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The Current State of Affairs

Consumers and Shoppers are:

Feeling pressed for TIME

Feeling squeezed on their FINANCES

Retailers and Suppliers:

Need to INNOVATE

Provide new and better SOLUTIONS

Provide added VALUE

















Retailer Response

Finding ways to provide enhanced

Quality

Value

Convenience

Through…

OWN STORE BRANDS













But Which Retailer to Choose?

Consumers and Shoppers

Have more channels to shop in

More retailers to choose from

Shop more frequently

Retailers need a strong identity

To differentiate themselves in a crowded market

































Traditional grocery outlets: Chains and independents Brookshires Kroger, Brookshire Brothers

Specialty Grocery: Whole Foods, Fresh, Fresh Market, Natural Grocery

Value grocery outlets: Super 1, Aldi

Supercenters and Mass Merchandisers: Target and Walmart

Dollar stores

Pharmacy/Convenience store: CVS, Walgreen

Convenience/Service Station: 7-11, Pilot

Wholesale Clubs: Costco, BJ’s, Sams, Costco

Online

Television
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Traditional Grocery

Big Assortment

On average over 43K items stocked

Median sq. ft. over 46K 

Median weekly sales $482K

Avg. Sales per customer visit $30.62

Avg. no. of trips per wk/cust.: 1.6

Avg. net profit after taxes: 1.3%



Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Fresh Format Grocery

Emphasis on perishables

Typically smaller footprint

Specialize in ethnic, natural, and organic foods

May have standards for ingredients in prepared food

Usually large assortment of natural H&B products

Often increased service levels

Margins increased to cover additional labor



Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Value/Limited Assortment Grocery 

Smaller in size. Bigger in value.

A lower-priced grocery store 

Offers a limited assortment

Particularly perishable items 

Often offering fewer than 2,000 items

Reduced perishables and footprint reduce overhead 

Allows  for lower margins and prices



Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Warehouse Grocery

Hybrid shopping

Large Traditional and Warehouse hybrid - high volume 

Full range of service departments

Quality perishables

No frills environment

Case pack displays

High volume and reduced esthetics 

 Reduced overhead and reduced prices

Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Dollar Stores

Tiny and Cheap

Small store format

Feature aggressive prices

Originally focused on staples and knickknacks

Now offer food and consumables

May account for 20% to 66% of volume





Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Drug/Pharmacy/Convenience

Prescriptions and convenience

Originally a prescription-based drug store

Expanded into consumables, seasonal, and general merchandise

May generate 20% or more of sales from those categories

Expanding into better H&B

Adding or expanding on-site medical services





Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts

















10



Convenience/Service Station

Assortment when you need it

Over 151K stores nationwide

Generates over $700b in annual sales

Often offering extended hours

Often offering prepared food

Focus on general merchandise, consumables with limited perishable

Highly visible locations

Often have a restaurant or gas associated with retail



Source: NACS Fact Sheets –

http://www.nacsonline.com/Research/FactSheets/Pages/default.aspx
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Wholesale Clubs

Stock-up and Save

Membership required – Business and Consumer

Membership helps cover for lowered margins often 12-13%

Varied selection, not often consistent

Comprised of increased sizes and bundles along with bulk sales

Limited assortment - Warehouse-type environment

Avg. 120,000 sq. ft. 

60% to 70%  of sales GM/HBC and grocery



Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Supercenters/Mass-Merchandisers

One-stop shopping

Broad selections of grocery and general merchandise

Avg. 170K sq. ft. 

Appx. 40% of space is grocery

Limited services

Lower prices overall

Kroger marketplace even includes a fine jeweler 



Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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E-commerce/M-commerce

The ultimate convenience

Includes pure-play online merchants 

And online business’ of brick & mortar stores

Brick and click

Fast growing segment

Poses a significant threat to traditional grocery

Heavy emphasis on fresh and prepared foods

Limited selection of general merchandise and non-perishables



Source: FMI Supermarket facts –

 http://www.fmi.org/research-resources/supermarket-facts
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Television

Trendy and inviting

Offers a broad selection of general merchandise and prepared foods

Includes infomercials which can lead to in-store products

Stable retailers with growing online footprint

Appeal has been limited in the US

Extremely popular in Europe, Australia and the Far East
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Kiosks and Vending

Ready when you need it

Offers a limited selection of product

Can be placed in very convenient locations

Access through multiple technologies

Credit card

E and M-commerce

Assortment has limited appeal in the US

Extremely popular in the Far East

South Korea the most advanced

Includes delivery services in some cases
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Current Trends

Convenience Stores

Are currently performing well

Changes in shopper habits 

Value and especially extreme value

Appealing to a more upscale clientele

Increasing food assortments

Drug/Pharmacy/Convenience

Expanding assortments

Upscaling products

Adding more services

Shoppers are now in control

More retail choices

More purchase channel choices

Access to retailers 24/7
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What is Driving Change for Retailers?

Increasingly Global Economy

Influences from other cultures

Travel introducing shoppers to new products and retail

Changing political climates

Changing tastes from immigration

Economic turmoil

Climate change and sustainability

Changing outlook toward energy consumption

Combine to drive changes in shopping habits













Not all Change is Good

Dollar Stores

Generally have low overhead 

Food (especially fresh food)

Requires more labor

Loss due-to spoilage

Resulting in higher overhead and tighter margins

These need to be offset with

Tighter margins

Higher prices









Not all Change is Good

Pharmacy Retail

Already have high overhead

Specialized staff

High traffic locations

High assortment counts

Larger assortments

 Place even more pressure on overhead

May drive some products out of the store

Increase prices altering consumer perceptions

Onsite medical with nurse practitioners

Increases the costs further for staffing

All of which put pressure on 

Margins

Prices













How will that impact retail supply chains?

Different choices for different retailers

Industry terms:

Supply Chain

Distribution System



3 common forms:

Direct

Wholesale

Direct Store Delivery (DSD)















Direct

Manufacturer to Retailer

Product is shipped directly from the supplier to the retailer

Orders need meet certain minimums to qualify

Retailer will accept at a distribution center (DC)

Product is sorted and re-packed to store standards

The retailer then ships to individual stores















Wholesale Suppliers

Manufacturer to Wholesaler

Product is sold to a wholesaler

Product is shipped from the supplier to the wholesaler

Product is order from the wholesaler by the retailer

These amount are less than the suppliers minimums

Retailer will accept at a distribution center (DC)

Product is sorted and re-packed to store standards

The retailer then ships to individual stores

For additional fees the wholesaler will ship direct to stores













Direct Store Delivery (DSD)

Supplier to Store

Product is purchase and shipped from the supplier to individual stores

In certain cases the supplier may actually stock the shelve

Product is placed immediately into the selling space not into stock

This method reduces merchandise handling

Which results in reduced overhead

However, the increased service can result in increase cost of goods

Requires real-time inventory and ordering processes













Go to Market Strategy

Retailers approach to the marketplace

Different strategies require different:

Store configurations

Fixtureing and amenities

Service offerings

Distribution strategies

In-store staffing

Stock space

Some of the strategies are:

Every Day Low Prices (EDLP)

Hi - Lo

Hybrid

Limited Assortment

Dollar Store











Every Day Low Prices (EDLP)

Consistency builds Confidence

Offers the lowest available price to shoppers everyday

Eliminates sales advertising

Reduces the use of discounts

Strategy offer shoppers price simplicity

Understandable value

Do not have to wait for sales

Helps to develop loyalty

EDLP does not guarantee the “lowest” price in the market

Other retailers can offer promotions at lower prices















See retailers like Wal-mart, Wegmans, 

26



Hi - Lo

Drive Traffic to Target Product

Offers higher daily prices to shoppers

Selectively offer lower prices

Weekly ads and promotions

Selected items are designed to drive traffic

Many shoppers are motivated by the lowered prices

Thrill of scoring a “deal”

Feel like they beat the system

Competes with EDLP through sale items at lower prices

Hi-Lo may not engender loyalty

Shoppers continue to search for retailers offering lower prices























See retailers like Harris Teeter, Kroger, Brookshires, JC Penney, Macy’s
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Hybrid

A little bit for everyone

Offers higher daily prices to shoppers

Selectively offer lower prices

Weekly ads and promotions

Selected key items are designated EDLP

Usually highly identifiable 

Helps to develop a lower price reputation with shoppers

Perceived more competitive in the market

Hybrid may not engender loyalty

Shoppers continue to search for retailers offering lower prices

EDLP items may also be at lower prices at some competitors

















See retailers like Publix and Super 1
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Limited Assortment

Limited choices better value

Offers limited variety of SKU’s

Often products unique to the retailer under their own label

Offered at very competitive pricing

Stores are often

Configured to a much smaller footprint

Offer limited services

In less prime locations

Results in lower overhead

Which allows for lower prices

Difficult to convert national brand loyal shoppers to the store



















See retailers like Publix and Super 1
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Dollar Store

Limited choice for the retailer and Shopper

Offers limited to a narrow price band

Often a $1 or some multiple for a $1

Offered at very competitive pricing

Stores are 

Small footprint, almost no services, less prime locations

Focus on basic merchandise

High turn, limited assortment, household goods and general merchandise

Results in lower overhead to accommodate the price restriction

New product offerings and expanded customer base may make it difficult for the dollar store to maintain it primary focus of the dollar price-point.















See retailers like Publix and Super 1
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Category Management Certification Process		Coursework to begin Fall Semester 2015

Courses which include certification modules from Learning Evolution

Learning Program Category Analyst 		                                                                          Course	                           		        Instructor             (CPCA) Certification Content

		Basic Industry Knowledge

		Required

		MARK 3325/4325 – Retailing/ Operations

		Dr. Camp/Jones



		Category Management History and Process

		Required

		MARK 3325/4325 – Retailing/ Operations

		Dr. Camp/Jones



		Pricing Analysis

		Required

		MARK 3325/4325 – Retailing/ Operations

		Dr. Camp/Jones



		Promotion Analysis

		Required

		MARK 4340 – Retail Analytics

		Dr. Byun



		Assortment Analysis

		Required

		MARK 3325/4325 – Retailing/ Operations

		Dr. Camp/Jones



		Spreadsheet Development

		Required

		MARK 4380 – Marketing Research

		Dr. Byun



		Presentation Development

		Required

		MARK 3311 – Principles

		As assigned



		Syndicated Scanner Data

		Required

		MARK 4340 – Retail Analytics

		Dr. Byun



		Syndicated Panel Data

		Required

		MARK 4380 – Marketing Research

		Dr. Byun



		Retailer POS Data

		Required

		MARK 4340 – Retail Analytics

		Dr. Byun



		Space Planning Software

		Recommended (basic)

		MARK 4444 – Planning course currently under development

		As assigned



		Relational Databases

		Recommended (basic)

		[bookmark: _GoBack]MARK 4340 – Retail Analytics 

		Dr. Byun





Courses which include cover category management certification material. These courses also contain the certificate modules from Learning Evolution.


