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Course Syllabus  

Marketing in China 

2019-2020 

Course Details  
 

Course Title  Marketing in China 

Course Code  

Credit Hours  3  

Semester & Year  Fall Semester, 2019- 2020 

Pre-requisites Microeconomics; Management 

Contact Hours 
 

Class Type  Days  Time  Classroom  

Lecture  Tuesday 10:10 am to 12:00 am  IB 423 

Instructor details 
 

Instructor:  Hongxing Cao 

Room IB 932 

Office Hours Wednesday 1:00 pm to 2:00 pm 

Email caohongxing@bfsu.edu.cn  

Telephone +01088816349 

Course Introduction  
 

The course is an introduction to the language and issues of marketing in China with an emphasis on learning 

to develop responsive marketing strategies that meet customer needs. The course focuses on marketing 

concepts, the role of marketing in the organization, and the role of marketing in society based on Chinese 

environment. Topics include market segmentation, product development, promotion, distribution, and 

pricing. Other topics, which will be incorporated into the course, are external environment (which will focus 

on integrative topics with marketing, such as economics, politics, government, and nature), marketing 

research, international/global marketing with relevance to cultural diversity, ethics, the impact of technology 

on marketing, and careers in marketing. 

 

We all have many experiences with marketing from the viewpoint of the consumer. In this course, we will 

take the perspective of the marketing decision maker. I hope you will learn that there is much more to 

marketing than you might have expected. From the textbook, participation assignments/homework, and class 

discussions, you will learn about the decisions that marketers must make and tools/frameworks that will 

assist you in making those decisions effectively. By the end of the course, you should understand the 

complexity and challenges associated with making marketing decisions as well as ways to design effective 
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marketing strategies. On the practical side, this new understanding of marketing should make each of you a 

more knowledgeable consumer. 

Course Objectives 
 

The specific objectives for this course are: 

1. To introduce the concepts and terminology of modern marketing management.  

2. To understand Chinese environment, business characteristics, and the economical interaction between 

China and the rest of the world. 

3. To develop the ability in applying marketing concepts to Chinese markets and understanding the 

international business environment by linking theory with practice in marketing case studies. 

4. To give an experience working in a team and acquaint with the right business ethics and morality. 
 

Contribution to Mission & program learning goals  
 

 

Contribution to 

Mission 

■ Global vision  Social responsibility  Cross-cultural competence  

 Multi-region studies ■ Professional Knowledge and Competency 

Contribution to 

learning goals:  

Business 

Administration 

■Goal 1：Students have professional knowledge and competency in 

applying theoretical knowledge. (Professional Knowledge and 

Competency) 

 

■ Goal 2：Students have the ability to conduct cross-cultural 

communications in global context. (Global Vision)  

 

 3. Goal 3: Students have an awareness of ethic behaviors and social 

responsibility. (Social Responsibility)  

Contribution to 

learning goals:  

Accounting  

■ Goal 1: Students have professional knowledge and competency in 

applying theoretical knowledge. (Professional Knowledge and 

Competency). 

 

■ Goal 2: Students have business expertise with local knowledge 

(Global Vision) 

 

 Goal 3: Students will have an awareness of ethical behaviors and 

social responsibility. (Social Responsibility) 

 

 Goal 4: Students have the ability to communicate and conduct 

business in a cross-cultural context. (Cross-cultural Communication 

Skill) 

Contribution to 

learning goals:  

Electronic 

Commerce 

■ Goal 1: Students have professional knowledge and competency in 

applying theoretical knowledge. (Professional Knowledge and 

Competency) 

 

■ Goal 2：Students have business expertise with local knowledge 

(Global Vision)  

 

 Goal 3: Students will have an awareness of ethic behaviors and 
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social responsibility. (Social Responsibility)  

 

 Goal 4: Students have the ability to communicate and conduct 

business in a cross-cultural context. (Cross-cultural Communication 

Skill) 

Contribution to 

learning goals:  
Information 

Management and 
Information System 

■ Goal 1: Students have professional knowledge and competency in 

applying theoretical knowledge. (Professional Knowledge and 

Competency) 

 

■ Goal 2：Students have business expertise with local knowledge 

(Global Vision)  

 

 Goal 3: Students will have an awareness of ethic behaviors and 

social responsibility. (Social Responsibility)  

 

 Goal 4: Students have the ability to communicate and conduct 

business in a cross-cultural context. (Cross-cultural Communication 

Skill) 

 

Teaching Methodology 
 

The course will comprise formal and informal lectures, presentations, case analysis, materials reading and 

discussion, which are subjected to the levels of students. The case studies or course projects are to assist in 

learning and assessment.  

