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BUS 103: Marketing and Distribution Management 

Online  

 

Instructors: Dr. Sean Jasso & Dr. Ashish Sood      Quarter: Spring 2020 

Office:         Virtual Zoom               Lecture time: Online  

Classroom: Online                                                   Discussions: Online with TAs 

E-mail:        seanj@ucr.edu & asood@ucr.edu          Course Website: http://ilearn.ucr.edu/   

Office Hours (via Zoom): MWF 830am-9:30am 

 

“Marketing is so basic that it cannot be considered a separate function. It is the whole business seen 

from the point of view of its final result, that is, from the customer’s point of view…Business success is 

not determined by the producer but by the customer.” 

 

-Peter F. Drucker 

Lectures 

• For both Fully Online and Hybrid: BUS 103 will have weekly online modules that will be completed 

individually by each student. All lectures are completed in an asynchronous online format for both fully 

online and hybrid versions of the classes.  

 

Discussion Sessions 

• BUS 103 will have one 50-minute discussion session each week. 

• For Hybrid (now fully online) (Spring 2020): Discussion times are posted on the UCR Course 

Banner. The discussion section will meet synchronously face-to-face (now virtual) on a weekly basis 

for 50 minutes with the Teaching Assistant. TA office hours can be conducted via Zoom. The link to 

access the Zoom sessions is on iLearn (Blackboard) in the “Weekly Office Hours” folder. 

 

UCR Business Mission Statement 

Our mission is to develop diverse leaders, propel research-based innovation and promote the sustainable 

growth of Inland Southern California within the global economy. We harness the powerful resources of the 

UC and our location at the nexus of commerce to create a laboratory for education, research, and productive 

partnerships across economic enterprises. 

 

The strategic activities that propel our mission include: 

• Conducting basic and applied research in management that explores and informs the creation, 

development and management of growth 

• Providing degree programs that prepare our students to be effective managers and responsible 

community leaders with a deep understanding of the dynamics of growth in both a regional and 

global context 

• Partnering with business and community leaders through a shared commitment to exemplary 

growth 

• Delivering educational programs to executives and the public at large that respond to the needs of 

our local, state, national, and international communities. 

 

Undergraduate Program – Learning Goals 

 

Problem Solving Skills 

Students will be able to use a variety of theoretical perspectives to identify and critically evaluate 

implications of business decisions for organizational stakeholders (e.g., customers, colleagues, employees, 

stockholders, suppliers, foreign governments, communities, cultures, regulatory agencies). 
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Professional Integrity / Ethical Reasoning Skills 

Students will be able to recognize ethical issues, demonstrate familiarity with alternative frame- works for 

ethical reasoning, and discern trade-offs and implications of employing different ethical frames of reference 

when making business decisions. 

 

Global Context Skills 

Students will be conversant with major economic, social, political, and technological trends and conditions 

influencing foreign investment and development of the global economy demonstrating an understanding 

of the cultural, interpersonal and analytical competencies required for global business. 

 

Written Communication Skills 

Students will demonstrate proficiency in written communications by creating written documents that are 

clearly written, with appropriate content and conclusions. 

 

Presentation Communication Skills (For fully Online courses only) 

Students will develop presentation techniques, cultivate poise and self-confidence, and demonstrate 

proficiency in oral presentations by making oral presentations to external audiences. 

 

Course Overview 

 

BUS 103 introduces and explores the concepts and skills required to create and critique effective marketing 

plans and strategies. The American Marketing Association defines marketing as: “Marketing is an 

organizational function for creating, communicating, and delivering value to customers and managing 

customer relationships in ways that benefit the organization and its employees, customers, investors, and 

society as a whole.”  

 

During the course, students will critically explore marketing principles, concepts and models. Students will 

analyze a variety of real-world examples. Students learn how to create a balanced, coordinated marketing 

mix, where all elements of its marketing activities work together. Students also learn how to combine 

qualitative and quantitative analysis to gain an understanding and reveal insights into the internal and 

external environment. To achieve this, the course uses a combination of lectures, discussions, case studies, 

assignments and exams. 
 

