
NEOSHO COUNTY COMMUNITY COLLEGE 
MASTER COURSE SYLLABUS  

 

COURSE IDENTIFICATION 

Course Code/Number: MGMK 136   

Course Title: Marketing 

 

Division:             Applied Science (AS)           Liberal Arts (LA)                  Workforce Development (WD)    

                                  Health Care (HC)             Lifetime Learning (LL)        Nursing               Developmental 

 
Credit Hour(s): Three (3) 
 
Effective Date:  Fall 2008/2013 

Assessment Goal Per Outcome:  70% 
 
 
COURSE DESCRIPTION 
 
Marketing is essential to the operation of any business firm or public service organization.  The 

successful enterprise in today’s changing and competitive world is increasingly characterized by its 

understanding of the many facets of marketing and by its ability to deliver goods and services to the 

market more efficiently than its competitors.  This course is designed to introduce students to the basic 

concepts, practices, and techniques of marketing. 

 
MINIMUM REQUIREMENTS/PREREQUISITES AND/OR COREQUISITES  
 
None 

 
TEXTS 
 
 The official list of textbooks and materials for this course is found on Inside NC. 
 
http://www.neosho.edu/ProspectiveStudents/Registration/CourseSyllabi.aspx 
 
 
GENERAL EDUCATION OUTCOMES 
 
1. Practice Responsible Citizenship through: 
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 identifying rights and responsibilities of citizenship, 

 identifying how human values and perceptions affect and are affected by social diversity, 

 identifying and interpreting artistic expression. 
2. Live a healthy lifestyle (physical, intellectual, social) through: 

 listing factors associated with a healthy lifestyle and lifetime fitness, 

 identifying the importance of lifetime learning, 

 demonstrating self-discipline, respect for others, and the ability to work collaboratively as a team. 
3. Communicate effectively through: 

 developing effective written communication skills, 

 developing effective oral communication and listening skills. 
4. Think analytically through: 

 utilizing quantitative information in problem solving, 

 utilizing the principles of systematic inquiry, 

 utilizing various information resources including technology for research and data collection. 
 

COURSE OUTCOMES/COMPETENCIES (as Required) 

1. Evaluate the marketing process to include an evaluation of ethics and social 
responsibilities of involved stakeholders. 

2. Analyze major markets and customer behaviors. 
3. Discuss the importance of using market research to identify profitable market segments. 
4. Outline important concepts used in developing and managing products and services. 
5. Evaluate elements of developing a pricing strategy. 
6. Review distribution and promotional concerns related to effective marketing. 

 
AT THE END OF THE COURSE, A STUDENT SHOULD BE ABLE TO DO THE  
FOLLOWING: 
  

1. Outline the difference between marketing mix elements and environmental factors. 
2. Demonstrate a basic knowledge of marketing.  (General Business Skills item 5) 
3. Outline what is required for marketing to occur and how it creates customer value and 

utilities for consumers. 
4. Describe how the three organizational levels of strategy relate to each other. 
5. Describe the strategic marketing process and its three key phases: planning, 

implementation, and control. 
6. Explain how the marketing mix elements are blended into a cohesive marketing program. 
7. Describe the importance of conducting an environmental scan and/or a SWOT analysis 

as related to proactive planning.  (Marketing Specific Skills item 1) 
8. Discuss the forms of competition that exist in a market and the impact of competition on 

corporate structures. 
9. Explain the major legislation that ensures competition and regulates the elements of the 

marketing mix. 
10. Discuss the difference between legal and ethical behavior in marketing. 
11. Describe the different concepts of social responsibility. 



12. Display a set of personal and business standards/values that are socially acceptable in 
regard to family, work, and diverse cultural situations.  (General Business Skills item 4) 

13. Identify major sociocultural influences on consumer behavior and their effects on 
purchase decisions. 

14. Outline the stages in the consumer decision process. 
15. Explain how psychological influences affect consumer behavior, particularly purchase 

decision processes. 
16. Distinguish among industrial, reseller, and government markets. 
17. Contrast differences that exist between consumer and organizational buying behavior.  

(Marketing Specific Skills item 2) 
18. Explain the effects of economic protectionism and the implications of economic 

integration for global marketing practices. 
19. Explain the importance of environmental factors (cultural, economic, and political) in 

shaping global marketing efforts. 
20. Describe the nature and scope of world trade from a global perspective and implications 

for the United States. 
21. Describe how secondary and primary data are used in marketing, including the uses of 

questionnaires, observations, experiments, and panels. 
22. Define market segmentation. 
23. Evaluate methods for identifying market segments and targets.  (Marketing Specific 

Skills item 3) 
24. Demonstrate the use of a market-product grid in segmenting and targeting a market. 
25. Explain how marketing managers position products in the marketplace. 
26. Describe ways in which consumer and business goods and services can be classified. 
27. Analyze the factors contributing to a product’s success or failure. 
28. Explain the product life cycle concept and relate a marketing strategy to each stage.  