 

Your initiatives are given high priority in this course. You are required to get prepared for each lecture by 

reading the assigned materials, doing the presentations and participating in the project. You are expected to 

attend all classes. The lecturer may call upon any student at random to share their insights into the class. The 

quality of student preparedness will be used as input to the overall class participation component of the 

course grade. 

Course Materials and Readings 
 

Reference books: 

 

Marketing Management in China, 1st
 edition, by Philip Kotler, Kevin Lane Keller, Taihong Lu, Prentice 

Hall, 2009. 

 

Principles of Marketing, Fifteenth Edition, by Kotler/Armstrong, Prentice-Hall 2014, published by 

Tsinghua University Press in 2017, ISBN 978-7-302-46497-6. 

 

Principles of Marketing: A Global Perspective, Asian edition, by Philip Kotler, Gary Armstong, Swee 

Hoon Ang, Siew Meng Leong, Chin Tiong Tan, Oliver Yau Hon-Ming, China Machine Press, May, 2012. 
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Assessment Method 
Your grade will be determined by your performance on individual and teamwork participation. The final 

grade will be determined as exhibited in Table 1.  

 

Table 1. Assignments and percentage 

Team work % 

Case analysis presentation and 

Ppts 30% 

Case analysis E-report 20% 

Individual work 

 Participation (peer evaluation) 5% 

Attendance 5% 

News Presentation and Ppts 20% 

News Presentation E-report 20% 

Total 100% 

 

This class also follows the rules and expectations regarding letter grades provided by Beijing Foreign 

Studies University (BFSU) and it also follows the grading curve policies. See table 2. 

 

 

Table 2. Number and letter grade correspondence 

Points Grades Grade points 

90-100 A 4.0 

85-89 B+ 3.7 

82-84 B 3.3 

78-81 B- 3.0 

75-77 C+ 2.7 

72-74 C 2.3 

68-71 C- 2.0 

64-67 D+ 1.5 

60-63 D 1.0 

0-59 F 0 

 
The course will be assessed through participation, news presentation of marketing in China, and case 

analysis and presentation. Attendance is mandatory. Those that miss 3 or more sessions, without getting 

permission from the lecturer, will be deemed to have failed the course. Failure to participate team work and 

hand in project reports on the final date will result in marks being reduced or being not allocated. 

 

1. 10%-Class attendance and participation (individual work) 

Your creative and constructive involvement in class is an essential component of class, including case 

analysis, discussion and others. 

 

2. 40%- News presentation of marketing in China (individual work)  

You need present to the class a short PowerPoint presentation (10 minutes) describing a recent news 

story of foreign companies in China or a Chinese company expanding in oversea markets. Your 
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presentation should include a short description of the marketing situation faced by this company and a 

description of its new business strategy. You have to analyze whether or not you believe this strategy 

will be effective. After your presentation, you need to submit a E-report about this news presentation, 

which will be due a week later than your date of presentation. The E-report covers more content than 

your presentation in a more logic and structure way. Please name your E-report as Your NAME 

+STUDENT ID+NAME OF THE NEWS and send to my email address: caohongxing@bfsu.edu.cn. 

 

3. 50%-Case analysis presentation and report (Team work) 

You have two group case analysis work in this course. Based on the cases given by lecturer, you discuss, 

collect and update the relevant information, then make your analysis and suggestions as a group. Each group 

is to present the case analysis to the class in PPT. Your presentation will be in 20 minutes and Q&A, totaling 

25 minutes. All students are encouraged to ask questions and give their comments. Each group should hand 

in both electronic and hard-copy report at the end of the class. The lecturer will evaluate based on two levels: 

team work and individual performance. Please name your E-report as Your GROUP NAME +NAME OF 

THE CASE and send to my email address: caohongxing@bfsu.edu.cn. 

