BUAD 307

MARKETING FUNDAMENTALS
Syllabus — Spring, 2023 — 4.00 units

Professor: Lars Perner, Ph.D.
Assistant Professor of Clinical Marketing
Office: Hoffman Hall (HOH) 603
Phone (213) 740-7127
Cell: (213) 304-1726
E-mail: perner@marshall.usc.edu

OFFICE HOURS: In person Tuesday, 4:00-6:00 p.m.
or by Zoom (your choice) Wednesday, 3:30-4:30 p.m.
Thursday, 1:30-3:00 p.m.
And by appointment and walk-in
Please see the syllabus version on Blackboard for the Zoom address.

REQUIRED MATERIALS Dhruv Grewal and Michael Levy (2023), M: Marketing, 8th ed.,
(Reading): McGraw-Hill Irwin, ISBN 9781264131181 . Prior editions will supply
most of the needed information.

Jonah Berger (2016), Contagious: Why Things Catch On, Simon &
Schuster, ISBN-13: 978-1451686586.

CLASS TIMES/ Day Time Location”
LOCATIONS
Lecture Session Wednesday 12:00-1:50 p.m. | Edison Auditorium (HOH
EDI)
Discussion Wednesday 6:00- 7:50 p.m. | ACC 201
Sessions: Thursday 4:00- 5:50 p.m. | JFF 322
Thursday 6:00- 7:50 p.m. | JFF 322
Friday 12:00- 1:50 p.m. | JFF 316
Friday 2:00- 3:50 p.m. | JFF 316

“Individuals registered for a particular discussion session have priority on the seats. You are
generally expected to attend the discussion session for which you are registered. If you have
important event scheduled during your regular session, however, you may be able to attend a
different one subject to seat availability. If you are from a Friday session and would like to
attend Wednesday or Thursday session, one, please see me in person on by Zoom ahead of
time to discuss your situation. Please no e-mails!

CRITICAL COURSE DATES

Event Date

Last day to set up an online account for research participation 1/30
Project proposal due 2/22
Midterm 3/08
Brief interdisciplinary paper due 3/29
Applications Paper due 4/26
Last day to turn in papers to substitute for research participation 5/01
Online learning outcomes assessment due 5/04
Final examination 5/05

IMPORTANT NOTE! Marshall policy provides that in-person attendance is expected in residential classes
unless an express exception has been granted by OSAS as an accommodation. Zoom is not an option.


http://www.larsperner.com/
mailto:perner@marshall.usc.edu
https://www.mheducation.com/highered/product/m-marketing-grewal-levy/M9781264131181.html
https://www.amazon.com/Contagious-Things-Catch-Jonah-Berger/dp/1451686587/ref=sr_1_1?dchild=1&keywords=978-1451686586&qid=1597347219&sr=8-1
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COURSE CATALOG DESCRIPTION: “BUAD 307 is a fundamentals course. Empbhasis is placed on providing
a solid grounding in basic marketing terms and concepts. The course also begins to develop a general
management viewpoint in the analysis, development, and evaluation of marketing decisions.”

COURSE OBIJECTIVES: Upon completion of this course, students should be able to:

1. Apply fundamental marketing terms, concepts, principles, and theories and their effective
applications to real-world situations in a global market.

2. Describe how the marketing function is organized and fits into an organization, including the
relationships between marketing issues and those of other business disciplines.

3. Make effective marketing decisions in real world settings using critical thinking skills.

4. Effectively communicate marketing analysis

5. Effectively collaborate to analyze marketing options

6. Identify and make judgments about questionable marketing practices by applying an ethical
decision framework.

7. ldentify and evaluate the advantages, disadvantages, opportunities, and tradeoffs involved in
different marketing strategies and choices.

8. Address the dual roles of formal analysis and creativity in designing and implementing effective
marketing programs.

A NOTE ON ASSIGNMENT DUE DATES AND TIMES

Unless otherwise specified, papers and other assignments are officially due at 11:59 p.m. on the date
indicated. However, things happen and technology (especially Blackboard) does not always cooperate.
There is a three day grace period after the due date during which papers can be submitted without
penalty. Blackboard will accept papers after the due date. During these pandemic times, please DO NOT
ENDANGER YOUR HEALTH by going without sufficient sleep!

