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GRANDE PRAIRIE REGIONAL COLLEGE

BUSINESS ADMINISTRATION
COURSE OUTLINE

BA 1090 - INTRODUGTION TO MARKETING

INSTRUCTOR: Tom Grainger

Office: C301

Tel: 539-2971 (office)

532-2472 (home)

TEXT: Fundamentals of Markeling, Sommers, Barnes, Stanton,

McGraw Hill Ryerson, sixth Canadian Edition, 1892,
PREREQUISITE: NH,
COURSE The development of a strategic mode! and its implementation
DESCRIPTION: is the prime focus for this introductory course. Using the

principles of product price, promotion and place, plus the
crucial importance of the consumer, students will develop
analytical skills. The case method is the primary leaming

vahicle,
COURSE )] To acquaint students with terminciogy and fundamental
CBJECTIVES: concepts of marketing.

li) To solve business problems

iy To acquaint students with techniques used in defiming
and selecting target markets.

) To scope elements of buyer behaviour.

V) To survey the components of the marketing mix to
outine how the marketing mix relates to target
markets,

vi) To apply leaming via case method.

vil)  To expose students 1o group work,

GRADING: Case/Quiz #1 {individual) 10%
Case #2 {group} 10%
Product Quiz {indhvidual) 10%
Case/Cuiz #3 {(indhvidual) 20% (equiv to mid-
Brm axam)
Case #4 {group) 15%
Final 20%
Class Contribution 5%
Aftendance Bonus 0%

100%
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BA 1090 - INTRODUCTION TO MARKETING

NOTES:

)

if)

)

v}

Class Contribut

erESPONSes 10 questions
squestions raised

sintaraction with other students
sdemonstrated infiative

Cases

A separate handout outines my expectations for
formal, hand-in cases. Ntis imperative that s be closely
adhered to. Case analysis is, for virtually all students,
a novel learning experience and accordingly extra ime
will be spem debriefing it in class. Its wonh in an
introductory course in marketing is, in my judgement,
ungquestioned particulary in ight of objective ii.

Group Work

Students should note the heavy emphasis on group
work. Clearly, the quality of each student's work will
be a function of his/her choice of group members.
Students are encouraged to choose with whorn they
work with extreme care.

slaning SyStem
Conversion from percentages 1o stanines as follows:

a0 - 100%
80 - BS%
72 - T9%
B5- 71%
57 - B4%
0 - 56%
45 - 49%
26 - 44%
0- 25%

= PO I U O ~d (DO

it may be possibie to share a textbook with a trusted
fellow student. Only material discussed in class will be
tested.
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ASSIGNMENTS:

PUNCTUALITY/
ATTENDANCE:

FINALLY:

MAR

Only thosa students who contact me before a test will be
permitted 10 write a supplemental.

1 Barning  legitimately  exceptional circumstances
assignments are due by 3:00 p.m. on the due date (or
In class for evening course). Late assignmems will be
docked 10% per school day late for two days after
which time they will not be graded. Please note that
asgignments are late as of 3:05 p.m_

2 Preferably assignments will be typed, However, 5o
iong as they are legible they will be accepted in
hendwritten form.  lllegible papers will be returned
unmarked.

3. At the College level, you are expected lo submit
assignments which are properly edited, free of spelling
and grammatical errors, Assignments with excessive
efrors may be retumed unmarked.

4. Students are encouraged to discuss cases among
themselves, However, unless the case s specifically
designed as a gQroup paper, writeups are done
independertly.  Plagiansm wil be treated In the
harshest possible terms.

Classes will start oo time and reviews of material siready
covered will not be provided for late students. Because
course success is highly correlated with attendance, a record
cf attendance will be taken on three occasions during the
courseé (2 x 3 marks + 1 x 4 marks). No asher-the-fact
excuses will be emtertained except for iliness supported by a
doctor's cerificate.

The onus iz on the student 1o seek help if required. | shall
presume salisfactory progress and comprehension uniess |
hear to the contrary. There Is no shame whatsoever in
seeking assistance and | shall happily provide 1, but YOU
must initiate the process. Please do so early as it is rather
difficult to help in & signficant way the day before the exam.



