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Marketing in Action, 4th ed Course Description

Saartrough: Prenctice-Hall, | 90) . .
) The development of a strategic moded and it implementation is the prime fogus
Transferability fior this introductory course Using the prmeciples of product, prce, promotion,
Some universities and many and place, pius the crocial mmportance of the comsamer, students will develop
professional organizations (e g PMAC) ||  30alytical skills
will accept this course for eredir.
Please check with the receiving
nafitution or grgzanization. I
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Texit Vzage
nﬂ The text will be used extensively in this

course, You must have accedd o one, .
; ] - I. Read the assipned text readings befoge class
Using another introductory marketing d 2 d -

lext is ok if you are willing to match the H ‘
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Tips for succeeding in this course

Grading Scheme 4 Fay attention 1o the study questions lsed on the course outline

Fundamentals Quiz .
Chapter Reading Quizaes
Pdid term Exam

Finat Exam

Class Pamticipation
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4. Learn from your ermors on the chapter quizzes.

. Provide analysh, don’t just repeat case 30, for case sludy
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In Class Activities

As-much as possible, I am going to
Iy 1o avaid lecturing sboug the
course figtenal  Instead, Fwill iy
10 Use in-class discugsions, case
studies, and other apglication
exerises for the most pan. For
thas approach 1o work, voo must
come prepared bo each claga

Marketing
Fundamentals Quiz

Thie Tirst two classes will go ver
the basics of marketing, A skFOT
grisp of these hasics is needed 1o
urdderstand the rest of the course.

The fundarmencals quiz will be
composed of reverse definitions
and pultiple chobce questions.

Chapter Quizzes

IWin-class time is 1o be used
effectively, vou will have to da (e
required reading before clas
These tests will give vou an
ETILive e di 5o

Key Dates

Thuc, Jan 14 WMarketing Fundamentalg Chaiz Tuey, Mar ¢
Tues, lan 19 Chapter | Quiz Tues, Mar 16
Toes, Jan 26 Chageer 2 Quiz Tues, Mar 2}
Tues, Feh? Chapter 3 Quiz Tuees, Mag 30
f Tuex, Feh o Chaprer 6 Oz Tues, Apr &
| Tues, Feb 16  Chapter 5 Charz Tues, Apr 13
Tuoes, Mar 2 Mid term Exam T.B.A

Clapter 7 and & Qurz

Chapier 8 ang o Qur I1
Chapter % and 12 Quis 1
Chapter 12 and 14 Quiz |
Chapter 14 and {5 Quiz I
Chaprer 10 Quiz

Final Exam |

The Gory Details

Each chapter quiz wili consist of' a
combination af 10 meltiple choice
andfor raverse defimitions

They will take approximarcly 14
mindes to complete. We will mark
and debrief these guizees in class,
immediately after you have finishod
wTiting them

Please note that these quizzes must
be written on the day and fime they
are scheduled. IF you miss & quis,
yods riss the oppornunity for these
quez marks. |{Exceptions will be
made fir propetly documented
absences ie medical notes, official
College business, et )

The best 10 08 11 quizees you welie
will count towards vour final prade

Mid term Exam

While the quizzes jes strasghs
knowledge of course ConCepds, 1he
mad term (and Vinal) test your
application of course material
Accordingly, the mid term will be
compised of short answer, long
answer, and case ity questions
You will bave 75 manuies |o

Complete thes esy

Participation

T wet the most out of this clags,
regrular astendance and active
piricipation is required, Tn
addition, your classmates” learming
can be improved by your
participation in class sctivities.

Attendance wall be taken at each
alass. I addition, | will IOt o
wour active and constpactive
contribution to the class’ lesurriing
Your partteipation grade wali
reflect these pwp Coampanents,

Final Examn

Like the mid term e, the finad
exam will test your abiliy ro apply
the colrse material  Half of the
exam will be a take home case
Budy A vanely of pther
JUESToRs (1.& meltiple choice,
short and long answer, ete.} will
make up the ather bl The
Begistrar will schedule the dates
nme For the final




COUrse!

Daie
Jarn. 7

Jan. 12, 14

Jan. 19, 21

Jan. 26, 28

Don't forget to refer %, To survey the companients of the marketing mix and show how they

to these pages as |
you go through this 6. To apply learning via the case method.
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Course Objectives

I To acquaim students with 1the terminology and fndamental COngepLs
of markernipe I

2, T salve bukness problems

I To acquaint stidents with the techniques used in defining and
sebecting targer markets

| 4 To scope the elements of buyer behavior |

relate to arget markers.

tl — —— — e
CLASS SCHEDULE 1999

Topics !/ Key Quuestions Reading
Introduction/Marketing Fundamentals
Apurse guiling Cutline

+What is the MARKETING MIX?

