McCoy College of Business Administration
TEXAS STATE UNIVERSITY-San Marcos
[bookmark: Dropdown3]Department of  Marketing
MKT 3375 Social Marketing
Spring 2012

INSTRUCTOR: 	Dr. Karen H. Smith	TEL:		512-245-3192 (Voice)
OFFICE: 	McCoy 422			512-245-7475 (Fax)
CLASS HRS:		Sec 251 TTH 3:30 McCoy 224 	OFFICE HRS: MW 12:30-3:00 
	or by appointment
Web: http://www.business.txstate.edu/users/ks07	E-Mail:		ks07@txstate.edu


COURSE DESCRIPTION:
Social marketing is the use of marketing principles and techniques to influence a target audience to voluntarily accept, reject, modify, or abandon a behavior for the benefit of individuals, groups, or society as a whole.  This course examines the application of social marketing to solve societal problems.  
COURSE MATERIALS:
REQUIRED Textbook - Social Marketing: Influencing Behaviors for Good, Philip Kotler and Nancy R. Lee, 2008, 3rd edition, Sage Publications.
LEARNING OBJECTIVES: 
A. Learn the history and principles of social marketing.
B. Identify and define social marketing terminology.
C. Apply the social marketing framework to contemporary social problems.
D. Gain experience working with a local non-profit client.

SKILLS AND KNOWLEDGE YOU ARE EXPECTED TO BRING INTO THIS COURSE:
Written and oral communication skills; ability to work productively in teams; analytical and critical thinking skills for evaluating information, solving problems, and making sound decisions; information technology skills; skills to recognize and apply general concepts of ethical behavior; knowledge of the importance of culture and diversity; knowledge of basic marketing concepts.
PREREQUISITES: 
MKT 3343 and all other university and college prerequisites.
COURSE POLICIES:
A.  INSTRUCTIONAL METHODOLOGY: lecture, class discussion, team and individual class activities, videos, Internet. Class time does not permit us to cover everything that you need to know for the assignments and project, so be sure to do the required reading.
B.  ATTENDANCE:
Attendance is extremely important in this class.  There will be assigned seating.  Attendance will be checked each day, beginning with the second class day.  Documentation may be asked for in order to receive an EXCUSED absence/tardy.  Two UNEXCUSED absences will result in a letter-grade reduction (e.g., A to B), four UNEXCUSED absences will result in a 2-letter-grade reduction (e.g., A to C), five unexcused absences will result in an F in the course.  Each UNEXCUSED tardy will count as 1/2 absence; so four tardies (but no absences) will result in a letter grade deduction.  Students must notify me on the same day they came in late to avoid being counted absent.  Leaving class early without my permission will count as an UNEXCUSED absence.  
C.  COURSE REQUIREMENTS:
Assignments:  Students are expected to read the assigned chapter from the textbook each class day, complete all Discussion Questions (DQ) posted on my webpage, and turn in the answered DQ as homework on each class day in which a chapter is assigned.  Students may work together, but each student’s homework must be in his/her own words.  Students are prohibited from selling their work to other students.  Homework must be typed in Word and submitted to Turnitin.  Three of these assignments will be dropped; there will be no make-ups except in rare circumstances.  There will also be two major individual out-of-class assignments related to the project.
Project: There will be a team project entailing a written report and an oral presentation, as well as an implementation to accomplish the client’s objective.  See the handout for details and the course outline for all due dates.  Team members may be fired for missing meetings, poor work, etc.  The fired member and Dr. Smith must be notified in writing (e.g., email) by the Auto-W deadline.  Team members will also complete peer evaluations which may affect individual student grades.  Each student is expected to act professionally with the client at all times, to be knowledgeable about team activities, and to report on team progress in class.
Out-of-class Assignments:  Assignment #1 requires students to conduct primary and/or secondary research.  Assignment #2 requires students to produce a promotion piece.  Both assignments relate to the team project, but are completed individually.  See Assignment Handouts for details and course outline for due dates.
Examinations:  There are no exams.  
Make-up Examinations:  N/A
Grade Evaluation:  	Team project	50%
	Individual Assignments	30
	Class participation	10
	Homework	10
	Attendance	 Unexcused absences deduct from overall grade
	
Class Participation:  Students are expected to come to class prepared every day by reading the assigned chapter and answering the Study Questions (SQ) posted on my webpage.  Students are also expected to contribute to class discussion, either on a voluntary basis or when called upon by the instructor.  Students earn participation points by verbally responding to assigned SQ and participating in certain class activities.  Students who are unprepared may lose participation points.  Students who feel uncomfortable speaking aloud in class may complete Participation Alternative Assignments by notifying the instructor by the 12th class day.  Students’ participation grade will be based on the frequency and quality of their contributions to class discussion.  In grading participation, I consider both quantity and quality.  High quality class participation is thoughtful and includes comments that add to our understanding of a concept or situation. It goes beyond mere repetition of textbook information.  Students will receive 10 points for each answer of sufficient quality, for a total potential grade of 100.  No more than 3 Participation Points may be earned on a single class day.