BA 1050 - INTRODUCTION TO MARKETING

My office hours are only a guide 1o my availabilty, Pleass fesl

free 1o wander in as you see fiL

COURSE CONTENT:

tarms, content will ba:

Student progress and interest will dictate pace but, in general

Introduction

Strategic Model

Seg_mantati:n

Pusixinnm_

Consumer:
Benavioral

Praduct: Classes

Quiz

Product:
Branding, Life
Cycle

Case #3

10

Place

14

11

Promotion:
Introguction

17

12

Promotion:
Advertising,
Other

18

Case #4

Raview

FALL 1983



AHALYSIS

pafinition: To Analyze: to take to pieces, to resclve into
elements, to examine c¢ritically part
by part.

In other words, analysis sheds light on and makes meaningful raw
data. Qualitative or quantitative raw data is mere description and
as =uch, is worthlass in terms of marks.

The following activities are a partial listing of analytical
activities:

compare and contrast {absolute and relative)

comments, obsarvations and insights.

judgements, conclusions and implications

assessment of value, appropriateness

cause/effect relations, separation of symptoms and problem
patters, trends, generalizations

central tendencies

use of theory or model to explain data

eto.
Example:
a) Description: Person Mark
Fred B5
o O 2d
Su=an 50
Max 45
Dagmar 40

b) Analysis
- central tendencies - mean, median, mode, standard,
deviation, skew, graph
t of failzs, &t fails
§ of axcallents, ¥ excellents
nales do better than females
thoze with names with last latter befores “fY do
battar
even increments of 0/5
ato.

SUmMmMArY:

Analysis 1s the massaging of data with the objective of making
the data meaningful and useful. Computers generate data,
managers analyze itior, at least, instruct the computer to
analyza it.} It is impossible to make good decisions based on
description; analysls is mandatory.




WRITING STYLE: HINTS FOR STURENTH

Students have, quite legitimately, complained that my expectations
pertaining to written submissions have been vague and/er
unrealistic. To address this, please note rtha following:

1.

i

Collogquialismeg - use i= discouraged put if appropriate,
should be in quotes g9, "max out",

Spelling - buy and use a dictionary. In particular,
please take note of errors identified and
learn from them.

Grammar - at the College level, it is presumed that errors of
grammar should be rare, In particular, pleass
wat<h noun/verb agreement.

Epsgessives - 2 swall but telling difference in English

gquality, eg. the company's assets not
companies assets,

Beourring Errors -

correct

davelop develope

definite definata

raticnalae rational

a lot alot

Singular/Plural - The [following are often ceonfused by

buginess students.

Singularp Plural

datum data

criterion criteria

appendix appandices

medium media

ﬁwﬂhﬁ.ﬂ"ﬂ*ﬂ fﬁluﬂqhnu{



Fe

eLructure - Structure is key for 2 reasons:
i} organized writer's thinking and
analysis

1i}) eases reader's tasks

By structure, I mean a systematic and Jlogical series of
titles, subtitles and numbering scheme.

for example:
A.  INTRODUCTION
B, AHALYSIS

1} Curroent Situation

i) Sales
i) Competition

a) Comestlic
The importance of structure cannot be over emphasized.
Falling to do so creates problems, it does pot solve them and

no manager I know of would accept a document of more than one
page without coherent structure.

EINALLY: purpese or cobjective statemants are invaluable
tools and deserve freguent use,

&g, "“Our purpose in examining competitive pressures is
to highlight their growing intensity ...."

ey, "The objective of minimizing risk by ...."

Data = Charts and lengthy calculation should be in
appendices. A suggested format for dealing with

charts is:
ey. TITLE: Question 10
Raw i _%_ di_ -g_ "%‘ _%H Ig?al
L 3 2B.6 15.0 231.8 9.5 19.0 99.9

Mean (wWeighted): Z2.71
Conclusionsg: i) Wide spread =uggests ......

Also, histograms (bar charts] are useful visual tools, but
should not replace scound analysis,



Sundry

- Street language is never acceptable
eg. sort of, kinda, try and do something

- Point form is acceptable as long as it doesn't approach
“"punchiness:

eg. Advantage
= cheap

s Bullet format (such as sundry section} is ancther
valuable structura tool.

- Unless warranted MUSH words (such as may, perhaps, could,
might, et<¢.) are not acceptable.

