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Course Syl labus for Principles of Marketing

(MKT206)
2nd Semester, 2004-2005

Course Type: Fundamental & Compulsory Office: Rm. 815, Hall of
Faith
For: Second-year undergraduates majoring in Marketing, =~ Office Hours: 3:30--5:00
pm, Friday,
or all the concentrations under Management and Business or by

appointment
Instructor: Fu Huifen, Xiong Wei, Guo Xiaoling, Shang Xiaoyan, An Shenghui,
Hu Yulong, Liu Baocheng, Liu Zian, Qi Yongling

Credits: 2 Work phone: 64493507
Total Class Hours: 36 Email: huiff585@tom.com
Pre-requisite: ECON101 Principles of Economics | Class Language: English
or

ECONZ201 Principles of Economics 11 bilingual

MGT213 Principles of Management
Rules for Attendance: By UIBE rules, deduction from the final grade shall be made for
absence
from class. A student is no longer entitled to the final examination
if he/she has been absent, for whatever reasons given, for over one
third of the total class hours, or absent without any notice for over
6 hours.

I. Course Objectives

Marketing has become an increasingly important function in business
management under the market economy system. It is, therefore, highly necessary
for business students to understand what marketing is and how to fulfill
marketing objectives of the firm. The objective of this course is to not only
introduce the basic principles of the discipline to you, but also to help you learn
to work out your own marketing strategies.

II. Teaching & Learning Methods

Most class meetings will include both a lecture and certain class work, where the
instructor presents some main concepts of the course with some discussion with
the students. Other meetings will be devoted to analyzing company cases, in
which students are expected to play a major role by joint efforts. At the later part
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of the course, The Marketing (Simulation) Game is to be played on the team basis
to develop students’ ability of quantitative-qualitative analysis and decision making
for strategies.

ITI. Requirements

1. Required Reading:
(1) Required text -- Philip Kotler & Gary Armstrong, Principles of Marketing, 9th ed.
TR AL, Prentice Hall Inc., 2001.

You are expected to read the assigned chapter(s) before our class meetings and be
fully
prepared to contribute to class discussion.

(2) Case book - &5 T4, CHAUER A REIE) , WHNETFH 5 7 it
2001 7F 11 H

(3) Related literature -- Books and periodicals as recommended (see the list).
2. Exercises and Examinations:

A. Reading Tests. You are expected to do six period reading tests/quizzes, the score of
which will account for 10% of the total term grades.

B. Case Analysis. Some company cases will be discussed in class. Each group is
supposed to be in charge of one case by writing down the answers to the given questions and
present them in class to stimulate more discussion. The performance of everyone will be
evaluated and scores will come up to 20% of the term grades.

C. Simulation Game. The Marketing Game is a competitive marketing strategy
simulation developed to aid marketing learning. Students assume responsibility for
developing a firm’s marketing strategy. Student teams compete in industries of four
firms each. Each team will submit marketing plan of three subsequent periods.
Grading of each team will be calculated according to the accumulative profit during
the three periods. The team that earns the highest profit (P;) will be graded 20,
while the lowest (P4) 14. The two teams in between in the same industry will get:
14+6 x (Pi-Pg) / (P1-Ps).

D. Final Exam. The final examination will largely be an objective test of your command

of the principles learned during the term. The results of the exam will account for 60% of
your total term grades.

