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MKT 320 Section 02: 
Principles of Marketing 
Fall 2025

This syllabus is subject to change as the semester progresses to accommodate
instructional and/or student needs.


Course Information
Instructor: Jiangang Huang, Ph.D.
Class time: Monday/Wednesday 2:00 – 3:15 pm
Class location: Bryan Building 212 
Office: Bryan 468
Email: j_huang3@uncg.edu (Please do not send Canvas messages)
Office Hours: Wednesday, 1:00 – 2:00 pm (Please send email to schedule an appointment)
											
Course Materials										
“Marketing” 2025 Release, by Grewal and Levy, McGraw-Hill. ISBN 13: 8220123803667 
Please make sure you have access to the accompanied “Connect”.					
										
Technology
A laptop or desktop with a working webcam is required. You will be required to complete some assignments, quizzes, and exams on Canvas via the LockDown Broswer and the Respondus Monitor. Please navigate to this website to download and install the LockDown Browser on your personal computer. 
https://software.uncg.edu/Available/Respondus-Lockdown-Browser
Please contact the UNCG ITS office for installation and troubleshooting.

Canvas
All course materials and content are in the Canvas learning management system. You are expected to be familiar with navigating Canvas. You are responsible for accessing and monitoring Canvas (particularly Announcements) regularly.

Course Description
This course covers an introduction to marketing with an emphasis on market segmentation, targeting, and positioning for consumer and business markets in domestic and international economics.

Course Objectives
The primary objective of this course is to introduce fundamental concepts of marketing. Consequently, we cover a wide range of topics and materials – giving you a broad view of the many areas of marketing. You will learn to apply theories and tools to real business challenges. After taking the course, you will have a good understanding of the relevance of marketing to your business education and the importance of marketing to your future career This course will also make you a more knowledgeable consumer by heightening your awareness of marketing activities and customer behavior.

This course begins to develop the core competencies of integrated business knowledge and strategic thinking by guiding students towards accomplishing the following objectives:

1. To accurately describe what marketing is and what roles it plays in organizations. 
2. To understand the concepts and terminology of marketing, and the role within the organization and society.
3. To understand the consumer decision making process, and tactical and ethical issues that marketers encounter relating to segmentation, targeting and positioning strategies.
4. To develop a framework for analyzing and understanding the organization’s marketing mix (4P’s), positioning, branding, and its marketing resources, customers, and competition.
5. To apply this framework as the basis of decision-making and resource deployment (i.e., target market selection and marketing mix design) in developing an implementable marketing plan.
6. To discuss how firms assess the environment around them and how factors in the environment influence marketing decisions, and to distinguish between socially responsible and ethical business practices versus irresponsible and unethical practices. 
7. To be aware of how firms develop and manage their product mixes to maximize market share, to list the factors that differentiate service products from physical goods and to appreciate how these factors influence marketing strategy, and to be able to discuss how firms break down markets and position products to fill unmet consumer needs.
8. To appreciate the power of branding and the importance of developing brand equity and to be able to discuss the factors that drive product modifications and brand extensions.
9. To appreciate the process by which products move from manufacturers to end consumers and discuss the process and pitfalls associated with firms moving their products from domestic to international markets.
10. To be aware of the options firms have in communicating with consumers including e- marketing and social media, and how these communication options interact to create an integrated marketing communication plan.
11. To appreciate the factors that affect pricing decisions, and to analyze markets as a means of setting optimal prices. 

Prerequisites
Students must have passed ACC 201 (or ACC 218), CST 105, ECO 201, ISM 110, and any one of the following: MAT 115, MAT 120, MAT 150, MAT 151, MAT 191, MAT 292. major in ACCT, BADM, CARS, ECOS, ENTR, FINC, HTMT, INTB, ISSC, or MKTG with a minimum of C or better.

Instructional Methods
The content will be delivered through lectures, slides and extra readings. Simulations, exams, and other weekly activities will help keep you engaged in the course. This course is outcomes-based, and you will be evaluated primarily on your ability to transfer the theory and knowledge shared in class into workable solutions. It is essential that you keep up with the reading schedule and complete all weekly activities in a timely manner. Not all of the materials that you read will be discussed or explained in video lectures, therefore, if you need further explanations or clarifications, please take advantage of office hours. If you have a problem, see the instructor sooner, not later.

