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III. CATALOG DESCRIPTION
A general survey of types and functions ofmarketing institutions, products and services,
channels of distribution, trends in marketing practices, and a study of consumer behavior.

IV. MAJOR LEARNING OUTCOMES
Upon completion of this course a student will be able to:

A. Define the term "marketing" and describe several reasons for studying marketing.
B. Describe four marketing management philosophies and how they strongly

influence the role ofmarketing and marketing activities within an organization.
C. Apply the four components ofcorporate social responsibility: economic, legal,

ethical, and philanthropic and how they are intertwined
D. Demonstrate how the social factors within and external environment affects an

organizations marketing
E. Defend the importance to marketing managers of the current demographic trends

and multiculturalism and growing ethnic markets.
F. Integrate the importance of global marketing and the impact ofmultinational

firms on the world economy and identify the various ways of entering the global
marketplace and the basic elements involved in developing a global marketing
mix including the Internet's affect on global marketing.

G. Explain the importance of understanding consumer behavior and analyze the
components of the consumer decision-making process and post-purchase
evaluation process.

H. Identify and understand cultural, social, individual and psychological buying
factors that affect consumer-buying decisions.
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1. Practice the importance of market segmentation and the criteria necessary for
successful market segmentation and list the steps involved in segmenting markets
and discuss alternative strategies for selecting target markets.

1. Define marketing research and explain its importance to marketing decision
making while emphasizing the profound impact the Internet has had on this
discipline.

K. Construct and classify consumer products and the importance ofservices to the
economy while understanding marketing uses of branding, packaging and
labeling.

L. Integrate the channel structures for consumer and business products and discuss
alternative channel arrangements.

M. Describe the communication process while focusing on the elements of the
promotional mix and their role in the marketing mix.

N. Interpret major types ofadvertising promotion and the creative decisions in
developing advertising campaigns.

O. Translate the importance of pricing objectives and decisions to the economy and
individual organization.

P. Demonstrate how the product life cycle, competition, distribution and promotion
strategies, consumer demands, the internet and extranets, and perceptions of
quality can affect price.

V.CONTENT
A. Overview ofMarketing

1. Define the term "marketing" currently and historically
a. Describe four marketing management philosophies and discuss the

differences between sales and market orientations
2. Describe several reasons for studying marketing

B. Strategic Planning for Competitive Advantage
1. Importance of strategic marketing and review a basic outline for a marketing

plan
a. Business mission statement and marketing objectives
b. Components ofa situation analysis (eg. SWOT) and identify sources ofa

competitive advantage and strategic alternatives
2. Target market strategies and the elements ofa marketing mix

a. Four P's (product, Price, Promotion and Placement) and why
implementation, evaluation and control of the marketing plan are
necessary

b. Techniques that help make strategic planning effective
C. Social Responsibility, Ethics and the Marketing Environment

1. Role of ethics and ethical decision in business and the external environment of
marketing and explain how it affects a firm

2. Current demographic trends importance to marketing managers
D. Global Vision

1. Impact ofmultinational firms on the world economy
2. Elements involved in developing a global marketing mix
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E. Consumer decision making
1. Importance ofmarketing managers should understanding consumer behavior
2. Components of the consumer decision making process

a. Types ofconsumer buying decisions and discuss the significance of
consumer involvement

3. Social and cultural factors that affect consumer buying decisions
a. Individual and psychological factors that affect consumer buying decisions

F. Characteristics of markets and market segments
1. Market segmentation

a. Criteria for successful market segmentation and the bases commonly used
to segment consumer and business markets

b. Steps involved in segmenting markets and discuss alternative strategies for
selecting target markets

2. One-to-one marketing
a. Positioning strategies and how product differentiation plays a role

G. Decision Support Systems and Marketing Research
1. Marketing research and explain its importance to marketing decision making

a. Conducting a marketing research project
b. Impact of the Internet on marketing research

2. Scanner-based research and competitive intelligence
H. Product Concepts

1. Consumer products and services and differences
a. Marketing uses of branding, packaging and labeling
b. Product warranties are important marketing tools

I. Developing and Managing Products
1. Six categories of new products
2. Steps in the new-product development process and the diffusion process

through which new products are adopted
3. Product life cycles

J. Marketing Channels and Supply Chain Management
1. Types of channel intermediaries and describe their functions and activities
2. Channel structures for consumer and business products and discuss alternative

channel arrangements
3. Supply chain management and discuss its benefits and the issues that

influence channel strategy
K. Retailing

1. Retailing in the U.S. economy
a. Dimensions by which retailers can be classified
b. Major types of retail operations
c. Non-store retailing techniques and two forms of franchising