(Marketing Specific Skills item 4) 
29. Identify ways that marketing executives manage a product’s life cycle. 
30. Identify the attributes of a successful brand name. 
31. Explain the rationale for alternative brand name strategies employed by companies. 
32. Describe four unique elements of services. 
33. Explain the way in which consumers purchase and evaluate services. 
34. Display adequate human relation skills and recognize the relationship to customer 

service, employee relations, teamwork, and productivity.  (General Business Skills item 
1) 

35. Analyze the role of the four Ps in the services marketing mix. 
36. Discuss several pricing strategies.  (Marketing Specific Skills item 5) 
37. Explain the relationship of supply to demand as related to pricing.  (Marketing Specific 

Skills item 10) 
38. Demonstrate the use of basic accounting terminology, principles, and practices involving 

business situations.  (General Business Skills item 6) 
39. Explain how to establish the initial “approximate price level” using demand-based, cost-

based, profit-based, and competition-based methods 
40. Describe adjustments made to the approximate price level based on geography, 

discounts, and allowances. 
41. Discuss several of the principle laws and regulations affecting pricing practices. 



42. Explain what is meant by a marketing channel of distribution.  (Marketing Specific Skills 
item 6) 

43. Describe the types and functions of firms that perform wholesaling activities. 
44. Describe factors considered by marketing executives when selecting and managing a 

marketing channel.  (Marketing Specific Skills item 7) 
45. Explain how managers trade off different “logistics costs” relative to customer service in 

order to reach a logistics decision. 
46. Describe how a company’s supply chain aligns with its marketing strategy. 
47. Explain the alternative ways to classify retail outlets. 
48. Describe the many methods of nonstore retailing. 
49. Evaluate the unique characteristics of each promotional mix elements.  (Marketing 

Specific Skills item 8) 
50. Discuss the promotional approach appropriate to a product’s life-cycle stage. 
51. Contrast the difference between push and pull promotional strategies. 
52. Explain the differences between product and institutional advertising. 
53.      Explain the advantages and disadvantages of different advertising media. 

 
Note:  Outcomes listed in bold type are program outcomes as well course outcomes. 

 

  
MINIMUM COURSE CONTENT 

The following topics must be included in this course.  Additional topics may also be included. 
 
 PART I—INITIATING THE MARKET PROCESS 

1. Creating Customer Relationships and Value through Marketing 
2. Developing Successful Marketing and Organizational Strategies 
3. Scanning the Marketing Environment 
4. Ethics and Social Responsibility in Marketing 

 
PART II—UNDERSTANDING BUYERS AND MARKETS 

5. Understanding Consumer Behavior 
6. Understanding Organizations as Customers 
7. Understanding and Reaching Global Consumers and Markets 

 
PART III—TARGETING MARKETING OPPORTUNITIES 

8. Market Research: From Customer Insights to Action 
9. Segments and Targets 

 
PART IV—SATISFYING MARKETING OPPORTUNITIES 

10. Developing New Products and Services 
11. Managing Products and Brands 
12. Managing Services 
13. Building the Price Foundation 
14. Arriving at the Final Price 
15. Managing Marketing Channels and Wholesaling 



16. Integrating Supply Chain and Logistics Management 
17. Retailing 
18. Integrated Marketing Communications and Direct Marketing 
19. Advertising, Sales Promotion, and Public Relations 

 
Note:  Chapters 20-22 will be used as referenced material.  Time does not allow for detailed 
coverage of these chapters. 

 

STUDENT REQUIREMENTS AND METHOD OF EVALUATION 
 
INSTRUCTIONAL METHODS 
 

1. Lecture and class discussion 
2. Use of visual aids 
3. Student assignments 
4. Unit or chapter tests 
5. Oral and written student reports 
6. Case studies 

 

STUDENT REQUIREMENTS  
 

An effort will be made to grade students on all types of his/her performance: oral, written, daily, 
periodic, special contribution, homework, and projects.  The instructor will endeavor to arrive at 
the course grade in the following manner: 

 
  Daily tests and daily coursework……………………. ……60% 
  Participation, cooperation and general interest……… ……10% 
  Notebook assignment or special project…………………...10% 
  Final exam………………………………………………….20% 

 
GRADING SCALE 
 
      A = 89.5%-100%   B = 79.5-89.49%   C = 69.5-79.49%   D = 59.5-69.49%   F = below 59.5% 
 
      Grades are rounded to the nearest whole percent. 
 
