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Policy Preface
Policies are broad‑based statements of mutual understanding (past and current practice) or general statements of future intent.  They provide limits within which decisions can more easily be made, thus allowing decision‑makers some discretion in carrying out the mission of the organization (Department of Marketing).

The policies included in this set originate from a conscious attempt to articulate a customary and general way of behaving.  Thus, they are useful in producing some degree of standardization of behavior among existing faculty, as well as in socializing new faculty into the norms, beliefs, and values of their colleagues.

Policies provide guidelines for acceptable behavior, while simultaneously allowing considerable latitude & flexibility to departmental faculty in deviating from what might otherwise be strict prescriptions (such as rules).

Policies, then, are one indicator of a culture within our academic work unit (Department of Marketing).  They help to clarify acceptable, and unacceptable, forms of behavior for all, thus (hopefully) preventing undesirable deviations from the norms.

Most of the policies outlined in this manual were developed by faculty in the Management Studies Department before the creation of a separate Department of Marketing (i.e., prior to 5/30/2006). The faculty in the Department of Marketing thank their colleagues in the Management Studies Department with whom these policies were jointly drafted.  While many of the policies have been adopted verbatim, others have been modified as deemed necessary by the faculty in the Department of Marketing.

Department of Marketing 
Adjunct Faculty Policy
1. Adjunct faculty shall be hired following searches conducted in accordance with university and campus policies and procedures.  In addition, departmental screening committees shall be appointed, and their recommendations taken seriously.

2. Adjunct faculty shall be provided with all relevant information and guidelines for instruction (e.g., grading policy, examinations, office hours) by the Department Head. All adjuncts must agree to follow the guidelines.

3. The following two policies are applicable only to adjunct faculty who are not represented by the bargaining unit at UMD.

a) Adjuncts who have not taught a particular course at UMD will be assigned a tenure track faculty mentor, whose responsibilities include regular coaching, monitoring, and preparation of a performance appraisal of the adjunct.  The adjunct will provide the mentor a copy of the proposed syllabus well in advance of the start of the semester, in time to make appropriate changes that might be recommended. 

b) An end of the semester review will be undertaken for all adjuncts teaching for the department for the first time.  This review will be conducted by a full-time faculty member appointed by the Department Head.  The review should provide constructive and useful feedback to the adjunct, and address the question of possible reappointment of the adjunct.  The review process should address content and rigor of the course and the effectiveness of the instructor, and at a minimum should include:

· a report from the mentor (if applicable, see number 3 above)

· a review of course syllabi and other course materials

· an examination of grading practices and distributions

· consideration of teaching evaluations and other indicators of teaching effectiveness

Department of Marketing

Assignment of Grades
1. Interim grades:  At least one major test or assignment should be graded, and the results reported to the students by the end of the sixth week of classes.

2. Final grades:  Course grades will be assigned by the appropriate faculty member, and submitted electronically to the Registrar’s grade sheets within 72 hours after the officially‑scheduled final exam date.

3. Grade distributions:  All faculty (full and part‑time) should review data annually on the frequency distributions of grades assigned by their departmental colleagues (by course).  Faculty members are strongly encouraged to maintain grade standards roughly consistent with their colleagues, and should have available for discussion with their department head and colleagues any compelling reasons for consistently assigning unusually higher or lower grades than most of their colleagues do.  For informational purposes, the typical range of grades in Department of Marketing is as follows:

UNDERGRADUATE core class might be:

A
10‑20%

B
30‑40%    (generally, 40-50% of the class for A & B combined)

C
25‑45%

D
  5‑10%

F
  0‑5%

UNDERGRADUATE advanced classes might be:

A
10‑35%

B
30‑50%   (generally, 40-70% of the class for A & B combined)

C
15‑35%

D
  0‑10%

F
  0‑5%

Department of Marketing

Course Scheduling

1. The Department Head is primarily responsible for final recommendations to the Dean regarding course scheduling (determination of appropriate number of sections of each course, its frequency of offering, the faculty member assigned to the course, and the days and time of day of its offering).

2. Where possible, input shall be received from relevant faculty prior to initiation of schedule development.

3. With the possible exception of medical reasons, all faculty will be expected to accept a typical share of teaching assignments during the "normal" academic day (e.g., 8:00 AM to 5:20 PM).

4. Under most circumstances, enrollment limits for all permanent courses shall be set at the normal room size limits.  Exceptions shall be granted on a course‑by‑course, single‑semester basis by the Department Head upon written request by a faculty member and following open review by departmental colleagues.

5. Faculty may request one semester per year of a T‑Th schedule; this will be granted where feasible if no adverse effects exist (e.g., rooms are available; colleagues have had an equal opportunity to receive such treatment).

6. Faculty may request the avoidance of certain class times (e.g., 11:30‑1:15 Wednesdays) where specific, relevant, recurring conflicts exist with University‑condoned activity (e.g., Kiwanis meetings).

LABOVITZ SCHOOL OF BUSINESS AND ECONOMICS

DEPARTMENT HEAD JOB DESCRIPTION

DUTIES AND RESPONSIBILITIES

A department head directs the activities of an academic unit of the Labovitz School of Business and Economics (LSBE) and effectively performs responsibilities in the three broad categories: leadership, administration, and supervision, including other duties as assigned.  Specific responsibilities include, but are not limited to, the following activities:


A.  Leadership

1.  Responsible for the annual appraisal of probationary faculty members within the department.

2.  Responsible for providing leadership in the timely development of materials needed for departmental faculty members’ promotion and/or tenure decisions.

3.  Provide leadership and coordination in the conduct of one-year term and adjunct faculty search visits and interview sessions for the department.  Implement required pre- and post-search procedures and process paperwork as necessary.

4.  Provide leadership and coordination in the conduct of multiple year term and tenure track faculty search visits and interview sessions for the department.  Implement required pre- and post-search procedures and process paperwork as necessary.

5.  Provide leadership and coordination in the development of new majors or minors or the proposed adjustments to existing majors or minors within the department.


