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	MKT 301 - Principles of Marketing
	Credit: 3(3,0,0)


Instructor: 
Mr Mahmoud Achouri
Office:      
A 255
Phone:       
01 494 8673
Email: 

machouri@fnm.psu.edu.sa
Class sessions: SMW: 9:00-10:00 & 10 :00-11 :00
Course Description:

Principles of Marketing (MKT 301) takes a theoratical and practical approach to marketing, it is an introductory course which covers the basic marketing principles. Special Emphasis is given to the understanding marketing & the marketing process , assessing opportunities on a dynamic marketing environment , as well as developing marketing strategy and the marketing mix .

Areas covered in the course include: Defining Marketing & Marketing Process, The Marketing Environment, Managing  Marketing Information, Consumer Markets & Consumer Buyer behaviour, Product & Services Strategy, New–Product Development & Product Life Cycle Strategies,  Pricing Products,  Marketing Channels, Retailling & Wholesaling, & Integrated Marketing Cpmmunications.  

Course objectives:

This course is intended to create an effective teaching and learning environment through  understanding the marketing principles and concepts and how these concepts are applied in actual  marketing management practice  in an easy to grasp , lively , and enjoyable way. 

The course  also  aim to build marketing knowledge , improve  marketing skills and enhance positive attitude toward the functions of marketing, this course is caring  to accomplish the following major objectives:

· To acquire knowledge of marketing terminology

· To have a foundation  of marketing principles with which proper business decisions can be made.

· To provide students with opportunities to practice and refine their oral and other communication skills.

· To have a wide back ground knowledge in marketing which will assist students to prsue  their  advanced studying courses in marketing.

· To assist students acquiring a strong foundation in marketing theory plus the ability to apply concept to business situations and their individual lives.

· To encourage students to extend their learning horizons beyound the class room through discussion of current marketing events and drawing on their experiences through marketing projects which will emphasis on sharing knowledge & skills as a mean of devloping a supportive classroom environment..

· To develop the ability to apply course contents in solving marketing problems

· To actively promote the consideration of a career in marketing as a rewarding, challenging, exciting and socially valuable option

Course materials:
Text Book:
      Philip Kotler & Gary Armstrong, Principles Marketing : 12th Edition, New York, Prentice Hall , 2008.
Course Format:

This course will be conducted in a lecture and in a discussion format. Each lecture will contain a number of exercises and/or study questions. The lecture will be introduced using power Point presentation & video films. Open discussion, and  student’s ctivities on marketing projects  are essential part of  the course.

Evaluation:

To receive credit for MKT 301, a student has to fulfill the following requirements:

 Assignments & a Project


20%

 Major 1 & Major 2



30%

 Final Exam




40%

 Class participation and Attendance

10%

Assignments & projects:
Assignments will be given throughout the semester; it will mainly consist of questions & solving proplems. Each student will have the opportunity to handle individual project as well as sharing other students in discussion  projects in certain  marketing topics.
Exams:

There are Three examinations for the semester, Two major exams  and Final Exam.
Class participation & attendance:

Class participation is a crucial part of the course which will take place during lectures, discussion on marketing topics  , case analyses and students’ activity in projects, & will be evaluated on regular bases. Absence from class means no participation, which means a  lower final grade.

Course Contents

	Week
	Suubjects

	1
	Introduction:                                                                                                        Chapter 1

 What Is Marketing                                                                                  

 Understanding the Marketplace & Consumer Needs

 Designing a Customer-Driven Marketing Strategy


	2
	Managinc Profitable Customer relationships:                                                     Chapter 1
 Marketing Management Orientation                                              
 Building Customer Relationships

 The New Marketing Landscape

	3
	Company & Marketing strategy:                                                                                        Chapter 2            

Partnering to Build Customer Relationships


	4


	The Marketing Environment::                                                                                           Chapter 3
 The Company’s Microenvironment

 The Company’s Macroenvironment



	5
	Managing Marketing Information:                                                                                 Chapter 4
· Assessing Marketing Information Needs

· Developing Marketing Information

· Analysing Marketing Information

· Distributing & Using Marketing Information

	6

	Business Marketsand Business buyer behaviour:                 
   Chapter 6                                                                                                        

· Characteristics Affecting Consumer Behaviour
· Types of Buying Decision Behaviour
· The Buyer Decision Process

	7
	Customer Driven Marketing Strategy:
Chapter 7

· Market Segmentation

· Market Targetting

· Differentiation and positioning

	8
	Product & Services & Branding Strategy:                                                                     Chapter 8
 What is a Product? 
 Product & Service Decisions
 Branding Strategy

	9
	New –Product Development & Product Life Cycle Strategies:                         
Chapter 9
 New-Product Development Strategies
 Product Life-Cycle Strategies


	10 &11
	Pricing Consideration & Strategies:                                                                             Chapter 10&11
 What is a Price?

 Factors to Consider When Setting Prices

 General Pricing Approach

 New-Product Pricing Strategies



	12
	Marketing Channels& Supply Chain Management:                                               Chapter 12                       
 Supply Chains & the value Delivery Network

 The Nature & Importance of Marketing Channels

 Channel Behavior & Organization

 Channel Design Decisions &Channel Management Decisions

 Marketing Logistics & Supply Chain Management



	13
	Retailling & Wholesaling:                                                                                                Chapter 13
 Retailing

 Wholesailing



	14
	Integrated Marketing Communication(I):                                                                    Chapter 14
 The Marketing Communication Mix

 A View of the Communication Process
 Setting the Overall Communication Mix



	15
	Integrated Marketing Communication(II):                                                                 Chapter 15
 Advertising

 Sales Promotion

 Puplic Relations


	16
	Integrated Marketing Communication(III):                                                                Chapter 14
 Personal Selling

 Directe Marketing 

 E-Marketing

	
	Projec Presentationt:                                                                                                                                     
 Developing a Marketing Plan



	Final Exam
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