
UNIVERSIDAD DE ESPECIALIDADES ESPÍRITU SANTO

FACULTAD DE ESTUDIOS INTERNACIONALES

SYLLABUS

FOR DAC 11 VER 17 07 07

COURSE:  UMKT260 Intro to Marketing
SCHEDULE: 
FACULTY:
Cristóbal Montero




 Fall II
ACADEMIC UNITS/CRÉDITS: 3 UEES (S.N.C.C.    4.8     ) DAYS
PRE REQUISITES:






ROOM: 

CONTACT HOURS:
NON-CONTACT HOURS






1. COURSE DESCRIPTION

This course is designed to introduce students to the basic terminology, concepts, and practices of contemporary marketing as applied in a variety of business and non-business settings.  This course will provide the foundation and important overview students will need for further study into advanced marketing concepts.

2.  OBJECTIVES 

a. GENERAL


To create a marketing plan for a specific product

b. SPECIFIC 

1. Identify marketing mix elements.
2. Analyze marketing strategy formulation and implementation.

3. Describe customer-centered organizations.

4.  Apply marketing concepts and strategies to solve marketing problems.

5.  Understand ethical dilemmas in marketing and realize consequences

6. The ability to use concepts to persuasively communicate suggested problems.

3. COURSE CONTENT OUTLINE

	DATES & SESSIONS
	SPECIFIC COMPETENCIES 
	CONTENTS
	NON CONTACT HOURS
	ASSESSMENT

	Session 1 
	 
	 
	 
	 

	Monday Oct 30
	
	Overview
	 
	 

	 
	 
	 
	 
	 

	Session 2
	Describe and understand
	Ch.1 Creating Customer Value and Satisfaction
	 
	Class discussion 

	Tuesday Oct 31
	 the marketing mix
	 
	 
	 

	 
	elements
	 
	 
	 

	Session 3
	Describe and understand
	Ch.1 Creating Customer Value and Satisfaction
	 
	Class discussion 

	Wednesday Nov 1
	 the marketing mix
	 
	 
	 

	 
	elements
	 
	 
	 

	Session 4
	Describe and understand
	Ch.2 Strategic Planning & Marketing Process
	 
	Class discussion 

	Thursday Nov 2
	 the marketing mix
	
	 
	 

	 
	elements
	 
	 
	 

	Session 5
	Describe and understand
	Ch.2 Strategic Planning & Marketing Process
	 
	Class discussion 

	Monday Nov 5
	 the marketing mix
	
	 
	 

	 
	elements
	Conform groups for projects
	 
	Case presentation 1

	Session 6
	Describe and understand
	Ch.2 Strategic Planning & Marketing Process
	 
	Class discussion 

	Tuesday Nov 6
	 the marketing mix
	
	 
	 

	 
	elements
	 
	 
	 

	Session 7
	Describe and understand
	Ch.3 Global Marketing Environment
	 
	Class discussion 

	Wednesday Nov 7
	 the marketing mix
	
	 
	 

	 
	 
	 
	 
	 

	Session 8
	Describe and understand
	Ch.4 Marketing Research & Information Systems
	 
	Class discussion 

	Thursday Nov 8
	 the marketing mix
	
	 
	 

	 
	 
	 
	 
	Case presentation 2

	Session 9
	Identify the  factors that 
	Ch. 5 Consumer Markets and
	 
	Class discussion 

	Monday Nov12
	influence companies to
	Consumer Behaviour
	 
	 

	 
	satisfy consumers needs
	 
	 
	 

	Session 10
	Identify the  factors that 
	Ch. 5 Consumer Markets and
	 
	Class discussion 

	Tuesday Nov 13
	influence companies to
	Consumer Behaviour
	 
	 

	 
	satisfy consumers needs
	 
	 
	Case presentation 3

	Session 11
	Identify the  factors that 
	Ch. 5 Consumer Markets and
	 
	Class discussion 

	Wednesday Nov 14
	influence companies to
	Consumer Behaviour
	 
	 

	 
	satisfy consumers needs
	 
	 
	 

	Session 12
	Identify the  factors that 
	Ch. 5 Consumer Markets and
	 
	Class discussion 

	Thursday Nov 15
	influence companies to
	Consumer Behaviour
	 
	 

	 
	satisfy consumers needs
	 
	 
	Case presentation 4

	Session 13
	 
	Review for midterm examination
	 
	Class discussion 

	Monday Nov 19
	 
	
	 
	 

	 
	 
	 
	 
	 

	Session 14
	 
	Mid Term examination
	 
	Class discussion 

	Tuesday Nov 20
	 
	 
	 
	 

	 
	 
	 
	 
	 

	Session 15
	Identify the  factors that 
	Ch.7 Market Segmentation, Targeting, and Positioning
	 
	Class discussion 

	Wednesday Nov 21
	influence companies to
	
	 
	 

	 
	satisfy consumers needs
	 
	 
	 

	Session 16
	Identify the  factors that 
	Ch.7 Market Segmentation, Targeting, and Positioning
	 
	Class discussion 

	Thursday Nov 22
	influence companies to
	
	 
	 

	 
	satisfy consumers needs
	 
	 
	Case presentation 5

	Session 17
	Identify the  factors that 
	Ch.8 Product & Services Strategy
	 
	Class discussion 

	Monday Nov 26
	influence companies to
	
	 
	 

	 
	satisfy consumers needs
	 
	 
	 