Course
Pre-fix

MARK

MARK

MARK

MARK

MARK

MARK

MARK

MARK

Course
#

3311

3311

3325

3325

3325

3325

3325

4325*

Competency Instruction Review Including Course, Instructional Hours, and L. E. Modules

Course Title

Principles of
Marketing

Principles of
Marketing

Retailing in the
21st Century

Retailing in the
21st Century

Retailing in the

21st Century

Retailing in the
21st Century

Retailing in the

21st Century

Shopper
Marketing

Format

Lecture/Hybrid/
Online

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Competency

Introduction
To ERP
Technology

PowerPoint
Development
and
Presentation

Basics of the
Retail Industry

Category
Management
History and
Integration in
to Retailing
Retail Pricing
and Market
Analysis
Assortment
Analysis and
Item
Performance
PowerPoint
Development
and
Presentation

Basics of the
Retail Industry

Technology

SAP

LE/
PowerPoint

LE

LE

LE

LE

PowerPoint

LE Certification
Module

7: Presentation
Development

1: Basic Industry
Knowlede

2: Category
Management History
and Processes

3: Pricing Analysis

5: Assortment Analysis

1: Basic Industry
Knowlede

Instructional
Hours

7.5

Total
Module ota .
Instructional
Hours
Hours
4
0.75 8.25
0.75 4.75
0.75 4.75
1 5
0.75 4.75
6
0.75 475





Course
Pre-fix

MARK

MARK

MARK

MARK

MARK

MARK

MARK

MARK

MARK

MARK

MARK

Course
#

4325*

4325*

4325*

4325*

4340

4340

4340

4340

4340

4340

4380

Competency Instruction Review Including Course, Instructional Hours, and L. E. Modules

Course Title

Shopper
Marketing

Shopper
Marketing

Shopper
Marketing

Retailing in the
21st Century

Consumer
Insights
Consumer
Insights
Consumer
Insights

Consumer
Insights
Consumer
Insights

Consumer
Insights
Marketing
Research

Format

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline
Lecture/Hybrid/O
nline
Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline
Lecture/Hybrid/O
nline

Lecture/Hybrid/O
nline
Lecture/Hybrid/O
nline

Competency

Management
History and
Integration in
Retail Pricing
and Market
Analysis
Assortment
Analysis and
Item
Performance
PowerPoint
Development
and
Presentation
Margin/
Breakeven
Analysis
Market Share
Analysis

Syndicated
scanner data
analysis

Relational
Databases

Data Analysis

Technology

LE

LE

LE

PowerPoint

Excel

Excel

LE

Excel/LE

LE

Excel

Excel

LE Certification
Module

2: Category
Management History
and Processes

3: Pricing Analysis

5: Assortment Analysis

4: Promotion Analysis

8: Syndicated Scanner
Data (Basic)

10: Retailer POS Data
Analysis (Basic)

Combining Syndicated
and Retailer POS Data

Instructional
Hours

8.5

8.5

7.5

Module
Hours

0.75

0.75

0.75

0.75

Total
Instructional
Hours

4.75

4.75

10

9.25

9.25

7.5





Competency Instruction Review Including Course, Instructional Hours, and L. E. Modules

Course Course Course Title Format Competency  Technology LE Certification Instructional Module -Ir:sttarluctional
Pre-fix # Module Hours Hours
Hours
Excel

Marketing Lecture/Hybrid/O Spreadsheet 6: Spreadsheet
MARK 4380 Research nline Utilization Excel/LE Development (Basic) 3.75 0.75 4.5

Marketing Lecture/Hybrid/O 9: Syndicated Panel
MARK 4380 Research nline Data Analysis  Excel/LE Data 7.5 1 8.5

89.25 8.25 97.50

* MARK is an alternate course which can be taken in the event that MARK 3325 is not available to allow
students to complete their coursework and modules.
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What is Category Management?

Category

An assortment of products all serving a similar function for the shopper 

Category Management

Continuously collaborative process

Retailers and manufacturers manage categories

Purpose 

Optimize shopper satisfaction

Vendor

Assortment

Price

Presentation

Promotion
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What is Category Management?

Is about understanding data

To maximize category performance

Data drives retailer/manufacturer goals alignment

Shopper need solutions integrate multiple categories and vendors
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How Did We Get Here?

1980s Japanese total quality movement 

Statistical process control

1990s CPG industry forms the Efficient Consumer Response (ECR)

address collaboration concerns across the entire demand and supply chain

The Partnering Group founded in 1991

Gordon Wade, Dr. Brian Harris, and Bill Burns

ECR invites to lead category management development





(Wade, 2013)
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How Did We Get Here?

ECR included all major industry stakeholders 

Focus problem solving at the category level

Avoid brand and product level

Shoppers organize around categories

Retailers organized by categories not brands 





(Wade, 2013)
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What is the “process”?

7 measurable steps 

Category Definition

Define by shopper being served

Category Role

Fit in organization

Category Assessment

Opportunities



(Fowler & Goh, 2012)
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Definition





Role





Assessment







What is the “process”?

7 measurable steps 

Category Performance Measurement

Setting KPI’s and measuring performance

Category Strategies

To deliver results

Category Tactics

Actions to implement strategies

Plan Implementation

Execution 





(Fowler & Goh, 2012)

REVIEW
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Scorecard





Strategies





Tactics





Implement









How does it work?

Change the culture

Retailer and manufacturer collaboration

Shared success

Each can be more successful together

Shopper needs

Sharing data to drive decision making





(Wade, 2013)
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How does it work?

Shopper Focus

Customer for both retailer and manufacturer

Data Analytics

Data from multiple sources 

Fact vs Fiction

Insights from data





(Wade, 2013)
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What is the goal?

Increased Profitability

Reduced assortment related costs

Shopper SKU substitutabilty

Focus on key item development

Enable superior performance

Better in-stock

Space utilization

Improved supply chain performance

Introduce new categories/services





(Wade, 2013)
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So, who uses category management?

Current Users

Retailers and Manufacturers

Grocery

Big Box retail

DIY chains

Food Service

Federal Government

Careers Include

Merchandising

Space Allocation

Inventory Management

Analytics

Sales

Category Captain

Marketing

Technology

Software Development





Originally designed for consumer package goods (CPG) 
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__________________________________________________________________



University of Texas at Tyler

Course Syllabus for Principles of Marketing

Spring 2015

MARK3311	__________________________________________________________________	



This course is in support of a degree program at the University of Texas at Tyler that has earned professional accreditation by AACSB International. AACSB International is an association of more than 11,000 business educational institutions, and other organizations in 70 countries that are dedicated to the advancement of management education worldwide.  Less than 5% of business programs worldwide have earned this distinguished hallmark of excellence in management education.  



Professor:	  Dr. Kevin James

                       									

Office Location: CBT 120          

Ofc. Hours: Tuesday 12:30-3:30pm and Wednesday from 10 am to 2 pm.  I am also available through email at kjames@uttyler.edu.  Please don’t email me through BB.  I will do my best to answer emails on a timely basis.  

          

Contact Information: Office Phone 903 565 5735 or Email kjames@uttyler.edu



	

COURSE DESCRIPTION:

Credit: 3 semester hours.  Factors involved in the management of the marketing function relative to product development, promotion, pricing, physical distribution and the determination of the marketing objectives within the framework of the marketing system and available markets.



 	Prerequisites ARE NOT optional, pre-requisites ARE requirements or courses that must be completed PRIOR to taking the course.  Please verify with your advisor that you meet the necessary prerequisites for this course so that you do not waist your money!!  



Certified Professional Category Analyst (CPCA)

 

This course contains on-line certificate modules provided by Learning Evolutions which form the foundation for final certification as a Certified Professional Category Analyst. 

These modules provide students with additional identifiable skills which add value to their degree plan and are highly sought after by employers. While each module in the program costs in excess of $125.00, students have been provided a scholarship through the College of Business and Technology which provides them access at NO CHARGE! 



The professional category analyst program solidifies category knowledge and lays the foundation for success in the category management field by emphasizing industry knowledge, history and basic data analysis. CPCA’s develop the skills and category expertise to establish themselves as front-line resources for retailers and manufacturers. At this level, certified professionals will have worked with retail point-of-sale (POS) and syndicated scanner data. CPCA’s will have examined pricing, promotion and assortment analysis and explored space planning software and relational databases. Career options benefiting from CPCA knowledge include (but are not limited to); sales, business unit assistants and managers, category development managers, customer managers, retail and insights analysts.



REQUIRED TEXTBOOK:

MARKETING, by Hunt and Mello, 1st edition, McGraw Hill.  

You will need to purchase CONNECT that comes with the textbook.  



**Please note this book is a first edition meaning you may have some trouble finding used versions.  The marketing faculty at UT Tyler have all adopted this textbook for the principles of marketing course.  Because of the volume, the bookstore is able to offer a very competitive price.  



CONNECT IS REQUIRED AND ABSOLUTLY NECESSARY FOR THIS COURSE.  YOU CANNOT COMPLETE THE COURSE WITHOUT CONNECT.  

 

Course Objectives/Assignments



1. The components of the Environmental Analysis

2. Understand what a target market is, and the 4 variables which define a target market

3. Recognize and have basic knowledge of price, product, promotion and place

4. Know the basics of marketing research: problem statement, types of research (primary, secondary) know the difference between quantitative and qualitative data, be able to identify some types of data collection instruments and methods.

5. Mastery of Category Management areas including presentation development through in class lecture and on-line modules.



Student outcomes:

1. Thorough knowledge of category management topics covered through exams, assignments, module completion and certificate printing.



  Assignments  

1. Three Exams

2. Homework

3. Quizzes

4. Project



     

REASONABLE ACCOMMODATIONS FOR DISABILITIES



Should you need accommodation for anything please contact Student Accessibility and Resources center at saroffice@uttyler.edu.  I also encourage you to contact me with any issues and I will be happy to work with you.   





GRADING POLICIES AND PROCEDURES:



Course Evaluation methodology and assignment points may be changed at any time but I will strongly attempt to keep the scale as follows.

The final course grades will be determined using the following:

EXAM 1			                       100 POINTS

EXAM 2				          100 POINTS

EXAM 3                                                              100 POINTS 

Homework Average	                                    100 POINTS

Cat Management Cert			           50 POINTS

Quizzes Average		                       100 POINTS

PROJECT                                                            100 POINTS

	TOTAL					          650 POINTS			

	GRADING SCALE

A = 90-100%

B = 80-89%

C = 70-79%

D = 60-69%

F = 59% and below







	









        



Course Delivery

This course is a face to face class and will utilize PowerPoint, blackboard, and connect.  I will use blackboard to post the class slides.  I will use course content in blackboard (where you are now) to post most material.  Each week we will have homework and some weeks we will have quizzes, and tests.  These will be done using a combination of blackboard and Connect.  In most circumstances the material will be posted on a Wednesday (about mid-day) and due on a Sunday or Monday evening.          

  

Exams

There will be three in class exams all counting 100 points apiece.  The format of exams will be multiple choice, true/false, short answer, and some short answer essay questions.  More information will be available as the exam approaches.  Failure to take the exam will result in a zero (0) on the exam.  You cannot miss an exam and then ask to take the exam.   



Final Project

A final group project will be turned in during the last week of normal classes.  Groups will complete a PowerPoint presentation to solve a marketing problem or capture a marketing opportunity.  More information will be available as the class progresses.  



This project is a mandatory part of the course and failing to take part in the group activity will result in a zero on the presentation.  All group members must present.  A form evaluating group members will be completed and grades will be adjusted accordingly for not participating.  The adjustment can be down to a zero on the project.  This has happened before so DON’T let this happen to YOU.  

Quizzes

Quizzes will be given to allow you another opportunity to display your knowledge of the subject matter.  The quizzes will be given using Blackboard and Connect.  Quizzes will be multiple choice, true/false style questions.  I expect 8 quizzes will be given this semester.  I will post information about when they are assigned and due.  You will have one attempt at each quiz and the quizzes have 20 questions.  Failure to complete a quiz on time will result in a zero on the quiz.  Much like tests, I strongly suggest you sit in a quiet place with consistent internet access to attempt the quizzes.  



