DAFFODIL INTERNATIONAL UNIVERSITY (DIU)

Semester – Fall, 2020
Department of Business Administration

Faculty of Business and Entrepreneurship
_____________________________________________________________________
Course Title: Principles of Marketing

Course code: (MKT-101)

Course Instructor: Sharmin Jahan , Assistant Professor ( DIU)

Email address: sharmin_jahan@daffodinvarsity.edu.bd
Instructor’s counseling hours: If students have any problem regarding academic purpose, they can meet with me in the following schedule. During this time, I will be available at my desk, Faculty Room No- 1.


                                   Counseling Hour
	Days
	Counseling hour

	Sun
	9:00am-10:00am

	Mon
	9:00am-11:30am

	Tues
	9:00am-10:00am

 1:00pm-2:30pm

	Wed
	9:00am-11:30am

	Thurs
	9:00am-10:00am

1:00pm-4:00pm


       Course objective: By studying this course, the students will be able to-
· Understand the concept customer value and customer relationship.
· Make a clear idea about marketing environment.
· Understand the concept of consumer market and business market.
· Understand how to create a market driven strategy.
· Make a clear idea about 4ps of marketing
· Understand the importance of communication in marketing.
Topics to be covered:
	SL
	Chapter name
	Contents

	1.


	 Marketing: Creating and Capturing Customer Value.
	What is Marketing, Needs, Designing a customer Driven Marketing strategy, Integrated Marketing plan, Building customer Relationships, Capturing value from customer, The changing marketing landscape.


	2.


	Company and Marketing Strategy: Partnering to Build Customer Relationships


	Strategic Planning, Planning Marketing, marketing strategy and the marketing mix, Managing the marketing effort


	3.


	Analyzing the Marketing Environment.


	The Microenvironment, The Microenvironment.


	4.


	Consumer Markets and Consumer Buyer Behavior.
	Model of Consumer Behavior, Characteristics affecting consumer behavior, Types of buying decision behavior, the buyer decision process, decision process for new product.

	5.


	Business Market and Business Buyer Behavior


	Business Markets, Business Buyer behavior.

	  6.
	Consumer-Driven Marketing Strategy: Creating Value for Target Customers.
	Market Segmentation, Market Targeting, Differentiation and Positioning

	
	Mid-term Examination
	

	7.


	Products, Services and brands: Building Customer Value.

	What is a product, Product and service decisions, Service marketing, Branding strategy.

	8.


	New-Product Development and Product life Cycle Strategies.


	New Product development Strategy, Managing New product, PLC

	9.


	Pricing: Understanding and Capturing Customer value


	What is a price?  Major pricing strategies, other external and internal considerations.

	10.


	Pricing Strategies.


	New-product pricing strategies, Product mix pricing strategies, Price adjustment strategies, Price changes.

	11.


	Marketing Channels: Delivering Customer Value.

	Supply chain and the value delivery network, Channel behavior, Channel design, Channel management decision.

	12.
	Communicating Customer Value: Integrated Marketing Communication Strategy. 

	The Promotion mix, IMC, A view of communication process, Steps in developing effective Marketing communications.

	
	Final Examination
	


Text Book Recommended:
Principles of Marketing (Latest Edition) by Philip Kotler & Gary Armstrong.
Reference Book Recommended:
1. Marketing Management (Latest Edition) by Philip Kotler , Kevin lane Keller, Abraham Koshy and Mithileshwar Jha.
2. Principles of Marketing (Practices and applications in Bangladesh) by Tamzid Ahmed Chowdhury

Marks Distribution:
	Class Attendance
	07

	Quizzes (3) 
	15

	Assignment
	05

	Presentation
	08

	Mid-Term
	25

	Semester Final
	40

	Total
	100


Grading System:
	Numerical Grade
	Letter Grade
	Grade Point

	80 % and above
	A+ [Plus]
	4.0

	75% to less than 80%
	A[Regular]
	3.75

	70% to less than 75%
	A-[Minus]
	3.5

	65% to less than 70%
	B+[Plus]
	3.25

	60% to less than 65%
	B[Regular]
	3.0

	55% to less than 60%
	B-[Minus]
	2.75

	50% to less than 55%
	C+[Plus]
	2.5

	45% to less than 50%
	C[Regular]
	2.25

	40% to less than 45%
	D
	2.0

	Less than 40%
	F
	0.0


Examinations

There will be 3 class tests bearing 15 marks each and average of these three tests will be counted. There will be only one mid-term examination. Failing to take mid-term exam will result in zero mark. Under extreme circumstances, like death of close relation, serious illness etc., make up exam can only be arranged. 

Assignment

Students are advised to submit the list of names of their group members in the fourth week of the class. It is expected that each team member will contribute an equal amount of work and number of hours to the assignment. Students can contact me if they face any problem or need any explanation or suggestion. 
Presentation: 
Presentation will carry 8 marks. It is expected that each member will participate for a 5-minute PowerPoint Presentation.
Attendance
DIU attendance policy will be used. It is expected that each student will attend all the classes. Students must assume full responsibility for any loss incurred due to absence.

Plagiarism

Zero tolerance level will be shown for any type of cheating or plagiarism. This will result in “F” grade. “Cheating” is the use of unauthorized resources and/or work of another person, but not limited to homework, tests, presentations and examinations. Unless specifically instructed otherwise, it is assumed that each student submits his/her work done by his/her own.

Please Note the Following
1. Please feel free to ask any question in the class to make your conception clear.

2. Don’t miss any class and try to follow the instructions I give in the class.

3.   Try to submit all your work in time and avoid penalty for late submission.

  4.   Try to be honest and truthful and punctual in all your activities.

  5.   Try to maintain decency and decorum in the class.

Good Luck!!!