Brownie Points: There will be opportunities to receive 2 BROWNIE POINTS throughout the semester that add up to 1 percentage point to the final grade (1/2% each)  All brownie points must be completed prior to the last class day.

Posting Of Grades:  Grades will be posted on TRACS and will be updated weekly when possible.    

D.  CLASSROOM CIVILITY:  The Marketing Department has implemented a Student Code of Conduct.  Please read, sign, and return the form on the last page of this syllabus to your instructor.  Students engaging in unprofessional behaviors will forfeit that day’s attendance and may be asked to leave.  Cell phones must be turned off and placed on the desktop at all times during class.  In the case of an emergency, the student can obtain instructor’s permission to put the phone in silent mode.  Use of laptops in class is acceptable as long as they are used to take notes and not for personal entertainment (e.g., checking email and Facebook or surfing the net).  In addition, please refer to University policy regarding Students’ Responsibilities on Advising and Learning found at http://www.business.txstate.edu/advising/policies.htm.

E.  [bookmark: Text11]OTHER:  All handouts and announcements will be posted on my webpage and/or TRACS. Check these often for announcements and postings.  I also send emails to the whole class or to individuals.  Only your official Texas State email address will be used.  Not checking your e-mail is not an acceptable excuse for being uninformed.

UNIVERSITY/COLLEGE POLICIES:
A.	DROP: Dropping means that the student will remain enrolled in at least one hour in the current semester. A "W" will be automatically assigned if the drop procedure is completed on or before 5:00 p.m. on March 22, 2012. After this deadline the student will be unable to drop the course and will receive the grade (A, B, C, D, F, or I) earned in the class. It is suggested that students consult the instructor prior to dropping from the class. 
	WITHDRAWAL: Withdrawal means that the student is going to zero hours for the current semester. A "W" will be automatically assigned if the withdrawal procedure is completed on or before 5:00 p.m. on March 22, 2012. After this deadline, the student may withdraw on or before 5:00 p.m. on April 19, 2012. If the student is passing the class on the official date of withdrawal, a "W" grade will be assigned. If the student is failing the class on the date of withdrawal, an "F" grade will be assigned.
B.	ACADEMIC HONESTY:  Submission of any work for a grade for which unauthorized help has been received is termed academic dishonesty and will be grounds for a failing grade in the course. "Unauthorized" is a term used here to designate stealing, copying (with or without permission), collaboration with other individuals, or sharing programming code outside of sanctioned group activities. Students are strongly encouraged to refer to the Texas State student handbook for policies related to academic dishonesty. These policies may be found at   http://www.dos.txstate.edu/handbook/rules/honorcode.html. This instructor views any such act as a clear violation of ethical standards and will take appropriate disciplinary and punitive action.
C.	HONOR CODE:  All students are required to abide by the Texas State University Honor Code.  The pledge for students states:  
Students at our University recognize that, to insure honest conduct, more is needed than an expectation of academic honesty, and we therefore adopt the practice of affixing the following pledge of honesty to the work we submit for evaluation:  
I pledge to uphold the principles of honesty and responsibility at our University.  
The complete University Honor Code may be found at http://www.txstate.edu/effective/upps/upps-07-10-01.html under attachment I.  The McCoy College Student Responsibilities on Learning may be found at http://advising.mccoy.txstate.edu/about/learningpolicy.
D.	STUDENTS WITH DISABILITIES: 	A student with a disability may require an accommodation(s) to participate in the course. They must contact the instructor within the first two weeks of the semester. They will be asked to provide documentation from the Office of Disability Services (ODS) at that time. Failure to contact the instructor in a timely manner will delay any accommodations they may be seeking. Ongoing care by a physician does not automatically qualify you as an ODS special needs student. Students are required to file paperwork for accommodations with ODS each semester. Accommodations granted one semester do not automatically carry forward to the next. See UPPS No. 07.11.01 for additional information.
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COURSE OUTLINE

	Date
	Day
	Chapter Reading Assignment
	Topic

	Jan 17
	T
	1
	Define Social Marketing                                      Discuss teams and clients

