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GENEL TANIM / GENERAL DESCRIPTION

Ders Adi / Course Name

Marketing Management / Marketing Management

Ders Kodu / Course Code

EYMD303

Ders Tirii / Course Type

Ders Seviyesi / Course Level

Bachelor / Bachelor

Ders Akts Kredi / ECTS 5.00
Haftalik Ders Saati (Kuramsal) / 3.00
Course Hours For Week

(Theoretical)

Haftalik Uygulama Saati / Course 0.00
Hours For Week (Objected)

Haftalik Laboratuar Saati / Course 0.00
Hours For Week (Laboratory)

Dersin Verildigi Yl / Year 3

Ogretim Sistemi / Teaching System

Daytime Class / Daytime Class

Egitim Dili / Education Language

Turkish / Turkish

On Kosulu Olan Ders(ler) /
Precondition Courses

Yok

None

Amaci / Purpose

Dersin amaci, 6grenciyi is yasamina hazirlayabilecek yonde bilgi aktararak; 6grenciye
pazarlama i¢g0riisi kazandirmak, dijital iletisim, buylik veri gibi yeni pazar trendlerine
hakim olabilmesini saglamak, buttinlesik pazarlama kanallarinin tamamina hakim olarak
battincdl bir bakis agisi kazandirmaktir.

The aim of the lesson is to convey information in a way that can prepare the student
for business life; To gain marketing insight to the student, to enable them to master
new market trends such as digital communication and big data, to gain a holistic
perspective by mastering all of the integrated marketing channels.

igerigi / Content

Pazarlama Y6netimini Anlamak
Pazarlamanin Gelisim Asamalari
Pazarlama Karmasi

Pazarlama Trleri

Pazarlama Yaklasimlari
isletmenin Felsefesi

Durum ve Rekabet Analizi
Guglu Markalar Yaratmak
Markalama

Pazar Boliimlendirme

Marka Konumlandirma
BlylUme ve Rekabet Stratejileri
Uriin

Hizmet

Fiyatlandirma Politikalar
Dagitim Politikalar
Tutundurma Kararlar

Understanding Marketing Management
Development Stages of Marketing
Marketing Mix

Marketing Types

Marketing Approaches

Business Philosophy

Situation and Competition Analysis
Creating Strong Brands

Marking

Market Segmentation

Brand Positioning

Growth and Competition Strategies
Product

Service

Pricing Policies

Distribution Policies

Promotion Decisions




Onerilen Diger Hususlar / -
Recommended Other
Considerations

Staj Durumu / Internship Status -

Kitabi / Malzemesi / Onerilen
Kaynaklar / Books / Materials /
Recommended Reading

2. Kaynak: Pazarlama Yonetimi / Philip Kotler-Kevin Lane Keller

Niyeti / Dr. Ayben Ceyhan
4. Kaynak: Pazarlama 4.0 / Philip Kotler

1. Kaynak: Pazarlama Yénetimi (Stratejik Yaklasim) / Prof. Dr. Ahmet Hamdi islamoglu

3. Kaynak: Sosyal Medyada Pazarlama Uygulamalari, Marka Baglligi ve Satin Alma

1. Source: Marketing Management (Strategic Approach) / Prof. Dr. Ahmet Hamdi
Islamoglu

2. Source: Marketing Management / Philip Kotler-Kevin Lane Keller

3. Source: Marketing Practices in Social Media, Brand Loyalty and Purchasing
Intention / Dr. Ayben Ceyhan

4. Source: Marketing 4.0 / Philip Kotler

Ogretim Uyesi (Uyeleri) / Faculty
Member (Members)

Dr. Ogr. Uyesi Ayben Ceyhan

OGRENME GIKTILARI / LEARNING OUTCOMES

isletmelerin pazarlama fonksiyonu alaninda gereken bilgilere sahip olur.

She / he has the necessary knowledge in the field of marketing function of businesses.

isletmenin pazarlama biriminde gérev aldigi konularda ekip calismasi yapar ve ekibi ile bilgilerini

She / he works in teams in the marketing unit of the company and shares his / her knowledge with the