ACADEMIC INTEGRITY (UT Tyler students make the decision to not lie, cheat, or steal, nor tolerate those that do)



The code states UT Tyler students will not lie, cheat, or steal or allow other to do so.  Students are responsible for doing their own work and avoiding all formats of academic dishonesty.  The most common academic honesty violations are cheating and plagiarism.  Cheating includes, but is not limited to: submitting material that is not one’s own.  Using information or devices that are not allowed by the faculty member, obtaining and/or using unauthorized material, fabrication information, violating procedures prescribed to protect the integrity of a test, or evaluation exercise, collaborating with others on assignments without the faculty member’s consent, cooperating with or helping another student to cheat, having another person take an examination in the student’s place, altering exam answers and requesting that the exam be re-graded, communicating with any during an exam, other than the faculty member or exam proctor.  Plagiarism includes, but is not limited to:  Directly quoting the words of others without using quotation marks or indented format to identify them, using sources of information (published or unpublished) without identifying them, Paraphrasing materials or ideas of others without identifying the sources. 



CLASS MANAGEMENT POLICIES/RULES/GUIDELINES

      



Homework (assignments and cases)



Assignments are due at the time period the instructor determines which is usually on a Sunday or Monday.  In most circumstances, homework and quizzes will be posted on a Wednesday.  Any assignment not submitted when called for is considered a late assignment and will receive a grade reduction or a ZERO.  Any assignment not done will receive a grade of zero (0).  The homeworks are many (about 50 or so) small assignments that relate to class material that will be completed using blackboard and connect.  Once you complete an assignment, the grade should be automatically imported into blackboard.  You will have 2 attempts at each homework.  It is your responsibility to ensure that your grades are being properly tracked in blackboard.  This goes for quizzes and homework.  



In addition to the online component, you will have several homework or group work assignments throughout the semester.  These activities will also be counted toward the homework average as mentioned above.  



Category Management Certification Component



All Principles of Marketing courses at University of Texas at Tyler include a required component in which the student will complete an online certification from the Category Management Association that relates to Power Point presentation best practices.  A month prior to the in class PowerPoint presentation, the instructor will present a module that covers best practices of Power Point presentations.  After the presentation, the student will complete the Power Point best-practices component of the Category Management Association Certification Program online and outside of class.  Upon completion, the student will receive a certificate indicating completion.  The student will have three chances to successfully pass the exam.  Successfully passing the Power Point certificate exam will result in 50 points in the class and failure to pass after three attempts results in 0 points.      



This certification is the first of eight available through a variety of marketing courses that will culminate in giving the student the option to sit for a final Category Management exam outside of University of Texas at Tyler where, upon successfully passing the exam,  the student will become a Certified Category Manager.   

       

TENTATIVE DETAILED CLASS SCHEDULE Below WILL BE SUBJECT TO CHANGE AT ANY TIME DURING THE SEMESTER.  Changes are announced using blackboard announcements and emails.  



TENTATIVE FALL 2014 Marketing Principles Online SCHEDULE

Week 1	Introduce Class & Syllabus

1/13		Chapter 1	



[bookmark: _GoBack]Week2		Chapter 2

1/20		



Week3		Chapter 2/3	

1/27		 



Week4		Chapter 3/4

2/3		 



Week5		Chapter 4/5 

2/10     	



Week6		Chapter 5/6

2/17		Exam in class 2/19 to Cover Chapters 1-4 



Week7     	Chapter 6/7

2/24		 



Week8		Chapter 7/8

3/3		 



Week9		Chapter 8/9

3/17		Present Power Point Best Practices slides and Introduce course project.  Student will be assigned Power Point Presentation component of Category Management Association to be complete by 4/16 as indicated below in course schedule  



Week10	Chapter 9/10	 		

3/24		



Week11	Chapter 11/12 

3/31		Exam in class 4/2 to cover Chapters 5-9 



Week12	Chapter 12/13

4/7   	 



Week 13	Chapter 13/14

4/14		Category Management Power Point Certificate Due 4/16 in class 



Week14           Chapter 14/15    

4/21		 Final Projects presented in last week of classes.  

 

Week15     	Wrap up and Questions

4/27             	 Final Exam to cover Chapters 10-14 during University Scheduled Exam Time	 

		 

Technical Support

Learning Evolutions 

If you experience technical problems or have a technical question about the modules contained in this course, you can obtain assistance by emailing support@learningevolution.com

When you email Support, be sure to include a complete description of your question or problem including:

· The title and number of the course

· The module in question

· If you get an error message, a description and message number

· What you were doing at the time you got the error message



Category Management Online Modules:  Refer to assignment instructions posted in the Assignments section of Blackboard.  You will need to demonstrate that you successfully completed the module by producing a copy of the certificate of completion from Learning Evolution. You will be provided the certificate if you achieved an 80% or higher score on the posttest. We will verify your score directly from Learning Evolutions. The TA for this course is responsible for all questions and grading of the Learning Evolutions modules and the TA can assist you in your completion of these assignments. If you still have questions or concerns after you have worked with my TA on these assignments, please contact me. You ARE permitted to work with other students to facilitate learning, however you must complete each assignment yourself.  






Methods of Evaluation & Grading System 

MARK 3325.001 – Retailing in the 21st Century

Course Requirements

		Item

		Date

		Weight



		Exams

		

		240 pts. (48%)



		Exam I

		Week 6

		80 pts. (15%)



		Exam II

		Week 11

		80 pts. (15%)



		Exam III

		Thursday, April 30 @ 12:00 (noon) central time. 

		80 pts. (15%)



		Retailer Group Project     

Retailer Selection Criteria Assignment 3

Assignment 6                                  Report                                   

		As Asssigned



Week 3                               Week 9                                Week 13                             

		140 pts. (28%)



  20 pts. (4%)

  20 pts. (4%)               100 pts. (20%)                  



		Course Involvement/ Assignments                                Assignment 1 – Online Module 1                                                            Assignment 2 – Online Module 2                                           Assignment 4                      Assignment 5                 Assignment 7 – Online Module 5                                                                   Assignment 8 – Online Module 3                                                                                 

		Ongoing                                                                                                                                          and as assigned                                                           Week 1                                     Week 2                                  Week 5                                 Week 5                                Week 11                                  Week 12                                       

		120 pts. (24%)

20 pts. (4%)                  20 pts. (4%)        20 pts. (4%)        20 pts. (4%)        20 pts. (4%)        20 pts. (4%)        



		TOTAL

		

		500 pts. (100%)







Grading Scale

		Letter Grade

		Convergent Range



		A

		90% -



		B

		80 – 89%



		C

		70 – 79%



		D

		60 – 69%



		F

		0 – 59%







COURSE OUTLINE

		Week

		 

		Topics

		Readings/Assignments



		1

		25/27-Aug

		Introduction

Assignment 1 Basic Industry Knowledge

		Ch 1.  Introduction to the World of Retailing, terms and acronyms

Due: 09/01 



		2

		1/3 - Sep

		Retail industry 

Assignment 2 Category Management History and Processes Module

		Ch 2. Types of Retailers and Category Management in the Retail Environment                                        Due: 09/08



		3

		8/10 - Sep

		                                                             Multichannel Retailing 

Assignment 3

		Ch 3. Multichannel Retailing changing dynamics and trends                            Due: 09/15



		4

		15/17 - Sep

		Customer Behavior 

		Ch 4. Customer Buying Behavior including current trends and data     



		5

		22/24 - Sep

		Customer Service                     

Assignment 4

		[bookmark: _GoBack] Ch 18. Customer Service – Examining the competitive landscape                     Due: 09/29



		6

		29 Sep/ 01 Oct

		Customer Relationship                         Exam I: Chapters 1,2,3,4,18

		Ch. 11. Customer Relationship Mgt. Due 10/01



		7

		6/8 - Oct

		Store Management                       Assignment 5

		Ch 16.- Managing the Store                Due: 10/13 



		8

		13/15 - Oct

		Retail strategy                       

		Ch 5.- Retail Market Strategy in depth review of Go to Market               



		9

		20/22 - Oct

		Retail Locations 

Assignment 6

		Ch 7.- Retail Locations                           Due: 10/27                 



		10

		27/29 - Oct

		Information Systems                                                  

                                                       Exam II: Chapters 5,7,11,16

		Ch 10. – Information Systems and Supply Chain                                    Due: 10/29



		11

		3/5 - Nov

		Merchandise Planning

Assignment 7 Category Management Assortment Analysis

		Ch 12. Managing the Merchandise Planning Process Category Management Integration                               Due 11/10        



		12

		10/12 - Nov

		Retail Pricing

Assignment 8 Category Management Pricing Analysis 



		Ch 14. Retail Pricing and Category Management Information Processing                                                                              

Due 11/17        



		13

		17/19 - Nov

		Buying Merchandise                        Final Project Turn-in

		Ch 13. Buying Merchandise                       Due: 11/19



		14

		23/28 - Nov

		Thanksgiving Break



		Thanksgiving Break





		15

		1/3 - Dec

		Retail Merchandising



		Ch 17.- Store Layout, Design, and Visual Merchandising                          



		16

		TBD

		FINAL EXAM: Ch 10,12,13,14,17                  

		





NOTE: The instructor reserves the right to alter this schedule if necessary. Students will be notified of changes in advance, whenever possible. 



Exams:  Each exam has 40 multiple choice questions.  You are permitted to use your notes and/or textbook, but you only have 45 minutes to complete the exam once you begin, so be sure you are prepared.  You are NOT permitted to copy or screen capture any portion of the exam or discuss the exam with any other student. Any cheating will result in disciplinary actions. 



Retail Project:  You will be conducting a consulting project during this course, and will  select your own consulting project from the list that is provided to you.  This project can be completed individually or you may submit the assignment in groups of 2-3 students (you select your own group).  Refer to the Retail Project Assignment Instructions on Blackboard.



Category Management Online Modules:  Refer to assignment instructions posted in the Assignments section of Blackboard.  You will need to demonstrate that you successfully completed the module by producing a copy of the certificate of completion from Learning Evolution. You will be provided the certificate if you achieved an 80% or higher score on the posttest. We will verify your score directly from Learning Evolutions. The TA for this course is responsible for all questions and grading of the Learning Evolutions modules and the TA can assist you in your completion of these assignments. If you still have questions or concerns after you have worked with my TA on these assignments, please contact me. You ARE permitted to work with other students to facilitate learning, however you must complete each assignment yourself.  




Retail Operations	MARK 4325.060	Spring 2015

SYLLABUS

MARK 3325.060 – Retailing in the 21st Century

The University of Texas at Tyler

Fall 2015













Course Description: 3 Credits.  

This is a seminar course exploring fundamental operations of retail institutions. Category management as an integral part of managing the supply chain and customer insights will be explored. Category management certificate modules will be included. Particular attention is given to store locations, merchandising, sales promotion, inventory control and store organization. 

Prerequisite: 	MARK 3311 - Principles of Marketing; MARK 3325

Meeting Time:	Tuesday and Thursday 3:30 pm. – 4:50 pm.

Place:			TBD

Instructor:		Dr. Robert Paul Jones

Office:			133 Business Building, 3900 University Blvd. Tyler, TX 75799

Phone:		903-565-5871

Email:			rjones@uttyler.edu

Office Hours:		Tu 10:00 am – 12:00 noon & W 9:00 am – 12:00noon.  Also available by appointment, email, Skype, or phone. 



