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MARKETING MANAGEMENT I
Course Outline
COMM 223 – SPRING 2021

Professor: PHILIPPE COLAS

Phone: (514) 526-5219

Email: philippe.colas@concordia.ca (do not use Moodle)

ZOOM personal room: https://concordia-ca.zoom.us/my/philippecolas 

Office: N/A

Office hours: By appointment via my booking website http://philippecolas.simplybook.me/sheduler/manage/event/1/unit/1/



COURSE OUTLINE – COMM 223



Content subject to change
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Course Description

This course introduces students to the key concepts in marketing. Topics covered include marketing strategy, buyer behaviour, and the impact of technology on the discipline. It also explores the critical role that marketing plays in advancing society. Note: Students who have received credit for COMM224 or MARK201 may not take this course for credit. 

Learning Objectives

Upon completion of this course, the student will:
1. be able to explain the marketing planning process and its components;
2. know how to apply marketing concepts and tools across a broad spectrum of situations;
3. understand how to integrate a selection of essential values and attitudes into his/her overall business mindset; 
4. know how to apply sustainable marketing practices;
5. exhibit a basic appreciation for the science aspect of marketing;
6. be a better team player;  
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Course Material – Required Textbook


Armstrong, Kotler, Trifts, and Buchwitz, Marketing: An Introduction, Seventh Canadian Edition, Pearson Education Canada.

Kurtz, D.L. & K.E. Clow (1998), Services Marketing, John Wiley and Sons, "The purchase process for services," in Service Marketing, Cha. 2, pp. 32-55. (POSTED IN MOODLE SECTION CLASS 4)


Key References For Your Success In the Course

	Topic
	Reference

	Handouts to facilitate your student work
	https://www.concordia.ca/students/success/learning-support/handouts.html

	Specific writing tips 
	Moodle – Professional writing tools – Specific writing tips

	Formats for various types of documents
	Moodle – Professional writing tools – Format of documents

	Creative writing examples
	Moodle – Professional writing tools – Writing with creativity

	Presentation tips
	Moodle – Presentation tips




Course Delivery
1. Weekly classes consist of Zoom lectures, hands-on online workshops, and asynchronous learning opportunities administered through Moodle.  

2. Each student is expected to attend class sessions with a thorough understanding of the chapter(s) assigned for that class. The objective of the lectures and discussions will be to enhance comprehension of the material and not merely review concepts and definitions.

3. Course information is posted in Moodle, which students can access through the MyConcordia portal. Students are expected to check Moodle regularly.

4. Slides used for this course complement class material and lectures, and they are not a comprehensive summary of the textbook. Students are expected to complete the weekly assigned readings before class.

. 

Course Schedule


	Class


	Topics
	Reading & Work Due

	1
May 11th


	MARKETING: CREATING CUSTOMER VALUE AND ENGAGEMENT

What is marketing? 
Understanding the marketplace and consumer needs
Designing a customer-driven marketing strategy
Preparing an Integrated Marketing Plan and Program
Managing customer relationship
    Capturing value from customers
	Chapter 1
p. 1-23

	2
May 13th

	COMPANY AND MARKETING STRATEGY

Marketing strategy and the marketing mix
Managing the marketing effort and Marketing return on investment

ANALYZING THE MARKETING ENVIRONMENT

The microenvironment
   The macroenvironment
	Chapter 2

p. 51-61


Chapter 3

	3
May 18th

	MANAGING MARKETING INFORMATION
 
Marketing information and customer insights
Assessing marketing information needs 
Developing marketing information 
Marketing research 
   Analyzing and using marketing information
	Chapter 4
p. 104-132

	
4
May 20th

	UNDERSTANDING CONSUMER AND BUSINESS BUYER BEHAVIOR

Consumer markets and consumer buyer behaviour
   Business markets and business buyer behaviour
	Chapter 5
Kurtz and Clow article

	
5
May 25th


	CUSTOMER VALUE-DRIVEN MARKETING STRATEGY

Market segmentation
Market targeting 
   Differentiation and positioning
	Chapter 6

	

6
May 27th




	PRODUCT MIX

What is a product?
Product and service decisions
Services marketing
    Branding strategy


	Chapter 7

	7
June 1st


	MID-TERM EXAM
(Format to be confirmed)
	