HOPE THIS HELPS, (ALOTY.



BA )&% REVIEY tfor Ba 219)

Froduct Cencept 1 sell what we'‘ve got
Harketing Concept : .get vhat wve can sell
-eatiely customere at & profit.

Def'n: Harketing

-Planning and executing the concepticn, pricing . promotion and
distribution of ideas, goods snd services Lhat eatiafy consumer
ohiectives.

. Jemand Management.

- Attention 0 services produced by the product rether than the
product.

Rarketing Mix: 4 P's and C
Harket: 1) set of all present snd potentiml buyers for a product or
service. 2Z)FPecople or organizetions with neede, %, willingness to

epend. :

Froduct: "bundle of satisfactions.®

Innovation Strategies:,

1) Fresent Frodg Mev Prods,
Lregent Markets Fenetration Froduect Development
Hew Harkets , Harket Dev't Divermification

LlInnovator/Imitator

Segmenter (watisfy one slice very vell) va. Combiner testisfiy more
Lhérn one glice pretiy well? NB, Combine sggments not products

Harketing Warfare:leader, challenger, follower, nicher
defensge, offense, flanker, guerrilla.
=e¢ ottached- NB. Host owmses will use this analysis,

bemographice- neceggary but not gaufficient.
Feychographics - not required.

PRODUCT LIFE CYCLE- YITAL- USE IT!!!-see attached.
CONSUBER BEHAVIOUR

11Economic Neede (man BE utility meximizer)
-economy of purchase/uge

s CARVERLEHCE

-efficiency in operatian/use

.dependapility in u=se

i improvement of earnings

-Telracailaty of service

cdurebility




-enhancerent of produchtlvity.

ZiMaslov’se Rierarchy of Needg: re: bundle af eatigfaction.
Physiclogical tsurvive!, Physical Safety/Emotional Security fover
time!, Social (fitting inl, Ego/Self Eateew {Bticking out) and
Self Actualization i{growth ang creabtivity,

JiPerceptions: In the battle far the mind, confusion ia Lthe enemy |
-8elective exposure-vhat interes's us
. x perception-screen out irrelevancies
- " retention-don*t remember -why ade are réepested

itInterest level vital-are Lhey in Lhe market? ATIDA
LijAdoption curve
LiilFerceptions from customers point of viev-what are their
problems, info neede and cholce criterim?

iilesarning-vhere on adoption curve-dif{, mesgage to diff, level of
learning. '
Ampact of triael
+degree of brand ewareness (rsjection, ignorance, indifference
avarenees, lnteregl, preference, ingigltence.
-education regquires deep pockete.

SiAttitudes=-vord of mouth
“intention to buy
" *s", @r neutral lesds Lo very diff. Etrategies.
="Go with what's there and ehape it."

&)lPersonality- Activities, Interests, snd Opinions (AIO;
- Pgychogrsphics

TIFamily: who decideg?
Consumer, Customer, Influencer, Decision Haker, Agent,
Financier, Imitiater.
Stages in consumptian patierng~ link to demographics,

BiSocial Clesa = fleducation, occupation, place of residence, ang
Bource of income!) pnot income,

Class 1% » state of mind not a state of bank book ie. “wo consumers

¥ith the same § of ¥ vill consume profoundly differently.

Targeted clase impacts each part ol mix &8 a congrueni nackage.

Ne =e¢gmént blending.

Regardless of class 20% are price minimizers (the cheapest?
B@% are value maximizers
£ 20% are quaslity meximizZers (Lthe best )

“iReference Groups-for Yigibly congumed products end services.
“impact &f others- inner ve. other directed
-vhicth pewersi
“endorsenents and vored of mouth
Tinhuvetors/opinion leaders and early adopters critical.




iBiCulture and Sub culture+ nichemanship
[i}Problem Eﬁl?lng Consumer

Awareness, Information Gathering, Evaluation of Alternatives,
Decision, Evaluation of Decision (Post purchase reinforcement

HOW FAST?

Consumer : Extensive, Limited mnd Routine
Indugtrial : Nev Task, Modifaied Rebuy. Straight Rebuy

T T T T T T T R R RS C S m e LA e e e = e

Segwentation- Required in every case

homogensous within

- helerogenocous among

-useable, accessible and big encugh to be profitable.
YOUR PERCEPTION OF HAREKET.

