
San Diego State University 
Imperial Valley Campus 

 
MKTG 442  Spring, 2004 
Marketing of Agricultural Products   
 
Instructor: 

 
Lars Perner, Ph.D., Assistant Professor of Marketing  

Office: East Faculty Building 105 
Office Hours Monday, 4:00-6:00 p.m. 

Tuesday, 1:30-3:00 p.m. 
and by appointment and walk-in. 

Phone: Office: (760) 768-5614 
 Cell: (240) 462-5235 
E-mail: lperner@mail.sdsu.edu 

(NO E-MAIL ATTACHMENTS!) 
Web: http://www.larsperner.com/MKTG442/index.htm  
 
IMPORTANT NOTE: Marketing involves a great deal of thinking on rather ambiguous and 
unstructured issues.  We must ultimately choose between different alternatives that all have 
their strengths and weaknesses and involve a great deal of risk and uncertainty.  Clear and 
rational thinking is important, but most decisions are inherently subjective.   Also please 
note that in this class, we will focus on the “big picture” in understanding consumers.  To 
paraphrase a popular TV commercial, we will not study how to do any one or a few things 
in particular, but rather how to approach marketing activities more effectively by 
understanding consumer thinking, perception, environment, and behavior.  As with real life in 
the marketing world, this class will require a great deal of individual initiative and 
independent judgment.  You must be willing and able to translate broad project 
descriptions into meaningful and managerially relevant papers.  If you do not feel 
comfortable with this, please reconsider taking this course and marketing as a career choice! 
 
 

TEXT 
 
Richard L. Kohls  and Joseph N. Uhl (2001), Marketing of Agricultural Products (9th Edition), 
Prentice Hall, ISBN: 0130105848. 
 

 
COURSE DESCRIPTION 

 
This course will consider how general marketing principles can be effectively applied to the 
marketing of food and other agricultural products.  In addition, we will examine unique 
challenges in the marketing of these products.  
 

 

Missing classes is not just iffy—it could be 

Ffy! 
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COURSE  OBJECTIVES 

 
• Understand how general marketing principles can be effectively applied to the 

marketing of food and other agricultural products; 
• Understand marketing issues that are particular to the food and agricultural markets; 
• Understand the value chain in food marketing; 
• Appreciate the importance of considering the consumer's perspective in the making of 

marketing mix decisions; 
• Understand the impact of assumptions and beliefs often taken for granted by 

marketing managers, although their validity between, and even within, cultures is 
questionable (e.g., why do consumers use a particular product?);  

• Develop skills useful in finding and analyzing information needed to make global 
marketing management decisions; 

• Develop the communication skills needed by managers to function effectively in the 
global business world; and 

• Appreciate the roles of formal analysis and creative work in approaching global 
marketing problems. 

 
 
 

TENTATIVE SCHEDULE OF EVENTS 
 
Week Date Topic(s) Chapters 

1 1/13/2003 
Introduction to the course 
Introduction to food marketing 

1 

2 1/20/2003 

Agricultural and food markets 
Agricultural production and marketing 
Library resources 

2-3 

3 1/27/2003 
Food consumption and marketing 
Food processing and manufacturing 

4-5 

4 2/3/2003 Food wholesaling and retailing 6 
5 2/10/2003 The international food market 7 

6 2/17/2003 
Price and market analysis 
Competition and competitive strategy 

8-9 

7 2/24/2003 
Farm and food prices 
Review for midterm 

10 

8 3/3/2003 
MIDTERM (covers chapters 1-9) 
Food marketing costs 

11 

9 3/10/2003 

Food markets 
Cooperatives 
Market development 

12-14 

10 3/17/2003 Spring recess—no class.  

11 3/24/2003 

Market development (continued) 
Market and bargaining power 
Market information 

15-16 

12 3/31/2003 Ceasar Chavez Holiday—no class.  

