) includes a variety of 

different activities designed to help you learn the marketing concepts in this class. You are required to complete 26 of 

these homework exercises of the 30 assigned (we will drop your four lowest scores). These assignments are graded 

automatically. You can complete each twice to get a higher grade. Completing all exercises qualifies for 10 points of extra 

credit.  

Simulation: Practice Marketing (50 points). You will work in teams in a competitive marketing simulation that allows you to 

apply your marketing skills. More details will be provided later in the semester on this on this activity. 

Business Research Experience (50 points). The business research experience provides students with an opportunity to 

participate in business research.  Participating students can learn from observing the research process while assisting 

College of Business (COB) students and faculty as they work toward developing a better understanding of various aspects 

of business. This research experience can be achieved by completing one of the following assignments by Friday, May 4:  

1) Participating in research 

2) Summarizing and critiquing a scholarly business research article.  

More details about the two Business Research Experience options will be posted on Canvas.  

Extra Credit (30 points). The LearnSmart, in-class activities, and online exercises all have a “drop your lowest score(s)” 

feature. For each category of these assignments that are fully completed (all LearnSmart; attended all class sessions and 

completed all in-class activities; and finished all online exercises), a student will earn an additional 10 points of extra 

credit. This could potentially lead to 30 points of extra credit!  

Policy on Reviewing Grades. Consistent with CSU policy, you have one week once exam or assignment grades are posted to 

appeal any grade. Should you disagree with the grading of an exam question or assignment, you will be required to 

provide an explanation in writing (use e-mail), with appropriate references to class or textbook material. 
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MKT 305 Fundamentals of Marketing Course Schedule (subject to change)  

Week of Topic Reading  Online Activity 

*Note: specific assignment due dates will be posted on Canvas – typically assignments due before class meets.  

1-15 Course overview & introduction to 

marketing 

 Video lectures 

 

1-22 Marketing’s value to consumers, 

firms and society 

Chapter 1 

 

Read Chapter 1 and complete LearnSmart & homework  

Video lectures 

1-29 Marketing strategy planning & the 

marketing environment 

Chapter 2  

Chapter 3 

Read Chapter 2 and complete LearnSmart & homework  

Read Chapter 3 and complete LearnSmart & homework  

Video lectures 

2-5 Segmentation, targeting, and 

positioning 

Chapter 4 Read Chapter 4 and complete LearnSmart & homework  

Video lectures 

 EXAM 1 – Chapters 1-4 (100 points) in class on February 9 

2-12 Consumer behavior Chapter 5 

 

Read Chapter 5 and complete LearnSmart & homework  

Video lectures 

2-19 Organizational buying behavior & 

Market research 

Chapter 6 

Chapter 7 

Read Chapter 6 and complete LearnSmart & homework  

Read Chapter 7 and complete LearnSmart & homework 

Video lectures 

2-26 Product – Overview Chapter 8 Read Chapter 8 and complete LearnSmart & homework  

Video lectures 

3-5 Product – Product life cycle and 

new product development 

Chapter 9 Read Chapter 9 and complete LearnSmart & homework 

Video lectures 

 EXAM 2 – Chapters 5-9 (125 points) in class on March 9 

3-12 -----------SPRING BREAK------------ 

3-19 Place – channels of distribution 

 

Chapter 10 Read Chapter 10 and complete LearnSmart & homework 

Video lectures 

3-26 Place – retailing 

 

Chapter 12 Read Chapter 12 and complete LearnSmart & homework  

Video lectures 

4-2 Promotion – IMC and personal 

selling 

 

Chapter 13 

Chapter 14 

Read Chapter 13 and complete LearnSmart & homework 

Read Chapter 14 and complete LearnSmart & homework 

Video lectures 

4-9 Promotion – Advertising and sales 

promotion 

Chapter 15 Read Chapter 15 and complete LearnSmart & homework 

Video lectures 

4-16 Promotion – Earned, owned and 

social media 

Chapter 16 Read Chapter 16 and complete LearnSmart & homework 

Video lectures 

 EXAM 3 – Chapters 10, 12-16 (150 points) in class on April 20 

4-23 Price – Objectives, policies, and 

setting 

Chapter 17 

Chapter 18 

Read Chapter 17 and complete LearnSmart & homework 

Read Chapter 18 and complete LearnSmart & homework 

Video lectures 

4-30 Practice Marketing simulation  Assignment posted online 

5-7 FINAL EXAM  

• Section 5 – Monday, May 7, 4:10-6:10 p.m. 

• Section 7 – Monday, May 7, 11:50-1:50 p.m. 
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Appendix C: Table of In-Class Activities for use with Essentials of Marketing 
Chapter # Title Learning Objective(s) 

1 1-1 What is marketing? 1.1 

1 1-2 Marketing-oriented vs. production-oriented firms 1.5 

1 1-3 Ethical challenges in marketing 1.7 

2 2-1 Mass marketing vs target marketing 2.3 

2 2-2 Developing a unique marketing mix for each target market 2.2, 2.3. 2.4, 2.7 

2 2-3 Recognizing elements of the marketing strategy planning 

process model 

2.4, 2.7 

2 2-4 Opportunity types 2.8 

3 3-1 How marketing environment variables affect strategy planning 3.1, 3.4, 3.5, 3.6, 3.7 

3 3-2 Analyzing competitor's strategies - Teague's Ace Hardware case 3.4 

4 4-1 Product-markets vs generic markets 4.1 

4 4-2 Product-markets and generic markets from advertising 

examples 

4.1, 4.2 

4 4-3 Applying segmentation concepts 4.1 

4 4-4 The positioning statement 4.6 

4 4-5 Practice Marketing Mini-Sim - Segmentation 4.2, 4.3 

5 5-1 Influences on consumer buyer behavior 5.2, 5.3, 5.4 

5 5-2 Consumer decision process 5.6 

6 6-1 Analyzing organizational buying behavior 6.2, 6.3, 6.4 

6 6-2 Using NAICS codes to analyze business markets 6.6 

7 7-1 Population Services in Kenya 7.2, 7.3, 7.4, 7.5, 7.6 

7 7-2 Evaluating market research 7.4, 7.5 

8 8-1 Classifying consumer products 8.6 

8 8-2 Classifying business products 8.6 

8 8-3 Achieving brand familiarity 8.3 

9 9-1 Identifying a product's stage in the product life cycle 9.1 

9 9-2 New-product development process 9.3 

10 10-1 Determining market exposure policies 10.1, 10.6 

10 10-2 The Case of Right Rimes Hip Hop Style 10.1, 10.2, 10.3 

11 11-1 Evaluating physical distribution alternatives 11.2 

11 11-2 Integrating physical distribution 11.3, 11.4 

12 12-1 Home Depot Case  

12 12-2 Choosing the right kind of wholesaler 12.7, 12.8 

13 13-1 The traditional and customer-initiated communication 

processes in promotion 

13.4, 13.5 

13 13-2 Adopter categories and promotion blends 13.7 

14 14-1 Analyzing the nature of the personal selling task 14.2, 14.8 

14 14-2 Selecting the appropriate kind of salesperson 14.2, 14.7 

15 15-1 Advertising objectives and kinds of advertising 15.2, 15.3 

15 15-2 Identifying different kinds of advertising 15.2, 15.3 

16 16-1 Find examples of paid, owned, and earned media 16.1, 16.2, 16.3. 16.4 

16 16-2 Using social media in the promotion blend 16.1, 16.2, 16.7, 16.8 

17 17-1 Using discounts and allowances to improve the marketing mix 17.3 
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17 17-2 Pricing and the law 17.7 

18 18-1 Elements of cost-oriented price setting 18.3 

18 18-2 Using break-even analysis to evaluate alternative prices 18.4 

18 18-3 Setting the most profitable price and quantity to produce  18.3, 18.4 

18 18-4 Using marginal analysis to set the most profitable price and 

quantity to produce 

18.5 

18 18-5 The Case of Mallory's Lemonade Stand (A) and (B) 18.1, 18.3, 18.4, 18.5, 

18.6 

19 19-1 Does micro-marketing cost too much? 19.2 

19 19-2 Does macro-marketing cost too much? 19.3 

BC1 BC1-1 Sales and performance analysis BC1.3, BC1.4 

BC1 BC1-2 Marketing cost analysis BC1.3, BC1.4, BC1.5 

BC2 BC2-1 Cross-functional influences on marketing mix planning BC2.1, BC2.2, BC2.3, 

BC2.4, BC2.5, BC2.7 

BC2 BC2-2 Marketing cost analysis for controlling BC2.5 

 

Note that all of the above listed in-class activities are provided in Word or PowerPoint formats. This 

allows an instructor to edit the exercise as they see fit.  
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Appendix D: In-Class Activity 1-2 Marketing oriented vs production-oriented 
firms & Teaching Note 

I like to use this in-class activity early in the course because the activity is pretty easy and reinforces an 

important marketing concept. The marketing concept and marketing orientation are central marketing 

concepts that students should understand early in the class. Most of the answers are pretty easy—but 

scenario 9 is challenging and usually leads to a good class discussion. I usually put scenario 8 on my first 

exam to make sure they know that what we learn in class can also appear on the exam—and to reward 

those paying attention in class.  

This is a pretty good example of a particular type of in-class activity included in the Essentials of 
Marketing package. The activity includes a number of diferent real-world scenarios and asks students to 

classify them. Many of the in-class activities require students to recognize and apply key terms and 

concepts from the textbook.  
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In-Class Activity 1-2: Marketing-oriented vs. production-oriented firms 
Introduction 

Business firms can be classified as either "production-oriented" or "marketing-oriented," depending on 

whether they have adopted the "marketing concept." The marketing concept is a modern philosophy that 

simply states that a firm should aim all its efforts at satisfying its customers—at a profit. This philosophy 

implies a total management commitment to (1) customer satisfaction, (2) a total company effort, and (3) 

profit, not just sales, as an objective of the firm. The same idea applies to nonprofits, but some measure 

of long-term success other than profit may serve as an objective. 

