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თბილისის ჰუმანიტარული სასწავლო უნივერსიტეტი
TBILISI   HUMANITARIAN  TEACHING UNIVERSITY

Syllabus
	Name of the course/module
	Fundamental of Marketing  

	Code of the course
	BUEENG001

	Status of the course
(elective/compulsory)
	Elective course


	ECTS


	5 credits.Total:125 hours
Contact Hours – 50 hours (Class Meeting Time Period:17L/28Pr.)  + 5 hours
(Midterms:2h  and Final Examinations:3 h)
Individual Work-51 hours

	Authors (lecturer)
	Maia Meladze – Associate Professor
Phone:  593930754;	
E-mail: maia_meladze@yahoo.com
[Lecturer provides consultation hours for students based on schedule approved by the faculty dean, as well as consultations online;]

	Aim of the course
	To provide students the fundamental knowledge of current marketing theory and to put backgrounds for market-oriented thinking, both strategically as well as tactically. It also aims to train skills in analysing business situations, written and oral presentations. the course is that students will be able to analyze various business situations.

	Program prerequisits
	Fundamental of business 

	Assessment system and criteria
		Assessment forms and components

	Assessment forms
	Max point

	Midterm Assessment
	60

	Final Assessment  
	40

	Assessment  components 
	Number 
	Max Assessment of components
	Max point

	Midterm Assessment
	 
	 
	 

	Case study 
	10
	2
	20

	Project presentation
	1
	10
	10

	Discussion
	5
	2
	10

	Midterm exam 
	1
	20
	20

	Final exam
	1
	40
	40

	 

	Assessment criteria

	Case study   (10 points)
(5X2=10 points) 

	2
	precisely describes a given business situation, analyzes, evaluates and establishes Causal relationships in detail based on the knowledge gained; Draws appropriate conclusions; student is able to see the situation in a different light and give similar examples.

	1,5
	precisely describes a given business situation, analyzes, evaluates and establishes Causal relationships in detail based on the knowledge gained; Draws appropriate conclusions;  

	1
	precisely describes a given business situation, analyzes, evaluates and establishes cause-and-effect relationships in detail based on the knowledge gained; Draws appropriate conclusions;

	0.5
	precisely describes a given business situation, analyzes, evaluates and establishes cause-and-effect relationships in detail based on the knowledge gained;

	0
	The student does not participate in the business situation analysis process.

	Project presentation (10 point)

	points
	(6 points) Criteria for evaluating the content of the project

	6
	The student perfectly demonstrates the ability to find and critically analyze information / data, uses the latest information, data and literature, brilliantly evaluates complex problems and formulates his / her original conclusions by analyzing and synthesizing problematic issues, setting optimal guidelines for problem solving.


	5
	The student is very good at finding information / data analysis and critical analysis, using the latest information, data and literature, highly assessing complex problems and formulating his / her own conclusions by analyzing and synthesizing problematic issues.

	4
	The student is well able to find and critically analyze information / data, uses the latest information, data and literature, makes complex problem assessments and formulates his / her own conclusions by analyzing and synthesizing problematic issues, and determines the optimal directions for solving the problem.

	3
	The student satisfactorily demonstrates the ability to find and critically analyze information / data, uses the latest information, data and literature less, evaluates problems and forms his / her own conclusions by analyzing and synthesizing problematic issues, satisfactorily identifying optimal directions for problem solving.

	2
	The student is weak in the ability to find and critically analyze information / data, rarely uses the latest information, data and literature, evaluates problems, however, analyzes and synthesizes problematic issues, fails to form his own conclusions and does not determine the optimal direction to solve the problem.

	1
	The student is not able to find and critically analyze information / data, does not use the latest information, data and literature, is unable to assess problems and is unable to formulate his / her own conclusions about problem solving.

	0
	The student did not prepare homework

	Criteria for project presentation and discussion evaluation  (4 point)

	4
	The student is very good at presenting and presenting the problem, discusses his / her conclusions and arguments brilliantly while participating in the discussion on the presentation topic, and perfectly defends his / her opinions. Demonstrates very good skills in delivering delivery techniques, including presentation materials.

	3
	The student has a good ability to ask and present a problem, discusses his / her own conclusions and arguments while participating in a discussion on a presentation topic, and defends his / her own opinions well. Demonstrates good skills in delivering delivery techniques, including presentation materials.

