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FALL 2020 

Deborah Letourneau 
 

Contact Information 
 
Professor Deborah Letourneau 
Phone: (949) 463-4939 
Email: Dletourn@uci.edu 
Office Hours: By Appointment 
 
Contact Methods: The preferred method for all communication is through emails to my email address 
noted above or through Canvas email. I will respond at a minimum, within 12 hours Monday - Friday in 
Canvas.  Usually I respond quicker than that depending on availability. If you would like to set up a ZOOM 
meeting please contact me 48 hours in advance to schedule a day and time. Specific information about 
tools used for communication and Q&A in this course will be introduced in detail in your Canvas course 
space. If it is an urgent request, you can text me at the above numbers. 
 
Professor Bio 
 

Debbie Letourneau has over 35 years of Marketing and Marketing Research in major 
corporations. Her experience includes new product launches, brand management, P&L 
responsibility, acquisition integration in various Fortune 100 companies, and smaller 
organizations.   

In addition, Debbie has been teaching at the Merage School of business for nearly 10 years. 

Course Access and Structure 

Are You Ready to Learn Online? 
Digital learning (online, hybrid) is not for everyone; some people may not be able to manage a course that 
does not meet 100% of the time in a face-to-face format. Digital learning requires detailed planning and 
self-pacing to be successful. This course will be covering the same amount of content as a traditional 
offering, so it is highly recommended that you treat this course the same and manage your time 
accordingly. Please do not skip or delay weeks of learning as it will be difficult to excel or catch up easily. 
 
Online Course Access 

• Navigate to UC Online at canvas.merage.uci.edu (bookmark this page) 
• Log in using your UCINetID credentials  
• Find this course on your Canvas Dashboard 
• Find your course tile, and click to access 
• Start with the get started resources inside the Canvas course space. 

Online Course Structure 
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• Delivery Modality: This course is delivered in a fully asynchronous online format. Students will 
access the video content, discussions, and assignments through Canvas.  The final exam will also be 
administered online through Canvas.  

• Online Course Design: This course is 10-weeks long and is organized in a weekly modular format in 
Canvas. Each week starts on Mondays and closes on Sundays with specific individual and/or group 
deliverables throughout the week. Detailed information and instructions can be found in Canvas.  

 
Overarching Policies and Course Policies 

Overarching Policies 
A specific set of policies apply to each student taking an online or hybrid course or series of courses. The 
overarching policies outline the terms of engagement each student should abide by. Carefully review and 
regularly reference the policies as you are responsible for knowing them in relation to each of the courses 
you take in a digital format. 

• Overarching policies 
• Academic integrity expectations 

Course Policies 

• Academic Honesty: By enrolling in this course, you agree to be bound by the University of 
California, Irvine’s policy on academic honesty https://aisc.uci.edu/students/academic-
integrity/index.php). This policy may also be found in your Graduate Student Handbook. 

• Attendance: Your consistent attendance online and logging in regularly to Canvas is expected, as is 
your active participation. If you miss learning activities for personal or business reasons, please 
inform the instructor in advance if at all possible. Little to no engagement with the course without 
pressing reasons indicate disinterest in the course and will reflect on your grade. Initiate 
arrangements for submitting any make-up assignments. 

• Diversity & Inclusiveness Policy: The University of California, in accordance with applicable Federal 
and State law and University policy, does not discriminate on the basis of race, color, national 
origin, religion, sex, gender identity, pregnancy, physical or mental disability, medical condition 
(cancer related or genetic characteristics), ancestry, marital status, age, sexual orientation, 
citizenship, or service in the uniformed services. The University also prohibits sexual harassment. 
This nondiscrimination policy covers admission, access, and treatment in University programs and 
activities. 

• Make-up work will not be accepted unless through prior instructor agreement.  Late submissions 
will not receive full credit for the work. 

• Extra credit assignments are not offered in this course. 

Technical Requirement Policies and Support 

Overarching Tech Requirements 
Digital courses require specific technical skills and device configurations. Carefully review the technology 
requirement policies and contact your program office or Merage Tech at https://fixit.merage.uci.edu/ if you 
have questions. 

• Technology requirement policies 

Tech Support 
If you have technical problems: 

• Clear your browser’s cache 
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• Try a different browser (Chrome, Firefox, Safari) 
• Shutdown and restart your computer 
• If your problems persist, click the HELP button in Canvas for technical support.  

 
Course Tech/Equipment Requirements 
You will be required to upload videos for your group projects.  You will need access to a camera for 
recording. 
 