 

Course Outline  
week   Date  Topic Reading Activity 

1 

T 

09-10  Introduction to the 

course 

Lecture 1:  

Core concepts in 

Marketing Chapter 1 

Get to know each other and 

form team /discussion 

2 

T 

09-17  Lecture 2:  

Marketing 

Environment in China 

Chapter 1 

Analysis the environment 

3 

T 

09-24  Lecture 3:  

Challenges for 

marketing research in 

China Chapter 1 

News presentation 

Discussion about the 

challenges in Chinese market 

4 

T 

10-1  National Day 

Chapter 3 

 

5 

T 

10-8  Lecture 4:  

Chinese consumer 

Markets and consumer 

Buyer Behavior Chapter 5 

News presentation 

Consumer analysis 

6 

T 

10-15  Case analysis 

presentation 

Chapter 6 

summary 

7 

T 

10-22  Lecture 5:  

Chinese Business 

Markets and Business 

Buyer Chapter 7 

News presentation 

Business market analysis 
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8 

T 

10-29  Lecture 6:  

Chinese STP Strategy 

Chapter 8 

News presentation 

STP strategy discussion 

9 

T 

11-5  Lecture 7:  

Chinese Branding 

Strategy 

Chapter 9 

News presentation 

Branding and protection 

strategy discussion 

10 

T 

11-12  Lecture 8:  

Shan Zhai: A Chinese 

Phenomenon? 

Chapter 10 

News presentation 

Set the product strategy 

11 

T 

11-19  Lecture 9:  

Pricing Products in 

China 

Chapter 12 

News presentation 

Set the pricing strategy 

12 

T 

11-26  Lecture 10:  

Marketing Channels 

in China 

Chapter 13 

News presentation  

Set the channel decisions 

13 

T 

12-3  Lecture 11: 

Retailing industry in 

China 

Chapter 14 

News presentation 

Set the retailing strategy 

14 

T 

12-10  Lecture 12: 

IMC in China 

 

News presentation 

Set the communication 

strategy 

15 

T 

12-17  Case analysis 

presentation 

CRCC case 

 

Summary 

16 

T 

12-24  Q&A 

 

 

17 Examination Week 

18 
 

Week Details  
 

Week 1: 
 

In this chapter, we introduce the basic concepts of marketing. It starts with the question, “What is 

marketing”? Simply put, marketing is managing profitable customer relationships. The aim of marketing is 

to create value for customers and to capture value from customers in return. Next, the five steps in the 

marketing process are discussed—from understanding customer needs, to designing customer-driven 

marketing strategies and integrated marketing programs, to building customer relationships and capturing 
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value for the firm. Finally, there is a discussion of the major trends and forces affecting marketing in this age 

of customer relationships. 

 

Week 2: 
 
In the first chapter, we explored the marketing process by which companies create value for the consumer in 

order to capture value in return. In this chapter, we look at designing customer-driven marketing strategies 

and constructing marketing programs. First we look at the organizations overall strategic planning, which 

guides marketing strategy and planning. Next, we discuss how marketing partners closely with others inside 

and outside the firm to create value for customers. We then examine marketing strategy and planning—how 

marketers choose target markets, position their market offerings, develop a marketing mix, and manage their 

marketing programs. Lastly, we will look at the step of measuring and managing return on marketing 

investment. 
 

Week 3: 
 

This chapter shows that marketing does not operate in a vacuum but rather in a complex and changing 

environment. Other actors in this environment—suppliers, intermediaries, customers, competitors, publics, 

and others—may work with or against the company. Major environmental forces—demographic, economic, 

natural, technological, political, and cultural—shape marketing opportunities, pose threats, and affect the 

company’s ability to build customer relationships. To develop effective marketing strategies, you must first 

understand the environment in which marketing operates. 

 

Week 4： 

This chapter looks at how companies develop and manage information about important marketplace 

elements. This chapter is an examination of marketing information systems designed to assess the firm’s 

marketing information needs, develop the needed information, and help managers to use the information to 

gain actionable customer, and market insights. 

Week 5： 

In this chapter, we continue our marketing journey with a closer look at the most important element of the 

marketplace—customers.  

The goal of marketing is to affect how customers think about and behave toward the organization and its 

market offerings. But to affect the whats, whens, and hows of buying behavior, marketers must first 

understand the whys.  