2. Retail marketing strategy
L. Marketing Communications and Advertising

1. Elements of the promotional mix and their role in the marketing mix
2. Communication process
3. Promotional goals, tasks, and the AIDA concept

a. Factors that affect the promotional mix
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4. Major types ofadvertising
a. Creative decisions in developing an advertising campaign

M. Public Relations, Sales Promotion, and Personal Selling
1. Role ofpublic relations in the promotional mix

a. Objectives ofsales promotion
b. Common forms of consumer sales promotion
c. Forms of trade sales promotion
d. Key differences between relationship selling and traditional selling

2. Steps in the selling process
a. The selling process consists ofseven basic steps:
b. Generating leads
c. Qualifying leads
d. Approaching the customer and probing needs
e. Developing and proposing solutions
f. Handling objections
g. Closing the sale
h. Following up

N. Pricing Concepts
1. Pricing decisions to the economy and to the individual firm
2. Product life cycle, competition, distribution and promotion strategies,

customer demands, the Internet and extranets, and perceptions ofquality can
affect price

3. Legal and ethical constraints on pricing decisions
4. Discount, geographic pricing, and other special pricing tactics can be used to

fine-tune the base price

VI. INSTRUCTIONAL METHODOLOGY
A. Assignments

1. In-class Assignments
a. Hands-on, writing and creative projects from the text book that measure

the student's ability to apply marketing practices and principles to
consumer and business markets.

For example:
• Identify a major consumer retail product brand and describe what

strategy and tools your brand uses to maintain its competitive
advantage in the marketplace.

• MTV has been successful in numerous foreign markets not by selling
American music videos, but by adapting its product to suit teen
markets abroad. Research MTV on the web and explain the marketing
tactics used to accomplish their objectives.

• Harley Davidson has the following business mission statement:
"Wefu/fill dreams through the experience ofmotorcycling, by
providing to motorcyclists and to the general public an expanding line
ofmotorcycles and brandedproducts and services in selected market
segment. "
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b. Write a one page essay that presents a clear overview and analysis of the
importance ofmarket research in the market plan development process~
for example SWOT analysis for Sam Adam's beer.

2. Out-of-class Assignments
a. End ofchapter questions that can be assigned or used as the basis for

longer investigations into weekly marketing topics
b. One-page paper on relevant and topical issues in marketing.
c. Marketing Plan Term Project in which students are to select a small

company, organization or association (or a specific product or service line
ofa large company) and develop a marketing plan for that organization.
Students use the following Marketing Plan Outline.
1. Company Description
2. Business Mission Statement
3. Marketing Objectives
4. Situational Analysis

a. Industry Analysis
b. SWOT Analysis

5. Marketing Strategy
a. Target Market Strategy
b. Marketing Mix
c. Product
d. Place/Distribution
e. Promotion
f. Price

6. Implementation, Evaluation and Control
a. Market Research
b. Organizational Structure and Plan
c. FiIlancial Projections
d. Implementation Timetables
e. Summary

B. Evaluation
1. Written exams that test the student's knowledge and understanding of

fundamentals ofmarketing~ including strategic planning, social responsibility,
ethics, global marketing, market segments and targets, decision support
systems and market research, product, price, distribution and promotion
concepts and practices.
For example:

a. Explain why marketing managers should understand consumer
behavior

b. Analyze the components of the consumer decision-making process

c. Explain the consumer~s postpurchase evaluation process

d. Identify the types of consumer buying decisions and discuss the
significance of consumer involvement
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2. Comprehensive final exam essay questions that measures student's cumulative
knowledge to explain the concepts and strategy of marketing across all
functional areas.

3. Completion ofweekly homework assignments (chapter review questions) in
which students will be able to critically evaluate problems and alternative
solutions in a wide variety of consumer and business marketing organizations.

4. Marketing Plan in which students will be able to discuss and demonstrate how
marketing can be used to help business organizations succeed in their
objectives.

C. Textbooks and other Instructional Materials

1. Lamb, Hair, and McDaniel: Essentials a/Marketing, 6th Ed, Cengage
Leaming, © 2010.

2. Weekly instructor developed handouts as additional in-class instructional aids
pertinent to the marketing topic being discussed (from publications such as
Adage, Adrants, Business Week and Marketing News).

VII. TITLE 5 CLASSIFICATION
CREDITIDEGREE APPLICABLE (meets all standards ofTitle 5. Section 55002(a».
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