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Course Title:
Principles of Marketing

Course Code: FS300
Credits: 3
Teaching hours: 48
Prerequisites:
Semester: Fall and Spring Semester

Lecturer’s Information:
Name: Mr. Deng Yuhua
Office Hour: after class or per Email
E-mail: dengyuhua@hotmail.com
Mobile: 18679111906

Course Description:

This course is an introduction to marketing that teaches the basic principles of
marketing and related practical knowledge. As such, it takes a central role within the
curriculum. It expounds the basic theories and methods of modern marketing science.
Its main contents include: the concept of marketing, marketing management process;
corporate marketing activities; market demand analysis; consumer behavior; purchase
decision analysis and methods of market segmentation and selection of target markets,
market positioning strategy; corporate marketing strategy (including product strategy,
pricing strategy, channel strategy and promotional strategies); marketing, organizing,
directing, coordinating and controlling measures or methods to be taken; the analysis
on the characteristics, environment, strategy and organization form of the
international marketing; the evolution and development of marketing theory.

Aims and Objectives:

This is an overview course which explores the role of marketing within individual
firms and within society as a whole. As such, we will examine a variety of concepts,
functions and institutions that are involved in the process of marketing: developing,
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promoting, pricing and distributing products and services to consumer and business
markets, in this country and internationally. The specific course objectives are to:
1. Provide an overview of marketing concepts, processes and decision-making
2. Identify environmental variables that affect marketing decisions, including

social/cultural, competitive, technological, legal and ethical factors.
3. Identify information needs and the role of market research in decision making
4. Provide a forum for analyzing marketing processes, the selection of target

markets and the development of appropriate marketing strategies and tactics, both
here and in other countries.
5. Help develop analytical skills as they apply to marketing issues and concepts,

and the ability to recommend appropriate solutions to marketing problems.
6. Assess and appreciate the pervasiveness of marketing in China and in other

countries, in both for-profit and not-for-profit settings.

Teaching Methods:

Teaching methods will involve a combination of formal lectures, group work, case
study, presentation, multimedia and field study.
Students will be encouraged to explore the application of concepts learned through the
use of contemporary case.

Assessment:

Final Examination 70%
Class participation and performance, and homework assignments 20%
Attendance Check 10%
Total 100%
To achieve a pass grade in this course, students must obtain 60% or more as an
aggregate mark on the assessment.

Examination content:
150-minute examination at the end of the summer semester. The examination is
designed to cover the learning outcomes and to test skill development. Questions are
set not only to test students’ basic comprehension of the syllabus but also their ability
to apply such knowledge in particular contexts.
Class participation and performance, and assignment:
The assessment of Class participation and performance is provided through the class
and tutorials in which students are required to present through case studies and to
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formally feedback view. Assignment assessment is based on its quality and timeliness.

Your Input:

Including time spent in lectures and classes, you should expect to spend an average of
approximately 10 hours per week on this course. You will be expected:

 to review your lecture notes and follow up references on each lecture topic;

 to prepare for each class discussion in advance by reading and preparing
outline answers to questions and notes to form the basis of discussion;

 to work through lecture notes and other material regularly to check your
understanding of the concepts and models discussed, and to raise any
difficulties with your class tutor or lecturer;

Course outline:

1. Marketing: Creating and Capturing Customer Value

1.1 Define marketing and outline the steps in the marketing process.

1.2 Explain the importance of understanding customers and identify the five core
marketplace concepts

1.3 Identify the elements of a customer-driven marketing strategy and discuss the
marketing management orientations.

1.4 Discuss customer relationship management and creating value for and capturing
value from customers

1.5 Describe the major trends and forces changing the marketing landscape.
2. Company and Marketing Strategy: Partnering to Build Customer

Relationships

2.1 Explain strategic planning

2.2 Describe business portfolios and growth strategies

2.3 Detail marketing’s role in strategic planning

2.4 Describe elements of customer-driven marketing strategy

2.5 List the marketing management functions.

3. The Marketing Environment
3.1 Understand environmental forces
3.2 Learn how demographic and economic factors affect marketing
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3.3 Identify trends in the firm’s natural and technological environments
3.4 Explore key changes in political and cultural environments
3.5 Realize how companies react to the marketing environment
4. Managing Marketing Information
4.1 Explain the importance of information to the company
4.2 Define the marketing information system
4.3 Outline the steps in the market research process
4.4 Explain how companies analyze and distribute information
4.5 Discuss special issues facing market researchers.
5. Consumer Markets and Consumer Buying Behavior