	8
June 3rd


	PRODUCT MIX (Continued)

New product development
   Product life cycle 
	Chapter 8

p. 258 – 280
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June 8th

	PRICE MIX

Major pricing strategies 
Internal and external factors affecting pricing decisions.
New product pricing 
   Product mix pricing   
	Chapter 9

p. 288 – 306

Appendix 4
p. 650 - 655

	
10
June 10th



	PLACE MIX (MARKETING CHANNELS)

Supply chain and the value delivery network
Channel behaviour and organization
Channel design decisions
   Channel Management decisions  
	Chapter 10

p. 326 – 348


	11
June 15th

	PROMOTION (COMMUNICATION) MIX - INTEGRATED MARKETING COMMUNICATIONS (IMC) STRATEGY

The promotion mix
Integrated marketing communications 
Shaping the overall promotion mix
Advertising
Public Relations
   
   Personal Selling and Sales Promotion
	
Chapter 12

p. 400-428
p. 430-433


Chapter 13
p. 439-458 & p. 459 -466

	12
June 17th

	DIGITAL MARKETING AND SOCIAL MEDIA

Digital marketing
Marketing and web communication
Building an effective web presence
What is social media?
Creating a social media marketing plan
   Ethical and legal issues in social media marketing
	Entire online chapter
(Boone, Kurtz, Mackenzie, and Snow)


	13
June 22nd


	THE GLOBAL MARKETPLACE

Global marketing today
Looking at the global marketing environment
Decisions on global marketing

SUSTAINABLE MARKETING, SOCIAL RESPONSIBILITY AND ETHICS

Sustainable marketing
Social criticisms of marketing
Consumer actions to promote sustainable marketing
Business actions towards sustainable marketing
      TED TALK: https://www.ted.com/talks/harish_manwani_profit_s_not_always_the_point#t-347374
	Chapter 15




Chapter 16




Withdrawal dates:
· May 17th (Monday): Deadline for withdrawal with tuition refund (DNE) from first-term Summer 2021 courses
· June 7th (Monday): Deadline for academic withdrawal (DISC) from first-term Summer 2021 courses
COURSE OUTLINE – COMM 223
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Grade Distribution

	Assignment
	Weight
	Due date

	Marketing research practicum*
	4%
	TBA.

	Midterm
	25%
	Class 7

	Final
	30%
	During final exam period

	Team Project**
	25%
	Class 13

	Active learning and co-participation***
	16%
	

	Total
	100%
	



(*) See the document MRP guideline in the section Main documents for the course/Course outline main documents in Moodle
(**) See the document Term team project in the section Main documents for the course/Course outline main documents in Moodle
[bookmark: _Hlk71199025](***) See the document Active learning and co-participation in the section Main documents for the course/Course outline main documents in Moodle



Additional Regulations

1. Students shall note that the purchase or use of a reproduced/photocopied copy of an original text is illegal in Canada. 
2. Students are expected to participate in class discussions on the lecture material, which is an essential element in developing their managerial skills.
3. Assignments must be submitted at the beginning of class on the assigned date. Late assignments are not accepted. 
4. A grade of less than 40% on the final examination constitutes automatic failure of the course. 
5. Students are required to be familiar with Concordia's Code of Conduct – Academic. Please see the 2020-2021 Concordia Undergraduate Calendar. The Offences (articles 18~19) and the Sanctions (articles 21 through 25) in the Academic Integrity and the Academic Code of Conduct section are particularly noteworthy. 
6. Any form of recording or publication of course content is prohibited unless the consent of the instructor has been obtained in advance.  See University Policy at https://www.concordia.ca/content/dam/common/docs/policies/official-policies/PRVPA-2.pdf

Students must identify all information sources used in the corresponding portion of the paper and at the end of the work in any work submitted. Any violation of this prescription constitutes plagiarism under the Code of Conduct. 




Please Take Note of the Following

Content belonging to instructors shared in online courses, including, but not limited to, online lectures, course notes, and video recordings of classes, retain the faculty member's intellectual property. It may not be distributed, published or broadcast, in whole or in part, without the faculty member's express permission. Students are also forbidden to use their means of recording any online class elements or lectures without the instructor's express permission. Any unauthorized sharing of course content may constitute a breach of the Academic Code of Conduct and the Code of Rights and Responsibilities
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