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MARKETING (MKTG)
MKTG 3010 Marketing Fundamentals (3)
This course is designed to teach students the basic elements of marketing. The course presents frameworks to analyze marketing problems faced
by both for-proﬁt and non-proﬁt organizations. Students will study the influence of consumers, the marketplace and the marketing environment on
marketing decision making. The course will also provide a conceptual and theoretical toolkit for developing marketing strategies – segmentation,
targeting and positioning – and marketing tactics including price, promotion, product and distribution. Prerequisites: MATH 1210, MATH 1230,
ECON 1010, ECON 1020, PSYC 1000, MCOM 3010
Prerequisite(s): MATH 1210, 1230, ECON 1010, 1020, PSYC 1000 and MCOM 3010.
MKTG 4100 Consumer Behavior (3)
The course covers major concepts and ﬁndings in consumer behavior and how these ideas relate to consumer decision-making and consumption
choices. The course is focused on understanding the cognitive, emotional, social and contextual factors that govern consumer decision-making.
Students debate the efﬁcacy and ethics of marketing actions by brand managers, advertising agencies, public service organizations and policy makers
and consumers' reactions to these actions. The course draws substantially on real-world marketing stimuli to illustrate how the success (or failure) of
marketing strategies depend on the close correspondence to (or violation of) principles of consumer behavior. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4105 Customer Relationship Mktg (3)
Customer relationship marketing (CRM) is the overall business process in which companies use marketing strategies and activities to build and
maintain client relationships, reinforce customer loyalty and increase brand value. The objective of the course is to examine the strategic, analytical
and technological aspects of CRM to provide students with a fundamental knowledge of CRM and an understanding of the implementation of CRM
systems and analysis of customer data. Topics covered in the course include relationship marketing; customer lifetime value; customer equity;
customer databases; customer retention; customer loyalty; operational, analytical and collaborative CRM; reasons for CRM implementation failure;
and the role of CRM in marketing management. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4110 Research and Analytics (3)
This course provides a hands-on introduction to marketing research, an organized approach to developing and providing information for marketing
decision-making. Through a combination of lectures, exercises and projects, the course familiarizes students with data collection techniques such
as focus groups, surveys and experiments, as well as data analyses techniques such as hypothesis testing and regression. Speciﬁc applications
include preference measurement, market segmentation and targeting, customer economics, product and brand policies, pricing, advertising and digital
marketing. Prerequisites: MKTG 3010, MGSC 3010.
Prerequisite(s): MGSC 3010 and MKTG 3010.
MKTG 4117 Business to Business Mktg (3)
The course focuses on strategic aspects of marketing decisions of the organizations that market products to other organizations. The course teaches
students the unique needs of business customers, how to analyze business organizations’ core competencies and their competitive environment,
positioning and segmentation of businesses, and personal selling. Students will learn how to set organizations’ business objectives and strategies,
build business-to-business marketing plans and measure customer satisfaction. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4120 Advanced Marketing Strategy (3)
This course teaches students how to analyze markets, make better marketing decisions, and evaluate and monitor marketing performance. The
impact of each marketing decision made by the ﬁrm is influenced by a wide variety of factors, including culture, consumer psychology, the business
environment/context, competitor actions, and the other marketing tactics utilized by the ﬁrm. The course combines quantitative and qualitative
analysis within a theoretical framework to analyze these complex relationships and better understand the relationships between market knowledge
and the many decisions needed to effectively design and monitor an effective marketing strategy. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4137 Pricing (3)
The course will introduce the student to the basic considerations a ﬁrm faces in devising a pricing policy. The broad aims of the course are the
following: Expose students to the concepts, theories and latest thinking on pricing, from the viewpoint of a marketing manager; enable the student to
understand the pricing strategies of a ﬁrm in a variety of situations; and work towards the above objectives, while drawing on microeconomic models
and marketing theories. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
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MKTG 4145 New Products Marketing (3)
While new products offer unique opportunities for growth, most new products fail in the marketplace. This course will introduce students to the
new product development process to maximize the likelihood of their success. Students will learn how to identify potential ideas and markets for
new product development; how to position, price and advertise new products; and how to measure potential sales and success prior to launch.
Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4155 Brand Management (3)
The brand names associated with products and services are among a ﬁrm’s most valuable assets. This course addresses the fundamental branding
decisions faced by a ﬁrm when determining how to build, measure and manage brand equity. The course objectives include planning brand strategies,
evaluating brand strategies and examining the actions needed to improve a brand’s long term sustainability. The course combines lectures, case
discussions, guest speakers and a team brand evaluation project. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4165 Retailing (3)
This course in an introduction to the retail environment and its role in the marketing process. It includes discussions on operations, location strategy,
store organization, personnel, buying, merchandising, inventory control, pricing, vendor relations, sales promotions and consumer demand. It provides
frameworks for understanding different types of retail outlets and the relationship between bricks-and mortar retailing and e-tailing. Prerequisite(s):
MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4170 Mktg Planning & Implementation (3)
This course focuses on the development of dynamic marketing plans for a broad array of companies who may be facing accelerated growth
opportunities and/or operating difﬁculties. Focus will be on choosing the right marketing vehicles, determining how the vehicles need to work together,
developing the implementation work plan, mapping out sequencing, and deﬁning metrics and measurement process. Student teams will draw on this
information, as well as knowledge acquired from earlier marketing courses, to implement a ﬁeld study. For classroom discussions, we will be using a
mix of text, articles and case studies focusing on companies across diverse industries. Fieldwork will also be discussed in class, culminating in team
marketing plan presentations. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4220 Sales Management (3)
This course is about persuasion, personal branding and managing people in a workplace. Principles of persuasion when applied to the sales domain
are referred to as personal selling or professional selling. While salespeople do try and build a reputation for their company and the products they
are selling, their personal reputation tends to be primary. Personal branding by salespeople is often seen as establishing trust. Sales management,
although it has some unique elements to it, is very much like the management of every workplace organization. Good management requires,
principally, good leadership, which in turn enables good selection, training and motivation, and, though often not emphasized, a good moral code.
Since there are a large number of sales employees in this country – about one in every ten employees is identiﬁed as a salesperson – their personal
happiness, not just their effectiveness, becomes an important issue to study. Since happiness correlates with turnover, and high turnover can
compromise good sales management, all three criteria–effectiveness, happiness, and retention–are important sales management concerns.
Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4230 Global Marketing (3)
This course takes a multidisciplinary approach, including concepts from marketing, sociology, political science and economics, to examine the
issues associated with marketing across borders. Students will study key characteristics of major markets in different regions of the world: how
to collect and interpret the information about the markets; how to analyze global customers, competitors and collaborators; and how to develop
international and global marketing strategies. This course also considers contemporary issues, including globalization and the impact of the internet.
Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4240 Relationship Marketing (3)
In marketing, nothing is as critical as building and maintaining relationships with key constituencies. Business corporations and non-proﬁt institutions
alike realize the importance of long-lasting relationships and their impact on these organizations’ success. The major objectives of this course
are twofold. First, it will focus on the marketing tools and techniques that organizations use to identify key constituencies, build relationships and
assess their impact on the organizations’ performance. Second, the course will provide students with a forum for presenting and defending their
recommendations, and for critically examining and discussing the recommendations of others. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
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MKTG 4250 Social and Online Marketing (3)
In this course, students will learn tools and frameworks to understand how companies can implement effective online and social media marketing
campaigns. Using a mix of theoretical and practical exercises, students will learn to think about online tools from a marketing perspective. Following
completion of this course, students should be able to 1) understand the different tools available for social media and online marketing, 2) help a
company listen to and engage customers through online and social media, 3) use tools to measure and evaluate the effectiveness of online and social
media campaigns, and 4) develop a comprehensive online and social media strategy. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4260 Advertising and Promotions (3)
This course is designed to provide the conceptual underpinnings of marketing communication, and reflect the role of media strategies in providing
information, persuading, selling and creating popular culture. This course emphasizes the development of integrated marketing communication
programs. Students will learn the fundamentals of different media options, how to evaluate marketing communication programs/outcomes, and how
to develop an integrated marketing communication campaign. A substantial portion of in-class and out-of-class time will be devoted to applying the
concepts and developing a real-world marketing communication program. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4275 Law in Marketing (3)
Law in Marketing will help the student develop an appreciation and an understanding of the legal and ethical challenges present in marketing
decisions. The course takes an in-depth look at the relationship between intellectual property, product development, and marketing. Explorations of
these topics range from how to identify potential intellectual property rights to how protect those rights by using a variety of intellectual property
protections such as patents, copyrights, trademarks, trade dress, and trade secrets to give a ﬁrm a comparative advantage. Further, the course will
examine strategies for addressing competitors that infringe on a ﬁrm’s intellectual property rights through techniques such as litigation and licensing.