Fogitioning - Regquired in mcat cases

»locetian in the mind

«niches in Lthe wind

suhigque gelling propogsition

who the real competition is.

THE1R PERCEFTION OF ¥YOU AND OF COMPETITION.

K. B. Marketing warfare position 1= a different concept ta this ain
that Lt looks st competitive rolesz within & warket.

Freduct - Product Life Cycle (for industry)
= Goods Clags - Convenience timpulse, =taple, emergencyl
= Shopping (Hetero, Homo!
- Specialty
= Unsought {New and Regularly)

-Branding- continuum fdifferentiation!}
Plazceg = Channel of Distribution- drav = mEp
.Intengity -intengive, selective, exclusive.
»Vertical Integratipn- Fwd- sloser to customer
~ bAackvd - closer to rav material
- Channel Captaincy - who calle the shots
-Co-operation Opportunitieg - partnerghips
« pueh to channel, pull to consumers
-care and feeding of middlemen ig VITAL.
~direct vE. indirect.

Fromotion = Blend of pass Advertising, Fer=zonal Selliing,
Fublicity, and Salee Promotion.

-Hov much and what type = £ (FLC, &, competitian, sdoption curve,
target <channel or consumers>, product class! - congumer nesds.
“an’t judge = piece of communicmtion withoutl wnovaing Target Market

L . . L I pe— & " un




hd typea- Floneer, Competitive (Direct and Indirect!, Comparative,
and Reminder,

Frice-consumer orieanted
“prefit oriented
-cogt oriented
—Competitlion oriented,
The lazy way to market share is the out PrLlce,

Break even analysis E/E » Fixed Coste divided by

Contribution Margin
An excellenl reality testiipir1000)

It ie my seaumption that these terme and tools are meanipgful tg
you and that they be USED frequently and where appropriate.



HARKETING WARFARE STRATEGIES
DEFENSIVE: LEADER

«only leader playe defenae
+ beatl defense ia & good offense, therefore, be aguressive mgsinst
nibblers

-block strong competitive moves guickly and overvhelming (né more
Hr. Hice Guy!ll

OFFENSIVE: CHALLENGER '

-main consideration 1s the etrength of the lesder

« Bttack weaknesses of leader (vhere wulnerable)

«mttack on B narrov front (vhere you are strong!
-requires enormous and sustained effort- no haelf memaures

FLANKING: FOLLOVER

« move into uncontested Breas

-tactice]l surprise-no testing or telegraphing

-pursuit lg a8 critical as the attack itself-keep pushing
Trap-don’t emulete leader if successful ie. no long thim lines;
continue Lo concentrete forcesE 1n overpovering mass,

GUERRILLA: KWICHER

. find niche small enocugh to defend (teke crumbs too small for
otherg Lo carde about)

+be resdy to "bug ocut" at » momente notice to congerve lorces tao
fight egein.

+34% of mesrket fightere ought to be guerrillas.

3 GUESTIONS

liWhat position do we own 1n the mind? VYia regesrch,

Zi¥hat pogition do we want?

Ji¥Whom must wve outgun? What strengthe and weaknesses? Who lepds?
4300c we have encugh smmunition and WILL? {te get mind share)
SiCan we stick it owt for the long term?

AXIONS

Start with wvhat’a in the mind,

Froduct ladders-lesder gets tvice business es 2Znd who gets twice
3 rds. Only 7 brands in & H1GH interesy areas.

Cherchez les oreneux- available "holes® in the wmind.
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CASE METHOR

This courge yeed rha casé method as the Primary learning cestip
vehicle. t Eﬂ- therefore, crucial that students be conversant E;th

my expectations.,

A} FORMAT
The folleowing major headings shoeuld be used:

PROBLEM: -concise
*“1n the form of a quastion
-open ended 50 as to not eliminate alternatives

EXECUTIVE SUMMARY short raragraph which summarizes recommendations
Provides a "sneak preview" of direction and bias

ALTERNATIVES numbered and stated concisely

ANALYSIS
a) <LConsgumer behaviour
B} Current Mix - Product
- Price
- Promotion
= Place