 
ASSESSMENT OF STUDENT GAIN 
 
The purpose of assessing student learning at Neosho County Community College is to ensure the 
educational purposes of the institution are met and appropriate changes are made in program 
development and classroom instruction to allow for student success.   
 
 INSTITUTIONAL ASSESSMENT OF GAIN.  All incoming first-time full-time students are required to 

pre-test by using either the COMPASS or ACT test as a testing tool.  All graduating sophomore 
students are given a post-test by using the NCCC Exit Exam testing tool.  The purpose of the 



pre/post test is to measure the average student gain in general academic knowledge while 
attending Neosho County Community College.  

  
 PROGRAM ASSESSMENT OF GAIN.  The Marketing/Management Education Department performs 

follow-up contacts on program completers one year after awarding program certificates.  
Placement in a vocation, successfully attending a higher level of institutional learning, or military 
service is considered a positive placement.  The minimum acceptable level of placement is 70 
percent.  A program assessment tool may also be used by the Marketing/Management 
Department to assess mastery of program outcomes. An 80 percent proficiency or higher is major 
program outcomes is sought.   

 
 COURSE ASSESSMENT OF GAIN.  Pre-assessment of all students is done during the first two weeks 

of the course either by oral interview or written test.  Students must achieve a course percentage 
score of 70 percent to satisfactory complete the course based on the course evaluation method. 

 
 
Attendance Policy  
 
1. NCCC values interactive learning which promotes student engagement in the learning process.  To be 

actively engaged, the student must be present in the learning environment. 
 

2. Unless students are participating in a school activity or are excused by the instructor, they are 
expected to attend class.  If a student’s absences exceed one-eighth of the total course duration, 
(which equates to one hundred (100) minutes per credit hour in a face-to-face class) the instructor 
has the right, but is not required, to withdraw a student from the course.  Once the student has been 
dropped for excessive absences, the registrar’s office will send a letter to the student, stating that he 
or she has been dropped.  A student may petition the chief academic officer for reinstatement by 
submitting a letter stating valid reasons for the absences within one week of the registrar’s 
notification.  If the student is reinstated into the class, the instructor and the registrar will be 
notified.   Please refer to the Student Handbook/Academic Policies for more information  

 
3. Absences that occur due to students participating in official college activities are excused except in 

those cases where outside bodies, such as the State Board of Nursing, have requirements for 
minimum class minutes for each student. Students who are excused will be given reasonable 
opportunity to make up any missed work or receive substitute assignments from the instructor and 
should not be penalized for the absence.  Proper procedure should be followed in notifying faculty in 
advance of the student’s planned participation in the event.  Ultimately it is the student’s 
responsibility to notify the instructor in advance of the planned absence. 

 
 

ACADEMIC INTEGRITY  

NCCC expects every student to demonstrate ethical behavior with regard to academic pursuits.  Academic 
integrity in coursework is a specific requirement.  Definitions, examples, and possible consequences for 
violations of Academic Integrity, as well as the appeals process, can be found in the College Catalog, Student 
Handbook, and/or Code of Student Conduct and Discipline. 



ELECTRONIC DEVICE POLICY 
 
Student cell phones and other personal electronic devices not being used for class activities must not be 
accessed during class times unless the instructor chooses to waive this policy. 
 
 
NOTE: 
Information and statements in this document are subject to change at the discretion of NCCC.  Students 
will be notified of changes and where to find the most current approved documents. 
 
 
NOTE:  
If you are a student with a disability who may need accommodation(s) under the Americans with 
Disabilities Act (ADA), please notify studentdevelopmentteam@neosho.edu, Chanute Campus, 620-431-
2820, ext. 213., or Ottawa Campus, 785-242-2067 ext. 305, as soon as possible. You will need to bring 
your documentation for review in order to determine reasonable accommodations, and then we can 
assist you in arranging any necessary accommodations. 
 
 
COURSE NOTES 
 
 
VOCATIONAL/CAREER COURSE DOCUMENTATION 

This course is one course from the approved program in Vocational Business/Office and Information 
Systems.  It is taken by those who wish to further develop office management skills and by those who 
seek positions in the administrative office field. 

 

ADVISORY COUNCIL INVOLVEMENT 

The Business/Office and Information Systems program maintains a Board of Reference for this vocational 
component.  The coordinator communicates with the Board on a regular basis concerning issues or 
problems that occur and meets with the group one or two times each year. 
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