Minnesota State Univer sity M oor head

MKTG 310: Principles of Marketing

A. COURSE DESCRIPTION
Credits: 3
Lecture Hours/Week: 3
Lab Hours/Week: O
OJT Hours/Week: * .*
Prerequisites. None
Corequisites: None
MnTC Goals: None

Examining the process of planning and executing the conception, pricing, promotion, and distribution of
ideas, goods, and services to create exchanges that satisfy individual and organizational objectives.
Prerequisite can be waived with consent of the instructor.

B. COURSE EFFECTIVE DATES: 06/01/1995 - Present

C.OUTLINE OF MAJOR CONTENT AREAS

Strategic Planning for Competitive Advantage
Ethics and Social Responsibility

The Marketing Environment

Consumer Decision Making

Organization to Organization Marketing
Segmenting and Targeting Markets

Marketing Research

Developing and Managing Products

Services and Nonprofit Organization Marketing
Marketing Channels

. Supply Chain Management

Marketing Communications

. Advertising, Public Relations, Personal Selling and Sales Promotion
Pricing

Customer Relationship Management
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D. LEARNING OUTCOMES (General)
Knowledge

Comprehension

Application

Analysis

Synthesis

Evaluation

Writing

Team Building

Self-Directed Learning
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E. Minnesota Transfer Curriculum Goal Area(s) and Competencies
None

F. LEARNER OUTCOMESASSESSMENT
As noted on course syllabus

G. SPECIAL INFORMATION
None noted
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