N.B. appropriateness MUST be assessed

¢} Other - financial, preferences of management, anything elsa
which helps in analysis of alternatives, atc.

d]  Alternatives - advantages disadvantages plus explanatory
notes.

e} Summary - not always required if one alrernative is clearly
superior,

RECOMMENDATIONS - numbered and action criented
MUST “"solve® problem

B) EEQUIREMENTS
Written case analyses ghould:
a) be typed and double-spaced on one side of unlined B 172 x
11" paper, or be handwritten legibly. Illegible papers will
be returned ungraded.
b} show pages numbared consecutively

¢} have pages held together in a booklet of stapled together in
the upper left hand corner

d) be free of errors in grammar, spelling and puncrpation.



REQUIREMENTS (continued;

&l

¢) be written clearly and succinctly. Brevity is strenugusly
encouraged but not at the expense of sound and compleras
analysais

£ fully document in footnotes, all sources which are quoted ar
referred to

g} employ accepted form for any footnotes, chacts, tables or
bibliography

h) present lengthy cal¢ulations, in appendices rather than in
the bedy of the report.,

1) have a2 title page

11 be clearly and logically organized arcund headings, eq.,
FROBLEM, Market, i) Consumer

k) have a table of contents

1} be submitted on time. Only extremely gxcsptional circum-
stances will justify a late cAsSE,

SUGGESTIONS

a) abserb and think about the Cage over a period of time; avoid
starting "cold” shortly before the due date

b} remember that you are not required to agree with tne opinions
expressed by individuals in the cage

¢} be sure that vour case rests on 2 closae analysis of the
market

d} bring to bear other material from the course where it is
relevant and uvaeful. Use of terms and analytical technigues
are strongly eficouraged

e} feel free to discuss the case with others in the class

£} consult other scurces Buch as businessmen and trade litera-

ture {f you wish, but it is not expected of you



SUGGESTIONS {continued)

g} Euantlfz wherever possible

Bl

i)

1)

K}

1}

m}

n}

=3

Pl

where it is necessary to maka certain assumptlons in order kg
proceed with your analysis, identify them as such and show
why they are reasonable

remember that gince there is no single "cight" answer tg a
case, you are merely expacted to show what course of action,
all things considered, would dPpPefar to be the best--and why

cemember that caliing for more information is usually a ploy
Lo postpone hard thought. Therefore before making such a
recommendation verify that you have “squeezed” the infarma-
tion at hand, and be sure thar the company can afford to
walt for the time that it would take to obtain it; then
specify in detail what information should be obtained

design your report for a busy, perceptive, demanding and
action-ariented company management

assumeé that the reader of vour ras ort is fully familiar wieh
Ehe facts as thev ara esented in rhe ;

get briskly to the point by aveiding windy preliminaries

write econoemically by eliminating verbiage, duplication, and
barogue sentences i

be sure that you have dealt with all of the major reasonable
alrernatives to the course of action You cecommend

if you can't write correct English, enlist a knowledgeable
and punctilious person ts pUCgE your report of errors in
spelling, grammar and punctuation



Flagiarism is the taking of ideng and ex4ct words of ANOther and the
offering of them as one's own. Flagiarism Specifically consistg o
copying verbatim from a book, magazine, 2t¢; using somecne elze's
ideas {theory, interpretation, etc.); handing in a Paper written by
somecne elsze.

Plagiariem is a deceitful practice which isg unbecoming of any profes-
sional business person. And it is not ro be toleratead,

The Department of Administrative Studies is concerned abous plagiar-

ism within our program. As instructors we encourage students to uysze

resources whether primary or secondary to support or refute positions
they may take. If resources are used, if ideas are borrowed, if

somecne’'s exact words are used, the studentrs should document their
SoUrces.

If an insrructor guspects a student of plagiarism, he or she may:

17 wieh to discusss the situation with the student
2} try to find the original source

If an instructor ACCUSes a student of Plagiarism, he or she may
assign;

1) a "0" for the assignment
2) a "P" for the course

If a student accused of plagiarism wishes to contest the charge ha/s
she =hould

1) digcuss the Problem with the instructor
2) discuss the situation with the Chairman of the department
3) appeal to the Executive Commitres of Academic Counecil