6.
Provide advocacy for the department and the Labovitz School of Business and Economics.


B.  Administration

1.  Manage financial resources other than regular salary funds.



a. Approve department expenditures.



b. Monitor status of department budgets. 



c. Prepare department requests for:




1)  equipment




2)  student help




3)  other

2.  Participate in collegiate administrative committees.

a.  LSBE Administrative Committee

b.  LSBE Search Committee

c.  LSBE Senate Standing Committees and Special Task Forces as assigned.

3.  Participate in the LSBE Merit Salary Recommendations.

a. 
Determine collegiate research merit awards along with the Dean, Associate Dean and other LSBE department heads, as specified in the LSBE Faculty Evaluation Policy, which are then recommended to the Dean.

b. 
Make recommendations of departmental teaching and service merit awards to the Dean, as specified in the LSBE Faculty Evaluation Policy.

4.  Prepare and recommend departmental class schedules for regular term and summer sessions and coordinate corresponding staff and space requirements.

5.  Schedule and preside at department meetings as required.

6.  Prepare and/or supervise the preparation of departmental curriculum proposals.

7.  Update general departmental catalog materials as appropriate.

8.  Coordinate the preparation of annual departmental Faculty Information Forms.

9.  Coordinate departmental student advisement activities in accordance with LSBE policy.

10.   Determine departmental position pool requests, which are sent to the Dean for consideration.

11.
Conduct day-to-day operational activities within the department.

12.
Report directly to the LSBE Associate Dean on routine operational and administrative matters.

C.  Supervision

1.  Supervise clerical support person(s) within the department.

2.  Responsible for the supervision of the departmental GRA.

3.  Responsible for the supervision of student employees within the department.

D.
Other



1.
According to the Collective Bargaining Agreement between the 
Regents and UEA, Department Heads shall serve at the 
discretion of the employer (the Regents), which has delegated 
this to the Principal Administrator (Dean).  




2.
According to the LSBE Constitution, Department Heads shall           
serve at the discretion of the Dean.



3.
According to the LSBE Constitution, Department Heads shall 
perform such administrative duties as shall be assigned to them 
by the Dean.  

4.  Perform all responsibilities as department head assigned under the contract between the UEA and University of Minnesota Board of Regents.


5.
Responsible for summer freshman student orientation sessions.


6.
Responsible for assisting the LSBE development officer in development efforts for the department and LSBE.
Note:  This policy was developed by the dean’s office and applies to all the departments in LSBE.
Department of Marketing

Department Head Selection

QUALIFICATIONS:  

The individual who will be recommended to the Dean of the Labovitz School of Business and Economics to serve as the next department head for the Department of Marketing will currently be a tenured member of the Department of Marketing.

This individual must be willing to serve as the department head.

This individual must be acceptable to the faculty of the department and acceptable to the dean.

It is possible for someone to serve multiple terms indefinitely.

SEARCH/SELECTION PROCEDURES:

Department head’s appointment will typically start in the summer and will initially be for a four-year term.  This will be an internal search.  The procedure to be followed for conducting this search is as follows:

1. There will be an announcement (distributed via email to all full-time members of the department) of an opening for the position of department head. 

2. Three days after announcing the opening for the position, a call for nominations (in writing; permitting self-nominations; through a blind nomination process) for a member to serve as a department head will be made.  In light of the fact that this is an internal departmental search, this announcement will be made to current full-time members of the Department of Marketing.  Members will have one week to make nominations.

3. Upon receipt of nominations, a department meeting will be held.  The results of the nomination process will be announced.

4. At this department meeting (see point #3 above), individuals will have an opportunity to comment on their nomination.

5. The names of all individuals nominated will be placed on a secret ballot.

6. All full-time faculty members of the department will be permitted to cast a secret ballot for the department’s next head.  Faculty will have one week to cast their ballots.  The ballot will be opened in the presence of three faculty members, who will tally the results.

7. The department’s recommendation will be passed along to the Dean of LSBE.  The nature and form of this recommendation will be the identification of the individual receiving the largest number of votes, accompanied by a listing of the individuals receiving second, third, and subsequent placed votes.

Department of Marketing

Department Meetings

1. Meetings of departmental faculty and staff will be held at least twice per semester.  They may also be called at the discretion of the Department Head or by petition of one‑third of the tenure track faculty.  All full-time faculty members in the department are expected to attend department meetings.

2. Agendas of discussion/action topics should normally be distributed in advance of the meeting.  Whenever possible, meetings will be scheduled at times allowing all eligible members to attend without missing classes.

3. Voting membership shall consist of the full‑time faculty members, plus the Executive Secretary.  Voting on curricular issues shall be restricted to full-time faculty only.  Most actions will be approved based on the presiding person’s judgment of voice votes or show of hands; secret ballots will be used where requested by one or more persons.  Members may vote in absentia by providing a colleague with advance directions regarding their position on specific action items.

4. Minutes shall be taken of all meetings, and distributed promptly to all eligible recipients and affected persons.

Department of Marketing

Grant Expenditures

1. Any member of the Department of Marketing who is awarded a grant, regardless of the source of these funds, must submit to the Department Head a copy of the funded proposal and the award information (including the proposed and approved budget).

2. Prior to the expenditure of any grant monies, Department Head approval must be obtained.

3. The request for expenditure of grant money must include the following information:

a) Grantee

b) Funding agency

c) Amount of anticipated expenditure

d) How the money is to be expended

e) How the proposed expenditure is within the "nature of the contract" that you have with the funding agency.

4. Requests submitted for reimbursement will not be signed by the Department Head unless prior approval has been secured.

Note: Implementation of this policy does not relieve the grantee from full responsibility for execution of their grant, nor does it shift the responsibility for the appropriate expenditure from the grantee to the Department Head.

Department of Marketing 

Guidelines for Independent Study

1. Independent study is designed to provide an opportunity for students to learn more about a marketing topic that they were exposed to in an upper division course.  It is not designed for students who have only had a principles course in the topical area unless there is no elective course that covers that topic in more depth.  Hence, the independent study course is primarily designed for students who have already taken one or more marketing electives.  

2. An independent study course will only be approved in cases where no similar course is offered by our department.  We will not approve an independent study in cases where a similar course is already listed in the catalogue but is full, not offered in a given semester, or not offered at a time convenient to the student.  It is incumbent on the student to show that the content of the proposed independent study differs significantly from existing course offerings.