In general, a production-oriented organization tries to get customers to buy what the firm has produced, 

while a marketing-oriented firm tries to produce and sell what customers need. Actually, the terms 

"production-oriented" and "marketing-oriented" should be viewed as opposite ends of a continuum along 

which different firms could be placed. But it is often useful to classify a firm as being mainly production- or 

marketing-oriented. In practice, however, there is no simple way of identifying the two types of firms. 

Instead, one must look for subtle clues to help decide whether a firm is production-oriented or 

marketing-oriented. These clues can take many forms, such as the attitudes of management toward 

customers, the firm's organization structure, and its methods and procedures. 

Assignment 

This exercise gives you some practice in identifying production-oriented and marketing-oriented firms. 

You are given pairs of firms-and a clue about each firm. On the basis of these clues, you must decide which 

one of the two firms is more marketing-oriented and which is more production-oriented. Indicate which 

firm is marketing-oriented and which is production-oriented. Then briefly explain your answer.  

 

1.  Firm A:  "Our goal is to run at full capacity and sell everything that we make." 

 Firm B:  "Our goal is to build customer loyalty by designing products that they want to buy." 

Example Answer:  

A = Production-oriented, Firm B = Marketing-oriented. Firm A is interested in doing its own thing, while 
Firm B has focused its efforts on producing what customers want and need. 

 

2. Firm A: "We've given the people in this city one of the finest museums in the world, but hardly 

anyone attends. It's a case of misplaced social values-and something must be done about it." 

 Firm B:  "We've got to find out what it is about our museum exhibits that turn people away. It's a 

case of needing to do a better job of meeting people's needs-rather than sitting back and waiting for 

people to see the light." 

 

 

3. Firm A: "We're getting killed by overseas competitors. We need to improve our quality control and 

do a better job of meeting customers' expectations." 

Firm B: "Overseas producers compete unfairly with cheap labor. We need to have our public 

relations department lobby for tighter import quotas so that we can make a profit." 
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4. Firm A: "As sales manager, my job is to hire salespeople who can "move" as many units as we can 

produce. After all, the higher the sales, the higher the profits." 

Firm B: “As finance manager, my job is to determine how many units it will be profitable for us to 

sell at the price customers are willing to pay." 

 

5.  Firm A: "How much will it improve our customer service if we buy an additional delivery truck?" 

Firm B: "How much money will we save if we wait a year before buying an additional delivery 

truck?" 

 

6. Firm A: "What competitive advantage would the proposed new product have in satisfying consumer 

needs?" 

Firm B: "Our competitor's new product is a great idea. Let's see if we can produce and sell it at a 

lower price." 

 

7.  Firm A: "Our sales have dropped. Let's ask our intermediaries why customers have stopped buying 

our product." 

Firm B: "Our sales are too low. Perhaps we could use our most persuasive salespeople to recruit 

some new intermediaries." 

 

8.  Firm A: "It helps to have an accountant as president. When she took over the company, she found 

that it was too expensive for a salesperson to visit many of our smaller customers, and now our 

sales force concentrates its efforts on satisfying those larger accounts that contribute the most to 

our profits." 

Firm B: "Our sales have nearly doubled since the sales manager was promoted to president. He's 

tripled the amount we spend on personal selling and advertising, and he's told the accountants to 

stick to balancing the books and leave the marketing budget to him." 

 

Bonus question  

If, as the text emphasizes, it is so important that firms be marketing-oriented, how is it that 
many production-oriented firms are not only surviving but apparently operating profitably? 
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TEACHING NOTE  
Exercise 1-2:  Marketing-oriented vs. production-oriented firms  
 

Learning Objective 
 

This in-class activity supports the following learning objective from Essentials of Marketing 15e: 

 

LO1.5: Know what the marketing concept is—and how it should guide a firm or nonprofit organization.  

  

 

Introductory Comments  
 

The difference between "production-oriented" and "marketing-oriented" can be subtle but is often 

critical to the success of a business.  This exercise presents the students with 8 pairs of firms and asks 

them to make a separate judgment for each pair-a forced choice-as to which firm is more marketing-

oriented and which is more production-oriented.  Most of the choices should be rather easy for the 

students to make, given Exhibit 1-4 in the text.  However,some students come to the first marketing 

course extremely "production-oriented" and it is likely that not all of them will agree on the meaning of 

these terms.  Therefore, the students might be asked to read their answers in class and defend them if 

anyone questions their conclusions.  This can help bring out some of the subtleties and differences in 

attitudes. 

 

As this exercise is rather straightforward, some instructors may want to pursue the subject in greater 

depth to make sure students really understand the implications of the marketing concept.  Students 

might be asked to describe specific firms with which they are familiar and to explain why they feel those 

firms are either marketing-oriented or production-oriented. 

 

 

Answers 
 

2. Firm A= Production-oriented, Firm B= Marketing-oriented.  

 Firm A's self-centered attitude is typical of many profit and nonprofit organizations who feel that 

customers should adjust to serve their interests, rather than vice versa.  Firm B has adopted the 

marketing concept and sees that the museum exhibits should meet people's needs, not what its 

board of directors feels is best. 

 

3. Firm A= Marketing-oriented, Firm B=Production-oriented 

 Firm A recognizes that it operates in a competitive global marketplace, and that it needs to improve 

its product and its ability to meet customer needs in order to compete successfully.  Firm B 

incorrectly assumes that its lack of success is someone else's fault, and thinks that through public 

relations alone, it can solve its problem. 

 

4. Firm A = Production-oriented, Firm B=Marketing-oriented 

 Firm A's sales manager, like many business managers, assumes incorrectly that higher sales 

automatically lead to higher profits; he ignores the effects of higher sales on other departments and 
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probably isn't too interested in whether or not the product really meets customer needs.  Firm B's 

finance manager sees the relationship between customer needs and the firm's ultimate 

profitability. 

 

5. Firm A = Marketing-oriented, Firm B = Production-oriented 

 Unlike Firm B, Firm A is more concerned with satisfying its customers than with cutting costs.  Both 

firms should weigh any potential delivery truck costs against the risk of permanently losing valued 

customers if customer service is poor. 

 

6. Firm A = Marketing-oriented, Firm B = Production-oriented  

 Firm A's decision to produce a new product hinges on a determination of whether or not that 

product has a competitive advantage in satisfying customer needs.  Firm B has decided to go ahead 

and produce and sell a "me-too" product at a lower price than competitors; the firm's resources 

might be better used on another effort that could be more profitable! 

 

7. Firm A = Marketing-oriented, Firm B = Production-oriented 

 Fiirm B seems to think that any problem can be overcome by putting more effort into personal 

selling—regardless of customer interest in the product or anything else.  Firm A, on the other hand, 

realizes that it is futile to take any action before finding out why customers have stopped buying its 

product. 

 

8. Firm A= Marketing-oriented, Firm B = Production-oriented 

 Firm B's president may be dedicated to increasing personal selling and advertising at any cost, and 

he seems determined to have sole control of the marketing budget.  Firm A's president is both 

customer- and profit-oriented and recognizes that it may be more profitable to satisfy some 

customers very well than to satisfy a lot of customers fairly well. This question is often most 

challenging for students and allows an instructor to focus back on the three primary components of 

the marketing-oriented firm.  

 

 

Bonus Question 

 

If, as the text emphasizes, it is so important that firms be marketing-oriented, how is it that many 
production-oriented firms are not only surviving but apparently operating profitably? 
 

Some production-oriented firms may be just lucky.  That is, by doing their own thing, they also happen 

to satisfy some customers' needs.  Such firms may have great difficulty branching out beyond their 

present activities, however, because they do not realize what they are doing right. 

 

Other firms happen to be in less competitive industries, and their customers cannot substitute the 

products of one producer for another.  If all of the competitors are equally production-oriented, then 

they may all temporarily ignore market demands, and do reasonably well.  In such circumstances, 

however, an innovative marketing-oriented firm may make rapid inroads into their markets.  

Substantially better marketing strategies have enabled some firms to double, triple, or even quadruple 

their sales in a few years by imaginatively segmenting the market and building better marketing 

strategies. 
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Appendix E: In-In-Class Activity 4-5 Practice Marketing Mini-Sim – Segmentation 
& Teaching Note 
 

Our publisher has recently begun to offer its Practice Marketing simulation as an add-on with a 

textbook. The Practice Marketing simulation offers students the opportunity to develop a marketing 

strategy for a company that produces backpacks. Students can choose a target market and make 

decisions around all 4 Ps. Practice Marketing recently added some “mini sims” which are short exercises 

(generally take 30-45 minutes to complete) that focus on a particular aspect of the simulation. I like to 

use a few of these throughout the course—and then on the last day of class, I have students compete in 

the full simulation. They also prepare a marketing plan for their backpack company.  
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In-Class Activity 4-5: Practice Marketing Mini Sim - Segmentation 

Introduction 
 

The Practice Marketing simulation places you in the role of a marketing decision-maker for a small 

company that produces and markets backpacks. This “Mini Sim” walks you through an analysis of market 

segments in the backpack market. As you move through the exercise, you will be asked questions that 

require you to look through the various research on those segments.
4

  

 

This exercise assumes you recall the 4 Ps of marketing strategy (Product, Place, Promotion, and Price) 

and focuses on decisions related to:  

• Product – designing a backpack that meets target market preferences.   

• Price – choosing a price that provides profits for the company and 

value to the target market.   