3. Grading Criteria:

Assignments Points
Reading Tests Average 10
Case Study and Presentation (teamwork) 20
Simulation Game (teamwork) 20
Final Examination 50
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TOTAL 100

IV. Course Schedule

Week Chapter Topic of the Session
1 1 Overview of Marketing
2 3 Environment and Opportunities
3 5 Consumer Buying Behavior
4 6 Business Buying Behavior
5 4 Marketing Information System and Marketing Research
6  Appendixl Measuring and Forecasting Market Demand
7 2 Strategic Planning and Marketing Process
8 7 Market Segmentation, Targeting and Positioning
9 2 Marketing Plan Implementation and Control
10 8,9 Product and Product Development
11 9,8 Product Life-Cycle and Brand Management
12 10 Pricing Considerations and Approaches
13 11 Pricing Strategies
14 12 Distribution Channel Designing and Management
15 13,17 Wholesaling, Retailing, Online Marketing and Logistics
16 14 Integrated Marketing Communications and Advertising
17 15 Sales Promotion and Public Relations
18 16 Personal Selling, Sales and Customer Relationship
Management

V. Description of Sessions

Session 1  Overview of Marketing and Marketing Management

Time required: 2 hours

Text: Chapter 1
Objectives & Requirements
Be aware of
« reasons for studying marketing
- general framework of Marketing
» goals of the marketing system
» how marketing is used by different kinds of organizations
Essential Concepts
« definition of Marketing,
» the Generic Value Chain
- the Value Equation
- the core marketing concepts (need, want, demand, value, satisfaction, exchange, relationship,
etc.)
« demand management
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* marketing system goals
- major philosophies of marketing (production concept, product concept, marketing concept, etc.)
Text Chapter and Supplementary Materials
Chapter 1, Kotler & Armstrong, Principles of Marketing 9™ ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —€)
Issues for Discussion:
1. What has happened to Qinchi in the following case?
2. Which marketing philosophy did the management take when Qinchi made its fame?
What was the consequence of it?
3. What lesson can you draw out of it?
(Hat: HHITE “DRE BAAE, b)) A E)
Case Analysis
1. “Princeline.com: Changing Business in the New Millennium”, Principles of Marketing 9"
ed.
2. CHE/RAEHD) (CARE B ZZBIED

Session 2 Environment and Opportunities

Time required: 2 hours

Text: Chapter 3
Objectives & Requirements
Understand
- the forces that constitute the current microenvironment and macroenvironment
« ways to find business opportunities and cope with the existing environment.
- proactive approach to the marketing environment
Essential Concepts
 marketing environment
» forces of microenvironment
(company, intermediaries, customer, markets, suppliers, competitors, publics)
* internal environment
- forces of macroenvironment
(demographic Economic, natural, technological, political, cultural environment, etc.)
* access to environmental information
* environmental management perspective
* ways to respond to the marketing environment
Text Chapter and Supplementary Materials
Chapter 3, Kotler & Armstrong, Principles of Marketing 9™ ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 2 (a — c)
Issues for Discussion:
1.What threats have Chinese textile manufacturers and traders have been faced with since
China entered WTO?
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2.Find a case story showing a particular company that has well turned the threats to
opportunities, and state the factors to its success.
Case Analysis:
CPEIAU (EBD An). JeRe/RATRD) (CHORER RO

Session 3  Consumer Buying Behavior

Time required: 2 hours

Text: Chapter 5
Objectives & Requirements
Be aware of
- the model of consumer behavior
« the external and internal factors influencing buyers
« how manufacturers try to bring their new products to the attention of early adopters
Essential Concepts
- reference group
« opinion leader
« consumer buying roles
« types of buying decision behavior
« the buyer decision process
- adoption process
Text Chapter and Supplementary Materials
Chapter 5, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —e)
Issues for Discussion:
1. Which age-group, to your mind, is the major segment of Chinese cell-phone market?
2. Which first three attributes do Chinese college students are after in selecting cell-phone
models?
3. Observe and describe the buying process of the college students, pointing out some
helpful implications to the cell-phone marketers.
Case Analysis:
“The Newest Avon Lady--Barbie”, Principles of Marketing 9" ed.
Quiz 1 (for Sessions 1-3)