	Session 18
	Identify the  factors that 
	Ch.8 Product & Services Strategy
	 
	Class discussion 

	Tuesday Nov 27
	influence companies to
	
	 
	 

	 
	satisfy consumers needs
	 
	 
	 

	Session 19
	Identify the  factors that 
	Ch.9 New Product Development & 
	 
	Class discussion 

	Wednesday Nov 28
	influence companies to
	Life Cycle Strategies
	 
	 

	 
	satisfy consumers needs
	 
	 
	Case presentation 6

	Session 20
	Identify the  factors that 
	Ch.9 New Product Development & 
	 
	Class discussion 

	Thursday Nov 29
	influence companies to
	Life Cycle Strategies
	 
	 

	 
	satisfy consumers needs
	 
	 
	 

	Session 21
	 
	Rewiew of class projects
	 
	Class discussion 

	Monday Dec 3
	 
	
	 
	 

	 
	 
	 
	 
	Case presentation 7

	Session 22
	 
	Review of class  projects
	 
	Class discussion 

	Tuesday Dec 4
	 
	 
	 
	 

	 
	 
	 
	 
	Case presentation 8

	Session 23
	Apply marketing concepts
	Ch.10 Pricing Products 
	 
	Class discussion 

	Wednesday Dec 5
	to solve marketing
	
	 
	 

	 
	problems
	 
	 
	 

	Session 24
	Apply marketing concepts
	Ch 11 Pricing strategies
	 
	Class discussion 

	Thursday Dec 6
	to solve marketing
	 
	 
	 

	 
	problems
	 
	 
	 

	Session 25
	Apply marketing concepts
	Ch 11 Pricing strategies
	 
	Class discussion 

	Monday Dec 3
	to solve marketing
	 
	 
	 

	 
	problems
	 
	 
	Case presentation 9

	Session 26
	Apply marketing concepts
	Ch.14 Integrated Marketing Communications and Ch 15 Advertising
	 
	Class discussion 

	Tuesday Dec 4
	to solve marketing
	
	 
	 

	 
	problems
	 
	 
	Case presentation 10

	Session 27
	Apply marketing concepts
	
	 
	Class discussion 

	Wednesday Dec 5
	to solve marketing
	Case discussion/project review
	 
	 

	 
	problems
	 
	 
	Case presentation 11

	Session 28
	Apply marketing concepts
	
	 
	Class discussion 

	Thursday Dec 6
	to solve marketing
	Case discussion/project review
	 
	 

	 
	problems
	 
	 
	 

	Session 29
	Apply marketing concepts
	
	 
	Class discussion 

	Monday Dec 10
	to solve marketing
	
	 
	 

	 
	problems
	
	 
	Case presentation 12

	Session 30
	Apply marketing concepts
	Ch.14 Integrated Marketing Communications and Ch 15 Advertising
	 
	Class discussion 

	Tuesday Dec 11
	to solve marketing
	
	 
	 

	 
	problems
	 
	 
	Case presentation 13

	Session 31
	Apply marketing concepts
	Ch.14 Integrated Marketing Communications and Ch 15 Advertising
	 
	Class discussion 

	Wednesday Dec 12
	to solve marketing
	
	 
	 

	 
	problems
	 
	 
	Case presentation 14

	Session 32
	 
	 Case discussion /project review
	 
	Class discussion 

	Thursday Dec13
	 
	 
	 
	 

	 
	 
	 
	 
	 

	Session 33
	Elaborates a Marketing Plan
	 
	 
	 

	Monday Dec 17
	
	Group 1 Project presentation
	 
	 

	 
	 
	 
	 
	 

	Session 34
	Elaborate a Marketing Plan
	 
	 
	 

	Tuesday Dec 18
	
	Group 2 Project presentation
	 
	 

	 
	 
	 
	 
	 

	Session 35
	Elaborate a Marketing Plan
	 
	 
	 

	Wednesday Dec 19
	
	Group 3 Project presentation
	 
	 

	 
	 
	 
	 
	 


4. METHODOLOGY

The learning method will involve a mix of interactive lectures, class discussions, and presentations. The emphasis will be on developing an understanding of key concepts of marketing and applying them in a wide variety of contexts. Students are expected to come to class prepared and to make a contribution to the discussions that occur in the classroom. Contributions include asking questions, answering questions, providing examples from your own life experiences and general observations, expressing opinions, taking positions, disagreeing with points made by the instructor or your peers, and so forth.
5. ASSESSMENT

The progress will be evaluated as follows: 

Students will be graded under the following criteria

mid term examination  20% + class participation  20 %= 40% Mid term grade

 Individual case presentations                                         =    20%

Group presentations Final Project  ( 20 % for individual grade + 20 % for group effort) =40%   
Group presentations Final Project  ( 20 % for individual grade + 20 % for group effort) =40%                         
*      Students will form groups in the classroom to discuss about issues in Marketing/ study cases. 

* * Exams will be structured in two parts: A “multiple choice” area, where students will demonstrate their understanding of key concepts; and, an “analysis” area, where a short case will be described, and students will have the opportunity to use creativity and criteria to propose solutions.

*** Class Project is a group project; teams will be formed of up to five people. The plan will be about marketing a locally produced good or service in any given country. The research should include a general overview about the target country, including but not limited to environment analysis, cultural factors, economic facts, level of development, and so forth.  Specifics about the business plan will be provided by professor during the first week.

Note: Attendance is required. Your contribution is an important part of the learning experience gained by each of your peers. Absence means you are taking away from the class dynamic and evolving culture of the class. Unexcused absences will seriously hurt the “Class participation – contribution” portion of your grade.
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