HIBBING COMMUNITY COLLEGE

COURSE OUTLINE
COURSE TITLE & NUMBER:  Principles of Marketing:   BUS 2500 
CREDITS:  3  (Lecture 3 / Lab 0)

PREREQUISITES:  None
CATALOG DESCRIPTION:

Principles of Marketing is a foundational course in the study of business.  This course introduces students to marketing terms, concepts, and principles. Students learn how to identify target markets and develop market strategies to meet the needs of local, national and international markets. Students in this course will develop a marketing plan.
OUTLINE OF MAJOR CONTENT AREAS:

I.   Strategic Planning 
A. Marketing Plan

B. Competitive Advantage

C. Marketing Strategy

II.   External Marketing Environment
III.   Marketing Ethics

A. Behavior

B. Decision Making

IV.   Marketing to consumers

A. Consumer decision making process

B. Types of consumer buying decisions

C. Factors influencing consumer buying decisions

V.   Business Marketing 

A. Types of business customers

B. North American Industry Classification system

C. Types of business products

D. Business buying behavior

VI.   Segmenting Markets

A. Segmenting business markets

B. Segmenting consumer markets

C. Target market strategies

D. Positioning
VII.   Innovation 
A. Creativity
B. From concept to Practice
C. Profitability
VIII.  Product  

A. Product lines and mixes

B. Branding

C. Packaging

D. New process development

E. Product life cycle

IX.  Service Marketing

A. Marketing Mixes

B. Service Quality

C. Non-Profit organizations

X.   Distribution Channels

A. Channel intermediaries and their functions

B. Channel Structures

C. Logistics

XI.   Promotion
A. Promotional mix

B. Integrated marketing communications

XII.   Pricing 

A. Pricing Objectives

B. Pricing Strategy

C. Legalities and ethics in pricing

COURSE GOALS/OBJECTIVES/OUTCOMES:

The student will:
1. define the term marketing. 

2. discuss the differences between sales and market orientations. 

3. describe the marketing process. 

4. understand the basic outline for a marketing plan. 

5. develop an appropriate business mission statement. 

6. explain the components of a situation analysis. 

7. identify sources of competitive advantage. 

8. identify strategic alternatives. 

9. evaluate target market strategies. 

10. describe the elements of the marketing mix. 

11. evaluate the external environment of marketing.
12. describe the social factors that affect marketing. 

13. explain the importance of current demographic trends. 

14. explain the importance of multiculturalism and growing ethnic markets. 

15. evaluate the political and legal environment of marketing. 

16. explain the basics of foreign and domestic competition. 

17. describe the role of ethics and ethical decisions in business. 

18. discuss corporate social responsibility.
19. explain the consumer's post-purchase evaluation process. 

20. identify the types of consumer buying decisions. 

21. understand the cultural factors that affect consumer buying decisions. 

22. understand the social factors that affect consumer buying decisions. 

23. explain the psychological factors that affect consumer buying decisions.
24. describe business marketing. 

25. explain relationship marketing and strategic. 

26. identify the four major categories of business market customers. 

27. explain the North American Industry Classification System. 

28. explain the major differences between business and consumer markets. 

29. describe the seven types of business goods and services. 

30. describe the characteristics of markets and market segments. 

31. explain the importance of market segmentation. 

32. evaluate criteria for successful market segmentation. 

33. describe the bases commonly used to segment consumer markets. 

34. describe the bases for segmenting business markets. 

35. list the steps involved in segmenting markets. 

36. explain alternative strategies for selecting target markets. 

37. define the term product. 

38. classify consumer products. 

39. define the terms product item, product line, and product mix. 

40. describe marketing uses of branding. 

41. describe marketing uses of packaging and labeling. 

42. describe the categories of new products. 

43. explain the steps in the new-product development process. 

44. explain the concept of product life cycles. 

45. explain the importance of services to the economy. 

46. explain the differences between services and goods. 

47. develop marketing mixes for services. 

48. explain relationship marketing in services. 

49. explain internal marketing in services. 

50. describe nonprofit organization marketing. 

51. explain what a marketing channel is and why intermediaries are needed. 

52. define the types of channel intermediaries. 

53. describe  channel structures.  

54. define supply chain management. 

55. explain channel leadership, conflict, and partnering. 

56. describe the logistical components of the supply chain. 

57. explain the role of promotion in the marketing mix. 

58. explain the elements of the promotional mix. 

59. describe the communication process. 

60. explain the goals and tasks of promotion. 

61. explain the AIDA concept and its relationship to the promotional mix.
62. explain the concept of integrated marketing communications.
63. list and explain a variety of pricing objectives.
64. explain the role of demand in price determination .
65. describe cost-oriented pricing strategies. 

66. identify the legal and ethical constraints on pricing decisions.
67. evaluate product line pricing .
68. evaluate innovation models.
69. explain how to develop an idea.
70. explain how to move from idea stage to implementation.
71. Determine profitability of innovation.
STUDENT CONTRIBUTIONS:

Students are expected to attend class sessions, participate in activities and discussions, listen to and follow directions, complete assignments in a timely fashion, request assistance when needed, and contribute to a productive learning environment.  Students should expect to spend three to six hours per week preparing for class.
METHODS FOR EVALUATING STUDENT LEARNING:

Grades will be determined by tests, class activities, homework, oral presentations, and a term project.
HCC Core Competencies: Thinking Creatively and Critically  
AASC APPROVAL DATE:  March 18, 2009

REVIEW DATE:  March  2014
BUS 2500:  so

031809
PAGE  
4
BUS 2500

Hibbing Community College, a technical & community college

an equal opportunity educator & employer

