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Grande Prairie Regionad College
Department of Business Administration

BA 18%0  Imiroduction o Maorketing  (3-0, 3 credits)

Course Outline  Winter 2002  Section A3

Instructor: Curt Farrell

Office Particulars:  (30]
Tel 33020495
E-mail ciamelli@apre.ab cg

Office Hours: Monday & Wednesday, 10000 - 11.00 am & Tuesday 1:00 - 2:00 p.m,
Appointments are usoally the best idea.

Required Text: Tuckwell, Keith J. {2002), Canadian Marketing in Action (5" ed.),
Scarborough Premice-Hall

This text provides the bulk of matenal von will study for this course and will be used extensively.
I may also provide you with handouts, articles, case studes, or other materials. These are to be
read and propared, as you would a textbook chapter

Course Description:

The development of a sirategic model and its implementation is the primary foeus of this
ntroductory course. Using the pringiples of product, price, place, and promotion, plus the crucial
importance of the consumer, students will develop thesr analvtical skills,

Course Format:

BA 1090 A3 congists of 160 mmutes of weekly instruction Tuesday & Thursday, 11;30- 1250
am. The classwork will include a combination of lectures, class discussions. videos, group work
and presentations, and cage siudics

Course Objectives:

The objectives for this course are

¢  Toacquant students with the termmology and fundamental concepts of marketing,

v To develop business problen-solving skills through the use of the case method:
To familiarize students with the techmiques used in defining and selecting target markers,

s To develop an appreciztion of the importance of looking at markenng from the customer’s
point of view,

o To survey the components of the marketing mix and show how they apply and inter-relate 10
the sobving of marketing problems.




University Transferability:
Some unnversities and many professional organizations will accept this course as credit. Check
with the receiving university or nstitution for confirmation

Course Evaluation:
The following components will determune vour grade:

Class Participation G

Fundamentals Chaz 504

Chapter Quizzes 30%

Midterm Exam 20%

Final Exam 35%
Participation

To get the most out of this class, regalar attemdance and active participation is required. In
addition, your classmates’ learmng can be improved by your constructive participation in class
Attendance will be taken at each class, and T will monitor vour active and constructive
contribution to the class’ learning. Your participation grade, worth 10% of the final grade, will
reflect all of these componens.

Marketing Fundamentafs (Juiz

The first class will go through the basics of marketing. A strong grasp of these basics is needed to
understand the rest of the ¢course, The Fundamentals Quiz wall be composed of 10 reverse
definition or multiple-choice questions, and will represent 5% of vour final grade

Chapter (Juizzes

If in-class time = 1o be used effectvely, 1t 15 stronghy advised, that vou do the reguired reading,
and end-of-chapter questions before class. These quizzes will grve you an incentive to do 5o

Each chapter quiz will gonsist of 10 multiple-choice questions. They will take approximately 15
mintes to complete, and will be written at the begmnmg of the next class following completion of
each chapter. Students armiving late for class will mess the opportunity to write the quiz
Exceptions may be made for properly documented absences {medical notes, et ). Youw best 15 of
these quizzes will represem 30% of your final grade

Midterm Exam

While the quizzes test straight knowledge of the course concepts, the Midienn {and Final} will
tegt your applicanon of the course matertal Accordingly, the Midierm will be comprised of short
answer, long answer, and case study questions, You will have 73 minutes to complete this exam,
which will represent 20¥% of vour final grade.