Session 4  Business Buying Behavior

Time required: 2 hours

Text: Chapter 6
Objectives & Requirements
Be aware of
« how business markets are different from consumer markets
« why business demand is derived, largely inelastic, and more fluctuating.
- how to treat business buyers who are better trained and more professional.
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Essential Concepts
* derived demand
- the model of business buyer behavior
» major influences on business buyers
« major types of buying situation
« eight stages of the business buying process
« buying center and roles
Text Chapter and Supplementary Materials
Chapter 6, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —e)
Issues for Discussion:
1. Why is relationship marketing more important to the B2B than to the B2C players?
2. What” s the business model of Alibaba.com?
3. How come Alibaba has succeeded in its e-hub?
Case Analysis:

(PIRA BN ) (CERER A=)

Session 5 Marketing Information System and Matketing Reseatch

Time required: 2 hours

Text: Chapter 4
Objectives & Requirements

Understand

« how information is developed to the right managers at the right times

« how to collect information relevant to a specific marketing problem

« the process of planning primary data collection and execution of the plan
Essential Concepts

« marketing information system (MIS)

« marketing research

- ways of gathering secondary information

- research approaches

« process of collecting primary data

Text Chapter and Supplementary Materials

Chapter 4, Kotler & Armstrong, Principles of Marketing 9" ed.

References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion

Marketing Applications: Question 1 (a — d)

Issues for Discussion:

1. If we want to find out whether the electric bicycle has a potential demand in Beijing,
Shanghai and Guangzhou, what secondary and primary data do we need?
And how to get it?
2. If you are commissioned by %% Group to survey awareness of and preference to the

brand
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names of its washing machine, “#% 7" and “%} J&” in China, how would you define the
(sample) population? In what way would you draw the sample?

Case Analysis:

“Enterprise Rent-a-car:Measuring Service Quality”, Principles of Marketing 9" ed.

Session 6 Measuring and Forecasting Market Demand

Time required: 2 hours

Text: Chapter 4, Appendix 1
Objectives & Requirements

Understand

- various types of market demand

* methods of estimating current market demand

* methods of forecasting future market demand

Essential Concepts

» market potential

- primary demand vs. selective demand

* chain ratio method

 market buildup method

 market factor index method

 methods of surveying buyers’ intentions

« leading indicators

Text Chapter and Supplementary Materials
Appendix 1, Kotler & Armstrong, Principles of Marketing 9" ed.
References at in the Course Syllabus

Exercises and Discussion

1. Look at your school’s schedule of classes for the coming semester. Examine the course
offerings in your major area and try to predict which courses will have low, medium,
and high demand. What factors do you think affect demand for courses? If a new
course were offered, what information would you want to know in order to predict the
level of demand for it?

2. BRBLTIRAE BN NFT SN (i )i 4 1) 0.4239%; %48 I EBEAT (i) di 2
1) 0.5167%; %44 A H(pi )24 A F) 0.5618% . X — FEE R IR HE 43 71 24 0.5,
0.2,0.3, A4 EEBZAEE R 1200 1470, KFEFEMEBZAILINVE
RS U 3260 1T, (AT LR 3%, T THEL R4 ML X I 3K )

REC IFRIE SR BAZAELL IR I & T I Oy U 5 v T A [ T i 4
Case Analysis:
“Genentech: Forecasting Euphoria”, Principles of Marketing 6" ed.

