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MKT211: PRINCIPLES OF MARKETING

Syllabus :   SPRING SEMESTER  2009
Faculty name

:  Dr.Rashad Al-Saed
Phone


:   06-5441155
Email


: ralsaed@skylineuniversity.com
Office Location
:   Second Block First floor
Office Hours

:  9.00am – 1.30 pm and 6.30 to 10 pm
Prerequisite

:  ECO112 & ACC112

Number of Credits
:  3 Credits

Course Introduction:
This course is designed to introduce students to the fundamentals of marketing and to prepare them understand how organizations adopt and design different marketing approaches to acquire, retain and develop customers with the use of appropriate marketing mix of organizations.

Course Objectives:
1. Understand Marketing & other related concepts.

2. Understand the process of marketing.

3. Understand basic tools of marketing.

4. Understand how to integrate the company’s activities towards customer orientation.

Course Contents:

· Introduction to the key

· Evolution of marketing concept

· The concept of marketing mix

· Marketing Information System

· The marketing environment

· Micro Environment

· Macro Environment

· Segmenting, targeting, positioning consumers and business buying behavior
· The product concept

· Levels of product, product life cycle

· Price

· Concept of price.

· Methods of pricing.

· Distribution Management

· Types of intermediaries

· Functions of intermediaries

· Factors effecting the choice of intermediaries

· Channel effecting the choice of intermediaries

· Promotion

· Concept of communication

· Marketing Communication Mix

Core text:  

Philip Kotler & Gary Armstrong, 11th edition, Principles of Marketing, PHI Publication

References: 

Kotler Philip, Lateral Marketing, 2003, John Wiley & Sons Inc., Trias De Bes Fernandes

Dibb, Simkin, Pride, Ferell, Marketing, Houghton Mifflin, New York, U.S.A.

Bearden, William O, Ingram Thomas N, Laforge, Raymond W., Marketing Principles & Perspectives, IRWIN, Chicago.

Churchill Jr, Gilbert A, Peter Paul J. Marketing, Creating Value for Customers, IRWIN Boston.

Multimedia Sources:

· Principles of Marketing CD – Philip Kotler

· Marketing Builder Interactive CD – Jian 
· New product launch
· Consumer Behavior
· Macro Economy and How will it change. Dr. Govind Rao.
· Customer Satisfaction – Crisp Learning 

· Marketing approach

· Innovative Marketing – Rama Bijapur

· Kotler’s views on marketing.

· Calming Upset customers – Crisp learning

· Building value based leadership – Dr. Pentam. S.

· Marketing Strategy – A & B.

· Marketing 3rd – European ltd.

· Macdonalds Video – Franchising

· Marketing Caterpiller

Virtual Library Sources: 

There are around 4000 journals, articles, full-text search, newspaper articles around the world, and case studies available in the following E-library resources

www.proquest.com
www.ebsco.com
www.amsreview.org/ (free website – Academy of Marketing Science Review – its refereed academic journal ISSN 1526-1794)

www.vancouver.wsu.edu/acr/home.htm (academic consumer research and Journal of consumer satisfaction, dis-satisfaction and complaining behavior. ISSN 0899-8620

www.questia.com
www.agsm.edu.au/eajm
www.bized.ac.uk
www.swlearning.com/marketing/gitm/gitm.html
www.qub.ac.uk/mgt/pauline/uselim.htm
Journals:
· Journal of Risk Research

· Gulf Marketing Review

· Management Review

· Journal of Advertising Research

· Journal of International Business Studies

· International & Innovation Management

· ADMAP

· Cross Cultural Research

· International Journal of Tourism Research

· Harvard Business Review

· International Journal

· Advertising (quarterly review of marketing communication)

· Journal of Travel & Tourism  Research

· Annals if Tourism Research

· MIS quarterly – Management Information Systems (selected articles)

· Euro Business

· MEED

· The Economist

· Business Week

· Time

Course Policies: 

Attendance: 

Attendance is mandatory in all classes held during the conduct of a course. Absence from class/es prevents a student from getting full benefit of a course. In many courses, absence also disadvantages many or all other students in the class. Accordingly, absence can result in lower grades due to missed assignments, quizzes, exercises and examinations.

The minimum attendance required for a student to appear for the final examination in a course is 75% of the total credit hours allocated for that course.

The college acknowledges that individual circumstances may prevent a student from attending class or classes. It is the college’s policy to excuse the absence of students that result from the following causes: illness of the student, accident, death in family, participating in College activities, at the request of College authorities and compelling circumstances beyond the students’ control. However, the minimum attendance required for a student to appear for the final examination cannot fall below 50% of the total hours allocated to a course with excused absence.

