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COURSE OUTLINE
INTRODUCTION
This course introduces students to the concept and principles of marketing. In doing so it gives
answer to the question “What is marketing?”. It focuses on the understanding of the nature of
marketing, key concepts/components and functions that are common to most marketing
situations.
The course further exposes students to a comprehensive and innovative, managerial and practical
orientation to marketing. It provides in-depth exposure to practical examples and applications of
managerial decisions. These include the trade-off between the organization’s objectives and
resources against needs and opportunities in the marketplace.
COURSE CONTENT
1.0 LECTURE ONE: INTRODUCTION TO MARKETING
Overview
This lecture define the term marketing, gives an overview of the historical development and
nature of Marketing, Key concepts and scope of Marketing as well as the role of Marketing
in an organization and society in general.
1.1
Learning objectives
At the end of this lecture you should be able to:
• Define what is marketing?
• Explain the historical development and nature of Marketing
• Identify main concepts, dimension and scope of marketing
• Explain the role of marketing
1.2

Key subtopics
•
•
•
•
•

Definition of marketing
Key Marketing concepts
Historical development of Marketing
Scope of Marketing
Role of Marketing

2.0 LECTURE TWO: THEORIES OF MARKETING
Overview
This lecture introduces students to marketing theories which are basically the alternatives
available to the organization in carrying out and designing their marketing strategies.
2.1

Learning objectives

At the end of this lecture you should be able to
• Discuss the main marketing theories
• Compare and contrast the marketing theories
• Discuss the advantage and the disadvantages of each theory
• Explain factors guiding a firm in deciding which theory to follow
2.2
•
•
•
•
•

Key subtopics
The production theory
The product theory
The selling theory
The Marketing theory
The societal Marketing theory

3.0 LECTURE THREE: MARKETING ENVIRONMENT
Overview
There is no way a firm can achieve its goals if it has not considered the surrounding
environment during strategies formulation and implementation. The surrounding
environment is constantly changing and these changes have indirect or direct effect on the
firm’s performance. Monitoring and understanding these environment components will help
the firm to determine its strength and weakness as well as identify the opportunities and
threats available in the market.
3.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the nature of the marketing environment
• Distinguish between the micro and macro environment
• Assess the impact of microenvironment forces on marketing decisions
• Explain how to conduct environmental scanning

•

Explain how companies respond to environmental changes

•
•
•
•
•
•
•

Key sub topics
Definition of Marketing environment
The nature of marketing environment
Microenvironment components
Macro environment components
Environmental scanning
Organization response to environmental changes
Ethical issues

3.2

4.0 LECTURE FOUR: MARKETING INFORMATION SYSTEM AND MARKETING
RESEARCH
Overview
This lecture shows how organizations gain insight into consumers and the marketplace
through developing and managing important information about the market place elements.
4.1

Learning objectives

At the end of this lecture you should be able to:
• Explain what is Marketing Information System and why it is necessary in
marketing
• Identify the sources of Information for the MIS
• Differentiate between MIS and Marketing Research
• Describe steps of Marketing Research
• Discuss the Importance of Marketing Research to an organization
• Identify the limitations of Marketing Research

4.2
•
•
•
•

Key subtopics
Definition of MIS
Internal data base
Marketing Intelligence
Marketing Research

5.0 LECTURE FIVE: THE MARKETING MIX
Overview

The goal of a marketer is to create value for customers and build profitable customer
relationship. A proper blend of the marketing mix variables will guarantee the marketer to
produce a response it wants in the target market.
5.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the concept of the Marketing mix
• Identify the various elements of the Marketing mix
• Explain how a marketer can manage Marketing mix variables successfully
5.2
•
•
•

Key subtopics
The concept of Marketing mix
Marketing mix variables
Application of the marketing mix variables

6.0 LECTURE SIX: PRODUCT LIFE CYCLE
Overview
One among other things which guide the formulation of a Marketing strategy is the stage
which a product is in at that particular period or the stages which a product is expected to
pass through. The efforts to understand the stages which a product passes through have led to
a development of the product life cycle concept. In order for the firm to remain competitive
in the market place it has to observe the product cycles effectively.

