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Course Introduction:

Provides a general knowledge of marketing emphasizing marketing mix elements and target markets
for consumer and industrial products, marketing strategies, customer behavior, market planning and

promotion.

Course Objectives:

e Upon successful completion of Principles of Marketing attendees will be able to:
understanding of marketing and the market driven enterprise to differentiate market

e Identify some of the basic approaches to formulating a marketing strategy in order to
participate effectively when working with
marketing policy coordinators

o Identify key stages of the market planning process in order to create marketing plans
through development of key sections common to most plans, as well as execution of
rudimentary primary and secondary research.

e Use knowledge of elements of the marketing mix and the functional disciplines of
marketing such as research and marketing communications in order
to guide future course selections.

e Use understanding of both the product and marketing lifecycle including professional roles
and responsibilities within that lifecycle to guide
marketing career selection and to correctly identify key stakeholders in the business

workplace.

Who Should Attend?

Marketing professionals, corporate executives, marketing managers, advertising managers, product
managers, sales personnel, and others who are involved in marketing activities at all levels of the

organization

Course Outline:

e Marketing and the marketing management process
e Marketing philosophies and goals

e Strategic planning and the marketing process

e Target markets and information gathering

e Consumers and industrial customers

e Customer behavior
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e Marketing segmentation to targeting

e Marketing mix elements

e Consumer and industrial products

e Product decisions

e Product life cycles and strategies for new products
e Pricing factors and strategies

e Distribution channels and physical distribution decisions
e Marketing intermediaries and their activities

e Promotional mix elements

e Discuss current marketing issues

e International marketing strategies

e Marketing trends

e Social responsibility and ethics in marketing

e New marketing organizations
Competencies and Skills:

o Demonstrate understanding of the strategic marketing environment

o Develop marketing plans including marketing mix

e Develop framework for the promotional mix as a part of the overall marketing mix

e Successfully identify viable segmentation and targeting approaches for markets

e Demonstrate understanding of research approaches and basic research tools as applied to
marketing

e Demonstrate understanding of the role of marketing intermediaries in introducing products

to market

Course Certificate:

International Center for Training & Development (ICTD) will award an internationally recognized

certificate(s) for each delegate on completion of training.

Course Methodology:

A variety of methodologies will be used during the course that includes:

e (30%) Based on Case Studies
e (30%) Techniques

e (30%) Role Play

e (10%) Concepts
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e Pre-test and Post-test

e Variety of Learning Methods

e lectures

e Case Studies and Self Questionaires
e Group Work

e Discussion

e Presentation

Course Fees:

To be advised as per the course location. This rate includes participant's manual, and-Outs,

buffet lunch, coffee/tea on arrival, morning & afternoon of each day.

Course Timings:

Daily Course Timings:
08:00 - 08:20 Morning Coffee / Tea
08:20 - 10:00 First Session
10:00 - 10:20 Coffee / Tea / Snacks
10:20 - 12:20 Second Session
12:20 - 13:30 Lunch Break & Prayer Break
13:30 - 15:00 Last Session
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