Grande Prairie Regional College
Department of Business Administration

BA 1090  Introduction to Marketing (3-0, 3 credits)

Course Qutline  Winter 2001 Sections A3 & B3

Instructor: Tracy Howiett

OvTice Particulars: C408 |
Tel: 539-2002 '
e-mail: thowletti@gpre.ab.ca :

(Mfice Honrs: Monday, Wednesday, & Thursday, 10:00- 11:00am |
or by appointment ‘

Required Text:  Tuckwell, KeithJ, (1998), Canadian Marketing in Action {4th |

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, of other
materials. These are to be read and prepared, as vou would a textbook chapter,

Course Description:

The development of 2 strategic model and 1ts implementation 15 the pnmary focus of this
introductory course, Using the pnnaiples of product, pnce, place, and promotion, plus
the crucial importance of the consumet, students will develop their analytical skills.

Course Format:

BA 1090 consists of 160 minutes of weekly instruction Monday & Wednesday, Section
A3 B30 - 050 am and Section B3, 11:30 - 1250 pm. The class-work wall melude a
combination of lectures, class discussions, videos, proup work, and case studies.

Course Ohjectives:
The objectives for this course are:

To acquaint students with the terminology and fundamental concepts of marketing,
To develop business problem-solving skills through the use of the case method:

To familiarize students with the techriques used m defining and selecuing target
markets,

To develop an appreciation of the importance of looking al marketing from the
customer's pomt of view;

To survey the components of the marketing mix and show how they apply and imer-
relate to the solving of marketing probiems



University Transferability: _ ’
Some universities and many professional orgamizations {e.g PMAC) will accept ths
course as credit. Check with the receiving university or institution for confimmation

Coarse Evaluation:

The following components will determine your grade.
Class Participation 10%%
Fundamentals Quiz %
Chapter Reading Quizzes 0%
Midterm Exam 20Pa
Final Exam 35%

Participation

To get the most ou of this class, regular attendance and active participation is required.
in addition, vour ¢classmates’ learing can be improved by your CONSITUCTIVE PRTIICIPALION
in class.  Antendance will be mken at each class, and 1 will monitor your active and
constructive contribution 10 the class’ learning, Your participation grade. worth 10% of
the final grade, will refiect kath of these components,

Marketing Fundamentals Quiz

The first Two classes will go through the basics of marketing, A strong grasp of these
basics is needed to understand the rest of the course. The Fundamentals Quix will be
composed of reverse defimtions and multiple-choice questions, and will represent 5% of

vour final grade.

Chapter Quizzes

If in-class time is to be used effectvely, you will have to do the required reading before
class These tests will give you an incentive 10 do so Each chapter quiz will consist of a
combmation of 10 multiple-choice andior reverse definitions.  They will take
approximately 15 minutes 1o complete Wwe will mark and de-brief these quizzes in class,
immediately after vou have finished writing them  {Exceptions will be made for properiy
documented absences, 1.e. medical notes, e,

Vour best 10 of 11 quizzes will count towards 30% o your {inal grade.

Midterm Exam

While the quizzes test siraight knowledge ol the course concepts, the Whderm {and
Final) will test your application of the course matenal. Accordimgly, the Midierm wall be
comprised of shor-answer, long answer, and case study questions. You will have 75
minutes to complete this exam, which represents 20% of vour final grade.

Final Exam

Like the Midterm, the Final Exam will test your ability 1o apply the course matenal Half
of the exam will be a take-home case study. A varnety of other questions (1. malople
choice, short and long answer, ci¢ } will compnse the other half The Remstrar will
schedule the date and ume for the Final Exam, worth 35% of your final grade




- Key Dates for BA 1050:

Jan. 10 Markering Fusdamentals Quiz
Jan. 17 Chapter 1 Quiz

Jan. 24 Chapier 2 Quiz

Jan. 31 Chapter 3 Quiz

Feb. 7 Chapter 6 Quiz

Febh 12 Chapter 5 Qwiz

Feb, 14 Midterm Exam

Mar. 7 Chapter 7/8 Quiz

Mar 12 Chapter 9/4 Quiz
Mar. 21 Chapter /12 Quiz
Mar. 28 Chapter 12/14/16 Quiz
Apr. 4 Chapter 14/13 Quz
Apr 11 Chapter 1011 Quiz
Apr. 16 - 25 Final Exam {TBA}

The Rond To Success in BA 1090:

Read the textbook before the matenal 1s covered in class

Attendance is crirical for success in BA 1090

Participate actively n all in-class discussions and activities.

Review the topi¢ questions m the course schedule before sach quiz and exam.
Learn from your mistakes on the chaper quizzes

Analyze, do not just describe, when completing vour case study answers,
HAVE FUN WHILE LEARNING!
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Winter 2001 Course Schedole - Sections A3 & B3

Week 1, Jan. 3

Week 2, Jun. B, 10

week 3, Jan. [5, 17

Week 4, Jan. 22, 24

Topics / Readings

ourse Cuiline

Reading: Outline

Markering Fundamentals

Marketing Fundamentals Quiz

+ What is TARGET MARKETT What is POSITION?

s Whit is MARKETING MIXT What is PRODUCT?

