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	1. Title of Subject


	Principles of Marketing

	2. Subject Code


	BMK1014



	3. Status of Subject


	Foundation

	4. Stage
	Degree

	5. Version
	Date of Previous Version

Date of Current Version: October 2005

	6. Credit Hour 


LAN Credit Hour Equivalent


	3

3

	7. Pre-Requisite


	Nil

	8.  Teaching Staff


	Pn. Nurazlin bt Mohd Fauzi; BA (Ottawa), MBA (UITM)
Ms. Lim Ying San; BBA(Hons)(Mkt Mgt)(MMU), MBA(Mkt)(UPM)


	9. Semester
	First (Beta) Year, Trimester 3 

	10. Objective of Subject
	· To learn about the basic concepts and practices of modern marketing as they are used in a wide variety of settings;

· To provide a rich depth of practical examples and applications for them to understand the role of marketing in business competitiveness; 

· To show the major decisions that marketing manager face in their efforts to balance the organization  objectives and resources against needs and opportunities in the marketplace



	11. Learning Outcome 

      of Subject


	At the completion of the subject, students should be able to:

· Understand the principles of marketing

· Understand the concepts of marketing in the context of different business organizations

· Understand the basics of consumer behaviour models

· Understand the basics of 4Ps model – product, price, place and promotions

· Ability to prepare, under supervision, a basic marketing plan



	
	Programme Outcomes
	% of contribution

	
	· Ability to acquire and apply fundamental principles of business and management to the dynamic environment.
	50

	
	· Understanding and commitment to professional and ethical responsibilities.
	10

	
	· Ability to work independently as well as with others in a team.
	10

	
	· Ability to be a multi-skilled business executive with good business knowledge, decision making, interpersonal, leadership and entrepreneurship skills.
	30



	12. Assessment Scheme 
	Lab


	· Not applicable
	0%

	
	Tutorial/

Assignment


	· Individual and Group
	30%

	
	Test / Quiz


	· Mid Term Exam
	20%

	
	Final Exam


	· Final Examination 


	50%

	13. Details of Subject
	         Topics Covered


	Hours

	
	Understanding Marketing and The Marketing Process 

What is Marketing?

How is Marketing Done?

When Did Marketing Begin? The Evolution of a Concept

Why is Marketing Important?


	3



	
	Product Management and Marketing Services 

What is Product?

Classifying Products

New Products And The Diffusion of Innovations

The Product of Life Cycle 

Developing Strategies for New and Existing Products

Creating Product Identity : Branding Decisions

Packaging and Labeling Decisions

What is Service

Strategies for Delivering and Managing Services


	5

	
	Pricing the Product

The importance of Pricing Decisions

How Demand Influences Pricing Decisions

Costs, Demand and Revenue: Deciding on a Price

Deciding on Pricing Objectives

Pricing Strategies


	3

	
	Delivering the Product 

The importance of  distribution

Structure of Channels

Types of distribution channel

Types of Wholesalers

Types of Store Retailing

Non store Retailing and Direct Selling


	4

	
	Marketing Communication: Promotional Strategy

Promotion Mix 

Steps in Developing Effective Communication


	3



	
	Advertising ,Sales Promotion and Public Relations 

Major Decision in Advertising

Types of  Sales Promotion

The Sales Promotion Process;

The Functions and Tools of Public Relations


	3

	
	Personal Selling and Sales Management 

The Importance of Personal Selling

The Selling Process

Major Step in Sale-Force  Management


	3

	
	Strategic Planning and The Marketing Process 

Defining the Firm’s Business Mission

Setting Corporate Goals and Objectives

Business Portfolio; The Marketing Planning Process: Analyse the Marketing Environment; Set Marketing Objectives

Develop Marketing Strategies;  Prepare a Marketing Plan

Organise for  Implementation;  Establish the Control Process


	5

	
	Marketing Information and Research 

The Importance of Information

Components of the Marketing Information Systems

Developing Information

Marketing Research Procedure


	4

	
	Consumer Behaviour and Business Buyer Behaviour)

Individual Influences On Consumer Behaviour

External Influences on Consumer Behaviour

The Consumer Decision Process

Characteristics of  Business  Markets

The Business Buying Decision Process


	5

	
	The Marketing Environment and International Marketing 

The New Era of Marketing

The Internal Business Environment

The External Business Environment

The Global Marketing Environment

Deciding How to Enter the Market

The Global Marketing Programme; Multinational Environment


	4

	14. Teaching and        

      Learning Activities 


	This subject will be delivered using the following means:
· Lecture Hours = 42 

              Total Contact Hours = 42


	

	15. Laboratory
	Not Applicable



	16. Reading Materials
	Text 


	Kotler, Philip & Armstrong, Gary, Principles Of Marketing, Latest Ed., Prentice Hall International. USA
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3.  Evan, Joel R. & Bermann, Barry, Marketing, Latest Edition, Prentice Hall. USA 
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