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A Course Identification and General Information 

1.  Course title and code: Principles of Marketing (BUS 491). 

2.  Credit hours: 2 

3.  Program(s) in which the course is offered.  

(If general elective available in many programs indicate this rather than list programs) 

Foundation Semester of EMBA 

4.  Name of faculty member responsible for the course 

 

5.  Level/year at which this course is offered: Foundation Semester 

6.  Pre-requisites for this course (if any) 

None. 

7.  Co-requisites for this course (if any) 

 

8.  Location if not on main campus 

 

B  Objectives   



1.  Summary of the main learning outcomes for students enrolled in the course. 

This course focuses on marketing decisions and the implementation of marketing 
programs for the achievement of strategic objectives. This course prepares students 
with a comprehensive introduction to the environment of marketing; relation of social 
sciences to marketing; evaluation of marketing theory and research; assessment of 
demand, consumer behavior analysis; market institutions; method and mechanics of 
distribution in domestic, foreign and overseas markets; sales organization; advertising; 
new product development, publicity and promotion; marketing programs. 

It will examine how marketing strategies can contribute to the creation of sustainable 
competitive advantages, and how the environment can affect marketing strategies. 

The course also will provide a foundation for students to continue to explore the 
international marketing in other courses. 

2.  Briefly describe any plans for developing and improving the course that are being 
implemented.  (eg increased use of IT or web based reference material,  changes in 
content as a result of new research in the field) 

• Update the content periodically. 

• Using new references. 

• Using web references. 

 

C.  Course Description  (Note:  General description in the form to be used for the Bulletin 
or Handbook should be attached) 

Session Theme Reading 

Day 1 

 

 

 

Marketing Environment 

 

Marketing Research 

 

Buyer Behavior 

 

Case 1: Harley Davidson 

 

Ch 4 (Shapiro):“Science of the Sleeper” 

 

Marketers as psychologists and sociologists 

Case 3: Volkswagen New Beetle 



Day 2 

 

 

 

Product Strategy 

 

Price Strategy 

 

Product development, planning and 
positioning 

Case 5: Starbucks pouring hot into Canada 

 

Pricing: Marketers as Economists 

Case 6: Fraser Company 

Day 3  

Place Strategy 

 

Promotion Strategy 

 

Distribution, retail, wholesale 

Case 7: Ross Pacific Foods 

 

Advertising and Branding; Promotion 

Case 8: Barton Advertising Agency 

Personal Selling and Negotiation 

Day 4 

 

 

 

Social Marketing 

 

Ethics 

 

Social & Non-profit marketing 

Case 9: Transport Accident Commission 

 

Case 10: Ethical Problems in Marketing 
Research 

Undialectical Materialism 

Day 5 Marketing Plan Global Marketing 

Case 11: Evergreen Paper 

 

2. Course components (total contact hours per semester):    



Lecture: 

30 hours  

Tutorial:   

None 

Practical/Fieldwork
/Internship: None 

 

Other: 

 

3. Additional private study/learning hours expected for students per week. (This should 
be an average :for the semester not a specific requirement in each week) 

Students are expected to prepare for the course at least two weeks before the course 
(three hours a day), in order to participate in the class. Also they have to work during 
the days of classes, and after finishing the classes. This will make about 21 hours a 
week (84 hours per month) excluding time devoted for studying for the final exams 

 

4. Development of Learning Outcomes in Domains of Learning   

For each of the domains of learning shown below indicate: 

• A brief summary of the knowledge or skill the course is intended to develop;  
• A description of the teaching strategies to be used in the course to develop that 

knowledge or  skill; 
• The methods of student assessment to be used in the course to evaluate learning 

outcomes in the domain concerned. 

a. Knowledge   

(i)  Description of the knowledge to be acquired 

• Focusing on marketing decisions and the implementation of marketing 
programs for the achievement of strategic objectives 

• Preparing students with a comprehensive introduction to the environment of 
marketing; relation of social sciences to marketing; evaluation of marketing 
theory and research; assessment of demand, consumer behavior analysis 

• Examining how marketing strategies can contribute to the creation of 
sustainable competitive advantages, and how the environment can affect 
marketing strategies 

(ii)  Teaching strategies to be used to develop that knowledge 

The professor does not expect students to be passive recipients of information. Active 
involvement is required. Learning activities may include lectures, case studies, research 



projects and team efforts. Students are expected to read the textbooks or other assigned 
reading outside of and before each class, and to participate in the critical evaluation of 
the material through small-group and class discussion. 