	2
	The student satisfactorily demonstrates the ability to ask and present a problem, discusses his / her own conclusions while participating in a discussion on a presentation topic, but lacks argumentation. Defends your own opinions. Satisfactorily demonstrates the skills of delivering delivery techniques, including presentation materials.

	1
	The student is almost unable to identify and present the problem, having difficulty discussing his or her own conclusions and arguments while participating in a discussion on a presentation topic and defending his or her own opinions. At a low level, it demonstrates the ability to deliver delivery techniques, including presentation materials.

	0
	The student is unable to identify and present a problem, is unable to discuss his / her own conclusions and arguments while participating in a discussion on a presentation topic, is unable to defend his / her own opinions. Fails to demonstrate skills in delivering delivery techniques, including presentation materials.

	Discussion  (10 point)
5X2 = 10) During the semester, the student will be interviewed orally 5 times, respectively, in oral surveys the student can earn a maximum of 10 points (5X2). The oral survey is conducted in the format of reports, discussions and Q&A

	2
	The student is well prepared, the answer is clearly and adequately formulated, his reasoning is at a high level. student use terminology

	1
	The student is not well prepared, the answer is incompletely formulated, his/her discussion is fragmentary, and the terminology is incomplete.

	0
	The student is literally unprepared, the answer is vague and inadequate. His/her discussing  is fundamentally wrong, student does not use terminology

	Mid-term exam (20 points)

	Test (5X1 = 5 points) The test consists of 5 test assignments. The total number of points is equal to 5

	1
	The answer is correct

	0
	The answer is not correct

	Criteria for evaluating a theoretical issue (5X3) = 15

	3
	The answer is complete. The student is thoroughly familiar with the past material, the issue is logically, consistently and adequately conveyed. Terminology is protected. Reasoning and analysis are at a high level.

	2
	The answer is complete. The student satisfactorily  possess the aterials covered by the program. The issue is logically and adequately conveyed, though inconsistent. Terminology is protected. Reasoning and analysis are satisfactory.

	1
	The answer is short. The student has sufficient knowledge of the materials covered by the program, but there are some drawbacks. The issue is conveyed in part. Terminology is flawed. Discussion and analysis are fragmentary.

	0
	The answer to the question is not relevant or not given at all.

	Final exam (40 points)

	Criteria for evaluating a theoretical issue (8X3) = 24

	3
	The answer is complete. The student is thoroughly familiar with the past material, the issue is logically, consistently and adequately conveyed. Terminology is protected. Discussion and analysis are at a high level.

	2
	The answer is complete. The student is satisfied with the material covered by the program. The issue is logically and adequately conveyed, though inconsistent. Terminology is protected. Reasoning and analysis are satisfactory.

	1
	The answer is short. The student has sufficient knowledge of the materials covered by the program, but there are some drawbacks. The issue is conveyed in part. Terminology is flawed. Reasoning and analysis are fragmentary.

	0
	The answer to the question is not relevant or not given at all.

	Test (16X1 = 16 points)

	The test consists of 16 closed questions. The total number of points is equal to 16

	1
	The answer is correct

	0
	The answer is no
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	Assessment system/activities, methods
and criteria
	The assessment system has:
 Five types of positive assessment: 
(A) Excellent – 91-100 points of rating 
(B) very good – 81-90% of maximum assessment; 
(C) Good– 71-80% of maximum assessment; 
(D) Satisfactory – 61-70% of maximum assessment; 
(E) Enough–51-60% of maximum assessment.
Two types of Negative assessment: 

(FX) Fail After Supplementary Assessment – Maximum rate 41-50 points; which means, that student needs more time to take exam and is given the right to take exam repeatedly after independent work; 
(F) Fail – Maximum rate 40 and less points, which means, that student’s work is not enough and he/she needs repeated study of the subject.
A student is eligible to take an additional exam in the same semester if he or she received an FX (41-50 - failed) grade; The interval between the final and additional exams in the subject must be at least 5 calendar days after the announcement of the final exam results.

The student who has accumulated at least 21 points in the mid-term assessments is given the right to take the final exam, and at least 20 points in case of the final assessment.


	Core literature:


	1. Gary Armstrong, , Philip Kotler, , Valerie Trifts,  Lilly Anne Buchwitz, Marketing. Marketing: an introduction. Pearson. 2017.