Session 7  Strategic Planning and Marketing Process

Time required: 2 hours

Text: Chapter 2, Appendix 2
Objectives & Requirements
Understand



‘;-"‘“..’.-’ '
L@ M58 G % CHER ) 2R

« the basic strategies
 what is meant by "strategic" planning
« the major steps in strategic planning and their contribution to development of a
successful strategy
- the strengths and weaknesses of the business portfolio techniques
- the “marketing management process” and its various steps
- the contents of a marketing plan
Essential Concepts
« the Three Generic Strategies
« the Five Determinants of Industry Profitability
« the major steps in strategic planning
« alternative views of strategy
* the BCG Growth-Share Matrix
« the GE S. BIZ-Planning Grid
* Product / Market Expansion Grid
 marketing plan
Text Chapter and Supplementary Materials
Chapter 2, Appendix 2, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: 2 (a-c)
Issues for Discussion:
1. What’ s the position of business portfolio analysis as related to the planning of marketing
mix?
2. How do you evaluate the diversification of many Chinese home appliance companies
into the computer industry in the early 2000 s ?
3. To predict for the outcome of JJML. ¥ 'F. /NAHEE’s entry into automobile industry,
what key factors or information do you need to know?
Case Analysis:
1 (R /R AT (COfE R = ZHIED
2. (P EMORBUAE A AR (CHRE RS2 SR 015)
Quiz 2 (for Sessions 4-7)

Session 8 Market Segmentation, Targeting, and Positioning

Time required: 2 hours

Text: Chapter 7
Objectives & Requirements
Be aware of
« characteristics of the four types of marketing
- criteria and methods of segmentation, targeting and positioning.
Essential Concepts
« mass marketing,
« product-variety marketing
« customization,
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¢ segmentation
- targeting
- market positioning
Text Chapter and Supplementary Materials
Chapter 7, Kotler & Armstrong, Principles of Marketing 9™ ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —€)
Issues for Discussion:
1. Applying the relevant principles, please evaluate the targeting and positioning strategies
of Haier, TCL, Lenovo for their major products.
2. What do you think of the positioning strategy of “Brain Platina” (fixi 1 4x) ?
Case Analysis:
“ RJR’ Eclipse: Rising from Premier’s Ashes”, Principles of Marketing 9™ ed.

Session 9 Market Plan Implementation and Control

Time required: 2 hours

Text: Chapter 2, Appendix 2
Objectives & Requirements
Understand
« how to develop a strong market-focused organization and orientation
- how a company may improve its marketing implementation skills and control
Essential Concepts
- four typical organization patterns
(product management, functional, market management, geographic)
« four skills needed for effective implementation
(diagnostic skills, identification of company level, implementation skills, evaluation
skills)

« four types of control

(annual-plan control, profitability control, efficiency control, strategic control)

- marketing control process

* marketing audits

Text Chapter and Supplementary Materials

Chapter 2, Appendix 2, Kotler & Armstrong, Principles of Marketing 9" ed.

References at the end of the chapter, and in the Course Syllabus

Exercises and Discussion

1. What activities make up the implementation phase of marketing management? Is it better

to have a good marketing strategy that is poorly implemented, or a mediocre strategy
that is well implemented?

2. A large manufacturer of industrial equipment has a salesperson assigned to a major city.
Regional sales managers supervise the sales representatives in several cities. The chief
marketing officers wants to evaluate the profit contribution of the different cities. How
might each of the following costs be allocated to each of the cities: (a) the aggregate
costs of sending bills to customers; b) district sales managers’ expenses; (c) national
magazine advertising; and (d) marketing research?
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Case Analysis:
“Trap-Ease America: The Big Cheese of Mousetraps”, Principles of Marketing 9" ed.

Session 10  Product, Service and Product Development

Time required: 2 hours

Text: Chapter 8,9
Objectives & Requirements

Be aware of

« basic concepts of product and service

- product strategies concerning coordinated decisions on product items, product lines, and the

product mix

« the characteristics and marketing considerations for services

« how new products and services are developed.

« the process of new product development

Essential Concepts

« three levels of product: core product, actual product, and augmented product

« ways of classification

« product items, product lines, and the product mix

- individual product decisions on product attributes, packaging, etc.

« services marketing

- four service characteristics

('service intangibility, service inseparability, service variability, service perishability)

« eight stages in the new-product development process

- idea generation, idea screening, concept development and testing

« test marketing

Text Chapters and Supplementary Materials
Chapter 8,9. Kotler & Armstrong, Principles of Marketing 9™ ed.
References at the end of the chapters, and in the Course Syllabus
Exercises and Discussion

Marketing Applications: Question 1 (a - f)

Issues for Discussion:

1. List and explain the “core, actual, and augmented products” of the educational
experience that universities offer. How are they different, if at all, from the “product”
offered by junior colleges?

