R1-November 12, 2006

DEPARTMENT OF MARKETING

Curriculum Revision
Marketing Course Numbering Change from MKT 211 to MKT 111
Proposal: To change the course MKT 211 (Principles of Marketing) (3 credits) from a junior level course to MKT 111, a sophomore level eligible course.  The course title, description, and prerequisites remain the same.
Course Description:  An overview of the entire marketing function.  Topics include:  the meaning and terminology of marketing, activities involved in marketing, the role of marketing in society, marketing strategies, how managers make and implement decisions in marketing, and how they evaluate the results.  Prerequisite:  ECO 001.
Rationale (This rationale is being adapted from that for FIN 225/125 with minor modifications, as the logic is the same; their intellectual property is gratefully acknowledged): 

1) Internships. This is among the most important reasons from the students’ perspective. Obtaining high quality internships between the junior and senior years has become a necessary condition for landing top entry level positions. For this reason, internships have long been part of the marketing curriculum at Lehigh. For these positions, the recruiting starts in late fall in junior year just when our students are starting the marketing core. This situation takes away the possible relative advantage that our students might have versus much of the competition.  The proposal provides the student the opportunity to gain marketing experience to prepare them for an internship.
2) Placement. Same rationale as (1). In addition, we must do all that we can to make sure that our students are very knowledgeable both in term of their academic studies, but also their career awareness. This is especially applicable for the marketing major where the breadth of career options is such that both good advising and experiential learning is required. Of all the business majors, marketing is among the most experientially based discipline.  Our conversations with recruiters also confirm this logic (please see exhibit 2) More time pursuing content within the marketing major is better in both regards.  In addition, students will be able to more effectively participate in meetings and field trips by Marketing Club. 
3) Bailout options. Some students electing the marketing major find out that through their coursework, information gathering, and internships that a career in marketing is not the career path to take upon graduation. Given the current late start for MKT 211 and the resultant lateness of other core courses (MKT 311, 312), such students have little choice but to continue with the major which is not good for the students, the faculty, potential employers, or Lehigh’s reputation.

4) Remediation. The proposal will help students requiring additional time to successfully complete the major requirements by spreading their marketing major coursework over a longer period of time.  By starting earlier, they can have more flexibility in completing their coursework and benefit from better planning based on their career track preferences.
5) Study Abroad. Students that opt for a one semester study abroad program face further compression and wind up taking all their major courses during their senior year frequently undermining the planned sequence of courses optimizing knowledge acquisition in the major.  Similarly, the proposal will offer more opportunities for participating in other study abroad programs such as summer programs.  Given Lehigh’s and other top institutions’ increasing emphasis on globalization, such opportunities for enhancing student’s global perspectives will be valuable for their learning.
6) Reduce compression for the marketing major courses:  Currently, the marketing major courses are completed in the last three semesters. The early start will stretch things out one more semester, plus would span the summer following the sophomore year enabling a discipline-based internship between the sophomore and junior years. This will also give more time to digest knowledge from the major instead of allowing only a compressed period for learning which is not beneficial from a pedagogical perspective.
7) Flexibility to pursue a more rigorous senior year opportunities: Provide an opportunity for a more flexible senior year experience where students who have completed their formal course studies have opportunities to engage in undergraduate research, focused independent studies, and so on. The University has increasingly advocated and embraced a philosophy of encouraging undergraduate students to participate more fully in the research activities of the University.  Unfortunately, such activities are limited if students are still taking multiple required courses during the fall and spring semesters of the senior year.  The increased flexibility will offer more opportunities for the department to think about future enhancements to the curriculum.
8) Sequencing. As Principles of Marketing has only ECO 1 as a prerequisite, giving the students the option to take Principles of Marketing either in their sophomore year or in their junior year will not produce any scheduling challenges especially because ECO 1 is typically taken in their freshman year.  We endorse the sequencing plan presented by the Finance Department. We also believe that the fear of overloading by students is not justified for the following reasons: (1) The sequencing of business core courses should be dependent on their major.  For example, marketing majors can take MKT 211 in the spring semester of their sophomore year while other majors can take the course in their junior year. (2) Students will self select their course work depending on the major and therefore, overloading core courses in the sophomore year will not occur; (3) For those that are tempted to overload on core business courses during their sophomore year with an adverse impact on their performance, the advising process in the Undergraduate office should be able to counsel students appropriately. (4) we will have a meeting for all (potential) marketing majors at the beginning of the fall and spring semesters (to which the UG Associate Dean will be invited) advising them of their overall course planning.
9) Student feedback.  The student feedback on the proposal is very favorable and consistent with the feedback obtained by the Department of Finance. Key findings: (1) 83% of those surveyed are in favor of the proposal (2) 80% of the students prefer the placement of MKT 211 in their sophomore year. (3) 65% view the opportunity to obtain internships between the sophomore and junior year as desirable. (4) 82% support the flexibility offered to get into study abroad and other ILE programs. (5) 90% view the early start as preparing them better in their knowledge acquisition and career preparation.  Selected student quotes are presented in Exhibit 1.
10) Recruiter feedback. Several recruiters were contacted to offer their feedback on the proposal.  They were all overwhelmingly favorable to the proposal.  Some recruiter comments are enclosed in Exhibit 2.

