Grande Prairie Regional Collepe
Business Administration

BA I090  Introduction to Marketing (3-0, 3 credits)

Course OQutline Fall 1999

Instructor: Tracy Ayhward

Office: J215

Telephone: S05-1634

Office Hours: 5 - 6 pm. Wednesday or by appt,

Required Text: Tuckwell, Keith J. {1998), Canadian Marketing in Action (4™
ed. }, Scarborough: Prentice-Hall,

This text provides the bulk of material you will study for this course and will be used
extensively. | may also provide you with handouts, articles, case studies, or other
materials. These are to be read and studied. as vou would a extbook chaprer,

Course Deseription:

The development of a strategic model and 1ts implementation is the primary focus of this
introductory course, Using the principles of product, price, promotion, and place, plus
the crucial importance of the consumer, students will develop their analytical skills,

Course Format:

BA 1090 consists of 3 hours of weekly instruction Wedpesday, 6:00 - 900 pm. The
classwork will include a combination of lectures. class discussions, videos, group work
and presentations, and case studies.

Course Objectives:

The abjectives of this course are:
To scquaint students with the terminology and fundamental concepts of marketing,
To develop business problem selving skills through the use of the case method;

« To acquaint stadents with the techniques wsed in defining and selecting rarget
markets;

= To develop an appreciation of the importance of looking at marketing form the
customer's point of view;

= To survey the components of the marketing mix and show how they apply and inte:-
relate 10 the solving of marketing problems.



University Traosferability: Some universities and many professional organizations
{e.g, PMAC) will accept this course a3 credit,. Check with
the receiving universily or institution for confirmation,

Course Evaluation: The following compenents will determine vour grade;
Class Participation [y
Fundamentals Chnz 3%
Chapter Reading Quizzes 30%;
Midterm Exam 20%
Final Exam 5%
Participation

To get the most out of this class, regular attendance and active participation 5
required. In addition, your classmates' leaming can be improved by your constructive
participation in class,

Anendance will be taken ar cach class, and | will monitor your active and
constructive contribution to the class’' leaming. Your participation grade will reflect both
of these components.

Marketing Fundamentals Quiz

The first two classes will go through the basics of marketing. A strong grasp of
these bagics is needed to understand the rest of the course. The Fundamentals Quiz will
be composed of réverse definitions and multiple-choice questions.

Chapter Quizzes

If in-class time i3 to be wsed effectively, you will have to do the required reading
before class. These tests will give you an incentive to do so.

Each chapter quiz will consist of a combination of 10 multiple choice and/or
reverse defimtions, They will take approximately |5 minutes to complete. We will mark
angd debrief these quizzes in class, immediately after you have finished writing them.
(Exceptions will be made for properly docomented absences 1.c. medical notes, ete.)

Your best 10 of 11 quizzes will count towards 30% of your final grade,

Midterm Exam

While the quizres test strmght knowledge of the course concepts, the Midierm
(and Final) will test your application of the course material, Accordingly, the Midterm
will be comprised of short answer, long answer, and case study questions.

You will have 75 minutes to complete this test.

Final Exam

Like the Midterm, the Final Exam will test vour ability to apply the course
matenal. Half of the exam will be a take home case study. A vartety of other questions
(e, multiple choice, short and |ong answer, etc.} will comprise the other half The
Registrar will sclredule the date and time for the Final,



Key Dates for BA 10%):

Sept. 21 Marketing Fundamentals Quiz &
Chapter 1 Quiz

Sept 28 Chapter 2 Quiz

Oct. 5 Chaprer 3 Qniiz

Oct. 12 Chapter 6 Quiz

Oct. 19 Chapter 3 Quiz

Oet. 26 Midterm Exam

Navy, 2 Chapter 7/8 Quiz

Mov. 9 Chapter 94 Quiz

MNov. 16 Chaprer 9/12 Qnz

Now, 23 Chapter 12/14 Quiz

Now, 30 Chapter 14715716 Quiz

Dec. 7 Chapter 10 Quiz

Brec. 13- 21 (TBA) Final Exam

The Road to Success in BA 1090;

Read the textbook before the material s covered in class

Attendance iz critical for success m BA 1090,

Participate actively in all in-class discussions and activities,

Review the topic questions in the course schedule before cach quiz and exam.
Learn from your mistakes on the chapter quizzes.

Analyze, do not just descnibe, with your case study answers.
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Date

September 8

September 15

September 22

September 29

Fall 1999 Course Schedule - Section D2

Topics / Key (tuestions

Course Chutline

Reading: Outline

Margeting Fundamentals

Whatis g TARGET MARKETT What j4 POSITIONT

What s MARKETTNG MIXT What is 2 FRODUCTT

What iz PLACE (DISTRIBUTION]? What s PRICE?