Text: 	Levy, Michael and Weitz, Barton (2011) Retailing Management, 8th Edition, New York, NY: McGraw –Hill/Irwin 

ISBN – 13: 978-0-07-353002-4	ISBN - 10:  0-07-353002-6

You can purchase earlier editions. However, chapters may differ, or be unavailable, as well as content may be changed, added or deleted. You will be responsible to locate the updated information to complete your assignments, and take the exams.



Certified Professional Category Analyst (CPCA)

This course contains on-line certificate modules provided by Learning Evolutions which form the foundation for final certification as a Certified Professional Category Analyst. 

These modules provide students with additional identifiable skills which add value to their degree plan and are highly sought after by employers. While each module in the program costs in excess of $125.00, students have been provided a scholarship through the College of Business and Technology which provides them access at NO CHARGE! 

The professional category analyst program solidifies category knowledge and lays the foundation for success in the category management field by emphasizing industry knowledge, history and basic data analysis. CPCA’s develop the skills and category expertise to establish themselves as front-line resources for retailers and manufacturers. At this level, certified professionals will have worked with retail point-of-sale (POS) and syndicated scanner data. CPCA’s will have examined pricing, promotion and assortment analysis and explored space planning software and relational databases. Career options benefiting from CPCA knowledge include (but are not limited to); sales, business unit assistants and managers, category development managers, customer managers, retail and insights analysts.

Teaching Method: Lecture, course materials, projects, on-line modules and assignments

Supplemental Resources:

Electronic Sources

http://www.planetretail.net					http://www.retailwire.com

http://www.retailcouncil.org					http://www.nrf.com/

http://www.mckinseyquarterly.com				http://www.worldretailers.com

http://www.sba.muohio.edu/gifforjb/RetailSites.htm		http://retailtrends.com/ 

http://www.retailforward.com/				http://www.stores.org/

http://www.retailindustry.about.com/		



Trade Publications 

· American Demographics	Brand Marketing

· Brandweek	Chain Store Age

· Daily News Record (DNR) 	Integrated Technology

· Retail Technology	Stores 

· Visual Merchandising and Store Design (VM&SD)

· Women’s Wear Daily (WWD) 



Course Objectives: 	This course is designed to promote student knowledge in the following areas:

· Basic industry knowledge

· Role of marketing in the retail environment       

· Retail terminology and uses

· Understanding of ERP systems and their uses

· Strategic challenges of retail operations and the need to integrate corporate goals to the in-store environment. Focus on maintaining the focus on the customer in search of performance.

· Develop skills for working in teams and groups which is essential to superior retail operations.

· [bookmark: _GoBack]Mastery of Category Management areas including basic industry knowledge, history of category management, pricing analysis, and assortment analysis.

Student outcomes:

· Thorough knowledge of retailing principles demonstrated through course examinations and retailing project.

· Development of an innovative retail project.

· Thorough knowledge of category management topics covered through module completion and certificate printing.



E-mail Communication:  To protect the privacy of students the university requires that all e-mail communication with students be conducted through the University Patriot e-mail system.  It is the responsibility of the student to regularly check their Patriot e-mail address.

Students Rights and Responsibilities 

To know and understand the policies that affect your rights and responsibilities as a student at UT Tyler, please follow this link: 

http://www2.uttyler.edu/wellness/rightsresponsibilities.php

Academic Integrity

	Academic integrity is of the utmost importance. Academic dishonesty will result in the receipt of an F for a final grade in this course. The assessments included in this course are designed to measure your grasp of the information which is examined throughout the course. Please refer to http://www.uttyler.edu/catalog/10-12/1491.htm to review the Academic Standards of Conduct.

Academic Dishonesty

The faculty expects from its students a high level of responsibility and academic honesty. Because the value of an academic degree depends upon the absolute integrity of the work done by the student for that degree, it is imperative that a student demonstrates a high standard of individual honor in his or her scholastic work.

Scholastic dishonesty includes, but is not limited to, statements, acts or omissions related to applications for enrollment of the award of a degree, and/or the submission, as one's own work of material that is not one's own. As a general rule, scholastic dishonesty involves one of the following acts: cheating, plagiarism, collusion and/or falsifying academic records. Students suspected of academic dishonesty are subject to disciplinary proceedings.

Copyright Infringement

Unauthorized distribution of copyrighted material may subject students to civil and criminal penalties under the Federal Copyright law, (See, http://www.copyright.gov/title17/circ92.pdf ) Material subject to federal law includes, but is not limited to, printed materials, choreographic works, pantomimes, pictorial, graphic, or sculptural works, including the individual images of a motion picture or other audiovisual work. It also includes computer software, computer programs, musical works, sound recordings, and videos and other audiovisual work. It is also a violation of federal copyright law for any of the above to be electronically distributed through peer to peer sharing,

Students found in violation of the Federal Copyright law may also be subject to student disciplinary proceedings as described above.

For more information on what constitutes copyright infringement and penalties see The UT System's copyright information website at http://www.uttyler.edu/ohr/hop/documents/2.3.2IntellectualProperty.pdf 



Acceptance of Late Work:

Assignments are due prior to the start of class on the date specified. Therefore, work will be considered late if it is received at any point during the hour (e.g., due 2:00.00 pm and received at 2:00.01 pm).  Work that is late will be assessed an AUTOMATIC 10% REDUCTION for that first day. The work will be assessed additional 10% reductions for each day that passes. Each following day will begin at 12:00 am CST.

Makeup Exams: 

	Makeup exams will be given for documented excuses only, which are subject to the instructor’s approval. Any request for a change resulting in an alternate time for an exam will need to be pre-approved prior to the exam in question.  Make-up exams will be in an essay format and are considerably more difficult than the actual exam. The essay exam will be due during the next office hour’s period following the missed exam. Whenever possible every effort should be made to take the exam as scheduled.

Grade Replacement/Forgiveness and Census Date Policies

Students repeating a course for grade forgiveness (grade replacement) must file a Grade Replacement Contract with the Enrollment Services Center (ADM 230) on or before the Census Date of the semester in which the course will be repeated. Grade Replacement Contracts are available in the Enrollment Services Center or at http://www.uttyler.edu/registrar. 

Each semester’s Census Date can be found on the Contract itself, on the Academic Calendar, or in the information pamphlets published each semester by the Office of the Registrar. Failure to file a Grade Replacement Contract will result in both the original and repeated grade being used to calculate your overall grade point average. Undergraduates are eligible to exercise grade replacement for only three course repeats during their career at UT Tyler; graduates are eligible for two grade replacements. Full policy details are printed on each Grade Replacement Contract.

The Census Date is the deadline for many forms and enrollment actions that students need to be aware of. These include:

· Submitting Grade Replacement Contracts, Transient Forms, requests to withhold directory information, approvals for taking courses as Audit, Pass/Fail or Credit/No Credit.

· Receiving 100% refunds for partial withdrawals. (There is no refund for these after the Census Date)

· Schedule adjustments (section changes, adding a new class, dropping without a “W” grade)

· Being reinstated or re-enrolled in classes after being dropped for non-payment 

· Completing the process for tuition exemptions or waivers through Financial Aid

State-Mandated Course Drop Policy 

Texas law prohibits a student who began college for the first time in Fall 2007 or thereafter from dropping more than six courses during their entire undergraduate career. This includes courses dropped at another 2-year or 4-year Texas public college or university. For purposes of this rule, a dropped course is any course that is dropped after the census date (See Academic Calendar for the specific date).

Exceptions to the 6-drop rule may be found in the catalog. Petitions for exemptions must be submitted to the Enrollment Services Center and must be accompanied by documentation of the extenuating circumstance. Please contact the Enrollment Services Center if you have any questions.

Disability Accommodation

Any student who feels their performance in this class may be impacted by a disability, in accordance with federal law, must provide documentation of his/her disability. It is university policy to evaluate the need for an accommodation on a case by case basis. 

In accordance with Section 504 of the Rehabilitation Act, Americans with Disabilities Act (ADA) and the ADA Amendments Act (ADAAA) the University offers accommodations to students with learning, physical and/or psychiatric disabilities.  If you have a disability, including non-visible disabilities such as chronic diseases, learning disabilities, head injury, PTSD or ADHD, or you have a history of modifications or accommodations in a previous educational environment you are encouraged to contact the Student Accessibility and Resources office and schedule an interview with the Accessibility Case Manager/ADA Coordinator, Cynthia Lowery Staples.  If you are unsure if the above criteria applies to you, but have questions or concerns please contact the SAR office.  For more information or to set up an appointment please visit the SAR office located in the University Center, Room 3150 or call 903.566.7079. You may also send an email to cstaples@uttyler.edu 

Student Absence due to Religious Observance 

Students who anticipate being absent from class due to a religious observance are requested to inform the instructor of such absences by the second class meeting of the semester. 

Student Absence for University-Sponsored Events and Activities 

If you intend to be absent for a university-sponsored event or activity, you (or the event sponsor) must notify the instructor at least two weeks prior to the date of the planned absence. At that time the instructor will set a date and time when make-up assignments will be completed.

SOCIAL SECURITY AND FERPA STATEMENT:

It is the policy of the University of Texas at Tyler to protect the confidential nature of social security numbers. The university issues a unique identifying ID number to all students. The electronic transmission of grades (e.g., email) risks violation of the Family Educational Rights and Privacy Act (FERPA) and therefore will not be transmitted electronically. Further, in accordance with FERPA, any information regarding assignments and grading will be discussed between the instructor and the student only. All requests made to the instructor, which are initiated by someone other than the student, regarding information about a student’s activity, will be advised by the instructor to seek that information from the student.

Emergency Exits and Evacuation: 

Everyone is required to exit the building when a fire alarm goes off. Follow your instructor’s directions regarding the appropriate exit. If you require assistance during an evacuation, inform your instructor in the first week of class. Do not re-enter the building unless given permission by University Police, Fire department, or Fire Prevention Services.

COLLEGE OF BUSINESS STATEMENT OF ETHICS:

The ethical problems facing local, national and global business communities are an ever-increasing challenge.  It is essential the College of Business and Technology help students prepare for lives of personal integrity, responsible citizenship, and public service.  In order to accomplish these goals, both students and faculty of the College of Business and Technology at The University of Texas at Tyler will:



· Ensure honesty in all behavior, never cheating or knowingly giving false information.

· Create an atmosphere of mutual respect for all students and faculty regardless of race, creed, gender, age or religion.

· Develop an environment conducive to learning.

· Encourage and support student organizations and activities.

· Protect property and personal information from theft, damage and misuse.

· Conduct yourself in a professional manner both on and off campus



TECHNICAL INFORMATION

Technical Support

If you experience technical problems or have a technical question about this course, you can obtain assistance by emailing itsupport@patriots.uttyler.edu

When you email IT Support, be sure to include a complete description of your question or problem including:

· The title and number of the course

· The page in question

· If you get an error message, a description and message number

· What you were doing at the time you got the error message

You may also visit the Help Tab in Blackboard for useful information or check out On Demand Learning Center for Students http://ondemand.blackboard.com/students.htm.

Learning Evolutions 

If you experience technical problems or have a technical question about the modules contained in this course, you can obtain assistance by emailing support@learningevolution.com

When you email Support, be sure to include a complete description of your question or problem including:

· The title and number of the course

· The module in question

· If you get an error message, a description and message number

· What you were doing at the time you got the error message

Plug-ins and Helper Applications

UT Tyler online courses use Java, JavaScript, browser plug-ins, helper application and cookies.  It is essential that you have these elements installed and enabled in your web browser for optimal viewing of the content and functions of your online course.

