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Welcome to the World of Marketing

Basic Course Information

Instractor
Bill Corcoran

foom B 098
EX0TTES or eofcoranppec.ab.co

OfMee Hoars

MWF 18311 m.em.

of by appointment. Making an appoiniment
is usually better; I'm prone to wandering
Text

Tuckwel, Keith ). Congdion Markering s
Avtion, 4th ¢d. Scarborough: Prenciics-Hall,
19408

Text Usage

The text will be used exiensively in this
course, You mist have access io one, Lsing
the 3™ edition of Tuckwell or another intro
marketing taxt is ok if vou are willing fo
mzich the topics to the couras guline.

Tranaferability

Some universives and many professional
organrzations {&.z. PMACY will accept this
course for credit. Please check with the
recefving institution o organization,

Grading Scheme

Fundomentals Quiz ... .. ..0... 3%
Chapler Reading Quizzes . ..... M¥g
el berm B v iinnn. 2%
Fitial BXm o oovn i cunannn 315%

Clazg Participnation -, i 1%
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Course Description

The development of a strategic model and ils Implementation i the
prime focus for this inroductory course, Lising the principles of
product, price, promotion, and place. plus the crecial importance of
the congomer, students will develop anzlyviical skills,

Tips for Succeeding in this Course

1. Read the textbook befors the material i3 covered In ¢lass,

E-d

CAdtend all schedwled clagaes,
3. Actively participate in all in-glass dlscussions and activites.

4. Review the topic questions in the course schedule before each quiz
and exam.

5. Learn from vour mistakes o the chapler quirzes.

6. Analyze, doa's just deseribe, with your case study answers,
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Key Dates
Tuesday, Sept. 19 Mktg Fundamentals Quiz | Tuesday, Oct. 31 Chapter 7/8 Quiz
Tuesday, Sept. 19 Chapter 1 Quiz Tuesday, Nov. 7 Chapter %4 Quiz
Tuesday, Sept. 26 Chapter 2 Quiz Taesday, Nov. 14 Chapter %12 Quix
Taesday, Oct. 3 Chapter 3 Quiz Tuesday, Nov. 21 Chapter 12/14 Quiz
Tuesday, Oct, 10 Chapter 6 Quiz Tuesday, Nov. 28 Chapter 14/15/16
Quiz
Tuesday, Oct. 17 Chapter 5 Quiz Tuesday, Dec. 5 Chapter 10 Quix
Thursday, Oct, 24 Mid Term Exam Dee, 11 10 19{TBA) Final Exam
The Gory Details

In Class Activities

Az much zs possible, | am going io
try wo avoid lechering abowt the
cowrss material, Instead, [ will trw
to use m-class discussions, cose
studies, and sther application
exercises for the mest part. For this
appronch 1o work, you must come
prepared to cach class.

Marketing
Fundamentals Quiz

The first two classes will go over
the basics of marketing, A strong
s of these basics b nesded 1o
understand the rest of the course.

The fundamentals quiz will be
composed of reverse definitons and
multipbe choice questions.

Chapter Quizzes

[{ in=cloos dme is o be used
effectively, vou will have to do the
required reading before chass,
These tests will give you an
mcentive fo do 5o

Each chapter quiz will consist of &
counbination of |0 multiple choice
sndior reverse defintions.

They will take approximately 5

m iniges 10 complete. We will mark
and debricf these quizzes in class,
immediately after vou have finkbed
writing them,

Fleage node thd these quizzes must
be written on the day and tima they
are scheduled. If you miss a quiz,
you miss the opportunity for these
quiz marks, (Exceptions will ba
mnde for properly documented
absences i.e. medical nodes, official
College busineds, 2l }

Your best 10 of 11 quizzes will

count tewards 30 percent of vour
final prade.

Mid term Exam

Whike the guizzes test stralght
knowledge of course concepts, the
mid term {ond final) dest your
application of conras material,
Accordingly, the mid term will be
comprised of short answer, loog
answer, and casa atudy questions.

YWiow will have 75 minutes o
complete this tast,
Participation

Tor gt the most ot of this class,
repular attendance and active

participation 18 required. Tn
addition, your classmates” learming
can be improved by your
constructive pafticipation in class
activities,

Anzndance will be taken af each
class. In addition, | will monitor
your active and constructive
contribnition 1o the class’ lzaring,
Your participation grade will reflecy
these hwo components.

Final Exam

Like the mid term exam, the final
exam will test your ability wo apply
the courss malerial. Half of the
exum will be a ke home cge
shudy. Shortanswer questions will
make up the other half. The
Hepisirer will schedube the date and
iime for the fnal.

Records Retention

Class records, inchuding final
exams, will be maintzined for one
year afier the et day of this course,
Thede records will then be
destioved 10 A seoure manmer. Ay
unclnimed student tests will be
destroved within 30 days of the [ast
class.
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Course Objectives

To acquaint students with the terminology and fundsmental concepts of marketing.
To develop businesa problem sobving skills thorough use of the case method.

To ncquaint students with the teckniques used in defining and selecting largel markets,
Te develop an appreciztion of the importance of leoking s marketing from the customer's point of view..