 

Assignment 
 

This assignment requires that you have access to a computer. From there, 

you access your Connect home page for this class and follow the link “Click 

here to launch MH Practice.” From there, choose the appropriate exercise.  

 

Your grade on this exercise will be based on the following (each worth 50%):  

• Accomplishing a goal or set of goals associated with the simulation 

topic. See your mission goal at the beginning of the exercise. Note 

that you will three turns to achieve the desired goal. 

• Answering a series of questions to demonstrate your understanding 

of the topic. 

• Answering the “Bonus Questions” below offers potential “extra 

credit.”  

 

Bonus Questions 
 

1. If you were to employ a combined target market approach, which 
two market segments would you combine? Explain.  

2. What tradeoffs would exist if a combined target market approach were used as compared to a 
single target market approach?  

3. What additional market information would help you make this decision? What would you want to 
know about this product-market? 

                                                
4 Note: This exercise uses slightly different terminology than your textbook. Your textbook and the simulation exercise both 

indicate that “good” market segments should be:  1) substantial – large enough to be profitable), 2) differentiable (your 

textbook uses the terms “homogeneous” – similar within and “heterogeneous” – different between) 3) measurable, and 4) 

accessible. (Your textbook uses the term “operational…identifying target customers and deciding on marketing mix variables” 

which captures measurable and accessible.) 
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TEACHING NOTE  
In-Class Activity 4-5: Practice Marketing Mini Sim - Segmentation 
 

Learning Objectives 
This in-class activity supports the following learning objective from Essentials of Marketing 15e: 

 

LO 4.2: Know what market segmentation is and how to segment product-markets into submarkets. 

LO 4.3: (with bonus question) Know three approaches to market-oriented strategy planning. 

 

This exercise provides the following additional learning objectives. After completing this exercise, 

students will be able to:  

• Navigate the various segment options and discuss their differences. 

• Explain the impact segment choices have on the 4 P's. 

• Analyze the pros and cons of a segment selection.  

• Apply customer preferences for a market segment as choices in product development 

 

Introductory Comments 
This exercise provides students with a first exposure to the Practice Marketing simulation, which places 

students in the role of a marketing decision-maker for a small company that produces and markets 

backpacks. I find it helpful to introduce the students to the simulation in the classroom – so I can provide 

support for any technical issues. You can read more about the entire simulation in the Practice Marketing 
Instructor Manual (which can be found online).  

 

This activity assumes that students have some basic knowledge of the 4 Ps. While the 4 Ps are introduced 

in Chapter 2, an instructor may find it useful to refresh student understanding of these ideas in the specific 

context of the backpack market. The exercise specifically asks students to make decisions about Product 

and Price – though a discussion could include all four. We like to use a few slides to remind students and 

reinforce these concepts: 

• Product – “is concerned with developing the right ‘product’ for the target market.” the need-

satisfying offering of the firm” (see chapter 2). In this context refers to design and features 

decisions that can be made about the backpack students offer to the market.  

• Place – “is concerned with all the decisions involved in getting the right product to the target 

market’s Place” (chapter 2). In this context, students can decide among different retail options.  

• Promotion – “is concerned with telling the target market or others in the channel of distribution 

about the right product.” (chapter 2). In this context students will choices about the media, 

message, and budget.  

• Price – in the simulation allows students to decide how to price the product based on cost to 

product and the target markets’ desired price.  

 

The assignment walks students through the process of analyzing and evaluating five potential market 

segments. Students are given information about each target market’s: 

• Demographics (market size and growth rate) 

• Purchase behavior (percentage of target purchasing a pack in previous year) 

• Preferred price (average purchase price) 
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• Preferences (relative importance of purchase criteria: capacity, comfort, durability, waterproof, 

and eco-friendly).  

 

The exercise also reminds (or introduces) students to steps in the consumer decision process. Because 

Essentials of Marketing covers these topics in chapter 5, it may be helpful to briefly describe these 

concepts in class.  

 

Then students are required to design a backpack for one of the segments. commuter segment.  

 

Answers/ideas for discussion 
An instructor should walk through the mini simulation exercise before class – so they are prepared to 

answer any student questions. Most questions are straightforward but walk through students a “process” 

that helps them understand how marketing managers analyze segments and use market segmentation.  

 

The simulation has built-in questions that students answer as they move through the simulation. I like to 

stimulate discussion by asking questions like… 

1. What makes a particular market segment attractive? (size, growth rate, average price paid, 

market size) 

2. Which market segment did you find most attractive? Why? (any of the segments could be 

considered attractive—it is the argument students make that is most useful) 

 

I then move on to the bonus questions below. I might keep a few PowerPoint slides from the chapter 4 

set ready to show as we walk through the discussion.  

 

Bonus Questions 
 

1. If you were to employ a combined target market approach, which two market segments would 
you combine? Explain.  

2. What tradeoffs would exist if a combined target market approach were used as compared to a 
single target market approach?  

3. What additional information would help you make this decision?  
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Appendix F: In-Class Activity 7-1 Population Services International in Kenya & 
Teaching Note 
This is one of my favorite in-class activities. Population Services International (PSI) is a nonprofit 

organization that operates primarily in developing countries. In this case scenario, the Kenyan 

government has invited PSI in to help with its battle against HIV/AIDS. At this time (the early 2000s), 

about 1 in 7 Kenyans is infected with AIDS. The case introduces students to social marketing, 

international marketing in a developing country, while its primary learning objectives focus on 

applications of the marketing research process.  

It represents another format for an in-class activity. This case study unfolds for students; through a 

series of PowerPoint slides students are asked to design marketing research and then see what research 

Population Services used and some of what it learned. The case covers a lot of ground. It starts by 

covering the five-step scientific approach to marketing research that provides a framework for our 

textbook coverage. Many of the key issues in market research are ultimately addressed and can be 

discussed as you move through the activity. The case includes two scenarios for two different target 

markets. I usually only have time to fully get through the first one. You can show students the marketing 

strategy PSI implemented (complete with some video advertisements) and images.  
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Teaching Note 
Exercise 7-1: Population Services in Kenya 
 

Learning Objectives 
 

This in-class activity helps achieve the following learning objective from Essentials of Marketing 15e: 

 

LO 7.2: Understand the scientific approach to marketing research. 

LO 7.3: Cite methods for collecting secondary and primary data.  

LO 7.4: Understand the role of observing, questioning, and using experimental methods in marketing 

research. 

LO 7.5: Understand the challenges to interpreting marketing research data. 

LO 7.6: Recognize how market research aids marketing planning in international markets.  

 

This particular exercise reinforces many of the key concepts of the chapter – but focuses on higher levels 

of critical thinking. Students find it very engaging.  

 

 

Introductory Comments  
 

This case study is designed to walk students through steps in the market research process with the Five-

Step Scientific Approach to Marketing Research Process (Exhibit 7-3). This process includes the following 

steps: 

1. Defining the problem 

2. Analyzing the problem 

3. Getting problem-specific data 

4. Interpreting the data 

5. Solving the problem 

 

This case is a real life case taken from Population Service International’s website a few years ago. The 

case context is powerful because of its implications for the lives of Kenya’s youth. Kenya is a progressive 

country with a nightlife not too different from that of American youth – many kids go to bars, hang out, 

meet friends, and sometimes meet members of the opposite sex and have sex.  

 

Population Services International (PSI) is a non-profit global health organization that uses marketing 

practices to tackle challenges including malaria, child survival, HIV and reproductive health. PSI works 

with public and private organizations to provide products that save lives and communications to 

promote behavior change. Their goal is to help vulnerable populations lead healthier lives.  

 

Some students might suggest the behavior change message should promote abstinence. This case study 

is not written to address this public policy and perhaps moral issue. This might provide an opportunity to 

discuss segmentation. PSI developed an abstinence campaign (see 

https://www.youtube.com/watch?v=zxNnldHav9g) but it is likely that not all young people follow that 

advice—do they in the United States? If students raise this issue—or perhaps even before it comes up 

(as many may think but not articulate this concern)—an instructor may want to point out that PSI works 
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with the Kenyan government which has decided that abstinence and safe sex are important behavior 

change messages it wants its people to hear.  

 

PSI works around the globe, but in Africa there has been particular attention paid to the HIV epidemic. 

The case asks students to imagine they were recently hired and brought into Kenya where 1 in 7 people 

were HIV+.  

 

This case study will walk you through the process of conducting market research to get a better handle 

on the problems that have lead to this crisis. The problems are not immediately obvious and PSI 

research found three different issues: 

• First, many young people find it difficult to bring up the “condom question” with a potential 

partner. They believe this sends a message of distrust. This was uncovered in research that PSI 

did with youth – mostly in-depth interviews and focus groups. The case package includes two 

television commercials that were used for the Trust brand of condoms that PSI introduced.  

• The second problem was that young people felt you could easily recognize someone who was 

HIV positive. A second commercial was developed to inform young people of that 

misconception. 

• Third, primary research found a demographic pattern – with young women getting HIV at much 

higher rates than similarly aged men. This uncovered a not uncommon practice of Kenyan men 

having a young mistress.  

 

Notes on videos 
 

This case package includes three videos which are shown at various times during the discussion. Two are 

.mp4 files which I have embedded in the PowerPoint file. They are also available in a folder for playback. 

One video also has an accompanying YouTube link. Unfortunately, the only copies I have of the other 

video is in .rp format – which is an older technology and may require special software to play back. 

These are not (as far as I could tell) posted online. The case can still be taught without those videos, 

though they help – especially if an instructor chooses to discuss the second problem.  

 

Classroom Logistics 
 

This case is all contained in a few PowerPoint slides – with a lot of animations built in. Here is how I 

teach it in class… 

 

1. Students are told to form groups of 2-3.  

2. On slide 1, I set the context. The students are to assume they work for Population Services 

International (PSI). They have been assigned to work in Kenya and develop a marketing strategy 

to counter the growing HIV epidemic in the country. I suggest they will have to start by following 

the marketing research process outlined in chapter 7.  