3. Independent study credit will not be granted for a project that would lend itself more to an internship.

4. If a student wants to seriously study a topical area in more depth, after they have taken the appropriate core or elective course that provides a conceptual foundation to their topic, it is the student’s responsibility to find a faculty member who is willing to direct their independent study.  In the initial meeting with that faculty member, the student should be prepared to describe exactly what they want to study and what they hope to learn from the process.  Their request is more likely to succeed if they review faculty members’ research interests and direct their request to the appropriate faculty member.  A student may not register for an independent study course until they have the approval of the faculty member who will supervise the project.

5. Faculty do not get compensated in any way for directing an independent study and faculty are not required to supervise any particular independent study project.  Thus, it is important for the student to show enthusiasm and strong interest in their topic as part of the process of persuading a faculty member to agree to work with them. 

6. Given the nature of the type of work that an independent study entails, independent study arrangements are available only to students who have already proven themselves as capable of such independent work.  Minimally, an overall GPA of at least a 3.0 and a LSBE GPA of 3.0 is generally expected of anyone wishing to engage in an independent study.  We would also expect to see a B or better in the core course in that area and also a minimum 3.0 GPA in all area electives taken to date.

7. If a faculty member agrees to supervise an independent study, the faculty member and student should develop a written agreement which details the assignments, expectations, deadlines, and grading expectations.

8. An independent study course should, at a minimum, be equivalent in time and effort to a corresponding in-class learning experience.  The project would be expected to require a time investment at least equal to the sum of in-class and out-of-class requirements in a regular course.  For example, for a three credit independent study course, a student should expect to commit at least nine hours per week to the project.  The projects or outcomes should be commensurate with the expected time investment for the number of academic credits to be awarded.
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Office Assignments
1.
Assuming the existence of a designated office for the Marketing Department Head, the incoming department head will be offered the opportunity to occupy that space for the period in which s/he serves in that capacity.

2.
When that office or any other office within the Department of Marketing complex becomes permanently available, all tenure-track faculty will be invited to express their preferences for such office.  

Recommendations to the Dean will be based on these criteria (in their order of effect):

a) Length of total association with the department (in a full-time, tenure-track faculty capacity).  Those with longer total time have priority.  Note that the time spent in the Management Studies department is taken into account to calculate the length of association.
b) Rank of the applicants (if they are equal in length in association).  Those with higher rank have priority.

3.
Individuals, after serving as department head and occupying the designated department head’s office will be entitled to (a) return to the office that they vacated at the time of agreeing to serve as department head, or (b) to have first priority for the office being vacated by the incoming department head.

4.
Assignment of office space to non-tenure track faculty will be made at the discretion of the department head, after his/her (a) giving preference for the use of available office space to all tenure-track faculty as specified in Statement #2 above, and (b) after giving consideration to the length of the non-tenure track faculty’s contract, their total length of association with the department, and the nature of their contract—number of courses to be taught per term, research/teaching versus teaching assignment, etc.

Department of Marketing 

Operational Continuity Plan

The purpose of this plan is to document the procedures that permit us to continue and execute a recovery of critical applications and processes in the event of an interruption.  The current University of Minnesota policies dealing with operational continuity plans may be found at the following site:

http://www.fpd.finop.umn.edu/groups/ppd/documents/policy/operations.cfm
It should be noted that most of the Department’s critical records reside in various computer files, some of which are locally stored and others that are stored on the mainframe computer in Information Services.    

MISSION CRITICAL FUNCTIONS

Safety and Security:  Activities supporting a safe and secure environment for students, faculty and staff.  
Access to and egress from offices and classrooms in the Department of Marketing, maintenance of computer equipment and facilities for day to day operations of the Marketing Department faculty and staff.

Learning, Education and Research:  Activities supporting teaching and research.

Materials supporting the instructional and research activities are generally stored on computers in individual faculty offices or UMD’s mainframe computer.  Information Services is responsible for recovery of lost files stored on the mainframe.  Each faculty member is responsible for recovery plans and procedures for locally-stored data.  All personnel are encouraged to routinely back up computer files, particularly those not stored elsewhere.

Business Support Services:  Activities supporting departmental budget and student records.

Duplicates of important student records, personnel files, and accounting records normally exist elsewhere on campus:  Registrar, VCAA. Human Resources, and Business Office.  Personnel are encouraged to back up computer files regularly and keep backup copies off site in case of loss.  
CONTINUITY PLANS

Safety and Security

Faculty and staff are responsible for the security of their office facilities.  Facilities Management will be notified to correct any deficiencies.  
Proper egress from the Department of Marketing is clearly noted with exit signs.

Department of Marketing

Plagiarism Policy

Avoiding Plagiarism in Student Assignments

The Department of Marketing subscribes to the plagiarism policy that was originally developed in association with and adopted by the Management Studies Department.  The policy is reproduced below for reference purposes:
I.  The Department of Marketing’s Position on Plagiarism: Policy Statement


The Department of Marketing considers plagiarism to be a serious offense –it is ‘stealing’! –and we will treat it as a serious academic offense which may result in one or more of the following actions: (a) assigning an ‘F’ (i.e., zero points) to the assigned task (i.e., your ‘work’ in which the plagiarism has occurred), (b) assigning the grade of ‘F’ for the course, and (c) filing for disciplinary action for ‘scholastic dishonesty’ (see University of Minnesota Duluth Catalog, and the Student Conduct Code).


Papers (e.g., research/term papers) submitted for the fulfillment of course requirements must be a product of your creation.  The purchase of papers, the use of papers or portions thereof written by others, and papers or portions of papers down-loaded from electronic sources will be considered academic misconduct resulting in a filing for disciplinary action and the receipt of an “F” for the course.


If you have doubt as to the meaning of plagiarism or if you have questions pertaining to how to avoid this serious offense this document is intended to help.  In addition, please feel free to talk to any faculty member in the Department of Marketing.  We are willing to help you avoid this problem.  You can also get assistance from one of many writers’ style guides, faculty in the university’s composition department, or from the style guide adopted by the School of Business and Economics at the University of Minnesota Duluth --the American Psychological Associations’ (APA) Publication Manual.