Student Learning Outcomes 
 
Course Objectives 
This course introduces you to the world of marketing! Marketing impacts your daily personal and 
professional lives in very important ways. Marketing is about planning and implementing a strategic process 
to bring people and products, as well as people and people, together. With the explosion of digital 
technologies developed over the past 10-15 years, the Marketing landscape has changed dramatically.  In 
this course, we will study the marketing strategic process: planning and research; developing products; 
distributing, promoting, and pricing products, including how digital technology has changed the landscape 
and how it can best be utilized in every aspect of Marketing. While studying this process, we will discuss 
ethical issues associated with marketing and analyze cases to gain some real marketing perspectives. The 
course will be delivered completely online and use online group discussions, individual case studies, 
marketing simulations, and a final exam. For more information about the expectations for this course, read 
the course syllabus. It's time to discover what marketing is all about! 
 
Upon completion of this course, students should be able to: 

1. Understand and use basic marketing terminology and concepts. 
2. Understand the basics of marketing planning, including the ability to identify the basic elements of 

a marketing plan. 
3. Appreciate and understand the role of the customer in marketing planning, target marketing, and 

positioning strategy. 
4. Understand the environment in which organizations market their products, including the 

competitive, digital focused technological implications, socio/cultural, natural, political/legal, 
economic, and technological environments. 

5. Describe the elements of the marketing mix, how these elements are integrated in the marketing 
strategy, both digitally and through traditional channels and how these elements affect an 
organization’s ability to sustain a competitive advantage. 

6. Consider the global marketing environment and its impact on marketing strategy. 
 
Please find your course schedule below and on Canvas.  As you move through the course, each week will 
provide a Road Map where you can find specific information about that week's deliverables, learning 
outcomes, method of instruction, due dates, etc. 
 
Program Learning Goals 
The Paul Merage School of Business has indicated specific program-level learning goals to promote your 
holistic ability for diverse learning that harnesses meaningful knowledge, skills, and attitudes that will 
prepare you for practical field application. 

• Digital Transformation: In a digitally-driven world, technology not only increases a company’s 
efficiency but also dramatically shifts the business landscape that the company faces, changing the 
resources and processes required for a company to effectively compete. At the end of this program, 
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students will be able to demonstrate aptitude in recognizing technologies driving the digital 
transformation as well as the significant impact on the industry, the company, and their future role 
as managers. Students will also be able to identify the rapidly changing environment and the 
unique management issues that arise from it. 

• Analytical Decision Making: In a digitally-driven world, companies collect large amounts of data 
that can be used to make informed decisions. At the end of this program, students will be able to 
analyze this data and demonstrate how to use this analysis to make effective decisions in this 
dynamic environment.  

• Critical Thinking: In a digitally-driven world, it is not only important to evaluate open-ended 
problems in a rigorous way it is also critical to be aware of the biases in that evaluation. At the end 
of this program, students will discover how to ask the appropriate questions to determine the type 
of analysis necessary for the problem. Students will also be able to critically analyze other’s claims, 
demonstrate awareness, and address the inherent cognitive biases in a company’s view and 
processes, and those in the data that the company collects. 

• Collaboration: In a digitally-driven world, both intra-company and inter-company boundaries are 
often blurred, as cross-functional teams and alliances offer much-needed flexibility for companies. 
At the end of this program, students will be able to successfully participate in and manage diverse 
teams to collaborate on complex analyses, critical decisions, and developing effective strategies to 
compete in this rapidly moving environment. Program  

 
Course Overview 
 

• Introduction to Marketing provides an overview of the world of marketing! Marketing impacts your 
daily personal and professional lives in very important ways. Marketing is about planning and 
implementing a strategic process to bring people and products, as well as people and people, 
together. With the explosion of digital technologies developed over the past 10-15 years, the 
Marketing landscape has changed dramatically.  

•  In this course, we will study the marketing strategic process: planning and research; developing 
products; distributing, promoting, and pricing products, including how digital technology has 
changed the landscape and how it can best be utilized in every aspect of Marketing. While studying 
this process, we will discuss ethical issues associated with marketing and analyze cases to gain 
some real marketing perspectives. 

•  The course will be delivered completely online and use online group discussions, individual case 
studies, marketing simulations, and a final exam.  

 
Course Materials 
 

• Textbook: Marketing, Real People, Real Choices 
• Michael Solomon, Greg Marshsall, Elnora Stuart 
• Subscription to Pearson’s MyLab-code comes with Textbook purchase and is required 
• ONLINE EXAM 

Grading  
 

Video Quizzes   100 points 
MyLab Assignments  320 points 
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Yellowdig Discussions  200 points 
Group Project   300 points 
Final Exam   400 points 
Course Evaluation  20 points 
TOTAL POINTS:   1,340 

 
 
Video Quizzes (7%) 
Every module will kick off with a recorded video lecture and short quiz introducing the module chapter and 
key topics. 
 
MyLab Assignments (24%) 
There will be case and quiz assignments each week, which allow the student to apply key concepts from the 
textbook and video lectures. 
 
Yellowdig Discussions (15%) 
Every module will include a discussion question around the key topics that will require a response and 
dialogue with other students and the instructor and Teaching Assistants on that question. 
 
