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COURSE CATALOG  
 

BS Marketing 
 

 
 

Program Overview 

 
A marketing major provides students with a solid understanding of business activities under the marketing 

umbrella—from the identification and selection of target markets, to the development, pricing, placement 

and promotion of goods and services, and the management of relationships among business partners 

and their customers. 

 

Marketing is comprised of many different areas of study. At RIT Dubai, marketing majors study business-

consumer relationships from many angles including advertising, internet marketing, search engine 

analytics, professional selling, international marketing and buyer behavior. It is an exciting, dynamic field 

that has great impact on a firm's success. Our graduates from the RIT Dubai are able to understand 

consumer behavior, calculate pricing on both cost and profit based approaches, analyze a company's 

marketing strategy in order to recognize appropriate and inappropriate marketing alternatives and have 

good communication skills that will benefit them in the workplace. 

  

In the marketing major, students learn theory and gain practical experience by creating tactically enabled 

strategic marketing plans. Through projects, they learn to work independently and in teams to achieve 

organizational objectives. Marketing majors develop leadership and communication skills through 

classroom experiences and their work on real and simulated business challenges. Students will gain 

proficiency in analyzing and understanding buyers, developing and delivering professional sales 

presentations, and designing and implementing marketing research projects. 

 

A career in marketing can take a student in several different directions. Students find that there are many 

opportunities in marketing, all focused on creating value for target markets and then communicating that 

value to the customers. People often think marketing is only about advertising and marketing 

communications. It is made up of much more – marketers are responsible for understanding customer 

needs, creating new products and services that meet those needs, deciding how and where to sell the 

product and then following up with customers to make sure they were satisfied. Careers in marketing can 

include being a product manager, brand manager, advertising and communications manager, or market 

research analyst. 
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Curriculum 
Marketing, BS degree, typical course sequence  

Course Sem. Cr. Hrs. 

First Year 

MGMT-101 Business 1: Ideas and Business Planning 3 

MGIS-101 Computer-based Analysis 1 

ECON-101 LAS Perspective 4: Principles of Microeconomics 3 

COMM-253 Communication 3 

STAT-145, 146 LAS Perspective 7A, 7B: Introduction to Statistics I, II 7 

MGIS-102 Business 2: Technology-enabled Launch 2 

  LAS Foundation 2: First Year Writing 3 

ECON-201 LAS Perspective 3: Principles of Macroeconomics 3 

ACCT-110 Financial Accounting 3 

  LAS Foundation 1: First Year Seminar† 3 

Second Year 

ACCT-210 Management Accounting 3 

MKTG-230 Principles of Marketing 3 

FINC-220 Corporate Finance 3 

  LAS Perspective 1, 2 6 

  Marketing Elective 3 

MGMT-215 Organizational Behavior 3 

  Free Elective 3 
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INTB-225 Global Business Environment 3 

MATH-161 Applied Calculus 4 

Third Year 

MGMT-340 Business Ethics and Corporate Social Responsibility  3 

MKTG-310 Marketing Metrics and Research 3 

  LAS Immersion 1, 2 6 

  LAS Perspective 5, 6 6 

DECS-310 Operations Management 3 

  Marketing Electives 9 

  Cooperative Education Co-op 

Fourth Year 

MKTG-550 Marketing Management (WI) 3 

  Free Electives 9 

  LAS Immersion 3 3 

  LAS Perspective 5 3 

  LAS Electives 9 

MGMT-560 Strategy and Innovation 3 

Total Semester Credit Hours 122 

Cooperative education 
Students are required to complete six months of cooperative education, one of which must have an 

international component. Many students study abroad to solidify their understanding of a foreign language 

and gain experience living in another culture. They follow their study abroad experience with a co-op in 

a multinational corporation in the United States, or in an international company overseas, to acquire 

comprehensive experience. 
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COURSE DESCRIPTION 

 

FIRST YEAR  

MGMT-101- Business 1: Ideas and Business Planning 

Ideas and Business Planning This is the first of a three-course sequence comprising the freshman 

integrated experience. In Business 1 students will be introduced to the key functional areas of business, 

the evaluation of new business opportunities, and the business plan process. By applying the creative 

process, students will conceive new business ideas that will be developed through the remainder of the 

sequence. (Co-requisite: MGIS-101 Computer-based Analysis) Class 3, Credit 3. 

