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Introduction to Marketing

Catalog Description:

36 - Introduction to Marketing
3 units

Marketing as an exchange process involving all members of society; research on the demographic and behavioral dimensions of markets; analyses of marketing strategies and the social, cultural, economic, competitive and legal factors affecting marketing mix decisions.  3 hours.
[Typical contact hours: 52.5]
Prerequisite Skills:  

None

Expected Outcomes for Students:

Upon completion of this course, the student should be able to:

1.
contrast the role of macro- and micro-marketing in society;

2.  
discuss marketing functions and how marketing institutions work;

3.  
define how marketing, as an exchange process, has application to every individual as well as for profit and non profit organizations;

4.  
describe research methods to gain information about demographic and behavioral characteristics of consumers;

5.  
analyze domestic and global marketing strategies.

Course Content:


1.
Marketing's role in society

a.
Historical development of macro-marketing systems  

b.
Marketing and economic development and economic development

c. 
Marketing mix decisions

d.
Cultural, social, economic, competitive and legal factors affecting 

decision making


2.
Marketing as an exchange process



a.  
Universal marketing functions



b.  
Societal aspects of marketing and the marketing concept


3.
Information for marketing decisions



a.
Research by the behavioral scientists



b.
The scientific method and marketing research



c.
Demographic dimensions of the consumer market



d.
Behavioral dimensions of the consumer market

1)
Intra-personal variables; needs, motivation, perception, learning, attitude

2)
Inter-personal variables; family, social class, reference groups, culture

3)
Lifestyle analysis



e.
Buying behavior of intermediate customers



f.
Target marketing


4.
Product concepts



a.
Product life cycle



b.
Product classes



c.  
Product management


5.
Pricing concepts

a.
Cost-oriented pricing

b.
Marginal analysis

c.
Quotation of price
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6.
Channel systems and concepts



a.
Types and functions of channel members



b.
Physical distribution


7.
Communication and promotion concepts



a.
Advertising

`

b.
Sales promotion



c.
Personal selling 



d.
Publicity


8.
Social issues in marketing



a.
Consumerism



b.
Evaluation in terms of nation's objectives



c.
Extension of the marketing concept


9.
Global and ethical issues in marketing

Methods of Presentation:


1.
Lectures


2. 
PowerPoint presentations


2.
Case studies


3.
Group discussions

4. Class presentations

5. Online assignments

6. Current events discussion (marketing related)

Assignments  and Methods of Evaluating Student Progress: 


1.
Typical Assignments

a.
Written analysis of business cases and/or internet web sites

b. 
Group or individual projects

c. In teams of three to five peers, come up with a break-through innovative product.  Prepare a team paper and team presentation that addresses development of the marketing mix for the product.

d. Given different types of products:

1. Develop a suitable marketing mix

2. Identify the target market for these products

2.
Methods of Evaluating Student Progress

a.
Graded written assignments

b.
Graded team presentations/papers

c.
Online Quizzes

d.
Examinations and Final Examination

e.
Class participation exercises on current articles, online assignments
Textbook(s) Typical:

Essentials of Marketing, Perrault and McCarthy, 9th Edition, Mc Graw-Hill, 2004

Learning Aid, Perrault and McCarthy, 9th Edition, Mc Graw-Hill, 2004
Special Student Materials:

None.
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