Oakton Community College
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I. Course

Course

Course



Credit
     Lecture
Lab
Prefix

Number
Name


    
    3
           3
  0
MKT


131

Principles of Marketing

II. Prerequisite:


No

III. Course Description:

This is a study of the full meaning of the marketing concept including discovering consumer needs and wants, translating these needs and wants into products and services creating demand for these products and services and expanding this demand to create a profit.

IV. Learning Objectives: 


Students will be able to identify and explain the important concepts in Marketing, which relate to:

1.
The determination of target markets

2.
Establishment of product policies and lines

3.
Effective distribution channels

4.
Selecting appropriate promotional mixes

5.
Determining pricing policies

6.
Recognizing the importance of a changing global economy and 


 development of new markets.

7. Developing and auditing Market Plans and marketing strategies

V.
ACADEMIC INTEGRITY STATEMENT

Students and employees at Oakton Community College are required to demonstrate academic integrity 
and follow Oakton’s Code of Academic Conduct. This code prohibits: 

· cheating, 

· plagiarism (turning in work not written by you, or lacking proper citation), 

· falsification and fabrication (lying or distorting the truth), 

· helping others to cheat, 

· unauthorized changes on official documents, 

· pretending to be someone else or having someone else pretend to be you, 

· making or accepting bribes, special favors, or threats, and 

· any other behavior that violates academic integrity. 


There are serious consequences to violations of the academic integrity policy. Oakton’s policies and 
procedures provide students a fair hearing if a complaint is made against you.  If you are found to have 
violated the policy, the minimum penalty is failure on the assignment and, a disciplinary record will be 
established and kept on file in the office of the Vice President for Student Affairs for a period of 3 years. 

VI. Details of the Code of Academic Conduct can be found in the Student Handbook.
VII. Course Outline (see schedule)
VIII. Methods of Instruction: Learning activities include lecture, small and large group discussion, videos, and 
case studies.
IX. Course Practices: Students are responsible for reading outside materials as well as the text.  Required 
assignments will include written case studies (homework), final team project, and current marketing 
topics for class discussion.  Students will be responsible for all material discussed in class, regardless of 
attendance.
X. Instructional Materials: Text by Kerin, Berkowitz, Hartley, Rudelius, Marketing, published by McGraw-
Hill, Irwin, Seventh Edition.  Instructor’s handouts.
XI. Methods of Evaluation:


Points 

(2) Exam 




100

(2) Quiz




 50

(1) Case Study




 25

(1) TV Ad Review



 25

(1) Oral “What’s New In Market?”

 25

(1) Final Project



 80


(2) Final Progress Reports


 35

* Class Participation and Attendance

 75

Total Points




600

* A sign-in sheet will be used for attendance.  Students are expected to participate in the “What’s New 
in Market?” segment class discussion.

School Grading System will be used:

90-100 A
          

                                                       
89-80   B
             
                                                    
79-70   C
            
                                                     
69-60   D
XII. Late Papers will be penalized

Instructor at his option may assign take home exam.  In event in class exam is given, makeup test will be 
available for (3) days in the testing center.  Students must call instructor prior to exam to set up 
arrangement.  Late exams will not be allowed bonus questions.

Failure to show up on an assigned day for presentation will result in a failing grade for the project.
XIII. Other Course Information:
         If you have a documented learning, psychological, or physical disability, you may be entitled to         
reasonable academic accommodations or services.  To request accommodations or services, contact the 
ASSIST office at the Learning Center.  All students are expected to fulfill essential course requirements.  
The College will not waive any essential skills or requirements of a course or degree program.
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(term) (year)



(term) (year)

Syllabus prepared by: Sue Cisco
Reviewed by Dept/Program Chairperson: Sue Cisco

Approved by Dean: Bradley Wooten
Revised 5/06