What is PROMOTIONT What are the PROMOTIONAL TOOLE?

Describe  the  relationship betwesn WEEDS, TARGET MARKETS,
POSITHIN, and the MARKETIMG MIX?

= ¥

Reading: Fundamentals Handout

miroduction

Marketing Fundamentals Quiz, Chapter [ Quiz

& What s MARKETINGT What s 3 MARKET?

#  Dascribe the 4 STAGES OF MARKETING EVOLUTION

# Describe e MARKETING MAMAGEMENT PROCESS,

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

¢ What s ELLOMMERCE? How do companies use the [ntemet o market
themselves and their products? ‘What zre the ndvantages and disadvantages
of INTERNET MARKETING?

Reading: Chapter 1 & Chapter 16 (pg. 409-21 only)

Marketing Environment

Chapter 2 Quiz

*  What is the INTERMAL ENYVIRONMENT?

+  What is the EXTERNAL MACRO ENVIRONMENT? Bnefly describe
soame of the important rends in the 7 MACED EMVIRONMENTS,

+ Compare DIRECT COMPETITION TO INDIRECT COMPETITEON
Dregeribe the 4 COMPETITIVE POSITIONS

# Relusie and apply the concept of SWOT analvsis.

Reading: Chapter 2 & SWOT Handouts & Vollswagen
Canada Limited pg. 484-85



Oetober 6

October 13

Cictiober 20

Muarketing Planning / Marketing Stratzgy
Eﬁ.ﬂpl'er F Quiz

Describd e selationstip between DBIECTIVES, STRATEGIES, and
TACTICS, Explein the PLAM DO-CHECKE opele. What iz a RMISEIOM

STATEMENRT? Diifferentiate between CORPORATE STRATEGY and
MARKETIMG  STRATEGY, What are CRO3S MARKETING,
STRATEGIC ALLIANCES, ACQUISITIONS, DRIVESTMEMTS, and
STRATEGIC UMITS?

Explain how the elements of andlysis, objectives, strategiesfactics, and
evaluztion combine to form the MARKETING PLAMN.

Exploin the PRODUCT/MARKET EXPAMSION GRIDY (e Commop
Types of Marketing Strategies).

Reading: Chapter 3 & MceDonald's Restanwrants pg. 451-83

Segmentation
E.Fmprer & Quiz

What is MARKET PFOTENTIAL? What is SEGMNT POTENTIAL? What
s @ SEGMENT? What is 3 BASIS FOR SEGMENTATION? Why da
marketers use MULTIPLE BASIS FOR SEGMENTATIONT What i a
TARGET MARKET?

Compare & MASS MARKETIMG stratery with 8 SEGMENTATION
siralegy.

Discuss the DEMOGRAPHIC SEGMENTATION: Age, Gender, Incoane,
Cocupation, Bducation, Marital Status, Family Life Cycle, and Ethrsg,
Discuss  GEOGRAPHIC, PSYCHOGRAPHIC, and BEHAVIOR
EESPOMSE SEGMENTATION,

Explain the MARKETING SEGMENTATION CORMTINLILIM,

Provids  different  examples of POSITIONING? What s
BEPOSITIONING?

Reading: Chapter 6 & Chapter 5 {pg. 116-118 only) &

Club Med pg. £%0-1

Consumer Behavior
Chapter § Quig

Define CONSUMER BEHAVIOR. Why 15 Consumer Behavior referred to
asa "black bax?"

Discuss the influenca of CULTURE and SUBCULTURE on consumes
behavios.

List tha & BOCIAL CLASSES. How does B0CIAL CLASS influence buver
behavier? Explain why INCOME and SQCIAL CLASS are differemt
sermeniotion vartables, What is a EEFERENCE GROUFT

Dnscuss the Mllowing infleences on consumer bebavior FAMILY,
QCCUPATION, ECONMOMIC CIRCUMSTAMCES, LIFESTYLE, and
SELF-COMCEFTT

What is o MOTIVE? Explain how MASLOWS HIERARCHY applies (o
buying behavior?

Explain why SELECTIVE EXPOSURE, SELECTIVE PERCEFTION, and
SELECTIVE RETENTIEOM are important 1o marketers

What |5 an ATTITUDET Why are they important to markeders?