3. Next, I briefly highlight the chapter learning objectives covered in this activity—which includes 

all but LO7-1.  

4. I then go through a slide that reviews Exhibit 7-3, The Five-Step Scientific Approach to the 

Marketing Research Process.  

5. The following slides use the Five-Step Process and a map of Africa to orient students.  
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a. A click shows the preliminary “Problem – data shows that 1 in 7 Kenyans is HIV+. I 

sometimes dramatize this by telling students, that would mean 5 people in this room (a 

class of 35) would be HIV+.  

b. The next two clicks move students to the first questions their group needs to answer – 

around the Situation Analysis. They can be reminded at this point of the definition of a 

situation analysis – “an informal study of what information is already available in the 

problem area.” I ask them to imagine how they could conduct research from their 

computer, from current PSI files, by making some phone calls, or a trip to a library. 

Students should consider whether the health ministry has information and what other 

information might exist. There are no right answers, but the idea is for them to discuss 

it.  

c. We then briefly discuss their ideas as a class. This allows the instructor to clarify what 

actually is situation analysis research – and that it often involves secondary data. The 

challenges of availability of data in a developing country might also be noted.  

d. The next click offers some secondary data on Kenya.  

e. One more click moves students to the next step in our process – Getting problem 

specific data – and asks students to discuss as a group how they would do that.  

i. At this point many students want to conduct surveys. The instructor might 

suggest that qualitative research might be a better approach to learn more 

about the problem before doing a survey. Further, conducting a survey on 

sexual habits might result in wrong information, low response rates or both. in-

depth interviews might be helpful. A survey of some sort might follow. 

f. One more click shows the research PSI conducted and a few of the key findings. The 

photos show Kenyan nightlife and suggest it may not be that different from how some 

youth enjoy themselves in the U.S.  

g. Note that the next click CHANGES the problem. This can reinforce to students that the 

Problem step is just a preliminary hypothesis. In fact, in this case the 1 in 7 Kenyans who 

are HIV+ is just a symptom. We then collect data to validate the hypothesis or develop a 

new hypothesis. Here the problem has been changed.  

h. Next, students are asked to propose a marketing strategy to solve the problem. One 

more click reminds them of what we mean by a marketing strategy – a target market, 

product, price, place, and promotion.  

i. Subsequent clicks provide insights about what PSI did: 

i. Target: Young, sexually active Kenyans.  

ii. Place: PSI distributed its condoms intensively – through kiosks, bars, hotels, 

pharmacies, and street vendors. Focusing on places where high risk sex 

happened.  

iii. Price: the government subsidized condoms so that prices were low. 

iv. Product: A new brand of condoms was developed called Trust. At this point, the 

instructor might introduce the “Trust” ad. It is available as an MP4 file (included) 

and on YouTube: https://www.youtube.com/watch?v=wfSuhttBlN8 . The video 

is partially in the local language, something learned from the market research.  

v. Promotion had many facets – all information below is from the PSI website:  

• $1 million worth of airtime was donated by the government owned TV and 

radio stations. 

• “PSI/Kenya’s behavior change messages, name-brand advertising, and 

accessible, affordable products reinforce one another. Each of these 
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ingredients can work on many levels. For example, the Trust Sema Nami TV 

spot in English and Sheng was supported by a series of funny radio spots in 

English, Kishwali, and Sheng, and by a wide variety of merchandise and 

promotional materials.”  

• Other promotion included posters and about 4000 murals. Only Coca-Cola’s 

advertising reach exceeded PSI’s Trust campaign.  

• Shindna Trust (Win with Trust) posters promoted a contest to increase 

young people’s interest in the brand.  

• The tagline, Maisha iko sawa na trust (Life is Cool with Trust) was heavily 

promoted on TV and radio.  

j. The campaign was very successful:  

i. Within two years, condom use among Kenyan youth (age 15-19) increased by 

43%. 

ii. In six years, sales of Trust brand of condoms quadruped, from 4 million to 16 

million.  

6. The next slide highlights a second “Problem” (This can be skipped if there is not enough time – 

or if an instructor prefers to avoid the “darker” nature of the second problem.)  

a. A couple of clicks shows you other data learned in the Situation Analysis. This is the fact 

that while 4% of men age 15-19 are HIV+, 23% of young women have the disease.  

b. This naturally leads to a need for more research to discover why this disparity exists.  

i. Students might be asked to work in small groups – or to move more quickly, I 

usually ask the class for ideas. This leads to a discussion about learning more 

about local culture.  

c. The next click shows that through interviews and focus groups, PSI found there was a 

practice in Kenya, whereby older men gave young women money, favors, or prestige in 

exchange for sex. There was peer pressure among young women to do this and social 

norms tacitly accepted the practice.  

d. Students can then be asked about a marketing strategy to counter this practice. 

Students can be reminded of a lesson from chapter 5 (consumer behavior) about how 

difficult it can be to change cultural norms. 

e. Students can then be shown the dark and powerful television commercial.  

7. Another slide highlights what the PSI program did to increase condom usage. It also provides an 

update on Kenya’s AIDS situation today.  

 

Answers 
This case has no particular right and wrong answers. The lessons that should emerge from discussion 

include the following: 

• The challenges of conducting marketing research internationally—especially in a developing 

country which may have less reliable and valid public health data as compared to a country with 

better health care infrastructure. 

• The importance of the situation analysis – low cost for a lot of information. 

• How qualitative research might be helpful before engaging in quantitative research. 

• The challenge of conducting research on a personal issue like sexual habits. 

• How insights from marketing research can drive marketing strategy.  

 

Most of these insights emerge from the whole class discussion – but students become more engaged 

and interested when they try to figure them out on their own.  
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Appendix G: In-Class Activity 10-1 Determining market exposure policies & 
Teaching Note 
I like how this activity integrates across chapters—bringing together the concepts of product classes 

(which we cover in Product, Chapter 8) and distribution intensity (Place – Chapter 10). This helps 

demonstrate to students how the 4 Ps work together.  
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In-Class Activity 10-1: Determining market exposure policies 
 

Introduction 
 

Once a producer decides to use intermediaries (wholesalers and retailers) to help distribute its products, 

it must decide what degree of market exposure will be best: exclusive distribution, selective distribution, 
or intensive distribution. Contrary to popular opinion, maximum exposure is not always desirable. The 

ideal market exposure should meet-but not exceed-the needs of target customers. As one moves from 

exclusive distribution to intensive distribution, the total marketing cost may increase-and the quality of 

service provided by intermediaries may actually decline. 

 

When deciding about the desired market exposure, a marketing manager should consider the functions 

which intermediaries will be asked to perform and the product class for his product. The product classes 

summarize some of what is known about the product-including what the target customers think of it, 

their willingness to shop for it, and the amount of personal attention and service they want. The product 

class often determines the ideal market exposure. 

 

Of course, there sometimes is a difference between a product's ideal market exposure and the exposure 

which it can achieve. Intermediaries are not always willing to carry a new product, especially when 

several similar products are already on the market. Similarly, intermediaries who are interested in 

carrying a product may not have the opportunity, unless the producer wants them as a channel partner. 

 
 
Assignment 
 

This exercise will give you some practice in determining the ideal degree of market exposure for a 

company. Six cases are presented below-with the first serving as an example. Read each case carefully 

and then indicate: 

a) the product class which is involved, 

b) the degree of market exposure (intensive, selective, or exclusive) which you think would be 

ideal, and  

c) explain why you think the indicated degree of market exposure would be ideal. State any 

assumptions that you have made.  

 
Note: Ideal here means the degree of market exposure which will satisfy the target customers' needs 

(but not exceed them) and also will be achievable by the producer. For example, a new producer of 

homogeneous cookies might desire intensive distribution, but agree to sell to only a few food chains 

because it knows it will not be able to obtain intensive distribution with its undifferentiated cookies. So 

its ideal is selective distribution, and it will adjust the rest of its marketing mix accordingly. 

 

1. Hart Dinettes, Inc. manufactures a wide line of kitchen dinette sets for sale throughout the 

United States. The products are distributed through retail outlets. Retailers are supposed to 

stock a large assortment of dinette sets, along with a large inventory of replacement parts. The 

tables and chairs are usually shipped to the retailers unassembled. According to a recent cost 

study, 30 percent of Hart's retailers account for about 80 percent of the company's sales. 
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2. James River Paper (JRP) recently introduced Absorb, a new double-thick paper towel aimed at 

families with children. Primarily an industrial products manufacturer, JRP had produced paper 

towels for a few large grocery chains to sell as their own dealer brand. But Absorb was its first 

attempt at marketing a consumer product under its own brand. So far, results are not 

encouraging. Only a few wholesalers have taken on the line. Most are very reluctant to handle 

Absorb, claiming that retail shelves are already overcrowded with paper towels. 

3. Ciao Footwear designs and manufactures a high-quality line of fashionable shoes that are 

popular among young professional women. The line is quite expensive-and it is sold through 

specialty shops that handle only this type of fashion shoe (including competing brands). Ciao will 

only work with retailers who agree to stock a large variety of sizes and colors of Ciao shoes. They 

also must agree to promote the Ciao line very aggressively. In return, Ciao agrees not to 

distribute its line to other retailers within the specialty shop's immediate trading area. Since 

continuing promotion seems to be necessary in this highly competitive market, advertisements 

for Ciao shoes appear regularly in fashion magazines targeted at professional women and on 

select cable TV broadcasts, including broadcasts of women's tennis tournaments. 

