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Course Description:  

This course is designed to introduce you to the essentials of marketing: the creation of value for 

customers and firms and the strategies and methods marketers use. The course provides a foundation 

for applying the concepts, theories, and tools of marketing. Marketing decisions involve which 

customers to serve, with which products or services, at what price, through which channels. These 

decisions are influenced by the market environment, current and potential competitors, and the 

organization’s own resource constraints.   

Upon satisfactory completion of this course, a student should have the ability to analyze, discuss, 

describe, and demonstrate the marketing processes and strategies that firms utilize when marketing 

their products. 

Course Objectives: 

1. To define the strategic role of marketing in the firm 

2. To introduce the key elements of marketing in developing a marketing strategy and planning a 

marketing program  

3. To provide a sound conceptual and theoretical tool-kit for analyzing marketing problems 

4. To advance your understanding of the marketing process as a framework  

5. To offer an opportunity to refine your oral and written communication skills and to improve 

your ability to work collaboratively in a team  

Required Materials:  

Textbook: Kotler & Keller. A Framework for Marketing Management, 6th edition. Pearson Prentice Hall. 

Copyright 2016. ISBN-13: 9781292093147 (Global Edition) 

Lecture notes will be posted on the course’s website after each class.  

Supplementary readings will be handed out in class or shared in advance.  

Grades:  

Item % 

Group project 60% 

Class Attendance 20% 

Class Participation 20% 

Total 100% 
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Marketing project and its evaluation (60%):     

Since marketing is rather practical science it’s important to implement obtained knowledge on the 

practice. Group project is a solid tool to learn with “learning by experiencing” approach. Additionally 

to that good understanding of marketing could be verified with real-life cases and critical concepts 

understanding rather than terminology knowledge. For this purpose groups of 4-5 people will be 

formed to design the case and work through it during the semesters. This is very similar to real-life 

multifunctional teams investigating business opportunities, designing business solutions and further 

implementing full-scale marketing plans. Each team will have to decide on the market they want to 

practice and then continuously and consistently progress with the full-scale marketing plan addressing 

business challenge, applying obtained knowledge and tools acquired in class. During the program 

you’re expected to present a number of assignments related to this project and as the outcome a 

complete marketing plan will be designed. Key deliverables related to the marketing plan are 1) a 

written report and 2) a professional presentation to the CEO or a group of shareholders. 

Defined problem should have an appropriate scope such that your group can deliver a meaningful, 

actionable recommendation by the end of the term – try to avoid a question either too broad/complex 

(“What should be Apple’s new product strategy in the next 5-10 years?”) or too narrow/tactical (“How 

can the Dartmouth Bookstore increase its store traffic on Monday afternoons?”).  

While there is no rigid format for the report, the following recommended style contains four basic 

sections:   

1. Problem Definition (brief). What problem are you trying to solve?  

2. Situation Analysis (bulk).  In this section, you analyze the context of the problem. You can apply any 

suitable framework for this. Note that the facts considered and analysis conducted here should be 

relevant to the problem and your proposed solution.    

3. Recommendations (bulk). Your recommendations should include both the marketing strategy (e.g., 

which customer segments should be targeted? How should this offering be positioned?), and the 

marketing tactics (e.g., what distribution channels should be adopted? How can the organization 

effectively communicate its message to the right audience?) that are required to address the 

managerial challenge.    

4. Implementation (brief). If your project involves an implementation phase, how do you measure and 

evaluate the performance of your proposed actions? Did they achieve the initial objective or meet 

your expectations? What can you learn from the market feedback? If your proposed strategies or 

actions have not been implemented, do you foresee any problems in the implementation phase? Can 

you mitigate these problems?    
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Besides these four components, your project should contain at least one marketing research method 

by which you collect the necessary information to solve the managerial problem (e.g., interviews, 

focus groups, observational research, survey questionnaires, controlled experiments).1    

Class Attendance and Participation (20%+20%)  

Most classes are accompanied with small cases discussion. You are expected to actively participate in 

the class discussion. I may also randomly call on students during the semester. Your contribution to 

the discussion will significantly influence your class participation grade. Your participation grade will be 

based on class attendance (on time), the quality/frequency of your comments, and your answers to 

the questions. Class participation will be graded based on the subjective assessment of the instructor. 

Attendance is a necessary condition for class participation. There is a minimum requirement of 70% 

attendance to pass any marketing classes. In case of absence, you need to seek my approval before 

class. Unreported absence will be penalized.   

Academic and Class Conduct:  

You are expected to exhibit the highest level of professionalism and courtesy in and out of class. 

Minimum behavioral expectations include:  

 Turn off cell phones, beepers, and pagers while in class  

 Refrain from using laptops or any other electronic devices which may be distracting   

 Arrive punctually to class (if you have to be late in arrival or to depart early, please find a seat  

close to the door in a non-disruptive manner)   

Academic dishonesty will NOT be tolerated. All materials submitted in this course must be your own 

original work. Any material not completely original must be credited to the proper source.  

Course Plan: 

Topic Readings Lectures Seminars Total class 
hours 

Defining Marketing; Understanding 
Markets, Market Demand, and the 
Marketing 

Chapter 1&3 2 2 4 

Developing and Implementing 
Marketing Strategies and Plans 

Chapter 2 2 2 4 

Creating Customer Value, 
Satisfaction, and Loyalty 

Chapter 4 2 2 4 

Analyzing Consumer Markets & 
Business Market 

Chapter 5&6 2 2 4 

Identifying Market Segments and 
Targets 

Chapter 7 2 2 4 
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Creating Brand Equity Chapter 8 2 2 4 
Crafting the Brand Positioning and 
Dealing with Competition 

Chapter 9 2 2 4 

Mid-term Presentation  0 4 4 
Setting Product Strategy and 
Marketing Through the Life Cycle 

Chapter 10 2 2 4 

Designing and Managing Services Chapter 11 1 3 4 
Developing Pricing Strategies and 
Programs 

Chapter 12 1 2 3 

Designing and Managing Integrated 
Marketing Channels 

Chapter 13&14 1 3 4 

Designing and Managing Integrated 
Marketing Communications 

Chapter 15 1 3 4 

Managing Mass & Personal 
Communications 

Chapter 16&17 1 1 2 

Final Group Presentations  0 5 5 
Total # of hours  21 37 58 

 

About the instructor: 

Alexey Sudarenko is currently Country General Manager Kimberly-Clark Professional responsible for 

Eastern Europe (post-Soviet countries) and Turkey in Kimberly-Clark Corporation, a Fortune 200 

multinational FMCG company. Alexey has had 15 years of international and local marketing, sales and 

business administration experience with such companies as Procter&Gamble and Rambler Internet 

Holding, experience in cross-country and cross-culture operations, had experience in domestic and off-

shore business.  

Key areas of expertise: 

Brand and trade marketing: brand strategy development and execution, complex rebranding, high-

impact marketing support planning and implementation, ATL and BTL campaigns, strategic trade 

marketing, marketing research, comprehensive expertise in Internet strategies and approaches; 

General business administration: complete business restructuring, business and culture transformation, 

design and implementation of critical standards, P&L management and accountability; 

Sales: key accounts and distributors operations, sales strategy designing and implementation, 

leadership of successful sales team; 