 

MGIS-101 - Computer-based Analysis 

This course provides students with hands-on experience with the analytical software tools and techniques 

that are used in today's businesses. Emphasis will be placed on the application of spreadsheet models 

for supporting management decision-making. A variety of spreadsheet-based cases in market research, 

financial analysis, accounting applications and other business domains will be utilized to show how to 

effectively analyze and solve business problems using the spreadsheet tool. Class 1, Credit 1. 

 

COMM-253- Communication 

An introduction to communication contexts and processes emphasizing both conceptual and practical 

dimensions. Participants engage in public speaking, small group problem solving and leadership, and 

writing exercises while acquiring theoretical background appropriate to understanding these skills. 

Required for majors in business and in software engineering. Class 3, Credit 3. 

STAT-145, 146 - LAS Perspective 7A, 7B: Introduction to 
Statistics I, II 

Statistics 1 

This course will study the statistical methods of presenting and analyzing data. Topics covered include 

descriptive statistics and displays, random sampling, the normal distribution, confidence intervals, and 

hypothesis testing. The statistical software MINITAB is used to reinforce these principles and to introduce 

the use of technology in statistical analysis. This is a general introductory statistics course and is intended 

for a broad range of programs. Note: This course may not be taken for credit if credit is to be earned in 

STAT-205. (MATH-101 College Algebra or equivalent) Class 3, Credit 3. 

Statistics 2 

This course is an elementary introduction to the topics of regression and analysis of variance. The 

statistical software package Minitab will be used to reinforce these techniques. The focus of this course 

is on business applications. This is a general introductory statistics course and is intended for a broad 

range of programs. (STAT-145 Introduction to Statistics I) Class 6, Credit 4. 
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MGIS-102 - Business 2: Technology-enabled Launch  

This course, the second course in the First-year Business Sequence, applies technology tools to create 

tangible outcomes for product and marketing ideas from the business plan. Students will develop 

websites, video marketing tools and other outcomes while refining their plans for business launch. 

(MGMT-101 Business 1: Ideas and Business Planning, MGIS-101 Computer-based Analysis) Class 2, 

Credit 2. 

ECON-201 - Principles of Macroeconomics 

Macroeconomics studies aggregate economic behavior. The course begins by presenting the production 

possibilities model. This is followed a discussion of basic macroeconomic concepts including inflation, 

unemployment and economic growth and fluctuations. The next topic is national income accounting which 

is the measurement of macroeconomic variables. The latter part of the course focuses on the 

development of one or more macroeconomic models, a discussion of the role of money in the macro-

economy, the aggregate supply- aggregate demand framework is presented and other topics the 

individual instructor may choose. Required course for economics majors. (ECON-101 Principles of 

Microeconomics or equivalent) Class 3, Credit 3. 

ACCT-110 - Financial Accounting 

An introduction to the way in which corporations report their financial performance to interested 

stakeholders such as investors and creditors. Coverage of the accounting cycle, generally accepted 

accounting principles, and analytical tools help students become informed users of financial statements. 

(Second-semester status) Credit 3. 

 

SECOND YEAR  

ACCT-210 - Management Accounting 

Introduction to the use of accounting information by managers within a business. Explores the value of 

accounting information for the planning and controlling of operations, assessing the cost of a 

product/service, evaluating the performance of managers, and strategic decision making. (ACCT-110) 

Credit 3. 

MKTG-230 - Principles of Marketing 

An introduction to the field of marketing, stressing its role in the organization and society. Emphasis is on 

determining customer needs and wants and how the marketer can satisfy those needs through the 

controllable marketing variables of product, price, promotion and distribution. (Sophomore status) Class 

3, Credit 3. 

FINC-220 - Corporate Finance 

Basic course in financial management. Covers business organization, time value of money, valuation of 

securities, capital budgeting decision rules, risk-return relation, Capital Asset Pricing Model, financial 
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ratios, global finance and working capital management. (ECON-201 Principles of Macroeconomics, 

STAT-145 Introduction to Statistics I, ACCT-110 Financial Accounting) Class 3, Credit 3.  

