市场营销学课程教学大纲

一、课程基本情况
课程名称：市场营销学
课程编号：11130992
课程总学时：40讲课：40
课程学分：2.5
课程分类：必修
开设学期：春
开课单位：经济管理学院 
适用专业：工商管理、农林经济管理、金融学、会计
所需先修课：经济学、管理学
课程负责人：陆娟、乔娟
二、课程内容简介
市场营销学是经济管理学院的工商管理、市场营销、金融、农林经济管理、国际贸易等专业的专业基础课。本课程由理解市场营销、分析市场营销环境、市场细分与定位、拟定营销组合决策四部分组成。理解市场营销部分的主要内容有：市场营销的核心概念、市场营销观念和市场营销理论及其发展，营销管理过程与营销计划，市场营销竞争战略等；分析市场营销环境部分主要讨论宏观和微观营销环境，以及营销信息系统与营销调研；市场细分与定位部分主要在分析消费者市场和组织市场及其购买行为的基础上，讨论市场细分、目标市场选择以及市场定位的原理与策略；拟定营销组合决策部分重点讨论市场营销组合的四大基本决策（产品决策、价格决策、分销决策和促销决策）的主要内容及其组合应用。
Marketing is the core course for the Students majored in Business Management, Marketing, Finance, Agriculture, Forestry, Economic Management, International Trade and other majors for college of economics and management. This course is composed of four parts  including the understanding of marketing, marketing environment analysis, market segmentation positioning and developing marketing plans . The main contents of the Understanding marketing include : the core concept of marketing, Marketing concepts and marketing development philosophy , marketing plan and marketing management process, competitive marketing strategies; The Analysis of marketing environment is to discuss some of the major macro-and micro-marketing environment, and the Marketing Information System and Marketing Research; Market segmentation and positioning mainly focus on discussing  the principles and strategies for market segmentation, target market selection and market positioning based on the analysis of the major consumer markets and organizations market and buying behavior;  developing marketing mix mainly discusses four fundamental elements which are product decisions, pricing decisions, the marketing channel and the promotional mix and the application of the marketing mix. 
三、各部分教学纲要
课堂讲授部分教学内容要点、基本要求及学时数等(40学时)
第一篇  理解市场营销（8学时）
第一章  导论（4学时） 
课程背景、学习和考核方法；市场营销及其核心概念（需要、欲望和需求，产品，价值和满意，交换和交易等）；市场营销观念（生产、产品、推销、市场营销、社会营销等）及其发展；市场营销理论新发展；市场营销的社会责任与道德。重点讲授市场营销的核心概念、营销观念及其演变和市场营销理论的新发展。
第二章  营销管理过程与营销计划（2学时）
营销管理过程的主要阶段和各阶段的主要内容及其逻辑关系；营销计划的特点、内容与编制。重点讲授营销管理过程各阶段的主要内容及其逻辑关系，营销计划的内容与编制。
第三章  营销竞争战略（2学时）
顾客价值与顾客满意；竞争者分析；基本竞争战略；顾客导向与竞争者导向的平衡。重点讲授基于顾客价值的竞争者分析和基本竞争战略。
第二篇  分析市场营销环境（4学时）
第四章  市场营销环境（2学时）
宏观市场营销环境（社会文化、经济、科技、自然、政治法律）；微观市场营销环境；市场环境分析。重点讲授宏观市场营销环境和微观市场营销环境的变化趋势及其影响。
第五章  营销信息系统与营销调研（2学时）
营销信息系统的作用和构成；营销调研的步骤和方法；问卷的种类及设计技巧。重点讲授营销信息系统的构成、营销调研的方法和问卷设计技巧及其相互关系。
第三篇  市场细分与定位（8学时）
第六章  消费者市场及其购买行为（2学时）
消费者市场及其特征；消费者购买行为模式；影响消费者购买行为的因素；消费者购买决策过程。重点讲授消费者市场的特征、影响消费者购买行为的因素和消费者购买决策过程各阶段的主要内容及其相互关系。
第七章  组织市场及其购买行为（2学时）
组织市场及其特点；产业市场购买行为；中间商市场购买行为；政府市场购买行为。重点讲授组织市场的特点，产业市场的购买行为特征及其影响因素。
第八章  市场细分与市场定位（4学时）
市场细分的概念、条件、标准与程序；目标市场选择和营销战略；市场定位的概念、步骤和方法。重点讲授市场细分的概念和标准，目标市场营销战略及其市场定位的步骤与方法。
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第四篇  拟定营销组合决策（16学时）
第九章  产品决策（4学时）
产品概念；产品生命周期及其各阶段特征与相应的营销策略；产品组合决策、产品线决策与个别产品决策；新产品开发原则、方式、策略与程序。重点讲授产品整体概念、产品生命周期理论、个别产品决策与新产品开发策略与程序。
第十章  定价决策（4学时）
定价决策在营销组合决策中的地位；影响定价的因素；定价的目标与方法；定价策略。重点讲授影响定价的主要内部和外部因素，成本导向、需求导向和竞争导向等主要的定价方法和主要定价策略及其应用。
第十一章  分销决策（4学时）
分销决策在营销组合决策中的作用；分销渠道及其类型；分销渠道的设计决策；分销渠道的管理决策。重点讲授可供选择的分销渠道的类型及其趋势，中间商在分销渠道中的地位，分销渠道设计决策的思路和主要内容。
第十二章  促销决策（4学时）
促销决策在营销组合决策中的作用；促销与促销组合；人员推销与广告；销售促进与公共关系。重点讲授促销的概念与促销组合，人员推销、广告、销售促进和公共关系决策的基本思路和主要内容。
答疑与考试（4学时）
习题作业安排
各章讲授完毕均有若干个习题、思考题布置，要求学生都要及时完成。同时根据课程的进度，适时安排案例讨论，要求学生积极参与。教师对学生作业中出现的普遍性问题及时给予辅导、解答。
四、使用教材的名称、主编人、出版社、出版时间及版次及主要参考书名称
教材：
《市场营销学》，陆娟、乔娟主编，清华大学出版社，2008年4月第1版
主要参考书：
[美]菲利普·科特勒等著《科特勒市场营销教程》（MBA经典教材）华夏出版社，200X
[美]菲利普·科特勒等著《市场营销管理》（亚洲版·第X版），梅清豪译，中国人民大学出版社，200X