Blackboard is a notoriously buggy and user unfriendly platform. Please do not worry if Blackboard does
not allow you to upload the paper by the deadline. That is not your fault. You will be given the needed
time to get the assignment up. Please be sure to check that Blackboard provides you with an
acknowledgement that the assignment as been uploaded. For more information, please see Appendix H.

TENTATIVE SCHEDULE OF EVENTS

Week Lecture Topic(s) Reading

1 1/11 | Introduction to Marketing and the Course
Marketing Overview
Customer value




TENTATIVE SCHEDULE OF EVENTS

Week Lecture Topic(s) Reading
Discussion | Introduction to Marketing and the Course
Term project information
In-class Activity: Strategic Retail Reconnaissance Mission
2 1/18 | Marketing Overview Text, chs. 1-3
Discussion | Strategy
The Marketing Environment
Term project information
In-class Activity: Strategic Retail Reconnaissance Mission
3 1/25 | Ethics and Social Responsibility Text, chs. 4-5
Digital Marketing: E-commerce, Social Media, Online, and
Mobile
Discussion | Digital Marketing
Strategic Retail Reconnaissance Mission team presentations
4 2/1 | Digital Marketing Contagious, intro
Discussion
5 2/8 | Consumer behavior Text, ch. 6
Discussion Contagious, ch. 1
6 2/15 | Consumer Behavior and Organizational Buyers Text, ch. 7
Discussion | International Marketing Contagious, ch. 2
7 2/22 | International Marketing Text, ch. 8
PROJECT PROPOSAL DUE. Please upload to Turnitin through
Blackboard.
Discussion | EXPERIENTIAL LEARNING CENTER (ELC) ACTIVITY:
“Marketing in Action”—Please meet in the ELC in the
basement of Fertitta Hall
8 3/1 | Segmentation, Targeting, and Positioning Text, ch. 10
Discussion Contagious, ch. 3
9 3/8 | MIDTERM. Random seating will be assigned. Please bring at
least two #2 pencils. Scantron® sheet will be provided. No
bluebook is needed.
Discussion | No discussion session meeting. Please come back refreshed
and recharged after the break!
3/15 | SPRING RECESS
10 3/22 | Market Research Text, ch. 9
11 3/29 | Market research Text, ch. 11
Discussion | Products, Services, and Branding Contagious, ch. 4




TENTATIVE SCHEDULE OF EVENTS

Week Lecture Topic(s) Reading
BRIEF INTERDISCIPLINARY PAPER DUE. Please upload to
Turnitin through Blackboard.
12 4/5 | Products, Services, and Branding Text, chs. 12-13
Discussion | EXPERIENTIAL LEARNING CENTER(ELC) ACTIVITY:
“WashAway Clean” —Please meet in the ELC in the
basement of Fertitta Hall.
13 4/12 | Pricing Text, ch. 14-15
Discussion Contagious, ch. 5
14 4/19 | Pricing Text, ch. 16-18
Discussion | Distribution Contagious, ch. 6
15 4/26 | Promotion Text, ch. 19
Discussion Contagious,
epilogue
Final Friday, May 5, 11:00 a.m.-12:45 p.m. . Location: TBA. Random seating will be assigned. Please

bring at least two #2 pencils. Scantron® sheet will be provided. No bluebook is needed.

In case of a declared emergency if travel to campus is not feasible, the USC Emergency Information web
site (http://emergency.usc.edu/) will provide safety and other information, including electronic means by

EMERGENCY PREPAREDNESS/COURSE CONTINUITY

which instructors will conduct class using a combination of USC’s Blackboard learning management

system (blackboard.usc.edu), teleconferencing, and other technologies.

OPEN EXPRESSION AND RESPECT FOR ALL

An important goal of the educational experience at USC Marshall is to be exposed to and discuss diverse,
thought-provoking, and sometimes controversial ideas that challenge one’s beliefs. In this course we will
support the values articulated in the USC Marshall “Open Expression Statement.”



http://emergency.usc.edu/
https://www.marshall.usc.edu/about/open-expression-statement

GRADING

Grading will be based on the following course components:

