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Grande Prairie Regional College
Depariment of Businiess Administration

BA I0%0  Imtroduction to Marketing (3-0, 3 credits)

Course Outline  Fall 2002

[nstructor: Tracy Howlen
Office Particulars: 406
Tel.z 539-2711
e-mail; thowletti@zpre. ub ca

Office Hours: Monday, Tuesduy & Thursday, 2:3¢ - 3:30 p.m. or by appointment

Required Texi: Tuckwell, keith ). (2002), Canadian Marketin
ed.), Scarboroush: Prentice-Hall,

in Action {5th

This text provides the bulk of material vou will study [or this course and will be ysed
extensively. [ may also provide vou with handouts, articles, case studics, or other
materials. These are to be read and prepared. as you would o textbook chapter,

Course Description:

The development of a strategic model and its irnplementation is the primary foous of this
introductory course. Using the prnciples of product, price, place, and promotion, plus
the crocial importance of the consumer, students will de velop thear analytical skills.

Course Format:

BA 1090 consists of 160 minutes of weekly instmction Thesday & Thurseay, 10000
H20 am, for Section B2 and 11:30 - 1250 p.m. for Section ©1. The class-work will
nclude 2 combination of lectures, class discussions, videos, Zolp work and
presentations, and case studies.

Course Objectives:

The objectives for this course are:

* To acquaint students with the terminalogy and fundamental concepts &f marketing;

v Tadevelop business problem-solving skills through the tse of the case method;

* To familerize studens with the technigues wsed in defining and selecting tarzet
markets;

= Ta develup an apprecialion of the importance of Iooking at marketing from (he
cuslomer’s poinl of view,

* To survey the components of the murksting mix and show how they apply and inter-
refale to the solving of marketing problems




University Transferability:
Some universities and many professional organizations {e.g. PMAC) will accept this
course 2§ credit. Check wilh the receiving unsversity or institution for enn frmation,

Course Evaluation:
The following components will determine your grade:

Class Panicipation 10%

Fundomentals Quiz 3%

Chapler Reading Quirzes S0

Midierm Exam 200

Final Exarm 35%
Farticipation

To get the mosl out of this class, regulur atténdunce and active participation is reguired.
In sdldition, your classmates' leaming can be improved by your constructive participation
m class, Anendance will be laken at cach class, and T will moniter your active and
constructive contribution o the class' learning. Your paricipation grade, worth [0%, of
the final grade, will reflect hoth of these components,

Mirketng Fundamenrafs Ouiz

Alter a brief introduction into the Marketing course in Week 2, the classes in Week 3 will
ge through the basics of marketing, A strong grasp of these basics is needed to
understand the rest of the course.  The Fundamentals Chuiz will be composed of reverse
definitions and multiple-choice questions, and will represent 5% of your Gnal grade,

Chrapter Quizzes

[f in-class time 15 10 be used effectively, you will have 1o do the required reading hefore
class. These tests will @ve vou an incentive to do so. Each chapter quiz will eonsist of 3
combination of 10 multiple-choice and/or reverse definilions. They will take
appraximately 10 minutes to complete. We will mark and de-brief these quizzes iy class,
immediztely after you have finished writing them, {Exceplions will be made for properiv
documented absences, i.c. medical notes, ete.).

Your best 10 o 11 quizzes will count towards 30% of vour final yrade.

Midierm Fxam

While the quizzes teat straight knowledge of the course concepls, the Midtenm (and Final)
will test your application of the course material, Accordingly, the Midierm will be
comprised of short-answer, long answer, and case study questions

You will have 73 minutes 1o comiplete this exam, which represents 20% of your [nal

grade,




Final Exam

Like the Midterm, the Final Exam will test your abiliry to apply the course matenal. Half
of the exam will be a lake-home case studv, A varicty of other questions {ie multiple
choice, short and long answer, ete.} will comprise the other half. The Registrar will
schedule the date and time for the Final Exam, worth 35% of vour final grade.

