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Ohfice Hoars

Monday 101 F-am.
Toer ot Thure  12:30-1-3pm.
<t by appomiment.

Texit

Tockwel! keith | Comadion Adorieiing
i Aetion, Srd ed. Bearborongh
Prenctee-Hall, [996.

Text Usage . —

The text will be psed eotensrvaly m the
coiiree. ¥ ol miist have Acceds fo ape

Using enother imtroductory marketing
rext & ok i you are willing to miakeh the
e 1o the course outline,

Crading Scheme

Fundamentals Dnz 00000000 5
sohipter Reading Onizess .. .. Mo
Mid term Examn. o o.onoa .o 2098
Finaf Exam . . ... 35
{lass Purnorpation 108

Course Description

The develupment of a ratege model and s ywipleptentabion = the pome fogus
for this mtrodactory course. Using the principles of prodoct, prece, promobog,
and place, phis the crucal imporiince of the consmer, students will devalop
analytical vkills

Tips for Succeeding in this Course
I Resd the textbook befope the matenal v covered moclees.
2. Attend ali scheduled clusses,
3, Agtively participate in all in-class disctraons znd actiiber

4. Revigw the topic questons in the courve pchedule before sach quiz
v Goam.

5 Learn from vour mistakes on the chapter qoizzes.

&, Apalyze, don't juat descnbe, with vour case smdy answers.




Zintroduction foe Marketing

Marketing Fandsmentals Cruiz

Chaptter | Cruix
Chaper T Quir
Chapter 3. Criz
Chagee 4 Quiz
Chapier & Croax

hhd tesra Exam

Key Dates
Thar, Ot 23
Thizr, Cict 30
Thuy, Mow 13
Thate, Nowv 20
Tues, Dec 2
Thiz, Des 4

T.B.A,

Fall 1537

Chagpter T and § Qmir
Chagiter & and 9 Quiz

Chapter 12 Quix
Chupter 14 and 15 Quiz
Chapter 10 Quiz

Tuke Home Final Distributed

Final Exaun

In Class Activities

I 'am planmang on wsing o bt of m-class
discusgions, case atudies, group work
i ciher applation exercises. This
approsch will endy work if von come
prepared to each class.

Marketing
Fundamentals Quiz

The firet two clusses will contain the
| bascs ol marketing A sirong, graep of
these idems are emential o
unsderstanding the coarse,

The fundamentals quz will  be
composed of reverse dJefinitions and
multiple choice questions,

Mid term Exam

The mid term (and final) rest vous
Bpplication  of course  matedsl
Accordingly, the md term will be
comprsed  of short warwer, long
anewer. and case sudy questions,
You will have 75 mmutes to complete
thys [=st

The Gory Details
Chapter Quizzes

To have class time used effectrvely,
you must do the required resding
befose Clasr. These chapter quirees
provide an incentive to do o

Each chapter quiz will conset of &
combinatien of mutiple clsice and !
of reverse defimitions. They lest
stremght knowiedge of course coneepts
and take approamaiely |5 mimutes o
complete, Thev will be marked and
debriefed m class, mmmediately afie;
Writing thesm,

Phease pote that these quarzes most be
witten on the day and fime they are
sehedoled.  IF vou muse 2 TP AR T
fmees the oppochmity for these gz
madics {fn espence, these quirzes also
grade your gitendance)

Participation

Tor get the most aut of the clags,
regular  aftendance and  netve
participanon i required. In sddition,
your classmates' leaming can be
mproved by your  copstroctve
parbcipation in clase activities

Attendianee will be raken & ssch
clam In additson. § will monitor Wiz
aetn'e and construchve contnbution
to the clasa’ |eaming Yo
purtcrpaton grade will reflect these
v Saenpoments.