Component Points Percentage Date/Due Date Form
Midterm 155 28.33 3/08 | In-class
Final 195 32.50 5/05 | In-class—location TBA
Brief Interdisciplinary 10 1.67 3/29 | Turned in through
Paper Turnitin on Blackboard
Project 160 26.67 | See specific phases
below
Proposal 0! 0.00 Project proposal Written proposal turned
turned in on in to Turnitin on
Blackboard by Blackboard
Project proposal 0? 0.00 Meetings during the | In-person meeting in
discussion meeting seventh through HOH 603 or by Zoom
ninth weeks.
Applications paper 160 26.67 4/26
Research participation 10 1.67 | Ongoing at least See Appendices B and |.
until the 13" week
subject to
availability.
End of semester online 10 1.67 Online assessment
learning outcomes administered through
assessment Blackboard
Class participation 60 10.00 | On-going In-class
throughout the
term.
TOTAL 600 100.00
Additional grading issues are discussed in Appendix A.
COURSE COMPONENTS

MIDTERM. The midterm for the semester is scheduled for March 8. This exam will cover:

e Classroom material up to and including the unit on Segmentation, Targeting, and Positioning.
e Selected material from textbook chapters 1-9
e The introduction to and chapters 1-3 of Contagious

Study guides classroom material and Contagious material will be provided.

1Although the project proposal and project proposal meetings are not graded per se, you must submit a proposal
of acceptable quality and have project proposal meeting—either by Zoom or in person--in order to pass the class.




Unless there are compelling reasons for this to be avoided, you are expected to take the exam in person
in the Edison Auditorium.

Although this will change if the exam needs to be administered online, an in-person exam will consist
of:
e Forty-five multiple choice questions (two points each for a total of 90 points)
e Six short answer questions of out which you will be asked to answer any five (10 points each,
for a total of 50 points)
e Four “Very Short Answer Questions,” out of which you will be asked to answer any three r (5
points each, for a total of 15 points)

This midterm and the final will tend to cover substantive issues and their implications for firms under
different situations. It is unlikely that you will be asked to regurgitate definitions or provide specific
numbers (unless you are specifically warned in class of specific figures that should be remembered). A
sample midterm will be posted on the course web site.

If you would like to discuss the grading of your exam, you must do so in my office within one week of
the exam being returned in lecture. Please no e-mail questions about the grading of the exam.

FINAL. The final is scheduled for May 5 from 11:00 a.m.-12:45 p.m. (location to be announced).
Although the format will change if the exam will need be administered online, if administered in person,
the final will consist of:

e Selected cumulative material covered in class and in the textbook as indicated on the study
checklist that will be provided (a small portion of the total material covered)

o New class material covered since the midterm

e Chapters 10-19 of the text

e Chapters 4-6 and the epilogue of Contagious

A sample final will be provided.
Unless there are compelling reasons for this to be avoided, you are expected to take the exam in person.
PROIJECT. For this course, you will be asked to select:

e A new product or service not currently in existence

e An existing product or service that has potential to be targeted to a segment or type of
consumers that currently does not use the product (or has very low usage rates)—e.g., video
games marketed to senior citizens (who want to preserve mental agility and/or play with their
grandchildren). The product may need to be modified (e.g., senior citizens may not like violent
or explicit video games)

e An existing product or service that could achieve significant additional sales if distributed
through a new channel. This channel must be realistically available—i.e., retailers, wholesalers,
and other intermediaries must want to carry it—e.g., mobile manicurists who show up at a
customer’s home or work site

e An existing product that is sold in one or more countries and can be introduced in another
specific country where it is currently not widely used (e.g., fortune cookies are actually not
used in Mainland China).



You will be asked to complete:

e An electronic form proposing the project and responding to selected questions on the target
market , product logistics, and business structure.

e A scheduled visit to my office (HOH 603) or a Zoom session (your choice) to discuss your
proposal. Although the project proposal and meeting are not graded per se, completing these
to a satisfactory standard are required to pass the course.

o Alist of at least fifteen bibliographic sources found using library databases.

e One applications paper in which you discuss issues related to chosen topics as these relate to
the project.

The actual paper is discussed in greater detail in Appendix D, but involves and application of course
ideas and your secondary market research to the needs of the venture.

The applications paper should be uploaded to Turnitin through Blackboard. Instructions for uploading to
Turnitin are available in Appendix H.