Intellectual property issues are examined from both a U. S. and global perspective. Prerequisite(s): MKTG 3010 and LGST 3010.
Prerequisite(s): MKTG 3010 and LGST 3010.
MKTG 4290 Service Marketing (3)
This course introduces students to the challenges professionals and organizations face in creating, marketing and delivering high-quality services.
Class sessions center around lecture presentations and case-based learning on topics such as measuring and managing customer satisfaction,
coordinating marketing and operations in designing and implementing service delivery, developing the human and technical skills of employees
who deliver services, and utilizing emerging technology. Assignments provide students with a hands-on understanding of concepts and methods
practitioners use in today's competitive markets to analyze customer/client requirements; measure service quality; and design, promote and deliver
outstanding services in ﬁnancial, healthcare, educational, high-tech, manufacturing, nonproﬁt and retail organizations. Prerequisite(s): MKTG 3010.
Prerequisite(s): MKTG 3010.
MKTG 4550 Marketing Internship (1-3)
Freeman School majors may elect to do a business internship that will appear as a one-credit, 4000-level course on their transcripts; however, the
credit does not apply towards the 122 minimum hours required for a BSM degree. The internship must be related to one of the majors offered through
the BSM program, and the internship must apply (within an ongoing business organization) the intellectual capital obtained from ﬁrst- through thirdyear Freeman School courses. To obtain approval of the internship, the student must visit the Career Management Center for instructions. The ﬁnal
grade for the internship is given on a Satisfactory/Unsatisfactory (S/U) basis when the student submits a paper/evaluation to a supervising faculty
member in the Career Management Center. This course is normally offered during the summer and fulﬁlls the “curricular practical training” option for
students with F-1 visa status.
MKTG 4890 Service Learning (0-1)
Students complete a service activity in the community in conjunction with the content of a three-credit co-requisite course. Course may be repeated up
to unlimited credit hours.
Maximum Hours: 99
MKTG 4891 Service Learning (0-1)
Students complete a service activity in the community in conjunction with the content of a three-credit co-requisite course. Course may be repeated up
to unlimited credit hours.
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MKTG 4910 Independent Study (1-3)
Prerequisites: Minimum cumulative GPA of 3.333 or higher, senior standing Freeman School seniors who demonstrate academic excellence are
allowed to pursue an independent study. The work may take the form of directed readings, laboratory or library research, or original composition.
Instead of traditional class attendance, the student substitutes conferences with the supervising faculty, as needed. An independent study requires
the approval of the supervising instructor and area head. The credit does not apply towards the marketing major requirements for a BSM degree;
it may be used as business elective credit. Interested students should contact the Ofﬁce of Undergraduate Education at the Freeman School.
Prerequisites: Minimum cumulative GPA of 3.333 or higher, senior standing Course may be repeated up to unlimited credit hours.
Maximum Hours: 99
MKTG 4990 Marketing Honors Thesis (3)
Traditional thesis option for marketing area. Students enrolled in this course will begin their thesis in the fall semester. They will conclude their thesis
in MKTG 5000 in the spring semester.