Tao survey the components of the markeding mix and show how they apply and inter-rolate to the sobving of marketing
o] s,

Fall 2000 Class Schedule - Section C2

Date Topics / Key Questions Reading
Sep 7 Course outline Outline
Sep 12,14  Marketing Fundamentals
-What is a TARGET MARKET? Whar is POSITIONT Fundamentals
~What is the MARKETING MIXT What is 2 PRODUCT? Handout

=What is PLACE{THMSTRIBUTION)T What is PRICE?

=What i3 PEOMOTIONT What are the PROMOTIONAL TOOQLS?

= Demcribe the relationship between WEEDS, TARGET MARKETS,
POSITION and the MARKETING MIX?

Sep 19,21  Introduction
Marketing Fondamentals (juix - Toesday, September 19
Chapler | Quix - Teesday, September 19

« What is MARKETINGT What is a MARKET? Chapier 1
= Describe the 4 STAGES OF MARKETING EVOLUTION.
« Dieseribe the MARKETING MANAGEMENT PROCESS,
- [Mscuss the following: TOM, RELATIONSHIF MARKETING,
DATABASE MARKETING, GLOBALIZATION, and INTERNET
MARKETING

- What iz E-COMMERCE? How do companies use the Internet to market themsalbves P 40811

and their products? What are the advantages and dissdvantapes of INTERMET + hand auts
MARKETTMG?
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Fall 2000 Class Schedule - Section C2

Date Topics / Key Questions Reading

Sep 26, 28 Marketing Environment
Chapter 2 Quiz - Tuesday, Seplember 16

-What is the INTERMAL EMY IEONMENTY Chapter 1
=What iz the EXTERNAL MACRD EMNYIROMNMENT? Briefly describe some

ol the imporiant rends in the T MACRO ERVIROMMENTS,
-Compare DIRECT COMPETITION to INDIRECT COMPETITION, Desaribe

the 4 COMPETITIVE POSITIONS.

-RBelate and apply e concept of SWOT analyss, SWOT Handouis

and Folfswagen Cunada
Limited p. 454-R5

Oct. 3.5 Marketing Planning/Marketing Strategy
Chapier 3 Quiz - Tuesday, October 3

- Dreseribe the relationship begween OBJECTIVES, STRATEGIES, and Chapter 3
TACTICS, Explain the PLAN-DO-CHECK cycle. What iz a MISSION and
STATEMENT? Differentinte betwesn CORPORATE STRATEGY and MeDonatd's Restauranty

MARKETING STRATEGY. What are CRDSS MARKETING, STRATEGIC  p. 481-83
ALLIANCES, ACQUISITIONS, DIVESTMENTS, STRATEGIC BUSIMESS
UNITS?
« Explain how the elements of analysis, objectives, strategies/tactica, and
evafuation combine to form the MARKETING PLAN.
- Explain the PRODUCTMARKET EXPANSION GRID {2, Common Types
of Marketing Strategies),

Oct 10, 12 Segmentation
Chapier & Quit - Toesdsy, October 1

«What is MARKET POTENTLAL?Y What is SEGMENT POTEMTIAL? What  Chapter &

ts a SEGMENT? What is a BASIS FOR SEGMENTATIONT Why do and
mzarketers use MULTIPLE BASIS FOR SEGMENTATIONT What is & pe. 116-118
TARGET MAREETT and

-Compare a MASS MARKETING strategy with a SEGMENTATION strategy.  Club Mad p. 490-1
=[discuas the DEMOGRAFHIC SEGMENTATION: Age, Gender, Incoma,

Docupateon, Education, Marital Statos, Family Life Cycle, and Ethnic,

-Discuss GEQGRAPHIC, PSYCHOGREAPHIC, and BEHAV IO RESPONSE

SECGMENTATION.

Expiain the MARKETING SEGMENTATION CONTINLUILIM,
~Provide different examples of POSITIONINGY What is REPOSITIONING?
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Fall 2000 Class Schedule - Section C2

Date Topics / Key Questions Reading

Oct 1719  Consumer Behavior
Chapter § (haig - Toesday, Detaber 17

=Define CONSUMER BEHAVIOR, Why iz Consumer Behavior referred o Chapier 5
as 2 "hlack box?™

Driscnss the influence of CULTURE and SUBCULTURE o consumes
hehavior,

-List the & SOCIAL CLASSES. How does SOCTAL CLASS influence buyer
behaviar? Explain why INCOME and SOCIAL CLASS are different
segmentation variables. What is a REFERENCE GROUP?

«[Macuss the following influedces on consumer behavior: FPAMILY,
OCCUPATION, ECONOMIC CIRCUMSTANCES, LIFESTYLE, and SELF
CONCERT.

-What is a MOTIVE? Explain bow MASLOW'S HIERARCHY applies to buying
hehovior.

-Explain why SELECTIVE EXPOSURE, SELECTIVE PERCEPTION, and
SELECTIVE RETENTION are important 10 miafkelers,

-What is sn ATTITUDE? Why are they important (o marketers?