II.  Plagiarism
Plagiarism –What is it?

The word plagiarize is commonly defined as the act of taking and passing off as one’s own the ideas, writings, words, utterances, etc. of another.  Diana Hacker (1977), author of a writing style guide (A Pocket Style Manual) identifies three types of plagiarism:  (1) failing to cite quotations and borrowed ideas; (2) failing to enclose borrowed language in quotation marks, and (3) failing to put summaries and paraphrases in your own words” (Hacker, 1997, p. 92).

Plagiarism and Academic Integrity (or Why it is ‘wrong’ to copy)

To quote Hacker (1977), “Your research paper is a collaboration between you and your sources.  To be fair and ethical, you must acknowledge your debt to the writers of these sources.  If you don’t, you are guilty of plagiarism, a serious academic offense” (p. 92).


Academic scholarship and therefore the mission of the university is twofold –the development (creation) and dissemination of knowledge.  The first task is accomplished through research, while the second is fulfilled through teaching/lecturing and writing --the public presentation of ideas.  When you are involved in a research-based class project, you too are involved in either or both of these tasks.  In addition, and as noted by Hacker, you are involved in a collaborative enterprise with your sources (p. 92).


As students and professors of business we are interested in coming to understand social science phenomenon as they relate to formal organizations (e.g., human resources, management, marketing, organization).  Our craft, the thoughts, ideas, hypotheses, explanations, and the theories we form, gets expressed through the words that we speak and write.  Herein lies the importance and value of our words, as they are representations of us and our work.  Similarly, the words and ideas of others are representations of them.  This is the underlying reason for the need for proper citation -- “to be fair and ethical, you must acknowledge your debt” to the original author of an idea (Hacker, 1997, p. 92).  Thus, acknowledging the ideas and representations of others by proper citation is, quite simply the ‘right thing to do’!   


There is another reason why we as scholars place great concern on plagiarism.  The issue plagiarism revolves around our profession.  As scholars, the university and the broader society calls upon us to work on the development and transmission of new ideas.  Career decisions (e.g., tenure, promotion, and job mobility) are determined, in large part, by a scholar’s ability to develop and share ideas with their colleagues, students, and society at large.  To take the ideas of another and represent than as one’s own fails to give justice to their original creator.


One final reason underlies the importance of proper citation.  Few of us will ever develop “truly original” work.  Throughout lives as students and careers as professors, most of us will “build on the shoulders of (others)” (source unknown).  Proper citation allows our readers to understand the genesis and development of our ideas.  Where did the original seeds for an idea come from?  Who has studied the phenomenon before?  What do we (as a field) already know about the phenomenon?  What does this particular work add to our body of knowledge?  Proper citations allow our readers to understand the answers to these questions, and thus, the value of our work as an addition to an existing body of knowledge.


It is therefore imperative that scholars (both professors and students) learn well the art of proper citation –giving credit for the ideas of others to those others.  It is also imperative that when we “borrow” the ideas of others to bolster our own, we do not claim those ideas as our own, but summarize and give credit for them to their original author.

III.  Referencing Instructions –Ways to avoid ‘plagiarism’ and How to Paraphrase


“How do I avoid plagiarism?” –Quite simply cite where your thoughts and ideas come from, and use quotation marks when you use the exact words of others.  In both instances identify both within the text and on your reference page the appropriate location of the materials used (see below for examples on how to reference paraphrased and quoted word).  


Paraphrasing simply means that you are taking the words (ideas) expressed by another individual and recrafting those idea through the construction of your own sentences.  According to Hacker (1997), “When you summarize or paraphrase, it is not enough to name the source; you must restate the source’s meaning using your own language” (p. 94).  She goes on to state that “You are guilty of plagiarism if you half-copy the author’s sentences –either by mixing the author’s well-chosen phrases without using quotation marks or by plugging your own synonyms into the author’s sentence structure” (Hacker, p. 94).


Regarding ‘paraphrases’ Hacker (1977: 94-95) provides a useful example:


Original Source
“If the existence of a signing ape was unsettling for linguists, it was also startling news for animal behaviorists.”  –Davis, Eloquent Animals, p. 26.


Unacceptable Borrowing of Phrases
The existence of a signing ape unsettled linguists and startled animal behaviorists (Davis, 26).


Unacceptable Borrowing of Structure
If the presence of a sign-language-using chimp was disturbing for scientists studying language, it was also surprising to scientists studying animal behavior (Davis, p. 26).


Acceptable Paraphrases
When they learned of an ape’s ability to use sign language, both linguists and animal behaviorists were taken by surprise (Davis, p. 26).

According to Flora Davis, linguists and animal behaviorists were unprepared for the news that a chimp could communicate with its trainers through sign language (p. 26).

Reference Page Citations
ALL works employed in the writing of your paper should be referenced (listed alphabetically) on a ‘reference page.’  The information contained on the reference page should enable the reader of your paper to be able to quickly and easily find the exact location of the work upon which you are drawing and the specific page(s) within that work that you are quoting.

The following illustrations are intended to show you how to handle different types of citations and within text references:

· Journal Articles:

Albert, S., & Bell, G. G.  2002.  Timing and music.  Academy of Management Review 27:4, 574-593.

Note: the number 27 above represents the journal’s volume number, 4 is the issue number, and 574-593 represents the article’s page numbers.  The issue number is not needed if the pages within a particular volume run consecutively.  

· Books:



James, W.  1890.  The Principles of Psychology.  New York: Holt Publishing

· Magazines:



Brown, T. L.  1989.  What will it take to win?  Industry Week, June 19, p. 15.

· Interviews:

O’Driscoll, M. P.  Professor of Psychology, The University of Waikato, Hamilton, New Zealand, personal conversation, January 24, 2002.

· On Line Sources:

Dunham, R. B.  (1999).  Organizational commitment: A multidimensional attitude.  Journal of Organizational Behavior. [On-line].  Available: –here you are to specify the exact and full path– (Note: this is a not a real publication, created for illustrative purposes only)

NOTE: You must be careful in your use of ‘internet’ sources.  Many internet sources are valid and reliable.  Many, however, are not!  Virtually anyone can put up a web page that says anything that they want it to say –without any regard for the truth, accuracy, or validity of the assertion.

