MARK 2120 Spring 2025 L6 & L7 Syllabus HKUST Business School

MARK 2120: Marketing Management

L6 & L7 Course Syllabus*
Spring 2025
Instructor Dr. Tianyu HAN (tianyu.han@ust.hk)
Lecture Time L6: Mo 4:30PM — 5:50PM & Fr 12:00PM - 1:20PM
L7: Mo 1:30PM - 2:50PM & Fr 9:00AM - 10:20PM
Lecture Venue LSK 1005
Office Hours Mo 11:00 AM - 12:30 PM @LSK 4054

Teaching Assistant (TA) Claudia NONG (mkclaudia@ust.hk)

Course Information

This course introduces you to the basic concepts of marketing. We start with the question: What
is marketing? Simply put, marketing is engaging customers and managing profitable customer
relationships. The aim of marketing is to create value for customers in order to capture value
from customers in return. Throughout the course, we will explore the entire marketing process—
from understanding customer needs to designing customer value-driven marketing strategies
and integrated marketing programs to building customer relationships and capturing value
for the firm. We will also examine social, economic, technological, legal, ethical, and other
environmental factors and their impact on marketing practices. By the end of this course,
students will develop a foundational understanding of marketing principles and gain the skills
needed to market products, services, and ideas effectively in a global marketplace.

Intended Learning Objectives
By the end of the course, you should be able to
e Develop a foundational understanding of core marketing concepts.
e Recognize the strategic role of marketing within organizations.
e Understand the marketing mix and how its elements interact.
e Identify and analyze key decisions faced by marketing managers.

e Gain hands-on experience in assessing market opportunities, formulating marketing
strategies, and developing marketing plans.

e Integrate marketing principles with broader business functions.

Course Materials

The recommended textbook is Principles of Marketing -19th edition, by Philip Kotler, Gary
Armstrong, and Sridhar Balasubramanian published by Pearson. Earlier editions (15th-18th)
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are also acceptable.

Course materials-including announcements, syllabus, assignment guidelines, readings, sam-
ple exams, lecture PowerPoint slides, and other useful recourses—can be accessed through
Canvas at https://canvas.ust.hk/courses/62317/. Please check the course website regularly for
updates.

Lecture slides are the core materials. While lectures will not follow the textbook exactly, the
book will supplement our discussions and serve as a useful reference for assignments and the
final project. To maximize your learning experience, I strongly encourage reading the assigned
chapters before class. Several copies of the textbook are reserved at the university library under
course #MARK2120.

Class Format and Preparation

Class meetings will include lectures, presentations, case discussions, and interactive exercises.
To get the most out of each session, students are expected to prepare in advance and actively
participate.

Lectures and discussions will expand on concepts covered in the assigned readings, explore
real-world implications, and connect marketing principles to professional and personal con-
texts. Discussions and case studies assume familiarity with the assigned readings, so students
are expected to complete them before class.

Classroom Etiquette

To maintain a productive learning environment, please follow these guidelines:
e Arrive on time and settle in before class begins.
e Minimize disruptions-leave the room only when absolutely necessary.
e Electronic devices may only be used for class-related activities.

Violations will impact your participation grade.

Communication Policy

Office hours are the preferred setting for addressing questions about course material. When
attending office hours, come prepared with specific questions. For email communication, use
your university email account and prefix the subject line with [MARK 2120] to help us prioritize
responses.

Grading

Your final grade will be based on the following components:
Best 2 Quizzes (individual) 25% + 25%
Final Project Report (group) 22%
Final Project Presentation (group) 15%
Case Study (group) 10%
Research Credit (individual) 3%

Class Participation (individual) +10%
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While failing grades are rare, academic dishonesty (e.g., cheating or plagiarism) will result
in automatic course failure.

Quizzes

There will be three quizzes, and only your two highest scores will count toward your final
grade. Scores on each quiz will be standardized to ensure equal difficulty levels across quizzes.

e Quizzes will be closed-book and consist of objective questions (e.g., multiple-choice,
true/false, calculations). They should take less than one hour to complete.

¢ Questions will be based exclusively on class lectures and will test both conceptual
understanding and application.

e Quizzes will not be cumulative, but since marketing concepts are usually interrelated,
earlier topics may be relevant to later quizzes.

e Quizzes will be held simultaneously across all sections and are temporarily scheduled
for evenings to ensure a convenient time for all students. No daytime lectures will be
scheduled on quiz dates.