2
paylasir. team.
3 Ifdﬁg?enm pazarlama biriminde gorev aldigi konularda sorunlari tanimlar, analiz eder ve ¢ozim yollan She / he defines, analyzes and offers solutions to the problems in the marketing unit of the company.
4 isletmenin pazarlama biriminde gérev aldigi alanlarda arastirma ve calisma yapar, projelere katki She / he It conducts research and studies, contributes to projects and takes responsibility in the fields
verir ve sorumluluk alir. of marketing unit of the company.
5 isletmenin pazarlama biriminde gérev aldigi alanlarda isletmenin amag ve hedeflerini belirleyebilir. tshzeb/ug?nzasg determine the goals and objectives of the business in the fields of the marketing unit of
: . T . o - n e TP} She / he question the information that the company has about the fields in which he / she works in the
6 Isletmenin pazarlama biriminde gérev aldigi alanlarla ilgili olarak sahip oldugu bilgileri sorgular. marketing unit
7 isletmenin pazarlama biriminde gérev aldigi alanlarla ilgili olarak siirekli kendini yenilemek gerektigine She / he believes that it is necessary to constantly renew itself regarding the fields in which it works in
inanir ve geregini yapar. the marketing unit of the enterprise and does what is necessary.
8 isletmenin pazarlama biriminde gérev aldigi alanlarla ilgili olarak mesleki paylasima ve dayanismaya She / he is open to professional sharing and solidarity regarding the fields in which the company takes
aciktir. part in the marketing unit.
: . S . N S . - She / he analyzes and carries out relations with stakeholders in the fields of marketing unit of the
9 Isletmenin pazarlama biriminde gorev aldigi alanlarda paydaslarla iligkileri analiz eder ve yurdtir. company
10 isletmenin pazarlama biriminde gérev aldigi alanlarda galistigi kurumun konumunu sorgular ve She / he questions the position of the institution in which she works in the marketing unit of the

Oneriler sunar.

enterprise and offers suggestions.

HAFTALIK DERS iGERIGi / DETAILED COURSE OUTLINE
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Hafta / Week

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Pazarlama Anlayisi
1 Misteri ve Tuketici
Tiketici SES Gruplari

Marketing Approach
Customer and Consumer
Consumer Socio-Economic Groups

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yéntem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Pazarlamanin Gelisim Asamalari
Pazarlamanin Bilesenleri

Development Stages of Marketing
Components of Marketing

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Pazarlama Bilegenleri

Holistik Pazarlama: iliskisel Pazarlama-Biitiinlesik Pazarlama-igsel
Pazarlama-Performans Pazarlama

Makro Pazarlama

3 Mikro Pazarlama

Nis Pazarlama

Marketing Components

Holistic Marketing: Relationship Marketing-Integrated Marketing-
Internal Marketing-Performance Marketing

Macro Marketing

Micro Marketing

Niche Marketing

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Technigues

On Hazirlik / Preliminary

Gerilla Pazarlama

Deger Temelli Pazarlama
Deneyimsel Pazarlama
Yesil Pazarlama

Agizdan AJiza Pazarlama
Viral Pazarlama

4 Veri Tabanl Pazarlama
Pazarlama Yaklasimlar

Guerilla Marketing

Value Based Marketing
Experiential Marketing
Green Marketing

Word of Mouth Marketing
Viral Marketing
Database Marketing
Marketing Approaches
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Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Stratejinin Ogeleri
Pazarlama Cevresi Analizi
Stratejik Yonetim

SWOT Analizi

Elements of the Strategy
Marketing Environment Analysis
Strategic Management

SWOT Analysis

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Bes Gii¢ Analiz Modeli

Makro Duzeyde Rekabet Analizi
Sektor Analizi

Tiketici Davraniglari

Five Power Analysis Models
Macro Level Competition Analysis
Sector Analysis

Consumer behavior

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yéntem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Tlketici Davranigi Modelleri
Marka ve Urlin
Marka Bilesenleri

Consumer Behavior Models
Brand and Product
Brand Components

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Technigues

On Hazirlik / Preliminary

Ara Sinav

Midterm

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Markalama Sireci
Hedef Pazarin Belirlenmesi

Marking Process
Determining the Target Market
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
Hedef Pazar Segim Stratejileri
10 Marka Konumlandirma
Biyume Stratejileri
Target Market Selection Strategies
Brand Positioning
Growth Strategies
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?li\r’:; Methods On Hazirlik / Preliminary
Technigues
Bitlnlestirici Blylume Stratejisi
11 Blyume Stratejilerinin Uygulanisi
Rekabet Stratejileri
Integrative Growth Strategy
Application of Growth Strategies
Competitive Strategies
. . Ogretim Yont - .
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁill(l?;ri/s)rgsgiﬁz Methods On Hazirlik / Preliminary
_ Techniques
Uriin Yasam Egrisi ve Pazarlama Stratejileri
12 Hizmet
Fiyatlandirma Stratejileri
Product Lifecycle and Marketing Strategies
Service
Pricing Strategies
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
Dagitim Kanali
13 Dagitim Kanali Uyeleri
Dagitim Politikalan
Distribution Channel
Distribution Channel Members
Distribution Policies
. . Ogretim Yont - .
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁiw:eri/?rr;:(r‘}]ﬁ\rg Methods On Hazirlik / Preliminary
Techniques
14 Fiziksel Dagitim
Tutundurma Bilesenleri Optimizasyonu
Physical Distribution
Promotion Components Optimization
. . gretim Yont - —
Teorik Dersler / Theoretical Uygulama Lab '?eglzﬁill(r;;ri/(?rr;aeg;i\r/\z Methods On Hazirlik / Preliminary
Techniques
15 Final Sinavi
Final Exam
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DEGERLENDIRME / EVALUATION