Please note:

e Creativity (within limits of good taste) is strongly encouraged!

e All assignments must be your own work. Although it is acceptable to have other people proof-
read and comment on your papers, copying other people’s work or other forms of academic
dishonesty will be taken very seriously. Plagiarism may result in very serious sanctions from the
University and the issuance of a failing grade in this course. If more than three consecutive
words are used from a source, these words must be put in quotation marks.

e You should consider any ethical implications of your ideas and analyses.

e The assignments are intended to be fun and to “tap” your ability to apply marketing ideas to
managerial situations. Therefore, there is often great latitude in the exact outcome of your
assighnment. The most important thing to ask yourself is, “Would this kind of analysis be
valuable to a manager paying me as a consultant?”

e Real marketing problems rarely if ever have clear, precise, and objective numerical answers.
Thus, it would not be useful to give you “cookie cutter” assignments. There will be some
subjectivity in the grading of assignments, but the grading will be more objective than
evaluations you will receive at work and your feedback will be much more precise than what
you can expect in the industry setting.

Additional guidelines can be found in Appendix D.

BRIEF INTERDISCIPLINARY PAPER. In this paper, you will be asked to discuss either (1) implications of
something that you learned in another class for marketing or (2) implications of something covered in
this class for another class that you have taken. Guidelines for this assignment are in Appendix J.

PARTICIPATION AND IN-CLASS ASSIGNMENTS. During most discussion sessions and some lecture
sessions, one or more in-class assignments will be given out. Those who attend and complete these will
usually receive credit. It is assumed that up to three in-class assignments may have been missed for
legitimate reasons. An allowance of three missed classes is generous enough to accommodate unusual
situations, including those that may delay your arrival for class. If classes beyond that number are
missed for legitimate reasons, a make-up assignment can be done to receive credit for the assignment
of the day as discussed in Appendix B. You are expected to attend lecture and discussion sessions in
their entirety and you are responsible for all materials covered, announcements made, and collateral
effects of missing any part of any class. You are also expected to actively participate in PollEverywhere



activity. Attending lecture is not optional! Failure to attend lecture regularly is considered a serious
indication lack of commitment to the class.

Please note that if more than three in-class assignments are missed without authorized makeups, the
class participation score may become a negative number.

Grading of class participation is discussed further in Appendix I.

RESEARCH PARTICIPATION. You will be asked to participate as a respondent in a combination of
research studies sponsored by Marketing Department faculty. This is a requirement of the Marketing
Department and is beyond the control of the instructor. Any questions on registering for and
participating in research studies should be directed to Brian Huh (huhb@marshall.usc.edu), Manager of
the Marshall Behavioral Lab. Please see the separate handout on research participation on Blackboard.
Note that the deadline to register (i.e., set up an account) for research participation is January 30.

END OF SEMESTER ONLINE LEARNING OUTCOME ASSESSMENT. Toward the end of the semester, you
will be asked to take an online learning outcomes assessment through Blackboard. This assessment will
include thirty multiple choice questions. You will receive eight of the ten points just for taking the
assessment, with the remaining two points being based on your raw score. This is also good practice for
the final! The deadline to complete this assessment is May 4.

Individuals who do not wish to participate in research or are not eligible to participate may complete a
substitute assignment to satisfy this requirement. Please see Appendix C for details.

USE OF RECORDINGS

Pursuant to the USC Student Handbook (https://policy.usc.edu/studenthandbook/, page 57), students may
not record a university class without the express permission of the instructor and announcement to the
class. In addition, students may not distribute or use notes or recordings based on USC classes or lectures
without the express permission of the instructor for purposes other than personal or class-related group
study by individuals registered for the class. This restriction on unauthorized use applies to all information
that is distributed or displayed for use in relationship to the class. Violation of this policy may subject an
individual or entity to university discipline and/or legal proceedings.

USC STATEMENT ON ACADEMIC CONDUCT AND SUPPORT SYSTEMS

Academic Integrity: The University of Southern California is a learning community committed to developing
successful scholars and researchers dedicated to the pursuit of knowledge and the dissemination of ideas.
Academic misconduct, which includes any act of dishonesty in the production or submission of academic
work, comprises the integrity of the person who commits the act and can impugn the perceived integrity of
the entire university community. It stands in opposition to the university’s mission to research, educate, and
contribute productively to our community and the world.

All students are expected to submit assignments that represent their own original work, and that have been
prepared specifically for the course or section for which they have been submitted. You may not submit



mailto:huhb@marshall.usc.edu
https://policy.usc.edu/studenthandbook/
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work written by others or “recycle” work prepared for other courses without obtaining written per-mission
from the instructor(s).