Learning Outcomes and Course Objectives 

 

During the course, we will study several different industries that demonstrate the diversity of marketing 

management. For example, we will: 

 

• Analyze the demands and needs of target customers 

• Examine marketing’s role in the organization 

• Understand the importance of market segmentation and predict the actions of different market 

segments 

• Develop marketing strategies and tactics 

• Explore the changing marketing environment 

• Learn: 

⬧ new product development 

⬧ elements of the marketing mix and promotion mix 

⬧ importance of advertising 

⬧ many worlds of media 

⬧ experiment with pricing and distribution models 

• Understand the diversity of marketing implementation and controls 

• Learn the fundamentals of customer service 

• View marketing as the focal point for the success or failure of the enterprise 
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Required Texts 

 

Required materials for the course include  

• Marketing Dhruv Grewal and Michael Levy, 7th ed. ISBN-13: 978-1260087710 

• Positioning: The Battle for Your Mind, Trout and Ries, McGraw-Hill, 2000 

• Contagious: Why Things Catch On, Jonah Berger, Simon and Schuster, 2013 

• Selected Readings from Harvard Business Review 

 

Online Remote Learning Requirements 

 

• You will need access to an internet enabled computer/device in order to access iLearn. 

Watch the online videos and complete the online iLearn quizzes that you can use 

approximately 3-6 hours online per week. 

• You will also need access to a computer that has audio and a webcam, which will be 

required for the exams.  

• Internet browser (e.g., Internet Explorer, Firefox, Chrome) 

• Adobe Reader (http://www.adobe.com/products/acrobat/readstep2.html) 

• Google Docs and Spreadsheet account – (free) 

• The exams will be essay format and you will upload the exam using safe assignment   

 

Also, please create your free Zoom account at: https://zoom.us/. We will use Zoom for “office 

hours” or video conference as well as for exam review sessions. You will need a laptop or computer 

with a camera and microphone. Synchronous sessions of the course will take place in the 

professor’s zoom room. Details posted on iLearn. 

 

Technical Support for iLearn: The Help Desk is available by email at bearhelp@ucr.edu and by 

phone at (951) 827-4848 to answer a variety of questions related to computing services offered 

at UCR. 

 

Grading 

 

These are the elements on which you will be graded: 

❑ Weekly Assignments and Engagement  40% 

❑ Reading Notes 10% 

❑ Exam 1 10 % 

❑ Exam 2 10 % 

❑ Marketing Plan 30 % 

❑ Total 100% 

 

Grading Scale: 

A = 94% - 100% 

A- = 90% - 93% 

B+ = 87% - 89% 

B = 84% - 86% 

B- = 80% - 83% 

C+ = 77% - 79% 

C = 74% - 76% 

C- = 70% - 73% 

D+ = 67% - 69% 

D = 64% - 66% 

D- = 60% - 63% 

F = <59% 

 

http://www.adobe.com/products/acrobat/readstep2.html)
https://zoom.us/
mailto:bearhelp@ucr.edu
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Your final grade is your ultimate evaluation of your work in this course. Look at the grading scale above 

and know that the average grade in this course falls within the range of 2.85, a B-, to a 3.0, a B. This means 

most students perform above or at the passing level while a few fall below and others excel above this 

level. Passing means you have performed all of your deliverables. To pass this course means you have 

done the job and you are fulfilling the requirements of the University and of the Business School. 

 

It is understood that you are all working under different circumstances in which your personal and 

professional interests and responsibilities require you to make tradeoffs while you are in college. We 

understand this as we, too, were once in your shoes. Do your best – this is all we expect. 

 

Most of you, if not all of you will pass this course. This course, as you may expect, is designed to challenge 

you and move your mind perhaps more than other courses you may have taken or perhaps may ever take. 

The material is demanding as you will learn that marketing is everything – everything for the success of 

the business, for management, and for a sustainable and competitive career. The top tier performers in the 

course who will reach beyond the average will be those who make the tradeoffs, manage their time, 

communicate with us and with your TA, and, most importantly, immerse themselves into their studies. 

We want all of you to pursue excellence and we will give you the tools to move toward this goal. 

