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Title:
Principles of Marketing 

Catalog Description:
Marketing activities, analysis, strategies, and decision making in the context of other business functions. Topics include: integration 
of product, price, promotion, and distribution activities; research and analysis of markets, environments, competition, and customers; 
market segmentation and selection of target market, and emphasis on behavior and perspectives of consumers and organizational 
customers. Planning and decision making for products and services in profit and nonprofit, domestic, and global settings. 

Credit Hour(s):
3 

Lecture Hour(s):
3 
Lab Hour(s):
0 

Other Hour(s):
0 

Requisites
Prerequisite and Corequisite
BADM-1020 Introduction to Business and ECON-2000 Principles of Microeconomics. 

Outcomes
Course Outcome(s):
Explain marketing principles, including the marketing environment, strategic planning, consumer behavior, and decision-making to 
evaluate marketing opportunities and develop informed, ethical marketing strategies. 

Objective(s):
1. Evaluate how internal and external environmental forces competitive, economic, political/legal, social/cultural, technological, 

and AI-driven shape marketing decisions using tools such as the marketing mix, Porter’s Five Forces, the BCG Matrix, and 
environmental scanning.

2. Strategic planning frameworks including mission, vision, goals, SWOT analysis, competitive advantage, and AI-assisted 
forecasting to analyze organizational strategy and identify market opportunities.

3. Interpret consumer and organizational buying behavior by examining decision-making processes, psychological and cultural 
influences, buyer journeys, and CRM practices to determine their impact on marketing strategy.

Course Outcome(s):
Conduct and evaluate marketing research using ethical, data-driven, and AI-enhanced methods to segment markets, identify target 
audiences, and develop effective positioning strategies. 
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Essential Learning Outcome Mapping:
Critical/Creative Thinking: Analyze, evaluate, and synthesize information in order to consider problems/ideas and transform them in 
innovative or imaginative ways. 

Objective(s):
1. Apply marketing research methods including AI tools, exploratory, descriptive, and causal research; primary and secondary data; 
and qualitative and quantitative techniques to gather and interpret information about markets, customers, and competitors.
2. Analyze market segments using demographic, psychographic, behavioral, and geographic variables to evaluate segment 
attractiveness and select appropriate target markets.
3. Develop clear positioning strategies supported by perceptual mapping, research insights, and customer value propositions to 
inform strategic marketing decision-making.

Course Outcome(s):
Discuss product, branding, pricing, and distribution strategies that support market needs, organizational goals, and successful 
innovation across the product lifecycle. 

Objective(s):
1. Assess distribution and supply chain strategies including wholesaling, retailing, omnichannel approaches, logistics, service 

channels, e-commerce, and global distribution to determine their impact on product availability, customer experience, and 
organizational efficiency.

2. Compare new product development (NPD) process including idea generation, screening, concept testing, prototyping, market 
testing, and diffusion of innovation to evaluate the factors that influence product success or failure.

3. Interpret pricing decisions using competitive, economic, psychological, and cost/profit considerations to determine appropriate 
pricing strategies such as value-based, dynamic, skimming, and penetration pricing.

Course Outcome(s):
Apply integrated marketing communication strategies across traditional, digital, and global platforms that effectively build brands, 
engage audiences, and uphold ethical and socially responsible marketing practices. 

Essential Learning Outcome Mapping:
Written Communication: Demonstrate effective written communication for an intended audience that follows genre/disciplinary 
conventions that reflect clarity, organization, and editing skills. 

Objective(s):
1. Develop integrated marketing communication plans by applying promotion mix tools, communication models, messaging 
strategies, media selection, and the principles of IMC in brand building.
2. Apply advertising, public relations, sales promotion, and personal selling techniques to design communication strategies that 
support brand objectives and foster customer relationships.
3. Evaluate digital marketing approaches including social media strategy, content marketing, SEO, email marketing, e-commerce, and 
AI-enhanced tools—to determine effective ways to reach and engage target audiences.
4. Analyze global marketing considerations such as cultural adaptation, global entry strategies, economic factors, and global 
branding approaches to ensure communication strategies are effective across international markets.
5. Assess ethical and socially responsible marketing practices—including ethical reasoning, sustainability, transparency, and 
responsible use of AI—to ensure all communication strategies align with professional standards.

Methods of Evaluation:
1. Simulations/Games
2. Written analysis project* All classes must include this as course mapped to general education outcome.
3. Research projects with presentations
4. Case studies
5. Test/Quiz
6. Discussion and current events
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Course Content Outline:
Marketing Concept and the Marketing Environment
1. The Marketing Mix
2. Competitive Environment
3. Economic Environment
4. Political/Legal Environment
5. Social/Cultural Environment
6. Technological & Digital Environment
7. Artificial Intelligence in the Marketing Environment
8. Porter’s Five Forces
9. BCG Matrix

10. Environmental Scanning & Trend Forecasting (including AI-driven tools)
Marketing Strategy & Planning
1. Setting Mission, Vision, and Goals
2. Strategic Planning Process
3. SWOT Review & Application
4. Identifying Sources of Competitive Advantage
5. Strategic Use of AI:
• Market forecasting
• Competitive analysis automation

Consumer Behavior
1. Consumer Decision-Making Process
2. Psychological Influences
3. Social Influences
4. Cultural Factors
5. Customer Buyer Journey
6. Limited vs. Extended Problem Solving
7. Organizational (B2B) Buying Behavior
8. Customer Relationship Management (CRM)

Marketing Research
1. Research Process
2. Types of Research (Exploratory, Descriptive, Causal)
3. Primary vs. Secondary Research
4. Qualitative vs. Quantitative Methods
5. AI Tools for Research
6. Data Collection Techniques
7. Ethics of Using Consumer Information
8. Privacy & AI Governance
• Researching Markets, Competition, and Customers

