Received
MAR 7 2011
Liberal Studlos

| LSC Use Only Proposal No: UWUCC Use Only Proposal No: /2~C &4 =)

. LSC Action-Date: UWUCC Action-Date: Ayp- Yl Senate Action Date: /%7[3 -4 / /4/ /q
Curriculum Proposal Cover Sheet - University-Widé Underdraduate Curriculum Committee I o

Contact Person(s) Email Address

Madan Batra or Parimal Bhagat batra@iup.edu or bhagat@iup.edu

Proposing Department/Unit Phone

Marketing 7-5776 or 7-3315

Check all appropriate lines and complete all information. Use a separate cover sheet for each course proposal and/or program proposal.

1. Course Proposals (check all that apply)

X___ New Course Course Prefix Change Course Deletion

Course Revision Course Number and/or Title Change Catalog Description Change

Current course prefix, number and full title:

Proposed course prefix, number and full title, if changing:_MKTG 446/546 Marketing Ethics Proposal for creating New Dual Level Course
2. Liberal Studies Course Designations, as appropriate

This course is also proposed as a Liberal Studies Course (please mark the appropriate categories below)
Liberal Studies Learning Skills Liberal Studies Knowledge Area Liberal Studies Capstone Liberal Studies Elective

Liberal Studies Competency-Across-the-Curriculum (please mark the CAC(s) for which the course is intended)

Global Citizenship Information Literacy Oral Communication
Quantitative Reasoning Scientific Literacy Written Communication
3. Other Designations, as appropriate
Honors College Course Other: (e.g. Women's Studies, Pan African)
4. Program Proposals
Catalog Description Change Program Revision Program Title Change New Track
New Degree Program New Minor Program Other

Current program name:

Proposed program name, if changing:

5. Approvals Signature Date

Department Curriculum Committee Chair(s) //fvf /J”Vj i Cj/// / Ty

Department Chairperson(s) W—%ﬂ// 4 Aa—fdf' 4‘4 ..?/ / / 174

College Curriculum Committee Chair
qu/‘ M 3 \ |\]

College Dean W C W 9/ [ ///

Director of Liberal Studies (as needed)

Director of Honors College (as needed)

Provost (as needed)

Additional signatures (with title) as appropriate:

UWUCC Co-Chairs ? 7 L (S& /{,{L _,«_34‘ %/ /7/ / /

To ?4_451 sched o -§-1f



APPENDIX D
GRADUATE CURRICULUM AUTHORIZATION FORM
Check As Appropriate:
Expedited Review

Level I = New Program O or Program Revision O

Level IT = Degree Program Revision O or New/Revised COR O
Level IIT Minor Program Revision
Application for COR Renewal

Deletion Course O or Track O or Minor O or Program O
Variability in Program Delivery
Program Reactivation
X___New Course = Enter CIP Code (Contact Registrar’s Office): 999999
Major Course Revision
Minor Course Revision
X _ Dual-Level or Cross Listing
Distance Education

Description of Proposal: MKTG 446/546 Marketing Ethics

(New Dual Level Offering)

Department: Marketing

Author or Contact Person: Madan Batra (batra@iup.edu! or Parimal

Bhagat (bhagat@iup.edu)
SIGNATURES OF APPROVAL

Academic Integrity Resource Implicationst Email Address Date
Department Curriculum

Committee Chair: [ . 3/ ) 1
Department Chair: __ /S t__/od— éégﬂa/- Prup .ecolu 3/1/1/
TECC Chair: / 7

Coliege Curriculum t

Committee Chair: /Xi/l\_z\,/ asS™ 3 /I / J/]
College Dean: WM = , ;[ %Z//
Graduate Dean: J-

Provost:
Graduate Com. Chair:

COMMENTS:

APPROVE EXPEDITED REVIEW

Dean’s Associate, SGSR Dean, SGSR Provost UWGC Chairs

If any signatory above wishes to decline expedited review, write “Decline” on the appropriate signature line and
return the proposal to the SGSR Dean’s Associate.