2. Get the profile of Lihua Fastfood, Ltd. on its website, and analyze its business model

with the theory about service.

3. To get perception from its target market, which way of test marketing is best for a

brand-new product such as the flea remover for pets?
Case Analysis:

(L RBHBE RG] (CHRER A=)

Session 11 Product Life-Cycle and Brand Development

Time required: 2 hours
Text: Chapter 9,8

10
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Objectives & Requirements

Be aware of

- the five stages of the product life-cycle and their characteristics

« how marketing strategies change during the product’s life cycle

 what is a brand and what constitute brand equity

« general branding strategies

Essential Concepts

« the concept of PLC

- the product development stage, the introduction stage, growth stage, the maturity stage, the

decline stage

« application of PLC to a product class, a product form, or a brand

« marketing strategies for each stage of PLC

« brand and label

* brand equity

* branding

« brand sponsorship options

* brand development strategies

Text Chapters and Supplementary Materials
Chapter 9,8. Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapters, and in the Course Syllabus
Exercises and Discussion

Marketing Applications: Question 2(a — €)

Issues for Discussion:

1. Pick a food product, soft drink, fashion, or electronic appliance and trace the product’s
life cycle. Explain how you separate the stages of the product’s evolution. Project where
this life cycle will go from here.

2. Analyze and describe the different brand personalities of three typical car brands in
China (e.g. Jetta, Polo, Sonata). What are the major advantages and disadvantages of the
brands? Are they successful in building their brands?

Case Analysis:
CRTIEARIN “RaMehs ™) CCHARE RIS I8
Quiz 3 (for Sessions 4-11)

Session 12 Pricing Considerations and Approaches

Time required: 2 hours

Text: Chapter 10
Objectives & Requirements
Understand
- internal and external factors that influence the company's pricing decision
« three general pricing approaches
Essential Concepts
- the experience curve
» monopolistic competition
- demand curve
- price elasticity of demand

11
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- fixed costs
- variable costs
« the cost-based approach
- breakeven analysis
« the buyer-based approach
- the competition-based approach
Text Chapter and Supplementary Materials
Chapter 10, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —d)
Issues for Discussion:
1. Does “value” mean the same thing as “low price”? How do these concepts differ?
2. Pick up two competing brands from a familiar product category (e.g. air conditioner) -
one low priced and the other high priced. Which, if either, offers the greatest value?
3. Discuss the typical pricing objectives outlined in the chapter. Which of these objectives
do you believe: (a) is the most commonly used; (b) is the most difficult to achieve; and
(c) has the greatest potential for long-term growth of the organization? Explain.
Case Analysis:

CHLIEAT M T TR0 CCHtUE 272 RIAED)D

Session 13  Pricing Strategies

Time required: 2 hours

Text: Chapter 11, Appendix 2
Objectives & Requirements
Understand
« a dynamic process of pricing
« different pricing strategies through a product’ life cycle.
« how to assess/respond to competitors' price change
Essential Concepts
« skimming pricing vs. penetration pricing
« product mix pricing strategies (product line pricing, captive-product pricing, etc.)
- adjustment strategies
« initiating price changes
* ways to assess/respond to competitor’ s price changes
Text Chapter and Supplementary Materials
Chapter 11, Appendix 2, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 2 (a — c)
Issues for Discussion:
1. What do you think about the price war of air-conditioner with approaching of the hot
summer? Is it reasonable?
2. Do you agree that pricing is the most effective tool of competition in this industry?

