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MARKETI NG | MKT 109
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PH LOSOPHY/ GOALS:

This introductory course is designed to give the student a basic
understanding of the functions and concepts applicable to today's marketing
environment. The course will give an overlew of marketing principles,
focusing on the function of promotion (advertising and personal sales).

METHCD OF ASSESSMENT ( GRADI NG METHCD) :

Students will be evaluated on the follow ng basis:

Three tests 30%
Skills Devel opment Assessnent 20"
TOOy

Dates of the tests wll be announced approximtely one week in advance.

Students nust wite all three tests. Students who mss any test wll receive
a zero for that particular test. The exception being a student not able to
wite because of Illness or other legitimate reason such as jury duty, famly
bereavement, etc. In such cases the student must contact the I'nstructor In
advance of the test and the student nust provide an explanation which is —
acceptable to the instructor. (Medical certificates or other appropriate
proof may be required.)

In all other cases, the student will receive a mark of zero "oy that test
and must repeat the course. 1There Wil De no rewites of individual Tests.

FINAL GRADE:

The final grade will be based on the following scale:

A=85%or nore
B=70%to 84%
C=55%to0 69%
R=154%or |ess

SKI LL DEVELCOPMENT ASSESSMENTS:
The student will be evaluated on such factors as:

- the degree of your Invol vement

- the extent of personal conmm tnent

- the motivation to learn as well as unlearn
- the quality of contribution made

- the ability to handle conflict



The skill devel opment approach requires that students put forth a quality
effort whiTe they are present in the cTassroom Thus, studenis are expected
fo aftend cfass on a regular basis and to participaie ITn class diSCUSSIONS.

Students who are absent from classroom discussions or students who are not
adequately prepared prior to classroom sessions can expect the skill devel op-
ment assessment to reflect their lack of effort. A poor SDA eval uation may
cause a student to be dropped one or two letter grades regardless of the
quality of their work.

In order to conplete this course successfully, each student nust meet the
following requirements:

1. Mist complete, in a fashion acceptable to the instructor, all assignnents
and semester work.

2. Mist wite all tests and achieve a mininmmof 55%on at |least two of the
three tests.

3. Mist have an overall mark of 55% based on the three tests and skills
devel opment assessnent.

Students who do not achieve a mninum overall mark of 55% may be allowed to
wite a conprehensive test, in limted circunstances-

A student with a final mark of 45% to 54% may apply to the instructor for
permssion to wite a conprehensive test which will be based on work fromthe
entire semester. The instructor may allow the student to wite the conpre-
hensi ve test based on the student's attitude, participation in class and
provided that the student has attenpted all semester tests and given sone

i ndication of potential success on a conprehensive test.

It is the responsibility of any student in this category to apply to wite
the conprehensive test immediately when the final grades are posted

A final grade of "C'" wll be assigned to any student who obtains 55% or nore
on the conprehensive test. In al other cases, students with a final grade
of less than 55%will have to repeat the course

TEXTBOOK( S) :

Foundation of Marketing (essentials edition), M Dale Beckman, Louis E
Boone, David L. Kurtz, Holt R nehart and Wnston of Canada Limted
1983.

COURSE OBJECTI VES

This course will enable students to understand and appreciate the inportant
and expanding role of marketing in nmodern business.



This course has been designed:
1. As a foundation for a nmore advanced course at Sault College or elsewhere

2. As a conplete basic marketing course necessary for those pursuing other
busi ness adm nistration interests.

3. To be relevant to today in a relatively new and dynamc field.

4, To neet the needs of the consumer citizen who is expecting to spend/
consume several mllion dollars in a working lifetine-

| NSTRUCTI ONAL METHOD and/or MAJOR ASSI GNMENTS:

Lecture, discussion, homework assignnents, and supplenentary readings will

cover the course material- AV presentations wll be shown depending on

availability of material.

TEXT REFERENCES - RELATED READI NGS

1. Students are advised to purchase the follow ng study guide:

Foundation of Marketing Study Guide, C.E. Geene, Holt, Rnehart and
Wnston of Canada Limted-

2. "Marketing" magazine and "Advertising Age" (available in the school
Learni ng Resource Centre)-

3. Business magazines and newspapers ("dobe and Mail" - "Report on
Busi ness").

4. Hotel and Restaurant Trade Journals.

TIME FRAME FOR COURSE MATERI AL:

Subj ect to change, the following is the proposed weekly schedul e of subjects
which will be included in the instructions. They are not necessarily the
only subjects to be taught but rather the major areas to be covered and are
presented to indicate the overall, general direction of the course.

VEEK 1 | NTRCDUCTI ON AND ORI ENTATI ON Chapter 1

The marketing process
the evolution of the study of marketing
- mhy study narketing
- the marketing controllables
- marketing utility



VEEEK 2

WEEK 3

THE ENVI RONVENT FOR MARKETI NG DECI SI ONS

The dynamc nature of the environnent
- the four enviromental uncontrollables
- the conpetitive environnent

- the legal environnent
- the econom ¢ environnent
" the societal environnment

CONSUMER  BEHAVI QLR

VEEEK 4

\lhat you are is where you were when.
Basi ¢” concepts

- self concept

- needs and notives

- perception

- attitudes

- | earning

| NFLUENCES AND THE CONSUMER DECI SI ONS

VEEEK 5

- social influences

- group behavi our

- the consuner decision process
MARKET SEGVENTATI ON

VEEEK 6

- understanding the market (people)
- denographics - the famly cycle etc.
- geographi es
- psychographics - lifestyles

- product attributes - user status
MARKET SEGVENTATI ON STRATEGY

VEEK 7

concentration/differentiation
- product market matching
- the segmentation process
MARKETI NG RESEARCH

- the inportance of accurate information

- sources of information (primary/secondary)

- the research process
- the sanpling procedure
- marketing information systems (MYS)

Chapter 2

Chapter 3

Chapt er

Chapter 6

Chapter 7

Chapt er



WEEK 8

PRODUCT STRATEGY

WEEK 9

- product life cycle/product adoption curve

- consuner goods vs industrial goods

- conveni ence/ i npul se/ speci al ty/ shoppi ng goods
- industrial goods and services

PRI CI NG

WEEK 10

- pricing objectives and profitability
- market size/ market share

- pricing theories

- price determnation

- markups

- discounts/all owances/ rebat es

CHANNEL STRATEGY

WEEK 11

- identifying the mgjor channels

- determning the optinum channel (s)

- push/pul | strategy

- market coverage (intensive to exclusive)
- channel conflict/channel captains

- vertical mrketing systems

VHOLESALI NG

VEEK 12

VEEEK 13

- the functions of mddl enen
- the types of wholesalers
- the costs of wholesalers

REHQILING .

- the types of retailers
- by shopping ieffort

- by services .

- by product 1ines

- by location ,

- by form of ownership

- retailing trends

- the wheel of retailing
- the retail life cycle

RO ON

communi cation

the pronotion mx

promotional objectives

budget i ng

measuring promotional effectiveness

co-ordinating the promotional plan
the value of promotion

Chapter 9 "

Chapters 11
—and 12

Chapter 13

Chapter 14

Chapter 15

Chapter 17



WEEK 14 ADVERTI SI NG Chapter 18

hi story of advertising

advertising objectives

the types of advertising

nedi a

the advertising function

assessing advertising effectiveness

sal es pronotion, public relations, publicity

VEEK 15 PERSONAL SELLI NG Chapter 19

- sales tasks

- the chain of the sale
retail selling
sal es managenent functions

Not e:
** Additional readings will be assigned as the course progresses.
** The above schedule is subject to change.