Other violations of academic integrity include, but are not limited to, cheating, plagiarism, fabrication (e.g.,
falsifying data), collusion, knowingly assisting others in acts of academic dishonesty, and any act that gains
or is intended to gain an unfair academic advantage.

The impact of academic dishonesty is far-reaching and is considered a serious offense against the university.
All incidences of academic misconduct will be reported to the Office of Academic Integrity and could result
in outcomes such as failure on the assignment, failure in the course, suspension, or even ex-pulsion from
the university.

For more information about academic integrity see the student handbook or the Office of Academic
Integrity’s website, and university policies on Research and Scholarship Misconduct.

Please ask your instructor if you are unsure what constitutes unauthorized assistance on an exam or
assignment, or what information requires citation and/or attribution.

Students and Disability Accommodations: USC welcomes students with disabilities into all of the
University’s educational programs. The Office of Student Accessibility Services (OSAS) is responsible for the
determination of appropriate accommodations for students who encounter disability-related barriers. Once
a student has completed the OSAS process (registration, initial appointment, and submitted
documentation) and accommodations are determined to be reasonable and appropriate, a Letter of
Accommodation (LOA) will be available to generate for each course. The LOA must be given to each course
instructor by the student and followed up with a discussion. This should be done as early in the semester as
possible as accommodations are not retroactive. More information can be found at osas.usc.edu. You may
contact OSAS at (213) 740-0776 or via email at osasfrontdesk@usc.edu.

Support Systems:
Counseling and Mental Health - (213) 740-9355 — 24/7 on call

Free and confidential mental health treatment for students, including short-term psychotherapy, group
counseling, stress fitness workshops, and crisis intervention. 988 Suicide and Crisis Lifeline - 988 for both
calls and text messages — 24/7 on call

The 988 Suicide and Crisis Lifeline (formerly known as the National Suicide Prevention Lifeline) pro-vides
free and confidential emotional support to people in suicidal crisis or emotional distress 24 hours a day, 7
days a week, across the United States. The Lifeline is comprised of a national network of over 200 local crisis
centers, combining custom local care and resources with national standards and best practices. The new,
shorter phone number makes it easier for people to remember and access mental health crisis services
(though the previous 1 (800) 273-8255 number will continue to function indefinitely) and represents a
continued commitment to those in crisis. Relationship and Sexual Violence Prevention Services (RSVP) -
(213) 740-9355(WELL) — 24/7 on call

Free and confidential therapy services, workshops, and training for situations related to gender- and power-
based harm (including sexual assault, intimate partner violence, and stalking).



https://academicintegrity.usc.edu/
https://academicintegrity.usc.edu/
https://osas.usc.edu/
https://uscmsb-my.sharepoint.com/personal/perner_marshall_usc_edu/Documents/kdata/worddoc/BUAD307/Sp23/osasfrontdesk@usc.edu
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Office for Equity, Equal Opportunity, and Title IX (EEO-TIX) - (213) 740-5086

Information about how to get help or help someone affected by harassment or discrimination, rights of
protected classes, reporting options, and additional resources for students, faculty, staff, visitors, and
applicants.

Reporting Incidents of Bias or Harassment - (213) 740-5086 or (213) 821-8298

Avenue to report incidents of bias, hate crimes, and microaggressions to the Office for Equity, Equal
Opportunity, and Title for appropriate investigation, supportive measures, and response.

The Office of Student Accessibility Services (OSAS) - (213) 740-0776

OSAS ensures equal access for students with disabilities through providing academic accommodations and
auxiliary aids in accordance with federal laws and university policy.

USC Campus Support and Intervention - (213) 740-0411

Assists students and families in resolving complex personal, financial, and academic issues adversely
affecting their success as a student.

Diversity, Equity and Inclusion - (213) 740-2101

Information on events, programs and training, the Provost’s Diversity and Inclusion Council, Diversity
Liaisons for each academic school, chronology, participation, and various resources for students.

USC Emergency - UPC: (213) 740-4321, HSC: (323) 442-1000 — 24/7 on call

Emergency assistance and avenue to report a crime. Latest updates regarding safety, including ways in
which instruction will be continued if an officially declared emergency makes travel to campus infeasible.

