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COURSE DESCRIPTION 
 
This course introduces students to the concepts and skills needed to create and critique effective 
marketing. Marketers in all organisations require an understanding of the many facets of marketing, 
beyond simply advertising or communications. The American Marketing Association defines 
marketing as: 
 

“Marketing is the activity, set of institutions, and processes for creating, communicating, 
delivering, and exchanging offerings that have value for customers, clients, partners, and 
society at large.” 

 
The course focuses on the role of marketing and its importance in contemporary organisations and 
society. During the session, students will critically explore marketing principles, concepts and models 
from a practical perspective. Beyond studying the theory of marketing, students will analyse a variety 
of real-world examples and case studies. Organisations need to create a balanced, coordinated 
marketing mix, where all elements of its marketing activities work together. Marketing also requires 
combining 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, class 
discussion, case studies, assignments and exams. The remainder of this syllabus describes the 
course and students responsibilities. 
 
 
LEARNING OUTCOMES AND GRADUATE CAPABILITIES 
 
1 Learning Outcomes  
After successfully completing this course students should be able to:  

1. Appreciate the role of marketing as an organisation-wide philosophy and understand that 
marketing begins and ends with the customer.  

2. Critically analyse, discuss, evaluate and integrate the literature on marketing theories to create 
a coherent and theoretically rigorous argument.  

3. Critically evaluate and reflect upon specific marketing decisions and marketing strategies 
through the use of applied questions and case study analysis.  

4. Critically examining problem areas, developing feasible marketing investment decision 
options, developing key recommendations, and communicating this strategic thinking to others 
through the use of quantitative and qualitative methods. 

 
2 Graduate Capabilities – Critical, Analytical and Integrative Thinking  
Graduate Capabilities are a mix of cognitive capabilities, as well as personal, interpersonal, and social 
capabilities. In addition to the abovementioned learning outcomes, the NYU Introduction to Marketing 
course has been designed to develop your skills within the specific graduate capability area of critical, 
analytical and integrative thinking. During this course, our graduates will apply the following;  

A) Problem solving using Critical, Analytical and Integrative Thinking  
B) Effective Communication through a range of mediums including written, digital and personal 
presentation. 
C) Marketing Discipline Specific Knowledge and Skills  
D) Collaborative and team based capabilities in the research, analysis, problem solving and 
delivery of solutions. 
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ASSESSMENT COMPONENTS, WHEN DUE AND LEARNING OUTCOMES GRADUATE CAPABILITIES 
BEING ASSESSED 
 

 
Details 

 
Week Due 

 
Percentage 

Learning 
Outcome 

Graduate 
Capability 

Class Participation Throughout 10 1,2,3 A,B,C,D 

Quantitative Quiz 5 10 1,2,3,4 A,B,C 

Midterm Exam 8 15 1,2,3,4 A, B,C 

Group Presentations of Case Study 9-13 15 1,2,3,4 A,B,C,D 

Case Study Report 6 25 1,2,3,4 A,B,C,D 

Final Exam Exam Period 25 1,2,3,4 A, B,C 
 
There is a total of 85% of assessment as individual and 15% as group work. 
 
Failure to submit or fulfil any required course component results in failure of the class.  
 
NYU Sydney has a strict policy about course attendance and late submission of work. Make sure you 
familiarise yourself with the policies on attendance and late submission of work in the NYU Sydney 
Student Handbook. 
 
Class Participation: 10% 
You will learn the most from this class if you and your classmates participate fully. You all have different 
experiences and insights, and a great deal of what you learn in class is from each other. You make no 
contribution with silence. The skills you acquire from participating in class and with your group will serve you 
well in your future positions, whether you pursue marketing as a career or not. Class participation means 
contributing to class discussion in a way that benefits your classmates and helps them learn. You don't have to 
speak frequently or in every class to earn the highest possible class participation grade.  
 