4. EconoStore, Inc. makes and sells a low-priced line of file cabinets for use in offices. One style of 

cabinets is designed to store standard size business papers, and another style is designed for 

computer output. The files are sold directly to universities and other institutions-and indirectly 

through wholesalers to office equipment dealers. EconoStore's files sell to final customers (not 

the intermediaries) at prices ranging from about $90 to $300. Most dealers handle several 

competing brands of file cabinets, including some high-quality brands that sell for as much as 

$1,000. 

5. International Tractor, Inc. (ITI) manufactures a full line of farm machinery-including tractors, 

graders, and materials-handling equipment. ITI farm products are distributed through over 500 

independent dealers scattered throughout the United States. Typically, there is only one ITI 

dealer near any rural community, although there may be several other dealers who sell 

competing equipment. Many of ITI's dealerships are quite small, and the company lacks 

adequate dealers in several key market areas. To further complicate matters, price wars 

between dealerships are becoming common as industry sales continue to decline. In fact, some 

ITI dealers often find themselves competing directly with other ITI dealers-since many farmers 

travel 100 miles or more to purchase new equipment. 

6. Domicile Designs, Ltd. manufactures decorative items for the home. It recently added beaded 

bamboo curtains to its product line. Designed for use in open doorways or as room dividers, the 

curtains are available in several colors and can be mounted easily on curtain rods. They are 

priced at $20 per set and measure six feet long by three feet wide. Like most of the company's 

products, the curtains are sold in gift shops, hobby shops, and specialty shops such as Pier-to-

Pier franchise outlets. Initial sales for the curtains have been quite promising. The product 

seems to have good eye appeal, according to one shop owner. Apparently, the early customers 

hadn't planned to buy anything like bamboo curtains, but once they saw them displayed in the 

store, they couldn't resist buying them. 

Bonus Question 

 
How do you think each firm should try to achieve the ideal degree of market exposure you discussed 
above? Are there any legal constraints they should consider?  
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Appendix 1 – Consumer Product Classes from Chapter 8 
 

Product class definitions  

• Convenience products - products a consumer needs but isn't willing to spend much time or 

effort shopping for. 

o Staples - products that are bought often, routinely, and without much thought. 

o Impulse products - products that are bought quickly-as unplanned purchases-because of 

a strongly felt need. 

o Emergency products - products that are purchased immediately when the need is great. 

• Shopping products - products that a customer feels are worth the time and effort to compare 

with competing products. 

o Homogeneous shopping products – shopping products the customer sees as basically 

the same-and wants at the lowest price. 

o Heterogeneous shopping products – shopping products the customer sees as different-

and wants to inspect for quality and suitability. 

• Specialty products - consumer products that the customer really wants-and makes a special 

effort to find. 

• Unsought products - products that potential customers don't yet want or know they can buy. 

o New unsought products - products offering really new ideas those potential customers 

don't know about yet. 

o Regularly unsought products - products that stay unsought but not unbought forever.  

 



 

   

 
82 

Appendix 2 – Business Product Classes from Chapter 8 
 

Business product class definitions: 

• Installation: important capital items such as buildings, land rights, and major equipment. 

• Accessories: short-lived capital items-tools and equipment used in production or office 

activities. 

• Raw materials: unprocessed expense items-such as logs, iron ore, and wheat-that are moved to 

the next production process with little handling. 

• Farm products: products grown by farmers-such as oranges, sugar cane, and cattle. 

• Natural products: products that occur in nature-such as timber, iron ore, oil, and coal. 

• Components: processed expense items that become part of a finished product. 

• Supplies: expense items that do not become part of a finished product. 

• Professional services: specialized services that support a firm's operations.  
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Appendix H: In-Class Activity 18-5 Mallory’s Lemonade Stand (A) and (B) & 
Teaching Note 
 

Mallory’s Lemonade Stand is one of my favorite activities. Pricing is always a challenge to teach—many 

students are challenged by the numbers. The topic can be dry. So I use the familiar lemonade stand 

context to introduce students to various pricing concepts. I often bring lemonade into class and pour 

refills as I walk around class answering questions and encouraging students. The (B) version of the case 

assumes Mallory “goes big,” starts bottling her lemonade and selling it through Whole Foods. This 

allows us to examine other pricing issues and margins. It is a fun day.  

I have developed a range of different support materials for this case including:  

 

• Mallory’s Lemonade Stand cases (A) and (B) 

• Teaching note fpr Mallory’s Lemonade Stand cases (A) and (B) 

o A spreadsheet with calculations (included as text with the teaching note) 

• A slide deck includes some fun YouTube videos  

• Even some labels (created by my own daughter Mallory) that I photocopy onto stickers and then 

place on the side of the gallon jugs I bring to class. 
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In-Class Activity 18-5: The Case of Mallory’s Lemonade Stand (A)  
 

Eleven-year-old Mallory is a budding entrepreneur. She is always coming up with 

new business ideas. In early summer 2014, her latest venture is a lemonade stand. 

Mallory is focused on making a high level of profits – she was saving for a new bike. 

Mallory is trying to do develop a marketing strategy to help her achieve her goals.  

 

Last year Mallory helped a friend with a lemonade stand. This year she wants to 

run her own business. Her parents expect her to pay for almost everything related 

to her business. Her dad built her a small lemonade stand – and while he donated his time, he did ask for the $12 

in materials needed to build the stand. Mallory had to purchase other supplies as well. She bought a nice one-

gallon pitcher for $5 and cups cost her $.10. She figured out that sugar and lemons were costing her $.30 for each 

12-ounce cup she sold. Her parents let her use ice from the freezer – no cost there. Mallory planned to charge 

$.75 per cup for her lemonade. Oh, and Mallory has a secret weapon. Her grandma had a little spice combination 

she put into lemonade that people just love – she knows from experience that once customers taste her 
lemonade they will be coming back for more.  

 

Mallory seeks help with some of her calculations and in determining a price. Answer the following questions: 

 

1. Which of Mallory’s costs are fixed costs? These are the costs that will not change whether Mallory sells 

few or many cups of lemonade. 

2. What are the variable costs? These are costs that change directly with Mallory’s sales. They go up 

proportionately to Mallory’s increased number of sales.   

3. What is Mallory’s fixed-cost contribution per unit (assumed selling price minus the variable cost per 

unit)?  

4. How many cups of lemonade does Mallory need to sell to break-even (BEP)?  Recall that the break-even 

point (in units) = (total fixed costs)/(fixed cost contribution per unit).   

5. After conferring with her sister (a marketing major in college), Mallory considered four marketing 

strategies in addition to her original plan. Calculate the break-even point (in cups) for each (assume for 

the moment that each is an independent alternative): 

a) Mallory’s family lives on a cul-de- sac and her parents said she has to sell from her driveway. This 

means her street gets limited traffic. She thinks creating two signs and placing them at the 

entrance of the cul-de-sac, which would make more people aware of her stand. The materials to 

make the signs cost $5. With this change what is her BEP?  

b) Mallory saw some fancier plastic cups that she thought might make her lemonade look nicer. The 

larger cups would go for $.15 each and because they were a little larger – costs for lemons and 

sugar would rise $.05 per cup. With this change what is her BEP? 

c) Her sister said she was charging too much for a cup of lemonade. So Mallory considered charging 

$.50 per cup instead of the planned $.75. With this change what is her BEP? 

d) She also wanted to consider a higher price of $1 per cup instead of the planned $.75. With this 
change what is her BEP? 

6. What other information would be helpful to know before you make your final recommendation? 

7. What else could Mallory do to deliver more value to her customers?  

* All bold terms are key terms from your Essentials of Marketing textbook. 
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In-Class Activity 18-5: The Case of Mallory’s Lemonade Stand (B)  
 

It is March 2015 and Mallory has come a long way since last summer. Her lemonade was a hit – everyone raved 

about her secret formula (she added some special spices suggested by her grandmother). When Mark Cuban 

(billionaire investor) happened to drive through the neighborhood he had a cup of Mallory’s lemonade and 

offered to invest in the company. So Mallory’s Lemonade Stand Lemonade will soon be found in a limited 

number of local Whole Foods Stores. Mallory had to figure out some pricing. She started with the knowledge 

that retailers would want to sell her 20 oz bottles for $2.00 at retail.  

 

Mallory figured her costs as follows:  

• $10,000 in fixed costs for various costs including some local advertising she to support Whole Foods.  

• A co-packer (company that manufactures food products to specifications) will charge $.50 for each 20 

oz bottle – including bottles, packages, and delivery.  

• Mallory assumes she can sell 30,000 bottles.  

• Mallory plans to charge Whole Foods $1.00 each for the bottles. Whole Foods will charge $2.00.  

• Using average cost pricing, she is counting on a $5000 profit.  

 

1. Assuming the numbers shown here, what is Whole Foods markup percent on each bottle of Mallory’s 

Lemonade Stand Lemonade?  

2. Using Mallory’s projected sales of 30,000 bottles, calculate Mallory’s: a) average fixed cost, b) average 
variable cost, c) margin in dollars per bottle, and d) total profit? 

3. What is Mallory’s profit if sales only turn out to be 15,000 bottles? 

 

When MLS Lemonade failed to meet sales targets, Whole Foods quietly dropped the line. But all was not lost. 

Mark Cuban was able to help get her a presentation at a convenience store chain. Cuban also suggested that 

Mallory use marginal analysis (which focuses on the changes in total revenue and total cost from selling one 

more unit to find the most profitable price and quantity). This approach recognized that price and quantity sold 

change together. Cuban called in a favor from a friend who is an expert in the beverage market. This woman 

was able to provide a well-informed estimate of how much Mallory could sell during her test at different prices.  

Fill out the table and suggest an appropriate price. Since the convenience store manager knew it would have a 

50% markup, the first column is actually the store’s purchase price and Mallory’s selling price.  

