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MK101 (3 Credits):  Principles of Marketing 
 

 

Introduction 

This course is designed to introduce you to the basic concepts associated with marketing. The course will 

develop your understanding and skills in the formulation of marketing strategies across many different 

industry sectors, and as such, it will provide you with an appreciation of the exciting world of marketing. 

Given the changing nature of marketing in relation to heightened competition, the incorporation of IT into 

organization strategy, the expanding knowledge-base of consumers together with their growing awareness of 

sustainability and ethical issues, organizations have no choice but to confront the wider impacts of their 

activities. 

This course will introduce you to many traditional and also, new issues of key concern to the marketer of 

tomorrow. These issues will contribute significantly to your overall education and as such you will not only 

be able to apply your new-found marketing knowledge, but also improve your holistic thinking abilities. 

In summary, marketing consists of a set of principles for choosing target markets, ascertaining their needs 

and wants, designing and developing satisfying products and services, and delivering them to the greater 

benefit of an increasing global society while achieving the performance goals and objectives of the company. 
 

Course Description and Goals 
 

This is an introductory course. Students will be: 

1. introduced to the basic marketing concepts,  

2. exposed to marketing evaluation and decision-making processes, and  

3. Provided with the tools necessary to analyze marketing problems and suggest appropriate 

actions.  

In this course you will take on the role of marketing director, manager, researcher etc. and you will learn 

how to develop, implement, and evaluate effective marketing programmed. You will learn key concepts and 

develop your ability to apply them to textbook and real-world scenarios. The operative words for this course 

are Listen, Discover, Understand, Learn, Interpret, Analyze, Apply, and Reflect. 
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Course Requirement 
 

Materials:  
 

The assigned textbook for this class is 

-  Kotler, Philip., Gary Armstrong, Linden Brown, Stewart Adam, and Chandler (2003), 

"Principles of Marketing" 2nd Australasian Edition, Prentice Hall, Australia and New 

Zealand edition. 

 

Additional Material : 

-  Kotler, Phili., John Bowen, and James Makens (2003), “Marketing for Hospitality and 

Tourism” 3
rd

 Edition, Printice Hall, Pearson Education International. 

Readings: 
 

All students are expected to read the assigned chapters in the text or any material before class. The class 

schedule and a list of the assigned readings follow the grading policy. As the semester progresses, I will 

supplement more handouts that are to be read prior to every class or discussion. If you miss class some 

interesting things may also slip away. Students also have to read and research for their homework or 

assignments.  Plan yourself and time carefully from the very beginning of the course before you countering 

read shocks or frightening. 

 

Contact hours and teaching methods: 
 

This course normally consists of 48 contact hours over the sixteen-week period. 

- The lecture will occupy two hours per week in which all participants for this subject, of each session, 

attend on a course as a single group. 

- Small class groups supplement lectures in which they are an opportunity to work through problem 

sets, do exercises in the class, presentation and/or discuss seminar papers. 

Grading Policy  
Your course grade will be based on a total of 100 possible points 

N
0 

Description Percentages 

1 Assessment 1 - Main project 30% 

2 Assessment 2 - Learning Review 15% 

3 Assessment 3: Mid-Semester Exam 10% 

4 Participation in Tutorials 10% 

5 Final Examination 35% 

 Total 100% 

 

 

   

Course Schedule and Outline 
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 Weeks Topics covered 

Week 1 Introductions :  Understanding marketing and the marketing process  

Week 2  Understanding marketing and the marketing process (Continued) 

Week 3 Creating value  

Week 4 Strategic and marketing planning (where marketing fits in) 

 Week 5 Marketing planning (Continued) 

Week 6 The global marketing environment (Overview) 

 Week 7 Marketing research and information systems 

Week 8 Marketing research and information systems (Continued) 

Week 9 Buyer Behavior (Consumer) 

Mid Term Exam 

Week 10 Buyer Behavior (Business to Business) 

 Week 11  

  

Market Segmentation; Targeting and Positioning (1)  

 Week 12  

  

Market Segmentation; Targeting and Positioning (2)  

 Week 13 Developing the marketing mix: Products (1)  (Goods, Services and Experiences)  

Week 14 Developing the marketing mix: Products (2) 

Developing the marketing mix: Price (1) 

Week 15 Developing the marketing mix: Price (2) 