Quantitative Marketing Assignment: 10% 
Quantitative concepts are important in marketing, and also are the basic “language” used to analyse a firm’s 
revenues and marketing expenditures. Other assignments will also require some quantitative analysis, but they 
will involve combining quantitative and qualitative analysis. 
 
Midterm Exam: 15% 
The exams will consist of short answer and brief essay questions on materials drawn from the textbook, cases, 
lectures, and guest speakers. Some of the questions will involve quantitative analysis.  
 
Case Presentation: 15% 
Each group will have their own individual case to analyse, make recommendations and present to the class. The 
presentation will be performed as a group, with a group mark out of 15%. The presenting group will also run a 
class discussion and Q&A with the other students. One group per week will present from weeks 9 to 13. 
 
Written Case Study: 25% 
The case study gives you the opportunity to apply what you are learning to complex problems taken from actual 
business situations, with some aspect of quantitative analysis.  
 
Final Exam: 25% 
The exam will cover the entire course. You will not be permitted to take the exam early. Some questions may be 
based on the guest speaker presentations. Tips on how to study for the final will be posted on NYU Classes. 
Please be sure to bring a calculator. Tuesday 20th May 9:30am to 11:30am. 
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GRADING POLICY 
 
At NYU Stern, we strive to create courses that challenge students intellectually and that meet the 
Stern standards of academic excellence. To ensure fairness and clarity of grading, the Stern faculty 
have adopted a grading guideline for core courses with enrolments of more than 25 students in which 
approximately 35% of students will receive an “A” or “A-“grade. In core classes of less than 25 
students, the instructor is at liberty to give whatever grades they think the students deserve, while 
maintaining rigorous academic standards.  
 
 
ASSESSMENT EXPECTATIONS 
 
Grade A:  Excellent performance showing a thorough knowledge and understanding of the topics of 
the course; all work includes clear, logical explanations, insight, and original thought and reasoning.  
Grade B:  Good performance with general knowledge and understanding of the topics; all work 
includes general analysis and coherent explanations showing some independent reasoning, reading 
and research.  
Grade C:  Satisfactory performance with some broad explanation and reasoning; the work will 
typically demonstrate an understanding of the course on a basic level.  
Grade D:  Passable performance showing a general and superficial understanding of the course’s 
topics; work lacks satisfactory insight, analysis or reasoned explanations.  
Grade F:  Unsatisfactory performance in all assessed criteria. Work is weak, unfinished or 
unsubmitted 
 
PLAGIARISM POLICY 
 
The academic standards of New York University apply to all coursework at NYU Sydney. NYU 
Sydney policies are in accordance with New York University’s plagiarism policy. The presentation of 
another person’s words, ideas, judgment, images or data as though they were your own, whether 
intentionally or unintentionally, constitutes an act of plagiarism. 
  
It is a serious academic offense to use the work of others (written, printed or in any other form) 
without acknowledgement. Cases of plagiarism are not dealt with by your instructor. They are 
referred to the Director, who will determine the appropriate penalty (up to and including failure in the 
course as a whole) taking into account the codes of conduct and academic standards for NYU’s 
various schools and colleges. 
  
All written coursework must to be submitted as a hard copy AND in electronic form. All students must 
submit an electronic copy of each piece of written work to the plagiarism detection software turn-it-in. 
Instructions will be provided to you in class 
 
 
REQUIRED TEXT 
 
R. Kerin, S. Hartley & W. Rudelius, Marketing, 10th edition, Irwin/McGraw-Hill. 
In order to get the most from this course it is extremely important that you are prepared for class. If 
you do not prepare for class adequately, you will learn substantially less from the discussions and 
exercises, and not only will you not be able to participate in class effectively, but it is also likely that 
you will not perform well on the exams and cases. Class meetings do not test you on the background 
material directly, but they are based on your understanding and retention of the text material.  
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SUPPLEMENTARY TEXTS 
 
In some classes we will discuss examples from articles that have appeared in the popular and 
business press, such as the Wall Street Journal, New York Times. These help create an interesting 
class discussion and show how marketing concepts affect current events. Whenever possible, we 
will look at an image of these articles in PowerPoint in class. You can get a limited number of the NY 
Times articles each month for free on the Times web site. You can also obtain articles for most 
publications from the NYU Virtual Business Library, at http://library.nyu.edu/vbl/ Just click 
“Journals/Newspapers/E-Books” on the left side of the homepage. If you are taking Stern courses, 
you should take the time to learn how to use the VBL. 
 