T To sign off on resource implications, confirm that detailed justification of resource sufficiency has been
made and approved.



B. Proposal Format and Content
B1. Graduate Curriculum Authorization Form (Appendix D)
Attached as cover page.

B2. Course Description and Particulars

a. Attachments:
i.  Course Syllabus: Attached
ii. Bibliography: provided in the attached syllabus of record

b. Rationale: Marketing Ethics domain knowledge has grown to be a critical
element in marketing education at both the undergraduate and graduate levels.
An acute awareness of this domain is considered essential for a sustainable
marketing program in any corporation. This course will be one of the electives
for the Marketing Concentration part of the MBA program. The course will
require the graduate core course in marketing (MKTG 603) as its prerequisite.
The four hundred level of the course will be offered as an elective for
undergraduate marketing majors.

c¢. Other courses or programs:

(i) The course content will not overlap with any course offered by other

departments.
(ii) No other department is planning to use this course as a requirement or
elective.

Variable credit: This course will be not offered on a variable credit

e. Teaching Plans: It will be primarily a lecture-based course and will be taught by

one instructor.

Special Topics: This course has not been offered as a Special Topics class.

Comparisons: Attached

Standards: The Association to Advance Collegiate Schools of Business —~

International (AACSB) recommends, but does not require, this course in its

accreditation standards.
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B3. Implementation

a. Resources: The corresponding proposed undergraduate course will perhaps be
offered once a year. The dual listed course will follow the same pattern without
impacting any resource issue. This elective will be rotated with the other electives
in the program and thereby not require any additional resources.

b. Frequency: The course may be offered once a year as a dual-level course.

c. Enrollment: About 35 students. There are no additional constraints on class
size.

B4. Catalog Description
Attached

BS5. Logistics
a. START TERM: Fall 2011
b. The registrar’s office has confirmed that the course number is available.
c. CIP code is 999999.
d. CATALOG TERM is Fall 2011.

B6. Miscellaneous None



Catalog Description

MKTG 446/546 Marketing Ethics
3c-01-3cr

The course applies major ethical theories to marketing problems, focuses on
resolving conflicting dilemmas and vested interests of primary and secondary
stakeholders, and addresses ethical issues of importance to marketing
managers. Various topics cover the ethical issues in relation to strategic
planning, marketing research, product, pricing, distribution, and promotion
decisions. The course also discusses issues concerning digital ethical marketing,

marketing ethics in global context, and managing and leading marketing ethical
systems.

Prerequisite:
For MKTG 446: MKTG 320 Principles of Marketing
For MKTG 546: MKTG 603 Marketing Management



SAMPLE SYLLABUS OF RECORD
L CATALOG DESCRIPTION:
MKTG 446 Marketing Ethics 3 Class hours 0 lab hours, 3 Credits (3¢-01-3cr)

MKTG 546 Marketing Ethics 3 Class hours 0 lab hours, 3 Credits (3¢c-01-3cr)

Prerequisite:
For MKTG 446: MKTG 320 Principles of Marketing
For MKTG 546: MKTG 603 Marketing Management

Applies major ethical theories to marketing problems, focuses on resolving dilemmas and
vested interests of primary and secondary stakeholders, and addresses ethical issues of
importance to marketing managers. Various topics cover ethical issues in relation to
strategic planning, marketing research, product, pricing, distribution, and promotion
decisions. The course also discusses issues concerning digital ethical marketing,
marketing ethics in global context, and managing and leading ethical marketing systems.

II. COURSE OBJECTIVES:

Upon completion of the course, students will be able to:

MKTG 446 (undergraduate students):

comprehend and apply the major ethical theories to marketing problems
understand the relevance of stakeholders to marketing decisions
analyze case situations presenting ethical marketing dilemmas
comprehend ethical issues of importance to marketing managers
strengthen their analytical and communication (oral and written) skills

MKTG 546 (graduate students):

In addition to the above:
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6. Apply the theoretical models of ethical behavior to a contemporary real-world situation.