13 4/7/2003 

Market information (continued) 
Standardization and grading  
Transportation 

17-18 

14 4/14/2003 Storage 19-20 
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TENTATIVE SCHEDULE OF EVENTS 

 
Week Date Topic(s) Chapters 

Risk management and the futures market 

15 4/21/2003 

Government, price, income, and marketing 
programs 
Food marketing regulations 

21-22 

16 4/28/2003 

Survey of specific markets 
Catch-up 
Review for final 

None 

Final 5/5/2003 at 4:20 p.m. in the regular classroom 
 
 
 

ASSIGNMENTS AND GRADING 
 
Unless negotiated otherwise, grading in this course will be based on the following weights: 
 

Component Points possible 
Midterm 100 
Final 300 
Best 5 short consulting reports, 100 points each 500 
Class participation 100 
TOTAL 1,000 

 
Individuals who fail to attend at least 75% of class meetings in their entirety must still 
complete all assignments in a satisfactory manner but cannot receive a course grade higher 
than that obtained on the final exam. 
 
Individuals who are interested in specific project related to work or interests are encouraged 
to propose their ideas to the instructor. 
 
 
  

   
 
 

 
 
 

 
 
 

 
MIDTERM.   The midterm will consist of ten short answer questions. You will be asked to 
answer eight of these questions, leaving two blank, such that you will have an opportunity to 
address those questions on which you feel most confident. You will be provided up to one half 
page to respond to each question. Some of these questions can be answered in two to three 
sentences.   Separate study guides will be provided for material covered in class and for the 
text. 

 

 

 
E-MAIL 

ATTACHMENTS 
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The exam will tend to cover substantive issues and applications to real firm situations.  It is, 
for example, extremely unlikely that you will be asked to regurgitate a definition, but you 
may be given  a definition and then be asked to discuss its significant parts and implications—
a much more difficult task.  Please be forewarned that one of my favorite words is 
“implications”—you should always be prepared to discuss why something is important to a 
firm in a given situation. 
 
FINAL:  The format is the same as the midterm, but the weight is 300, as opposed to 100, 
points.  The final will emphasize material covered since the midterm but will contain some 
cumulative material as indicated in the study guide. 
 
WEEKLY CONSULTING REPORTS.  Each student should complete at least five brief papers 
(typically 3-5 double-spaced pages each) applying ideas covered during the two previous 
weeks to the needs of a specific firm of their choice.  This firm may be at any stage in the 
value chain (e.g., farmer, processor, distributor, manufacturer, or retailer).  In this paper, 
you may want to consider: 
 

• How the issues covered should influence the firm’s planning, analysis, and strategies; 
• How competitors will be influenced and how this will affect the firm; 
• Research that the firm should do in order to address new opportunities, threats, or 

other changes; 
• Any coordination needed with suppliers and customers, and individuals at other points 

in the value chain; and 
• Any other observations of interest to the management. 

 
In addition to class notes and the textbook, you should cite at least one additional quality 
source.  Information found on private web sites is usually not acceptable (e.g., firm web sites 
are mostly glorified advertisements!)  Instead, you should cite books, articles in magazines, 
newspapers, or journals, directories, or online information from the U.S. government. 
 
These papers should not be about what the firm is currently doing—the management 
presumably already knows about its current strategy!  Instead, you should consider new 
opportunities and/or consider the relative merits of different strategies.  
 
In order to make the workload manageable, it is expected that you will apply all reports to 
the needs of the same firm, but you are free to change firms at any time if you prefer. 
 
If you complete more than six reports, only the best six will count toward your final grade. 
 
As previously mentioned, if you are interested in doing a project that would better fit a 
different type of format, please feel free to propose such an alternative. 

 
 

POLICIES 
 
1) In view of the danger of the spread of viruses, e-mail messages sent to the instructor 

must never contain attachments. Documents should be delivered by hand or “pasted” as 
plain text into the message section of an e-mail. 