5.1 Define the consumer market and construct model of consumer buying behavior

5.2 Name the four factors that influence buyer behavior

5.3 List and define the types of buying decision behavior and stages in the process

5.4 Describe the adoption and diffusion process for new products;

5.5 The type characteristics and nature of transportation.
6. Business Markets and Business Buyer Behavior
6.1 Define the business market and how it differs from consumer markets
6.2 Identify the major factors that influence business buyer behavior
6.3 List and define the steps in the business buying decision process
6.4 Compare the institutional and government markets and explain how they make

their buying decisions.
7. Segmentation, Targeting, and Positioning
7.1 Learn the three steps in target marketing: market segmentation, target marketing,

and market positioning
7.2 Understand the major bases for segmenting consumer and business marketing
strategy
7.3 Know how companies identify attractive market segments and choose target

marketing strategy
7.3 Realize how companies position their products for maximum competitive

advantage in the marketplace.
8. Product, Services, and Branding Strategy

8.1 Understand products and the major classifications of products and services

8.2 Learn the decisions companies make regarding their products and services

8.3 Understand branding strategy

8.4 Identify the four characteristics that affect the marketing of a service
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8.5 Realize additional product issues.

9. New-Product Development and Life-Cycle Strategies
9.1 Learn how companies find and develop new-product ideas
9.2 Understand the steps in the new-product development process
9.3 Know the stages of the product life cycle
9.4 Realize how marketing strategies change during the product’s life cycle.
10. Pricing Products

10.1 Identify and define the internal factors affecting a firm’s pricing decisions

10.2 Identify and define the external factors affecting pricing decisions, including
the impact of consumer perceptions of price and value

10.3 Contrast the three general approaches to setting prices.

10.4 Describe the major strategies for pricing imitative and new products

10.5 Understand how companies find a set of prices that maximize the profits
from the total product mix

10.6 Learn how companies adjust their prices to take into account different types
of customers and situations

10.7 Explore the key issues related to imitating and responding to price changes.

11.Marketing Channels and Supply Chain Management

11.1Explain why companies use distribution channels and understand the functions
that these channels perform.

11.2Learn how channel members interact and how they organize to perform the work
of the channel.

11.3Identify the major channel alternatives that are open to a company.

11.4Comprehend how companies select, motivate, and evaluate channel members.

11.5 Discuss the nature and importance of marketing logistics and integrated
supply chain management.

12. Retailing and Wholesaling

12.1 Understand the roles of retailers and wholesalers in the marketing channel.

12.2 Know the major types of retailers and marketing decisions they face.

12.3 Know the major types of wholesalers and the marketing decisions they face.

13. Integrated Marketing Communications Strategy

13.1 Know the tools of the marketing communications mix.
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13.2 Understand the process and advantages of integrated marketing
communications.

13.3 Learn the steps in developing effective marketing communications.

13.4 Understand methods for setting promotional budgets and the factors that
affect the design of the promotion mix.

14. Advertising, Sales Promotion, and Public Relations

14.1 Understand the roles of advertising, sales promotion, and public relations in
the promotion mix.

14.2 Know the major decisions involved in developing an advertising program.
14.3 Learn how sales promotion campaigns are developed and implemented.
14.4 Learn how companies use public relations to communicate with their publics.
15. Personal Selling and Direct Marketing
15.1 Understand the role of a company’s salespeople in creating value.
15.2 Know the six major sales force management steps.
15.3 Understand the personal selling process, and how to distinguish between

transaction-oriented marketing and relationship marketing.
15.4 Learn about direct marketing and its benefits to customers and companies.
15.5 Know the major forms of direct marketing.

Text Books and Indicative Reading List:

Philip Kotler, Gary Armstrong, Principles of Marketing 13th Ed, 2011, Prentice Hall
Philip Kotler, Marketing Management 12th Ed, 2000, Prentice Hall
Michael E. Porter, Competitive Advantage, 1998, the Free Press
Michael E. Porter, Competitive Strategy, 1998, the Free Press
Journal of Marketing
Journal of Marketing Research