6.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the product life cycle concept
• Discuss how the marketing mix can be applied at the various stages of the product
life cycle
• Explain the relevance of a products life cycle concept to an organization

6.2
•
•
•
•
•
•

Key subtopics
Definition of a product life cycle
Product development stage
Introduction stage
Growth stage
Maturity stage
Decline stage

7.0 LECTURE SEVEN: MARKETING COMMUNICATION
Overview
In this lecture we explore the characteristics and marketing implications of the promotional
mix variables. Companies must always communicate with their customers as it helps to
stimulate interest of customers towards a company’s product and activating the relationship
between the customers and the organization.
7.1

Learning objectives

At the end of this lecture you should be able to:
• Explain what is Marketing communication
• Describe various elements of the Marketing communication process
• Identify and describe the key characteristics of the major promotion mix variables
• Explain the nature of an integrated Marketing communication
• Identify factors that affect the choice of the promotion mix
• Explain the steps involved in developing effective communication
• Describe the methods of setting the communication budget

7.2
•
•
•
•
•
•
•

Key subtopics
Definition of Marketing communication
Marketing communication process
Major promotion mix variables
Integrated Marketing mix variables
Factors guiding the choice of promotion mix
Integrated Marketing communication
Marketing communication budget

8.0 LECTURE EIGHT: PRODUCT MANAGEMENT
Overview
This chapter examines the product concepts and marketing tools that can be used in strategic
product planning.
8.1

Learning Objective

At the end of this lecture you should be able to
• Define product and the major classifications of product and services

•
•
•

8.2
•
•
•
•
•
•
•

Describe the decisions companies make regarding their individual products and
services, product lines and product mixes.
Describe the uses and limitation of the Boston Consulting Group growth share
matrix model.
Describe the uses and limitation of the market alternatives competitive position
model.
Key subtopics
Definition of a product
Products, services and experience
Levels of product and service
Product and services classification
Product line
Product mix or product portfolio
Product strategies for growth

9.0 LECTURE NINE: NEW PRODUCT DEVELOPMENT
Overview
This chapter explain the reasons why companies are compelled to develop new products
despite the risks and difficulties involved in the whole process, It also explains what it meant
by a new product and the role of Research and Development.
9.1

Learning Objectives

At the end of this lecture you should be able to
• Explain how companies find and develop new-product ideas.
•

List and describe the steps in the new-product development process and the major
considerations in managing this process.

•

Recognize the role of Research and Development in new product development
process.

•

Analyze different organizational options applying to new-product development

•
•
•
•

Key subtopics
New product development concept
Marketing research and development of a new product
New product development process
New product development approaches

9.2

10.0

LECTURE TEN: BRAND MANAGEMENT

Overview
Brand has become the carrier of emotional value proposition towards the customer and a symbol
of the specific competence that builds up a company’s or products competitive advantage. It is of
great importance to understand the issues involved in branding and brand management.

10.1

Learning Objectives

At the end of this lecture you should be able to
• Explain the concept of brand and branding
• Explain different types of brands
• Identify the techniques used in building strong brands
• Explain the Importance of building strong brands
• Explain the reasons for re-branding the product
• Describe the concept of brand extension and brand stretching as well as uses and
limitations of the same
• Explain ethical issues guiding product branding
10.2
•
•
•
•
•
•
•

11.0

Key subtopics
Definition of brand
Branding and steps involved in branding
Brand positioning
Brand equity
Brand extension, Brand stretching
Re-branding
Ethical issues guiding product branding

LECTURE ELEVEN: PRICE AND PRICING STRATEGIES
Overview
Every product has value; the price of the product is normally considered as the value of
the product. Always, there are different circumstances that influence the setting of prices.
Being one of the variables of the marketing mix, organizations have to be very careful in
setting and managing price for their products.
11.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the meaning of price
• Describe factors to be considered when setting price
• Identify different price setting methods
• Explain the concepts of Marketing-oriented pricing , cost-oriented pricing and
competition-oriented pricing
• Describe how and when to initiate price changes
• Identify ethical issues in pricing
11.2
•
•
•
•
•
•