 


It is NOT appropriate to use people’s personal web pages as academic sources.  Always look at the source of the website before you use it.  If the source is credible (i.e., academic publications on the web, government pages) then use it, but provide a full citation.

It is also important to note that the web is not complete, it is just one source.  There is a great deal of valuable literature that is not available electronically.

For any piece of information that you take from the internet for use in your paper that does not come from one of the ‘on-line’ refereed journals you must do the following:

a.  List the source (complete and full reference so that anyone reading your paper could easily find and access the reference that you employed –specify the exact ‘path’ to the materials employed;




b.  Cite when the item/source was published and last up-dated;

c.  Identify the person or organization that placed the material on the net;

d.  If a person, identify what their position (role) is and the organization with whom they are affiliated (what type of organization is it, what is its mission);

e.  If an organization, identify who the organization is – what is its purpose in being is, what type of organization it is,...

f.  Comment on why this information was created and why it was placed on the internet.

Use of References within the Text of your Paper 

The following examples reflect the writer’s ‘paraphrasing,’ summarizing, the work of others without directly quoting their work.

There are two acceptable ways of handling references within the text of your paper.

1.  Include the author’s name as a part of the written sentence.  For example: Pierce, Rubenfeld, and Morgan (1991), in a review of the employee ownership literature, theorize that formal ownership may produce positive attitudinal and behavioral effects through psychologically experienced ownership.

2.  Parenthetically include the reference in the written sentence.  Two illustrations are provided:

a.  Several studies (e.g., Dittmar, 1992; Kubzansky & Druskat, 1993; Kostova, 1996) provide insight into the powerful role played by feelings of possession.

b.  Ownership and the rights that come with it allow individuals to explore and alter their environment, thus satisfying their innate need to be efficacious (Beggan, 1991; Furby, 1980; White, 1959).

Quotations within the Text
The following illustrates several different, appropriate and acceptable ways to handle material that is directly quoted from the works of others.  All work that employs the ‘word-for wording’ of others MUST be quoted, and listed on your reference list.  Examples include the following:

a.  As Weil (1952) states, “to have a place is an important need of the human soul” (p. 41).




b.  As Weil states, “to have a place is an important need of the human soul” (1952, p. 41).




c.  “To have a place is an important need of the human soul” (Weil, 1952, p. 41).

Please note that the placement of the author’s name (Weil), the year of the publication (1952), and the page number that the quote appeared on in the original text (p. 41) have a different placement in the three illustrations of a quotation that appears in the text. 
A Unique Quoting and Referencing Situation
Suppose that you are reading an article written by Pierce, Kostova, and Dirks (2001) and they are quoting the work of Weil (1952), and you are interested in using Weil’s observation in the writing of your paper.  Who do you cite?  How do you handle this reference?

So long as you are quoting Weil’s work, you only need to place Weil’s reference on you list of references. [This source should appear in Pierce et al.’s (2001) references.] It is not necessary to indicate that it came out of the Pierce et al., article, as you have Weil’s exact words, and not Pierce et al.,’s interpretation of Weil’s observations. 

If, on the other hand, you are commenting upon Pierce et al.,’s interpretation of Weil’s work, then you should cite both the work of Pierce, et al., and Weil.  For example –Pierce et al., (2001), commenting upon the work of Weil (1952) observe that people have an innate need to have a place in which to ‘dwell’ –home appears to provide a person with a place of safety, physical and psychological comfort.  One can be at home, for example, in one’s house, in one’s community, and in one’s own language. 
IV.  The Quality of Your Papers
In large part, the quality of the paper that you write and what you learn in the process is a product of the quality of the references that you draw upon.  Not all printed sources are of equal quality (reliability and validity).  Draw from the best possible sources.  Recommendations for reputable and high quality sources can be obtained from professors within the discipline that you are writing for.
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STATEMENT REQUIRED BY SECTION 7.12 OF THE REGULATIONS

CONCERNING FACULTY TENURE

FOR THE DEPARTMENT OF MARKETING

I.
Introductory Statement


This document describes with more specificity the standards which will be used to evaluate whether candidates meet the general criteria in Section 7.11 of the Regulation.  For a complete perspective, the reader is advised to review Section 7 in its entirety.  See also the Labovitz School of Business and Economics Faculty Evaluation Policy, adopted by the School Senate on March 1, 1998, and amended May 3, 2005.

II.
Departmental Mission Statement

The Department of Marketing contributes to the broad teaching, research, and service responsibilities to which the Labovitz School of Business and Economics and the Duluth campus are dedicated as parts of the total University of Minnesota system.  The Department recognizes the offering of quality undergraduate instructional programs as its primary mission.  This mission is to provide students with the broad professional and cultural education necessary for leadership in either the private or public sector.


To accomplish this, the Department’s goal is to achieve excellence in the creation and dissemination of knowledge in the field of marketing.  Knowledge may be created and disseminated through several methods, but the quality of teaching and scholarly endeavors are the most important factors in maintaining and improving the climate for learning in the Department, while service activities also contribute.  For the foreseeable future, the primary thrust of the Department will remain orientated to undergraduate education.


Evaluation criteria and standards within the Department relate to both the mission of the Department and its initial appointment policy as stated in the Labovitz School of Business and Economics Faculty Evaluation Policy.  

III.
Criteria for Tenure


The basic criteria for tenure decisions are stated in Section 7.11 of the Regulations Concerning Faculty Tenure.  The present document provides information that relates specifically to the evidence required to demonstrate that each criterion has been met.  It should be noted that the criteria and evidence spelled out here apply to decisions regarding promotion, as well as to tenure.  Recommendations regarding granting tenure, like all other evaluation decisions, begin at the department level.  The granting of tenure is completed only when confirmed by the Board of Regents.  Because of the importance of tenure decisions, it is crucial that all steps be taken deliberately and reflectively, with sufficient time for judgment to mature, and for the candidate’s record to be firmly established.


The procedures outlined in the following paragraphs are designed to insure, insofar as possible, that determinations be made carefully, thoughtfully, and on the basis of the best evidence available.  Each of the three basic areas is discussed within the framework of the University rules and regulations and the mission and needs of the Department.