2) Please note that papers containing the term “et cetera” or “etc.” are likely to be 
evaluated unfavorably.  I am not at all convinced that most people who use this term 
know or have thought through what the “so forth” really includes.  Therefore, the term 
comes across as an attempt—deliberate or not—to evade tough questions. 
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3) Standards of professionalism comparable to those expected in industry should be 

observed.  Specifically: 
a) You are expected to arrive on time and stay for the duration of the class.  If you run 

late for anything but the most compelling reasons, it would be more considerate to 
spare others an interruption by not showing up at all that day.  If you have to leave 
early for compelling reasons one day, please sit as close as possible to the door to 
minimize the disruption and do not sign up as present. 

b) In consideration of the rest of the class, private conversations should be entirely 
avoided. This includes the passing of notes or non-verbal communication.  It is not 
necessary to speak to others to pass along handouts or other materials.   

4) University regulations on academic integrity are in effect.  All work submitted must be 
your own.  In writing papers, if you take any more than three consecutive words from 
any source—even if placed in footnotes or in tables—these must be put in quotes.  Even 
if you do not quite directly, you must still give credit, by way of a citation, to any 
author’s ideas you use.   Individuals found in violation of university standards of academic 
integrity will receive a failing grade for the course. The university imposes additional 
serious sanctions for plagiarism. 

5) In writing papers, you should attempt to paraphrase, rather than quoting directly, as 
much as possible.  Direct quotes should be used only for very compelling reasons as 
discussed below.  Ordinarily, quotations should account for no more than 5% of the 
length of a paper, and any paper that contains more than 15% quotes will receive a 
score of zero.  Note that you must cite a source even if you do not quote it directly. 

6) Students are responsible for having a correct e-mail address on record with the instructor 
and must verify the accuracy of grade reports each time those are sent electronically.  

7) 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.  

 
 

NOTE 
 

On the first page of each assignment turned in, please write and 
sign the following statement:  “This is my own work.” 

etc. 
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A PERSONAL NOTE 
 

I 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 I have a photograph of you available, and 
that I may need several extra moments to recognize you if we run into each other outside 
class. 
 

QUALITY OF SOURCES FOR RESEARCH 
 

Sources That Are Likely to Be of Higher Quality: 
§ Books 
§ Periodicals—can be found through library databases such as Lexis-Nexis and 

ABI/Inform 
o General news  (Note:  These sources are sometimes available online and it is 

fine to use any online version).  
§ Newspapers—e.g., Los Angeles Times, Wall Street Journal, Financial 

Times 
§ Magazines 

• Business oriented—e.g., Business Week, Fortune, Forbes, 
American Demographics. 

• General—e.g., Newsweek, Time, Economist 
• Specialty magazines—if appropriate and relevant—e.g., PC 

Magazine 
§ Trade publications—e.g., Air Cargo World, Ice Cream Reporter 

§ Reference materials published by a reputable source—if relevant and appropriate—
e.g., encyclopedias and almanacs 

§ Directories—e.g., Best Customers 
§ Government publications—e.g., Statistical Abstracts of the United States 
§ Selected web sites from credible sources:  U.S. Government, United Nations, World 

Bank.  (Note:  Most other web sites are not appropriate). 
 
Sources That Are Likely to Be of Low Quality and/or to Be “Suspect” in Some Way: 
§ Most web sites: 

o Private sites.  The person who wrote this may not be qualified to discuss this 
issue, may have done a sloppy job, or may have a special interest.  This 
includes sites hosted on “.edu” domains unless the writer is clearly identified 
as a professor or researcher.  If the source is credible this way, you must 
identify this fact in the citation. 

o Company sites.  These are glorified advertisements for the firm and are 
intended to make the firm look good.  Accuracy may be less important to the 
firm than coming across well!  

o Trade group sites.  These are supposed to make the industry look good. See 
above! 

o Foreign government sites.  Many of these are intended to make the firm look 
good.  Some countries do not have the resources to collect accurate 
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information.  Much of the information contained may represent wishful thinking 
rather than reality. 

o Political, social, or organizational sites.  Sites run by religious groups, social 
or ethnic groups, political groups, or other groups that exist to promote one 
kind of viewpoint, policy, or “truth” cannot be taken at face value. 