· Adobe Reader allows you to view, save, and print Portable Document Format (PDF) files.  http://get.adobe.com/reader/

· Java Runtime Environment (JRE) allows you to use interactive tools on the web.

http://www.java.com/en/download/

· Adobe Flash Player allows you to view content created with Flash such as interactive web applications and animations.  http://get.adobe.com/flashplayer/

· QuickTime allows users to play back audio and video files.

http://www.apple.com/quicktime/download/

· Windows Media Player allows you to view, listen and download streaming video and audio  http://windows.microsoft.com/en-US/windows/products/windows-media-player

Netiquette Guide

“Netiquette” is network etiquette, the do’s and don’ts of online communication. Netiquette covers both common courtesy online and informal “rules of the road” of cyberspace. Review and familiarize yourself with the guidelines provided.

URL:  http://www.learnthenet.com/learn-about/netiquette/index.php
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INSTRUCTOR INFORMATION



		Name:		Dr. Kay Byun (PhD, MBA, MA)

[bookmark: OLE_LINK7]Office:		BUS 143A		                 Office Hours: W  10 - 3 pm	

Tel:	(903) 565-5694		e-mail:	kbyun@uttyler.edu  (primary)









COURSE INFORMATION



Course Description



Industry overview, highlighting a variety of critical retail metrics. Focus will be on how those metrics are derived and their implications. The course will utilize technology to gain experience with the development of the various metrics. To enhance the understanding of the use of data in making retailing decisions, participation in a retail data analysis will be required.



Certified Professional Category Analyst (CPCA)

This course contains on-line certificate modules provided by Learning Evolutions which form the foundation for final certification as a Certified Professional Category Analyst. 

These modules provide students with additional identifiable skills which add value to their degree plan and are highly sought after by employers. While each module in the program costs in excess of $125.00, students have been provided a scholarship through the College of Business and Technology which provides them access at NO CHARGE! 



The professional category analyst program solidifies category knowledge and lays the foundation for success in the category management field by emphasizing industry knowledge, history and basic data analysis. CPCA’s develop the skills and category expertise to establish themselves as front-line resources for retailers and manufacturers. At this level, certified professionals will have worked with retail point-of-sale (POS) and syndicated scanner data. CPCA’s will have examined pricing, promotion and assortment analysis and explored space planning software and relational databases. Career options benefiting from CPCA knowledge include (but are not limited to); sales, business unit assistants and managers, category development managers, customer managers, retail and insights analysts.



In particular, this course provides two modules of the Category Certification Programs, including Promotion Analysis, Syndicated Scanner Data (Basic), and Retailer POS Data Analysis (Basic). Students are required to take the modules, including a pre-test, a content module, and a post-test. Once a post-test score is more than 80%, students will obtain a certificate for each module.



Prerequisites



MARK 3311 (Principles of Marketing) - Any student not meeting prerequisites will be administratively withdrawn from the class.





Required Textbook & Course Materials 



[image: http://www.management-by-the-numbers.com/images/marketingmetrics2e.jpg]TEXTBOOK:  Marketing Metrics  (2nd Ed.)

by Paul Farris, Neil Bendle, Phil Pfeifer and David Reibstein



Management-By-The-Number Marketing Modules accessible at: http://www.management-by-the-numbers.com/ 



Certified Professional Category Analyst Certification Modules:

· CPCA Promotion Analysis 2010 (Basic) v 1.5

· CPCA Syndicated Scanner Data Analysis 2010 (Basic) v 1.5

· CPCA Retailer POS Data Analysis 2010 (Basic) v 1.5





Access to Course Materials



You can access course materials through BLACKBOARD (http://blackboard.uttyler.edu). Throughout the semester, students will participate in quizzes and activities on BB as requested by the instructor. 

You also need to access both MBTN modules and CPCA modules in order to complete the course successfully. For the access to the MBTN modules, click http://www.management-by-the-numbers.com/.  For the CMA certification modules, please visit http://catman.learningevolution.com/look/su/loginhtml.asp?v=su. Procedures to access to the Category Management certification learning modules will be provided separately with more details.

Course Objectives / Expected Learning Outcomes 



This course is designed to promote student knowledge in the following areas:

· Concepts of retail data analysis

· Role of Key Performance Metrics (KPI’s) in retailing, including  margins and breakeven analysis, Customer Lifetime Value metrics, Market Share metrics, Pricing analysis, Promotion analysis, Syndicated scanner data analysis (IRI), and Retail Point-of-sale (POS) data analysis

· Top retailers’ performance practices and metrics  

· Familiarity in the generation of data for use in analysis using industry data and industry software 

· Critical thinking skill development associated with retail data

· Mastery of Category Management areas including promotion analysis, syndicated scanner data, retailer POS data analysis, through in class lecture and on-line modules.

Student outcomes:

· Thorough knowledge of category management topics covered through exams, assignments, module completion and certificate printing.




COURSE SCHEDULE

		

		Topic

		Chapter

		Due



		8/25 (TU)

		Course Introduction 

		

		



		8/27 (TH)

		Introduction to Business Analytics

		

		



		9/1 (TU) 

		Basic Marketing Metrics: Margin/Breakeven

		MBTN 

		Calculating Margins



		9/3 (TH)

		Basic Marketing Metrics: Margin/Breakeven

		MBTN 

		Breakeven Analysis



		9/8 (TU)

		Market Share Analysis

		MBTN 

		Market Share Metrics I



		9/10 (TH) 

		Product Positioning

		Ch 4, MBTN 

		Conjoint Analysis



		9/15 (TU)

		Product Positioning

		Ch 4, MBTN 

		Perceptual Mapping



		9/17 (TH)

		Consumer loyalty

		Ch 2, MBTN

		Consumer loyalty



		9/22 (TU)

		Customer Lifetime Value Analysis

		Ch 5, MBTN  

		CLV I



		9/24 (TH)

		Pricing analysis

		Ch 7, MBTN

		Pricing I



		9/29 (TU) 

		EXAM 1

		

		



		10/1 (TH) 

		Promotion metrics

		Ch 8, MBTN 

		Promotion Profitability



		10/6 (TU)

		Advertising Metrics

		Ch 9, MBTN 

		Advertising Metrics



		10/8 (TH)

		Promotion analysis

		CPCA

		



		10/13 (TU)

		Promotion analysis

		Lab

		



		10/15 (TH)

		Promotion analysis

		Assignment

		



		10/20 (TU)

		EXAM 2

		

		



		10/22(TH)

		Syndicated scanner data analysis

		CPCA

		



		10/27 (TU)

		Syndicated scanner data analysis

		Lab 

		



		10/29 (TH)

		Syndicated scanner data analysis

		Lab 

		



		11/3 (TU)

		Syndicated scanner data analysis

		Assignment 

		



		11/5 (TH)

		Retail POS data analysis

		CPCA

		



		11/10 (TU)

		Retail POS data analysis

		Lab

		



		11/12 (TH)

		Retail POS data analysis

		Lab

		



		11/17 (TU)

		Retail POS data analysis

		Assignment

		



		11/19 (TH)

		Combining Syndicated scanner data & Retail POS data analysis

		Lab

		



		11/24 (TU) & 11/26 (TH)

		No Class: Thanksgiving Break

		

		



		12/1 (TU)

		EX3 Simulation

		

		



		12/3 (TH)

		EXAM 3

		

		CPCA Module Completion Due





Changes to the syllabus: The course syllabus is a general plan for the course; deviations announced to the class by the instructor may be necessary.  You are responsible for keeping up with all quizzes and project dues.


GRADING POLICIES



 Grading Scale



		Evaluation Items

		Scores



		Exam 1 

		________ (100 points)     



		Exam 2

		________ (100 points)     



		Exam 3

		________ (100 points)     



		TOTAL EXAM

		________ (300 points)



		

		



		CPCA MODULE Completion (50 pnt@3)

		________ (150 points)     



		

		



		MBTN Modules ( 20 pnt @10)

		________ (200 points)     



		

		



		In-Class Assignment (40 pnt @3)

		________ (120 points)



		

		



		Class Activity

		________ (100 points)



		

		



		TOTAL

		________ (870 points)



		

		



		Extra Bonus Points

		



		       Attendance Bonus

		________ (30 points)



		Penalty

		



		Incompletion of CMA Modules (-30 pnt @3)

		________ (-90 points)







Letter Grade Assignment

The final grade will be determined as follows:

						

		780 or above

		= A



		690-779

		= B



		500-689

		= C



		400-499

		= D



		Under 400

		= F 







Note: The instructor RESERVES the right to change the grading scheme and/or specific grading requirements with appropriate notice.  



Exam (300 points): There will be 3 exams throughout the semester. Each exam will be counted as 100 points. No makeup will be given unless a document for excuse is submitted to the instructor (ex. doctor’s notes). There is NO CURVE on exam grades. 

CPCA Modules (150 points):  Students should take THREE modules for the Category Management Certification. For each module, students are required to take a pre-test, a content module, and a post-test.  Once the post-test score is more than 80%, then a student will get a certification of completing successfully a corresponding module. For completion of each module, 50 points will be given. However, when a student FAILS to pass the post-test, then there will be a PENALTY as a 30-point deduction per each module. All modules should be completed by Dec. 3, midnight. 

MBTN Modules (200 points):  Students should solve problem sets of TEN modules at Management-By-The-Number (MBTN) throughout the semester. Each module MUST be completed WITHIN two weeks after the topic is covered. Each module contains 4 problems sets, of which each has 4-5 questions. In other words, each module has about 20 questions. Once all problem sets are completed, 20 points will be given per each module completion. 

InClass Assignment (120 points): There will be 3 assignments in class throughout the semester for data analysis, including promotion analysis, syndicated scanner data analysis, and retailer Point-of-Sale (POS) data analysis. Each assignment will be counted as 40 points.



Class Activities (100 points): In this class, it is critical to have an effective communication between the instructor and students or among students. Students are required to participate in class discussions anytime when such activities are conducted. Your absence will automatically result in a lower grade than others. 



ATTENDANCE POLICIES

If you miss EIGHT classes or more in the semester, you will get an ‘F’ as your final grade. 



If you miss THREE or fewer, you will earn extra 30 points to your final score. 



If you are absent due to health reasons or job interview (proper documents required), your absence will not be counted towards the eight-absence policy. 

Student Absence due to Religious Observance 

Students who anticipate being absent from class due to a religious observance are requested to inform the instructor of such absences by the second class meeting of the semester. 



Student Absence for University-Sponsored Events and Activities 

If you intend to be absent for a university-sponsored event or activity, you (or the event sponsor) must notify the instructor at least two weeks prior to the date of the planned absence. At that time the instructor will set a date and time when make-up assignments will be completed. 



COURSE POLICIES

Expectations of Students: I expect you to: 

· Present at all class sessions and activities 

· Have read the assigned material prior to starting each session

· Take a quiz after each session

· Spend at least 4-5 hours weekly on the covered material

· Be punctual to keep up assignments and project dues	

· Do not use cell phones or lap tops in class for personal use such as texting, facebooking, searching, etc. Whenever you are caught, you will have a 50-point deduction from the total points. No exception.



