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中南财经政法大学课程教学大纲

Course Syllabus of

Zhongnan University of Economics and Law

	Course Title: Marketing

	Course Code
	41103013
	Semester
	Spring

	Teaching Hours
	32
	Credits
	2

	Prerequisites
	no

	Instructor Information

	Name
	Xiaofeng Liu
	Email
	Z0003827@zuel.edu.cn


	Institute
	Zhongnan University of Economics and Law

	Applicable Object
	International Students

	Course Objectives
	Upon satisfactory completion of this course, students will be able to demonstrate comprehension and application of the following skills:

1.Define the term marketing and explain its role and importance in an individual firm and the overall economy. 

2.Understand the importance of strategic marketing and know the basic outline for a marketing plan: 

   (1) Analyze the external environment to identify opportunities or challenges to a business.

   (2) Identify and classify marketing segments and targets, demonstrating the use of marketing research techniques. 

   (3) Create and use a mission statement, SWOT analysis and SMART goals. 

3.Describe the elements of the marketing mix (4Ps of marketing): 

   (1) Product: Explain the use of product mix and life cycle in a marketing strategy 

   (2) Place / Marketing Channels: Identify different marketing channels and develop distribution strategies. 

   (3) Promotion / Advertising: Describe the role of advertising and public relations in marketing a product or service. 

   (4) Pricing: List and explain a variety of pricing objectives. 

4.Create and present the components of a working marketing plan


	Course Description

(200 words)
	This course is designed to serve as an introduction to the basic principles of marketing, practices, and the application of these practices. This course examines our present-day marketing system from a managerial point of view and has a current events component to help to emphasize the marketing principles in today’s business world. Subjects covered include consumers, market research and target markets, feasibility analysis, products, promotion, channels of distribution, pricing, international marketing and use of technology in marketing.  The majority of class time will be spent in lecture discussing the various solutions to marketing cases by the application of marketing principle.


	Assessment Methods
	Presentation：making a marketing plan. 


	Textbooks and References
	Kolter, Philip, and Kevin L. Keller, A Framework for Marketing Management, 5thedition, Prentice Hall. ISBN-10: 0-13-253930-6; ISBN 13: 978-0-13-253930-6. Other editions also work well. 



	Course planning

	Chapter 1:
Introduction


	Topic 1: A Brief History of Marketing Management

Topic 2: The Concept of Marketing Management

Topic 3: How to Make Marketing Plan



	Chapter 2: Marketing environment
	Topic 1: Understand how environmental scanning studies social, economic, technological, competitive, and regulatory forces.
Topic 2: Scan the whole marketing environment and their impact on marketing
Topic 3: Understand the competitive structures that exist in a market, the role of marketing within each, and the key components of competition


	Chapter 3: Consumer Behavior
	Topic 1: Outline the stages in the consumer decision process
Topic 2: Identify major cultural influences on consumer behavior and their effects on purchase decisions
Topic 3: identify and understand the psychological that affect consumer buying decisions


	Chapter 4: Market Research
	Topic 1: Understand the necessity of marketing information system.

Topic 2: Explain components of a modern marketing information system.

Topic 3: List and define the steps in marketing research process.



	Chapter 5: Market Segmentation and Positioning
	Topic 1: Explain concepts of Market Segmentation, Market Targeting and Positioning
Topic 2: Understand what is the most common basis for constructing a product positioning strategy
Topic 3: Grasp the product positioning process


	Chapter 6: Product and branding


	Topic 1: Know the concept of product mix and how to classify the products
Topic 2: Describe the product life cycle and the characteristics of each stage.
Topic 3: Know what is brand and how to build a brand


	Chapter 7: Pricing 


	Topic 1: Discuss the key internal and external influences on price
Topic 2: Explain the most common new product pricing strategies and when to use them
Topic 3: Discuss different degrees of price discrimination and describe how they work


	Chapter 8: Place 
	Topic 1: Understand the role of distribution within the marketing mix
Topic 2: Explain what a marketing channel is and why intermediaries are needed
Topic 3: Managing differentiate among and give examples of the types of vertical and horizontal marketing systems



	Chapter 9: Promotion
	Topic 1: Understand the elements of the promotional mix
Topic 2: Describe the factors that affect the promotional mix
Topic 3: Know the basic types of advertising



