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Grande Praivie Resional College
Depavement of Business Administrarion

BA 1090 Imtroduction 1o Markering (3-0, 3 credits)

Couorse Outline  Winter 2003

Instructor: Tracy Howlsn
Office Farticulars: €304
Tel; 5352711
e-tnail: thowlett{@izpre.ab.ca

Office Hours: Tuesday & Thursday, 11:30- 1;00 pm. or by appt.

Required Text; Tuckwell, Kerth J. {2002), Canadian Marketing in Action (5th
ed. b, Scarborough- Prentice-Hall,

This text provides the bulk of matenial you will study for this course and will be used
extensively, 1 may alse provide vou with handouts, articles, casc studies, or other
maleridls. These are 1o be read and prepared, as vou would a textbook chapier,

Course Description:

The development of a strategic model and ks implementation is the primary focus of 1his
inroductory eourse. Using the principles of produet, price, place, and promotion, plus
the crucial Impertance of the consumer, students will develop their analvtical skills.

Course Format:

BA 1080 consists of 160 minutas of weekly terrruction Tvesday & Thursday, J:00.2:20
pom. for Secricen 0OF ond Wedresdav & Friday 1,00 - 2:20 pom. for Seciion 43, The class-
work will include & combination of lecrures, class discussions, videos, group work 2nd
presentations, and case stadies

Course Objectives:

The cbhjectrves for this cawrse are;

»  Toacquaint studsmis with the terminology and fundamental eoncepts of marketing;

o To develop dusiness problem-solving skills throusgh the use of the cage method:

= To familianize students with the tectmiques Used in definng and selecung target
markets,

+ To develop an appreciation of the imponance of lookmg ai marketing from the
customer's point of view;

* To survey the components of the murketing mmx and show how they apply and inter-
relale to 1he solving of marketing probleme.




University Transferability:
Bome universities and many professional organizations (e.p PMAC) will actept this
course as credit. Check with the receiving university or mstitution for confirmation.

Course Evaluation:
The tollawing components will determine your grade:

Class Participation 1004

Fundamentals Quiz 3%

Chapter Reading Qunizzes S

Midtetm Exam 2i)%,

Final Exam 35%;
FParticipation

To get the most out of this class, regular anendmnce and active PaThCIpaton is required
In addition, your classimates® learning can be improved by vour congtructive participation
i class.  Anendance will be taken st each cluss, and I will monir VOUr active and
congtruchve eontribution 1o the class” leamning. Your participation grade, worth 10% of
the final grade, will reflecs both of these compeonents.

Marketing Fundamentals Quis

After 2 briaf introduction mto the Marketing eourse i Week 1, the classes in Week T will
g0 through the basics of marketfing. A stromp Erasp of these basics ic pesded to
understand the rest of the course, The Fundamentals Quiz will be composed of reverss
definitions and multiple<choice questions, and will represent 3% of vour final erade.

Chapter Cuizoes

I m-class time 15 10 be usad effectively, vou will have to do the reqquired readmyg before
class. These tests will give you an meentive to do 0. Each chapter quiz will congist of a
combination of 10 oultple-choice mdior reverse definitions, They will take
approximately [0 mingt=s to complete. W= will mark and de-bnef These quizzes in elass,
imenediately after vou have finished writin gthem. (Exeeptions will be made for properly
docurrented absences, e, medical noles, elc_).

Your best 10 of T1 quizzes will coum tow ards 3004 of vour final grade.

Midterm Exam

While the guizzes test stright knewledge of the course coneepts, the Midterm {and Funal)
will test your apphication of the colrse mamerial Accordmgly, the Midtermy wil] be
comprised of shor-answer, long answer, und case Study questions,

vou will bave 75 minutes 1o complete this exam, waich represents 20% of wour final
grade.




Final Exam

Like the Midterm, the Final Exam will test vour ability to apply the course material. Half
of the exam will be 2 take-homs case study. A variety of other questions (e, multiple
choice, shott and long answer, et¢.) will compnse the other half, The Registrar will
schedule the dale and time for the Finad Exam, worth 35% of your final grade.

Key Dates for BA T90:

Jam: I1/TT Marketing Fundamentals Guiz
Jam, 23424 Chapters 2 & 4 Quiz
Tan, 2031 Chapters 3 & 17 Cuiz
Feh. &7 Chapter 6 Qumiz

Feb. 13714 Chapler 5 Quiz

Feb. 18419 Midierm Exam

Mar, 67 Chapters 7 & 8 Cuz
Mar. 13714 Chupter 9 Cuiiz

Mur, 20021 Chapter 12 Quiz

Mar 27/28 Chaplers 10 & 11 Craz
Apr. 34 Chapters 14 & 16 Oz
Apr, 1U71] Chapter 15 Quiz

Apr, 15716 Chapler 1o Chuz

Apr. 21-20 Fmal Exam (TBA)

The Road To Success jo BA 1000:

+  Read the textbook before the material is covered in class.

