Course Format
College of Management, National Sun Yet-Sen University
	Chinese Course Title
	行銷管理與研究
	課號
	M4010105

	English Course Title
	Marketing Management and Research

	Class Format
	Elective
	Requirement
	none
	Department
	B.M.

	Instructor
	Chun-Tuan Chang
	Credit
	3

	Course Objectives

	This course aims to develop your critical understanding of marketing concepts and theoretical frameworks; of how these are applied across a range of businesses and non-profit organizations; and of the societal implications of marketing practice.

On completion of this course, you should be able to:

1. define key marketing terms and concepts addressed in the course 

2. explain the relationship between marketing strategy, target markets and the marketing mix 

3. describe decision-making processes and frameworks related to the selection of marketing strategies, target markets and marketing mixes 

4. explain the role of each element of the marketing mix in influencing consumer behavior and achieving organizational goals 

5. explain how elements of the marketing environment may influence consumer demand and marketing ctivities 

6. discuss concerns about the role of marketing in society and the response of marketers to such oncerns 

7. work as a group and learn from teamwork

	Course Outline

	Marketing is both a managerial activity and a pervasive social phenomenon which we experience first-hand on a daily basis. This course offers you the opportunity to develop your understanding of marketing theory and practice, and its societal implications.

Specifically, the course provides a critical review of key marketing concepts and current practice, relating these to developments in the internal and external marketing environment. It addresses the nature and scope of marketing, strategic marketing frameworks, consumer behavior and segmentation, and the contribution of marketing research. Issues related to product, price, promotion and distribution are addressed, with emphasis placed on how the rise of services, non-profit organizations, databases, the Internet and relationship marketing have challenged traditional theories and practice.

Lectures present critical overviews of these areas, relating theories to a wide range of current international examples. The application of theoretical frameworks to real-life situations carries through to the continuous assessment project, which is completed in groups and involves developing a marketing plan for for a hypothetical company.

	Teaching Format

	Lectures/ Class discussion /Video watching/ Field trips/ Group project discussion /Presentations

	Office Hours:

	Monday 15:00-17:00 ; Thursday 15:00-17:00 

	Grading Standard: 

	Group mid-term project_oral (4 people/ per group) (20%); Group final project_written (10%) ; Group final project_oral (15%) ; Group paper presentation (10%) ; Final exam (Individual) (30%) ; Assignments and participation (could be negative) (5%)

	Reference/Text

	Kotler, Philip (2005), “Marketing Management,” International Edition, 11th edition, Prentice Hall, ISBN: 0-13-145757-8.

	Course content/ Progress / Documents

	Week

Date

Content

1

2009/09/14~2009/09/20

Introduction to Marketing Management + Syllabus + Housekeeping issues 
How to work as a group 
Business Ethics

2

2009/09/21~2009/09/27

Scope of Marketing

3

2009/09/28~2009/10/04

Marketing Environments

4

2009/10/05~2009/10/11

Marketing Research

5

2009/10/12~2009/10/18

Buyer Behaviors (Part I): Consumer Behavior 
Buyer Behaviors (Part II): Organizational or Business Behavior

6

2009/10/19~2009/10/25

Market Segmentation, Targeting, and Positioning (STP)

7

2009/10/26~2009/11/01

New Product Development (NPD)

8

2009/11/02~2009/11/08

4 P (part I): Product - Product and Branding Strategies

9

2009/11/09~2009/11/15

4 P (part II): Product (cont.) - Service Strategies

10

2009/11/16~2009/11/22

4 P (part II): Price - Pricing Strategies

11

2009/11/23~2009/11/29

4 P (part III): Place - Distribution Channel Strategies

12

2009/11/30~2009/12/06

4 P (part IV): Promotion - Integrated Marketing Communications

13

2009/12/07~2009/12/13

Promotion Strategies

14

2009/12/14~2009/12/20

Sales Force

15

2009/12/21~2009/12/27

Managing the Total Marketing Effort

16

2009/12/28~2010/01/03

Global Marketing

17

2010/01/04~2010/01/10

Fianl exam

18

2010/01/11~2010/01/17

Course Wrap-Up and student presentations