Expectations of the instructor: You can expect me to:

· Provide all necessary class materials on time every week

· Keep challenging you every class

· Provide scheduled office hours

· Provide an ongoing help forum throughout the semester

· Create quizzes and exams that reflect the stated learning expectations for the course

· Do my best to get you to appreciate and enjoy marketing research

Build Rapport

If you find that you have any trouble keeping up with assignments or other aspects of the course, make sure you let your instructor know as early as possible. As you will find, building rapport and effective relationships are key to becoming an effective professional. Make sure that you are proactive in informing your instructor when difficulties arise during the semester so that we can help you find a solution.

College of Business Statement of Ethics:



The ethical problems facing local, national and global business communities are an ever-increasing challenge. It is essential t he College of Business and Technology help student s prepare for lives of personal integrity, responsible citizenship, and public service. In order to accomplish these goals, both student s and faculty of the College of Business and Technology at The University of Texas at Tyler will:

· Ensure honesty in all behavior, never cheating or knowingly giving false information.

· Create an atmosphere of mutual respect for all students and faculty regardless of race, creed, gender, age or religion.

· Develop any environment conductive to learning.

· Encourage and support student organizations and activities.

· Protect property and personal information from theft, damage and misuse.

· Conduct yourself in a professional manner both on and off campus.



Academic Dishonesty Statement



The faculty expects from its students a high level of responsibility and academic honesty. Because the value of an academic degree depends upon the absolute integrity of the work done by the student for that degree, it is imperative that a student demonstrates a high standard of individual honor in his or her scholastic work. 

Scholastic dishonesty includes, but is not limited to, statements, acts or omissions related to applications for enrollment of the award of a degree, and/or the submission, as one’s own work of material that is not one’s own. As a general rule, scholastic dishonesty involves one of the following acts: cheating, plagiarism, collusion and/or falsifying academic records. Students suspected of academic dishonesty are subject to disciplinary proceedings.

University regulations require the instructor to report all suspected cases of academic dishonesty to the Dean of Students for disciplinary action. In the event disciplinary measures are imposed on the student, it becomes part of the students’ official school records. Also, please note that the handbook obligates you to report all observed cases of academic dishonesty to the instructor.

[bookmark: 4]Grade Replacement/Forgiveness and Census Date Policies 



Students repeating a course for grade forgiveness (grade replacement) must file a Grade Replacement Contract with the Enrollment Services Center (ADM 230) on or before the Census Date of the semester in which the course will be repeated. Grade Replacement Contracts are available in the Enrollment Services Center or at http://www.uttyler.edu/registrar. 

Each semester’s Census Date can be found on the Contract itself, on the Academic Calendar, or in the information pamphlets published each semester by the Office of the Registrar. Failure to file a Grade Replacement Contract will result in both the original and repeated grade being used to calculate your overall grade point average. Undergraduates are eligible to exercise grade replacement for only three course repeats during their career at UT Tyler; graduates are eligible for two grade replacements. Full policy details are printed on each Grade Replacement Contract. 

The Census Date is the deadline for many forms and enrollment actions that students need to be aware of. These include: 

· Submitting Grade Replacement Contracts, Transient Forms, requests to withhold directory information, approvals for taking courses as Audit, Pass/Fail or Credit/No Credit. 

· Receiving 100% refunds for partial withdrawals. (There is no refund for these after the Census Date) 

· Schedule adjustments (section changes, adding a new class, dropping without a “W” grade) 

· Being reinstated or re-enrolled in classes after being dropped for non-payment 

· Completing the process for tuition exemptions or waivers through Financial Aid 









State-Mandated Course Drop Policy 



Texas law prohibits a student who began college for the first time in Fall 2007 or thereafter from dropping more than six courses during their entire undergraduate career. This includes courses dropped at another 2-year or 4-year Texas public college or university. For purposes of this rule, a dropped course is any course that is dropped after the census date (See Academic Calendar for the specific date). 

Exceptions to the 6-drop rule may be found in the catalog. Petitions for exemptions must be submitted to the Enrollment Services Center and must be accompanied by documentation of the extenuating circumstance. Please contact the Enrollment Services Center if you have any questions. 



Disability Accommodation 



Any student who feels their performance in this class may be impacted by a disability, in accordance with federal law, must provide documentation of his/her disability. It is university policy to evaluate the need for an accommodation on a case by case basis. In accordance with Section 504 of the Rehabilitation Act, Americans with Disabilities Act (ADA) and the ADA Amendments Act (ADAAA) the University offers accommodations to students with learning, physical and/or psychiatric disabilities. If you have a disability, including non-visible disabilities such as chronic diseases, learning disabilities, head injury, PTSD or ADHD, or you have a history of modifications or accommodations in a previous educational environment you are encouraged to contact the Student Accessibility and Resources office and schedule an interview with the Accessibility Case Manager/ADA Coordinator, Cynthia Lowery Staples. If you are unsure if the above criteria applies to you, but have questions or concerns please contact the SAR office. For more information or to set up an appointment please visit the SAR office located in the University Center, Room 3150 or call 903.566.7079. You may also send an email to cstaples@uttyler.edu 



SOCIAL SECURITY AND FERPA STATEMENT: 



It is the policy of The University of Texas at Tyler to protect the confidential nature of social security numbers. The university issues a unique identifying ID number to all students. The electronic transmission of grades (e.g., email) risks violation of the Family Educational Rights and Privacy Act (FERPA) and therefore will not be transmitted electronically. Further, in accordance with FERPA, any information regarding assignments and grading will be discussed between the instructor and the student only. All requests made to the instructor, which are initiated by someone other than the student, regarding information about a student’s activity, will be advised by the instructor to seek that information from the student. 

Emergency Exits and Evacuation: 

Everyone is required to exit the building when a fire alarm goes off. Follow your instructor’s directions regarding the appropriate exit. If you require assistance during an evacuation, inform your instructor in the first week of class. Do not re-enter the building unless given permission by University Police, Fire department, or Fire Prevention Services.



Technical Support

Learning Evolutions 

If you experience technical problems or have a technical question about the modules contained in this course, you can obtain assistance by emailing support@learningevolution.com

When you email Support, be sure to include a complete description of your question or problem including:

· The title and number of the course

· The module in question

· If you get an error message, a description and message number

· What you were doing at the time you got the error message

Category Management Online Modules  

Refer to assignment instructions posted in the Assignments section of Blackboard.  You will need to demonstrate that you successfully completed the module by producing a copy of the certificate of completion from Learning Evolution. You will be provided the certificate if you achieved an 80% or higher score on the posttest. We will verify your score directly from Learning Evolutions. The TA for this course is responsible for all questions and grading of the Learning Evolutions modules and the TA can assist you in your completion of these assignments. If you still have questions or concerns after you have worked with my TA on these assignments, please contact me. You ARE permitted to work with other students to facilitate learning, however you must complete each assignment yourself.  
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COURSE INFORMATION



Course Description



This course provides knowledge on scientific marketing research methods with emphasis on collection, analysis, and interpretation of data in order to build students’ ability to solve marketing problems.



Certified Professional Category Analyst (CPCA)



This course contains on-line certificate modules provided by Learning Evolutions which form the foundation for final certification as a Certified Professional Category Analyst. These modules provide students with additional identifiable skills which add value to their degree plan and are highly sought after by employers. While each module in the program costs in excess of $125.00, students have been provided a scholarship through the College of Business and Technology which provides them access at NO CHARGE! 



The professional category analyst program solidifies category knowledge and lays the foundation for success in the category management field by emphasizing industry knowledge, history and basic data analysis. CPCA’s develop the skills and category expertise to establish themselves as front-line resources for retailers and manufacturers. At this level, certified professionals will have worked with retail point-of-sale (POS) and syndicated scanner data. CPCA’s will have examined pricing, promotion and assortment analysis and explored space planning software and relational databases. Career options benefiting from CPCA knowledge include (but are not limited to); sales, business unit assistants and managers, category development managers, customer managers, retail and insights analysts.



In particular, this course provides three modules of the Category Certification Programs, including Spreadsheet Development (Basic) and Syndicated Panel Data Analysis (Basic). Students are required to take the modules, including a pre-test, a content module, and a post-test. Once a post-test score is more than 80%, students will obtain a certificate for each module.



Prerequisites



MARK 3311 (Principles of Marketing) and MATH 1342 (Statistics) or Math 2413

Final class rosters will be reviewed after Drop/Add.  Any student not meeting prerequisites will be administratively withdrawn from the class.



REQUIRED Textbook & Course Materials 



[image: Essentials-of-Marketing-Research-With-Access-Code-Zikmund-William-G-9781133190646]Textbook: Essentials of Marketing Research (5th Ed.)

  by William G. Zikmund; Barry J. Babin

	ISBN-10: 1-133-19064-2

	ISBN-13: 978-1-133-19064-6



Certified Professional Category Analyst Module Access to:

· CPCA Spreadsheet Development 2010 (Basic) v 1.5

· CPCA Syndicated Panel Data Analysis 2010 (Basic) v 1.5

			



Access to Course Materials


You can access course materials through BLACKBOARD (http://blackboard.uttyler.edu). Throughout the semester, students will participate in class activities on BB as requested by the instructor. 

You also need to obtain the access to the CMA certification modules at http://catman.learningevolution.com/look/su/loginhtml.asp?v=su. Procedures to access to this certification learning modules will be provided separately with more details.



Course Objectives / Expected Learning Outcomes 



Upon completion of this course, each student should be able to:



· Define and provides importance of marketing research

· Define a marketing problem and set appropriate research design 

· List the relevance of secondary data in marketing

· Compare the advantages and disadvantages of major primary data collection methodologies (survey, focus group, observation, experimentation)

· Compare the advantages and disadvantages of major primary data collection methodologies (survey, focus group, observation, experimentation)

· Assess, evaluate, interpret, and communicate research findings.

· Exhibit advanced skills in spreadsheets 

· Explain characteristics of syndicated panel data and its benefits for marketing research

· Report results of marketing research in a professional manner

· Mastery of Category Management areas including spreadsheet development, syndicated panel data, through in class lecture and on-line modules.



Student outcomes:

· Thorough knowledge of category management topics covered through exams, assignments, module completion and certificate printing.






COURSE SCHEDULE

		

		Topic

		Chapter

		Due



		8/25 (TU)

		Course Introduction 

		

		



		8/27 (TH)

		Introduction to Marketing Research

		Ch 1

		



		9/1 (TU) 

		Process of Marketing Research 

		Ch 3

		



		9/3 (TH)

		Group Assignment &

Survey Project Brainstorming 

		

		



		9/8 (TU)

		Qualitative Research & 
Focus Group

		Ch 5

		



		9/10 (TH) 

		Observation

		Ch 8

		



		9/15 (TU)

		EXAM 1

		Ch 1, 3, 5, 8

		Quiz Due 1



		9/17 (TH)

		Focus group assignment Discussion

		

		Assignment 1 Submission



		9/22 (TU)

		Experiment

		Ch 9

		



		9/24 (TH)

		In-Class Experiment & Basics of Data Analysis

		Ch 9, Ch 15

		



		9/29 (TU) 

		Basics of Data Analysis

		Ch 15

		



		10/1 (TH) 

		Observation assignment Discussion

		

		Assignment 2 Submission



		10/6 (TU)

		Quantitative Research &
Data mining

		Ch 2, Ch 6

		



		10/8 (TH)

		CMA Spreadsheet Development

		

		



		10/13 (TU)

		Excel pivot table with secondary data

		Ch. 14

		



		10/15 (TH)

		EXAM 2

		Ch 2, 6, 9, 14, 15

		Quiz Due 2



		10/20 (TU)

		Survey Research &
Survey Project Design

		Ch 7

		Assignment 3 Submission



		10/22(TH)

		Questionnaire development 

		Ch 11

		



		10/27 (TU)

		Measurement & Scaling 

		Ch 10

		



		10/29 (TH)

		Sampling

		Ch 12

		



		11/3 (TU)

		Survey plan assignment discussion 

		

		Assignment 4 Submission



		11/5 (TH)

		EXAM 3

		Ch 7, 10, 11, 12

		Quiz Due 3



		11/10 (TU)

		Intro to data analysis

		Ch 13, 14, 15

		



		11/12 (TH)

		Data analysis 

		Ch 13, 14, 15

		



		11/17 (TU)

		Syndicated panel data

		Ch 13, 14, 15

		



		11/19 (TH)

		CMA Syndicated Panel Data Analysis

		

		



		11/24 (TU) & 11/26 (TH)

		No Class: Thanksgiving Break

		

		



		12/1 (TU)

		EX4 Simulation

		

		



		12/3 (TH)

		EXAM 4

		Lab

		CPCA Module Completion Due





Changes to the syllabus: The course syllabus is a general plan for the course; deviations announced to the class by the instructor may be necessary.  You are responsible for keeping up with all quizzes and project dues.