Cct 24, 26 Consumer Behavior {continued)
Midterm Exam = Thursduy, October 26

<Deseribe the BUYER DECISION MAKING PROCESS, Compire
a HIGH TNV OLVEMENT decision with a LOW TNYOLYEMENT deciston,
What is COGHNITIVE DISSOWNANCE (baver's remorse)T

Cet. 31, Industrial Marketing / Product
Nov. 2 Chapter 7 and § Quiz - Tuesday, October 31

-What are the 5 different BUSINESS MARKETST DHscoss how business Chapter 7
buying decisions differ from consumer buyimg decisions. Piscuss the robe of
PARTHNERSHIPS in business-to-business marketing. What 5 a
BUYENG CENTRE? What are the 3 typez of BUSINESS BUYTRG
DECISIONS?

What is 2 FRODUCTT What is the TOTAL PRODUCT COMCEPTT What Chapuer 8
isa PRODUCT MIX? Whal is a PREODUCT LINE? Whad & a LISP?
-Briefly describe the 4 CLASSES OF CONSUMER GOODS,
-What is p BEAND? What is BRAND EQUITY? Why do companics brand

products? What is a BRAND EXTENSIONT Differentiate a NATIONAL

brand from a PRIVATE LABEL. What is a GEMERIC BRANDT What iz

CO-BREANDINGT

-What are the 3 reaong for PACKAGTNGT
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Fall 200 Class Schedule - Section C2

Date Topics / Key Questions Reading

Mov, 7.9 Product Life Cycle / Marketing Research
Chapter 9 (PLC only) and Chapter 4 Quiz - Tuesday, November 9

-Deescribe the FRODUCT LIFE CYCLE. What are the marketing Chapter 3
implications of each stage?

«Chutline the MARKETNG RESEARCH PROCESS. Differentiate betweon Chapter 4
PRIMARY and SECONDARY DATA. Differentisle befween

QUANTITATIVE and QUALITATIVE research, What is a FOCUS GROUP?

Discuss the advantages and disadvantages of PERSONAL INTERVIEWS vi.

TELEFHOME INTERMIEWS ws, MAIL SURVEYS.

Nov 14, 16 Product ! Place
Chapter 9 and 12 Quiz - Toesday, November 14

-What are the 7 steps of the NEW PRODUCT DEVELOPMENT PROCESS?  Chapter 9
 What are the 3 advantages of getting to market quickly?

-Diescribe the 5 stages [n the ADOPTION PROCESS, Describe the 3

CATEGORIES OF ADOPTERS.

-What is a MIDDLEMAN (INTERMEDIARY YT What functions do middlemen  Chapter 12
perform?

«What = a CHANNEL OF DISTRIBUTIONT Compare DIRECT distribution

b INDURECT dfistribution.

Mov 21, 23 Place I/ Promotion
Chapter 11 and 14 Quiz - Tuesday, November 21

-Compare TN TENSIVE distribution with SELECTIVE distribution and Chapter 12
EXCLUSIVE distribution

«What is CHANNEL CONMFLICTT Why does it occur? What is a VMET

What i3 MULTI-LEVEL marketing? How does #t differ from conventional

distribation?

«What are te 3 elemems of the PROMOTTON {Marketing Communtcations) Chapter 14
MIX? What are the 3 purposes of promotion?

«What is a PUSH stratepy? What is a PULL smrategy?

«[ist 4 ways to determineg a promotional badget.

<What is & promotional campaign? Why is consistency important with prometion?
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Fall 2000 Class Schedule - Section C2
Date Topics / Key Questions Reading

Mov 28, 30 Promotion / Direct Marketing
Chapter 14, 15, and 16 {juiz - Toesday, November 30

-What is ADVERTTSINGT What is COOFERATIVE ADVERTISIMNG? Chapter 14
-Dgcuss the relative merits of the following sdvertising medioms: T.V.

FADIO, NEWSPAPER, MAGAZINE, OUT-0OF-HOME,

What is PUBLIC RELATIONS? What is PUBLICITYT Compare publiofly

with advertising,

« Lzt and describe a fow examiples of NEW MEDHA.

- What is DIRECT MARKETTHNGT Contrast Direct Marketing with conventional pg. 401-09
marketing. Briefly describe 5 differeat types of Crirect Marketing,

<W'hat i SALES PROMOTIONT Recognioe varimes sales promotiog tools. Chapler 1%
When is sales promofion used?
~What is PERSOMAL SELLING? When i5 if used?
~What is EVENT MARKETING? What is a SPONSORSHIF? Discuss the
f FACTORS TO CONSIDER for participation in Event Marketing.

Decs 7 Price / Review
Chapter 10 Quiz, - Tuesday, December 3
Take Home Final Dstribated - December §

-Compare PRICE with NON-PRICE competition. Discuss the 5 FACTORS Chapter 10
AFFECTING PRICING. Discuss the 3 BASIC PRICING METHODE,

LCompare a AKIMMING strategy to o PENETRATION strategy. Wht i Pg 271-T3

PEYCHOLOGICAL PRICTNGT and 158-61

-Practics cade Waterioo Life Insurance
Company pg. 207-08

Dec 11-19  Final Exam
Finsl Exam - T.ELA.

SEFTEMBER 1000