We look first at final consumer buying influences and processes and then at the buying behavior of business 

customers. 

Week 6： 

This chapter examines business customers—those that buy goods and services for use in producing their 

own products and services or for resale to others. As with firms selling to final buyers, firms marketing to 

business customers must build profitable relationships with business customers by creating superior 

customer value. 

Week 7： 

This chapter looks further into key customer-driven marketing strategy decisions—how to divide up markets 
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into meaningful customer groups (segmentation), choose which customer groups to serve (targeting), create 

market offerings that best serve targeted customers (differentiation), and position the offerings in the minds 

of consumers (positioning).  

Then, the chapters that follow explore the tactical marketing tools—the Four Ps—by which marketers bring 

these strategies to life. 

Week 8： 

In this and the next chapter, we look at how companies develop and manage products and brands. The 

product is usually the first and most basic marketing consideration.  

This chapter begins with a deceptively simple question: What is a product? After addressing this question, 

we look at ways to classify products in consumer and business markets.  

 

Then we discuss the important decisions that marketers make regarding individual products, product lines, 

and product mixes.  

 

Next, we look into the critically important issue of how marketers build and manage brands.  

 

Finally, we examine the characteristics and marketing requirements of a special form of product—services. 

 

Week 9： 

In this chapter, we’ll look into two product topics:  

1. Developing new products  

2. Managing products through their life cycles.  

New-product development is risky, and many new products fail.  

The first part of this chapter lays out a process for finding and growing successful new products.  

In the second part of the chapter, we see that every product passes through several life-cycle stages and that 

each stage poses new challenges requiring different marketing strategies and tactics.  

Finally, we look at two additional considerations, social responsibility in product decisions and international 

product and services marketing. 

 

Week 10： 

Firms successful at creating customer value with the other marketing mix activities must capture this value 

in the prices they earn.  

This chapter addresses the importance of pricing, explores three major pricing strategies, and looks at 

internal and external considerations that affect pricing decisions. 

Companies today face a fierce and fast-changing pricing environment. Value-seeking customers have put 

increased pricing pressure on many companies. Yet, cutting prices is often not the best answer. No matter 

what the state of the economy, companies should sell value, not price. 

Week 11： 
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In this chapter, we’ll explore pricing considerations including: new product pricing, product mix pricing, 

price adjustments, and initiating and reacting to prices changes. We close the chapter with a discussion of 

public policy and pricing. 

 

A company does not set a single price, but rather a pricing structure that covers different items in its line. 

This pricing structure changes over time as products move through their life cycles. The company adjusts its 

prices to reflect changes in costs and demand and to account for variations in buyers and situations. As the 

competitive environment changes, the company considers when to initiate price changes and when to 

respond to them.  

This chapter examines additional pricing approaches used in special pricing situations and adjusting prices 

to meet changing conditions. The chapter covers new-product pricing for products in the introductory stage 

of the PLC, product mix pricing for related products in the product mix, price-adjustment tactics that 

account for customer differences and changing situations, and strategies for initiating and responding to 

price changes. 

Week 12： 

This chapter deals with distribution.  

An individual firm’s success depends not only on how well it performs but also on how well its entire 

marketing channel competes with competitors’ channels.  

To be good at customer relationship management, a company must also be good at partner relationship 

management.  

The first part of this chapter explores the nature of marketing channels and the marketer’s channel design 

and management decisions.  

We then examine physical distribution—or logistics—an area that is growing dramatically in importance 

and sophistication. 

Week 13： 

This chapter is a continuation of the prior chapter on marketing channels; it provides more detail on retailing 

and wholesaling, two very important concepts in the value delivery network. 

 

Retailers can be classified according to several characteristics, including the amount of service they offer, 

the breadth and depth of their product lines, the relative prices they charge, and how they are organized.  

 

The major decisions retailers make are centered on their target market and positioning, their product 

assortment and services, their price, their promotion strategies, and where they are located. 

 

The wheel of retailing concept says that many new retailing forms begin as low-margin, low-price, low-

status operations. They challenge established retailers, and then the new retailers’ success leads them to 

upgrade their facilities and offer more services. In turn, their costs increase, and eventually they beco me like 

the conventional retailers they replaced. The cycle begins again.  

