	CAĞ UNIVERSITY

FACULTY OF ECONOMICS & ADMINISTRATIVE SCIENCES

	Code
	Course Name
	Credit
	ECTS

	MAN 331
	Comtemporary Marketing Issues
	(3-0) 3
	6

	Prerequisites
	None

	Language of Instruction
	English 
	Mode of Delivery 
	Face to face

	Type and Level of Course
	3.Year/Fall Semester 

	Lecturers
	Name(s) 
	Lecture Hours
	Office Hours
	Contacts

	Course Coordinator
	Yard.Doç.Dr.Murat Gülmez

Yard.Doç.Dr.Bülent Özer
	
	
	muratgulmez@cag.edu.tr

bulentozer@cag.edu.tr

	Course Objective 
	Course aims to understand the strategic role of marketing and develop the ability to define and analyze the marketing problems dealt with by managers, and understand analytical concepts and techniques currently being used in marketing. 

	Learning Outcomes of the Course
	
	Students who have completed the course successfully should be able to
	Relationship

	
	
	
	Prog. Output
	Net 
Effect

	
	1
	know what marketing concept is why you should learn it
	5
	3 

	
	2
	understand what customer value is and why it is important to customer satisfaction
	5&8
	3&3

	
	3
	be familiar with the four Ps in a marketing mix.
	5&8
	3&3

	
	4
	know what marketing strategy planning and differences between a marketing strategy, a marketing plan and a marketing program
	5 
	3 

	
	5
	know what might be the issues regarding the political and legal environment
	5 
	3 

	
	6
	know what market segmentation is and how to segment product-markets into submarkets.
	5&8
	3&3

	
	7
	describe how economic needs influence the buyer decision process and explain the process by which consumers make buying decions.
	5 
	3 

	
	8
	understand the problem-solving behavior of organizational buyers and how they get market information.
	5 
	3 

	
	9
	know about methods for collecting secondary and primary data.
	5&8
	3&3

	
	10
	understand the new-product development process and understand how product life cycles affect strategy planning.
	5 
	3 

	Course Description: To increase knowledge and understanding of marketing concepts and terminology ("Principles of Marketing") which form the foundation for advanced coursework and practice in business. 

	Course Contents: ( Weekly Lecture Plan )

	Weeks
	Topics
	Preparation
	Teaching Methods

	1
	Marketing’s Value to Consumers, Firms, and Society
	Textbook (1) Ch.1
Textbook (2) Ch.1

Textbook (3) Ch.1
	Case Discussion
Case Study 1

	2
	Marketing Strategy Planning 
	Textbook (1) Ch.2
Textbook (2) Ch.2
	Case Discussion
Case Study 2

	3
	Evalualting Opportunities in the Changing Marketing Environment 
	Textbook (1) Ch.3
Textbook (2) Ch.4
	Discussion

	4
	Marketing Ethics
	Textbook (2) Ch.3
	Discussion

	5
	Demographic Dimensions of Global Consumer Markets
	Textbook (1) Ch.5
	Discussion

	6
	Consumer Buyer Behavior
	Textbook (1) Ch.6
Textbook (2) Ch.5
Textbook (2) Ch.5
	Discussion

	7
	Consumer Buyer Behavior
	Textbook (1) Ch.6

Textbook (2) Ch.5

Textbook (2) Ch.5
	Discussion

	8
	Business and Organizational Customers and Their Buying Behavior
	Textbook (1) Ch.8
	Discussion

	9
	Segmentation, Targeting, and Positioning
	Textbook (2) Ch.8
	Discussion

	10
	Developing New Products
	Textbook (1) Ch.9
Textbook (2) Ch.9
	Discussion

	11
	Advertising, Public Relations, and Sales Promotions
	Textbook (1) Ch.16
Textbook (2) Ch.18
Textbook (3) Ch.15
	Discussion

	12
	Place and Development of Channel Systems
	Textbook (1) Ch.11 
	Discussion

	13
	Distribution Customer Service and Logistics
	Textbook (3) Ch.12
	Discussion

	14
	Reatilers, Wholesalers, and Their Strategy Planning
	Textbook (2) Ch.15
Textbook (3) Ch.13
	Discussion

	REFERENCES

	Textbook
	1) Basic Marketing (2010) by William D. PERREAULT, Joseph P. CANNON, E. Jerome  MCCARTHY, 17th Edition, Mc Graw Hill.
2) Marketing (2010) by Dhruv GREWAL, Michael LEVY, 2th Edition, Mc Graw Hill.

3) Principles of Marketing (2010), byPhilip KOTLER, Gary ARMSTRONG, 13th Edition, Pearson. 
4) Selected Additional Readings (available electronically through Çağ University Library/Online Journals) will periodically be assigned during the course. 

	Course Notes
	Case Study 1: Amazon;  Case Study 2: Nike

(Case analyses are individual assignments and should be worked on independently)

	Recommended Reading
	1)Marketing Türkiye, Pazarlama Dünyası.

2) Dennis Callaghan (2003), Online CRM Grows up, eWeek, December  2003.

	Material Sharing
	Solving of Cheapter-End Problems and Presentation Slides from WEB Automation System

	ASSESSMENT METHODS

	Activities
	Number
	Effect
	Notes

	Case Studies
	2
	10%
	

	Effect of The Activities
	
	10%
	

	Effect of The Midterm Exam
	
	30%
	

	Effect of The Final Exam
	
	60%
	

	ECTS TABLE

	Contents
	Number
	Hours
	Total

	Hours in Classroom 
	12
	3
	36

	Hours out Classroom
	12
	3
	36

	Case Studies
	2
	16
	32

	Midterm Exam
	1
	24
	24

	Final Exam
	1
	38
	38

	Total

Total / 30

ECTS Credit
	166

	
	 =166/30=5,53

	
	6