GRADING POLICIES



 Grading Scale



		Evaluation Items

		Scores



		Exam 1 

		________ (100 points)     



		Exam 2

		________ (100 points)     



		Exam 3

		________ (100 points)     



		Exam 4

		________ (100 points)



		TOTAL EXAM

		________ (400 points)



		

		



		Inclass BB QUIZ Average

		________ (100 points)     



		

		



		Assignments (50@4)

		________ (200 points)     



		

		



		Class Activities

		________ (100 points)



		

		



		CMA Module (50@2)

		________ (100 points)



		

		



		TOTAL

		________ (900 points)



		

		



		Extra Bonus Points 

		



		       Attendance Bonus

		________ (30 points)







Letter Grade Assignment

The final grade will be determined as follows:

						

		810 or above

		= A



		720-809

		= B



		630-719

		= C



		540-629

		= D



		Under 540

		= F 







Note: The instructor RESERVES the right to change the grading scheme and/or specific grading requirements with appropriate notice.  



Exam (400 points): There will be 4 exams throughout the semester. Each exam will be counted as 100 points. No makeup will be given unless a document for excuse is submitted to the instructor (ex. doctor’s notes). There is NO CURVE on exam grades. 

Inclass BB Quiz (100 points):  Students should take a self-paced quiz on BB in the beginning of the class whenever a new chapter will be covered on the same day. It is your responsibility to read textbook and be ready for the inclass quiz. After the inclass quiz is taken, quiz questions will be open to students as a self-test for the purpose of exam preparation. Please keep in mind that the quiz is to make you prepare for the exam and understand the concepts better. The questions are randomized and will appear in exams as well. You can try them unlimitedly in the self-test formats for better performance in the exams. 

Class Activities (100 points): In this class, it is critical to have an effective communication between the instructor and students or among students. Students are required to participate in class discussions anytime when such activities are conducted. Your absence will automatically result in a lower grade than others. 



Assignment (200 points): There will be 4 assignments throughout the semester for focus group, observation, pivot table, and survey model. Each assignment will be counted as 50 points. 

		Assignment 1

		9/17 (TH)

		Focus Group



		Assignment 2

		10/1 (TH)

		Observation



		Assignment 3

		10/20 (TU)

		Pivot Table



		Assignment 4

		11/3 (TU)

		Survey plan









ATTENDANCE POLICIES

If you miss EIGHT classes or more in the semester, you will get an ‘F’ as your final grade. 



If you miss THREE or fewer, I will add extra 10 points to your final score. 



If you are absent due to health reasons or job interview (proper documents required), your absence will not be counted towards the five-absence policy. 



Student Absence due to Religious Observance 

Students who anticipate being absent from class due to a religious observance are requested to inform the instructor of such absences by the second class meeting of the semester. 



Student Absence for University-Sponsored Events and Activities 

If you intend to be absent for a university-sponsored event or activity, you (or the event sponsor) must notify the instructor at least two weeks prior to the date of the planned absence. At that time the instructor will set a date and time when make-up assignments will be completed. 





COURSE POLICIES



Expectations of Students: I expect you to: 

· Present at all class sessions and activities 

· Have read the assigned material prior to starting each session

· Take a quiz after each session

· Spend at least 4-5 hours weekly on the covered material

· Be punctual to keep up assignments and project dues	

· Do not use cell phones or lap tops in class for personal use such as texting, facebooking, searching, etc. Whenever you are caught, you will have a 50-point deduction from the total points. No exception.



Expectations of the instructor: You can expect me to:

· Provide all necessary class materials on time every week

· Keep challenging you every class

· Provide scheduled office hours

· Provide an ongoing help forum throughout the semester

· Create quizzes and exams that reflect the stated learning expectations for the course

· Do my best to get you to appreciate and enjoy marketing research

 Build Rapport

If you find that you have any trouble keeping up with assignments or other aspects of the course, make sure you let your instructor know as early as possible. As you will find, building rapport and effective relationships are key to becoming an effective professional. Make sure that you are proactive in informing your instructor when difficulties arise during the semester so that we can help you find a solution.



College of Business Statement of Ethics:



The ethical problems facing local, national and global business communities are an ever-increasing challenge. It is essential t he College of Business and Technology help student s prepare for lives of personal integrity, responsible citizenship, and public service. In order to accomplish these goals, both student s and faculty of the College of Business and Technology at The University of Texas at Tyler will:

· Ensure honesty in all behavior, never cheating or knowingly giving false information.

· Create an atmosphere of mutual respect for all students and faculty regardless of race, creed, gender, age or religion.

· Develop any environment conductive to learning.

· Encourage and support student organizations and activities.

· Protect property and personal information from theft, damage and misuse.

· Conduct yourself in a professional manner both on and off campus.



Academic Dishonesty Statement



The faculty expects from its students a high level of responsibility and academic honesty. Because the value of an academic degree depends upon the absolute integrity of the work done by the student for that degree, it is imperative that a student demonstrates a high standard of individual honor in his or her scholastic work. 

Scholastic dishonesty includes, but is not limited to, statements, acts or omissions related to applications for enrollment of the award of a degree, and/or the submission, as one’s own work of material that is not one’s own. As a general rule, scholastic dishonesty involves one of the following acts: cheating, plagiarism, collusion and/or falsifying academic records. Students suspected of academic dishonesty are subject to disciplinary proceedings.

University regulations require the instructor to report all suspected cases of academic dishonesty to the Dean of Students for disciplinary action. In the event disciplinary measures are imposed on the student, it becomes part of the students’ official school records. Also, please note that the handbook obligates you to report all observed cases of academic dishonesty to the instructor.

[bookmark: 4]Grade Replacement/Forgiveness and Census Date Policies 



Students repeating a course for grade forgiveness (grade replacement) must file a Grade Replacement Contract with the Enrollment Services Center (ADM 230) on or before the Census Date of the semester in which the course will be repeated. Grade Replacement Contracts are available in the Enrollment Services Center or at http://www.uttyler.edu/registrar. 

Each semester’s Census Date can be found on the Contract itself, on the Academic Calendar, or in the information pamphlets published each semester by the Office of the Registrar. Failure to file a Grade Replacement Contract will result in both the original and repeated grade being used to calculate your overall grade point average. Undergraduates are eligible to exercise grade replacement for only three course repeats during their career at UT Tyler; graduates are eligible for two grade replacements. Full policy details are printed on each Grade Replacement Contract. 

The Census Date is the deadline for many forms and enrollment actions that students need to be aware of. These include: 

· Submitting Grade Replacement Contracts, Transient Forms, requests to withhold directory information, approvals for taking courses as Audit, Pass/Fail or Credit/No Credit. 

· Receiving 100% refunds for partial withdrawals. (There is no refund for these after the Census Date) 

· Schedule adjustments (section changes, adding a new class, dropping without a “W” grade) 

· Being reinstated or re-enrolled in classes after being dropped for non-payment 

· Completing the process for tuition exemptions or waivers through Financial Aid 









State-Mandated Course Drop Policy 



Texas law prohibits a student who began college for the first time in Fall 2007 or thereafter from dropping more than six courses during their entire undergraduate career. This includes courses dropped at another 2-year or 4-year Texas public college or university. For purposes of this rule, a dropped course is any course that is dropped after the census date (See Academic Calendar for the specific date). 

Exceptions to the 6-drop rule may be found in the catalog. Petitions for exemptions must be submitted to the Enrollment Services Center and must be accompanied by documentation of the extenuating circumstance. Please contact the Enrollment Services Center if you have any questions. 





Disability Accommodation 



Any student who feels their performance in this class may be impacted by a disability, in accordance with federal law, must provide documentation of his/her disability. It is university policy to evaluate the need for an accommodation on a case by case basis. In accordance with Section 504 of the Rehabilitation Act, Americans with Disabilities Act (ADA) and the ADA Amendments Act (ADAAA) the University offers accommodations to students with learning, physical and/or psychiatric disabilities. If you have a disability, including non-visible disabilities such as chronic diseases, learning disabilities, head injury, PTSD or ADHD, or you have a history of modifications or accommodations in a previous educational environment you are encouraged to contact the Student Accessibility and Resources office and schedule an interview with the Accessibility Case Manager/ADA Coordinator, Cynthia Lowery Staples. If you are unsure if the above criteria applies to you, but have questions or concerns please contact the SAR office. For more information or to set up an appointment please visit the SAR office located in the University Center, Room 3150 or call 903.566.7079. You may also send an email to cstaples@uttyler.edu 





SOCIAL SECURITY AND FERPA STATEMENT: 



It is the policy of The University of Texas at Tyler to protect the confidential nature of social security numbers. The university issues a unique identifying ID number to all students. The electronic transmission of grades (e.g., email) risks violation of the Family Educational Rights and Privacy Act (FERPA) and therefore will not be transmitted electronically. Further, in accordance with FERPA, any information regarding assignments and grading will be discussed between the instructor and the student only. All requests made to the instructor, which are initiated by someone other than the student, regarding information about a student’s activity, will be advised by the instructor to seek that information from the student. 

Emergency Exits and Evacuation: 

Everyone is required to exit the building when a fire alarm goes off. Follow your instructor’s directions regarding the appropriate exit. If you require assistance during an evacuation, inform your instructor in the first week of class. Do not re-enter the building unless given permission by University Police, Fire department, or Fire Prevention Services.



Technical Support

Learning Evolutions 

If you experience technical problems or have a technical question about the modules contained in this course, you can obtain assistance by emailing support@learningevolution.com

When you email Support, be sure to include a complete description of your question or problem including:

· The title and number of the course

· The module in question

· If you get an error message, a description and message number

· What you were doing at the time you got the error message



Category Management Online Modules

Refer to assignment instructions posted in the Assignments section of Blackboard.  You will need to demonstrate that you successfully completed the module by producing a copy of the certificate of completion from Learning Evolution. You will be provided the certificate if you achieved an 80% or higher score on the posttest. We will verify your score directly from Learning Evolutions. The TA for this course is responsible for all questions and grading of the Learning Evolutions modules and the TA can assist you in your completion of these assignments. If you still have questions or concerns after you have worked with my TA on these assignments, please contact me. You ARE permitted to work with other students to facilitate learning, however you must complete each assignment yourself.  
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Student Outcomes for Certified Professional Category Analysts (CPCA)

A. Basic Industry Knowledge — CPCA Required

Learning programs at this level will impart a general understanding of the retail and
manufacturing landscape, as well as key dynamics and trends that can affect category
performance.

