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COMM223
Marketing Management I
	Session
	Topics from Textbook 
	Chapter
	‘Central’ Topics for Examination

	#1 
	Introduction 
	1
	Model of the marketing process

Key elements of a customer-driven strategy

Customer Relationship Management (N.B.  To be complemented by coverage in subsequent chapters.)  

	#2 
	Company & Marketing Strategy 

The Marketing Environment


	2

3
	The 4 steps in strategic planning

Role of Marketing in strategic planning

Marketing strategy & the marketing mix

The company’s macro-environment

The company’s micro-environment

	#3 
	Managing Marketing Information
	5
	Components of a marketing information system

Steps in the Marketing Research process

	#4 
	Consumer Markets & Consumer Buyer Behaviour
	6
	Major factors that influence consumer buyer behaviour

Stages in the buyer decision process & major types of decisions

	#5 
	Segmentation, Targeting & Positioning
	8
	3 steps of target marketing (segmentation, targeting, positioning)

Major bases for segmenting consumer markets

Major target marketing & positioning  strategies

	#6 
	Product, Services & Branding Strategies


	9


	Major classifications of products & services

Concepts of product/services lines & mixes

Branding strategies

Services marketing

	#7 
	MID-TERM EXAMINATION
	
	

	#8 
	New Product Development & Product Life-Cycle Strategies 

Pricing
	10 

11
	Steps in the new product development process and product life cycle

Internal & external factors that affect pricing decisions

Major strategies for setting and modifying prices

	#9 
	Pricing (Continued)

Distribution Channels & Supply Chain Management
	11

12 


	Major strategies for setting and modifying prices

2 general approaches to setting prices

Functions of channel members

Managing conflict & regaining control in the channels

Channel design & management decisions

	#10 
	Integrated Marketing Communications (IMC) Strategy 

Advertising & Public Relations


	14 

15


	Role & importance of the tools in the marketing communications mix

Steps in developing effective IMC 

The 5 major advertising decisions

The major sales promotion categories and tools

Functions & tools of public relations

	#11 
	Personal Selling & Sales Promotion 

Direct & Online Marketing


	16

17
	Steps in the personal selling process

How salespeople create value & build relationships

Design & use of sales promotion campaigns

Forms & benefits of direct marketing

Evolving use of online & Internet technologies in direct marketing

	#12 
	Global Market Place 


	19 


	The global marketing environment

Major decisions in international marketing

	#13 
	Marketing & Society
	4
	Major social & ethical criticisms of marketing

Consumerism & environmentalism

Enlightened marketing & ethics