+ Whatis PLACE (DISTRIBUTION}® What is PRICET

& Describe the refanonship betwen WEEDS, TARGET MARKETS,
POSITION, and the MARKETING MIXT

Rending: Fundamentals Handowt

Inrroduciion

Chaprer I (aiz

& What s MARKETTNGT What is a MARKET"

¢ Deacribe the 4 STAGES OF MARKETING EVOLLITION

s  Describe the MARKEETING MANAGEMENT PROCESS

s  Discuss the following TOM, RELATIONSHIP A ARKETIMNG.
DATABASE MARKETIMNG. GLOBALLEATION, AND
[NTERMET MARKETING

+  What s E-COMMERCE? How do companies yse the Internet (& markes

themeelves and their products” Whas are the advamages and disadvantages of
INTERNET MARKETING

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

Muarketing favironmer
Chapter 2 (uiz
s What i INTERMNAL ENVIRONMENT?

o Whar 1s the EXTERNAL MACRO ENVIRONMENT? Briafly describe
some of the mmponiant trends in the T MACRO EMWVIROMMENT S

s  Compare DIRECT COMPETITION TO INDIRECT COMPETITION
Describe the 2 CONMPETITIVE POSITIONS

s Relare and apply the concepr of SWOT analysrs.

Reading: Chapter 2 & SWOT Handouts & Volkswagen Canada
Limited (pg. 484-85)



week 5, Jan. 29, 3]

Week 6, Feb. 5.7

Week 7, Feb. 12, 14

hdarketing Plonning Marketing Strategy

Chaprer 3 Quiz

s Describe the relationship berween OBIECTIVES, STRATEGIES. end
TACTICS, Explan the PLAN-DOCHECK cycle What is e MISSION

ALLLANCES, ACQUISITIONS, DIVESTMENTS, and STRATEGIC UNITS?
o Explam how the elements of analysis. objectives, straregiesactics, and
evaluation combine to form the MARKETING PLAN

+ Exphain ihe PRODUCT/MARKET EXPANSION GRID {1 Common
Types of Marketing Srratepies)

Reading: Chapter 3 & Af-Donald’s Restaurams pg. 481-83

Segmeniation

Chaprer ¢ Quiz

s  What is MARKET POTENTIAL? What 13 SEGMENT POTENTIAL"
Whas is 3 SEGMENT? What s 3 BASIS FOR SEGMENTATIONT Why do
marketers vse MULTIPLE BASIS FOR SEGMENTATION" What i3 8
TARGET MARKET?

# Comparea MASS MARKETING strategy with a SEGMENTATION
HATALETY

s  Discuss the DEMOGRAPHIC SEGMENTATION Age, Gender. Income,
Occupation. Education, Maral Status, Family Life Cycle. and Efhmc

s Discuss GEOGRAPHIC, PSYCHOGRAFHIC. and BEHAVIOHR
RESPONSE SEGMENTATION

& Explain the MARKETING SEGMENT ATION CONTINULIM

o Provide differem examples of POSITIONINGT What 15 REPOSITIONING?
Reading: Chapter 6 & Chapter 5 (pg. 116-118 only)

& Club Med pg. 490-91

Comsrmer Qe havier

Chapter 5 Qulz,

Mid-Term Exam

e  Define CONSLMER BEHAVIOR Whyis Consumer Behawar refemed to
% & “blzck hax™

¢  Discuss ihe wifluence ot CLULTURE and SUBCULTLURE on ¢onsumeér
beehaial

o Lisiihen SOCTAL TLASSES How dues SOCIAL CLASS infleence buoyer
behavine™ Explam win INCOME and SOCIAL CLASS are different
segmentation vanables What s a REFE REMNCE GROUP?

o [hscuss fhe following mflugnces on consumer belavior FAMILY,
OCCUPATION, ECONOMIC CIRCLMSTANCES, LIFE STYLE, and SELF-
CONCEPT

o What 5 5 MOTIVE® Explam how MASLOWS HIERARCHY applies 1o
buving behasoe

¢ Explan why SELECTIME EXPOSURE. SELECTIVE PERCEPTION, and
SELECTIVE RETENTION are imporiant 1o markeders

& Wharman ATTITUDE" Whw are \hey imponant o marketees?

Reading: Chapter 5



Week 8, Feb. 21

Week 9, Mar, 5,7

— Week 10, Mar. 12

Consumer Behavior (continued)

+  Describe the BUYER DECISION-MARING PROCESS. Compare a
HIGH INVOLVEMENT decision with a LOW INVDLYEMENT decision.
What is COGNTTIVE DISSONANCE (buyer’s remorse)?