The Bryan School of Business and Economics’ Mission Statement:
In the Bryan School of Business & Economics, we create and disseminate knowledge about the theory and practice of business. In addition to our courses and research, we accomplish this through hands-on projects, global experiences, and outreach to the community. Our work produces principled leaders and exceptional problem solvers who have a global perspective, an innovative mindset, a broad understanding of sustainability, and a commitment to improve the organizations in which they work and the communities in which they live.

Bryan School Student Learning Goals:
The Bryan school programs have separate learning goals as listed with the degree program. Essential components of a professional education in business (excluding the B.S. and B.A. in Economics, the B.S. in Consumer, Apparel, and Retail Studies and the B.A. in Sustainable Tourism and Hospitality) include common courses for breadth and opportunities for advanced work for depth in various business disciplines. Core business programs share the following common learning goals:
1. Students will implement various steps of the critical thinking process, supported by appropriate use of analytical and quantitative techniques, to formulate recommendations for subsequent decision making. 
2. Students will apply appropriate ethical standards when making recommendations for business decision making. 
3. Students will evaluate business decisions in the context of sustainability goals, balancing environmental, social, and economic needs, conditions and potential decision impacts. 
4. Students will formulate appropriate strategies, in the context of global issues and forces, to improve business performance in the world economy. 
5. Students will explain the roles of innovation and innovation management in achieving successful business strategies, decisions and performance.  
6. Students will be able to plan, schedule, contribute to and lead projects. 

Email Professionalism
I expect all emails regarding this class to follow proper email etiquette. This is also what will be expected of you in the business world. Some necessities for writing a professional email include: 
1. Staying concise.
2. Writing in complete sentences.
3. Not writing in all lowercase or capital letters. 
4. Using a meaningful subject. I should know what your email is about from glancing at the subject. 
5. Please include your course and/or class time somewhere in the email. 
6. Emails should contain a proper greeting and a signature including your last name.  
7. Please avoid use of the words ‘urgent’ and ‘important’ unless you think I would agree that it is urgent or important.
8. Using proper spelling, grammar, and punctuation. Proofread your emails!

Deadlines & Make-ups
All assignments are due by 11:59 p.m. on the date of the deadline, unless otherwise instructed. 

In general, any late submissions due to technological issues must be clearly documented (e.g., video record or screenshot your specific technologic issues) and email me immediately. If you experience technical difficulties, contact 6-TECH Service Center at techsc@uncg.edu or call 336.256.TECH (8324). This must be reported to me at least 5 hours before the due date and time of the assignment.

Any technical problems are reported after the expiration of the deadline will NOT be considered and are not valid excuses for not completing an assignment. However, situational circumstances like “verifiable computer glitches” which results in a late submission may be accepted with a grade penalty. 

No makeup exam will be given without prior notification in writing of dire or unavoidable circumstances (**travel for holiday, family gathering, or break is not dire or unavoidable**). A DAY AND TIME WILL BE ARRANGED FOR YOU TO COMPLETE THE EXAM. The specified time generally should be after the scheduled exam date and time. Verifiable documentation substantiating your circumstance is required. 


Evaluation Criteria: 
Grades are comprised of following components. Your final grade is determined by adding the percentage weighted scores of each component shown here in the syllabus. Grades WILL NOT be determined by a standard bell curve whereby most of the class receives a ‘C’ and the minority receives otherwise. Rather, grades will strictly depend on the number of points accumulated relative to the total number of points allotted in the course per assignment.

Point Distribution
	Component
	Points

	SmartBook assignments
	120 points

	Marketing Mini Sims ABA
	120 points

	Role-Playing ABA
	240 points

	Marketing Plan Project
	220 points

	Exam 1
	100 points

	Exam 2
	100 points

	Exam 3
	100 points

	Final Exam (optional)
	100 points

	Total
	1000 points



Grades will not be rounded. 
The points you earned will determine the grade you deserve. Final grades can only be changed to correct calculation or input errors on my part. Final grades assigned at the end of the semester are NOT negotiable. Any issues concerning grades need to be called to my attention in writing within three days of receipt of the grading.


