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Course Synopsis

Marketing is a value-enhancing function that identifies opportunities, develops markets, and builds brands. Consequently, good marketing enables companies to charge price premiums, sustain competitive advantage and maintain long-run profitability. To this end, Technopreneurship 2 (HIT 1201) covers the following topics: understanding consumer and corporate behavior, conducting customer and competitor analysis, developing new products, branding and brand extension, pricing, designing distribution channels, and managing marketing-mix activities.  Therefore, the course introduces students to the essentials of marketing (key concepts, methods of analysis, strategies and tactics) critical to managing profitable customer relationships in today’s dynamic and connected environment. 

Aim of the Course
The aim of this course is to provide students with hands-on appreciation of marketing in everyday life. Further, students must be able to find the strategic fit of marketing within any business plan. 

Course objectives
•	To familiarize students with the elements of the marketing. 
•	To enhance problem solving and decision making through engaging in in-depth discourse which helps students understand the dynamics of marketing in practical way.  
•	To expand the students ‘knowledge and skills of marketing of current marketing trends and business practices.

Expected Learning Outcomes:

At the completion of the course requirements, the student will be able to:
· Discuss the role and contributions of marketing within an organization.
· Recognize the role of marketing in the social and economic structure of Zimbabwe.
· Demonstrate the vital need for a consumer orientation on the part of all employees in a firm.
· Interpret the causes of business problems by using concepts and techniques from marketing.
· Define the basic vocabulary appropriate to the field of marketing.
· Describe the relationship between marketing and other major business activities such as production and finance.
·  Discuss the relationship between business marketing activities and associated governmental regulations.
· Understand the difference between unresolved ethical questions and behavior that is simply unethical.
· Understand and create a marketing plan

Delivery
Classroom activity will consist of lectures, tutorials, class discussions, in-class exercises and online interactions. Lectures will refer to, but not review, all material as outlined in the course outline. Discussions will focus on the application of concepts rather than mere reviewing.

Course Content 
	TOPIC AND CONTENT
	Time slots

	
Introduction to Marketing: 

Definition of Marketing 
Misconceptions of marketing
The evolution of Marketing - (Marketing philosophies)
Importance of marketing for Technopreneurs
Marketing plan outline and group formation 

	

Week 1

	
Marketing Research:

Importance of marketing research
Types of Market Research
The Marketing research process
Marketing Research Methods 
Sources of Marketing research data
Marketing research data analysis and reporting


Marketing Information Systems


Submission of proposed marketing plan (product and company)

	
Week 2

	
Consumer behaviour: 

Classification of consumers
Consumer goods classifications
The consumer decision making process
Diffusion of innovation

Tutorial on chapter 3 and 4
	
Week 3

	
Marketing strategy 

The Product
Levels of a product
Types of products
Product life cycles
Branding and packaging 
Product portfolio management

 Pricing  
Importance of pricing
Price Vs Value
Factors influencing pricing
Pricing strategies

	

Week 4

	
Promotion 

Define promotion in the context of marketing communication
The communication process
The promotional mix elements
Integrated Marketing Communication (IMC)

Place/ Distribution

The role of distribution
Distribution strategies
Channels of distribution
Factors influencing distribution
	
Week 5

	

SEMESTER BREAK

	

	
Test 1 on content covered
	Week 5

	
 Segmentation Targeting and Positioning (STP)

Define Segmentation
Reason for segmenting markets
Segmentation criteria
Target Marketing
Target marketing strategies

Positioning

Define positioning and its importance


	
Week 6

	Strategic Marketing plans
The Marketing environment
SWOT analysis 
Link between the Strategic plan and Strategic Marketing plan  
The Marketing planning process

Working on marketing plans in groups

	Week 7

	Social responsibility and ethics in marketing

Importance of CSR as a marketing tool
The Triple Bottom Line (TBL) Concept
Neuromarketing 

	
Week 8

	
	Forms of Marketing (Current trends)

Cause marketing, Relationship Marketing, Offline Marketing, Digital Marketing, Scarcity Marketing, Word of Mouth Marketing, Undercover Marketing, Transactional Marketing, Evangelism Marketing, Outbound and inbound Marketing, Augmented Marketing and others.




	
Week 9

	
Seminar/ Public Lecture on special topics in Technopreneurship 2.

TUTORIAL
	
Week 10

	

TUTORIALS
	Week 11



Assessment
This course is assessed through continuous assessment and a final examination. At least one in-class test with a weight of 5% and an assignment contributing 5% and a marketing plan contributing 15% shall constitute the continuous assessment work. A minimum continuous assessment mark of 50% is required in order to be allowed to sit for the final examination. Make sure you comply with all deadlines and failure to submit on due date shall attract 10% penalty per day.
Components of Assessment
· Continuous assessment:   25 %
· Final examination: 75%
Plagiarism
Assignments shall be submitted in duplicate i.e.1soft copy via cchitumba@hit.ac.zw/thabanidundu@gmail.com
 for the Schools of Engineering and Industrial Sciences and ochahele@hit.ac.zw for the Business and Information Sciences School. All assignments to be subjected to turnitin software for which the plagiarism rate shall not exceed 25% and hard copy to be handed over in person. You are encouraged to show originality in your assignments. 
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