 

Mallory has partially filled out a spreadsheet with the numbers (see below). Finish below to answer questions. 

4. Assuming the expert’s estimates are accurate what price maximizes revenue? What is that revenue? 

5. Assuming the expert’s estimates are accurate what price maximizes profit? What is that profit? 

6. What would help Mallory reduce the price sensitivity some customers may have for her lemonade? 

Price (P) Quantity 
Revenue 

(P*Q) Total VC Total FC Total Cost 
Profit (Rev-

Cost) 
$3.00 0 $0 $0 $10,000 $10,000 -$10,000 

$1.75 10,000 $17,500 $5,000  $15,000 $2,500 

$1.40 15,000 $21,000    $17,500 $3,500 

$1.20 20,000 $24,000 $10,000    

$1.00 30,000 $30,000 $15,000    

$0.85 45,000 $38,250     

$0.77 51,000 $39,270     

$0.70 55,000    $37,500 $1,000 
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Appendix I: Essentials of Marketing Ethical Dilemma examples 
Each chapter in Essentials of Marketing includes an Ethical Dilemma in-text mini-case scenario. These 

are designed to challenge students to think through common ethical problems faced by marketers. They 

are written to create discussion and debate—without a right or wrong answer. These discussion 

oriented activities force students to reflect on their own ethics. Some examples are shown on the 

following page: 

• Ethical Dilemma: Fake reviews 

• Ethical Dilemma: Native advertising 

• Ethical Dilemma: Pricing higher to vulnerable populations 
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Appendix J: Essentials of Marketing Marketing Analytics in Action example 
The 16

th

 edition of Essentials of Marketing, introduced a new in-test boxed feature – Marketing 

Analytics in Action. Each chapter includes an extended example that asks students to calculate 

(sometimes) and discuss marketing analytics. As a “boxed” element, instructors have the option to 

assign these to their students or not—depending on how much marketing analytics content they want 

their students to experience.  

My introductory marketing students generally have a wide range of comfort (discomfort?) with the 

quantitative side of marketing. That actually makes a flipped learning activity the perfect assignment. 

Students work in teams and the instructor can act as “guide on the side” to help them through it.  

The Essentials of Marketing Instructors Manual & Digital Implementation Guide has teaching notes for 

all of these exercises. I have two examples on the following pages: 

• Marketing Analytics in Action: Customer Lifetime Value 

• Marketing Analytics in Action: Sales by Channel Report 
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Appendix K: Essentials of Marketing What’s Now? Example 
Each chapter in Essentials of Marketing includes a “What’s Next?” boxed teaching element. These brief 

elements are designed to get students thinking about the future of marketing. They highlight current or 

on the horizon marketing practices and issues surrounding them. Each “What’s Next?” includes 

discussion questions—which might make for an in-class, active learning and critical thinking experience.  

 

On the following pages you see two examples of these types of exercises.  

• What’s Next? Big data and predictive analytics help pop music see into the future (marketing 

research chapter) 

• What’s Next? Marketers use big data and analytics—cool or creepy? (ethical marketing chapter).  
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Appendix L: Essentials of Marketing Chapter Opener Case Example 
 

Each chapter in Essentials of Marketing opens with a case study on a real company. We carefully craft 

these chapter openers to provide examples that carry back to the chapter content. It is a nice exercise 

for students to recognize those examples. One example of this is provided on the following pages—the 

Home Depot case study that kicks off our retailing chapter. Students can be asked to bring their books 

(or SmartBook) to class to read any chapter opener. For a jump start on key terms in other chapters, see 

answers to questions and problems (#1 in each chapter) in our Essentials of Marketing Instructor’s 
Manual and Digital Implementation Guide. See on the following pages: 

• In-Class Activity 12-1: History and Evolution of Home Depot (chapter opener case study) 

• Teaching note for Home Depot chapter opener case study activity 
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In-Class Activity 12-1: History and Evolution of Home Depot 
 

Introduction 
As outlined in Chapter 12, retailing continues to evolve. Home Depot was one of the first mass 

merchandisers. The home improvement center has evolved its marketing strategy over the years in 

response to changes in the market, its competition, and its own successes and failures. The case that 

follows offers a brief look at its history.  
 

Assignment 
Read the “History and Evolution of Home Depot.” As you read the case, think about the concepts from 

Chapter 12 that are represented in the case. Then answer the questions that follow the case.  
 
History and Evolution of Home Depot 

Back in the late 1970s, Bernie Marcus and Arthur Blank ran a chain of Southern California home 

improvement centers called Handy Dan. While running some pricing experiments, they found that lower 

prices raised sales revenue and lowered costs as a percent of sales. They thought the lower prices could 

increase Handy Dan’s profits compared to the “buy low and sell high” pricing commonly practiced in 

their industry. However, before they could expand the experiment to more stores, new ownership at 

Handy Dan came in and swept out most of top management—including Marcus and Blank.  

From a Los Angeles coffee shop, the two drafted a business plan for a new kind of home improvement 

center. A New York City investment firm funded the idea, and the first two Home Depot stores opened 

outside of Atlanta, Georgia. Marcus and Blank helped usher in a new “mass-merchandising” approach to 

retail, demonstrating that low prices could generate high sales volume and profitability.  

Even in the company’s early days, Home Depot’s 100,000-square-foot warehouse stores featured a wide 

variety of merchandise—from paint to plumbing to electrical and lumber. Experienced contractors and 

serious do-it-yourselfers loved the wide selection and low prices. To appeal to a less experienced and 

less confident target market, Home Depot hired and trained a knowledgeable staff who could teach 

customers how to lay a tile floor, handle a power tool, or build a fence. As this target market gained 

confidence, they tackled more household jobs—after going to Home Depot, of course. Sales grew 

quickly. By the late 1990s, Home Depot generated sales of over $38 billion from more than 900 stores.  

After Marcus and Blank retired in the early 2000s, Home Depot sought to grow profits by opening stores 

in international markets like China and cutting costs at home. These strategies were not successful. After 

six years of disappointing sales in China, Home Depot pulled out, citing cultural differences. The 

company found that Chinese consumers were not ready for the warehouse store, preferring to shop at 

smaller, specialty shops. Back in the U.S., cost control efforts included cutting the number and training 

of its sales associates. While this increased profits in the short term, it alienated employees. And when 

customers couldn’t find knowledgeable help at their local Home Depot, many headed to rival Lowe’s, 

which offered better service. Sales lagged and then dropped when the economic recession and housing 

crash came in 2008.  

At this point, Home Depot returned to a familiar marketing strategy: low prices and high customer 

service. More sales associates and spruced-up stores created a better shopping experience. Store 

managers’ incentives emphasized customer satisfaction. Soon employee morale improved; customers 

noticed the changes and returned to Home Depot.  
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Home Depot faces a wide range of competitors. Fellow home improvement center Lowe’s goes after a 

similar target market. Other competitors seek a slice of Home Depot’s business. For example, Sherwin-

Williams Paint Stores offer a limited product line of paint, stain, painting supplies, and wallpaper. Many 

formerly independent hardware stores joined the Ace Hardware cooperative, where pooling purchases 

and marketing expenses lowers costs. When seeking just a few items for a small project, many 

customers like the convenient easy-in, easy-out of Ace’s smaller stores. Other customers pick up those 

supplies at their local Walmart or Target supercenter.  

For many retailers, the most feared competitor is Amazon. The store’s name has even become a verb; 

for example, department stores like Macy’s have been “Amazoned”—losing significant market share to 

the online retail giant. Supermarkets appear to be the next type of store in Amazon’s sights. Home 

Depot’s marketing strategy tries to avoid direct competition with Amazon. This strategy starts with 

those knowledgeable folks in the orange aprons. It also seeks to build brand preference for exclusive 

store brands like Ryobi power tools, Hampton Bay fans, and Behr paints. 

Home Depot also understands the advantages and disadvantages of online shopping. They recognize 

online shopping can offer customers access to a rich variety of information, customer reviews, and 24/7 

shopping. On the other hand, some products need to be seen and touched before making a purchase, 

and others don’t ship well via UPS. In addition, some customers like to talk to a knowledgeable 

salesperson before buying. Most importantly for Home Depot, many customers want the best of both 

worlds. These multichannel shoppers shift back and forth between a cell phone, computer, and local 

store before making a purchase.  

Home Depot appeals to multichannel shoppers with “interconnected retail,” which combines the best of 

online and in-store shopping for a better shopping experience. For example, a recent redesign of Home 

Depot’s website improves search capabilities, facilitates comparison shopping, and speeds up online 

checkout. A new feature offers customers fast, accurate delivery dates and times, and Home Depot’s 

over 2000 stores have all become “distribution centers.” A customer can go online and search for a 

refrigerator, compare models and prices, and then go to a store to open those French doors and see 

how the freezer drawers actually work. They can then purchase from their smartphone and arrange a 

two-hour window for delivery the next day. For other purchases, customers buy online and pick their 

order up at their local store, where they often make additional purchases. Home Depot management is 

finding that improving customers’ online experience offers a better return on investment than opening 

new stores. In fact, most of the company’s growth now comes from online shopping, which accounts for 

more than 6% of its sales.  

Professional contractors remain an important growth opportunity for Home Depot. Although only 3% of 

Home Depot’s customers, these B2B buyers account for 40% of Home Depot sales. Home Depot has 

tried different strategies for this target market. For example, a separate wholesale channel (HD Supply) 

targeted the housing supply market. Eventually, it sold off HD Supply, which now targets different 

customers than Home Depot and sells maintenance, repair, and operations supplies. Today, Home 

Depot sells to contractors through the same stores with a different marketing mix. For example, its Pro 

Xtra Loyalty Program offers contractors volume pricing discounts and free direct-to-job delivery services.  

