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WILMINGTON UNIVERSITY 

COLLEGE OF BUSINESS 

BASIC COURSE INFORMATION 

 
COURSE TITLE:   Marketing 
COURSE NUMBER: BMK 305 
PRE-REQUISITE(S): None 
COURSE DESCRIPTION: 
This course is an introduction to marketing, emphasizing the problems of policy 
determination by management. The nature and operation of marketing functions, 
consumer preferences, product planning, promotion, distribution, and pricing are 
studied. Environmental factors affecting marketing processes are also examined. This is 
a required marketing course for all business majors. 

MAJOR INSTRUCTIONAL GOALS:  
GOAL A: 
Define the role of marketing in society and within the environment of the firm. 

 Learning Objectives: The student will: 

A-1 Know what marketing is and why she/he should learn about it. 

A-2 Understand the difference between micro-marketing and macro-
marketing.  

A-3 Understand what a market-driven economy is and how it adjusts the 
macro-marketing system. 

A-4  Identify possible ethical dilemmas that exist in marketing products and 
services. 

GOAL B: 
Identify appropriate marketing strategies for products/services. 

Learning Objectives: The student will: 

B-1  Explain what marketing strategy planning is 

B-2  Demonstrate target marketing 

B-3  Examine the four Ps in a marketing mix 

B-4  Recognize why strategies for opportunities in international markets should 
be considered 
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GOAL C: 
Determine target market opportunities by segmenting markets. 

Learning Objectives: The student will: 

C-1  Translate what market segmentation is and how to segment product- 
markets into submarkets 

C-2  Identify various dimensions that may be useful for segmenting. 

C-3  Demonstrate what positioning is and why it is useful 

C-4  Determine the seven-step approach to market segmentation 

C-5  Identify major demographic trends and how they affect marketers 

C-6  Provide examples of why ethnic markets are important, and why 
increasingly they are the focus of multicultural marketing strategies 

GOAL D: 
Explain the marketing research process. 

Learning Objectives: The student will: 

D-1  Identify a scientific approach to marketing research 

D-2  Define and solve marketing problems 

D-3  Evaluate secondary and primary data 

D-4  Compare and contrast the roles of observing, questioning, and using 
experimental methods in marketing research 

D-5  Evaluate marketing information systems 

D-6  Identify common ethical issues in marketing research 

GOAL E: 
Identify the demographic and psychological reasons of consumer buying habits. 

Learning Objectives: The student will: 

E-1  Evaluate the economic-buyer model of consumer behavior 

E-2  Categorize psychological variables affect an individual’s buying behavior 

E-3  Identify how social influences affect an individual’s and household’s 
buying behavior 

E-4  Evaluate how the purchase situation effects behavior 

E-5  Explain how consumers use problem-solving processes 
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GOAL F: 
Determine uncontrollable variables affecting the marketing process. 

Learning Objectives: The student will: 

 F-1  Compare the internal and external variables that shape the environment of 
marketing strategy planning 

F-2  Differentiate the various types of competitive situations that affect strategy 
planning 

F-3  Evaluate the ethical and legal considerations, especially regarding 
ignoring the political and legal environment 

F-4  Distinguish how to screen and evaluate strengths, weaknesses, 
opportunities, and threats within the marketing environment 
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