(iii)  Methods of assessment of knowledge acquired 

Evaluation is based on a written exam 

b. Cognitive Skills 

(i)  Cognitive skills to be developed 

1. Interpreting 

2. Analyzing 

3. Classifying 

4. Summarizing 

5. Comparing and contrasting 

6. Storing, manipulating, and retrieving information 

7. Evaluating the reading materials 

(ii)  Teaching strategies to be used to develop these cognitive skills 

1. Making connections between different concepts across the domains. 

2. Using charts and concept maps.   

3. Assigning research questions that can be answered through collecting and 
analyzing data.  

4. Synthesizing the information that students collect. 

5. Summarizing the findings of the online research.  

6. Class discussions  

7. Using the Internet to create learning activities. 

8. Using the instructor’s webpage learning activities. 

(iii)  Methods of assessment of students cognitive skills  

1. Discussing and evaluating the topics that students learn from their textbooks 
and other sources.   

2. Quizzes and Exams. 

c. Interpersonal Skills and Responsibility  

(i)  Description of the interpersonal skills and capacity to carry responsibility to be 



developed  

1. Developing oral presentations 

2. Communicating personal ideas and thoughts.  

3. Responding to class discussions. 

4. Developing teamwork skills. 

5. Collaboration to finish team assignments.  

6. Presenting reports on their reading.  

7. Writing a short reflective paper that relates key concepts of the discipline to 
students’ personal experience. 

(ii)  Teaching strategies to be used to develop these skills and abilities 

1. Debates 

2. Workshops  

3. Mini seminars prepared by the students to present their team projects.  

4. Using technology application tools including Microsoft office for writing and 
publishing.   

(iii)  Methods of assessment of students interpersonal skills and capacity to carry 
responsibility 

1. Peers’ feedback 

2. Instructor’s feedback 

d. Communication, Information Technology and Numerical Skills  

(i)  Description of the skills to be developed in this domain. 

1. The essential components of communication skills are based on developing 
critical skills, observation, and feedback. 

2. Encouraging students to use online resources. 

3. Using the Internet to collect statistical data. 

4. Using Microsoft Office (e.g. Excel, Microsoft Access, front page) to analyze 
data and prepare statistical reports. 

(ii)  Teaching strategies to be used to develop these skills 

1. Group discussion  

2. Small-group observation.  

3. Online workshops 



(iii)  Methods of assessment of students numerical and communication skills  

1. Providing opportunities for observed practice.  

2. Providing feedback. 

3. Encouraging self-assessment during the learning process.  

e. Psychomotor Skills (if applicable) 

(i)  Description of the psychomotor skills to be developed and the level of performance 
required 

 

(ii)  Teaching strategies to be used to develop these skills 

 

(iii)  Methods of assessment of students psychomotor skills 

 

 

5. Schedule of Assessment Tasks for Students During the Semester 

 

Assess
ment  

Assessment task (e.g. essay, test, group project, 
examination etc.) 

Week due Proportion 
of Final 
Assessme
nt 

1 

 

Class activates ( in class quizzes, and homework) daily 20% 

2 

  

Class Discussions daily 15% 

3 

 

Major  exam 3rd day 15% 

4 Project  2nd week 20% 



 

5 

 

Final exam 3rd  week 30% 

 

D. Student Support 

1. Arrangements for availability of faculty for individual student consultations and 
academic advice. (include amount of time faculty are available each week) 

The faculty member has 2 hours per week for these cases. 

 

E. Learning Resources 

Required Text(s) 

1. Shapiro, Wong, Basic Marketing, 10th ed. McGraw-Hill Ryerson: 2002  
2.  Lamb, Hair, Marketing, 6th ed. South-Western Publishing: 2002 

2. Essential References  

1. Pride, W. Marketing: Concepts and Strategies, 12th ed. Houghton Mifflin: 2003 
2. Wood, Marian. The Marketing Plan: A Handbook, Prentice Hall: 2003 

3. Recommended Books and Reference Material (Journals, Reports, etc) (Attach List) 

Various articles, notes and cases. 

4. Electronic Materials, Web Sites etc 

1. http://www.consumerpsychologist.com/marketing_introduction.html 

2. http://www.zeromillion.com/business/sales-marketing/marketing.html. 

3. http://www.cengage.edu.au/professional-development-courses/introduction-to-
marketing. 

5. Other learning material such as computer-based programs/CD, professional 
standards/regulations 

Cases and handouts will be distributed to students. 

 

http://www.consumerpsychologist.com/marketing_introduction.html
http://www.zeromillion.com/business/sales-marketing/marketing.html
http://www.cengage.edu.au/professional-development-courses/introduction-to-marketing
http://www.cengage.edu.au/professional-development-courses/introduction-to-marketing


F. Facilities Required 

Indicate requirements for the course including size of classrooms and laboratories (ie 
number of seats in classrooms and laboratories, extent of computer access etc.) 

1.  Accommodation (Lecture rooms, laboratories, etc.) 

Air-conditioned rooms (25 seats) 

Air-conditioned Labs (25 computers)  

2. Computing resources 

Internet connection and a website for each faculty member. 

3. Other resources (specify --eg. If specific laboratory equipment is required, list 
requirements or attach list)  

 

G.   Course Evaluation and Improvement Processes 

1. Strategies for Obtaining Student Feedback on Effectiveness of Teaching 

A student-feedback form is distributed at the end of the course.  

2.  Other Strategies for Evaluation of Teaching by the Instructor or by the Department 

The director of the EMBA program attends at least one class to evaluate it. 

3.  Processes for Improvement of Teaching 

Developing the lectures periodically.  

4. Processes for Verifying Standards of Student Achievement (eg. check marking by an 
independent faculty member of a sample of student work, periodic exchange and 
remarking of a sample of assignments with a faculty member in another institution) 

Meetings are conducting with teachers for checking the grading of the exams. 

5.  Describe the planning arrangements for periodically reviewing course effectiveness 
and planning for improvement. 

1. Teachers’ survey 

2. Students’ survey 
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