 
CASE STUDY ANALYSIS 
 
Cases describe interesting marketing problems encountered by real firms. We use them as good 
examples that illustrate and apply marketing concepts and skills in the course. Cases also give you 
an opportunity to make and justify marketing decisions. In cases we will focus on identifying the 
marketing problems, introducing marketing concepts and skills that can help solve these problems, 
and applying these concepts and skills to recommend a course of action for the firm. There is no 
"right" answer to a case, but usually some answers are better than others. The strength of your 
reasoning and analysis is as important as your recommendations. 
 
This syllabus contains a set of study questions for different cases. Please read them carefully before 
starting a case, as they will help you focus your effort on important case topics. In class we will 
discuss your answers to these study questions to help us better understand and organize the 
important issues in the case. Sometimes in the case discussion I will also introduce new frameworks 
and techniques that help address the marketing problems in the case. The study questions do not 
always cover every important case issue. 
 
The amount you learn from a case depends on how carefully you read and analyse it. You are 
expected to read each case thoroughly and come to class ready to contribute to case discussions. In 
many cases some of the material is, by design, not particularly relevant to the problem at hand, while 
the case omits other data you would like to have, and would try to obtain using market research, if 
you were the decision-maker. This can be a pain, but it does reflect the real world of business. Some 
of our discussion may revolve around what "missing information" we would like to have. 
 
Analysing a case: 
While the case study questions are designed to help you focus on important case topics, you also 
should begin to establish your own, independent ability to analyse marketing situations. Analysing 
cases is a good way to start developing this ability. A good case analysis should look at the 
following: 

1. What are the important problems confronting this firm? This includes anticipating problems 
before they occur so the firm can take steps to prevent them, as well as identifying existing 
problems. 

2. What information do you have that is useful for addressing these problems? 
3. What are the different solutions to these problems? What are the strengths and weaknesses 

of each solution? 
4. Which solution would you choose, and why is it better than the others? 
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5. How would you implement this solution? 
6. If a firm faces several problems, what are the relationships between them and between the 

solutions you have chosen? This is especially important in marketing, where each part of 
marketing strategy, and each part of the marketing mix, affects the others. Remember, you 
need to choose an overall solution that keeps, or creates, a balanced and coordinated 
marketing mix. 
 

 
WEEKLY SCHEDULE 
 

Week Text Topic and Readings Additional In Class 
Activity 

Assessment Due 

Week  1,  
Tuesday  
4 February 

Creating Value through 
Marketing 
Chapter 1 and Chapter 2 

Course Introduction and 
Overview 

 

Week  2,  
Tuesday  
11 February 

Scanning the Environment & 
Corporate Social 
Responsibility 
Chapter 3 and Chapter 4 

  

Week  3,  
Tuesday  
18 February 

Individual Consumer 
Decision Making 
Chapter 5 

 Marketing Quantitative 
Analysis 1 

 

Week  4,  
Tuesday  
25 February  

Organisational Decision 
Making 
Chapter 6 and Chapter 7 

 Marketing Quantitative 
Analysis 2 

 

Week  5,  
Tuesday  
4 March 
 

Marketing Information and 
Research 
Chapter 8 

Case Study Analysis 
Skills 
Guest Speaker 

Quantitative In Class 
Quiz (10%) 