Extra Credit Opportunities
Consistent Engagement Extra Credit 
Earn up to 2 bonus percentage point added to your final grade by actively contributing to our class discussions. To earn the bonus percentage point, students must make meaningful contributions (as defined above) in more than 50% of the course lectures. For example, in a 16-week course, this would require consistent participation in at least 8 lectures.
Extra credit will be awarded to students who make exceptional efforts in one or both of the following ways:
1. Thoughtful Discussion Questions:
Submit well-prepared questions that spark meaningful classroom discussion. You may contribute by:
· Emailing your questions to the instructor before or after class (written).
· Asking your questions verbally during class time.
2. Connecting Course Content to the Real World:
Share relevant examples, connections, or personal reflections that help relate lecture topics to real-world events, industry trends, or your own experiences.
    How It Works:
· Contributions can be made in writing or verbally.
· Quality matters: Questions and comments should demonstrate critical thinking, curiosity, or insight—not just repetition of the material.
· To be considered for extra credit, your contributions must go beyond basic participation; they should enrich our collective understanding or engagement.
     Evaluation:
· The instructor will track meaningful contributions throughout the term.
· At the end of the term, up to one percentage point will be awarded to students whose efforts best exemplified thoughtful engagement.
If there are any other extra credit opportunities, students will be notified via Canvas.

Grading: Final grades will be assigned as follows:
	93-100%   =  A
	80-82%    =  B-
	67-69%   =  D+

	90-92%     =  A-
	77-79%    =  C+
	63-66%   =  D

	87-89%     =  B+
	73-76%    =  C
	60-62%   =  D-

	83-86%     =  B
	70-72%    =  C-
	0 -59%    =  F



The following criteria will apply to the grading of assignments.

	Grade
	Grading Criteria

	A
	Work that demonstrates not only a clear understanding of the material under study,
but also, a superior ability to utilize that material in the assignment. All criteria are met. The student’s work goes beyond the task and contains additional, unexpected or
outstanding features.

	B
	Work that demonstrates a good understanding of the material under study, and
utilizes the material well in the assignment. The student meets the assignment criteria, with few errors or omissions.

	C
	Work that fails to demonstrate a basic or technical understanding of the material under study and fails to use relevant material in the assignment. Work may not address one or more criteria or may not accomplish what was asked.

	F
	Work that is incomplete, inappropriate and/or shows little or no comprehension of
the material under study.




Syllabus Change Policy 
Note that occasionally, changes in the schedule of the course, or in the assignments, are announced on Canvas. Materials may be added to increase your knowledge or efficiency in a
particular subject area. It is your responsibility to connect with Canvas and emails to stay abreast of changes, additional materials etc. Any excuses such as “I didn’t know the change” and “I didn’t have the access to emails” will NOT be considered as a viable excuse for any missed work.

*****The instructor reserves the right to modify the syllabus, grading system, or calendar
to better suit the course. *****
General AI Policy
In this course, use of generative artificial intelligence (GAI) tools is partially permitted, but must be handled with transparency and academic integrity.
· You are expected to adhere to the University’s Academic Integrity Policy at all times.
· Any ideas, text, images, or other content generated or assisted by GAI tools must be clearly documented and properly cited, just as you would cite any external source.
· GAI use is allowed only for assignments with explicit instructions permitting it.
· If you have any doubts about whether a specific use of GAI tools constitutes plagiarism, cheating, or academic dishonesty, please contact me promptly to discuss and clarify.
Maintaining honesty and transparency in your work helps uphold the standards of academic excellence expected in this course.

Attendance & Class Participation
Active attendance and participation are essential to your success in this course. While attendance is strongly encouraged, as regular presence in class will significantly enhance your learning, allow you to engage in discussions, and help you stay informed about important course updates and activities. 

Note: attendance on designated exam days is mandatory and not negotiable. You must be present for all scheduled exams; exceptions will only be considered for documented emergencies or university-approved reasons.

SmartBook Assignments
SmartBook assignments are designed to personalize your active learning experience by motivating you to read with a set of questions in mind. For each chapter, you will be assigned to complete a SmartBook assignment.

