Course Overview: BUS 225
	Course title: Principles of Marketing
 

	Pre-requisites: None
 

	Number of credits: 3
 

	Catalog course description: An introduction to the field of marketing. This course is designed to expose students to the elements of the marketing mix and processes involved in market planning and control. Concepts associated with buyer behavior, marketing information systems and product planning are discussed.
 

	Required instructor qualifications: Master of Business Administration (MBA), Master of Science in Management, Marketing, or Business Education, or a related MSc in Business disciplines


	Course’s audience and role in Eastern’s curriculum: Because this course has no prerequisites, it can be taken by any student at the university for elective credit. It is a required course for students completing the major in Business Administration. It is also required for students completing minors in Business Administration and Sport Management.  


	Learning outcomes: You may add your own individualized outcomes or objectives, as seen on the sample syllabi, but please also include the following learning outcomes, which are rooted in Eastern’s liberal arts learning outcomes. By the end of this course, students will be able to:
· Define the basic marketing concepts, and the developments in marketing process
· Define the characteristics and consumer behavior of consumer and industrial markets
· Recognize marketing information, the research processes for gathering marketing information to resolve marketing problems
· Explain marketing segmentation, positioning, and target markets
· Know the key components of marketing contained in the Four P’s of marketing
· Develop a sound marketing strategy in a competitive marketplace


	Primary modes of instruction: Suggested practices include:
· Using of real-world case studies
· Asking students to develop their own marketing plans
· A class pitch competition
· Class discussion
· Projects completed in small groups
· Oral presentations
· Presentations by guest speakers who work in the field
· Use of podcasts and videos


	Primary modes of assessment: As the sample syllabi demonstrate, there is considerable variability in the percentage of the course grade allocated to particular assessments, so you may exercise your professional judgment with regard to grade breakdowns. Potential assessments might include, but are not limited to:
· Midterm and final exams
· Quizzes, announced or unannounced
· Marketing plans and accompanying presentations
· Idea pitches
· Case study analyses
· In-class assignments
· Reading- or video-related homework assignments
· Attendance and participation


	Other notes for instructors: A particular textbook is not required, but the use of a relevant text is highly recommended to structure students’ out-of-class reading. Textbooks currently in use in this course on campus include Roger Kerin and Stephen Hartley’s Marketing; Shane Hunt, John Mello, and George Deitz’s Marketing; and Philip Kotler, Gary Armstrong, and Sridhar Balasubramanian’s Principles of Marketing.
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