	Additional literature
	2. William D. Perreault, Joseph P. Cannon, E. Jerome McCarthy. Essentials of marketing: a marketing strategy planning approach. 14th Published by McGraw-Hill Education.2015

	Learning outcomes, competences
(general and field specific)
	Knowledge and understanding:
· Name major marketing concepts, analyse marketing evolution and its current role in business;
· Name the major segmentation criteria, to identify market segment on the basis of custom segmentation principles, to select target market and the most appropriate market coverage method.
Skills:
· Analyze and research micro and macro environments, by determining the major marketing threats and opportunities for acting of new business establishment or product.
· Identify market opportunities and propose products or services that meet consumer expectations to the market.
· Adapt marketing mix elements for target market having regard to micro and macro environment, product life cycle and company’s resources.
· Draw basic annual marketing budgets.
· Work in a team, to present work results in written or oral form, to argue decisions.

	Learning/Teaching methods

		Learning/Teaching methods

	Lecture
	☒
	Group work 
	☒
	Practical teaching
	☒
	Lab work     
	☐
	Practice 
	☐
	Thesis/project 
	☒
	Consultation 
	☒
	 (E-learning)
	☐
	Independent work
	☒
	activities

	☒ Discussion/debate   ☐ (collaborative) ☐ problem based learning (PBL)  ☐ Case study ☐ Brain storming ☐ Role and situation game  ☐ Demonstration methods ☒ inductive  methods  ☒ deductive methods ☒ analysis method ☒ synthesis methods ☒ verbal teaching method ☐ writing working methods ☒ Explanation  methods ☐ active based teaching  ☐ project presentation 
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Course description:
Topics of the lecture, practical classes/laboratory work/working group, literature
	Week №
	Type of
the class
	Topics
	Contact hours
	literature

	[bookmark: _GoBack]Iweek

	Lect.
	Topic 1: Marketing: Creating and Capturing Customer Value
· marketing and outline the steps in the marketing process;
· the importance of understanding customers and the marketplace, and identify the five core marketplace concepts;
· the key elements of a customer-driven marketing strategy and discuss the marketing management orientations that guide marketing strategy;
· customer relationship management and strategies for creating value for customers and capturing value from customers in return
· major trends and forces that are changing the marketing landscape in this age of  relationships
	2
	[1] – Ch 1.

	
	Pract.
	· Discussion/debate 
	1
	

	IIweek




	Lect.
	Topic 2: Company and Marketing Strategy: Partnering to Build Customer Relationships
· company-wide strategic planning and its four steps;
· design business portfolios and develop growth strategies;
· marketing’s role in strategic planning and how  marketing works with its partners to create and deliver customer value;
· the elements of a customer-driven marketing strategy and mix, and the forces that influence it;
· marketing management functions, including the elements of a marketing plan, and discuss the importance of measuring and managing return on marketing investment
	1
	[1] – Ch 2.

	
	Pract.
	· Case study (1)
	2
	

	IIIweek
	Lect.
	Topic 3: Analyzing the Marketing environment
· The environmental forces that affect the company’s ability to serve its customers;
· Demographic and economic environments affect marketing decisions;
· Trends in the firm’s natural and technological environments
· Key changes in the political and cultural environments
· Companies can react to the marketing environment
	1
	[1] – Ch 4.

	
	Pract.
	· Discussion (1)
	2
	

	IVweek



	Lect.
	Topic 4: Managing Marketing information to gain Customer insights
· The importance of information in gaining insights about the marketplace and customers;
· The marketing information system and discuss its parts;
· The steps in the marketing research process;
· Companies analyze and use marketing information;
· The special issues some marketing researchers face, including public policy and ethics issues
	1
	[1] – Ch 5.

	
	Pract.
	· Case study (2)
	2
	

	V week

	Lect.
	Topic 5: Understanding Consumer and Business Buyer Behaviour
· The consumer market and the major factors that influence consumer buyer behaviour;
· The stages in the buyer decision process;
· The adoption and diffusion process for new products
· The business market and identify the major factors That influence business buyer behaviour;
· The steps in the business buying decision process
	1
	[1] – Ch 6.

	
	Pract.
	· Case study (3)
	2
	

	VIweek
	Lect.
	Topic 6: segmentation, targeting, and Positioning
· Major steps in designing a customer-driven marketing strategy: market segmentation, targeting, differentiation, and positioning;
· The major bases for segmenting consumer and business markets;
· How companies identify attractive market segments and choose a market-targeting strategy;
· How companies differentiate and position their products for maximum competitive advantage
	1
	[1] – Ch 7.