 

There are many types of wholesalers, including merchant wholesalers, agents and brokers, and 

manufacturers’ sales branches and offices. 

Week 14： 

Companies must do more than just create customer value. They must also use promotion to clearly and 
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persuasively communicate that value. Promotion is not a single tool but, rather, a mix of several tools. Under 

the concept of integrated marketing communications (IMC), the company must carefully coordinate these 

promotion elements to deliver a clear, consistent, and compelling message about the organization and its 

brands.  

The chapter begins with an introduction to the various promotion mix tools. Next, we examine the rapidly 

changing communications environment and the need for IMC. Finally, the chapter discusses the steps in 

developing marketing communications and the promotion budgeting process. 

Week 15： 

In this chapter, we look at advertising and public relations. Advertising involves communicating the 

company’s or brand’s value proposition by using paid media to inform, persuade, and remind consumers. 

Public relations involves building good relations with various company publics—from consumers and the 

general public to the media, investor, donor, and government publics.  

As with all of the promotion mix tools, advertising and public relations must be blended into the overall 

IMC program. 

Miscellaneous issues 
 If I need to communicate with you outside of class, I will use the email provided by BFSU. You are 

responsible for checking this email system.  

 I reserve the right to make adjustments in course requirements. Classes are somewhat organic and 

changes are to be anticipated. 

 If a student misses examinations without the proper excuse, I reserve the right to allow the student to re-
take the test/assignment.   

 I have expectations that students in my class will behave in a generally professional and courteous 

fashion. However, I still make emphasis in some key points:  

a. Please, do not be late. If you have a work schedule or other conflict that will consistently involve you 

coming late to class, please drop this section and add another.  

b. Please, do not read a newspaper or magazine during class. Do not read or study material for another 

class during this one. 

c. Please, do not surf the internet on your laptop during class. Do not IM others if you are using your 

laptop to take notes. 

d. Please, do not talk amongst yourselves unless you are participating in a group activity in class. 

e. Be prepared with the readings and assignments that are indicated on the syllabus.  

f. Turn your cell phones ringers off. Do not text messages during class. 

g. Your grade is based on the points that you earn and your effort and participation during the whole 

semester. Please do not ask for special dispensations or extra credit opportunities once the semester 

is complete.  

Plagiarism and Academic Dishonesty  
I. Plagiarism is the unauthorized use of another’s work or ideas and the representation of these as one’s own.  

 

Definition of Plagiarism: “The practice of taking someone else’s work or ideas and passing them off as 

one’s own”. (OED)  

This includes among others but not limited to  

(a) copying another individual’s or group’s ideas and work, copying materials from the internet and other 

published sources and producing such materials verbatim,  
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(b) Using others’ ideas and work without proper citation of the original proponent or author of the idea. 

Students are expected to produce original work of their own for assignments and examinations.  

 

BFSU considers plagiarism as a serious breach of professional ethics. Plagiarism will not be tolerated in any 

form at BFSU. Penalties can be as severe as expulsion from the university. To avoid plagiarism it always 

best to do your own work or cite the work of others appropriate. Refer to your student handbook for a more 

detailed description of plagiarism and the associated penalties.  

In this class, the rules are:  

1. The first instance of plagiarism will result in a “zero” for the assignment in question.  

2. The second instance of plagiarism will result in a fail grade for the entire course.  

3. The third cumulative instance of plagiarism, academic dishonesty and violation of school disciplinary 

rules in this and other classes will result in serious disciplinary action which could include expulsion 

from BFSU.  

4. The instructor will report each instance of plagiarism, academic dishonesty and violation of school 

disciplinary rules to the disciplinary officer.  

 

II. Academic dishonesty  

Academic Dishonesty includes but not limited to: (a) plagiarism, (b) cheating during examinations, 

(c) obtaining/ providing information for reports, assignments and examinations by fraudulent means, (d) 

falsification of information or data, and (e) false representation of others’ effort as one’s own. Some 

examples of academic dishonesty are: copying from other students during examinations; copying material 

from other students’ reports/ assignments and submitting the same as one’s own report; creating fictitious 

interview materials for assignments or reports. These are just a few examples and not exhaustive.  

The rules on plagiarism, copying and academic dishonesty are non-negotiable. 