Developing the marketing mix: Placement (1) 

 Week 16 Developing the marketing mix: Placement (2) 

IMC: Advertising and Public Relations (1) 

Extra 

Reading  

IMC: Advertising and Public Relations (2) 

IMC: Sales promotion and Personal Selling 

IMC: Direct and On-line marketing  

 
Week 17 Preparation and Examination Week 

Week 18 Final Exam 
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MK101 (3 eRkDIt): eKalkarN’TIpSar 
 

 

 

esckþIepþIm 
 

muxviC¢aenHerobcMeLIgedIm,IENnaMGñknUvKMnitCamUld§an  EdlTak;TgeTA  nwgm:aXIFIg. muxviC¢aenHnwgbegáItkaryl;dwgnig 

CMnajkñúgrUbmnþyuT§saRsþm:aXIFIgepSg²Kñakñúg]sSahkmµnanadUcCavanwgpþl;eGayGñksikSanUvGVIEdlekIteLIg edaymin 

nwksñandl;enAkñúgBiPBma:XIFIg. pþl;nUvkarpøas;bþÚrlkçN³m:aXIFIg  EdlTak;TgkñúgkarRbkYtRbECgkMrwtx<s;vtþman  én 

bec©kviTüaenAkñúgyuT§saRsþrbs;GgÁkarnigkarrIkraldalnUvkaryl;dwgrbs;GñkeRbIR)as;CamYyKñanigkarekIneLIgnUvkar 

yl;dwgeTAelIsIlFm’ nigecrPaB.GgÁkarKµanCMerIsk¾b:uEnþRtUvEtRbQmmuxnwgkarCH\T§iBlBIskmµPaBTaMgGs;enaH. 

 

muxviC¢aenHnwgENnaMGñksikSanUvbBaðaEdlFøab;manCaeRcInnigrYmmanpgEdrnUvbBaðafµI²EdlTak;TgeTAma:XIFIgnaeBl 

GnaKt. bBaðaTaMgGs;enHnwgcUlrYmcMENky:agsMxan;eTAelIcMeNHdwgCaTUeTArbs;GñksikSavaminRtwmEtpþl;nUv 

cMeNHdwgBI ma:XIFIgb:ueNÑaHeT EfmTaMgCYyCMrujsmtßPaBkñúgkarKitCaTUeTApgEdr .  

 

Casegçb  ma:XIFIgrYmmannUveKalkarN_kñúgkareRCIserIsTIpSareKaledAEsVgrknUvtMrUvkarnigkarcg;)anrbs;BYkeK begáIt 

nig  GPivDÆn_nUvkarbMeBjcitþeTAelIplitpl  nigesvakmµ  nignaMeGayBYkeKnUvGtßRbeyaCn_eRcInbMputenAkñúgsgÁmedIm,I 

sMercnUveKaledAnigbMNgR)afñarbs;Rkumh‘un .  
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eKalbMNg nig karbriyaymuxviC¢a 

muxviC¢aenHKWCamuxviC¢acab;epþIm  nisSitnwg ³ 
 

1/  RtUv)anENnaMeTAelIKMnitCamUld§anénm:aXIFIg 

2/  RtUv)anbgðajeTAelIdMeNIrkarénkarvaytMél  nigkareFVIesckþIsMerccitþ   

3/ Rtuv)anpþl;nUvviFIsaRsþsMxan;²edIm,IeFVIkarviPaKbBaðam:aXIFI nigeFVIsMNUmBreTAelIskmµPaBTaMgenaH 

enAkñúgmuxviC¢aenHGñknwgedIrtYnaTICaGñkRKb;RKgnigGñkRsavRCavma:XIFIgnigGñknwgsikSaBIviFIbegáItGnuvtþnigvaytMélkmµ

viFIm:aXIFIg .  

tMrUvkarrbs;muxviC¢a 

-   Éksar ³   esovePAEdltMrUvsMrab;karsikSakñúgfñak;enHKW   

-  Kotler, Philip., Gary Armstrong, Linden Brown, Stewart Adam, and Chandler (2003), "Principles of 

Marketing" 2nd Australasian Edition, Prentice Hall, Australia and New Zealand edition. 
 

- esovePAeyagbEnßm 

 

-  Kotler, Philip., John Bowen, and James Makens (2003), “Marketing for Hospitality and Tourism” 3
rd

 

Edition, Printice Hall, Pearson Education International. 

