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1 Introduction and Organization Lecture
2 Marketing Concepts Lecture
3 Strategic Marketing Process Lecture
4 Marketing Environments Lecture
5 Consumer Decision Making Lecture
6 Consumer Decision Making Lecture
7 Market Segmentation, Targeting, and Positioning Lecture
8 Midterm Exam Exam
9 Product Concepts Lecture
10 Branding & Packaging Lecture
11 Managing Products and New Product Development Lecture
12 Concepts in Marketing Channels Lecture
13 Retailing Lecture
14 Concepts in Marketing Communication Lecture
15 Advertising and Sales Promotions Lecture
16 Final Exam Exam
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