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Seminar in Marketing Management
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Course Objectives

1.To perform a critical examination of the models and approaches used for
management of the Marketing process.
2.To evaluate those models and approaches in terms of their theoretical

soundness, and their applicability in the context of current and projected
changes in the Marketing environment.
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Dept.’ s Education Objectives
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To develop managerial talent with a global perspective.
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To develop managerial talent with knowledge integration abilities.
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To develop managerial talent with initiative-seizing abilities.
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To develop managerial talent with humanism quality.
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Having knowledge of modern management theories and practices
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and problem solving
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C |Having global perspective on key issues in academia, research, ®
industry, and government
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Course Outline

1.Modeling the Marketing Process
a.Concept of the Market and the Marketing process
b. Essential elements of the Marketing process
c.Social role of the Market
2.Crafting and Refining Strategies
a. The components of the Marketing strategy
b. Responsiveness and robustness of strategies
3.The firm and the Marketing environment
a.Marketing Information Systems, Intelligence and Research
b. Heterogeneous marketing environments
1. business vs consumer markets
11.variation in levels of economic development
111.cultural variation: the global-local dilemma
1v.variation in sources and levels of risk
4. The e-Marketing environment: a new, challenging relationship between firm and
customer
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Resources Required (e.g. qualifications and expertise, instrument and equipment, etc.)
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Course Requirements and Suggested Teaching Methods

Seminar-style discussion of articles that present varying or
conflicting points of view on the issues listed above. Short
reports giving analytical summaries of articles during the term
and a major report presenting in-depth analysis of a major
Marketing Management issue at the end of the term.

Ege

Miscel laneous