The student is responsible for all materials covered and announcements made during his/her absence. Students claiming excused absence must apply in writing and furnish documentary support of their assertion that absence resulted from one of the above causes.

Enforcement of the class attendance policy lies with the faculty. However, the decision of a faculty to withdraw a student from class due to poor attendance must be approved by the Head of Academics.
Academic Dishonesty: 

Any attempt by students to copy from other student’s works (cheating) or lifting the material from published or electronic sources without appropriate referencing would be considered as dishonesty. It may result in oral warning to cancellation from module depending upon the severity of the case.
Delivery Methods:

· Lecture – Involves providing interactive delivery of lectures

· Group Discussion – This is amongst the student members for enhancing their views & discussing in the class

Assessments:  

Weight age: 

End – Term Examination 



:    30%

Continuous Assessments  



 :  70%

· Mid-Term Examination  



:   20%

· 3 Quizzes of 10% each                        

 :   30%

· One Assignment                                                    :     5%

· Attendance                                                              :    5%

· Class participation 


              :   10%

Allocation of assessment tools and their weight ages have been based on following criteria:
End –Term and Mid-Term Examination covered 50% weight age of the overall assessment   and both of these examinations aimed at assessing the students’ conceptual and operational knowledge of the subject learned at different phases

3 Quizzes with 10% weight age each aimed at assessing conceptual understanding of key international management constructs at different intervals.

One assignment at 5 % weight age aimed at providing an opportunity to students to apply their theoretical knowledge and skills into an international decision-making situation on the basis of key inputs obtained from net.

Attendance 5% and class participation with 10% weight age to check the student’s continuous involvement and interest in class room discussions. 

Assessment Schedule:

Quizzes

First Quiz

 :  Fourth Week
Second Quiz 

:   Seventh Week
Third Quiz    

 :  Twelfth   Week

Assignment: 

Release Date 

:  Second Week
Submission Date
:  Seventh week and Fourteenth week
Grades:

90% +     
:    A

80 – 89%
:    B

70-79%           :    C

60-69 %
:    D

<60% 

:    F

Non-submission penalties: 

No extension will be provided to the students beyond the submission date.  Consideration will be given only for those under mitigating circumstances. 

The same policy will be followed in case of students who miss any of the class quizzes.

Class Schedule:

WEEK – 1
JAN 18th – 22nd Jan                       

Chapter-1
MARKETING: MANAGING PROFITABLE CUSTOMER 
                         RELATIOHNSHIPS

WEEK – 2      Jan 25th – 29th Jan
Chapter-3
THE MARKETING ENVIRONMENT
WEEK – 3
Feb 1st – 5th Feb

Chapter – 5  
CONSUMER MARKETS AND CONSUMER BUYER BEHAVIOR
                                         Quiz - 1





WEEK – 4   
Feb 8th – 12th Feb

Chapter – 6
BUSINESS MARKETS AND BUSINESS BUYER BEHAVIOR
WEEK – 5        Feb 15th – 19th Feb 

Chapter 7 
SEGMENTATION, TARGETING AND POSITIONING: BUILDING    THE RIGHT RELATIONSHIPS WITH RIGHT CUSTOMERS
WEEK – 6         Feb 22nd – 26th Feb

Chapter 8
PRODUCTS, SERVICES, AND BRANDING STRATEGY

WEEK – 7
Mar 1st – 5th Mar

Chapter 9 
NEW PRODUCT DEVELOPMENT AND PRODUCT LIFECYCLE STRATEGIES

                                               Quiz – 2 

WEEK – 8      Mar 8th – 12th 

Chapter-10 
PRICING PRODUCTS: PRICING CONSIDERATIONS AND APPROACHES 

Week – Nine:         Mar 15th – 19th Mar

                 Mid-Term Examinations
WEEK – 10
Mar 22nd – 26th Mar

Chapter – 11 
PRICING PRODUCTS: PRICING STRATEGIES

WEEK – 11        Mar 29th – 2nd April

Chapter 12
MARKETING CHANNELS AND SUPPLY CHAIN MANAGEMENT Quiz – 3       
WEEK – 12    April 5th – 9th April

Chapter 14
INTEGRATED MARKETING COMMUNICATIONS STRATEGY

WEEK – 13
 April 12th – 16th April

Chapter -15 ADVERTISING, SALES PROMOTION AND PUBLIC RELATIONS    

Week – 14      April 19th – 23rd April

Chapter – 16 PERSONAL SELLING AND DIRECT MARKETING 

WEEK – 15              April 26th – 30th April

                             REVIEW & DISCUSSION 

WEEK – 16      May 3rd – 7th May

                                       Final examination
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