 

Weekly Assignments / Engagement  
 

Each week you will complete the following assignments: 

 

1. SmartBook activities (10% total) 

• We use the SmartBook® tool, which is an adaptive learning and reading tool to facilitate your 

learning.  It provides a personalized experience to you through questions based on the material 

you are studying each week.  By assessing your individual answers, SmartBook will help you 

identify which topics you need to practice. 

• Read the assigned chapter and complete the questions at the end of the chapter by the deadline 

posted in iLearn.  No points for delayed/ incomplete activities. 

2. Video Cases (20% total) 

• We will use Video Cases on topics covered each week to provide you applied knowledge.  

• Watch the short video and complete the questions at the end of the chapter by the deadline posted 

in iLearn.  No points for delayed/ incomplete activities. 

3. Engagement (10% total) 

• We will account for attendance and overall contribution in your weekly discussion/meeting with 

your TA 

• We will also account for your contribution to weekly forum posts pertaining to Dr. Jasso’s lecture 

series and other engagement opportunities that will arise  
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How we will grade your work: 

• Most of your work will be graded with quantitative results. For example, major exams, attendance, 

case studies, etc. will all be assigned a number or a percentage of the 100 point allocation in the 

course. Even your final marketing plan will be graded quantitatively. Keep in touch with your 

TA to manage your numbers. 

• We will also grade your work and make our final evaluation of your assignments as well as final 

grade with a qualitative perspective using a Level 5 Excellence Scale. In its simplest form, this 

is the way my TAs and I think and below are characteristics of this scale: 

• Level 5: Excellence (superior critical thinking, outstanding, highest 

quality, brilliant) (100%) 

• Level 4: Good (strong, proficient, good quality) (80%) 

• Level 3: Standard (complete, acceptable quality, on time, passing) (70%) 

• Level 2: Poor (incomplete, late, poor quality, potentially unacceptable) (60%) 

• Level 1: Failing (not submitted, no effort, drop the course). (<60%) 

• The Level Five Scale is then translated into the appropriate point allocation in your gradebook. 

 

Reading Notes  

 

Your Weekly Assignments /Engagement grade will also consist of you completing reading notes. The aim 

of reading notes is to help you read critically and actively – to be engaged in the work. You will find this 

tool essential in graduate school so it is here we begin the habit.  The reading notes will be measured using 

the level-five evaluation criteria and must contain the following: 5 readings: 2 books reviews worth 2.75 

points each and 3 HBR articles worth 1.75 points each: total 10%. 
 

Format: 

• Two-page maximum (articles) and Three-page maximum (books) 

• single space, block format, justified margins, 10-point font 

• APA bibliographic citation of the work as your ‘title’ 

• Your name, course, section number and date at the upper right 

• Use the bold subheadings below to segment your narrative 

 

Content: 

• Central theme – identify author’s main lesson/argument – what is the author(s) teaching us 

• Critical analysis – evaluate the lesson/argument – strengths/weaknesses – considering pointing 

to a frame of reference in your own life or your training in the subject 

• Main takeaways – so what and now what? How do we best apply the knowledge from this 

article/book? 
 

 

Exam 1 and 2 (20% Total)  

 

Each exam is an opportunity for you to develop a written reflection of your command of the various topics 

during the first and then second half of the course.  The exam will consist of thematic questions from our 

studies that will be provided one week in advance as a study guide.  Exam One will be given during week 

five and Exam Two will be given during week ten.  We will find a time that works, but there will be one 

hour allocated for the exam for the entire class.  Here is the process: 

• We will randomly select two of the five or six study themes 

• The themes will become your questions you will answer  

• You will have one hour to type and upload your exam into the assignment folder 

• Safe Assignment is used 

• This is an individual, timed exercise testing your knowledge and your integrity  

• It will be great. 
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Marketing Plan (30%) 

 

This is an individual project where you will develop a comprehensive marketing plan for a ‘business to 

consumer’, tangible product for an existing Fortune 500 company.  Pick a company that produces a very 

specific category of product – much like a shoe company.  Avoid companies that are conglomerates like 

GE or Disney.  Again, a business-to-consumer company – keep it simple and select a company you should 

study in business school.  Your marketing plan can certainly be a signature piece of your academic 

portfolio when you are on the job market.  Consider the marketing plan your final exam in the course.  We 

will use Appendix 2A in our textbook as our guide for your Marketing Plan. 