= Agtendance is critical for success in BA 1080,

»  Participate acuvely 1 all in-class discussions and activites,

= Heview the topic quesnons in the courss schedule before each quiz and exam.
+ Learn from your mistakes on the ehapler quizzes

« Awnalyze, do nol just descnbe, when completng yvour case study answers.

o [AVE FUN WHTLE LEARNING!




Winter 2003 Course Schedule — Sections A3 angd D3

Drate
Week 1, Jan. 7-10

Wezk 2, Jan_ 14-17

Week 3, Jan_21-24

Weak 4, Jan, 2831

Topics | Readings

Covrse Queling

Chaprer I - Introduction

#  “Whal 33 MAREETING? What 53 MAREET™

*  Doooribe the4 STAGES OF MAREE NG EVOLUTION.

¢ Theacribe the MAREETING MARKAGEMENT PROCESS.

*  Thicuss e followme: T, RELATIONSHIF MARREETING,
DATAREASE MARKETING, GLOBALIZATION,
TECHHOLOGY, SOCT41L, RESPONSIBILITY and INTERNET
L E-DOMMEERCTE,

Feading: Outline & Chapter 1

Claapter 2 - Markertng Fundameniels

¢ Whal is TARGET MARKET? What 15 POSTTICNT

*  What is MAREETING MIXT What i PRODUCT?

*  What s PLACE (DISTRIBUTIONY What iz PRICE?

* Describe the relationghup betwesn NEEDS, TARGET MAREETS,

POSTTION, aned the MARFLETING MK

What e INTERNAL ENVIRCIDIENT

*  Whar 15 the EXTERNAL MACEQ ERVIRCNMERT? Brefiv
deseribe some nf the imporan mends In the 7 MaACRO
ERVIRONMENTE.

¢ HRelate aud apply the conceptaf SWOT anshas,

Reading: Handeuts, Chapter 2, Caye Study

-

Chapler 2 « Marketnng Emvironment

*  Dresouss the d MARKET STRUCTURES in Canada

* Compwe DIRECT  COMPETITION T INDIRECT
COMPETTITION, Desatibe the 4 CONPETITIVE DEESTTTLINS.

Chapler 4 - Marketing Reveareh

*  Outling the MARKETING RESEARCH PROCESS  Differentsie
betwern PRIMARY and SECONDARY DATA  Diflersntiae
berereen GUANTITATIVE and JUALITATIVE reseanch, What
o FOCLIE GROUTEY Inscuss the advantapes snd disadvamage:
of PERSONAL INTERVIEWS vi. TELEFHONE NTERVIFWS
vi- MAIL SITRVEYS.

Reading: Chapter 2, pg. 37-42 & Chapter 4

Marketing Fundamemaly Ouiz and

Crer: Chaprers 2 & 4

Chapier 3 - Marketing Planning Marketng Strategy

¢ Desenbe the relationship between OBIECTIVES, ETRATEGIES,
and TACTICE. What iz a MISSION STATEMENT®
Dileremmate  between  CORMOBATE  STRATEGY  and
MABKETING STEATEGYT Discust some comundom CUTParEze
storezies  ancledmg  CROSS  MARKETING, STRATEQIC



Wezl £, Feb, 47

Week 6, Feb. 11-14

-

ALLIANCES, ACQUISITIONS, DIVESTMENTS,  and
ETEATEGIC TTNITST

Expliin huw the clements of analysiz, ohjectives, stratesies/taetics,
and evaluabon cormbine 1o form the MAREETING PLAN,
Explain the PRODUCTALARKET EXPANSION GRID (i:
Common Types of Markeung Sategizs).

Chaprer [ 7 — E-Marketing

What 3 E-COMMERCE? Who wses the INTERNET and why?
What 3 opportunities does the Intzmiet offer? What ars the 7 key
macketiop ndviniapes of the INTERMNETT

Wkl wre the common fypes of ONLINE RESEARCH™ "Whar are
the successer of E-MARKETTNGT  What are same ol s
shomoommngs ™

Relate  (he Mearketing Mix @ ONLINE MARXETING
STRATEGY.