All regular faculty members are expected to demonstrate excellence in teaching, scholarly productivity, and achievement in service.  The question of the relative importance of each of the three areas must be considered.  In all circumstances teaching and scholarship are given substantially greater weight than service.  Teaching and advisement loads as well as other factors unique to each individual must be considered in justice and fairness to faculty members who are being evaluated. The total contribution of the individual to the University, with all factors considered, will govern the final evaluation.  Time-in-grade, taken in isolation from substantive criteria for promotion, is not considered a valid criterion. Continuous personal development through participation in professional development opportunities in all three domains is expected and encouraged.


Individuals receiving a regular appointment at the rank of assistant professor, upon completion of the earned doctorate who have no prior service toward tenure must establish an acceptable record of performance and achievement during their first six years of service.  Assistant professors can expect to receive tenure by meeting the standards for performance outlined below.  Only under the most unusual circumstances will an assistant professor be recommended for tenure without also being recommended for promotion.

A.  Teaching Domain

Each candidate will be reviewed by tenured colleagues at the rank of associate or full professor on such items as the candidate’s statement of teaching philosophy, course materials, outlines, readings, examinations, and any other items having a bearing upon the quality and effectiveness of the candidate’s teaching.  Effective teaching is essential to achieving tenure. It is the candidate’s responsibility to document and make available these materials.

· Assessment of teaching effectiveness will be based on a variety of factors such as courses taught, curricular developments, pedagogical innovations, evaluations (by students, advisees, and alumni), and accessibility to students.  A commitment to and passionate interest in teaching is expected as is excellence in one’s advising responsibilities and relationships. 

· The creative and innovative efforts of the candidate will be specifically assessed.  Such efforts might include introducing new teaching methods, bringing research and case study results into the classroom where appropriate, and discussing relevant journal materials.

B.  Service Domain 
Candidates will be reviewed by tenured colleagues at the rank of associate or full professor on such items as their performance on committees, service engagements, and their contributions to the academy.  In general, a candidate will be evaluated on the basis of:
· Demonstration of being a supportive and contributing colleague within the Department of Marketing, the Labovitz School of Business and Economics, and the campus such as providing service on an ad hoc basis, and being an active and willing participant on formal committees and subcommittees.  Each faculty member is expected to attend department meetings, participate in the School Senate, serve on LSBE committees, and otherwise contribute to the ongoing governance and decision-making process of the School.

· Evidence demonstrating good citizenship (i.e., voluntary acts, which are intended to be positive/constructive in nature, and for which there is no evident quid pro quo) within the Department and the Labovitz School of Business and Economics.

· Evidence of community-oriented service.

· Faculty members are also expected to work toward improving their profession by actively participating in the professional organizations related to their areas of expertise.  Indications of such participation are membership in professional organizations or associations and service as a leader (officer, committee chairperson, committee member) in such organizations.  Participating as a presenter, discussion leader, session chairperson, a program planner or the like at meetings or conferences of professional organizations is further evidence of service to the faculty member’s profession.  In addition, honors, awards and citations are indications that one is recognized as a positive contributor to his or her profession. In summary, faculty members are expected to serve by giving time and assistance within the realm of one’s expertise to one’s discipline, professional associations, and colleagues both within and outside the university.

· Appraisal of service must be based on more than a mere listing of the committee assignments.  It should include indication of effort, leadership and contribution to the purposes of the service unit (e.g., committee, department, etc.).

C.  Research (i.e., knowledge creation and dissemination) Domain 
Another essential requirement for achieving tenure is demonstrated capability in research.  Promotion and tenure requires that the candidate has completed work that extends the frontiers of knowledge or that applies knowledge to practical situations in novel or insightful ways.  
· Consistent with LSBE’s mission statement, scholarly research can be applied, basic, and/or instructional development in nature.

· The candidate will submit a listing of all published materials (e.g., textbooks, journal articles, working papers), evidence of successful completion of funded research, papers given at professional meetings, citations of work by other authors, and evidence of work in progress. Consideration will be given to the quality, quantity, and impact of the outlets in which a candidate’s research work appears (e.g., acceptance rates, editorial boards).  In terms of quantity, an average of one refereed journal article per year plus one other intellectual contribution (from categories A or B from the School’s list of intellectual contributions) in their respective discipline per year for the years preceding application for promotion and tenure is expected. 

· The candidate must demonstrate evidence of a continuous stream of scholarly activity as opposed to work that is sporadic or of a flash-in-the-pan nature.  There must be evidence to suggest that scholarly activity will continue after the granting of tenure and promotion to Associate Professor (e.g., evidence of an active research program and a pipeline of scholarly activity.)

· Outside review of a candidate’s scholarly output is considered essential and mandatory to add to the objectivity and reliability of the internal evaluation.  The external reviewers should be individuals who are academically qualified within the candidate’s discipline.  The convener of the Departmental Promotion and Tenure Review committee has responsibility for the identification of outside reviewers and the solicitation of evaluative comments from them.  It is understood that normally the selection of external reviewers will be done either in consultation with, or with the advice of the candidate.  Several (usually five or six) outside reviewers will be utilized.

· The bulk of one’s published scholarly activity should be focused on and appearing in outlets within one’s discipline (Marketing).

· Finally, the candidate should show substantial evidence of emerging professional distinction as demonstrated by internal and external review of the candidate’s scholarly work.  Several factors can contribute to the subjective assessment of emerging professional distinction, such as:

· Whether a candidate’s work extends the frontiers of knowledge, applies existing knowledge to generate practical solutions, or combines existing/new ideas to add to the storehouse of existing knowledge.

· Whether a candidate’s work is important and valuable to some recognized audience.

IV.
Promotion to Associate Professor

To be promoted to associate professor, an individual must have an established record of excellence in the domains of teaching, service and research.  The expectations for promotion to associate professor are the same as those for tenure.  A well-rounded portfolio is required.  Exceptional performance in one domain does not compensate for lack of excellence in another domain.