Group Project (22%) 
Throughout the course, there will be several assignments that each group will address through a variety of 
approaches-including video presentations, written papers, and slide presentations.  These assignments will 
allow the students to apply the key concepts to a real-life brand. 
 
Final Exam (30%) 
There will be a comprehensive final exam that covers all of the material presented in the class. 
 
Course Evaluation (2%) 
At the end of the course, an evaluation will be sent out to each student for anonymous feedback on the 
course experience. 
 
 
Percentages listed above are rounded. 
Grading will align with Merage School of Business grading scheme. 
No rounding up or down of grades will be done. 
 
 
Course Schedule 
  

Week 1: What is Marketing | 80 points possible 

• Readings 

o Chapter 1 

• Discussions | Due Week 1, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 1, Sunday at 11:59 pm 
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o Warm up (10 points) 

o Chapter 1 Quiz (10 points) 
o Marketing Mix Simulation (10 points) 

• Canvas Assignments | Due Week 1, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

o Form groups (random assignment, 5-9 groups) (20 points) 

Week 2: Ethics in Marketing | 80 points possible 

• Readings 

o Chapter 2 

• Discussions | Due Week 2, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 2, Sunday at 11:59 pm 

o Ethics Simulation (10 points) 

o Chapter 2 Quiz (10 points) 

• Canvas Assignments | Due Week 2, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 
o Submit Introduction Video (30 points) 

Week 3: Strategic Planning | 60 points possible 

• Readings 

o Chapter 3 

• Discussions | Due Week 3, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 3, Sunday at 11:59 pm 

o Dynamics Study (10 points) 

o Mini Sim Strategic Marketing (10 points) 
o Chapter 3 Quiz (10 points) 

• Canvas Assignments | Due Week 3, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

Week 4: Role of Marketing Research | 60 points possible 

• Readings 

o Chapter 4 

• Discussions | Due Week 4, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 4, Sunday at 11:59 pm 

o MyLab Video (10 points) 
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o Mini Sim Marketing Research (10 points) 

o Chapter 4 Quiz (10 points) 

• Canvas Assignments | Due Week 4, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

Week 5: Big Data | 110 points possible 

• Readings 

o Chapter 5 

• Discussions | Due Week 5, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 5, Sunday at 11:59 pm 

o Marketing Metrics (10 points) 

o Mini Sim Big Data (10 points) 

o Chapter 5 Quiz (10 points) 

• Canvas Assignments | Due Week 5, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

o Group Paper SWOT (50 points) 

Week 6: B2C and B2B | 120 points possible 

• Readings 

o Chapter 6 

• Discussions | Due Week 6, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 6, Sunday at 11:59 pm 

o Chapter 6 Warm-up (10 points) 

o Mini Sim B2B (10 points) 

o Mini Sim Consumer Behavior (10 points) 
o Chapter 6 Quiz (10 points) 

• Canvas Assignments | Due Week 6, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

o Submit Group Brand’s Consumer Definition (50 points) 

Week 7: Managing Products | 130 points possible 

• Readings 

o Chapter 8 & 9 

• Discussions | Due Week 7, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 7, Sunday at 11:59 pm 
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o Chapter 8 Warm-up (10 points) 

o Mini Sim New Product Development (10 points) 
o Chapter 8 Quiz (10 points) 

o Mini Sim PLC (10 points) 

o Chapter 9 Quiz (10 points) 

• Canvas Assignments | Due Week 7, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

o Submit Group Brand’s Positioning Statement and Product Strategy (50 points) 

Week 8: Pricing | 60 points possible 

• Readings 

o Chapter 10 

• Discussions | Due Week 8, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 8, Sunday at 11:59 pm 

o Chapter 10 Warm-up (10 points) 

o Mini Sim Pricing (10 points) 

o Chapter 10 Quiz (10 points) 

• Canvas Assignments | Due Week 8, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 

Week 9: Advertising | 170 points possible 

• Readings 

o Chapter 13 

• Discussions | Due Week 9, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 9, Sunday at 11:59 pm 

o Chapter 13 Warm-up (10 points) 

o MyLab Video (10 points) 

o Mini Sim Advertising (10 points) 

o Chapter 13 Quiz (10 points) 

• Canvas Assignments | Due Week 9, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 
o Submit Group Final Brand Video Recap (100 points) 

Week 10: Distribution | 470 points possible 

• Readings 

o Chapter 11 
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• Discussions | Due Week 10, Wednesday at 11:59 pm 

o Discussion posts (20 points) 

• MyLab Assignments | Due Week 10, Sunday at 11:59 pm 

o Chapter 11 Warm-up (10 points) 

o Chapter 11 Quiz (10 points) 

• Canvas Assignments | Due Week 10, Sunday at 11:59 pm 

o Lecture Video Quiz (10 points) 
o Final Test (400 points) 

o Course Evaluation (20 points) 

 

 