Final Exam

Like the Midterm, the Final Exam will test your ability to apply the course matenal.  Half of"1he
exam will be a take-home case study. A vanety of other short answer and long answer questions
will comprise the other half of the ¢xam. The Reégistrar will schedule the date and time for the
Finaf Exam, representing 35% of your final grade,




Key Dates for BA 10%) - Section A3:

Jan. 15
17

Jan. 22
24

fan. 29

Feb 3

Feb. 12

Feb, 19

Feb 1]

Mlar. 7

-

Mar 12
14

Mar. 19
Mar. 76

Apr 2
4

Apr 9
11

Apr. 15-24

Marketing Fundamentals Oz
Chapter | Ouiz

Chapter 17 Quiz
Chapter 2 Quiz

SWOT Anglysis Ouiz
Chapter 3 Quiz
Chapter 6 Quiz
Chapter 5 Cuiz
Mid-Term Exam
Chapter 7 Quiz

Chapter 4 Quiz
Chapter 8 Cuiz

Chapter 9 Qi
Chapter 12 Quiz

Chapier 14 Gz
Chapler 15 Quiz

Chapter 16 Quz
Chapter 10 Quiz
Chapter 11 Chiz

Final Exam {TBA)

The Road to Success in BA M),

Read the rexthook betore the material is covered in class.

Antendance ts critical for success in BA 1090

Participate actively in all in-class discussions and activities,

Review the topic guestions i the course schedule betore each quiz and exam
Learn from your ristakes on the chapter quizzes

Analyze, do not just describe, when completing vour case study answers
HAVE FUN WHILE LEARNING!



Course Schedule - BA 1090 - Section A3

Drate

Week 1, Jan . 10

Week 2, Jan 15, 17

Week 3, Jan 22, 24

Topics / Readings

Coemrge Cholline
Muarseling Fundamernicly

&

L
L]
L

What 1z TARGET MARKETY What 15 POSTTION?
Wit 1= MAREETING MIXT What 1s PRODUCT?
Wit 1z FLACE (DISTRIBUTEOMYY What is PRICE?

Dreseribe the relationslip belween NEFDS, TARGET MARKETS, POSITION. and
The MARKETING MIXT

Reading: Fundamentals Handout

{utraduction  E-Marketing
Murketing Fundamentals Quiz & Chapter |
Chapier I iz & Chaprer 17

Yhat is MARKETINGT Whst is a MARKET?

Deescribe the 4 STAGES OF MARKETING EVOLUTION

Dreseribe the MARKETING MANAGEMENT PROCESS

Discuss the following TOM. RELATIONSHIP MARKETING, DATABASE
MARKETING, GLOBALIZATION, AND INTERNET MARKETING

What 15 E-COMMERCE? How do companios use the Imierned 10 market demsclives

amd their products? What are the advanlages and disadvaniages of INTERNET
MARKETING?

Reading: Chapter | & Chapier 17

Lomaronments
Chapter? 7 (uiz & Chapter 2
Chapter 2 (heiz & SWOT Analvsis

L
¥
L]

What 15 INTERNAL ENVIRONMENT?

Whas iz the MARKETING MIX?

Wha is the EXTERNAL ENVIRONMENT? Anefly describe some of (he
importan trends im the & EXTERNAL ENVIRCNMENTS.

Compare DIRECT COMPETITION TO INDIRECT COMPETITION, Describe (he
4 COMPETITIVE POSTTTONS,

Fuelate and apply the concepn of SWOT analysis

Reading: Chapter 2, SWOT Analysis Handour & Case Study



Week 4, Jan 20, 3]

Week 5, Feb 5,7

Week &, Feb 12, 14

Muarketing Planning - Strotegics

SWOT Anadpsis Quiz & Chaprer 3

+*

Dizscribe the melatonship between OBIECTIVES, STRATEGIES, ond TACTICS
Explam the PLAN-DAD-CHECE cvele. What 1 o MISSION STATEMENT?.
Differentiate bégween CORPORATE STRATEGY and MARKETING

STRATEGY? What are CROSS MARKETING, STRATEGIC ALLIANCES,
ACCHITEITIONS, IVESTMENTS, and STRATEGIC UNITS?

Exgplain low the elements of analysis, oliectives, strmegestactics and evaluwition
vombine 1o farm the MARKETING FLAN,

Explain the PRODUCTMARKET EXPANSION GRID (i.c Common Types af
Marketing Strategees).