IIl. TOPICAL OUTLINE:

1. Ethics, Business and Marketing—Why Now? (3 hours) (objectives 1,2 and 6)
a. Overview of Marketing Ethics Frameworks



b. Philosophical, Sociological, Religious, and Economic Perspective of Marketing
Ethics

¢. Managing the Ethical Organization—American Marketing Association Code of
Ethics

d. Stakeholders Theory

e. Marketers’ Response to Ethical Problems: Ethical Decision-making Guides, Self-
regulation, Codes of Ethics, Top Management Actions, Ethics Training Programs,
Ethics Advisors, and Ethics Courses

. Marketing Ethics and Social Responsibility (3 hours)  (objectives 1, 3, and 6)
a. Pyramid of Corporate Social Responsibility (CSR)
b. Ethical and Philanthropic Components of CSR

. Ethics and Strategic Market Planning (3 hours) (objectives 3, 4 and 5)
a. Segmentation

b. Targeting

c. Positioning

. Ethics, Marketing Research, and Competitive Intelligence Gathering (3 hours)
(objectives 2, 3, and 4)

a. Ethical Issues in Gathering Information from Customers

b. Ethical Issues and Clients

c. Ethics and Competitive Intelligence

- Ethics and Product Policy (3 hours) (objectives 2, 3 and 4)
a. The Product Development Process

b. Counterfeit Products

c. Ethical Issues Related to Product Decisions

- Ethics and Pricing Decisions (3 hours) (objectives 2, 3 and 4)
a. Faimess

b. Transfer Pricing
c. Other Ethical Pricing Issues

- Ethics, Sales Management, and Selling Decisions (3 hours) (objectives 2, 3 and 4)
a. The Sales Position

b. The Salesperson, the Customer, and Ethics
c. The Salesperson, Competitors, and Ethics
d. The Salesperson, the Sales Organization, and Ethics



8. Exam I (3 hours)

9. Ethics and Advertising Decisions (3 hours) (objectives 2, 3 and 4)
a. How Far Should Adbvertising go in attempting to be Persuasive?
b. Regulation of Advertising
¢. The Advertising Dilemma

10. Ethics and Distribution Decisions (3 hours) (objectives 2, 3 and 4)
a. Ethics and the Quest for Power
b. Ethics in Retailing Decisions

Gray and Black Markets

Ethics and Purchasing in the Distribution Channel

Ethics in Managing the Channel of Distribution

o oo

11. Digital Ethical Marketing (3 hours) (objectives 2, 3 and 4)
a. [Ethical Marketing with Technology
b. Ethics and Direct Marketing
c. Ethics and Customer Relationship Management
d. Social Media Ethics

12. Managing Ethics in Global Markets (3 hours) (objectives 2, 3 and 4)
a. International Marketing Ethics Framework
b. General Ethical Guidelines for a Global Context

13. Marketing Ethical Systems (3 hours) (objectives 2 and 6)
a. Managing the Ethical Organization—Leadership
b. Factors Affecting Ethical Decision Making in Organizations

c. The Interaction between Organization Factors & Individual Factors

14. Class Presentations and Report Submission (3 hours) (objective 5 and 6)

Final Exam Week (2 hours) Exam II

Course Evaluation
For MKTG446:
1. Exams (objectives 1-4) 40 percent
2. Case analyses (objectives 1-4) 40 percent

3. Class participation and presentations/Online discussions(objectives 4, 5)20 percent



For MKTG 546:
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V.

Exams (objectives 1-4) : 40 percent
Case analyses (objectives 1-4) 20 percent
Research paper (objectives 4, 5 and 6) 20 percent

Class participation and presentations/Online discussions (objectives 4, 5, 6)20 percent

Grading Scale

For MKTG 446 (undergraduate students):

A

90 and above A
80 to less than 90 B
70 to less than 80 C
60 to less than 70 D
Less than 60 F

For MKTG 546 (graduate students):
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VIL

90 and above A
80 to less than 90 B
70 to less than 80 C
Less than 70 F
Required Text Book

. George G. Brenkert, Marketing Ethics, Blackwell, 2008, 256pp. (paperback), ISBN

9780631214236

Additional Relevant Books

1.