执笔人：陆娟、乔娟
审定人：侯云先
2009年11月10日修订
Chapter 1 introduction (4hours)
This chapter mainly discusses curriculum, learning and assessment methods; marketing and its core concepts (need, want and desire, product, value and satisfaction, exchange and transaction, etc.); marketing concepts (production, product, promotion, marketing, social marketing, etc.) and development; new development of marketing theory; social responsibility and ethics of marketing. Focus on teaching the core marketing concepts, marketing concepts and their evolution and new developments of marketing theory.
Chapter 2 marketing management process and marketing plan (2 hours)
This chapter mainly discusses the main stage of marketing management process and the content of each stage and the logical relation of them; marketing plan features, content and preparation. Focus on teaching the content of f marketing management process in different stages and the logical relation of them, content and development of marketing plans.
Chapter 3 competitive marketing strategies
This chapter mainly discusses customer value and customer satisfaction;  competitor analysis; basic competitive strategies; balance between customer orientation and competitor orientation. Focus on teaching competitive strategies based on customer value.

Part 2 The Analysis of marketing environment (4hours)  
Chapter 4 marketing environment (2hours) 
This chapter mainly discusses macro-marketing environment(social culture, economy, technology, nature, political law); micro-marketing environment, the analysis of marketing environment. Focus on teaching the macro and micro marketing environment trends and its impact on marketing.
Chapter 5 the Marketing Information System and Marketing Research (2hours)
This chapter mainly discusses the role of marketing information systems and its composition; marketing research procedures and methods; questionnaire types and designed skills. Focus on teaching the composition of marketing information system, marketing research methods and questionnaire designed skills and their relationship.

Part 3 Market segmentation and positioning (4hours)
Chapter 6 the consumer market and buying behavior (2 hours)
This chapter mainly discusses consumer market and its characteristics; consumer buying behavior; factors that influence consumer buying behavior; consumer purchase decision –making process. Focus on teaching the consumer market characteristics, the factors affecting consumer purchase behavior and consumer purchasing behavior in each stage and their relationship.
Chapter 7 the organization market and buying behavior (2 hours)
This chapter mainly discusses organization market and its characteristics; industry market buying behavior; brokers market buying behavior; government market behavior. Focus on teaching organizations market characteristics, characteristics of buying behavior in industry market and the factors affecting the buying behavior.
Chapter 8 marketing segmentation and positioning
This chapter mainly discusses the concept of market segmentation, conditions, criteria and procedures; target market selection and marketing strategies; the concept of market positioning, steps and methods. Focus on teaching the concepts and criteria for market segmentation, target marketing strategy and the steps and methods of market positioning.
Part 4 developing marketing mix
Chapter 9 products decisions (4 hours)
This chapter mainly discusses product concept; stages of product life cycle and its characteristics and corresponding marketing strategies; product mixed decisions, product lines and individual product decisions; new product development principles, methods, strategies and procedures. Focus on teaching the concept of whole products, product life cycle theory, individual product decisions and new product development strategies and its programs.
Chapter 10 pricing decisions (4 hours)
This chapter mainly discusses the role of pricing decisions in the marketing mix decision; factors affecting pricing; pricing objectives and methods; pricing strategy. Focus on teaching internal and external factors affecting the pricing decision and major pricing strategies including cost-based, demand-based and competition-based pricing methods, and its application
Chapter 11 distribution decisions (4 hours)
This chapter mainly discusses the role of distribution decisions in the marketing mix decision; distribution channels and its types; distribution channel design decisions; management decisions of distribution channel. Focus on teaching alternative types and trends in distribution channels, intermediary’s position in the distribution channel, ideas and main content of distribution channel design.
Chapter 12 promotion decisions (4 hours)
This chapter mainly discusses the role of promotion decision in the marketing mix; promotion and promotion mix; personal selling and advertising; sales promotion and public relations. Focus on teaching the concept of marketing and promotional mix, the basic ideas and main content of personal selling, advertising, sales promotion and public relations decision.
Q & A and the exam (4 hours)
Problem operating arrangements
There are some exercises and questions for students to finish after the completion of each chapter. Meanwhile, students are required to participate in the discussion of the case study according to the teaching calendar. Teachers will work on problems arising in general counseling and answer the students’ questions timely.

Textbook
Lu Juan,Qiao Juan. Marketing Tsing Hua University Press,2008.4
Main references
   [U.S.] Philip Kotler etc. Kotler Marketing Course(MBA classic textbook), Huaxia Publishing House, 200X
[U.S.] Philip Kotler etc. Marketing Management (Asian Edition • Chapter X Edition), Mei Qinghao translation, the Chinese People's University Press, 200X