Final Exam

Like the mid term exam, the fimal
exam will test your ability to apply
five conrwe material  Half of the exam
will be g take home case stdy. A
vanety of other questops (e
mislbple choice, short  and fong
enswer, ete.) wall make up the other
half The Remstrar will schedule the
date and time for the fnal,
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Course Dbjectives

L. To pequaint shudents with the terminology and fundarmenssl
conceply oF murketmg,

% To solve basiness problems
3 T acquaint smdents with the techrugoes nsad in defining and

selechng terget markets,

4, Toscopse the elementr of buver behavior

3 Tanmwhwmufﬂm#;ukmgmmmdﬁwhw
Don't forget fo they refate to target mirkets

refer to these L
pages as you go & To npply learning via the case method,

through this

courasel
CLASS SCHEDULE 1997
week Topics / Key Questions Reading
1 Marketing Fundamentals
-Consrse aitline Oratline,
«What 12 3 TARGET MARKEET? What {5 POSETIONT Fondamentals Handout

«What 1 the MARKETING MIXT Whit i a PRODUCT?
“What & PLACE(DISTRIBUTIONY? What i PRICE?
-What 18 PROMOTION? What are the PROMOTIONAL TOOLS?
= Desenbe the relationship betwern NEEDS, TARGET MARKETS, POSITION and the RMARKETING MINY

Introduction

Marketing Fundumentals Chorr - Taesday, January 13 Chapter 1

Chapter | {nez - ThigsdasJanuany |5

- What v MAREETING? What 5 0 MARKFTY

- Describe the 4 STAGES OF MARKETING EVOLLUTION

« Dewcnbe the MARKETING MANASEMERT PROCESS

» Lecuag the following: TOM, RELATIONSHIP MARKETING, DATABASE MARKETING. CGLOBALIZATION, and
INTERNET MARKETING

fea

3 Marketing Environment Chapter 2
Chapter I Quiz-T 2
~What 13 the INTERNAL ENVIRONMENT?
-What is the EXTERNAL MACRO ENVIRONMENTT Briefly describe some of the importan: Tends m the 2 MACRD
ENVIRONMENTS,
-Compare DIRECT COMPETITION to INDIRECT COMPETITION. Describe the 4 COMPETITIVE POAITIONE
-Relate and apply the cencept of SWOT analywis

4 Marketing Planning/Marketing Strategy ChapLer 3
Chopier 3 Chuir - 5
Lresenibe the relaionship betwaen GBIECTIVES, STRATEGIES, and TACTICS
- Explam the FLAN-DO-CHECK cvele. Wlat is & MISSION STATEMENT®
- Differentiate between CORFORATE STRATEGY and MARKETING STRATEGY.
+ What are CROSS MARKETING, STRATEGIC ALLIANCES, and STRATEGIC BUSINESS LINTTS?
‘Explam the 5 components of a MARKETING PLAN.
- Explon the PRODUCT MARKET EXPANSION GRID,
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i

Segmentation Chapter 4 and pg. 198-200

Chapter 4 Quiz - Twordny-Febramy 3

-What is MARKET POTENTIALY What 1 SEGMENT POTENTIAL? What s a SEOMENT?

- What u » BASIS FOR SEGMENTATION? Why do marketérs use MULTIPLE BASIS FOR SEGMENTATION?

- What i & TARGET MARKET?

-Compare 3 MASS MARKETING strutegy with 8 SEGMENTATION strategy.

-Dizcuss the DEMOGRAPHIC SEGMENTATION: Age, Gender, Income, Occupation, Edncation, Maritsl Status, Family
Life Cyele, and Etimic

“[hscups GEOGRAPHIC, PSYCHOORAPHIC, and BEHAVIOR RESPONSE SEGMENTATION.

-Explam the MARKETING SEGMENTATION CONTINLIUM,

-Provide different examples of POSTTIONING? What is REPOSITIONING?

Consamer Bebavior Chepler &

Chapler 6 Quin - Feesdry—Febrorryii

-Detine CONSUMER BEHAVIOR. Why is Conssimer Behavior referred 1o an 2 “blsck box™

«[hzcuss the influence of CULTURE and SUBCULTURE on consumer behaviar

-Last the 6 SOCTAL CLASSES. How does SOCIAL CLASS infloence buyer behavior?

- Explam why TNCOME and 30C1AL CLASS are different scgmenietion vinzhles. What s a KEFERENCE GROUP?
-Dhscass how Fumily, Oceapaton, Economic Circumstances, Lifestyle, And Zelf Concopt mbuence Consumer behwvioar,
“What i a MOTIVE? Explam how MASLOW'S HIERARCHY applies to buyng behuvios

-Explan the importance of SELECTTVE ATTENTION, SELECTIVE DISTORTION. & SELECTIVE RETENTION.
“What is an ATTITUDE? Why are they mportant bo marketers?