Marketing Fundameantals
Marketing Fundamentals Quir - Th orsday, January 14 FundsmentaisiTandout

-What is 8 TARGET MARKETT What is POSITIONT

=Wt 13 PLACE(DMSTRIBUTION)T What is PRICE? What is a PRODUCT?
-What i PROMOTION? What sre the PROMOTIOMNAL TOOLS?

- Deseribe the relationship between NEEDS, TARGET MARKETS,
POSITION and the MARKETING MIX?

Introduction

Chapter § Quiz - Tuesday, January 19

= What is MARKETING? Whai is 8 MARKET? Chapter 1
- Drescribe the 4 STAGES OF MARKETING EVOLUTION. and

- Desenbe the MARKETING MANAGEMENT PROCESS pArE-2|

= Diiscuss the fdlowing: TOM, RELAT]ONSHIP MARKETTMNG,
DATARASE MARKETING, GLODBALIZATION.
- Dhscuss the advantages nd disadvantages of INTERNET MARKETTNG

Marketing Environment
Chapter 2 Quiz - Tuesday, Janoary 26

-What is the INTERNAL ENVIRONMENT? Chapter 2
-What is the EXTERNAL MACRO ERVIRONMENT? Briefly describe ST

ofthe imponant trends in the 5 MACRO ENVIRONMENTS

-Compare DIRECT COMPETITION 10 INDIRECT COMPETITION, Describe

the 4 COMPETITIVE POSITIONS

-Refare and apply the concept of SWOT analysis.
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CLASS SCHEDULE 1999

| Date Topies / Key Questions Reading

Feb, 2, 4 Marketing Planning/Marketing Strategy
Chapter 3 Quiz - Taesday, February 2

sDhesoribe the redgtionship between CHRIECTIVES, STRATEGIES, snd Chapter 3
and TACTICS. Explain the PLAN-DORCHECK aycle. What is 4 AMISSION
STATEMENT? Differentiate between CORPORATE STRATEGY and

MARKETING STRATEGY. Whan are CROSS MARKETING, STRATEGIC
ALLIANCES, ACCHIISTTIONS, DIVESTMENT, DEMARKETING and
STRATEGIC BUSINESS LWITS?
~Explain bow the elements of analysis, objectives, Yralegiestactios, and

eviluation combine fo form the MARKETING PLAN
- Explain the PRODUCT/MARKET EXPANSION GRID (te Common Types

of Marketing Strategies),

Feb 2 11  Segmentation
Chapter 6 Quiz - Tuesday, February 9

-What is MARKET MOTENTIAL? What is SEGMENT POTENTLAL? What  Chapter &
i$ 8 SEGMENTT What 15 2 BASIS FOR SEGMENTATION? Why do
marketers use MLULTIPLE BASIS FOR SEGMENTATIONT What is a
TARGET MARKET?

-Compare 8 MASS MAREETING siratemy with a SEGMENTATION Birategy.
-Dseriss the DEMOGRAPHIC SEGMENTATION: Age, Gender, Income,

[ Uecupation, Educarion, Manital Status, Famuy Life Cvcle, and Frhnic,

-Disouss GEOGRAPHIC, PSYCHOGRAPHIC, and BEHAVIOR RESPONSE
SEGMENTATION,

-Explain the MARKETING SEGMENTATION CONTINLUUM.

-Frovide different examples of POSITIONTNG? Wha ts REPOSITIONING?

Feb. 16, 18 Consumer Behavior
Chapier 5 Quix - Tuesday, February 16

~Diefine CONSUMER BEHAVIOR, Why is Consmer Behavior referred 1o Chapter 5
as 3 “'hlack hox?"

=Dhsoass the influence of CULTURE and SUBCULTURE on consumer
hehawior,

-List the & SOCTAL CLASSES. How does SOCIAL CLASS imfltence buyer
tehavior? Explain why INCOME and SOCLAL CTASS are different
seamemtstion variables. What is 0 REFERENCE GROUP?

~Dhiscuss the Following influerces on conswmer behnvios; FAMILY,
OCCUPATION, ECOMNOMIC CIRCUMSTANCES, LIFESTYLE. and SELF
COMNCEFT

~What i3 3 MOTIVE? Explain how MASLOW'S HIERARCHY applies to uving
belaviar,

-Explain why SELECTIVE EXPOSURE, SELECTIVE FERCEPTION, and
SELECTIVE RETENTION are WEPOTIARY by marketors

-What is an ATTITUDE? Why are they IMpPOFAAN te marketecs?
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CLASS SCHEDULE 1999
Date Topics / Key Questions Reading

Mar. 2, 4 Consumer Behavior {continued)
Midierm Exam - Tuesday, March 2

-Descrbe the BUYER DECISION MAKING PROCESS Compare Chupter 5
a HIGH INVOL VEMENT decision with a LOW INVOLYVEMENT decision.
What is COGNITIVE DISSONANCE tbuyer's remorse 37

| Mar 9. 11 Industrial Ma rketing / Marketing Research
Chapter 7 and 4 Quiz - Tuesday, March 9

-Whal are the 5 differem BUSINE 5% MARKETS? Distuss how business Chaptes 7
buymg decisions differ fom comsumer buying decisions. Discuss the rofe il

PARTNERSHIPS in business-to-besiness marketing, What is a

BUYING CENTRE? Wha are the 3 types of BUSINESS BUYTNG

DECISIONS?