V. 
Promotion to Full Professor
Associate Professors wishing to be promoted to the rank of Full Professor will be reviewed in each of the areas:  teaching, service, and research.  The promotion to Full Professor is regarded as more important than the promotion from Instructor to Assistant Professor, and the promotion (exclusive of the separate tenure decision) from Assistant to Associate Professor.  Under normal conditions, six years or more at the rank of Associate Professor will be needed to establish a sufficient record for promotion, yet the possibility exists for an unusual performance-based exception to this six (6) year expectation.  It should also be noted that while not all of the years at the rank of Associate Professor need to be served at the University of Minnesota Duluth, a reasonable time in rank within the Department of Marketing is necessary to thoroughly assess the credentials and performance of the faculty member.  

Like the decisions to grant tenure and to promote to Associate Professor, the decision to recommend promotion to Full Professor is a reflection of the aggregated judgment of those who sit on the Promotion Review Committee at the time of the application, and their consideration of the criteria, standards, and performance expectations articulated below.

A.  Teaching Domain
· Excellence in teaching.  Consideration will be given to courses taught, curricular developments (e.g., new courses designed), pedagogical innovations, evaluations by current students, advisees, and alumni), and accessibility to students.

· A commitment to and passionate interest in teaching, primarily at the undergraduate level, along with support of graduate (MBA) level education.

· Excellence in one’s advising responsibilities and relationships.

· Support of students and student organizations.

· A demonstrated willingness to supervise theses, UROPs, and/or independent study projects.

B.  Service Domain
· Evidence of having provided assistance and support to one’s more junior colleagues.  It is expected that helping relationships directed toward more junior colleagues will evolve into the role of active mentorship (e.g., in the realm of teaching and research) subsequent to the promotion to full professor.

· Demonstration of being a supportive and contributing colleague within the Department of Marketing and the Labovitz School of Business and Economics, providing service on an ad hoc basis, and being a willing and active participant on formal committees and sub-committees.

· Evidence demonstrating good citizenship (i.e., voluntary acts, which are intended to be positive/constructive in nature, and for which there is no evident quid pro quo) within the Department and the Labovitz School of Business and Economics.

· Evidence of providing meaningful campus and/or possibly university-wide service.

· Evidence of community-oriented service.

· Evidence of service to the academy (i.e., giving time and assistance within the realm of one’s expertise to one’s discipline, professional association, and colleagues both within and outside of the university).

C.  Research (i.e., intellectual contribution) Domain
· Consistent with the LSBE’s mission statement, scholarly research can be applied, basic, and/or instructional development in nature.

· Consideration will be given to the type of work (e.g., cases, empirical, theoretical) and its quality, quantity, outlets, and impact.  In terms of quantity and quality of published works, the level should be at least equivalent to and, in general greater than that which was demonstrated to achieve promotion to the rank of Associate Professor within the Department.  While both dimensions are critical, the quality of that which has been produced is of greater importance than the quantity.  Although top quality research publishable in top journals is valued, there are no expectations that a faculty member must publish in his/her discipline’s top two or three journals in order to get promoted to full professor.

· Some of the candidate’s work must be judged as having advanced the discipline through empirical, theoretical, and/or conceptual (e.g., interpretative, integrative) contributions.

· Evidence of a ‘continuous stream of scholarly activity’ (e.g., publication of one’s scholarly works) since achieving the rank of Associate Professor versus work that is ‘sporadic’ or of a ‘flash-in-the pan’ nature.

· The bulk of one’s published scholarly activity should be focused on and appearing in outlets within one’s discipline (Marketing).  In addition, the candidate should have achieved ‘professional distinction’ (i.e., made contributions to the literature that are judged as having ‘made a difference,’ one indication of which might be the frequency with which those works are cited in the work of others and/or applied in professional practice).

· Indications that scholarly activity will continue after the promotion to Full Professor (e.g., evidence of an active research program and a pipeline of scholarly activity).

The following questions are illustrative of the criteria discussed above.  They provide examples of the types of metrics that are to be used in making judgments about an individual’s scholarly work, their impact, and the promotability of an individual to the rank of Full Professor.  

· Does the work provide utility to practitioners?

· Has the work influenced the way people think or the questions that they ask?

· Is it work that people go (or will go) back to?

· Does it help enrich the practice of teaching?

· Does the work provide theoretical insight, or open up new areas of inquiry?

· Does the work represent a fundamental breakthrough?

· Does the work advance the discipline by pushing back the frontiers of understanding and/or practice?

VI. 
Procedures


The Department complies with the procedures for promotion and conferral of indefinite tenure set forth in Section 201.000 of the collective bargaining agreement between the Regents of the University of Minnesota and the University Education Association.

Adopted: May 16, 2006
Department of Marketing

Quasi‑Endowment Fund

Background: The sources of these funds came largely from money donated by Marketing faculty over the past several years, supplemented by a match from the University’s permanent fund, gifts from private donors, and the investment income from stock market growth in succeeding years.  At the time of the department split (Summer 2006), the monies in the fund were divided between Marketing and Management Studies on the basis of the source of funds.

1. In general, the actual principal (donated dollars) should be left intact, leaving the appreciation (earnings from the principal) available for expenditure.

2. The fund should not be used to bail us out due to mismanagement of the departmental budget.

3. Legitimate use of the funds might include:

a) Funding general‑interest faculty forums

b) Support of working relationships within the department (e.g., social events; retreats; recreational events; "fun" activities)

c) Improvements to the physical working environment

d) Efficiency‑enhancing investments (e.g., Fax or copy machine)

e) Faculty/staff development (e.g., collective field trip)

f) Development of a departmental "competitive advantage"

g) Enhancement of the department’s capacity to serve our "customers"

4. Proposals for expenditures should be generated and disseminated, discussed at departmental meetings, and voted upon by eligible members.

Department of Marketing

Student Advising

1. All departmental faculty will share a roughly equal responsibility (numerically) for advisement of "majors." Short-term imbalances may occur under some conditions, such as when a new faculty member is hired or a professor is on sabbatical leave.

2. All advisors will participate in the School’s assessment of advising, and are encouraged to use the feedback for improvement of their practices.

3. New faculty must participate in the Student Affairs’ office orientation for advisors; all faculty are encouraged to update their knowledge of curricular and other issues when the need arises and opportunities become available.

4. Faculty members must post their office hours outside their office door by the end of the first day of each academic term.  The department secretary will maintain and post a schedule of all members’ office hours.