Important notes:
o All students must take quizzes in person. No special accommodations will be provided.

e Quiz dates are final once been decided. No make-up quizzes will be given. It is your
responsibility to resolve any scheduling conflicts. Since only grades from your best two
quizzes will be considered, you can miss one of the three quizzes without penalty.

Regrading Policy

Requests for quiz regrades must be submitted in writing within one week of the grade’s
release—no exceptions. Late requests will not be considered.

If you believe a numerical calculation error has occurred:

e Submit your original graded document along with a brief explanation of the suspected
erTor.

If you believe a specific question was graded incorrectly:

e Submit your original graded document along with a written explanation detailing why
your response was misunderstood or incorrectly evaluated.

e Reevaluation applies to the entire quiz—your score may increase, decrease, or remain
unchanged.

Group Work

We will randomly assign you into groups consisting of the same number of members each
(with very few exceptions depending on the class size).

e Each group must consist of students from the same section.

¢ You may request one preferred groupmate by submitting a joint email to the TA by Feb
13 (9 PM).

e Final group assignments will be posted on Canvas by Feb 18.
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Case Study

Each group will analyze one case study during the semester. Case materials and assignment
details will be distributed one week in advance. Groups must submit written responses to
assignment questions before the discussion. On discussion day, selected groups will present
their analysis, while others will contribute insights and engage in discussion.

The group case study will be evaluated on the following:

1. Clarity and Constructiveness — Responses should be well-structured and easily under-
stood by those unfamiliar with the context.

2. Value Added Discussion — Your contributions should encourage critical thinking and
stimulate meaningful class discussions. We all should learn something new from your
work.

3. Active Participation — Whether presenting or engaging in discussions, active involvement
is expected.

Final Project

Each group will introduce a “business discovery” and its marketing aspects. The discovery
could be anything that fascinates you in the business world, e.g., a new company, brand,
industry, product, service, business models, and strategies in all possible forms. The discovery,
by definition, should not be common knowledge (or not widely known yet). The purpose
of this assignment is for teams to assess marketing opportunities by analyzing customers,
competitors, and their own company (“3 Cs”), identify the strategy (STP), and design effective
marketing programs by selecting appropriate strategies for pricing, promotion, place, and
product (“4 Ps”). To accomplish these goals, the team should become experts on the product or
service, the company, and the industry in which it operates. You may find the recommended
textbook very helpful in project report writing. More detailed instructions will be provided
later.

More detailed instructions will be provided later. During the semester, each group can consult
me about your idea for the final group project (optional). The purpose is for you to 1) manage
the progress of the group project and 2) get feedback from me.

Presentation Each group will deliver a 10-minute in-class presentation, followed by a 2-
minute Q&A session. It is up to the group members to decide the representatives—the same
grade will be given to all members. Attendance is mandatory for all presentations, and groups
will be expected to provide feedback on each presentation (including their own).

Report The page limit for the final project report is 10 double-spaced pages (Times New
Roman, 12pt, 1-inch margin on all sides), including tables references, and appendices. This
limit will be strictly enforced. The submission deadline is May 16 at 9 PM. No late reports will
be accepted.

Peer Evaluation

All group members should contribute roughly equally to the group work. In the past, some
groups have run into a situation where one or more group members are not contributing to the
group project. To ensure fair contribution, students will have an opportunity to anonymously
evaluate their group members by May 16. These evaluations will be considered when assigning
final project grades.
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Class Participation

Students should come prepared to discuss the day’s lecture topics. Contributions will be
assessed based on their relevance, depth, and impact on class discussions. “Cold calling” may
be used to encourage engagement.

In principle, you will receive a 0 participation score if you attend all class meetings and submit
all your assignments on time but never contribute to class discussions. Unexcused absences
will result in penalties to your class participation grade. Students can be rewarded up to
10 points if contributing to the classroom experience through comments, questions, answers,
humor, or any other positive aspects. However, you may lose up to 10 points if you negatively
impact the class through late-coming, talking to your neighbors loudly, using phones/laptops
for unrelated activities, or any other distracting behavior.