Consumer Behavior [contivued)

Midierm Fxam - Ta

-Descnbe the BUYER DECISION MAKING PROCESS. Compare o HICH INVOLYEMENT decision with a LOomw
INVOLYEMENT decision

- What is COONITIVE DISSONANCE (hbuyers remorse}?

Indusirial Marketing / Morketing Research Chapter 7 & 5

Chapter 7 and 5 Cuiz - Taesdor—Marehd

~Whid are the § different BLISINESS MARKETS!

- Discuse how bosmess baying decasions differ from consumer baving decisions

= What br 1 BUYTNG CENTRET What are the 3 typea of BUSINESS BUYING DECISIONS?

-Dethme the MARKETING RESEARCH PROCESS.

- Differentiate between PRIMARY and SECONDARY DATA.

- Dvfferentiale between QUANTITATIVE and QUALITATIVE research. What is n FOCUS GROUP?

- DCrigcuss advantages and desadvantages of PERSONAL INTERVIEWS, TELEPHONE INTERVIEWS & MAIL SURVEYS,

Product Chapter 8 & 9

Chapter B and § Quir - TeesdwyMrch-348

“What 15 a PRODUCT? What is the TOTAL PRODUCT CONCEPT? What is 2 PRODUCT MIX? What is a PRODUCT
LINET Bnetly descnbe the 4 CLASSES OF CONSLIMER OOODS.

-Wihat i¥ a BRAND? What is BRAND EQUITY? Why do compames brand products? What s a BRANKD EXTENSION?

« Differentate 3 NATIONAL brand from & PRIVATE LABEL.

«What are the 3 reasons for PACKAGING?

-Desenbe the PRODUCT LIFE CYCLE. What zre the marketing tmplications ot each stage’?

Produact / Place Chapier 11
Chapier 12 Quiz - -

“What are the 7 viepn of the NEW PRODUCT DEVELOPMENT PROCESS?

-[eseribe the 5 stages o the ADOPTION PROCESS, Descrbe the 5 CATEGORIES OF ADOFTERS.
-What i § MIDDLEMAN (INTERMEDIARY)? What fanctions do middlemen perfomm?
~What 1 2 CHAKNEL OF DISTRIBUTION? Compare DIRECT distribution to INDIRECT distnbation,
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i1 Flace f Promation Chapter 14
Chapier 14 and 15 Quir —Fhrrschey-Aarch-346
-Compare INTENSIVE distribution with SELECTIVE distribution and EXCLUSIVE dissribusion
=What is CTHANNEL CONFLICT? Why dos it ocgm? What ix g VAES!
- What & MULTI-LEVEL marketing? How doas it differ from conventonal distribution?
+ What are the § elements of the PROMOTION MIX? What are the 3 purposes of pramotton’
~What 15 a PUSH srategy? What woa PULL smalegy?
-Lest 4 ways to defermune 8 promotional badget
-What is & promotional campaign?

IZ Promotion Chapter 15

“What is ADVERTISING? What i COOPERATIVE ADVERTISING?

+Discuss the pelatiee menty of the following advertsing mediams: T V., RADIO, NEWSPAPER, MAGAZINE, QOUT-0OF-

HOME, DIRECT MARKETING.

-Whot is FUBLIC RELATIONS? What is FUBLICTTY? Compare pabficity with oddwertising

-Whit 15 SALES PROMOTION?® Recognize vanoas sales promotion tools.

When is sules promotion used?

«What s PERSONAL SELLING? When i it nsed®

-What 18 EVENT MARKETING? What is a SPONSORSHIPT [hecuss the & FACTTORS TO CONSIDER far partcipation in
Evont Marketing

13 Price / Imornet Marketing Chapter 10, Pg, 372-7%
Chagpter 10 Quiz - Tussday April T #ad 336-88
~Compare PRICE with NON-PRICE competition. Discosd the § FACTORS AFFECTING PRICING. Discuss the 3 BARIC
FRICTNG METHODE,

Compare a SKIMMING strategy to a PENETRATION srutegy. What i PSYCHOLOGICAL FPRICIHG?
Wt are some of the ways companies use the Intemnet to marioer products™ What makes an effective Wb gite?

i4 Review
Take Home Fiaal Distriboied

Final Exum - T.B.A.