Week 6,  
Tuesday 11 
March 

Segmenting, Targeting and 
Positioning 
Chapter 9 

Guest Speaker 
 

Case Study Report 
(25%) 
iSnack 2.0: The New 
Vegemite 

Mid Semester Break 
Tuesday 18th March 

Week 7,   
Tuesday 25 
March 

Product and Brand 
Chapter 10 
Chapter 11 

Quant Quiz and Case 
Study Report Feedback 

 

Week 8,  
Tuesday  
1 April 

Midterm Exam Presentation and 
Working in Teams Skills 

Midterm Exam (15%) 

Week 9,  
Tuesday  
8 April 

Pricing Issues 
Chapter 13 
Chapter 14 

Case Presentation 
New York Times Digital 
Paywall 

Case 1 Presentation 
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Week Text Topic and Readings Additional In Class 

Activity 
Assessment Due 

Week 10,  
Tuesday  
15 April 

Distribution 
Chapter 15 
Chapter 16 

Case Presentation 
Natureview Farm 

Case 2 Presentation 

Week 11,   
Tuesday  
22 April 

Services and Event 
Marketing 
Chapter 12 

Case Presentation 
Four Seasons 

Case 3 Presentation 

Week 12,   
Tuesday  
29 April 

Integrated Marketing 
Communications 
Chapter 17 
Chapter 18 

Case Presentation 
Heinekin Beer 

Case 4 Presentation 

Week 13,  
Tuesday 
6 May 
 

Social Media  
Chapter 19 
Personal Selling 
Chapter 20 

Case Presentation 
HP Computers 

Case 5 Presentation 

Week 14, 
Tuesday 
13 May 
 

Managing the Marketing 
Process 
Chapter 21 and Chapter 22 

Exam Overview  

 
 
CLASSROOM ETIQUETTE 
 
Out of respect for the other students in your class, it is important for you to focus your full attention 
on the class, for the entire class period. Many students have complained to the Stern school about 
students who use class time for other purposes or act in a distracting manner. Please observe the 
following standards of classroom behaviour: 

• Arrive to class on time. There have been overwhelming complaints, mostly from students, 
over the past few years about disruptions caused by latecomers to class.  

• Once you are in class, leave only if absolutely necessary. Leaving to make or take phone 
calls, to meet with classmates, or to go to an interview, is not considered appropriate 
behaviour. 

• If you know in advance that you will miss a class, please let me know in advance. 
• Laptop computers and tablets may not be used during class time. Many Stern students have 

complained about the distracting behaviour of other students who use laptops for non-class 
purposes during class.  

• Turn off your cell phone, “Blackberry,” digital music players, and any other communications 
or sound devices. The use of any unapproved electronic devices during class, such as cell 
phones, music players, or sound or video recorders of any kind, without prior authorization 
from the instructor, is a violation of the Stern honour code and will be treated as such. 

• The only material you should be reading in class is material that concerned with the class. 
Reading anything else, such as newspapers or magazines, or doing work from another class, 
is not acceptable. 

• Class may not be recorded in any fashion - audio, video, or otherwise – without permission of 
the instructor. It is important that everyone in the class feel comfortable to express their 
opinion. 
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YOUR INSTRUCTOR 
 
Dr. Andy West is currently a Marketing Lecturer at Macquarie University, in areas of Marketing 
Strategy, Consumer Behaviour and Brand Management. Previous lecturing positions have included 
Newcastle University and the University of Technology Sydney. His research and consultancy 
interests are innovation ecology of organisations and consumer behaviour. His current research 
project is collaboration between Macquarie University and the Australian Self Medication Industry 
(ASMI) into the consumer behaviour of health care in Australia, to develop the ASMI budget 
submission and policy position for 2014/15.  
 
His marketing employment has included The Shell Oil Company, Barclays Bank (London) and 
Commonwealth Bank of Australia. Industry verticals Andy has consulted to include finance 
(Commonwealth Bank of Australia, Zurich Insurance, American Express), consumer goods (Reckitt 
Benckiser, Nestle) and not for profit organisations including Amnesty International and Special 
Olympics.  
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