MKTG 5000 Marketing Honors Thesis (4)
Prerequisite: MKTG 4990 Traditional thesis option for marketing area. Students enrolled in this course will conclude their thesis in the spring semester.
They will start the thesis in MKTG 4990 in the fall semester.
Prerequisite(s): MKTG 4990.
MKTG 5380 Business Study Abroad - MKTG (1-20)
Course may be repeated up to unlimited credit hours.
Maximum Hours: 99
MKTG 5390 Business Study Abroad - MKTG (1-20)
Course may be repeated up to unlimited credit hours.
Maximum Hours: 99
MKTG 5940 Transfer Coursework (0-20)
Transfer coursework at the 5000 level. Departmental approval required.
Maximum Hours: 99
MKTG 6020 Marketing (3)
This course provides students with frameworks for making effective marketing decisions. Students will learn to conduct market situation analyses
(company, customer, competition, collaborators, context), design marketing strategy formulations (segmentation, targeting, positioning), and
implement marketing mix plans (product, price, placement/distribution, promotion). The course combines quantitative and qualitative analyses in
applying the principles learned to a variety of real world marketing issues.
MKTG 7140 New Product Development in the Hospitality Industry (3)
This course teaches students the fundamentals of new product development and provides ﬁrst-hand experiences through application. It provides an
understanding of the design innovation process and a set of tools and experiences in ﬁnding and developing innovative solutions to address strategic
business problems in any industry. Students explore creativity from an individual and team perspective as they identify innovation opportunities
and develop and prototype potential solutions. Students examine the key concepts of the design innovation process and apply these concepts in a
systematic way to the problem of crafting compelling and competitive offerings. The format of the course is a mixture of lecture, exercises, activities,
guest speakers, and ﬁeld work, drawing from the wealth of examples found in New Orleans and speciﬁcally in the New Orleans hospitality industry. The
course incorporates a group project in which students design an innovative prototype or proof of concept for a new product or service.
MKTG 7250 Social Media & Online Mktg (3)
In this course, students will learn tools and frameworks to understand how companies can implement effective online and social media marketing
campaigns. Using a mix of theoretical and practical exercises, students will learn to think about online tools from a marketing perspective. Following
completion of this course, students should be able to 1) understand the different tools available for social media and online marketing, 2) help a
company listen to and engage customers through online and social media, 3) use tools to measure and evaluate the effectiveness of online and social
media campaigns, and 4) develop a comprehensive online and social media strategy. Prerequisite(s): MKTG 6020.
Prerequisite(s): MKTG 6020 or MGSC 7330.
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MKTG 7280 Research and Analytics (3)
This quantitative course focuses on gathering, analyzing, and interpreting data about markets and customers. It is designed for managers who will
be using market research, so it is intended for students who will go into marketing management, consulting, and entrepreneurship. Students will learn
about the types of marketing decision problems in which research information is most useful - problems of target market selection, new product or
service introduction, customer retention, and pricing, among others. The learning objectives for the course include deﬁning the decision problem and
determining what information is needed, acquiring trustworthy and relevant data and judging its quality, and analyzing data to make certain types of
marketing decisions.
*

Prerequisite(s): MGSC 6020 and MKTG 6020 .
*
May be taken concurrently.
MKTG 7290 Marketing Plng and Impl (3)
This course teaches students how to create a strategic marketing plan. Students will learn to develop a thorough understanding of customers, analyze
markets, develop brands, position new products and services, and create integrated marketing plans with metrics to monitor performance. The course
will combine quantitative and qualitative analyses to support marketing decisions. Students will work on projects and make tactical decisions about
designing and implementing an effective marketing strategy. Prerequisite(s): MKTG 6020* (* May be taken concurrently.)
Prerequisite(s): MKTG 6020 or MGSC 7330.
MKTG 7980 Independent Study (1-3)
Independent study: Marketing

