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* Organization of Course

The course is organized so that each class is either a lecture or a case discussion. Lecture classes and case
classes alternate, with the lectures covering material relevant to the next case. You should plan to review
the lecture and cases before coming to class.

| recommend the following reading priorities: cases and required reading.

The course has two parts: a tactical portion and a strategic portion. The strategic portion focuses on
identifying organizational competencies and using these competencies to analyze industries and identify target
markets. The tactical portion of the course reviews the methods that firms can use to optimize their profits
in the markets that they choose to target. Topics covered in the tactical portion include pricing, promotion,
distribution and product issues.

The course is designed as an introductory survey of marketing topics for students who have not previously
taken a marketing course.
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