What is MARKET POTENTEAL”

What is 2 TARGET MARKET?

Reading: Chapter 3

Segmmehlation
Chapter 3 (Juiz & Chapter &

+

&+

& W

Driscngs the DEMGUORAPHIC SEGMEMTATION. Age, Gender, Income,
Ciccirpation, Education, Martal Status, Family Life Crole, and Bihnic,

[Mzonss GEOGRAPHIC, PEYCHOGRAPHIC, and BEHAVIOUR RESPCRNSE
SECGMENTATION,

Explain the MARKETING SEGMENTATION CONTINULM.

Provide different examples of POSITIORING,

What (s REPOSITIONING

What (s SEGMENT POTENTIALT What is 3 SEGMEMNT? What iz a

BASIS FOR SEGMENTATIONT Wiy do markelers wse MULTIPLE BASIS FOR
SEGMENTATIOMNT

YWhat is SEGMENT POTEMTIAL? What is a SEGMENTT What 15 3 BASIS FOR
SEGMENTATIONT Why do markelers nse MULTIFLE BASIS FOR
SEGMEMTATI Y

Compare 3 MASS MARKETING strategy with o SEGMENTATION strimesy

Reading: Chapter 6

Carsumer Helensiour
I'I'Jm;:rmr' f Qs & Chepter §

Define COMNSUMER BEHAVIOUR. Why 55 Consmmer Behaviour referred to usa
“bhach box ™7

Drsouss the influgnce of CULTURE and SUBCULTURE on consumer behavious
Ligt the 6 SOCIAL CLASSES. How does SOCIAL CLASS miluence buyer
behaviour? Explain why INCOME and SOCIAL CLASS are different segmentation
vartables. What is o REFERENCE GROAUP

Distares the following influsnces on consumer behaviour. FAMILY,
OUCUPATION, ECONOMIC CIRCUMSTANCES, LIFE STYLE, and SELF-
CONCEPT.

What 15 3 MUTIVET Explain how MASLOWS HIERARCHY spplics 16 baving
behuviour,



Week 7, Feb 19, 21

Week 8 Mar 5, 7

Week @ Mar 12,

14

+  Explain why SELECTIVE EXPOSURE. SELECTIVE PERCEPTION, and
SELECTIVE RETEMTION are tmportant 1o markelars,

v Whai is an ATTITUDRE? Why are they importan to marketess!”

«  Describe the BUYER DECISION-MARKTNG PROCESS. Compare 3 HIGH
INVOLVEMERNT decision with 3 LIOW LNwOLVEMEN | decson. What s
COGNITIVE DISSONANCE (huyer's remorse)?

Reading: Chapter 3

Chapter § (uiz
v Review

Mgl Term Exam

Chrganizational Behaviowr © Research

Chapter 7

Eﬁa;ﬂa 7 iz & Chapter 4
Wihen are the 5 defferent BUSINESS MARKETS? Discnss how business boying
dectsions differ ffom consumer baying decisions, Discyss the mole of
PARTNERSHIFS m business-io-business markeimy, What is a BUYING
CENTEET Whin are (he 3 tvpes of BUSENESS BINYTNG DECISIONS?

¢ Cutline the MARKETING RESEARCH PROCESS, Differentiate between
FRIMARY ond SECONDARY DATA, Differemiate between QUANTITATIVE
and QUALITATIVE retearch  What s 2 FOUUS GROUP? Discuss the advaniages
and dissdvanlages of PERSOMAL INTERVIEWS 5. TELEPHONE INTERVIEWS
va MAIL SURVEYE,

Reading: Chapter 7 & Chapter 4

Friwdfiect

Chapter 4 (Juiz & Chapter ¥

(_‘.Im;.-mr & (ueiz & Chaprer 9

What isa PRODUCT? Whal is the TOTAL PRODUCT COMCEPT™ What is a
PROCAUCT MIX? What 1s 3 PRODUCT LINEY What is a USP? Briefly describe
the 4 CLASSES OF CONSUMER GO0 Wl iz a BRANDY Why do
compantes brand products? What 15 BRARKD EXTENSIONT [MiTereniiate g
NATIONAL brand from a PRIVATE LABEL. Whal i= a GENERIC BRAND?
What 5 CO-BREANDING?