USC Department of Public Safety - UPC: (213) 740-6000, HSC: (323) 442-1200 — 24/7 on call
Non-emergency assistance or information.
Office of the Ombuds - (213) 821-9556 (UPC) / (323-442-0382 (HSC)

A safe and confidential place to share your USC-related issues with a University Ombuds who will work with
you to explore options or paths to manage your concern.

Occupational Therapy Faculty Practice - (323) 442-2850 or otfp@med.usc.edu.

Confidential Lifestyle Redesign services for USC students to support health promoting habits and routines
that enhance quality of life and academic performance.



mailto:otfp@med.usc.edu
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OTHER POLICIES

1. Zoom discussions are preferable to e-mails for questions that require an elaborate answer
(more than two to three lines).

2. Extensions on assignments may be given when warranted by individual circumstances. Unless
an explicit waiver is obtained in advance, extensions are expressly contingent on continuous
attendance in both lecture and discussion between the original due date and the extended
deadline.

3. Makeup examinations require serious and compelling reasons and appropriate documentation.
If at all possible, makeup examinations should be requested and arranged at least two weeks in
advance. If you need to arrange a makeup, please discuss this during Zoom office hours rather
than by sending an e-mail. Please note that the university has very stringent regulations about
makeup final examinations. In general, makeup final examinations are permitted only (a) if the
regularly scheduled final examination time and date would conflict with the observation of a
religious holiday, (b) under cases of severe illness, or (c) if an individual has three or more final
examinations scheduled on the same day.

4. USC standards of academic integrity are discussed above. In general, the use of frequent or
lengthy quotations is discouraged. Please note that you must:

a) Give credit to any source used, even if not quoted directly.
b) Put anything more than three consecutive words taken from a source in quotes or indent as
an extended quotation.

5. Individuals who wish to claim as an excuse that “the dog ate [their] homework” must furnish
proof of ownership of a dog of sufficient size to be plausibly able to consume an assignment of
the size in question.

A PERSONAL NOTE

| have a mild case of Asperger’s Syndrome, a neurological condition that in effect involves a “trade,”
albeit involuntary, of certain abilities for others. My symptoms are modest but frequently noticeable—
the most significant ones involve difficulty in maintaining effective eye contact (I am often perceived as
“staring”), impaired transmission and interpretation of non-verbal communication, excessive sensitivity
to noise and other stimuli, poorly controlled body movements, limited spatial ability, and extreme
difficulty in “learning” faces. Please understand that my mannerisms are not an indication of lack of
interest or regard, that it may take me several weeks to learn your name even if | have a photograph of
you available, and that | may need several extra moments to recognize you if we run into each other
outside class.

Appendix A
GRADING ISSUES

University Grading Standards. The USC Catalogue states:

The following grades are used: A — excellent; B — good; C — fair in undergraduate courses and
minimum passing in courses for graduate credit; D — minimum passing in undergraduate
courses; F —failed. In addition, plus and minus grades may be used, with the exceptions of A
plus, F plus and F minus.
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Please note that “excellent” refers to a standard significantly higher than merely “good.” “Good” is
better than merely “fair.”

Marshall School of Business norms. The Marshall School of Business no longer maintains an express
average grade mandate for undergraduate courses. However, faculty are expected to vigorously
differentiate between various levels of performance. The reality is that although standards within the
School are high, there is considerable variation in the performance of students. It is appropriate that
top students receive a level of recognition greater than the ones who are merely “good.” Thus, it is not
realistic for the majority of students to expect to receive the top grades.

Over the last decade, the quality of students admitted to USC and the Marshall School of Business has
improved dramatically. Although this higher quality of students should be considered to some extent in
grading, the caliber of current Marshall students also means that meeting minimum standards for
passing, let alone excelling relative to the norm, is a considerable accomplishment. Although it is
intended that students should be appropriately rewarded for the quality of work produced, it is not
intended that the course should be easy to pass. Individuals who perform poorly on exams, fail to
produce papers and assignments of sufficient quality, or miss a significant number of classes should not
expect to pass the course. Grades of A and A- are intended only for students who do very high quality
work. High quality work is expected for grades of B+, B, and B-. Good work is expected for C grades.
Although a passing grade, D represents substandard work. Realistically speaking, however, with the
intense competition within the Marshall School of Business means that some students will receive this
grade, whether because of insufficient work ethic, inadequate academic preparation for this level