	
	Pract.
	· Discussion (2)
	2
	

	VII week

	Lect.
	Topic 7: developing and Managing Products and services
· product and different types of product offerings;
· the steps in the new-product development process and the major considerations in managing this process, and explain why new products fail;
· the stages of the product life cycle and how marketing strategies change during the product’s life cycle;
· The decisions companies make regarding their individual products and services, product lines, and product mixes
	1
	[1] – Ch 8.

	
	Pract.
	· Case study (4)
	2
	

	VIII week

	Midterm
	2
	

	IX week

	Lect.
	Topic 8: Brand strategy and Management
· the concept of a brand;
· the roles of logos, brand personality, brand status, and brand equity in building brands;
· the major strategic and ongoing management decisions marketers must make about brands;
· the ways marketers can engage consumers through brand communications;
· the roles of storytelling, branded content, branded entertainment, social media, and brand
· advocates in brand communications
	2
	[1] – Ch 9.

	
	Pract.
	· Case study (5)
	1
	

	X  week

	Lect.
	Topic 9: Pricing: understanding and capturing customer Value
· the three major pricing strategies and discuss the importance of understanding customer-value perceptions, company costs, and competitor strategies when setting prices 
· The other important external and internal factors affecting a firm’s pricing decisions; 
· The major strategies for pricing new products; 
· How companies find a set of prices that maximizes the profits from the total product mix;
· How companies adjust their prices to take into account different types of customers and situations; 
· The key issues related to initiating and responding to price changes; 
· The major legislation in Canada that affects marketers’ pricing decisions
	1
	[1] – Ch 10.

	
	Pract.
	· Discussion (3)
	2
	

	XI  week

	Lect.
	Topic 10: Marketing Channels
· what channels are, and why marketers need channel partners;
· The major types of channel partners
· The process of organizing and managing channels, and how channel  conflict can occur the strategy behind intensive, selective, and exclusive distribution
· the major channel design decisions marketers must make
· the role of supply chain management and logistics management, and why 
· companies often choose third parties to handle these tasks
· 
	1
	[1] – Ch 11.

	
	Pract.
	· Discussion (4)
	2
	

	XII  week

	Lect.
	Topic 11: Retailing and Wholesaling
· The role of retailers in the distribution channel, and describe the major types of retailers 
· The major marketing decisions made by retailers
· The major trends and developments in contemporary retailing
· The role of wholesalers in the distribution channel, and describe the major types of wholesalers
· The major marketing decisions made by wholesalers
	1
	[1] – Ch 12.

	
	Pract.
	· Case study (7)
	2
	

	
XIII week
	Lect.
	Topic 12: Communicating Customer value: Advertising and Public Relations
· The five promotion mix tools for communicating customer value 
· The changing communications landscape and the need for integrated marketing communications
· How advertising objectives are set and how advertising strategy is developed
· How advertising effectiveness is evaluated and the role of the advertising agency
· How companies use public relations to communicate with their publics;
	1
	[1] – Ch 13.

	
	Pract.
	· Case study (8)
	2
	

	XIV week
	Lect.
	Topic 13: Personal selling and sales Promotion
· The role of a company’s salespeople in creating value for customers and building customer relationships
· The six major sales force management steps
· The personal selling process, distinguishing between transaction-oriented marketing and relationship marketing
· How sales promotion campaigns are developed and implemented
	1
	[1] – Ch 14.

	
	Pract.
	· Case study (9)
· Discussion (5)
	2
	

	XV week
	Lect.
	Topic 14: Direct, online, Social Media, and Mobile Marketing
· Direct and digital marketing and discuss their rapid growth and benefits to customers and companies
· The major forms of direct and digital marketing
· How companies have responded to the Internet and the digital age with various online marketing strategies
· How companies use social media and mobile marketing to engage consumers and create brand community
· The public policy and ethical issues presented by direct marketing
	1
	[1] – Ch 15.

	
	Pract.
	· Case study (10)
	2
	

	XVI week
	Pract.
	
Project presentation
	
3
	

	XVII-XVIII week
	
Final Exam
	2
	

	XIX-XXweek
	Additional exam
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