12
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3. Can you imagine any disadvantages of such kind of price war?
Case Analysis:
“Circuit City : Selling Used Cars like Stereos”, Principles of Marketing 9" ed.
Quiz 4 (for Sessions 12-13)

Session 14  Distribution Channel Designing and Management

Time required: 2 hours

Text: Chapter 12
Objectives & Requirements
Be aware of
« roles of distribution channels
« the channel design process
» management of channel system
Essential Concepts
« the roles of distribution channel
« Product Complexity Grid
* marketing channel functions
« flows in distribution channels
« \ertical Marketing System( VMS )
- alternatives of channel width
Text Chapter and Supplementary Materials
Chapter 12, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —d)
Issues for Discussion:
1. What happened between Gome ([ 32) and Gree (k% /1)?
2. What’ s the nature of their conflict?
3. Are there any better ways to solve the problem than as it was?
4. As a manufacturer, what should Gree do to get better control of the channel?
Case Analysis:

(=FRam R XRTE SR ) (CHAUE R~ BIERD))

Session 15  Wholesaling, Retailing, Online Matketing and Logistics

Time required: 2 hours

Text: Chapter 13,17
Objectives & Requirements
Be aware of
« The classification of middlemen
« further classification of store retailers
« retailers’ various decisions about its target markets, product assortment and services, price, etc
« how wholesalers perform many functions including selling and promoting, etc.
* the nature, role, and growing applications of direct marketing and its newest form, online

13
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marketing.
Essential Concepts
« functions of wholesaling
« merchant wholesalers, agents and brokers
- wholesaler marketing decisions
- the Wheel of Retailing
« retail marketing decisions
« the major forms of direct marketing
« online marketing
* two types of online marketing channels
* Integrated Logistics Management Model
* supply chain
Text Chapter and Supplementary Materials
Chapter 13,17, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 2 (a —d)
Issues for Discussion:
1. Observe and point out the differences  in the point-of-purchase marketing efforts by
the cosmetic companies and the home appliance producers.
2. Is digital camera suited to on-line B2C marketing? Why? What kind of retailing model
would lead its producer to a competitive position in China’ s current market?

Case Analysis:

1 (LEZL R A X ) CCHRE R = R4 )
2. ORI WY (CHRE R = EBIED
Quiz 5 (for Sessions 14-15)

Session 16  Integrated Marketing Communications and Advertising

Time required: 2 hours

Text: Chapter 14,15
Objectives & Requirements
Understand
« the communication process and a paradigm shift in marketing communications
« the process of IMC planning, at various levels
« how to integrate the major tools of promotion, and with Interne
« advertising message strategy, creative strategy and media strategy.
Essential Concepts
« Integrated Marketing Communications (IMC) and its functions
- development stages of IMC
* promotion mix and promotion/IMC budgeting
« push vs. pull strategy,
* buyer readiness states
« differences between advertising and public relations
- informative advertising, persuasive advertising, reminder advertising

14
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* message content decisions (rational appeals, emotional appeals, moral appeals)
* message execution styles
* personal media vs. nonpersonal media
Text Chapter and Supplementary Materials
Chapter 14,15 Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a — c)
Issues for Discussion:
1. What’ s the serious problem a company would encounter when it begins to adopt IMC program?
2. How to solve this problem?
Case Analysis:

1. {IBM RS &5 (CHfUER A RZBIEN
2. KB RAKY CCHCE R F RHIE)

Session 17  Sales Promotion and Public Relations

Time required: 2 hours

Text: Chapter 15
Objectives & Requirements
Understand
« sales promotion and its functions
« public relations and its functions
Essential Concepts
« objectives and tools of sales promotion
+ consumer promotion
* business promotion
* trade promotion
* objectives and tools of public relations
* publicity
* special event
* corporate identity
Text Chapter and Supplementary Materials
Chapter 15, Kotler & Armstrong, Principles of Marketing 9" ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 1 (a —c)
Issues for Discussion:
1. What promotional tools have been taken in the following cases?
2. To bring high ROI for each, what efforts are usually required?
® /KINMAT E M MEEILLEAFEEENAFA
® ALk 2004-2006 4 F1 H I 150 5 BE SR B