Reading: Chapter 3 & Chapter 17
hefe: Chaprers 3 & 17

Chaptor 8 « Segmenialion

L

What iz MAREET POTENTLAL? Whai s SEGMENT
FOTENTIAL? What 5 0 SEGMENTY Whit 15 2 BASIS FOR
SEGMENTATION? Why do miacketers wse MULTIFLE BASis
FOR SEGMERTATION? What iz 0 TARGET MARKETY
Compare 2 MASS  MARKETING  statesy wih &
SECGRMENTATION strategy.

Dhiscuzs the DEMOGRAPHIC SEGMENT ATION: Agre, Gendes,
Income. Ooeupation, Edusatkom, Marsla) Status, Family Life Cvele
Amd Bimie.

[hsen= GEOCSRAPHIC, PEVCHOORAFHIC, amd BEHAVICR
RESPONSE SEQMENT ATION,

Eapiain dhe MAREETING REGMENTATION CONTIMLILIM,
Frovide  difterent  svamples of POSITIORING? What s
HEPOSITIONING?

Reading: Chapter 6 & Case Study
(uiz: Chaprer 6

Chgpter 3 - Comsaemer Befavior

*

Chefine COMSUMER BERAYIOR. Why is Corsumer Behuvior

refemed 28 2 “black box™

Driscuzz the ipflugnge of CULTUEE and SUBCLLTUBE &n

consumer Behavior,

Lig the & SOCIAL CLASSES,  How doeg 3001l CLASS

inflsace tywer behavior? Explain why INCOME and SO0LAL

CLASS are @fferemt sopmentation variebles.  What w3

REFERENCE GROUP?

Distuss the mfluence of FAMILY & the FAMILY LIFE CYCLE

On ponelinisr belovog.

‘[n:wla:dls LIFE STYLE? Explain the & LIFESTYLE SEGMESTS
anasa,

Whar g2 PERSCOALITY?  Tustuss the SELF-CONCERT

THEORY



Week 7, Feh. 18-2]

Weele B, Mar. 4-7

Waek 9 Mar. 11-14

*  Whai js a MOTIVE? Explain how MASLOW 'S HIERATCHY
appliet to buyving behavior.

+ Explain  why SELECTIVE EXPOSURE, SELECTIVE
FERCEFTICHY and SELECTIVE RETENTION are impertant Lo
matketers,

* Whatis an ATTITUDE? Why =51% They' Inmeitant fn mnatlegers

*  Dezeyite the CONSUMER, FURCHASE DECISION PROCESS
Coripare & ROUTINE deciston with 3 COMPLEY deviion.  What
15 COGNITIVE DISSOMNANCE (huyer's reTmag bt

Reading: Chapter 5

Ouiz: Chapter 5

Mid-Term Exam — Feb, 15/77%

Chapser 7 - Induserial arkoting

*  What are the 5 different BUS(NESS MABKETS? Tnacuss how
buEmess-rving decisions difler from cemsmner buvimg decisions.

% Discuse the mole of PARTNERSHIPS in busine st in-business
matketing,

Reading: Chapter 7

Midterwn Exam (Chapters 7.6, 17)

Chapter 7 - Indusirial Markeitng

* Distinguish between 3 BUYING CEMNTERE & o BUYING
COMMITTEEY

& What are the 3 tvpes of BUISINESS BUYING [IECT ERED

Chaprer & - Produet

¢ What oo PRODUCT?  Whar iz the TOTAL FRODOCT
COWCEFTY What = g PRODUCT MIXT  What & oa PRODUCT
LINE? Whu s » USF? Bootly describe the 4 CLASSES OF
CONSUMER GOODS & 3 CLASSES OF BUSIKESS GOODS?

*  What ds 8 GRAND? Why do compames brand produst” Wha 2
BREAND EXTENSION? Dnfferentists g MaTIONAL brand from &
PRIVATE LABEL. Wha it 2 GENERIC BRAND?T @har 15 o0
CRANDING™ Digepse the boaneept ol BERAND LOYWAL TY

*  What ate the 2 fmctons of PACKAGTNG?

Reading: Chapter 7 & Chapter &

fPuize Chaprers 7 & &

Chiprer @ — New Product Development

¢ Desenibe e PRODUCT LIFE CYCLEY Whai are the matksting
mmplications 2t each stape” Flow can marketers extend the svefe?

® What are the ? mops of the NEW PRODUICT DEVELOPYMENT
PROCESSE

*  What are the 3 advanmpes of gerng to marks: guickly™

*  Desitibe the 3 stapes in the ADOFTION EROCESS, Diexceibe the
3 CATEGORIES OF ADGFTERS

Reading: Chapter 9 & Case Study

Quiz: Chaprer 9



Week 10, har, 13-21

Week 11, Mar, 2528

Week 12, Apr. 14

Chapior 12 = Diszribution (Ploce)

¢ Wha 15 3 MIDDLEMAR ([INTERMEDIARYYT Whar Tunctions
de muiddiemen perfomm?