MGMT-215 - Organizational Behavior 

As an introductory course in managing and leading organizations, this course provides an overview of 

human behavior in organizations at the individual, group, and organizational level with an emphasis on 

enhancing organizational effectiveness. Topics include: individual differences, work teams, motivation, 

communication, leadership, conflict resolution, organizational culture, and organizational change. 

(Sophomore status) Class 3, Credit 3. 

INTB-225 - Global Business Environment 

This course exposes students to current global institutional environments (e.g., political environment, 

regulatory environment, financial environment, and labor environment, etc.); develops students with 

fundamental theoretical foundations and analytical skills in order to compete in a globalized environment; 

and equips students with a broad knowledge base about globalization elements (e.g., international 

transactions, cross-national money movements, and currency value changes) to take advantage of global 

opportunities while managing inherent risks. Class 3, Credit 3. 

MATH-161 - Applied Calculus 

This course is an introduction to the study of differential and integral calculus, including the study of 

functions and graphs, limits, continuity, the derivative, derivative formulas, applications of derivatives, the 

definite integral, the fundamental theorem of calculus, basic techniques of integral approximation, 

exponential and logarithmic functions, basic techniques of integration, an introduction to differential 

equations, and geometric series. Applications in business, management sciences, and life sciences will 

be included with an emphasis on manipulative skills. (In order to be successful in this course, students 

should have C or better in MATH-101 College Algebra, or a score of at least 55% on the RIT Mathematics 

Placement Exam.) Class 4, Credit 4. 

 

THIRD YEAR 

MGMT-340 - Business Ethics and Corporate Social 

Responsibility 

This course applies concepts of ethics to business at the macro level and at the micro level. At the macro 

level the course examines competing business ideologies exploring the ethical concerns of capitalism as 

well as the role of business in society. At the micro level the course examines the role of the manager in 

establishing an ethical climate with an emphasis on the development of ethical leadership in business 

organizations. The following topics are typically discussed: the stakeholder theory of the firm, corporate 

governance, marketing and advertising ethics, the rights and responsibilities of employees, product 

safety, ethical reasoning, business’s responsibility to the environment, moving from a culture of 

compliance to a culture of integrity, and ethical leadership. (Junior status) Credit 3. 
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MKTG-310 - Marketing Metrics and Research 

A study of research methods used to understand the changing needs of customers in order to guide the 

decision-making of marketing managers. Emphasizes the data-driven elements of marketing by 

integrating key marketing metrics with marketing research. Topics include problem formulation, sources 

of marketing data, research design, data collection, selection and calculation of metrics and statistical 

analysis. (MKTG-230 Principles of Marketing, STAT-146 Introduction to Statistics II) Class 3, Credit 3. 

 

DECS-310 - Operations Management 

A survey of operations and supply chain management that relates to both service- and goods- producing 

organizations. Topics include operations and supply chain strategies; ethical behavior; forecasting; 

product and service design, including innovation and sustainability; capacity and inventory management; 

lean operations; managing projects; quality assurance; global supply chains; and the impacts of 

technology. (STAT-145 Introduction to Statistics I or equivalent, junior status) Class 3, Credit 3. 

 

FOURTH YEAR  

MKTG-550 - Marketing Management (WI) 

A capstone course that gives the student an in-depth knowledge of middle- and upper-management-level 

marketing problems and processes. Topics include tools used by marketing managers in the 

development, implementation and control of marketing plans. (MKTG-230 Principles of Marketing, 

MKTG-310 Marketing Metrics and Research, senior status, one co-op completion) Class 3, Credit: 3.  

MGMT-560 - Strategy and Innovation 

A capstone course drawing upon major business functions, accounting, finance, marketing, operations 

management, and organizational theory, as well as the key concepts of innovation. The course provides 

an integrated perspective of business organizations toward the achievement of enhanced profitability and 

a sustainable competitive advantage. Topics include the analysis of business environments, industry 

attractiveness, competitive dynamics, and innovation management. Students learn how to formulate and 

implement effective business-level, corporate-level, global, and innovation strategies. (MGMT-215 

Organizational Behavior, MKT-230 Principles of Marketing, FINC-220 Corporate Finance, DECS-310 

Operations Management, Senior status) Class 3, Credit 3. 