§ Company advertisements and annual reports.  Selected objective and audited 
information may be useful, but management opinions and claims are suspect. 

§ Trade group brochures.  Again, the publisher has an agenda! 
 
Yes, it is easier to try to find things through search engines such as Google rather than 
consulting a reputable source.  It is also easier to guess!  Neither approach is acceptable. 
 

NOTES ON QUOTATIONS AND CITATIONS 
 

Quotations and paraphrasing.  Generally, it is better to paraphrase statements made in 
articles and other documents. A direct quote of more than a few words should ordinarily be 
used only under exceptional circumstances—e.g., when it is  exceptionally succinct, 
insightfully phrased, ironic, otherwise forceful, or revealing, as appropriate, of a significant 
player’s personality, predisposition, or strategy. 
 
Note that occasionally using just a few judiciously selected words from a quote may add a 
nice flavor.  For example: 
 

 John Smith, lead petrochemicals  analyst at Arthur Anderson & Co., remarked 
that it is “quite unlikely” that Nigeria will be able provide a “sufficiently dependable” 
supply benzine for major industrial customers.  

 
Frequently, direct quotes tend to be longer than a good paraphrase, and the reader will not 
be spending time thinking about what kind of point the direct quote was intended to make.  
 
If you do decide to use a quote, it must be introduced in some way--e.g.,  
 

According to Jack Intrascopolus, a leading authority on “rapponomics” (the economics 
of rap music),  “The prospects for rap music in the Middle East, at the moment, 
appear to be….” 

 
Citations.  In all papers, you must cite your sources in the body of the text and provide a 
complete bibliography at the end of the paper.  You must cite a source when you use 
information from it even if you do not quote directly.  For example: 
 

 It appears that rap music has so far met success in North America, Western 
Europe, and certain more affluent Asian countries, with penetration in Latin America 
and the Middle East so far being quite limited.  (Intrascopolus, 2000). 

 
(The author’s last name and the year of publication are put in parentheses at the end of the 
sentence).  The source should be listed  completely (author, title, publication, date, and, if 
available, page numbers) at the end of the paper.  E.g.,  
 

Interscopolus, James Q. (2000), “Rapping Against a Cultural Wall,” International 
Journal of Rappology, 4(2), 423-450. 
 

Reminders 
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• All work turned in must be your own. 
• On the first page of all papers turned in from now on, please write and sign the 

statement:  “This is my own work.”  When web sites are submitted, this statement must 
be made in the e-mail announcing the URL (web site address). 

• If more than three consecutive words are used from any source, these must be put in 
quotes. 

• All sources used must be cited, even if they are paraphrased and not directly quoted. 
• You must have read each source listed in my references. 

 

 
 

 
 

EXTRA CREDIT OPPORTUNITY— 
Secondary Marketing Research 

For up to 10 points of extra credit: 
 

1. Identify a question related to marketing of an agricultural product that would be of 
interest to a firm.  Please discuss clearly how the answer to this question would be 
useful to the firm.  E.g., 

 
• How frequently does the average household buy cereal and how long is 

spent on making a selection? 
• How likely are consumers to switch between different brands of coffee?  

 
• Use two different  sources of secondary marketing research discussed in class to 

answer this question.  Only Lexis-Nexis, ABI Inform, and library directories are 
acceptable. You must use at least two different tools to get full credit.  No matter 
how many periodical articles you cite, they will count together for no more than 
one source.  Please state where you found each article (e.g., Lexis-Nexis). 

 
    3. Briefly discuss your findings and the implications for the firm. 
 
 
Creativity (within limits of good taste) is encouraged! 
 
This paper may be turned in any time during the term. 