	Jan 19
	H
	2, Article
	SMP Process, Rothschild          Choose teams, choose clients, seating chart

	Jan 24
	T
	15, Article
	Monitoring and Evaluation, Cheating            Participation begins 
                                                            Prepare for client/team meetings

	Jan 26
	H
	
	Client/Team meetings           

	Jan 31
	T
	
	Draft Report #1 due -- discuss goals, evaluation, implementation in class

	Feb 2
	H
	17, 3
	Implementation and Sustaining Behavior, Discovering Keys to Success

	Feb 7
	T
	4
	Researching for Assignment #1                                                 Client Report #1 due

	Feb 9
	H
	
	Speaker-Marketing Librarian -- Discuss Assg #1 (Research)

	Feb 14
	T
	5
	Mapping the Environment

	Feb 16
	H
	
	Speaker-Shawn Morris, Cox Media Group

	Feb 21
	T
	6, 8
	Selecting Target Markets; Barriers, Motivators, Competition 

	Feb 23
	H
	7
	Setting Objectives and Goals                               Assignment #1 due

	Feb 28
	T
	9,10, Article
	Positioning, Product                                                            Client Report #2 due

	Mar 1
	H
	11,12
	Price; Place               

	Mar 6
	T
	13
	Promotion Messages                                           Return Assignment #1

	Mar 8
	H
	14
	Promotion Delivery                                             Corrected Assignment #1 due

	Mar 13,15
	
	
	Spring Break

	Mar 20
	T
	16
	Budgets and Funding

	Mar 22
	H
	
	Workday                                                      Assignment #2 due    Auto-W

	Mar 27
	T
	
	Workday                                                             Student evaluations of instructor

	Mar 29
	H
	
	Workday                                                                                 Client Report #3 due

	Apr 3
	T
	
	Workday                                                        Return Assignment #2

	Apr 5
	H
	
	Workday                                                           Team Project Reports due

	Apr 10
	T
	
	Workday                                     

	Apr 12
	H
	
	4 groups -- Go over Reports, prepare for presentations

	Apr 17
	T
	
	4 groups -- Go over Reports, prepare for presentations

	Apr 19
	H
	
	                                                                 Presentations

	Apr 24
	T
	
	                                                                 Presentations

	Apr 26
	H
	
	                                                                 Presentations

	
FINAL EXAM

	
	
	Students come to discuss their grades:
   Section 251 (3:30)   May 3, 5-6 pm  McCoy 422
   





Student Code of Conduct

Department of Marketing Classroom Behavior Policy



The Department of Marketing expects students to adhere to the following policy.  Please note that each professor, at his/her discretion, may enforce this policy with incentives and/or penalties, which will impact your final class grade.  Please refer to the syllabus for any incentives and/or penalties the professor may impose to enforce the following policy: 


MARKETING CLASSROOM BEHAVIOR POLICY: 

Regular class attendance is extremely important to successfully complete this class.  You are encouraged to be present for every class and actively participate in class discussions and activities.  Poor attendance is the primary cause of low grades.  Leaving early and/or arriving late to class disturbs the class, including students and professor.  Please minimize late arrivals and/or early departures and whenever possible let the professor know that you must arrive late or leave early. You are responsible for any assignments that occurred when you were not in class.  

Courteous and professional behavior is expected at all times. Any successful learning experience requires mutual respect on behalf of the student and the instructor. Students are full partners in fostering a classroom environment that is conducive to learning. In order to ensure that all students have the opportunity to gain from time spent in class, students are prohibited from engaging in behavior that detracts from the learning experience of other students. Disruptive and inappropriate behavior includes, but is not limited to the following: arriving late and/or leaving early unless cleared in advance, talking to classmates unless part of classroom discussion, eating food, using electronic equipment when not allowed, sleeping in class, working on material not related to class, AND/OR reading newspapers.  

Use of any electronic equipment, including computers, cell phones, and/or iPads, when not permitted by the professor disrupts the class.  All electronic equipment, unless permitted by professor, must be turned off before class starts. Students with disabilities should read section D of University/College Policies section. 

Last but not least, students are encouraged to actively participate in class while respecting other students’ point of view.  Derogatory and/or discriminatory comments towards other students and/or professor do not belong inside and/or outside of the classroom.  Please maintain a tolerant attitude while listening and/or disagreeing with other students’ and/or professor’s ideas and/or opinions.
 

I, (please print)   Last Name:___________________________	First Name:___________________, have read and understand the department of marketing classroom behavior policies.

Signature:________________________________________

Date:____________________________________________





