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MKT 205 PRINCIPLES OF MARKETING (3)

The course focuses on an analysis of the four strategic elements of marketing — product, price, promotion, and distribution —
and the environmental factors that affect the market. The basic theories and examples of marketing practices that this course
comprises will prepare the student for further study in marketing and other business fields.

Student Learning Outcomes
Students will:
1. Understand what marketing is and the importance of marketing in every business
Explain the four Ps in a marketing mix.
Differentiate between a marketing strategy, a marketing plan, and a marketing program.
Differentiate between goods and services.
Explain the elements of the marketing strategy planning process and strategy decisions for the four Ps.
Understand the challenges marketers face as they work to develop ethical marketing strategies that serve
consumers’ needs
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Course Topics
1. An analysis of the four strategic elements of marketing—product, price, promotion, and distribution
2. The environmental factors that affect the market.
3. The basic theories and examples of marketing practices.
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MKT 305 CONSUMER BEHAVIOR (3)

This course examines the purchase decision situation and the processes that influence it. Basic concepts from the field of
cognitive psychology form the theoretical foundation of the course. Applications of the theories to the practice of marketing
are developed. Prerequisite: MKT 205.

Student Learning Outcomes
Students will:
1. Understand the relationship between marketing strategy and consumer behavior.
Recognize the influence of culture, subcultures, and demographics on consumer decision-making.
Analyze household consumption patterns and their impact on marketing approaches.
Develop marketing strategies based on consumer decision rules and innovations.
Evaluate the role of perception, motivation, and situational variables in consumer behavior.
Examine and articulate positions on regulatory issues affecting consumer behavior and marketing.
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Course Topics

1. Foundations of Consumer Behavior
Subcultures and Consumption
Household Situational Influences
Motivation and Perception
Consumer Decision Rules
Regulatory and Ethical Considerations
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MKT 320 PERSONAL SELLING (3)

This course examines the personal selling communication process: how information is used to persuade and to satisfy
individual needs. Emphasis is placed on preparation for a sale, presentation, closing, handling objections, and follow-up after
the sale. Opportunity is provided to study different types of sales environments. Prerequisite: MKT 205.

Student Learning Outcomes
Students will:
1. Understand and develop skills in sales practices, including preparation for job-seeking processes and interviews.
Examine the role of personal selling in the broader marketing mix.
Improve communication skills, including verbal, written, and listening abilities.
Define and discuss each component of the selling process.
Practice and refine the selling process through role-play and in-class exercises.
Explore strategies for building and maintaining long-term professional relationships with clients.
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Course Topics

1. Introduction to Personal Selling
Resume and Interview Preparation
Knowledge and Skill Requirements
The Partnership Process
The Salesperson as Manager
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MKT 325 SPORT MARKETING (W) (3)

This course explores the world of sport and entertainment marketing, including distribution, pricing, promotion, selling, and
product/service management through the creation of a comprehensive marketing plan. Prerequisite: MKT 205.

Student Learning Outcomes
Students will:

1.
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Define, analyze, and interpret the importance of sport marketing and how it increases consumer demand;

Be better able to analyze marketing decision making in sport organizations;

Have improved their communications, coordination, and creative skills as they relate to sport marketing;

Have improved their readiness for internship and career searches; and

Developed and refined critical thinking, problem-solving, and communication skills.

Demonstrate and apply knowledge of sport management principles

Develop a skill set that advances their oral, written and creative communications abilities, as well as their analytical
and critical thinking skills

Be prepared for an entry-level position in the field of sport management

Course Topics

1.

All aspects of marketing, distribution, marketing information system, pricing, promotion, selling, and product/service
management are addressed through the lens of how they are used in the sport and entertainment industries.
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MKT 340 INTERNATIONAL BUSINESS (3)

This class examines how cultural and social values influence management and marketing practices throughout the world.
Work-related activities, norms, standards, and expectations of the U.S. are compared with those of other countries. Cross-
cultural business ventures are examined with particular reference to potential influences of the ventures on the cultures
involved. Prerequisites: MGT 204, MKT 205. Same as MGT 340.

Student Learning Outcomes
Students will:

2.
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Analyze labor force issues in the global environment.

Assess economic and socio-economic forces impacting global business.

Compare and contrast natural resources with environmental sustainability.

Determine the impact of political forces on global business.

Evaluate economic, legal, and regulatory forces in international markets.

Formulate corporate, business, and functional level strategies for international operations.

Diagnose and solve problems in international management (IM) using relevant theories and concepts.
Critique challenges associated with international business in specific countries and regions.

10 Summarize cultural values and perspectives related to international business.

Course Topics

1.
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Introduction to International Business
Cultural Analysis

Economic Analysis

Political and Legal Forces
Environmental Sustainability
Strategic Management

Market and Competitive Analysis

The Role of Management in IM
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MKT 354 ADVERTISING AND PROMOTION (3)

A course focusing on the communications functions of marketing. Topics include public relations, merchandising, sales
promotion, advertising management, and marketing communications theory and research. Prerequisite: MKT 205.

Student Learning Outcomes
Students will:

1.

owusEwN

Recognize the strategic role and benefits of Integrated Marketing Communication.
Recognize all aspects of integrated marketing communication.

Design, plan, implement and control strategies for the management of IMC.

Critically examine the principles of successful IMC campaigns.

Evaluate the effectiveness of the various IMC channels and of their potential synergy.
Evaluate the effectiveness of new interactive technologies and tools.

Course Topics

1.
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Public relations

Merchandising

Sales promotion

Advertising management

Marketing communication theory and research
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MKT 388 Topics in Marketing (1-3)

Student Learning Outcomes
Students will:

1.

2.
3.
4

Understand the fundamental concepts and importance of digital marketing in contemporary business.
Develop strategies for the implementation and practice of digital marketing techniques.

Identify and analyze target audiences for digital marketing campaigns.

Comprehend and articulate terms related to social media marketing, microblogging, mobile marketing, video
marketing, and content marketing.

Apply digital marketing strategies to real-world scenarios.

Course Topics

1.
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Introduction to Digital Marketing

Digital Marketing Strategies

Target Audiences and Market Segmentation
Social Media Marketing

Content Marketing

Mobile and Video Marketing

Metrics and Analytics
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MKT 410 MARKETING RESEARCH (W) (3)

The course introduces the scientific method as it is applied in marketing. Quantitative and qualitative research methods are
studied and an original research project is undertaken. Students gain experience in developing research questions, selecting
appropriate methods, using analytical tools, and interpreting and presenting research findings. Prerequisites: MKT 205, 305,
354, MTH 170.

Student Learning Outcomes
Students will:
Course Learning Objectives
1. Know what marketing research is and what it does for business.
Explain the major phases of the marketing research process and the steps within each
Contrast qualitative research with quantitative research
Determine what needs to be measured based on a research question or hypothesis
Define the parts of a research report following a standard format
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Course Topics
1. Developing research questions
2. Selecting appropriate methods
3. Using analytical tools
4. Interpreting and presenting research findings
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