Home Depot credits its success on an almost “paranoid” focus on target customers and by eliminating 

friction in the shopping process. Measures of retail success suggest the company’s tactics are working. 

Recently, comparable store sales—which measures sales growth at stores open a year or more—was an 
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impressive 4.5%, double that of Lowe’s. And in 2016, Home Depot revenues topped $94 billion with 

profits of almost $8 billion.
5

  

Questions:  

1. How many examples of concepts from the chapter do you see in this Home Depot case. For 

each, write the concept (or key term) and the example from the text. (Sample answer: product 

decisions – Home Depot offers “wide selection” and “exclusive store brands like Ryobi, Hampton 

Bay and Behr.”) For ideas, review the chapter and the list of “Key Terms” at the end of the 

chapter.  

2. Compare and contrast Home Depot’s marketing strategy (target market and 4 Ps) with that of 

Ace Hardware. Create a table with target market and 4 Ps on left and then a column for Home 

Depot and Ace. 

 
Bonus question: What other ideas from chapter 12 could Home Depot utilize to appeal to more target 
markets. Identify a target market and specific strategy ideas.  
 

                                                
5 For full list of references used to develop this case, see Perreault, Cannon, and McCarthy, Essentials of Marketing 17e.   
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Appendix M: The Personal Marketing Plan Project  
 

The personal marketing plan project is a great assignment for integrating student learning in the 

marketing class. This assignment requires students to develop a marketing plan for themselves. The 

assignment achieves learning objectives focused on applying, analyzing, evaluating, and creating.  

For undergraduate students who are looking to find a job or go to graduate school, this assignment has 

deep personal relevance. My students often report this as one of the most valuable assignments in their 

college career. They are highly motivated for the assignment as well. 

The following pages show the handout that I give my students for this assignment.  
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Guidelines for Researching and Writing Your Personal Marketing Plan 
MKT 300, Professor Joe Cannon 

The purpose of the personal marketing plan project is to give you an opportunity to apply marketing concepts 

into a non-traditional area – your job search. The plan will demonstrate how the pieces of a marketing plan fit 

together while also helping you learn more about yourself and various career opportunities. The personal 

marketing plan should also help you think about how you might use your remaining time in college to prepare 

for a meaningful career. While most examples in class will focus on marketing yourself to potential employers, 

the plan can also be written for graduate school, a career further down the road (if you already know your post-

college job), or wherever else you want to go next in life. If you take one of these alternative (non-job after 

school) paths, talk to your professor so you understand how to construct the plan.  

Closely follow these writing and style guidelines for your personal marketing plan: 

• The marketing plan is worth 100 points or 10% of your grade in this class. 

• It will be graded on how well it reflects the structure of a marketing plan and applies course concepts.  

• It should be approximately 6-8 pages (little more or less is fine – but 10 pages maximum) single-space, 

double-space between paragraphs (like this document).  

• You will notice a repetitive style to writing a marketing plan. Some students are uncomfortable with 

repeating themselves in a paper (and in English classes have been trained to not do this). But the style is 

common in business plan writing. The Situation Analysis section gathers important data relevant to a 

marketing strategy formulation. Then you have to reference (repeat) that information to justify the 

strategy. For example, you will note that your strengths are your leadership skills. Then, in the 

Promotion section you will note that your resume will highlight those leadership skills. That is to be 

expected – and it demonstrates how your strategy emerges from specific elements of your analysis. So 

don’t let this bother you.  

• There should be clear section headings for each major section (see bold in outline below) and sub-

section (see italicized below). Organization is very important in a marketing plan.  

• You can also feel free to use bullets especially when you are listing elements – for example listing your 

strengths or weaknesses. That said, a completely bulleted plan doesn't read well – so be sure to use full 

sentences and paragraphs to summarize or introduce lists.  

• You are welcome to use first or third person writing-style.  

 

The plan should be organized as follows (be sure to use clear headings for each section bolded or italicized 

below): 

 

1. Executive Summary – 2 paragraphs that provide an overview of your paper. An executive summary is 

not an introduction that tells the reader what you are going to do – it is a summary that tells the reader 

what you did. You should not write it until the rest of the paper is completed. It is more a synthesis that 

highlights the unique aspects of the plan.  

 

• Evaluation – bottom line of what we would expect to see: 

� One paragraph that highlights the key factors from the situation analysis that most influenced 

your particular strategy.  
� Then, a second paragraph highlights your unique strategic direction and key components of 

your marketing strategy.  
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2. Situation Analysis [about 50-60% of the length of the plan] 
 

 
• Customers. In this case, customers are potential employers from the companies or industry you 

might target with your employment services. Briefly describe the market with facts and data – 

information you might gather online or from the College’s Career Services professionals. At this 

stage in the plan, you should have multiple companies, an entire industry, or categories of jobs in 

mind. You should not be narrowed down to a single employer. That comes later as you narrow 

down and “target” specific potential employers based on the research in this section and the 

following sections of the plan.  

o Focus the section on key industries or firms that you will be targeting for your services.  

o Highlight the types of jobs they offer and estimates of openings that may occur. 

o Demonstrate some recognition of the different types of firms in this industry.  

o Note, if you are interested in multiple industries or different types of jobs – focus THIS 

plan on one of those (on your own you should develop plans for others). 

o Who in these firms do you think would influence or make hiring decisions? 

Conducting market research for your personal marketing plan. The Situation Analysis section of your plan 

requires both secondary and primary market research. As you know, a successful marketing plan starts with a 

solid understanding of customer wants and needs, competitor strengths and activities, company strengths and 

weaknesses, and recognition of key elements of the market context.  

 
Secondary Research. This document lists a range of “Suggested Resources” to help you learn more about each 

section of the plan – most of these are secondary data sources you can tap.  
• Focus in on a few key facts or trends. What are they?  
• How can they help you be more thoughtful with your marketing strategy? 
• Under the description of each section of the Situation Analysis you will see potential resources – most of 

which are secondary data sources.  
 

Primary Research. You are expected to conduct at least one informal informational interview with a person who 

works in the industry and/or job role you have identified in your target market (or a closely related one). The 

contact may be one that you identify through talking with a family member, friend, fellow student, LinkedIn, 

Career Management Center, or other means.  
• Ask if you can chat with them for 15-30 minutes about their job and career path.  
• Convey that you are not trying to get a job at their company or an internship, you are simply learning, 

and you think they would be an interesting person to learn from.  
• Ideally, you should meet in person (at their office, for coffee, etc.) or over the phone if the person is not 

local. Skype (or FaceTime) is another good option.  
• Consider asking 3 questions: 

o Can you share with me the story about how you got into this job? 

o Can you share with me what you like and dislike about it? 

o (At the end) Is there someone else you know who has different career experiences that you think 

I could learn from? Build yourself a network you can tap into over time.  

• After the interview, spend 10-15 minutes recording your thoughts about what you learned and how you 

can incorporate those insights into your plan.  

• For more insight see the CMC’s Informational Interview Handout. 

 
 



 

 101  

o Organize facts around key questions like: what are the customer needs? What skills do 

they need? What will be keys to success among these customers? 

o Top grades will show some effort to research the job market using suggested resources. 

 

Suggested Resources:  

• Worksheet: use the Career Scavenger Hunt to analyze different job categories 

• Video: using CareerRAM to learn about firms that recruit from CSU 

• Use LinkedIn to analyze companies, jobs, and people.  

• Websites that provide industry information. 

̶ O*Net- industry trends and what fields are projected to grow 

̶ The Vault – research industries, find reviews/rankings of companies. 

̶ WetFeet – access to articles, guides, and useful insights  

̶ CareerShift - an employer information and job search tracking system for 

identifying company contacts and getting organized.  

̶ Occupational Outlook Handbook resources on industries and positions.  

• Company. This is you. This section defines your capabilities and what you want from a job. 

Consider answering some of the following questions: 

o What are your strengths and weaknesses? 

o What types of job experiences have you had? 

o What career-related skillsets are you investing in? (or desire to invest in) 

o What are your passions in life that might intersect with your career? 

o Are there constraints on your search? (e.g., family matters keep me in Colorado)? 

o Think about times when you are happy or fulfilled, what were you doing? 

o How would a family member, friend, or coworker describe you? 

o Collaborators (sub-sub-section). Who are potential collaborators you could tap? Do you 

have family, friends, current or former employers that could help you network for a job 

and connections? Most jobs come from connections – so this section if very important.  

 

Suggested Resources:  

• Worksheet: use the Career Skills and Values Worksheets to help form your ideas 

• Identify your interests by completing the O*Net Interest Profiler  

• Take a free strengths assessment  

• Join a student organization to learn more about what you like and dislike.  

 

• Competitors. These are other applicants/students - who else is trying to get these same jobs? 

o Identify types of competitors who might also be seeking the same jobs.  

o What are strengths and weaknesses of each type of competitor? 

o This might be easy to present in a table – create a competitor matrix (see example in the 

Marketing Plan Coach)  

o Consider what employer wants beyond the degree? 

 

Suggested Resources:  

• Use LinkedIn to analyze your competitors. You can view others’ skills, experience, 

education, and how they promote themselves.  

̶ Join Colorado State University – College of Business CONNECT LinkedIn group.  

̶ Mention what you learned about your competition by viewing different profiles.  
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• Look at the NACE (National Association of Colleges and Employers) Job Outlook 

Survey to review skills that employers are seeking and review your competition.  

 

• Context - External market environment. Choose relevant aspects. 

o There should be some discussion of each aspect of the external market environment 

from chapter 3. For example, social cultural trends on millennials job seekers, 

technology, or more generally the current economic environment.  

 

Suggested Resources:  

• Colorado LMI gateway for labor market information 

• Utilize professional organizations in your field of interest to learn about social, 

political, technological, and economic changes in their work environment. 