 

The Plan will be delivered in two stages: 

Stage One 

❑ Each student will provide a two-page, single-spaced, business block format proposal for the company 

and product/service you will use for your Plan. In the proposal include: a company profile including 

a brief five-year financial overview and its current marketing situation. Helpful sources for this 

assignment include: Datamonitor, Hoovers, Mergent, IBIS World – from our library databases. 

 

Stage Two 

❑ This is your final. In week eleven, each student will submit his or her marketing plan document. 

❑ This is a 15-20-page, double-spaced, typed document. The framework of the marketing plan is 

Appendix 2A in your textbook  

❑ Ten minimum, quality references are required (APA format) 

❑ Submission through Safe Assignment is mandatory 

❑ The Marketing Plan is an independent project testing your discipline of self-directed study. 

You are encouraged to start early and use your TA’s office hours to gain feedback. Manage 

this time carefully as your TA will need to balance his or her time as the term comes to an 

end. Consider this paper your ‘final exam’ and note that the paper will stand the test of safe 

assignment. 

 

Marketing Handbook (Priceless)  

 

This is a great tool for you to take with you after you complete the course. This is an individual project that 

is required, graded, yet not part of your total score. The content of the book you write should apply to you, 

your job, and your future. You should develop and add the ‘little’ instructions and rules through the course. 

The book should consist of 50 to 100 brief ‘instructions’ to marketing. I will give you some ideas throughout 

the term and you will develop your own from the readings and projects. 

 

Some examples include: 

1. Before you start any marketing program, promotion or advertising…know your target market and 

audience. 

2. There are ten magic words in marketing, advertising, and direct marketing: Free, New, You, Now, 

Win, Easy, Introducing, Today, Save, Guaranteed. 

3. Know the difference between a product feature and a benefit. Your buyer is less interested in what 

your product or service is than what it will do for him or her. 

4. Use a money-back guarantee. A money-back guarantee is worth its weight in gold to a marketer. It’s 

a powerful tool for overcoming suspicion and the stronger the guarantee you can make, the more it 

will increase your sales. 

5. Ask for the order. And tell your potential buyer exactly what to do. If it’s fund raising, tell the donor 

how much to give and why. Make sure you give instructions for mailing a reply card, using a web 

site, using a catalog, or ordering by an 800 number. 
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On Our Virtual Learning Environment 
 
Welcome to your marketing class that just happens to be online.  We have created the course to be rigorous 

and demanding as expected of any upper-division business program.  We also have ensured that the delivery 

will be seamless, engaging and rewarding.  Whether this is your first online course or you have taken many, 

the learning outcomes remain the same as if we were in the lecture hall in the UV. 

 

Online doesn’t mean behind the scenes or in the distance or not real – it simply is online.  Like all courses, 

there is a great deal of flexibility and agility built into our program.  In addition to the lecture series, Dr. 

Jasso will provide content that would take place during a face-to-face lecture so be sure to follow the weekly 

roadmap to manage and complete all of the learning content – the good stuff.  

 

Below is the general plan of each week – ten of them.  The successful student will read the syllabus from 

top to bottom, understand quickly how to navigate the Connect Smartbook requirements, develop a rhythm 

to watch the lectures and manage the readings – remember, this a real upper-division course – and, get 

aligned with your TA and with me. 

 

The Plan: 

 

• On Sunday, we will post an Announcement with our weekly Road Map with learning outcomes 

and deliverables   

• Mondays we will post the lecture for the week 

o The lecture will be available in the ‘Week’ noted in Course Materials of the main iLearn 

course  

o The lecture will be a portion of the week’s learning outcomes 

▪ Other deliverables include your weekly textbook readings, your 

Connect/Smartbook cases/videos, and your various reading notes 

o We will provide a slide deck as a companion to the lecture  

o Your lecture viewing is required and a nice feature in iLearn tracks views and viewing 

length  

o You need to watch the lecture recordings by Wednesday to be on pace with the course and 

it will expire on Sundays 

o You will be posting a brief and brilliant forum by Sunday of each week on the content of 

the lectures – so, take notes – enjoy the lectures.  I will provide a guiding question for your 

post each week.  These will uploaded into your Forums in your TA’s iLearn section. 