 

karGan³  nisSitRtUvGanCamunnUvGtßbT b¤ emeronTaMgLayEdl)ankMNt; muneBlBiPakSa b¤ sikSakñúgfñak; . kalviPaK 

sMrab;emeron nig bBa¢I emeronEdlRtUvGan KWmanbgðajCUnenAEpñkxageRkam.  enAeBlkMBugsikSakñúgqmas xJMúnwg 

EckCUnGtßbTbEnßmeTot EdlRtUvEtGanmuneBlcUleronkñúgfñak; b¤kic©BiPakSaTaMgLay. ebIGñkxkxanmin)ancUleronema:g NamYy 

enaHerOgr:avl¥²KYrcab;GarmµN_ k¾)at;bg;pgEdr. nisSitk¾RtUvGannigRsavRCavpg EdrsMrab;kic©karpÞH nigkic©RsavRCav 

EdlRKURbKl;eGay. cUrerobcMeBlevla nigEpnkareGay)anRtwmRtUvhµt;hµgsMrab; xøÜnGñkpÞal; taMgeBlcab;epþImdMbUgeTA 

edIm,IeCos vagkartk;søútnUvGVIEdlRtUvGanmaneRcInsMebImmuneBlRblg.  

 

em:agsikSa nig viFIsa®sþbeRgon ³  

muxviC¢aeKalkarN_TIpSar MK101 rYmman 48em:agsikSa sMrab;ry³eBl16s)þah_. nisSitEdleRCIserIsmuxviC¢aenH 

sMrab;evnsikSanimYYy² RtUvcUleronem:agbzkfary³eBl2ema:gkñúg1s)aþh_kñúgfñak;rYmKñanig. cMEnkem:agBieRKaH BiPakSa 

KWCaRkumfñak;tUc² EdlerobcM bEnßmelIem:agbzkfa. kññúgem:agenH nisSit man»kassaksYredjedalCMuvijbBaðaTaMgLayBYkeK 
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manelIxøwmsaremeron sMNYrnana  .l. ehIyeBlenH k¾Ca»kasEdlRKUbeRgonnignisSitrYmKñaedaHRsaybBaða cMlg;epSg² nig 

elIkcMeNaTbBaða viPaK BiPakSa pgEdr.  

eKalkarN_vaytMél  
 

karvaytMélelIkarsikSarbs;nisSitnwgRtUvkMNt;elImUldæanBinÞúsrub 100BinÞú edaymankarEbgEckdUcteTA³ 

 

N
0 

Description Percentages 

1 Assessment 1 - Main project 30% 

2 Assessment 2 - Learning Review 15% 

3 Assessment 3: Mid-Semester Exam 10% 

4 Participation in Tutorials 10% 

 Final Examination 35% 

 Total 100% 
 

KMeragemeronnigbriecäT 

 

 

 Weeks Topics covered 

Week 1 Introductions :  Understanding marketing and the marketing process  

Week 2  Understanding marketing and the marketing process (Continued) 

Week 3 Creating value  

Week 4 Strategic and marketing planning (where marketing fits in) 

 Week 5 Marketing planning (Continued) 

Week 6 The global marketing environment (Overview) 

 Week 7 Marketing research and information systems 

Week 8 Marketing research and information systems (Continued) 

Week 9 Buyer Behavior (Consumer) 

Mid Term Exam 

Week 10 Buyer Behavior (Business to Business) 

 Week 11  

  

Market Segmentation; Targeting and Positioning (1)  

 Week 12  

  

Market Segmentation; Targeting and Positioning (2)  

 Week 13 Developing the marketing mix: Products (1)  (Goods, Services and Experiences)  
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Week 14 Developing the marketing mix: Products (2) 

Developing the marketing mix: Price (1) 

Week 15 Developing the marketing mix: Price (2) 

Developing the marketing mix: Placement (1) 

 Week 16 Developing the marketing mix: Placement (2) 

IMC: Advertising and Public Relations (1) 

Extra 

Reading  

IMC: Advertising and Public Relations (2) 

IMC: Sales promotion and Personal Selling 

IMC: Direct and On-line marketing  

 
Week 17 Preparation and Examination Week 

Week 18 Final Exam 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