 

• Strengths-Weaknesses-Opportunities-Threats (S.W.O.T.) 

o Include a S.W.O.T. (strengths & weaknesses are internal to you – and opportunities & 

threats that are external to you). 

o You probably want to list from 3-6 of each of these – choose the most important factors.  

o This is repetitive from what you wrote in the previous sections. But, at this point, you 

are identifying the most important factors from the situation analysis – those factors 

that will have the greatest influence on your strategic direction and marketing strategy. 

 

Suggested Resources:  

• Review what you wrote in previous sections. 

 

• Evaluation of this section – the bottom line in this section – we will look to see: 

� Sections include customers, competitors, company, context, and SWOT 

� Good scope of firms (customers) and focus on a few 

� Clear understanding of customer needs 

� Thoughtful about capabilities (company) 

� Competitor analysis includes strengths and weaknesses 

� Context mentions social, political, technological, economic, environmental 

� Clear SWOT, strengths/weaknesses (clearly internal) opps/threat (external) 

� Logical flow across the components based on significant analysis 

� Easy to see innovative ideas and connections to course concepts  

� Synthesis and focus of the secondary research gathered in situation analysis 

� Good execution of primary research (interview) – one personal interview is required 

� Quality and quantity of research conducted – did you conduct useful, and relevant 

research? Are sources cited? Did you use multiple resources? Communicated clearly? 

� Did you do an interview? Is it clear what you learned from the interview? 

� Demonstrate clear and useful insights that relate back to the plan  

 
3. Strategic Direction [about 10% of the length of the plan] 
 
• Segmentation and targeting. From all the potential employers discussed in the situation analysis, 

which one industry or few related companies will you target? You could target a single company, 

but unless you have particular connections, you should have a group of similar companies.  
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o This section should include a brief but compelling rationale for your decision. You should 

directly reference things you have learned and written in the Situation Analysis.  

 

Suggested Resources:  

• Use company websites to support your synthesis and identify your target market. 

These may show openings, portray company culture, and other vital information. 

• Need additional information to make your decision? Stop by the College of Business 

Career Management Center (210 RW) during drop-in hours 10am-3pm.  

 

• Differentiation and positioning. How are you going to differentiate yourself from the competition? 

How do you want employers to view you? [Note: because you have time to make changes to your 

product (you!), you can note ways that you plan to grow and develop between now and 

graduation or job hunt time to enhance your marketability.] 

o This section should use rationale that clearly describes the competitive advantage you 

can offer and how you would position yourself against that competition. 

o Summarize with a clear positioning statement in the form (create a separate paragraph): 

• “Among all potential (job type) hires, (your name) is the most (list 1-3 unique 

qualities you bring to a company) because (proof that you have those qualities)  

• The qualities you can bring to an employer (in the positioning statement) should be 

demonstrable – hopefully with evidence or stories you can tell that show you have 

that quality. Develop and refine those stories – then look for ways to bring them 

into your promotion efforts in the strategy section.  

 

Suggested Resources: 

• Review the resources from the situation analysis to identify your potential 

sources of competitive advantage. Think what does my target market need? 

What are my strengths? What do I do better than competitors?  

 

• Evaluation – the bottom line in this section – we will look to see: 

� Clear choice of strategic focus 

� Clear evidence that strategic direction flows from situation analysis 

� Strong and innovative point of differentiation  

 

 

4. Marketing Strategy [about 30-40% of the length] [Product & Promotion P’s should get the most 
attention] 
 
• Target Market. Simply re-state the target market identified in the previous section.  

 

• Product. What do you have to offer? What will you do to enhance your offering? 

o Here you should include what services (capabilities) you can offer – and what additional 

services you expect to be able to offer prospective employers in the future.  

o This should emerge from your analysis of yourself (Company section of the situation 

analysis) and will probably emphasize what employers are seeking (Customer section), 

and how you are different (compare Company and Competitor) sections.  
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o This section can also include product development plans (what you plan to do between 

now and when you are hired) that will make the product a better fit for your target 

market.  

• Note: Be clear on the skills you plan to develop or refine between now and 

when you are actively on the job market, note those and clearly indicate how 

you will attain those skills (internships, classes, etc.) 

 

Suggested Resources:  

• Review your company, customer, and competitor analysis – try to identify how 

you can fit best and can demonstrate a competitive advantage. Have a plan to 

make yourself a more attractive candidate for your target market.  

 

• Price. What salary or benefits will an employer need to offer for your services? [You could include 

any type of training needs, future career opportunities, or other benefits important to you.]  

 

Suggested Resources:  

• O*Net resource to view salary averages by location, median wages, 

employment trends, and projected growth.  

• Colorado LMI Gateway gives labor market and occupational information.  

• The Bureau of Labor Statistics resource with information regarding labor trends.  

• The Occupational Outlook Handbook resources on salary/growth of jobs.  

• Salary.com free information on salaries. Search by job title or location.  

• Glassdoor place for employees to provide reviews, interview questions, salary 

information, and company information. 

• Company section – do you have any skills that may allow you to command a 

higher salary?  

  

• Place. Where do you want to work? Geography? Type of work (indoor, outdoor, on the road, from 

home, project-based or standard 40 hour work weeks).  

 

Suggested Resources:  

• Cost of living calculators can help you identify realistic goals. 

• You may look at climate, e.g., average annual sunshine by state, or other 

location-based information to identify important factors in your decision.  

• Look at your Company section – are there desires or constraints that influence 

where you want to work?  

• Customer section – are target employers located in certain places?  

 

• Promotion. This is probably the longest section of the strategy. How will you communicate your 

benefits to potential employers? Promotion includes elements such as your resume, personal 

selling (interviews), networking, and other ideas you generate.  

o This section should include promotion objectives, which can be tied to specific 

promotion media, and the message you would try to use with each. 

o Develop a short elevator pitch, inspired by your positioning statement, which supports 

your promotional strategy.  

o Consider other innovative ways to communicate your differentiation to the target 

market. 
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o How will you stand out as a remarkable candidate? 

o A resume is not required if you don't have one, though you could briefly outline some of 

what you hope to highlight in a resume.  

o What will you highlight on your LinkedIn page?  

 

 Suggested Resources:  

• Review your differentiation and positioning section – your promotion should clearly 

communicate that positioning.  

• Watch LinkedIn101 (http://goo.gl/Lg6KwU) to learn how to differentiate yourself 

online. 

• Use the Elevator Pitch Worksheet as a guide.  

• Use COB CareerRAM to peruse job descriptions and strategize on ways to build in 

critical desired skills into your promotion.  

• Visit the COB CMC Career Resource Library to find sample resumes.  

• There are multiple ways to promote yourself throughout the job search. Access the 

below videos in the Career Resource Library. 
• Resume 

• Cover Letter 

• LinkedIn201  

• Interviewing 

• Networking 

• CareerRAM 

• Professional Etiquette 

• Dress for Success 

• Introduction to Internships 

 

• Evaluation – the bottom line in this section – we will look to see: 

� Product demonstrates understanding of current and future product 

� Clear connection between product, customer needs, and capabilities 

� Adequate treatment of price and place referencing to research 

� Promotion objectives are clear and strategy follows from them.  

� Creative, consistent, and compelling promotion discussing an array of media 

� Promotion clearly links to and supports positioning strategy   

� Well-crafted elevator pitch should be included 

 
5. References. Use in-text citation and provide a list of references at the end of the paper using any 

regular format. This should include online and offline sources you have used. Include people you have 

talked to about the job search process, reference should note person’s name, title, and date you talked 

to the person.  

• You are expected to talk to at least one person in this process (employers, counselors, even 

friends or parents who can help you assess yourself or the job market). 

• You should demonstrate your research by having a list of references. The formatting of the 

references should be consistent but there is no special requirement for formatting.  

• In-text citation can be done in a simple way that refers to the list of references (Cannon 2016).   
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Appendix: Grading Rubric (special thanks to Chris Blocker for his leadership on developing this rubric) 
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Appendix N: Practice Marketing Simulation  
 
Another activity that ties together the whole introductory marketing class and pushes students to apply, 
analyze, evaluate, and create is the Practice Marketing simulation (see mhpractice.com). This simulation 
asks students to identify a target market and then design a backpack (Product), determine a profitable 
Price, decide which retailers (Place) and how to Promote (advertising messages, budget, and media). 
After each decision is submitted, students can view sales and market research data, adapt their strategy 
and move on. There are shorter, focused exercises (see Appendix E for example) that can be used to 
scaffold student learning as they move toward the final simulation. The front page of the instructors 
manual is shown below.   
 



 

 108  

 
Appendix O: The Essentials of Marketing Flipped and Active Learning 
Supplements Package 
As of this writing, I am putting the finishing touches on the Essentials of Marketing Flipped and Active 
Learning Supplements Package. This package will include materials customized for the flipped and active 
learning classroom. They are designed to supplement my textbook. The full package will include: 

• All of the In-Class Activities shown in Appendix C – all in native Word documents or PowerPoint 
files which allow instructors to adapt or customize the materials for their students’ needs.  

• PowerPoint files for the short lecture videos. For my blended learning class I have developed 2-4 
PowerPoint lectures per chapter. Each includes embedded video files. Most are designed to last 
5-15 minutes.  

• My Personal Marketing Plan handouts and rubric spreadsheet 
 
Instructors using my Essentials of Marketing textbook can have full access to all these materials—just 
ask. Interested non-users can have a sample package. I hope to have this package done by April 2018. If 
you are interested, please send me an email (Joe.Cannon@ColoState.edu) requesting the files. Please 
put “Flipped and Active Learning Supplements” in the subject line and let me know if you are a user of 
Essentials of Marketing.  
 


