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[A-3]COURSE SYLLABUS

1. COURSE DESCRIPTION (Approximately 100 words)

This is another new and practical Marketing course for two-year full-time MBA students who
represent various companies of the real sector of the economy of Uzbekistan such as
Railways, Airways, Chemical and oil and gas factories, logistics companies,
telecommunications, mining and metallurgy, and many others. The course starts with the
exploration of essential marketing concepts and then takes students into the practical area of
Marketing Research.

Most companies in Uzbekistan do not have capacity to do their own Marketing Research.
Therefore, they can not make effective decisions. A lot of resources are being wasted. The
companies are not able to realize their full potential. As a result, consumers suffer and
employees suffer. Unable to compete, many companies lay off workers.

2. COURSE GOALS AND OBJECTIVES (Approximately 100 words)

Module Aims - Summary
Explore the concept of marketing, marketing philosophies and marketing research methods in
order to produce high value-added goods and services;

Outline the important stages of marketing research process and ways to turn important
findings into effective decisions;

Expose the students to the marketing and marketing research practices of leading companies
around the world;

Encourage the development of critical analysis.

3. TEXTBOOK (Title, Author, Publisher, Year of Publication, etc.)

The recommended text is:
aPrinciples of Marketing® by Professors Philip Kotler and Gary Armstrong, Pearson, 2015.

"Marketing Research: An Applied Orientation” by Professor Naresh K Malhotra, Pearson,
20009.

For more general marketing, the recommended texts are:

4. REFERENCE

http://www.sethgodin.com/sg/ - Personal website of Seth Godin,one of the leading Marketers in
the world.

Also visit Seth Godin©s blog at http://sethgodin.typepad.com/

You may also like Russian version of the blog: http://www.blogsetagodina.ru/ (posts are
translated into Russian and posted regularly)

http://unstats.un.org/unsd/syb/
This website contains information published in the UN Statistical Yearbook £ some content is
available free of charge.
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5. COURSE REQUIREMENTS AND GRADES

Methods of Assessment

Attendance and participation - 10%
Quizzes - 10%

Midterm - 20%

Group project - 30%

Final Exam (based on a case) - 30%

More information on each component will be given separately.

6. COURSE CALENDAR

Week Main Content
1 Introduction to the module
2 The state of Marketing and Marketing Research in Uzbekistan
3 Role of Marketing Research in effective decision making at corporate level
4 Marketing Research Problem: Problem definition (Research Proposal)
5 Design of Marketing Research: choice of tools and methods
6 Exploratory Research/Qualitative methodologies
7 Descriptive and Causal Research/Experimental Design
8 Measurement Scales/Designing proper questionnaires
9 Survey Interviewing Techniques
10 Questionnaire Design and Development
11 Research Environments
12 Ethics
13 Independent study week
14 Note: This is a tentative outline of the course and is subject to change.




	Course Description Approximately 100 words: This is another new and practical Marketing course for two-year full-time MBA students who represent various companies of the real sector of the economy of Uzbekistan such as Railways, Airways, Chemical and oil and gas factories, logistics companies, telecommunications, mining and metallurgy, and many others.  The course starts with the exploration of essential marketing concepts and then takes students into the practical area of Marketing Research.



 Most companies in Uzbekistan do not have capacity to do their own Marketing Research.  Therefore, they can not make effective decisions.  A lot of resources are being wasted.  The companies are not able to realize their full potential. As a result, consumers suffer and employees suffer.  Unable to compete, many companies lay off workers.  



It is no secret that Uzbekistan was a part of the Soviet Union for about 70 years, and because of the Centrally Planned Economy of the USSR, corporate level Marketing was nonexistent. All the production, distribution and service decisions were made by Top Decision Makers from Moscow for thousands of companies throughout the country.  There was no competition to speak of.  Every company was instructed, for 5 years in advance, what to produce, how much to charge for the finished goods, where to sell, and to whom to sell.  Hence, managers in companies got used to executing orders instead of looking for ways to create value, create new markets, compete in new ways and realize their full potential by capturing local markets and entering foreign markets.  But the times are different now and Uzbekistan is becoming a part of the global economy. There is a lot of competition in local and foreign markets.  Good knowledge of the customer needs has become very important.



This course is designed to equip the MBA students with essential Marketing knowledge and Market research skills necessary to make effective decisions and ensure further growth of Uzbek corporations in today’s competitive and globalized world.


	Course Goals and Objectives Approximately 100 words: Module Aims - Summary

� Explore the concept of marketing, marketing philosophies and marketing research methods in order to produce high value-added goods and services;



� Outline the important stages of marketing research process and ways to turn important findings into effective decisions;



�Expose the students to the marketing and marketing research practices of leading companies around the world;

� 

Encourage the development of critical analysis.



The Learning Outcomes

Learning Outcome 1: Ability to analyse the global markets in order to come up with marketing plan for  ‘goods’ or ‘services’.

Learning Outcome 2: Understand the essential role Marketing plays in a company.

Learning Outcome 3: Understand the essential role Marketing Research plays in Marketing.

Learning Outcome 4: Ability to critically analyse a marketing problem and make

recommendations based on a systematic appraisal of available primary and secondary data.

Learning Outcome 5: Communicate and present idea, both as a part of a dedicated

marketing team and, individually, in the role of a senior

marketing executive for a global organisation.
	Textbook Title Author Publisher Year of Publication etc: The recommended text is:



“Principles of Marketing” by Professors Philip Kotler and Gary Armstrong, Pearson, 2015.



"Marketing Research: An Applied Orientation" by Professor Naresh K Malhotra, Pearson, 2009.

  



For more general marketing, the recommended texts are:



“According to Kotler: The World's Foremost Authority on Marketing Answers Your Questions” by Philip Kotler, AMACOM, 2005;



“Blink: The Power of Thinking Without Thinking” by Malcolm Gladwell, Back Bay Books, 2007.






	Reference: http://www.sethgodin.com/sg/ - Personal website of Seth Godin,one of the leading Marketers in the world.  



Also visit Seth Godin's blog at http://sethgodin.typepad.com/



You may also like Russian version of the blog: http://www.blogsetagodina.ru/ (posts are translated into Russian and posted regularly)



http://unstats.un.org/unsd/syb/

This website contains information published in the UN Statistical Yearbook – some content is

available free of charge.

-------------------

www.euromonitor.com/medialibrary

Although current (2013) editions must be paid for, past editions can be downloaded free of

charge in PDF format. Contains information and market data.

-------------------

www.mckinsey.com

Highly recommended website that includes many interesting articles and country insights from

the world famous McKinsey consultancy. Much of the content in free to access.

-------------------

www.wto.org

The website for the WTO (World Trade Organisation). This includes articles and excellent

business insights.




	Course Requirements and Grades: Methods of Assessment

Attendance and participation - 10%

Quizzes - 10%

Midterm - 20%

Group project - 30%

Final Exam (based on a case) - 30%

 

More information on each component will be given separately.
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