Marketing (English)             15002440
TEXTBOOK
"Marketing Management - Knowledge and Skills,” (Fifth Edition) by J. Paul Peter and James H. Donnelly Jr. 
 
COURSE OUTLINE
	Class
	Topic
	Readings
	Case

	1 
	Introduction
	Chapter 1
	McDonald’s Corp. (p.297)


	2
	Strategic Planning
	Chapter 2
	Dell Computer (p.316)

	3
	 Marketing Research
	Chapter 3 & 4 
	Buyer Behavior

	4
	Consumer & Organizational 
	Chapter 5 & 6
	Salomon (p.368)                                                              Product Strategy

	5
	Market Segmentation 
	Chapter 7
	FOTTLE (p.387)

	6
	New Product Development 
	Handout #1 
	Nike, Inc. (p.403)

	7
	Public Relations vs. Advertising
	Handout #2 
	

	8
	The Value of Public Relations
	Chapter 8 and Virgin Atlantic (p.481)
	

	9
	Public Relations and Advertising 
	 Chapter 12 and       Section VI (p.896)
	

	10
	Marketing of Services
	Chapter 13
	KFC (p.773)

	11
	Group Presentations
	
	

	12
	Global Marketing 
	
	

	13
	Course Review 
	
	

	14
	Final Exam 
	
	



 
COURSE OBJECTIVES 
The objectives of the course are:
·        To get a solid understanding of what marketing is and how organizations benefit from marketing activities.
·        To get a real-world perspective of what marketing activities are most effective in today’s business world.
·        To cut through the needless theories that won’t ever be applied in business and focus on what really works.
·        To practice individual and team decision-making, group presentations, writing and conversational skills.
·        TO HAVE FUN WHILE LEARNING!!! 

METHODS
The methods of teaching and learning used in this course are:
·        Traditional means of readings, lectures, and class discussions.
·        Interactive group activities will be common
Teamwork of groups of students who will cooperate in group presentations with collaboration and meeting required outside of class time
·        GET INVOLVED!!!
ASSIGNMENTS:
·        Readings - Students are expected to complete all readings before the class for which they are assigned.
·        Participation - Students are expected to attend class and to be prepared to participate actively.
o   Group activities in classes will be common, and being actively involved in these activities is essential.
o   Class participation is an ingredient of the final grade.
·        Written assignments – Two brief written assignments will be given.
·        Group presentation – Each student will be involved in one group presentation.  Please read below for details.
·        Exam - There is one final exam.
Group Presentation 
Your team will become a virtual marketing department of a company which must make a presentation to the board of directors on how to go forward with marketing one of the company's products or services. Teams will be assigned to one of the following marketing projects:
 
·        Launch an all-new product or service
·        Devise a new strategy for an existing product or service
·        Market a product that has developed a bad reputation
·        Market a product to target new audiences to increase market share
 
The board of directors expects to be pitched on a strategy that is most appropriate for the product or service. Your team should try to identify and “sell” a package of marketing strategies (public relations, advertising, product design, branding, etc.) to the board that will incorporate a mix of different marketing activities. To achieve this objective you group should first review the current situation or status of the product and then present a marketing plan to meet the objectives of the specific assigned project.  
All team members must take part in the presentations. Teams are expected to use PowerPoint as the primary presentation tool, but can also incorporate transparencies, models, charts or whatever the group feels is appropriate to win the support of the board of directors.  Teams are supposed to engage the class (Board of Directors) for about 30 minutes. Presentation skills are graded at the individual and the team level.  
GRADES 
Grades for each student will be determined based on the following breakdown:
Individual 
·        Exam    35
·        Written assignments   20
·        Class participation   10
Group 
·        Project development    25
·        Project presentation     10