12.0

Key subtopics
Price and Pricing
Factors considered in price setting
Pricing approaches
New-product pricing strategies
Price-adjustment strategies
Ethical issues in pricing

LECTURE TWELVE: MARKETING DISTRIBUTION CHANNELS
Overview
Marketing distribution channels links the company and the final consumers of the
company’s products. The characteristics and composition of the marketing channel
intermediaries and the way the channels are been designed can have a positive or a
negative impact on the company’s efficiency in delivering product to the final consumer.
12.1

Learning objectives

At the end of this lecture you should be able to
• Explain the nature and importance of Marketing channels
• Describe the function of channel intermediaries
• Describe different types of Marketing channels
• Explain channel behavior and organization
• Explain channel design decision
• Explain the key channel management issues
• Describe the components of a channel strategy
12.2
•
•

Key subtopics
Marketing channels concept
Nature and Importance of Marketing channels

•
•
•
•
•
•

13.0

Functions of channels members
Types of distribution channels
Channel behavior and decisions
Channel design decisions
Channel management decision
Ethical issues in distribution

LECTURE THIRTEEN: PHYSICAL DISTRIBUTION MANAGEMENT
Overview
This lecture examines the nature and importance of physical distribution management to
a marketer. It points out the major activities that are involved in the distribution process
and the cost implication to an organization. It winds up by exploring the service output
levels that market should offer in order to satisfy and attract customers.
13.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the nature and importance of physical distribution
• Asses the cost-customer service trade-off and physical distribution
• Describe the major goals of physical distribution
• Identify the major components of physical distribution
• Describe ethical issues involved in physical distribution
13.2
•
•
•
•

14.0

Key subtopics
Nature and importance of physical distribution
Goals of the physical distribution system
Major components of physical distribution system
Cost-customer services trade-off in physical distribution

LECTURE FOURTEEN: RETAILING AND WHOLESALING
Overview
This chapter examines two major marketing intermediaries (retailers and wholesalers). It
points out different types of retailers and wholesalers, their marketing strategies and how
they influence the overall function of the marketing distribution channel.
14.1

Learning objectives

At the end of this lecture you should be able to:
• Describe different types of retailers and wholesaler

•
•
•
14.2
•
•
•
•
•
•
•
•
•

Explain Retailers and wholesaler Marketing decision
Describe functions of retailer and wholesaler
Asses the trends in retailing and wholesaling
Key subtopics
The nature of retailing
Types of retailers
Retailer Marketing decision
Trend of wholesaler
The future of retailing
The nature of wholesaling
Types of wholesalers
Wholesaler marketing decision
Trends in wholesaling

15.0 LECTURE FIFTEEN: CONSUMER MARKETS AND CONSUMER BUYER
BEHAVIOUR
Overview
The aim of marketing is to somehow affect how customers think about and behave
towards the organization and its marketing offers.
15.1

learning objectives

At the end of this lecture you should be able to
• Explain the characteristics of consumer markets
• Explain the model of consumer buying behavior
• Describe the factors affecting consumer behavior
• Describe the consumer decision making process
• Explain different types of buying decision behavior
• Discuss the consumer buying decision process for new products
• Discuss the factors which influence consumer behavior
15.2
•
•
•
•
•

Key subtopics

Definition of consumer markets
Model of consumer buyer behavior
Factors affecting consumer behavior
The buying decision process
The buyer decision process for new-product

•
•

Influence on consumer behavior and marketing implications
Differences between consumer and organizational markets

16.0 LECTURE SIXTEEN:BUSINESS MARKETS AND BUSINESS BUYER
BEHAVIOR
Overview
As when selling to final buyers firms selling to business customers must build profitable
relationships with business customers by creating superior customers value. To achieve
that it becomes a must thing for firms dealing with business markets to understand the
business markets and business buyer behavior.
16.1
•
•
•

Learning objectives
Explain the characteristics of business markets
Explain the model of business buyer behavior
Explain the nature of institutional and government markets