Application-Based Activities (ABA)
You will complete two types of immersive, application-based activities on McGraw Hill’s Connect platform:
· Marketing Mini Sims
· Role-Playing ABAs (Applied Business Activities)
These assignments are designed to engage you in realistic business scenarios, providing a hands-on experience that simulates working as a marketing professional within a real business organization. Think of this as a virtual internship where you apply marketing concepts in practical situations.
For each Mini Sim and Role-Playing ABA, you will be allowed two attempts, with the highest score recorded for grading purposes. This gives you the opportunity to learn from your first attempt and improve your performance.
Exams
The class will have three in-term exams featuring multiple choice and true/false questions. The exam will be based upon lectures and material presented (e.g., news articles, blogs, journal articles) in class. A computer with a webcam and microphone and students’ literacy with digital information are required to be in this course. All exams are taken in classroom (Bryan Building 212) using Respondus Lockdown Browser. Respondus Monitor may be required when necessary.

I do NOT provide a study guide for any of the exams.

All in-term exams are close-book.

Final Exam (optional) – Monday, Dec 8, 3:00-6:30 pm
The class will have one optional comprehensive final exam, which features multiple-choice, true-false, and/or short essay questions. Your final exam grade can replace one of the lowest in-term exam grades.

I do not give make-up exams. If you have scheduling conflicts with the dates or times for the exams, please contact me as early as possible. However, I do make exceptions for certain inevitable absences (e.g., athletic team events, religious observances, family emergency, birth of a child, military duty, etc.; see https://catalog.uncg.edu/academic-regulations-policies/university-policies/), pending appropriate documentation. If you do not provide proper documentation, you will not be granted a make-up exam. These excused absences are outlined in the University Attendance Policy.

If you are going to miss an exam, I expect you to notify me at least 7 days prior to the exam date and email me the appropriate documentation for your excused absence. All make-up exams will contain different questions and may be in a different format (e.g., fill in the blank instead of multiple choice – don’t miss exams!).

Marketing Plan Project
Please see a separate instruction document for more details about the marketing plan project.

Academic Integrity & Honesty:
Students are expected to recognize their responsibility to uphold the Academic Integrity Policies of UNCG. Failure to do so will result in Academic Integrity Sanctions as stipulated by the university. See more details of these policies at http://academicintegrity.uncg.edu/complete/ .

Any form of academic dishonesty including plagiarism or cheating will not be tolerated.
Plagiarism may occur on any paper, report, or other work that is submitted to fulfill course
requirements. This includes submitting work done by others such as others’ work on websites.
Failing to cite reference properly will result in from re-doing the paper to zero point for an
extreme case. Any copy of work done by other students in class or by previous students will
result in from grade F on the assignment to request for expulsion from the class. Proof of
academic dishonesty will result in a fail in this class. Violations of the Academic Honesty
Guidelines will result in judicial action. Violation of the Guidelines includes cheating, plagiarism, bribery, misrepresentation, conspiracy and fabrication.

Personal digital assistant devices, cellular phones, and other electronic devices not allowed
cannot be used for quizzes and exams. Using any of these during an exam will be reported as a
suspected case of Academic Misconduct and handled in accordance with University policy.
Check the details: http://sa.uncg.edu/handbook/academic-integrity-policy/

Academic Accommodations
The University of North Carolina at Greensboro respects and welcomes students of all backgrounds and abilities. If you feel you will encounter any barriers to full participation in this course due to the impact of a disability, please contact the Office of Accessibility Resources and Services (OARS). The OARS staff can meet with you to discuss the barriers you are experiencing and explain the eligibility process for establishing academic accommodations. You can learn more about OARS by visiting their website at https://ods.uncg.edu/ or by calling 336-334-5440 or visiting them in Suite 215, EUC.

Religious Observance
The University allows for 2 excused absences each academic year for religious observances required by the faith of the student. Students requesting a religious absence must notify the instructor of each absence 14 days in advance of the date of the religious observance. The request must state in writing the nature of the religious observance and the dates. Student's participation must be confirmed in writing by an official of the religious organization. Assignment/tests that a student may miss due to notice of a required religious observance, instructors may require the student to complete the test or assignment in advance of the originally scheduled date of the test or assignment. The requirement for students to make such requests for excused absences applies only to days when the University is holding class (see the University’s announcement for further details).

