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Required Textbook
Principles of Marketing, 14th Ed. by Philip Koetler and Gary Armstrong.
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Course Description

This course serves as a foundation course that introduces students to an understanding of both the consumer and business markets. The importance of pricing strategies, marketing channels, communicating customers, and approaches necessary to market goods and services in a domestic and global environment are discussed from the different perspectives. Moreover, this course utilizes a universal, analytical approach to solving marketing problems at the executive marketing and managerial level. Students will participate in the case analysis to improve their skills and experience in the decision-making process.

Learning Objectives
1. Demonstrate the ability to understand and creatively analyze information by utilizing marketing frameworks to solve given marketing problem and provide recommendations.

2. Provide information about marketing problems, construct strategic solutions, and endorse effective tactical plans to demonstrate students’ knowledge on integrated marketing concepts.

3. Demonstrate the ability to work in groups and successful team management by conceived and created through team collaboration.

4. Examine the concept of marketing management
5. Show awareness and sensitivity for the global nature of marketing and markets, by considering diverse points of view, and adapting to unique market requirements.

Course Requirements

1.) Assignments (10%) 3 homework assignments will be assigned over the course of the semester.
2.) Mid-term (30%) The mid-term will be an in-class exam designed to assess student facility with concepts. There may be some objective format items such as multiple choice.
2.) Term Project (20%) Each project must be developed and completed by each student without the help of others. The purpose of the project is to reinforce the application of concepts discussed in class. Unless the professor says otherwise, each project is due in two weeks.
3.) Final (40%) The final exam will be a semi-comprehensive exam comprised of concepts and applications discussed in class.
NOTE: Students are always responsible for weekly reading assignments listed in this syllabus after coming to class. Notes distributed in class and textbook material are to be read following the class lecture in which the topics were discussed. 
Grading Criteria

-Assignments %10 

-Mid-Term %30

-Term Project %20 
- Final %40

Attendance Policy

Attendance is important to stay on top of class material and homework assignments. Students are encouraged to come to class, but are left with the responsibility of managing their own attendance. Attendance will be taken for the purpose of explaining poor performance should the need arise.

Evaluation Policy

Students will be allowed to make-up an exam or submit homework or other assignments beyond a deadline only with written documentation (e.g., doctor’s letter) for extenuating circumstances covered under Zirve University policy.

Caveat

The instructor reserves the right to change the schedule, assignments, and/or evaluation criteria throughout the semester. Any changes will be announced to the class with sufficient notice to prepare for the changes. It is your responsibility to keep informed about discussion topics and assignments. If in doubt, check with your instructor.

Tentative Agenda




Topic 






Assigned Reading ________________________________________________________________________
 Week 1: 
Pricing Strategies






Chapter 11 
Week 2: 
Marketing Channels: Delivering Customer
 

Chapter 12



Value 
Week 3:
Retailing and Wholesaling 





Chapter 13


Forming groups and selecting project topics (due)
Week 4:
Communicating Customer Value:  İntegrated

Chapter 14



Marketing Communications Strategy
Week 5:
Advertising and Public Relations



Chapter 15
Week 6:
Personal Selling and Sales Promotion 



Chapter 16 
Week 7: 
*** Midterm exam*** (November 7, 2013)
Week 8:
Direct and Online Marketing




Chapter 17




Submit the draft of the term project 




Week 9:
Creating Competitive Advantage



Chapter 18
Week 10:
The Global Marketplace
 




Chapter 19
Week 11:
Sustainable Marketing: Social 




Chapter 20



Responsibility and Ethics  





Week 12:
Presentations
Week 13:
Preparation to Finals and Discussions of topics


Review related to final exam 







Week 14:
*** Final Exam *** (January 2, 2013)
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