Whd are the 3 reagsons for PACK AGTNG!

Describe the PRODUCT LIFE CYCULE? What are the marketing tmplicalions
each Hape?

What are the 7 steps of the NEW PRODUCT DEVELOPMENT PROCESS?
What are |he 3 advantages of geming to markes guickly?

Dresiribe Lhe 5 stapes in the ADOFTION FROCESS

Drescribe the 5 CATEGORIES OF ATNOPTERS,

* = ¥ 8

Reading: Chapter 8 & Chapter ¥



Week 10, Mar 19, 21 Ploge
C&ﬂpmr ¢ {Iniz & Chapeer 12

Week 11, Mar 26, 28

Week 12, Apr 2, 4

What is a MIDDLEMAN (INTERMEDIARY )T Wha fanctinns do suddlemen
petform?

Whil 1t a CHANNEL OF DISTRIBUTIONT Compare DIRECT distribution w
[KDNEECT distribugion,

Compare INTENSIVE distribution with SELECTTVE distribulion and
EXCLUSIVE distribwitivin

Whint i¢ CHANNEL CONFLICT? Why doas it occur? Whil ie VMST

Whart is MULTI-LEVEL markertng? How does i differ from comventional
disterhuetion”

Reading: Chapter 12

Marketing Communications
Chapter 12 (i & Chapter 14

-

List the T clementz of the MARK ETING COMMUMCATIONS MIX?

What are the 3 purposes of promation?

What 15 o PUSH stratesv? What is a PULL strafes

Last 4 ways 1o delermine a promotion| bodget

What 1= 2 promolional campaign’ Wiy i3 conslstiency [mportanl with
promdion

What s ADVERTISING?

What iz COOPERATIVE ADVERTISINGY

DHscuss the relatrve meris of the following advertisiug mediinms: TV, RADIO,
MNEWSPAPER, MAGAZINE, OUT-OF-HOME?

What is PUBLIC RELATIONS? What is PUBLICITY? Compare puhlecity with
advertiseng T

Doscribe the wdvantages and dsadvantages for 7 Media Altermatives,

Reading: Chapter 14

Markeitng Compunications (cont 'd.) § Dareet Marketing
Chapier 14 (wiz & Chapter 15
Chapter 15 (huiz & Chaprer 16

*

*
L

*

What ts SALES PROMOTIONT Describe the vanous salés promotion tools When
is sales promotion used?

Whitl {s PERSOMNAL SELLING? When it o psed?

What = EVENT MABRKETINGT What is a SPONSORSHIPT Discuse the 5
FACTORS TO CONSIDER for participation in evem marketing?

What is DIRECT MARKETING? Confrast [irect Marketing with Conventional
Maiketing,

Detcribe & different vpes of Direct Madl?

Reading: Chapter 15 & Chapter 16



Week 13 Apr 9, 11

Apr 15-24

Price

Chapter 16 (ulz & Chaprer 18

Chapter T Quiz & Chaptor 71

Chapter 11 Quiz

+ Comparz PRICE with NON-PRICE competition. Disouss the 4 FACTORS
AFFECTING PRICING, Discuss the 5 BASIC FRICING METHODS

¢ Compare B SKIMMING siratcgy 10 a FENETRATION stritezy.
*  Wha s PEYCHOLOGICAL PRICIMNGT

Heading: Chapter 10, Chapter 11
Final Exam Review

* Practice Cage

Final Exam (TBA)