~Chitline the MARKETING RESEARCH PROCESS Differentiate betwesan Claapter 4
PRIMARY and SECONDAR Y DATA. Differentiate borween

QUANTITATIVE and QUALITATIVE research. What i a FOCUS GROIP?

Discuss | be advantages and disadvantages of PERSONAL INTERVIEWS vy

TELEPHONE INTERVIEWS va. MAIL SURYEYS.

Mar. 16,18  Product
Chapter # and * Quiz - Tacsday, March 16

-What bs o PRODUCT? What is the TOTAL PRODUCT COMNCEFT? What Chapter &
is a PRODUCT MINT What is & FRODUCT LINET What i e LISP?

-Brietly dezcrbe the 4 CLASSES OF CONSUMER SGO0DS

-What is 0 BRAND? What is BRAND EQUITY? Wiy do compantes brand
products? What is 4 BRAND EXTENSION? Differentiaze a NATIONAL
brand fram a PRIVATE LABREL. What ja 8 GENERIC brand? What is

CO-BRANIING?

=What sre the 3 reasons for PACKAGIMNGY

-Describe the PRODUCT LIFE CYCLE. What are the marketing Chaprer @
implications at cach stage?

Mar. 23, 25 Product s Place
Chapler % amdf 17 Quiix - Tuesday, March 23

-What are the 7 s1eps of 1he NEW PRODLIET DEVELOPMENT PROCESS? Chapler 4
=\What are the 3 sdvantages of getting 10 markes quickly?
-Deesiribe the 5 stages in the ADOPTION PR UCESS, Bescribe the 4

CATEGORIES OF ADOPTERS

| -What is a MIDDLEMAN (TNTERMEDT AR Y37 What fenctions do middiemea Chapter 12
perform™

-What is A CHANNEL OF DISTRIBUTION? Compare IMRECT drstnboarion

to INDIRECT distridwstion.

—
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CLASS SCHEDULE 1999

Drate Topics / Key Questions
| Mar. 30, Place { Promotion
Apr 1 Chapler 13 and 14 Quiz - Tuesday, March 30

-Compare INTENSIVE dissribution with SELECTIVE distritberion and

EXCLUSIVE distribaurion

-What is CHANNEL COMFLICT? Why does it occor” What 5 5 LS

-“What is MULTI-LEVEL marketing? What 18 DIRECT MAREETING?
Hivw do these techniques difer from conventional distribution?

MIX? What are the 3 purposes of prometion?
-What is o PUSH stratewry? What is 5 PULL strateury’
-List 2 ways o determine 3 promational budget,

Apr &, 8 Promation
Chapter 14 and 15 Quig - Tuesday. April &

~Whai i ADVERTVISINGT What js COOPERATIVE ADVERTISTNG?
~Discuss the relative merits of the following advertising madiums: TV :

with advertising

- List und describe a few examples of NEW MEDTA

-Whet s SALES PROMOTION? Recogmize various sales primcticn Woods
When is zales promotion used?

-What is PERSONAL SELLING? When is it used?

~What is EVENT MARKETINGT What is 2 SPONSORSHIP? Driscusg fhe
& FACTORS TO CONSIDER for participation m Event Mas keting,

Apr 13. 15 Price { Direct ouiRe® Marketing
Chapter 10 Quiz - Tuesday, April 13

-Compare PRICE with NON-PRICE competition. Discuss the 5 FACTORS
AFFECTING PRICING. DNscuss the 3 BASIC PRICING METHODS
-Compare 8 SKIMMING strategy (o 1 PENETRATION strategy. What is
PEYCHOLOGICAL PRICINGT

-What is DIRECT MARKETTNG? Contrast Direct Marketing with
comventional marketing

Take Home Final Distributed - Apeil 13

Apr. 20-28  Final Exam
Final Exum - T.H_A,

JANUARY 1994

“What are the 5 elements of the PROMOTION {Markeling Communications)

Winter 1599

Reading

Chapier 12

Chapter 14

-What is a promation campaign’ Why iz consistency impaertant with Prtion?

Chaprer 14

RADIO, NEWSPAPER, MAGAZINE, OUT-OF-HOME, DIRECT MARKETING.
-What is PUBLIC RELATIONS? What is FUBLICITY? Compare publicity

Chapter 15

Chapter 10

Pe. 271-73
and 2584 §

Chapter §6