Lawrence B. Chonko, Ethical Decision Making in Marketing, Sage Publications, 1995,
315pp., ISBN 0-8039-5546-4(P)

G.R. Laczniak & P. E. Murphy, Ethical Marketing Decisions: The Higher Road, 1993
Prentice Hall

Murphy, Laczniak, Bowie, Klein, Ethical Marketing, 2005 Prentice Hall

Murphy, Laczniak, Bowie, Klein, Marketing Ethics: Cases and Readings, 2005 Prentice
Hall, ISBN-13: 9780131330887

Schlegelmilch, B, Marketing Ethics — An International perspective, 1997 Cengage
Learning Business Press, ISBN-13: 978-186152191 0

Smith, N. C. & Quelch, J. (1 993). Ethics in marketing. Homewood: Irwin



Illustrative Cases

Ethics of Offshoring: Novo Nordisk and Clinical Trials in Emerging Economies by Klaus Meyer
Cause-Related Marketing: More Buck than Bang? by Matthew Berglind, Cheryl Nakata

bp and Corporate Greenwash by Michael Sider
Black & Decker Corp.: Spacemaker Plus Coffeemaker (B) by N. Craig Smith

The Dannon Company: Marketing and Corporate Social Responsibility by Christopher Marquis,
Pooja Shah, Amanda Tolleson, Bobbi Thomason

The Bottom-line Benefits of Ethics Code Commitment by K. Matthew Gilley, Chris Robertson,
Tim Mazur

When Marketing Practices Raise Antitrust Concerns by Darren Bush, Betsy D. Gelb
Uptown Cigarette (A1) by Robbin Derry, Sachin Waikar

Does It Pay to Be Good? by Remi Trudel, June Cotte

Norway Sells Wal-Mart by Robert C. Pozen

Video Case

Ethics in Marketing, Video by John A. Quelch

Case Analysis Decision Model for Resolving Ethical Marketing Issues

L. Determine the Facts—What, Who, When, Where
(What do we know or need to know, if possible, that will help define the problem?)

II. Define the Ethical Issue
(Make sure precisely what the ethical issue is. For example, conflict involving rights, question
over limits of obligation on safety, responsibility to a certain stakeholder, etc.).

IIL. Identify Major Principles, Rules, Values
(For example, what ethical theories relate most closely to this issue? virtue ethics [integrity,
fairness, respect for persons] duties [recall Kant’s formulations], consequences—greatest good.)

IV. Stakeholder Analysis

(Who are the most important stakeholders? Distinguish between primary—those with direct
contractual relationship; indirect—those with an abiding interest; and secondary—those with a
potential or distant interest.)



V. Specify the Alternatives

(List the major alternative courses of action, including those that represent some form of
compromise or point between simply doing or not doing something. Also list the pros and cons
of each alternative.)

V1. Compare Principles, Values and Consequences with Alternatives

(Determine if there is one principle/theory or value, or combination, which is so compelling that
the proper alternative is clear, e.g., correcting a defect that is almost certain to cause loss of life.
Identify short and long term, positive, and negative consequences for the major alternatives.
Short run gain or loss should usually be overridden by long run considerations.)

VIL Make and Justify Your Decision

(Select the alternative that best fits your primary principles or values. How would you argue for
your decision when others might disagree with you?)

Illustrative Research Paper Titles for Marketing Ethics Class

Advertising and Teens: Are Beer and Alcohol Companies Acting Responsibly?

An Ethical Analysis of the Sweepstakes Marketing Industry

Comparative Advertising and its Culminating Effects on Society

Direct to Consumer Advertising of Prescription Drugs: Unethical?

Environmental and Product Safety Ethics: Recreational Motorsports—Are Manufacturers and the
Industry Doing Enough?

How Much to Promise to Customers?

Is Barbie Harmful? How Marketing of Dolls for Young Girls Affects Body Image
Marketing Sex to Teens

Using Sex to Sell Women’s Sports: The Relationship between Athletics and Sex

VIII. References
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