Course: Principles of Marketing                     Instructor: Micheal Humphries

	SECTION A

	Principles of Marketing
	Course Title/Number
	A1

	Maalot Educational Network
	Name of Organization
	A2

	Maalot Educational Network
	Unit/Division
	A3

	Jerusalem and other authorized sites
	Location 
	A4

	No
	Previously Reviewed by PONSI
	A5

	Yes. From September 2009/2010
	Backdated Credit
	A6

	First Offered: August 1994, Recently Offered: September 2009 
Substantially Revised: 
	First Offered / 

Substantially Revised
	A7

	Yes
	Developed by Staff
	A8

	SECTION B

	No
	Multiple Sections on one site?
	B1

	39 Clock hours, 3 hours per week for 13 weeks
	Total Course Hours / Distribution of Hours
	B2

	Instructional method

Lecture: 100%

Workshops/Projects
Textual preparation: NA% 

Other homework: 3-5 hours
	Instructional Format
	B3

	Examinations: 50%

Classroom discussions: 10%            

Homework: 40%
	Method Of Evaluation
	B4

	SECTION D

	Letter Grades only.
	Recording of Grades
	D1

	
	C: 70-76
	B: 84-86
	A: 95-100
	
	

	
	D: 60-69
	B-: 80-83
	A-: 90-94
	
	

	
	Below 60 - Fail
	C+: 77-79
	B+: 87-89
	
	

	Formal education: Record of successful completion of four years high school (or its equivalent).

	Prerequisites
	D2

	Number of Students per Year: 10 
Average class size: 10

Audience: Students
	Students/Participants
	D3

	Students are expected to fill out an anonymous evaluation questionnaire at the end of the semester.
	Learning Experience Evaluation
	D4

	MA and commensurate experience.
	Instructor/Developer Qualifications
	D5

	A parallel course is offered in every undergraduate business curriculum. Texts and materials are similar to those employed in most undergraduate colleges.


	Colleges that have awarded credit
	D6

	SECTION E

	Principles of Marketing
	Course Title/Number
	E1

	39 Clock hours, 3 hours per week for 13 weeks
	Total Course Hours / Distribution of Hours
	

	Upon successful completion of this course, the student will be able to: discuss the concept of marketing in the contemporary environment, understand the different types of markets (for profit, non-profit, local, national and global), categories of markets as defined by different consumer groups, the science of consumer behavior studies in particular and market research in general.  More importantly, the student will understand that marketing is about understanding consumer wants and needs, and how to satisfy those needs in a profitable and ethical manner. 
	Student Learning Objectives
	

	Marketing is an established and well-defined area of study in the undergraduate business school. As such, there are many excellent texts that cover the main issues outlined above. Any contemporary, quality text can be used as the core text. Currently this course uses:

Introducing Marketing, (2010), The Global Text Project
Dr. John Burnett, James Madison College, University of Kentucky, Texas Tech University, Texas A&M University, and The University of Denver
Instructors are encouraged to use quality, contemporary texts and to consider supplementing the core text with a selection of appropriate professional readings in areas of interest. Alternative texts must be approved by the Academic Coordinator for Business Subjects, Zaidner Institute, Jerusalem
	Required Readings
	

	An average score of 70% qualifies for a grade of C and constitutes a pass.


	Assessments
	

	Major topics covered in the course are: marketing research, consumer behavior, external environment, the global market, and pricing. 
	Topics
	

	Lecture 1: Chapter 1:    
Introducing marketing 
Key Concepts:

Marketing: definition and justification 
Keys to marketing success 
Lecture 2: Chapter 2
Understanding and approaching the market 
Key Concepts:

Defining the market
Types of markets
Approaching the market
Lecture 3: Chapter 3
 Marketing research: an aid to decision making
Key Concepts:
The nature and importance of marketing research
What needs researching in marketing?.

Procedures and techniques in marketing research
Conducting the research
Processing the data
The value of marketing research.
Homework 1
Lecture 4: Chapter 4:    
Understanding buyer behavior 
Key Concepts:

Till death do us part

Buyer behavior and exchange
Buyer behavior as problem solving 
Organizational buyer behavior 
Lecture 5: Chapter 5:    
External considerations in marketing
Key Concepts:
External factors that affect planning
Lecture 6: Chapter 6: 
Marketing in global markets
Key Concepts:

Defining international marketing
Standardization and customization 

Reasons for entering international markets
Reasons to avoid international markets
The stages of going international
The international marketing plan 
The international marketing environment
Homework 2
Lecture 7: Chapter 7  
Introducing and managing the product
Key Concepts:

Defining the product

Classification of products

Product planning and strategy formulation 
Lecture 8: Chapter 8 

Communicating to mass markets
Key Concepts:

The role of IMC (Integrated Marketing Communications)
The objectives of marketing communication
How we communicate

Designing an IMC strategy

Understanding advertising

Sales promotion and public relations
Lecture 9: Chapter 9 
Pricing the product
Key Concepts:

Price defined: three different perspectives

Pricing objectives

Developing a pricing strategy
New product pricing
Price lines
Price flexibility
Price bundling
Psychological aspects of pricing
Alternative approaches to determining price
The future of pricing
Homework 3

Lecture 10: Chapter 10:  
Channel concepts: distributing the product 
Key Concepts:

The dual functions of channels
The evolution of the marketing channel
Flows in marketing channels
Functions of the channel

Channel institutions: capabilities and limitations
Organizing the channel

The channel management process
The human aspect of distribution
Session 11: Review for Final Exam

Session 12: Final Exam


	Roadmap

The outline is ambitious, and we may not get to everything.  But we will try. Some of the Lectures will require more than one session. 
[image: image1.png]WHAT MARKETING IS AND HOW IT’'S USED

PRODUCT PRICE PROMOTION PLACE

Procedures Set it at Brochures, How and
to ensure the a level ads, and where products
products are comparable to information to are distributed
ready for selling competitors generate interest to sell

Q) the balance




[image: image2.jpg]



	

	January 2020
	Date roadmap revised:
	


Page 1 of 6