Case Analysis:

CRIg ZGE T A F ] AL U R ZE R A TR (CHAUE 22 R BIED)

15



‘;-"‘“..’.-’ '
L@ M58 G % CHER ) 2R

Session 18  Personal Selling, Sales and Customer Relationship Management

Time required: 2 hours

Text: Chapter 16
Objectives & Requirements
Be aware of
« the concept of personal selling
- the roll of salesforce
« tasks of salesforce management in the internet
Essential Concepts
- the six steps in an effective sales management process
- salesforce structure
« team selling
« selecting and training salespeople
 compensating salespeople
« supervising and evaluating salespeople
« the seven-step selling process
» Customer Relationship Management(CRM)
- customer lifetime value
- online/ virtual community
Text Chapter and Supplementary Materials
Chapter 16, Kotler & Armstrong, Principles of Marketing 9™ ed.
References at the end of the chapter, and in the Course Syllabus
Exercises and Discussion
Marketing Applications: Question 2(a — d)
Issues for Discussion:
1. Envision a typical salesperson.
Have your perceptions of salespeople changed after what you’ve just read and
discussed? How? Be specific.
2. What role does training play in helping a person develop selling skills and abilities?
3. State what your career ambition is and briefly state how you might be involved in
selling.
Case Analysis:
CDW: “Restructuring the Sales Force”, Principles of Marketing 9th ed.
Quiz 6 (for Sessions 16-18)
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II. Periodicals

1. Advertising Age, www.adage.com

2. BusinessWeek, www.businessweek.com

3. Business Marketing

4. The Economist, www.economist.com

5. Fortune

6. Harvard Business Review, http://explore.hbr.org
7. Journal of Marketing

8. Marketing News
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10.
11.
12.
13.
14.
13.
15.
16.
17.
18.
19.
20.
21.
22.

III.

. Marketing Science

McKinsey Qquarterly, www.mckinseyquarterly.com

Wall Street Journal, www.wsj.com
CEFHZY , www.mwm.com.cn
Cr A PR

(P [ B R )

(£:) www. cj.com.cn

(AP FE) , www.cec-ceda.org.cn
CFRANMEFEY , www.zwgl.com.cn
(g ST , www.ecm.com.cn
(ST

CsmERY (NREERTIZERD
(i) , www.peopledaily.com.cn
(FREZE Y, www.ch.com.cn

(AT ELHR Y, www.eobserver.com.cn

Web Sources

. Search Engines

Google-- www.google.com
M FE—www.yahoo.com
T 5 -- www. baidu.com
B fEAt-- www. xinhua.org

. Academia

5 85 44 B2 P www. marketingpower.com
rf [ T3 375 4 M www.ecm.com.cn

rp B A 4 37 M www.emkt.com.cn

AR A www.xdyx.com.cn

. Businesses

B2B7E4k www.btobonline.com

[n] B 2 E.www.alibaba.com.cn ,  http://china.alibaba.com

PEALHEF www.computerworld.com.cn
ITZ £ H Fwww.ceocio.com.cn
R4k 5 www.gemag.com.cn

Fp ] 7 4% M www.chinabusiness.net.cn

ax BrHL PRI 45 M www.ec.com.cn

Hp [ H /A Y www.cnsme.com

rb [E 4k, T % www.chemnet.com

Hp [ 4 2 HL AL 2 M www.gm.net.cn

B A DR A 5 2 M www.cetn.net.cn
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FR

I F5 i#bwww.amazon.com

I Ewww.boing.com.cn
IR P i www. fedex.com.cn
UPS www.ups.com.cn

4. Other Information Sources
HHYRAT www.worldbank.org
R G420 www.wo.org
HHEE K S0 R wwwistats.gov.cn
A.C. JE/K#xwww.acnielsen.com.cn

_END --
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