• Discussions  

Tuesdays/Fridays are the allocated discussion sections with our TA team 

▪ Your time with your TA will be informative with content that builds on our weekly 

learning aims as well as opportunities for workshop 

▪ Your TA will provide a Zoom link to join the weekly discussion 

▪ Zoom has a nice feature that accounts for your attendance – enjoy the discussion  

▪ All etiquette is required when joining live meetings whether discussions or office 

hours.  Any unprofessional behavior, and you’re out of the course. 

• Sundays everything is due (recommendation – spread out the work in the week) 

o Your book reviews  

o Your readings notes of the HBR articles  

o Your Connect Smartbook exercises  

o Your Lecture Forum Posts  

 

Dr. Jasso’s Office Hours: 

• I will hold a Zoom office hour on MWF from 8:30am – 9:30am  

• I’ll provide the link and join the room – easy  

• We can also visit at other times and days – easy  
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Integrity Policy 

 

Cheating of any kind is not tolerated. Any evidence of cheating or plagiarism in any of your work will 

results in an “F”. 

 

At the University of California, Riverside (UCR) honesty and integrity are fundamental values that guide 

and inform us as individuals and as a community.  The academic culture requires that each student take 

responsibility for learning and for producing work that reflects their intellectual potential, curiosity, and 

capability. Students must represent themselves truthfully, claim only work that is their own, acknowledge 

their use of others’ words, research results, and ideas, using the methods accepted by the appropriate 

academic disciplines and engage honestly in all academic assignments.  Misunderstanding of the 

appropriate academic conduct will not be accepted as an excuse for academic misconduct.  If a student is 

in doubt about appropriate academic conduct in a particular situation, he or she should consult with the 

instructor in the course to avoid the serious charge of academic misconduct. To ensure the highest standard 

of academic integrity, all students should be familiar with the guidelines posted at:  

http://conduct.ucr.edu/SiteCollectionDocuments/DocumentsFromStudentConduct/AcademicInte 

grityBrochureStudent.pdf  

  

http://conduct.ucr.edu/SiteCollectionDocuments/DocumentsFromStudentConduct/AcademicIntegrityBrochureStudent.pdf
http://conduct.ucr.edu/SiteCollectionDocuments/DocumentsFromStudentConduct/AcademicIntegrityBrochureStudent.pdf
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The Course Schedule Content and Point Values   
 

Week Topic Chapters 

Connect 

SmartBook 
Engage-

ment 

Reading 

Notes 

Mktg 

Plan 
Exams 

Smart-

book 

Case 

Videos 

1 Marketing as Strategy 1, 2 1 2 1       

2 
Ethics and Marketing 

Analysis  
4, 5 1 2 1 

1.5 

Marketing 

Myopia  

    

3 

Consumer Behavior 

and STP 

Marketing Plan Stage 1 

6, 9 1 2 1 

1.5 

Marketing is 

Everything 

5   

4 
Product and Positioning 

Strategy 
12 1 2 1 

2.75 

Positioning  
   

5 
Pricing Strategy 

Exam 1 
14 1 2  1     10 

6 Channels Strategy 16 1 2 1     

7 Promotion Strategy 19 1 2 1     

8 Brand Strategy 11 1 2 1 
2.75 

Contagious  
   

9 
Integrated Marketing 

Strategy  
18 1 2 1 

1.5 

Globalization 

of Markets   

   

10 

Global Marketing 

Strategy 

Exam 2 

8  1 2  1     10 

   11 

Final Marketing Plan 

(due Wed of Finals 

Week) 

         25   

  Total Points 100 10 20 10 10 30 20 

 

 

 

REMANSIT VIRIUM 

 