Eiy Dates for BA 1090

Sept. 12 Chapters | & 2 Quiz
Sepr 19 Marketing Fundamentals Quiz
Scpt. 26 Chapters 2 & 17 Quiz
Cet. 3 Chapter 6 Quiz

Ot 10 Chapter § Quiz

et 17 Midterm Exam

Oet, 24 Chaplers 7 & § Quiz
Orct. 31 Chapier 9 Chuz

Mov. 7 Chapter 12 Quiz

Mo, 14 Chapters 10 & 11 Quiz
Nov. 21 Chapter 14 Quiz

MNov. 2§ Chapter 15 Chiz

Drez. 5 Chapter 16 Quiz

Dec. 918 Final Exam (TBA)

The Road To Success in BA 109(:
+ Read the lextbook before the material is covered in class,
= Attendance s critical for suceess in BA 1090,
» Farticipate actively in all in-class discussions and activities
Review the topic questions in the course schiedule before each guiz and exam.
= Learn from your mistakes on the chapler quizzes.
Analyze. do not just describe, when completing your case study angwers,
s HAVE FUN WHILE LEARNING!




Fall 2002 Course Schedule - Sections B2 and C2

[¥ate
Week 1, Sept. 5

Week 1, Sept. 10, 12

Week 3, SeplL 17, IV

Week 4, Sept. 24, 2

Topics / Readings
Course Outling
Reading: Outline

Chapter | - Introduction

L]
*
L

What s MAREETING? Whar 15 3 MATREETS
Drescribe the 4 STAGES OF MAREETING EVOLLUTION
[regeribe the MARKETING MANAGEMENT PROCESS.

Prizcuss the following- TOQM, RELATIONSHIE SARKETTNG,
DATABASE MARKETTNG, CLOBALLZATION,
TECHNOLOGY, SOCIAL RESPONSIBILITY and [NTERNET
& E-COMMERCE.

Chagter 2 - Markering Exvironment

*
L

What is INTEEMNAL ENVIRCHHMESNT?

Whut 15 the EXTERNAL MACRO ENVIRONMENT? Lnefly
describe some of he imporant weads in e 7 MACR
ENYIRONMENTS,

Dascuss the 4 MARK LT STRUCTURES jn Conada,

Cemparz  DIRECT  COMPETITION TO [SIHRELT
COMPETITICNM Deveribe the 4 COMPETITIVE FOSITIONE,

Reading: Chapter | & Chapter 2 (except pg. 28-34}
Quiz: Chapters | & 2

Chaprer ) - Marketing Fundomentals

*

Whal is TARGET MARKET? What ls POSITION?

What 35 MARKETIMNG MINT Whar =z PRODUCTY

What i PLACE (DISTRIBUTIONY! YWhat s PRICE?

Dregcribe the relntionship betwesn NEEDS, TARSET MAKKETS,
POSITION, and the MARKETING pIX?

Reading: Fundumentals Handout, Chapter 2: pg, 28-34

Chapter 3 - Mavketing PlanningMarketing Strategy

*

Belate nid apply the concept of SWOT analyas

Reading: SWOT Handauts & Case Study
Marketing Fundumentals Quiz

Chupier 3 - Marketng Planning/Markering Srmiegy

Deacribe he relationshp between QBIECT [V 5, STRATEGLES,
and TACTICS. What is a MISSION STATEMEST?
Differentiate  between  CORPORATE  STRATECY ond
MAREETING STEATEGY? Distuss some conmon COIpoTals
stratepied  including CROSS  MAREETING, STHATECIC
ALLIAMCES,  ACQUISITIONS, LIVESTMENTS,  and
STRATEGH. UNTTS?

Explan bow the elements of analysis, abjectives, strutegicatiaclics,
and dvilishlion combine to form the MABEKETING FLAT,



Week 5, Oct, 1 3

Weel 6, Oct. 8, 10

*

Explom the FRODUCTMARKET EXPANSION GRID (e
Comunon Types of Marketing Strategies),

Chaper [7 — E-Murketing

*

What is E-COMMERCE? Whe uses the INTERNET and why?
What 3 opporninitics does the Intermat offer? What are the 7 ey
marketing advantages of the INTERNET?

What are the comimon types of ONLINE RESEARCH? What are
the successes of E-MARKETING?  What are some of 3
sharcdmings?

Eelate the Mocketing MMir w ONLINE MAREETING
STRATEGY.

Reading: Chapter 3 & Chaprer 17
Quiz: Chapiers 3 & 17

Chapter 6 - Segmentation

L]

What & MARKED POTENTIAL?  What iz SEGMENT
POTENTIALY What is o SEGMENTY What is o BASIS FOR
SECGMENTATION?  Why do marketers wee MULTIPLE BASIS
FUR SECGMENTATION? What s o TARGET MARE [T
Compare 2 MASE  MARKETING struegy with &
SEGMENTATION stralgey.

