

Click to add your logo
	

[image: A black background with blue text

AI-generated content may be incorrect.]	



Introduction to Marketing: Syllabus

Instructor Name:				Course Code:
Email:						Semester & Year:
Office Location:
Office Hours:

Course Overview
This course offers a comprehensive exploration of marketing, focusing on both foundational concepts and advanced strategies for delivering products to customers. Students will gain an understanding of contemporary marketing terms, theoretical models, and innovative research methods essential for effective marketing practice. Key topics include strategic marketing fundamentals, buyer behavior, market segmentation, and the critical elements of the marketing mix: product, pricing, distribution, and promotion.

Students will enhance their skills in implementing marketing models and analyzing marketing research results, equipping them to make informed managerial decisions. The course also addresses the social and ethical issues that influence marketing practices, encouraging students to consider the broader impact of their marketing strategies on society and the environment.

By aligning with the United Nations Sustainable Development Goals (SDGs), this course emphasizes the importance of responsible marketing in creating sustainable value for organizations and society. It integrates the Principles for Responsible Management Education (PRME), promoting ethical considerations and innovative practices that contribute to social well-being and sustainable development.

Course Objectives:
By the end of this course, students will:
1. Comprehend core marketing concepts, including the marketing mix, market segmentation, targeting, and positioning.
2. Analyze consumer and business buyer behavior, evaluating the factors influencing purchasing decisions and their implications for marketing strategies.
3. Conduct market research by applying appropriate methodologies to gather, analyze, and interpret data for decision-making.
4. Develop strategic marketing plans integrating product development, pricing strategies, distribution channels, and promotional tactics.
5. Assess global marketing opportunities, examining cultural, economic, and legal considerations.
6. Evaluate the ethical and social responsibility implications of marketing strategies.
7. Utilize digital marketing tools to enhance consumer engagement.
8. Apply critical thinking to marketing challenges, adapting strategies to dynamic environments.

Course Prerequisites
No formal prerequisites. Basic understanding of business principles is recommended but not required.

Meeting Times and Locations
Day(s) of the week: [Insert Days]
Time: [Insert Time]
Classroom: [Insert Classroom]
Building: [Insert Building]

Required Materials
Textbooks/Readings

Technology
· Access to the university’s Learning Management System (LMS).
· Microsoft Office Suite (Word, Excel, PowerPoint).

Supplementary Resources
· Selected academic journal articles and industry reports.
· Relevant multimedia resources (e.g., TED Talks, Harvard Business Review videos).









Grading Policy

	Assessment Style
	Percentage of Final Grade

	Class Participation 
	

	Assignments
	

	Quizzes/Exams
	

	FInal Project/Paper
	



Grading Scale


Course Policies
Attendance and Participation
Active participation is required. Students are encouraged to engage in discussions and group activities. Excessive absences may impact final grades.

Late Work
Late assignments will incur a penalty unless prior arrangements are made with the instructor.

Academic Integrity
Plagiarism or cheating will result in disciplinary action in accordance with university policies.

Accommodations
Students requiring accommodations for disabilities must contact the university’s accessibility services office and inform the instructor at the beginning of the semester.

Course Schedule:
Week 1: 
· Lesson 1: Understanding Marketing and the Marketing Mix
· Lesson 2: Market Segmentation and Targeting
· Lesson 3: Consumer and Business Buyer Behavior

Week 2: 
Lesson 4: Positioning and Differentiation Strategies
Lesson 5: Integrated Marketing Communications (IMC)
Lesson 6: Creative Problem Solving in Marketing Using LEGO Bricks
	
Week 3: 
Lesson 7: Understanding Consumer Decision-Making
Lesson 8: Effective Market Segmentation Strategies
Lesson 9: Developing a Unique Value Proposition (UVP) and Brand Positioning
Week 4: 
Lesson 10: Understanding Motivation Theories in Marketing
Lesson 11: Summative Assessment on Marketing Theories and Strategies
Lesson 12: Collaborative Marketing Strategy Development
Week 5: 
Lesson 13: How Organizational Culture Shapes Marketing Strategies
Lesson 14: Exploring the European Approach to Digital Marketing Strategies
Lesson 15: The Role of Ethics in Marketing Practices
Week 6: 
Lesson 16: Integrating Corporate Social Responsibility in Marketing Strategies
Lesson 17: Strategies for Effective Global Marketing
Lesson 18: Gamified Learning: Exploring the Role of Technology in Marketing
Week 7: 
Lesson 19: Leveraging Cultural Insights for Marketing Success
Lesson 20: Sustainability-Driven Marketing Practices
Lesson 21: Starting the Sustainability-Driven Marketing Project
Week 8: 
Lesson 22: Refining Sustainability-Driven Marketing Strategies
Lesson 23: Final Presentations of Sustainability-Driven Marketing Strategies
Lesson 24: Final Presentations of Sustainability-Driven Marketing Strategies

Week 9: 
Lesson 25: Applying Design Thinking to Marketing Strategies
Lesson 26: Case Study Analysis: Solving Marketing Challenges
Week 10: 
Lesson 27: Role Playing Marketing Decision Making
Lesson 28: Applying Marketing Strategies
Lesson 29: Customer Journey Mapping
Week 11: 
Lesson 30: Design Thinking in Marketing
Lesson 31: Case-Based Learning – Evaluating Marketing Strategies
Lesson 32: Role-Playing in Marketing Strategy
Week 12: 
Lesson 33: Simulation-Based Learning in Marketing Strategy
Lesson 34: Debate-Based Learning – Marketing Strategies
Lesson 35: Capstone Project Introduction
Week 13: Capstone Project
Lesson 36: Market Research and Strategy Development
Lesson 37: Marketing Communication Plan Development
Lesson 38: Final Project Work Time
Week 14: Capstone Project
Lesson 39: Final Presentations
Lesson 40: Final Project Submission and Reflection
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