Health and Wellness
Your health impacts your learning. Throughout your time in college, you may experience a range of health issues that can cause barriers to your learning. These might include physical ailments, illnesses, strained relationships, anxiety, high levels of stress, alcohol/drug problems, feeling down, or loss of motivation. Student Health Services and The Counseling Center can help with these or other issues you may be experiencing. You can learn about the free, confidential mental health services available on campus by calling 336-334-5874, visiting the website at https://shs.uncg.edu/ or visiting the Anna M. Gove Student Health Center at 107 Gray Drive. Help is always available.

Athletes: Those with documented and verifiable notice of away-games must provide this document to me at the beginning of the semester (WITHIN THE FIRST 3 WEEKS). Accommodations will be made for quizzes and exams only. However, the student IS NOT excused from learning what materials or activities they missed in class. Talk with your teammates, come to office hours, read the contents on Canvas and gain an understanding of the important content missed. This includes information that appears on Exams and Quizzes. Stating you were away on the day something is covered IS NOT justification for not knowing the answers to questions on exams or quizzes.

Please Note:
· I reserve the right to make changes to the syllabus, class schedule, and course materials as needed throughout the semester.
· It is each student’s responsibility to stay informed and obtain all handouts, assignments, and updates related to the course.
· All assignments, announcements, and important communications will be posted on Canvas. You are expected to regularly check the Canvas course site to stay up to date with any new information or changes.

Course Schedule* (subject to change)
	Module
	Date
	Topic
	Assignment Due (at 11:59 pm)

	Module 1
(Aug 19-24)
	
	Course introduction, syllabus review
Chapter 1
	Syllabus quiz (Aug 24)

	
	Aug 20
	
	

	Module 2
(Aug 25- Aug 31)
	Aug 25
	Chapter 2
	SB Ch1(Aug 27)

	
	Aug 27
	
	

	Module 3
(Sept 1- 7)
	Sept 1 (Labor Day)
	Chapter 3
	SB Ch 2 (Sept 2)


	
	Sept 3
	
	

	Module 4
(Sept 8- 14)
	Sept 8
	Chapter 5
Mkt plan ideation
	MKT plan product rationale (Sept 8)
SB Ch 3 (Sept 10)

	
	Sept 10
	
	

	Module 5
(Sept 15 - 21)
	Sept 15
	Review
	SB Ch 5 (Sept 15)

	
	Sept 17
	Exam 1
	

	Module 6
(Sept 22 - 28)
	Sept 22
	Chapter 6
	SB Ch6 (Sept 28)

	
	Sept 24
	
	

	Module 7
(Sept 29- Oct 5)
	Sept 29
	Chapter 7
	
MKT plan Milestone 1 (Oct 1)
SB Ch7 (Oct 5)

	
	Oct 1
	MKT plan day
	

	Module 8
(Oct 6- 12)
	Oct 6
	Chapter 9 & 10
	SB Ch9 (Oct 11)

	
	Oct 8
	
	

	Module 9
(Oct 13- 19)
	Oct 13 
(no class)
	Fall break
	SB Ch10 (Oct 14)

	
	Oct 15
	Exam 2
	

	Module 10
(Oct 20-26)
	Oct 20
	Chapter 11
	SB Ch11 (Oct 26)

	
	Oct 22
	
	

	Module 11
(Oct 27- Nov 2)
	Oct 27
	Chapter 12
	SB Ch12 (Nov 2)

	
	Oct 29
	
	

	Module 12
(Nov 3- 9)
	Nov 3
	MKT plan day
	MKT plan Milestone 2 (Nov 3)
SB Ch13 (Nov 9)

	
	Nov 5
	Chapter 13
	

	Module 13
(Nov 10- 16)
	Nov 12
	Chapter 16
	SB Ch16 (Nov 16)

	
	Nov 14
	
	

	Module 14
(Nov 17- 23)
	Nov 17
	Review
	

	
	Nov 19
	Exam 3
	

	Module 15
(Nov 24- 30)
	Nov 24
	MKT plan day
	MKT plan Milestone 3 (Nov 24)

	
	Nov 26 
(no class)
	Thanksgiving
	

	Module 16
(Dec 1- 7)
	Dec 1
	Review
	

	
	Dec 3
	
	

	Dec 8 (Monday)
3:00 -6:30 pm
	
	Final Exam
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