Identify the typical industry acronyms and their meaning

Explain the current channel dynamics and trends

Describe the current manufacturer and retailer landscapes by category (i.e. major players,
channels, etc.)

Explain differences between various retailer go-to-market strategies (i.e. EDLP, high/low,
warehouse clubs, specialty, etc.)

Identify current population and demographic trends and their impact on specific
categories.

B. Category Management History and Process — CPCA Required

Learning programs at this level will impart understanding of the history, origins, and best
practices of Category Management. Participants will learn the key steps in the Category
Management process, gain exposure to the application of the Category Management
process through review of practical examples and its application at retail.

Explain the history, origins and industry best practices of Category Management
Describe the key steps of the Category Management process

Explain the typical Category Management capabilities required by all channel partners
Provide practical examples of how the Category Management process can be applied at
retail

Identify various category opportunities (i.e. SWOT analysis)

C. Pricing Analysis — CPCA Required

Learning programs at this level will impart the basic skills of understanding key pricing
metrics (i.e. non-promoted price, promoted price, average price, etc.) as well as the ability
to assess a given retailer’s prices compared to the overall marketplace.

Explain the syndicated methodology for reporting various types of pricing (i.e. non-
promoted price, promoted price, average price, etc.)

Assess current retailer pricing as compared to the overall marketplace.

Quantify the impact of price change (i.e. category sales performance before and after the
price change)

Measure the level of discount between non-promoted and promoted pricing and the
impact on profitability
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Student Outcomes for Certified Professional Category Analysts (CPCA)

D. Promotion Analysis — CPCA Required

Learning programs at this level will impart the skills to evaluate category promotion
effectiveness. Analysts at this level will be able to identify the best and worst promoted
weeks, as well as the level of effectiveness (i.e. lift, reach, depth and support).

Explain the syndicated methodology for reporting various types of promotion activities
(i.e. features, displays, temporary price reductions)

Explain the syndicated methodology for reporting base versus incremental volume, as well
as the difference between promoted and non-promoted volume

Describe the impact of quality merchandising components as measured by incremental
volume, breakeven analysis and incremental lift calculations

Identify promotion effectiveness (i.e. lift, reach, depth and support)

Quantify the best/worst promoted weeks for a given product, segment or category

E. Assortment Analysis (basic) — CPCA Required

Learning programs at this level will impart the basic skills of assortment analytics. Analysts
functioning at this level will understand the basics methodologies to provide data-driven
assortment recommendations.

Describe the principles between variety versus duplication

Explain what market coverage is and its importance

Describe how a Pareto chart visualizes item assortment productivity

Articulate key rationale for adding, deleting or keeping an item in distribution

Create a ranking list of products (UPC’s or SKU’s) based on appropriate sales metrics
Identify low performing items that should be discontinued in favor of better performing
items that are not carried

F. Spreadsheet Development (basic) — CPCA Required

Learning programs at this level will impart the basic skills of working with spreadsheet
development software such as Microsoft Excel including: creating worksheets, performing
calculations, modifying worksheets, formatting worksheets and printing worksheets. In
addition, learning programs at this level will impart advanced skills that leverage the use of
formulas, calculate data across worksheets, organize the worksheet and data tables and
create charts.

Create a basic worksheet

Perform calculations and formulas to analyze data

Modify and format a worksheet

Present data using charts

Manage large workbooks, work with multiple workbooks

Organize worksheet and table data
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Student Outcomes for Certified Professional Category Analysts (CPCA)

G. Presentation Development (basic) — CPCA Required

Learning programs at this level will impart functional proficiency of presentation
development software such as Microsoft PowerPoint to include creating, navigating and
editing presentations with high visual impact.

Navigate presentation development software

Create and format individual slides

Add graphics and drawing objects to your presentations

Add tables and charts

Modify, proof and deliver presentations

H. Syndicated Scanner Data (basic) — CPCA Required

Learning programs at this level will impart the basic skills of utilizing syndicated scanner
data software such as Nielsen or IRIl. Analysts at this level will demonstrate the ability to
identify the market or customer-level data measures required when confronted with a
specific task. Proficiency in performing basic market or customer level data pulls must be
acquired in order to help address business specific issues. Analysts at this level will develop
a comprehensive understanding of the basic market-level analysis capabilities.

Explain the basic syndicated scanner data methodologies for gathering raw data and
preparing it for general syndicated use

Describe the basic fundamentals of syndicated scanner data (i.e. drivers of sales volume,
difference between base and incremental volume, etc.)

Identify the appropriate market or customer-level data measures to utilize when
confronted with a specific task

Chart the seasonality of a given product’s, segment’s or category’s sales

Access and utilize the full basic capabilities in syndicated scanner analytic tools (i.e.
Nielsen, IRI)

Pull basic market or customer level data to assess business-specific issues

I. Syndicated Panel Data (basic) — CPCA Required

Learning programs at this level will impart analysts with the ability to use consumer
household panel data to evaluate how shoppers purchase and use products of key brands
and categories. Completion of this learning program will provide analysts with the insights
necessary to better work with deal with consumer and shopper behavior data.

Explain the basic syndicated panel data methodologies for gathering raw data and
preparing it for general syndicated use

Describe when it is appropriate to use panel vs. scanner data

Develop consumer demographic profiles for the category, segments and key brands, as
well as for specific retailers

Quantify the components of sales volume (i.e. consumer buying rate, frequency, purchase
cycle and purchase size)

Identify shopper penetration and loyalty across retailers and channels

Assess the importance of heavy vs. light buyers

Identify market basket value when a given item is in the basket
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Student Outcomes for Certified Professional Category Analysts (CPCA)

J. Retailer POS Data Analysis (basic) — CPCA Required

Learning programs at this level will impart analysts with the ability to access and use store
level data to assist in category performance evaluation and in-store execution.
Additionally, analysts will learn to use store clusters to determine category performance
(control/test stores). Finally, this learning program will teach analysts how to integrate
store POS data with syndicated and other data for analysis.

Access and prepare for use general POS data

Use store clustering analysis

Measure before and after results for in-store testing

Integrate retailer POS data with scanner and other data

K. Space Planning Software (basic) — CPCA Recommended

Learning programs at this level will impart the basic skills of using space planning software
including; opening and loading program files, changing files and accessing software
features. Analysts at this level will be able to demonstrate the ability to build projects from
scratch, opening and editing projects to include moving existing products from shelf to
shelf. Proficiency at this level requires an excellent understanding of space planning
software. This includes changing certain values at different levels and understanding how
these changes will affect results.

Create a new project from scratch

Load previously created files

Add, remove and move products from shelf to shelf

Demonstrate an ability to maintain an aesthetic layout (i.e. clean lines, blocking)
Explain relationships across levels (i.e. how data changes relate across levels)

L. Relational Databases (basic) - CPCA Recommended

Learning programs at this level will impart a variety skill relating to relational database
software, such as Microsoft Access functionality including: understanding access operators
and expressions, creating multi-table and crosstab queries, creating and updating
relational database tables with action queries, designing custom multi-table forms and
preparing advanced reports.

Work with relational databases and tables

Enter, edit, and validate access table data

Sort, find, and filter data

Link, import, and export tables

Design queries for relational databases

Create and use relational database forms
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Focal Areas 

1.  Slide Design

PowerPoint Rules

Presentation Delivery









Slide Design

Choose Color wisely as to not detract from the presentation



Font size can also detract from the readers understanding of the material



Limit animations for professional presentations

Keep pictures to the point









Make sure the colors are easy to read when projected and printed.  Make sure font doesn’t disappear into background color.  Also, remember that color preferences are subjective so try to keep it neutral

Be conscious of font size; small font is hard to read at back of room.  This font is set at “20” so if it looks good to you now, keep it in mind for when you are making your slides.  Also, serifed fonts are often easier to read in presentations.  (I give examples of serif and sans serif since most students don’t know the difference)

 Keep animation professional.  Too much animation can make presentation hard to load and slow down the presentation.  (I offer an example of painfully slow animation and talk about how it kills the flow of your presentation)

 Any pictures or clipart should be professional in appearance and relevant to the material.  Always avoid the “drawings” and choose “photos” when using pictures.  When possible, use actual photos of the business, executive, etc.  Do not over do it.
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Power Point Guidlines

Keep each bullet to eight words or less

Keep length appropriate to the presentation

Be more than a Power Point mouthpiece

KISS, or Keep It Simple Silly!











Note: Guidelines is misspelled to highlight the importance of proof reading

Choose words wisely and don’t load slides with too much information.  Some sources say you should use no more than 8words per bulleted point/sentence.

Just because it is easy to create slides, don’t keep making them.  Look at each slide and ask, “Is this slide really necessary?”  Also, for professional presentations, try not to go over 25 minutes as studies show your audience loses interest after 25. (however, as a student, you might be required for longer)

“Over Tweaking” - You can spend many hours making minor adjustments to slides and wasting time that could be used to add richness to the content instead of aesthetic changes.

Slides should be a reinforcement for the presenter, not a replacement.  Do not be an audio aid for the slides.

The next slide shows the “slide sorter” view.  Here, you can see how the flow of your presentation is progressing.  Looking at all of the slides at the same time, you can see which can be deleted, if there are any visual problems, and if the order is appropriate.**  (For this point, I was going to show them the “slide sorter” view  so they can see what I am talking about.)



FINAL NOTE:  Ask if anyone has any additional comments about this slide…see if they notice the typos.  Explain the importance of proof-reading and spell-checking.  Explain I left them there on purpose so they would think I was an idiot or unprofessoinal…to show how quickly we judge typos on a slide.  Usually, when I first start on this slide, a few start whispering.  I just keep going.  At the very end, I ask for any additional suggestions for how to prepare slides…waiting for someone to tell me I forgot to proof read.
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Be Friend your Slide Sorter

People tend to remember things better when things are grouped together



Using the slide sorter to group like material can aide the presenter in giving the presentation a smoother flow.  











Please not a slide sorter image is presented within the PowerPoint slide.  This can be used to demonstrate how to group similar ideas together to make a more connected presentation.  
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Graphs

Graphs

People often put too much data in graphs

Pie charts, bar charts, and line charts work well

Side by side comparisons also work well















Videos and Sound

Videos and Sounds

Good at illustrating concrete examples

Easy to implement

Audio is also easy to implement to show an interview

Avoid superfluous videos or sounds as they can detract from credibility









Presentation Do’s and Don’ts



Three basic sections

The opening – 10 to 20% of presentation

What’s your rush?

Introduce

The body – 70 -80% of presentation

The closing – 10 to 20% of presentation

Don’t forget the “Thank You”









 – capture attention, lead in to topic 

– key points, each followed by a few facts

– summary of content, then a memorable statement or call to action (depending on purpose of the presentation), examples, or stories to back it up 
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Presentation Do’s and Don’ts



Preparing the presentation

Above all, know the material

Determine the purpose of the presentation

Consider the audience

Handouts should reinforce, not duplicate









Presentation Do’s and Don’ts

Delivering the presentation

Nervous is good

Dress for confidence

Be the early bird

Slow is good

Have a backup plan

Project your voice

Keep eye contact









Thank You





Questions?









References

Sara Green Williams, Meis Student Development Center at Indiana State University, 2014.

Garr Reynolds, Top Ten Slide Tips, accessed online at http://www.garrreynolds.com/preso-tips/design/, Feb, 2014.  
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