16.2
•
•
•
•
•
•

Key subtopics
Business markets and their characteristics
Institutional and Governments markets
Characteristics of business markets
The Business buyer behavior model
The dimension of business buying behavior
Customer relationship management

17.0 LECTURE SEVENTEEN: ANALYSING COMPETITORS AND CREATING
COMPETITIVE ADVANTAGES
Overview
Creating competitive advantage begins with a thorough understanding of competitors and
their strategies. Companies must use this understanding to design market offers that
deliver more values than the offers of competitors seeking to win the same customers.
17.1

Learning outcomes

At the end of this lecture you should be able to
• Examine the determinants of Industry competitiveness
• Describe ways for assessing different competitors
• Explain the design of a competitive intelligence
• Identify and discuss the various concepts
• Distinguish between differentiation and cost leadership strategies
• Describe the sources of competitive advantages
• Explain how to create and maintain a differential advantage.
• Discuss how to create and maintain a cost leadership position
17.2
•
•
•
•
•
•

Key sub-topics
Definition of competition
Analyzing competitive industry structure
Competitor analysis
Competitive strategies
Creation of a differential advantage
Creating cost leadership

18.0 LECTURE EIGHTEEN: MARKETING SEGMENTATION, TARGETING AND
POSITIONING
Overview
This lecture is based on the key marketing strategy decisions by looking into-how to
divide up markets into meaningful customer groups (market segmentation), choose which
customer groups to serve (target marketing), and create marketing offers that best serve
targeted customers (positioning).

18.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the concept of Marketing segmentation and target marketing and the use
in developing marketing strategy
• Describe the methods of segmenting consumer and organizational markets
• Discuss the factors that can be used to evaluate market segments
• Explain the major target market strategies
• Explain the concept of positioning and the keys to successful positioning
• Assess the positioning and repositioning strategies

18.2
•
•
•
•
•
•
•
•

19.0

Key subtopics
Meaning of market segmentation, targeting and positioning
The process of market segmentation and targeting
Segmenting consumer markets
Segmenting organizational markets
Target Marketing
Product Positioning and distribution
Quality of a successful product position
Criteria for effective market segmentation

LECTURE NINTEEN: SOCIAL MARKETING

Overview
The effects which marketing activities has on people’s behavior is not only limited on
commercial terms, marketing activities are also used for the intention of increase or force the
acceptability of a social idea; this is where the term social marketing came into being.
Social marketing theory has become one of the most popular frameworks for the design,
implementation and evaluation of behavior interventions.
19.1

Learning objectives

At the end of this lecture you should be able to:
• Explain the concept of social Marketing
• Uncover the difference between social and commercial Marketing
• Describe how various institution can influence a social idea
• Describe how a social marketing program can be designed and implemented
19.2
•
•
•
•
•
•

20.0

Key subtopics
The concept of social Marketing
Difference between social Marketing and commercial marketing
Institutions involved in social Marketing
Social Marketing campaigns
Designing social Marketing programs
Implementation and control of social Marketing

LECTURE TWENTY: MARKETING AND INFORMATION TECHNOLOGY
Overview

Recent technological advances have created a digital age. Widespread use of the Internet is
having a dramatic impact on both buyers and the marketers who serve them. In this lecture
we examine how marketing strategy and practice are changing to take advantage of today’s
internet technologies as well as the limitations in e-marketing adoption process.
20.1

Learning objectives

At the end of this lecture you should be able to
• Explain the concept of internet marketing
• Describe the range of activities that comprise e-commerce and the forms of ecommerce market exchange
• Explain the new types of intermediaries in e-marketing
• Discuss the factors that affect the adoption of internet marketing
• Explain the key components of an e-commerce marketing mix
20.2
•
•
•
•
•
•
•

Key sub topics
Internet marketing and e-commerce
Marketing strategies in digital age
E-marketing domains
Factors affecting the adoption of E-marketing
The benefits and limitations of internet and e-commerce
Selection of an e-commerce Marketing mix
Ethical issues in internet marketing
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