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Room:

874 – 4

Timings:
S.M.W. 09:00am and 06:20pm

Course Objectives:

The objective of this course is to introduce cutting edge coverage of marketing concepts and a penetrating look at key issues and decisions facing marketers in a dynamic business environment. Stress would be given on topics like integrated marketing communications, sales promotion, direct marketing, customer relationship management, and supply chain management.
This course introduces basic topics such as marketing strategy, segmentation, and customer behavior in such a way that students will not only learn about the important perspectives needed for effective marketing buy they will also benefit from exercises.

Rules of Attendance:
Students are expected to monitor the following rules of attending and completing this course successfully:

· Attend all lectures regularly
· Abide by DCC attendance policy

· DN grade is awarded when absences exceed 6

Grade Weight Distribution:

· Attendance
…………………..……… 05%

· Assignments
………………………….. 10%

· Quizzes
…….………………………… 10%

· Midterm
………………………………. 20%

· Major Exam
 …………………………..25%

· Final Exam
………………….………… 30%

Grading Policy: (tentative)
· A+
 ………………………………… 95 – 100

· A
 …………………………………. 90 – 94

· B+
………………………………….. 85 – 89

· B
………………………………….. 80 – 84

· C+
………………………………….. 75 – 79

· C
………………………………….. 70 – 74

· D+
………………………………….. 65 – 69

· D
…………………………………… 60 – 64

· F
……………………………… Less than 60

Proposed Schedule for a Typical 15-Week Course

	MKT – 101 Basic Business Communication

Instructor: Kashif Jalal Syed
The activity contents may change as per the instructions by the instructor. Students will be informed of the material for reading purposes in advance.



	Week No.
	Activity

	1
	Orientation

Chapter 1, "An Overview of Contemporary Marketing"

	2
	Chapter 2, "Global Marketing Environment”

	3
	Chapter 3, "Marketing’s Strategic Role in the Organization”

	4
	Chapter 4, "Consumer Buying Behavior and Decision Making”

	5
	Mid-Term

	5
	Chapter 5, "B2B Markets and Buying Behavior"

	6
	Chapter 6, "Marketing Research and DSS”

	7
	Chapter 7, "Marketing Segmentation and Targeting”

	8
	Chapter 8, "Product and Service Concepts’

	9
	Chapter 9, "Developing New Products and Services”

	10
	Chapter 11 "Pricing Concepts"

	11
	Chapter 12 "Price Determination and Pricing Strategies”

	12
	Major Exam

	12
	Chapter 13, "Marketing Channels"

	13
	Chapter 14, "Retailing"

	14
	Chapter 15, "Wholesaling and Logistics Management”

	15
	FINAL EXAM Review