Reading: Chapter 5



Oictober 27

Movember 3

November 10

Movember 17

Consumer Befiavior (continued)
Mid-term Exam
#  Describe the BUYER DECISION-MAKING PROCESS. Compare a HIGH

TRWOLYEMERT decisian with & 10W IRYOT YFRMERT declaion  What
15 COGHITIVE DMESONANCE (buver's remorse) T

Tncdustrial Marketing / Product

Chapeer 7 and 8 Quiz

+  What ary the § different BUSINESS MARKETS? Disctss how business
buving deciswons differ from consumer buying decisions? Discuss the role
of PARTMERSHIPS in business-lo-business marketing.  What 8 a

BUYING CENTRE? ‘What are the J Typis of BUSINESS BUYING
DECISIONS?

#  What bsoa PRODUCT? What is the TOTAL PRODUCT CONCEFTT What
is a3 PRODAUCT MIXT What is a PRODUCT LINE? What = a UsSP?
Briefly describe the 4 CLASSES OF CONSUMER GODDS. What s a
BRANDT What is BRAND EQUITY? Why do companies brand products™
What is BRAND EXTEMSIONT? Differentiate o MATIONAL brand from a
PEIVATE LABEL., ‘What iz o GEMERIC BRAMDT  What is CO-
BRAMDIMNGT

& Whal are the 3 reasons [or PACKAGING?
Reading: Chapter 7, Chapter ¥

Product Life Cyele / Marketing Research

Chapter 9 (PLC only) and Chapier 4 Quiz
# Describe the PRODUCT LIFE CYCLE,  %What are the marketing
implications at sach stage?

+  Ouling the MARKETING RESEARCH PROCESS.  Dilferentiate becween
PRIMARY and SECONDARY DATA Drifferentats  between
QUANTITATIVE and QUALITATIVE research.  What is a FOCUS
GROUPT  Discuss the advantages and disadvantapes of PERSOMAL
INTERVIEWS vs. TELEPHOMNE INTERVIEWS vs. MAIL SURVEYS,

Reading: Chapter 9, Chapter 4

Product / Place

Chapter 9 and Chapter 12 Quiz

+ What are the 7 steps of the MEW FPRODUCT DEVELOPMENT
PROCESST

# What are the 3 advantages of getting to market quickly?

# Describe the 5 stages in the ADOPTION PROCESS. Describe e 5
CATEGORIES OF ADCPFTERS.

e What 5 a MIDDLEMAN {INTERMEDIARY)Y? What funcrions Jdoa
middlemen pertorm?

# Whit is a CHANNEL OF DISTRIBUTIOW?  Compare DIRECT
distribution to [INDIRECT distribution,

Reading: Chapter 9, Chapter 12



Movember 24

December 1

December 8

December 13 - 21

Place ¢ Promotion
Chapter 12 and Chapter 14 Ouiz

Compare INTENSIVE distribution with SELECTIVE distribastion and
EXCLUSVE distribution

What is CHANNEL CONFLICT? Why does it occur? What i3 WMS?

What & MULTI-LEVEL markerng? How does it differ from conventional
distribution?

What are the 5 elements of the PROMTION (Marketing Communications)
MIXT What are the ¥ parposes of promotion?

What ia a PUSH strategy? What is a PULL strategy?

List 4 ways to determine & promotional budper

What is o promotional campmgn? Why is consistency Important with
promotion?

Reading: Chapter 12, Chapter 14

FPraomotion » Dhrect Marketing
Chapter I4, Chapter 15, and Chapter 16 Quiz

L]
L

&

Whar is ADVERTISING? What is COOPERATIVE ADVERTISING?
Dhgeyss the relative ments of tha following advertising mediums: TV,
RADIO, NEWSPAPER, MAGAZINE, OUT-0OF-HOME.

What is PUBLIC RELATIONS? What is PUBLICITY? Compare publicity
with advertising?

List and describe a few examples of NEW MEDUA.

What is SALES PROMOTION? Recognize vanivus sales promation tools,
When is sales promotion used?

What is PERSOMAL SELLINGT When 15 it used?

What iz EYENT MARKETING? What is 3 SPONSORSHIP? Discuss the
& FACTORS TO CONSIDER for participation in event marketing.

What 5 DIRECT MARKETINGT Contrast Direct Marketing with

Conventional Marketing. Briefly describe & different types of Direct
Marketing?

Reading: Chapter 14, Chapter 15, Chapter 16 {pg. 401-0% only)

Price / Review
Chapter 16 Quiz and Take-Home Final Distributed

*

Compare FRICE apd MON-PRICE competition. Discuss the 5§ FACTORS
AFFECTING PRICING. Discuss the 3 BASIC PRICING METHODS.

Compare a SKIMMING strategy to 8 PENETRATION strategy What 15
PSYCHOLOGICAL PRICING?

Proctice Cuse

Reading: Chapter 10, Chapter 11 (pg. 258-61 and 271-73 only),

& Waterloo Life Insurance Company pg. S07-08

Final Exam