Resource Implications

Some issues remain unresolved and are under discussion at various levels; some change in the relative distribution of number of sections of MKT 211 in fall and spring semesters will be addressed.

Time Plan of Implementation

Fall 2007
EXHIBIT 1
SELECTED STUDENT QUOTES ON MKT 211/111 PROPOSAL

I think the marketing major is too limited right now. If students want the option to take marketing their sophomore year, they should have it. 

I think sophomores should be allowed to take marketing because it will expose them to it and allow them to decide if they want to pursue it as a major or not.

I like the option of taking it either sophomore or junior year. This way marketing majors can get what they need out of it and other business majors can take it with whatever balances their schedule best.

This move is absolutely critical, especially for students who don’t know what major to decide. I feel that the content is something that a sophomore can handle perfectly. 

People should be able to do what they feel is acceptable and manageable class schedule. 

I think that allowing a business student to take accounting sophomore year, and not marketing, influences their major decision. Why would a student choose to major in marketing at the end of sophomore year when they haven’t taken a class in it? 

Declaring a marketing major without ever taking a marketing class while numerous economics and accounting classes seems like it isn’t weighted as being as important. 

Advantages: Students can better prepare their curriculum for future semesters if the MKT courses are more spread out. Students are given more time and better opportunity to achieve minors if they have more openings to put electives in their schedule later on. Those who go abroad don’t need to take summer classes or three marketing classes in one semester. 

Students take all other “intro to major” classes in sophomore year, so why not marketing? Students don’t need so much accounting/economics as sophomores and marketing would help in other classes. 

Why didn’t this happen when I was a freshman? 

This will help with study abroad as well. I think it is a great idea to have every intro class to the different majors sophomore year so students can have a better understanding when declaring a major. 

I think that all introductory level business classes (MKT211, FIN225, ACCT152) should be given sophomore year so that student can accurately choose a major and have time to pursue and/or change it.

EXHIBIT 2
SELECTED RECRUITER QUOTES ON MKT 211/MKT 111 PROPOSAL

I think that it is a great idea, getting students in the business school to take other business classes, whether or not they have declared their majors, is better for the students to help them understand which topics they like and are good at.  Often times, students declare in their junior year and then change and have to take several "major" classes late junior year and into their senior semesters.  I know that having a basis of curriculum taken by the time the students interview for jobs (usually the first semester of senior year) help better them prepare for some potential interviews.

I would allow the students to take the class sophomore year. It would give them the opportunity to understand the different functions of marketing and help them select electives.

My opinion would be to expose undergraduates to the core courses sooner, rather than later.  I can understand if some of the core courses have prerequisites, but from my recollection of Marketing, it did not.

I believe this change, will expose business majors to one of the most versatile, and important courses in the curriculum.

I would give my stamp of approval to the changes you propose.

I am in complete agreement with the idea of letting a student take an introductory course similar to MKT 211 in the spring of their sophomore year. That timing allows two full years of directed course work and the potential of two summers in major appropriate internships. Clearly the student's major, course work and internships (or summer jobs) are the most valuable aspects of their first resume. Those are the topics I always scan first.

I think this is good idea. Not only to expose students sooner to this area of business but form them to understand the principles, marketing isn't just in big NYC firms anymore either!  For example at our company we are now even more so acknowledging the importance that every business person should have marketing experiences or understand the importance of marketing… We especially look for some marketing experience in some of internships as well.

I totally agree with the thought process that the students should be exposed to this course earlier than their junior year.  Or at least have the option to take it earlier.