Photo Card Submission

To facilitate participation tracking, please submit a photo card via Canvas by Feb 9, 2025 at 9 PM.
You can download a photo card template form from Canvas (look under “Files-Assignment”).
Late submissions will result in penalties except for those who join the class after this deadline.

Research Credit

Students enrolled in this course are required to earn 3 research credits (worth 3% of the final
grade) by participating in three marketing experiments. These experiments will be scheduled
and conducted throughout the semester, and students can sign up for them via the course
website.

Instructions for signing up will be posted on the course website under “Files/markexpt stu-
dent manual 2025 Spring”. It is your responsibility to familiarize yourself with the sign-up
procedures and to regularly check for new experiment notifications. Please note: All research
experiments will begin on time. If you arrive late, you will miss your opportunity to partici-
pate. Failure to attend after signing up (particularly if this occurs multiple times) may result
in being blocked from future participation.

This course requirement is administered by the Marketing Experiment Coordinator, not your instructor,
so please direct all questions to markexpt@ust.hk.

Academic Integrity

According to the university’s academic honor code, honesty and integrity are central to the
academic work of HKUST. Cheating or plagiarism will not be tolerated under any circum-
stances.

The university has strict policies on academic integrity, outlined at https://registry.hkust.edu.hk/
resource-library/academic-integrity/. This resource provides guidelines on plagiarism, cheat-
ing, and the responsibilities of students and faculty in maintaining academic honesty.

Cheating includes offering or receiving unauthorized assistance on quizzes or assignments.
Plagiarism involves copying ideas, arguments, or text from another source without proper
citation. Group work violations occur when students collaborate outside their assigned group
or seek unauthorized help. Penalties for academic misconduct may include automatic failure
of the quiz, assignment, or course.
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Copyright Notice

All course materials—including lecture slides, exam questions, sample questions, case materials,
and any content posted on the course website—are intended exclusively for use in this course
during the current semester. Students may only copy these materials for personal study and
reference. Reposting, distributing, or sharing any course content is strictly prohibited.

Deadlines and Important Dates

Photo Card Feb 9 at 9 PM
Preferred Groupmate Request Feb 13 at 9 PM
Groups Assigned Feb 18

Quiz 1 Feb 28 6-8 PM (TBC)
Quiz 2 Mar 28 6-8 PM

Case Study Writeup Apr 14 before class
Quiz 3 Apr 25

Final Project Presentations Apr 28, May 2, May 9
Final Project Report May 16 at 9 PM

Peer Evaluation May 16
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Course Schedule

Below is a tentative schedule for the course.

Week  Date Topic Note Readings
1 Feb 3 Course Introduction Syllabus
Feb 7 Marketing Process Ch. 1
. Photo card due
2 Feb 10 Company and Marketing Strategy I Ch. 2

before class

Company and Marketing Strategy II

Feb 14 & Social Responsibility and Ethics Ch. 2,20
3 Feb 17 Guest Lecture (No Class in the Daytime) LT-B at 6:30 PM
Feb21  Assessing (Global) Marketing Environment I Ch. 3,19
4 Feb24 Assessing (Global) Marketing Environment II Ch. 3,19
Feb 28 Understanding Customer Behaviors I Ch. 5,6
5 Mar 3 No Class Quiz 1
Mar 7 Understanding Customer Behaviors II Ch. 5,6
6 Mar 10 Managing Marketing Information I Ch. 4
Mar 14 Managing Marketing Information II Ch. 4
7 Mar 17 Segmentation, Targeting, & Positioning I Ch.7
Mar 21 Segmentation, Targeting, & Positioning II Ch. 7
No formal lecture
8 Mar 24 (group discussion for the project)
Mar 28 No Class Quiz 2
9 Mar 31 Product Ch. 8,9
Apr 4 No Class Public holiday
9 Apr7 Pricing and Place Case readings distributed Ch. 10, 12,13
Apr1l Promotion Ch. 14,15
Case study writeup
10 Apr 14 Case Study due before class
Apr 18 No Class Public holiday
11 Apr 21 No Class Public holiday
Apr 25 No Class Quiz 3
12 Apr 28 Final project presentations I
May 2 Final project presentations II
13 May 5 No Class Midterm break
May 9 Final project presentations III Last day of class
14  May 16 Final report due