5. Office hours for faculty should meet the departmental minimum (e.g., 2-4 hours per week) and be convenient for students (e.g., not very early morning or late afternoon exclusively).  Both regular and adjunct faculty are expected to keep office hours.

6. During the official advisement period preceding registration, faculty should set aside a substantial number of time slots (e.g., 3-5 hours per week) covering both mornings and afternoons, as well as varied days (e.g., MWF and TTh).

7. In extreme cases (e.g., illness of a faculty advisor, or absence due to conference attendance), colleagues will make themselves available to aid advisees of another faculty member.

Department of Marketing

Student Evaluations of Faculty

1. Faculty should be aware of, and follow, all guidelines and policies provided by the union contract and the VCAA’s office (see, for example, this web address: http://www.d.umn.edu/vcaa/).

2. When administering any of the acceptable forms, faculty members should inform students that:

1. Data are collected anonymously (no signatures or identification)

2. Results are tabulated electronically

3. Written comments on the forms will be returned to the faculty member

4. Results will only be given to the faculty member after his/her grades are submitted

5. Data are used for four purposes:

i) input to promotional decisions

ii) input to tenure decisions

iii) input to merit‑based pay decisions

iv) self‑improvement and reinforcement

6. They should take the process seriously, using whatever time is needed

7. They should treat each question/dimension independently

8. Their assessments should reflect an entire semester’s observations

9. They should provide explanatory comments for any extreme ratings

10. They are encouraged to provide constructive advice, praise, etc. in their subjective comments

3. Faculty are responsible for submitting their own data to the Dean’s office.

4. Student evaluation data should be reviewed carefully by individual faculty shortly after the data’s receipt each term.

5. Faculty are encouraged to supplement the UMD‑approved evaluation forms with others methods of evaluation (e.g., peer visitations).

6. Faculty are encouraged to consider the reasons for "low" average scores (e.g., consistent results below 3.5 on the six‑point response scale) on particular items, and develop a personal plan for improvement in those areas.  Faculty are encouraged to consult with their department head, the UMD Instructional Development Service, faculty colleagues, or other sources for improvement strategies.

Department of Marketing 

Student Term/Research Papers
A primary purpose for research papers, term papers, themes, essays, and other written work, as well as some types of oral presentations,* is to provide an opportunity for students to advance their knowledge and understanding of a topic or subject matter.  This learning goal will not be fulfilled if the student submits work that he or she did not do.  Similarly, this goal will not be met if the student has previously studied and presented the research question in an identical or substantially similar format and manner, whether inside or outside of the Department of Marketing.  For these reasons, it will be considered to a violation of the Department's Policy on Student Term/Research Papers for a student to:

1) submit a course paper that was written, in whole or in part, by someone other than the student who is submitting the paper for course credit. Plagiarism or the inappropriate use of another's words or ideas is unethical and may constitute a violation of the University’s Scholastic Dishonesty Code and the Department of Marketing’s Plagiarism Policy.   The use of properly attributed quotations and ideas of others in a paper or presentation is acceptable and encouraged, if in the process, the student is weaving them together to support his/her thesis or to develop a review of the literature.  A series of quotations that is merely regurgitated, and does not demonstrate synthesis or integration of information, while not in itself unethical or improper, does not reflect an original contribution by the student.

2) submit the same paper or a substantially similar paper in two or more courses (whether taken in the same or different semesters, and whether taken inside or outside of the Department of Marketing). It may be permissible for a student to write more than one paper on a particular topic, as long as there is a substantially different "approach" or perspective.  In general, a replication or a paper which merely tests/develops the same research question in the same or a similar way does not constitute a new and unique learning experience.  Students who are proposing to do a paper that is topically the same to one that has been completed for, is being undertaken for, or is proposed for another course are required to consult with the appropriate faculty before embarking on the project.

In all questions concerning course requirements, it will be the determination (judgment) of the faculty involved as to whether the student is satisfactorily meeting his/her course requirements and is in compliance with the Department of Marketing policies, norms and expectations.

___________________________________

*Henceforth, when the term papers is used in this document, it refers to research papers, term papers, themes, essays, group projects, and other written work, as well as some types of oral presentations.
Department of Marketing

Teaching and Related Issues
1. Absences:  Faculty should normally meet their classes punctually and regularly, with the understanding that cancellations of class may sometimes occur because of campus decisions related to weather, illness of faculty, personal crises, or professional commitments.  When those conditions occur, faculty are expected to contact their classes as far in advance as possible to alert them and inform them of any contingency plans.  Where possible, faculty expecting to miss classes should arrange for guest speakers, or make alternative assignments.  If a class is canceled, the faculty member should also notify both the Department Head and the Department Secretary in advance.

2. Course syllabi.  All faculty will prepare a course syllabus for each course and distribute it preferably on the first day of class but no later than the second meeting of the class. The syllabus should contain all the information specified in the LSBE’s guidelines on course syllabi, including course requirements, grading policy, disability statement, etc. 

a) Faculty should place the following statement (or a close approximation thereof) on their syllabi: “It is University policy to provide, on a flexible and individualized basis, reasonable accommodations to students who have disabilities that may affect their ability to participate in course activities or to meet course requirements.  Students with disabilities are encouraged to contact their instructors early in the semester to discuss their individual needs for accommodations.”

b) Faculty should follow the guidelines of, and cooperate with, the UMD Disability Services and Resources in adapting to the needs of students with acknowledged disabilities.

c) Proper decorum.  Faculty should refrain from using inappropriate language, telling off‑color jokes, or engaging in any offensive behavior in the classroom or on campus. Inviting students to any event where alcohol is likely to be served is strongly discouraged.

d) Resource usage.  Faculty must be discriminating in making departmental resources (e.g., FAX machine, long‑distance telephone, color transparencies, FedEx mailings, or use of copiers) available to students in support of assigned projects.  If any question of propriety exists, the faculty should consult, and obtain explicit approval from, the Department Head in advance.  Obviously, the same guideline ("reasonable use of departmental resources") applies to faculty usage of these resources.

e) Final exams.  Faculty must administer a final exam, or a viable learning experience, in each class each term on the scheduled exam date/time unless they have obtained previous one‑time or on‑going written permission from the Department Head and Dean of the LSBE.
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