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liJhUDUCTIOH' TQ HAKKETIUa Mkt 101-3
Course i“ame Cour se | Juaber

Tnis fundanmental introductory course is designed to give tne
student a. basic understanaing of tne functions and concepts
applicable to today's marketing environment. The course will give
an overview of tne term nology and principles used today in the
Canadi an environnment with a specific enphasis on the retailing

i ndustry.
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Upon conpletion of this first semester course, the commobn senester
student in ousiness a.amnistra.tion will be able to:

1) Kelate the role and phil osophy of marKeting to the satisfaction
of numan needs and wants.

2) Understand the uncontrol |l able environnent in which narketing
nmust operate.

3) Assess the evolving role of the consumer in relation to
contenporary marKeting practices.

4) D stinguish between nmarketing activities aesigned for the
consuner marKet and narketing activities designed for the
organi zati onal market.

p) Segment a market, target a. desirable segnent and position a.
product appropriately.

b) Select and evalua.te a. pronotion strategy.
7) Develop and evaluate an appropriate product strategy.
6) Devel op an appropriate pricing stra.tegy.

9) Select an appropriate nmeans of aistributing (placing) the
product to consuners.

WThOD @' ASSLSSMi I M: (GO rj G HTJ: 10D) :
Students will he evaluated on the follow ng basis:
Test nunber one: 25yi

Test nunber two:
Test nunoer tnree: 40N
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Tests two ana three will incluae nmaterial from previous chapters.

The specific aates o_ tests will be a nnouncea in class
approxi mately one weeK in aavance.

Students nmust wite all tests. students who mss any tests wll
receive a mark of zero for that particular test. The execption
bei n® the student not able to wite because of illness or other
legitinmate reason such a jury duty, famly bereavenent, etc.

[inere will be no rewites, raaice-upor supplenmental tests except in
the exceptional circunsta.nces nentionea a.bove. Please informyour
instructor in advance of anticipated absences. Just cause for
absence mnmust oe substantiated. Student travel ana stuaent

enpl oyment are not consiaerea acceptanle reasons to aefer testing.

The nunerical graaes will be converted to the letter grades on tne
foll ow ng scal e:

A+ =  90% - 100N
A = Q0% - Q3%
b = 70% - 79%
C =  bhii> - by’

SKILL DmVii.LOI'HMT:

In preparation for a career students should recognize that in
aduition to know eage, sKills (the application of icnow eage) and
a. positive mental attituae are essential ingreaients for success.
St udents shoul a evaluate thenselves on the foll ow ng oasis:

- the aegree of their involvenent

- the extent of tneir personal conmtnent

- the notivation to learn as well as to unlearn

- tne quality of contributions nade

- tne ability to handle conflict

As a mninmum responsibility students shoul d:

- be at class regularly

- be on tine

- not aistract others

conplete the required readings and assignnents.

Ti ; XTBOUK(S): required

(1) I'-iarKeting .Essentials, Kotler, I[IcDougall, Prentice iiall , 198b-
TLXT+00K(S): suggestea

(2) MarKeting essentials - Stuay Guiae ana Workbook, Prentice riall
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Tt O):
This course will be conducted prinarily through reading
assignnents ana discussion. Projects and mni-cases will oe usea

to reinforce the Know edge and skills tne student has acquired.
Qurrent handout nmaterial and videotapes w |l supplenent tne
texthooK It is the student's responsibility to nake sure that
he/she is in possession of tne nandout material and has viewed tne
videotapes. In adaition to textbook material, all infornation
delivered in class will be subject to testing.

TIME “"Hlii. FCR COUHOE NMATERI AL:

Subject to Change, the following is tne proposed schedul e of
topics Wiich will be incluaed in this course.

Hour s
Chapter 1 4
Chapter 4 4
Chapter 5 4
Test If 1 - 20/~ (1 hour)

Ohapter 6 4
Chapter 7 -4
Chapter 14 from page 297 to page 300(ldentifying the target

audi ence) omt figure 14-1. 1

from page 509 (nature of each pronotional tool) to
311 (factors in setting the pronotion m Xx)

Chapter 15 from page 317 to page 331 (sales pronotion) 2
Chapter o frompage 549 (Recruiting and sel ecting sal es
representatives) to 557 (Nummary) 2

Test ff 2 - 550 (1 nour)
Chapter 8 from page 175 to page 17b (industrial goods

cl assifications) 1

from page 1dl (brand decisions) to page 1i9

(Qust oner service deci sions) 2
Chapter 9 5
Ohapter 10 from 225 (selecting price objectives) to page 224

(Det erm ne demana

frompage 223 (Select a pricing netnod) to page

255 {gurm"ary) 2
Chapter 11 whole chapter except figure 11-1 2
Chapter 12 page 255 (why mddl enen are used) only 1

Chapter 15 frompage 271 to 281 (bottom of the page)

from page 287 (vjholesaling) to page 288 (Types of
v/ hol esal ers)

Test jf 3 - D/i> (2 hours)



