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Course justification:   
 The current course in this area offered by the Management Department takes a more global and then management-centered approach to ethics, covering issues such as capitalism, whistle blowing, affirmative action, and diversity in the workplace.  The proposed course is more specific in emphasizing marketplace issues, most especially those related to the business/customer relationships such as privacy of personal information, advertising claims, pricing, marketing of “sin” products, targeting of particular groups, etc.

Relationship to program assessment objectives:      
The course will provide students with an alternative choice for fulfilling the ethics component requirement currently in force.  The course gives students an opportunity to learn new material (ethical concepts) and then to apply that material to real world situations through cases, discussion, and writing.  

Budgetary impact:      
No new faculty will be required as courses will be rotated among existing faculty.

Course description:    

This course will focus primarily on issues related to the business/customer relationship, with customers being defined as both other organizations and consumers.  The course will emphasize current issues such as privacy rights, pricing ethics, promotional tactics and targeting. Students will discuss topics, analyze cases, and write essays defending their opinions and suggesting strategies.  The course will provide examples of both exemplary and poor business behavior.

Course requisites:      

Marketing 716 or equivalent

If dual listed, list graduate level requirements for the following:
1. Content (e.g., What are additional presentation/project requirements?)

2. Intensity (e.g., How are the processes and standards of evaluation different for graduates and undergraduates? ) 
3. Self-Directed (e.g., How are research expectations differ for graduates and undergraduates?) 


Course objectives and tentative course syllabus:     

Course objectives:
By the completion of the course, students will have had the opportunity:

·         To identify professional codes of ethics applying to their disciplines

·         To learn basic principles of ethical behavior

·         To discuss numerous example scenarios related to the business/customer relationships 

·         To propose strategies for organizations faced with ethical dilemmas

·         To work in teams to analyze cases regarding real world ethical business problems

·         To review examples of exemplary business behavior in the treatment of customers

Tenatative Syllabus

This syllabus is based on an 8-week course offered through the Online MBA program.

Texts:  

1.                    Beauchamp, Tom L., and Norman E. Bowie (2001). Ethical Theory and Business. 6th Ed.  Upper Saddle River, NJ: Prentice Hall.  (Labeled as ETB in the Course Outline)

2.                    Scott, Mary, and Howard Rothman (1998).  Companies with a Conscience.  New York: Citadel Press.  (Labeled as CC in the Course Outline)

Grading:

Eight Class Discussions:                                    40%

Team Case Analysis:                                           30%

Individual Paper on Ethical Issue:                     30%

                                                Total:                                 100% 

Online discussions will be graded based on the frequency and quality of comments for each discussion topic.  Each discussion will run a number of days, and credit will also be given for the number of different days each student enters the discussion.  Points for frequency, quality, and days entered will be totaled for each student for each discussion.   At the completion of all six discussions, the instructor will develop a distribution based on total points.  Grades will be assigned based on that distribution.

Student teams of three or four students will be assigned to write one case analysis of approximately 10-15 pages.  Each case will require library research.  Teams will answer case-specific questions provided by the instructor.  Teams will prepare a PowerPoint presentation on their opinions and post the presentations in the course room for discussion with other students in the class.  Teams preparing each case will be expected to be leaders in the course room discussion.

Students may choose from a variety of ethical issues to write an individual paper of approximately 10-15 pages.  The paper will require at least ten library sources beyond company web sites.  Students should propose a general outline of their topic to the instructor prior to writing the paper.  The instructor will respond with suggestions for development of the paper. The instructor will provide possible topics, but the student may choose, with the instructor’s approval, topics outside those provided.  Students will discuss their papers in the course room.

Course Outline
Week 1:                  Introduction to the Course

                                Reading:  Chapter 1 (ETB): Ethical Theory and Business Practice

                                Meet team members and begin team assignments

                                Definitions and theory basis for selected ethical concepts

                                Identification of professional codes of ethics

                                Course room discussion on professional codes of ethics

Week 2:
      Targeting Markets

                                Issues of Stereotyping and Vulnerable Groups

                                Reading:  Chapter 9: Social and Economic Justice

      Course room discussion of Cases 1 and 3 (ETB): Marketing Malt Liquor 
      and Advertising Joe Camel  

Week 3:  
      Consumer Privacy and Database Issues

      Reading:  Chapter 3 (ETB):  Acceptable Risk

                                FTC’s COPPA Regulation (www.ftc.gov)

                                Course room discussion on privacy

Week 4:  
      Pricing Legal and Ethical Issues

                                Readings:  On Electronic Reserve

                   Team Case Papers:  Double-Click and Consumer Privacy (case written by 

      professor)

                                Discussion of Double-Click Case

Week 5:  
     Product and Advertising Choices

                                Reading:  Chapter 7 (ETB):  Marketing and Disclosure

                                Team Case Papers:  Archer Daniels Midland Predatory Pricing

                                Discussion of ADM Case

Week 6:                  Positive Examples

                                Readings: Chapters 1 and 8 (CC):  Teatime (Celestial Seasonings Tea), 

Rolling Along (Quickie Design Wheelchairs)

                                Discussion of exemplary behavior by businesses

Week 7:  
      Ethics in International Business

                                Readings:  Chapter 8 (ETB):  Ethical Issues in International Business

                                                 Chapter 4 (CC):  Ice Cream & Integrity (Ben & Jerry’s Ice Cream)

                                Discussion of international business dilemmas

Week 8:  
      Profitability and “Good Behavior”

                                Readings:  Chapters 9 and 10 (CC): Less is More (Patagonia) and

                                                Grateful – and Generous (Grateful Dead)

                                Individual Papers on Ethical Topics Due

                                Discussion of readings and individual paper topics
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