+  Whnl o the differemce belween x WHOLESALER wnd o
RETAILER?

*  Whar is a CHANKEL OF DISTEIBUTION? Compars DIRECT
distrivution to INDIRECT digtnbution

#  Whal are some factors Ut affect the deveiopmen of a distribation
chanrel?

& Compare INTENSIVE dismmibation with SELECTIVE dizmbuton
and EXCLUSIVE dustribution.

¢ Wha p CHANWEL CONFLICT? Wiy dues (| nocur! How i3
cooperahon achieeed? What oo YMET

# What ¢ MULTI-LEVEL marketng? Hew docs o difler frone
comventional distritartion”

Reading: Chapler 12

Oulz: Chapter 12

Chapier 10 - Price

+  What iz PRICE? Wha are 2 commen PRICING ORIECTIVES?
*  Disenss the 5 FACTORS aFFECTTNG FRICTHNG

»  [hseuss the 3 BASIC FRICTRG METHODE,

Chaper 11 - Price

+  Compare & SEIMMING strategy 1o 2 PENETEATION stratzgy

*  What 5 FEYCROLOGICAL PRICING? What are snme commpn
FSYCHOLOGICAL FRICTMG STRATEGIEST

*  Wharis GEOGRAFHIC PRICTHNG?

4 [ewcrite g fow TYPES OF DISCOURTS made 10 LIST PRICES

Reading: Chapter 10, Chapter 11

Quiz: Chapters [0 & 1]

Chapier 14« Mavketing Communicanions fAdvertizing &

Pubiic Relarions)

® What are th: 7 elemmme of  the  MAREETING
COMMUNICATIONE MIXT What i de role of marketing
COMTIMIEanons

* What is 5 FUSH sratepy? Whal is 3 PULL soatepy®

Leet 4 wavs to dotermone o prometionnl budoer

What 1 ADVERTESING? What 1= COOFERATIVE

ADVERTISING?

*  Disguss the relative ments of the followme advemnsing medinms
TV, FRADID, REWSPAPER, MAGATINE, COUTDOOR.
INTERKETT

#  Disogss the process of creating so ADWERTISIMNG MESSASGE
What is PUBLIC RELATIONS? What is FURLICITYT Compars
publictty with adverising?

& @



Weele 13, Apr. 811

Weak 14, Apr. 153-14

Week 15-16, Apr, 21-30

CONGRATULATIONS!

YOU MADE IT
THROUGH Ba 103!

Cliaprer [t - Markering Communtcations (Evene Markering

& Sponsorships

¢ What i3 EVENT MaAREFTING? What j§ EVENT
SPONSORSHIP?  Duwcuss the 5 faciors w0 coomder [or
PARTICIPATION in even markesng?

Reading: Chapter 14 & Chapter 16, pp. 439-445

Cheiz: Chapter J4 & 16

Chupeer 15 - Marketing Communications (Divect Response

ck Interaciive Communications)

*  What is DIRECT MAREETING? ‘What are the 3 purposes of
durest mewketmg ¥ Comrast Direct Marketing with Conventional
Matketmg

+  What is DIRECT MAILY Discuss the 4 common typis of dirser
miail?

% Whate g CATOLOGUE?

¢  Whar s TELEMARKETING? What's 5 CALL CENTRE® How
dpes [NROUND TELEMARKETING differ fum OUTBEOLIHD
TELEMARKETING?

#*  What are the 3 forme of DIRECT RESPONSE TV
Dhacugs the tole of TNTERACTIVE COMMUMICATIONS in
markeimp?

#  Whit ot the INTERNET? lHow do markerers uss it o increase the
flow of information? Dhstinguish betwesn @ BANPMTE AD and o
BUTTON Al

Reading: Chapter 15 & Case Stndy

Quiz: Chapter 15

Chaprer 16 - Markening Comatinications (Sales Promation

& Personal Selling)

« What 15 BALES PROMOTIOND Fecogiuze the vanngs zzl=g
promoton Wels, When is fales prormonon weed?

*  Whit 1 TRADE PROMOTIONT Deseribe some commonly Lgsd
nrie

#  Whatis PERSONAL SELLING? When i5 it used?

¢ Explin the Vanous roles of 8 SALESFER SO

Readinp: Chapter 16, pg, $17-439

Queiz: Chaprer 16

CONCLUSION & REVIEW

Final Exam {TBA)