Segmentation, Targeting & Positioning (STP)
1. Segmentation Methods (demographic, psychographic, behavioral, geographic)
2. Evaluating Segment Attractiveness
3. Selecting Target Markets
4. Positioning Strategies
5. Perceptual Mapping

Product Strategy & Branding
1. Product Life Cycle (PLC)
2. Product Classifications
3. Packaging & Labeling
4. Brand Equity & Brand Value
5. Brand Architecture & Strategy

Developing New Products & Innovation
1. New Product Development Process (NPD)
2. Idea Generation, Screening, and Concept Testing
3. Prototyping & Market Testing
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4. Diffusion of Innovation
5. Factors of Product Success or Failure

Pricing
1. Competitive & Economic Factors
2. Psychological Pricing
3. Cost, Revenue, and Profit Perspectives
4. Pricing Strategies (value-based, dynamic, skimming, penetration, etc.)

Distribution & Supply Chain
1. Roles of Wholesalers & Distributors
2. Retailing & Omnichannel Strategies
3. Supply Chain & Logistics
4. Service Channels
5. E-commerce
6. Global Distribution Considerations

Integrated Marketing Communications (IMC)
1. Promotion Mix Overview
2. IMC in Brand Building
3. Communication Models
4. Messaging & Creative Strategy
5. Selecting & Evaluating Media
6. Ethics & Social Responsibility in Promotions

Advertising, PR, Sales Promotion & Personal Selling
1. Advertising Objectives & Media Planning
1. Public Relations Tools & Corporate Communications
2. Sales Promotions
3. Personal Selling & Relationship Building

Digital Marketing
1. Social Media Platforms & Strategy
2. Content Marketing
3. Search Engine Optimization (SEO)
4. Email Marketing
5. E-commerce Strategy
6. AI in Digital Marketing

Global Marketing & Ethical & Social Responsibility
1. Global Markets & Cultural Adaptation
2. Global Entry Strategies
3. Exchange Rates & Economic Considerations
4. Global Branding vs. Local Customization
5. Ethical Reasoning & Social Responsibility
6. Ethical Decision Making
7. Sustainability & Environmental Marketing

Religious Accommodation

Before reviewing the course schedule, students should carefully review the following religious accommodation policy and other 
required instructional policies:

Religious Accommodation:

Students seeking an accommodation for absences permitted under Ohio's Testing Your Faith Act must provide the instructor 
with written notice of the specific dates for which the student requires an accommodation and must do so not later than fourteen 
(14) days after the first day of instruction. Please submit requests for accommodations at this link: https://portal2.tri-c.edu/
ReligiousAccommodation/ Religious Accommodation Form. Students with questions about their religious accommodations under 
Ohio's Testing Your Faith Act may contact the College's Office of General Counsel and Legal Services by phone at 216.987.4856 or via 
email at legal@tri-c.edu.

Other Required Instructional Policies:

https://portal2.tri-c.edu/ReligiousAccommodation/
https://portal2.tri-c.edu/ReligiousAccommodation/
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https://www.tri-c.edu/student-resources/curriculum/documents/syllabus-part-b.pdf

Weekly Schedule

  Topics
Week 1 Introduction to Marketing & the Marketing Concept
Week 2 The Marketing Environment
Week 3 Marketing Strategy & Planning

Week 4 Consumer Behavior
Week 5 Business & Organizational Markets
Week 6 Marketing Research & Data Analytics
Week 7 Segmentation, Targeting & Positioning (STP)
Week 8 Product Strategy & Branding
Week 9 Developing New Products & Innovation
Week 10 Pricing Strategy
Week 11 Distribution & Supply Chain
Week 12 Integrated Marketing Communications (IMC)
Week 13 Advertising, Public Relations
Week 14 Sales Promotion & Personal Selling
Week 15 Digital Marketing
Week 16 Global Marketing & Ethical & Social Responsibility

The Course Schedule is subject to change due to pedagogical needs, instructor discretion, parts of term, and unexpected events.

Required/Recommended Readings
Readings may be selected from any of the following supplemental resources:

• Pride and Ferrell. Foundations of Marketing. 
• American Marketing Association (AMA)-https://www.ama.org
• Marketing Week-https://www.marketingweek.com
• Think with Google-https://www.thinkwithgoogle.com
• AdAge- https://adage.com (https://catalog.tri-c.eduadage.com)
• Marketplace Simulations-https://www.marketplace-simulation.com
• Federal Trade Commission – Advertising & Marketing- https://www.ftc.gov

Resources for the Instructor
Pride/Ferrell's. MindTap Marketing for Foundations of Marketing. 10. Cengage, 2026.

Additional Resources for the Instructor
American Marketing Association (AMA)
https://www.ama.org
Marketing Week
https://www.marketingweek.com
Think with Google
https://www.thinkwithgoogle.com
AdAge
https://adage.com
Marketplace Simulations
https://www.marketplace-simulation.com
Federal Trade Commission – Advertising & Marketing
https://www.ftc.gov

https://www.tri-c.edu/student-resources/curriculum/documents/syllabus-part-b.pdf
https://www.ama.org
https://www.marketingweek.com
https://www.thinkwithgoogle.com
https://catalog.tri-c.eduadage.com
https://catalog.tri-c.eduadage.com
https://www.marketplace-simulation.com
https://www.ftc.gov
https://www.ama.org
https://www.marketingweek.com
https://www.thinkwithgoogle.com
https://www.marketplace-simulation.com
https://www.ftc.gov
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Instructional Services
OAN Number:
Transfer Assurance Guide OBU006 
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