Indssrial Marketing  Froduct

Chapter 7 & Chapter 8 Ouelz -

& What are the 5 differemt BUSINESS MARKETS? [Mscuss how business-
buving decisions differ from congufier buying decisions.  Discuss the fole afl
PARTNERSHIPS in business-io-business markeuny What1s 2 BUY TG
CENTRE? Whar are the 3 types of BUSTMESS BUYING DECISIONS?

¢ What ts 2 PRODUCT? Whai is the TOTAL PRODUCT CONCERFT? Whhat
= a PRODUCT MIXT What is a PRODUCT LINE? What |5 a USSP Brefly
describe the 4 CLASSES OF CONSUMER GOODS® What is 3 BRARDY Why
do companies brand products? What 1% BRAND EXTENSION" Dnfferentaie
MATION AL brand from & PRIVATE LABEL Whatisa GENERIC BRAND™
What 15 CO-BRANDING?

¢ Wha are the 3 reasons for PACKAGING?

Reading: Chapter 7. Chaper 8

Prenfuct

Chapier 9 (PLC) & Chapter 4 Quiz

s  Describe the PRODUCT LIFE CYCLET What are the marketing
implications at each stage”

s Owtline the MARKETING RESEARCH PROCESS Differentiate between
PRIMARY and SECONDARY DATA Differentiate berween
CUANTITATIVE and QUALIT ATIVE rescarch  What is 2 FOCUS GROUT?
[hscuss the advaniages and disadyaniages of PERSONAL INTERVIEWS vs
TELEPHONE INTERVIEWS v MAIL SLURVEYS.

Reading: Chapter 9, Chapter 4

Weak 11, Mar 19,21 Prewfuct Pl

Chapter 9 & Chapter 12 Quiz

#  What are the 7 steps althe SEW PRODUCT DEVELOPMENT

PROCESY!

o What are the 1 advantages of gering 1o market quickly”

& Deseribe the  wisges a6 1he ADOPTION PROCESS Describe the 3
CATEGORIES OF ADDPTERS

o What s 3 MIDDLEMAN (ISTERMEDIARY)Y? What functiong 4o

rrddlemen periam”

#  Whai s a CHANNEL OF DISTRIGUTIONT Compare DIRECT

darrtmnion 10 INTHRECT dmnbunon

Reading: Chapter 9, Chapter 12



week 12, Mar, 26, 28 Place / Direct Markering - Marketing Commupicarnions

Chapter 12 & Chapter I4 Oudz

+ Compare [NTENSIVE distribution with SELECTIVE destribution and

EXCLUSTVE distritutson.

¢ Wha is CHANNEL CONFLICT? Why does &t oecer” What 13 VMS?

& What s DIRECT MARKETING? Contrast Darest Markeung with
Conventional Marketing,  Briefly describe & different Types of Drest
Marketing”

s  What {s MULTI-LEVEL marketng” How does it differ from conventional
distritnstion”

& What are the § elements of the PROMOTION MIX (Marketing

Communications)? What are the J purposes of promotion”

e \What i 3 PUSH sategy” What is 3 PULL strategy”

#  List 4 ways to determine & promotional budget.

s  What is 8 promotional campaign” Why is consistency impanan with

promotion’

Reading: Chapter 12, Chapter 14, Chapter 16 {pg. 401-09 only)

Week 13, Apr. 2.4 Markenng Commmications
Chapter 14 & Chapter 15 Quiz
& Wi is ADVERTISING” What s COOPERATIVE ADVERTIAING"
s Dscuss the refative meris of the following adverising mediums TV
RADID, NEWSPAPER. MAGAZINE, OUT-OF-HOME"™
+ What is PUBLIC RELATION §7 What i PUBLICITY? Compare publicriy
with advertising”
&  Listand deseribe 3 fow exampies of NEW MEDIA
e 'What is SALES PROMOTION" Recogmze the VLTI Ak promaotion
tools When 75 sales promotiofn used”
e What is PERSONAL SELLING? When &l vsed”
o What is EVENT MARKETING” What is 2 SPONSOREHIP? Discuss the
& FACTORS TO CONSTDER for participation uh event marketing”
Reading: Chapter 14, Chapter 15

Week 14, Apr. 911 Price Howew
Chapter 10 & Chapter 11 Oz
Tahe-Home Final Distribaied

¢ Compare PRICE with NOX-PRICE competition. Discuss the 5 FACTORS
AFFECTING PRICTNG [hscuss 1he 3 BASIC PRICING METHODS

* Compare 3 SKIMMING straegy 108 PEME TRATION strategy. What 15
PSYCHOLOGICAL PRICING? '

o Pracuce Cass

Reading: Chapter 19, Chapter 11 (pg. 258-61 and 271-73 only)
Waterioo Life Insurance Company pg. S07-08

Week 15, Apr 16-23 Final Exam (TBA)