. Saval Katki Yuzdesi /
Yariyil (Yil) Igi Etkinlikleri / Term (or Year) Learning Activities y Percentage of
Number S 2
Contribution (%)
Ara Sinav / Midterm Examination 1 100
Toplam / Total: 1 100
Basari Notuna Katki Yiizdesi / Contribution to Success Grade(%): 40
Savi/ Katki Yuzdesi /
Yanyil (Yil) Sonu Etkinlikleri / End Of Term (or Year) Learning Activities Nun¥ber Percentage of
Contribution (%)
Final Sinavi / Final Examination 100
Toplam / Total: 100
Basari Notuna Katki Yiizdesi / Contribution to Success Grade(%): 60
Etkinliklerinin Basari Notuna Katki Yiizdesi(%) Toplami / Total Percentage of Contribution (%) to Success Grade: 100

Degerlendirme Tipi / Evaluation Type:

iS YUKU / WORKLOADS
Siiresi | Toplam Is Yiikii
L Sayi/ (Saat) / (Saat) / Total

Slauliery o eenk Number | Duration Work Load

(Hours) (Hour)
Ara Sinav / Midterm Examination 1 10.00 10.00
Ara Sinav igin Bireysel Calisma / Individual Study for Mid term Examination 1 10.00 10.00
Derse Katilim / Attending Lectures 8 10.00 80.00
Final Sinavi / Final Examination 1 10.00 10.00
Final Sinavi igiin Bireysel Calisma / Individual Study for Final Examination 1 10.00 10.00
Tartisma / Discussion 1 10.00 10.00
Toplam / Total: 13 60.00 130.00

Dersin AKTS Kredisi = Toplam Is Yiikii (Saat) / 25.00 (Saat/AKTS) = 130.00/25.00 = 5.20 ~ / Course ECTS Credit = Total Workload (Hour) / 25.00 (Hour / ECTS) = 130.00 / 25.00 = 5.20 ~
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PROGRAM VE OGRENME CIKTISI / PROGRAM LEARNING OUTCOMES

Ogrenme Ciktilari /
Learning Outcomes

Program Ciktilari / Program Outcomes

1.1.2

1.1.3

1.1.4

1.1.5

1.1.6

1.1.7

1.1.8

1.1.9

1.1.10(1.1.11(1.1.12

1.1.13

1.1.14

1.1.15

1.1.16

1.1.17

1.Isletmelerin pazarlama
fonksiyonu alaninda gereken
bilgilere sahip olur. / She / he
has the necessary knowledge
in the field of marketing
function of businesses.

2.igletmenin pazarlama
biriminde gorev aldigi
konularda ekip ¢alismasi yapar
ve ekibi ile bilgilerini paylasir. /
She / he works in teams in the
marketing unit of the company
and shares his / her knowledge
with the team.

3.isletmenin pazarlama
biriminde gorev aldigi
konularda sorunlar tanimlar,
analiz eder ve ¢6zum yollar
sunar. / She / he defines,
analyzes and offers solutions
to the problems in the
marketing unit of the company.

4.Isletmenin pazarlama
biriminde gorev aldig alanlarda
arastirma ve galisma yapar,
projelere katki verir ve
sorumluluk alir. / She / he It
conducts research and studies,
contributes to projects and
takes responsibility in the fields
of marketing unit of the
company.

5.isletmenin pazarlama
biriminde gorev aldigi alanlarda
isletmenin amag ve hedeflerini
belirleyebilir. / She / he can
determine the goals and
objectives of the business in
the fields of the marketing unit
of the business.
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6.isletmenin pazarlama
biriminde gorev aldig alanlarla
ilgili olarak sahip oldugu
bilgileri sorgular. / She / he
question the information that
the company has about the
fields in which he / she works in
the marketing unit.

7.isletmenin pazarlama
biriminde gorev aldig alanlarla
ilgili olarak strekli kendini
yenilemek gerektigine inanir ve
geregini yapar. / She / he
believes that it is necessary to
constantly renew itself
regarding the fields in which it
works in the marketing unit of
the enterprise and does what is
necessary.

8.isletmenin pazarlama
biriminde gorev aldig alanlarla
ilgili olarak mesleki paylasima
ve dayanismaya aciktir. / She /
he is open to professional
sharing and solidarity regarding
the fields in which the company
takes part in the marketing unit.

9.isletmenin pazarlama
biriminde gorev aldigi alanlarda
paydaslarla iligkileri analiz eder
ve ylritlr. / She / he analyzes
and carries out relations with
stakeholders in the fields of
marketing unit of the company.

10.isletmenin pazarlama
biriminde gérev aldigi alanlarda
calistigl kurumun konumunu
sorgular ve oneriler sunar. /
She / he questions the position
of the institution in which she
works in the marketing unit of
the enterprise and offers
suggestions.

Katki Dizeyi/ Contribution Level :

1-Cok Distik / Very low, 2-Diistik / Low, 3-Orta / Moderate, 4-Yuksek / High, 5-Cok Yiiksek / Very high
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