Dreseiss the DEMOGRAPHIC SEGMENTATION. Ayre, Clemider,
[oveme, Coeupation, Education, Marits] St Family Life Cycle,
and Ethnie

Discuss GEOGRAPHIC, PSYCHOGRAPHIC, and BEHAVIOR
RESPOMNEE SEGMENTATION.

Explain the MAREETING SEGMENTATION CONTINULIM
Provide different examples of POSITIONINGT  What is
REPOSITIONING?

Reading: Chapter 6 & Cuse Study
Quiz Chapier

Chapter 3 - Consumer Behuvior

*

Dhefive CONSUMER REILAVIOR, Wy 15 Consumer Behavior
refermed 10 a5 a "black box™?

Discuss the influence of CULTURE and SUBCULTURE oo
virslimer behaviar,

Lisl the 6 SOCIAL CLASSES. How does SOCIAL CLASS
fMaesice buyer behavior? Explain why INCOME ang SOCTAl
CLASS ore ditferent seymentmtion varobles, What i a3
REFERENCE GROLP?

Drscuss the influence of FAMILY & the FAMILY LIFE CYCLE
of consinker behavior.

What L« LIFE STYLE? Explain the b LIFESTYLE SEGMENTE in
Tanada

What & PERSONALITY? Dhecuge  the SELF-OGMCERT
THEORY.

What &2 3 MOTIVE? Explam how MASLOW'S HIERARZHY
applies 1o buying behavior.

Explam  why SELECTIVE EXPOSUEE.  SFLECTIVE
FERCEPTICNY and SELECTIVE RETENTION are impartant o
marketers.



Week 7, OcL. 13, 17

Week 8§, Oct. 22,24

Week B, Oct. 25, 3]

*  What is 49 ATTITUDE? Why are they imporant (o marketess?

Diescribe the CONSUMER PURCHASE DECISION PROCESS.
Compare o ROUTINE devision with a COMPLEX decigion. What
15 COGNITIVE DISSONANCE (buyer's remorse)?

Riading: Chapter 5

uiz: Chapter 5

Mid-Term Exam - Oce. 17
Chapter 4 - Marketing Research

*+  Cniline the MARKETING RESEARCH PROCESS. Dhiferentiste
berween PRIMARY and SECONDARY DATA,  Diffcrentiale
between QUANTITATIVE and QUALITATIVE research,  Whar
1 a FOCL'S GROLF? Discuse the advantapes and diadvantages
of PERSOMAL INTERVIEWS vs TELEPHONE IKTERVIEWS
ve. MAIL SLTRVEYS,

Reading: Chapter 4

Midterm Exam (Chapters 1-6, IT)

Chapter 7 - fndustria! Marketing

* Whot aee the 5 different BUSINESS MARKETS? [iscuss how
business-buying decisions differ from consumer Buying decisinns.
Thicuss the rele of PARTMERSHIPS in  businest-to-husiness
matketing. Distnguish between & BUYING CENTRE & 1 BUYING
COMMITTERY  What are the 1 ppes of BUSINESS BLMY TG
DECTSICHST

Chapier & - Produet

¢ Wha iz 2 PRODUCT? Whai js the TOTAlL PRODUCT
CONCEFT? Whal is a PRODUCT MIX?  Whar 35 a PRODUCT
LINE?  What s a USP?  Hnelfly describe the 4 CLASSES OF
CONSUMER CGOODE & M CLASSES OF BUENESS QOODS? What
is 8 BRAND? Why do compapies brand praducts? What 15 BRAND
EXTENSIONY Differcntiate 8 NATIONAL brund from 2 FRINVATE
LARBL Whal 15 3 GENERIC BRANDT Whal CO-BRANDINGT
Presenss the copcepd of BRAND LOYALTY.

* What are the 3 functions of PACFAGINGT

Reading: Chapter 7 & Chapter 8

Gluiz: Chuprers 7 4 &

Chapter § = New Product Developrent

¢ Desctibe the PRODUCT LIFE CYCLEY What are the mrcketing
unplicatione at eoch glape? How can marketers exiend the cpele?

¢ What are the 7 steps of the NEW PRODUCT DEVELQPMENT
PROCESST

v What are the 1 advantges of petting to market quickiy?

#  Irescribe the 5 stages fn e ADOPTION PROCESS. Deserihe the
5 CATEGORIES OF ADOPTERS.

Reading: Chapter 9 & Case Study

Quiz: Chapter ¥



Week 10, Nov. 5,7

Week 11, Mov. 12,14

Week 12, Now, 19, 21

Chapter 12 — Distribution (Place)

o What 2 oa MITITH FARLAN VUMTERMEDIARYE  Wial lunwticons
do middiemen perform’?

¢ VWhat iz the difference between a WHOLESALER and 2
RETAILER?

+  What id a CHANNEL OF DISTRIRUTION? Compoare DIRECT
digtribulion te INDIRECT distihution

*  Whar are some faciors that affect the develogmenr of 3 distnbution
channel’

¢ Compare INTENSIVE distmbution with SELECTIVE dumibution
o] EXCLUSIVE distribution.

+  What 38 CHAMNNEL COMNFLICTY Why dews 1l ocour?  How s
copperation echisved? What is Vagse

* What 5 MLULTI-LEVEL marketing? Flow does | differ from
conventicial disteibhnn?

Reading: Chapter 12

Quiz: Chapeer 12

Chapier 10 - Price

*  What is PRICET What are 3 comawm PRICTNG ORIECTIVES?
+  Dhscuss the 5 FACTORS AFFECTING PRICING

#  Dhscusy the 1 BASIC PRICTNG METHOIDS.

Chapter {1 - Price

¢ Comgpars o SKIMMING strateuy 1o a FENETRATION BTHICEY.

*  What e PSYCHOLOGICAL PRICING? ‘What are some commsa
PEYCHOLOGICAL FRICING STRATEGIESY

*  What ik GEQGRAPHIC PRICING?

¢ Desrmibe a few TYPES OF DISCOUNTS made to LIST PRICES.

Reading: Chapter 10, Chapter 11

uiz: Chaprers 10 & 11

Chapter [4 - Marketing Conununications {Advertizing &

Public Relationg)

¢ Whu are the 7 clemenis of e MABRKETING
COMMLMNICATIONS MIX?  What i3 the role of marketing
Lommumcations?

What js a PLISH strategy? Whatis a FUTL siraiepe?

*  Lisid ways o determine a prometiona) budger

¢ What [k ADVERTISING? What 3 COOPERATIVE
ADVERTISING?

*  Dhecuss the relative mends of the following arlvertising medms
TV, FRAIDNG, NEWAPATER, MAGAZINE, OUTDOOR,
NTERNETY

¢ Driscwss the process of crealing on ADVERTISING MESSAGE.

#  Wharis FURLIC RELATICNS? What 1< PUBLICTTY ™ Compare
pubslicity with advertising?

Reading: Chapeer 14

Chuiz: Chaprer 14



Week 13, Nov, 26, 28

Week 14, Do 3, 5

Wweek 15-16, Dec, 9-18

CONGRATULATIONS!

YOU MADE 1T
THROUGH BA 1090!

Chagter 15 — Marketing Communications {Direct Response

& fneeraciive Comminivations)

¢  What s DIRECT MARKETING? Whal ate the 3 purposes of
diect marketing? 7 Contrast Direcr Marketing with Conventianal
Marketing.

¢ What s DIRECT MAIL? Diseiss the 4 commum trpes of direct
mail
What is a CATOLOGUIEY
Whal 15 TELEMAREETING? What's 2 CALL CENTRE? How
docs INBOUND TELEMAREFTING differ from OUTBOLMND
TELEMAREETTNGT
What are the 3 firms of DIEECT RESFOMNSE W7}
Dascuss the role of NTERACTIVE COMMUNICATIONS in
marketing?

¢ What Wihe INTERNETT How do marketers use it to incrogse the
Row of mformation?  Distinguish betvern 1 BANNES Al and a
BUTTOMN AD.

Reading: Chapter 15 & Case Study

Quiz: Chapter 15

Chapter {6 - Marketing  Communications  (Sales
Promotion,  Personad Selling,  Fvens Marketing &
Sporsorships)

#  What iz BALES DPROMOTEON? Eevppmize the vansoes sales
proméetion ook, When is sales promoton used?

+  Whatis TRADE PROMOTION? Deseribe sune cormmionly used
ames.

What is FERSONAL SELLING? When i3 it used?
Explam the various roles of 0 SALESPERSON. What are the
STEPE IM THE SELLING PROCESS?

# Whit = EVENT MARKETING? What s EVENT
SPONSORSHIP?  Discugs the 5 fheross to consider for
PARTICIFATION in event marketing?

Reading: Chapter 16

Quiz: Chapter 16

CONCLUSION & REVIEW

Final Exam (TBA)




