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II'IThODUCTIOIN TO HHAKKIIITING Mkt 101-3
Course lJaxae Course Number

PhILUL50PHY AMU GOAL":

Tnis introductory course is designed to give the student a basic
understanding of the functions and concepts applicable to today's
mar keting environnent, Tne course will give an overview of the

termnology and principles used today in the Ginadan environnment

LEAUiaim OBJECT | VEIJ:

In addition to tne follow ng objectives, the textbook begins each
cha.pter witn specific |earning objectives. Students are strongly
encoura.gea to review those objectives before rea. ding the cha. pter
and again after reading the chapter. Upon conpletion of this
course, stucent be able to:

1) Relate the role and philosophy of marketing to the satisfaction
of human needs and wants-

2) Understand the uncontrollable environment in which marketing
nust operate.

'3) Assess the evolving role of the consunmer in relation to
contenporary laa rKeting practices.

4) Distinguish between marketing activities designed for the
consuner market and na.rketing activities designed for the
orga.ni zationa.l ma.rKet.

'3 Segnent a. narket, target a. desirable segnment, and position a
product a.ppropriately.

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

9) Select an a ppropria.te nea.ns of aistributing (pla.cing) tne
product to consuners.



HI"THO OF AMLILSMMEIJT: (OKADII™O iiFTriuD);

Stuaents will be evaluated on tne follow ng ba.sis:
A Quizzes (10) i~ 25 points 200 points 40f .
i3. Tests (2) iG' 100 points _ 200 points 40“A-b
C. iiomework (10 Assigments t) 2 Points) 50 points 107

10ty 5 points) 50 points 107

D. Attenaance/Participation 500 point s 1000

A, Qzzit;0 - There will he 10 quizzes at 25 points each during
the semester. utuaents who write all 10 quizzes will have the
potential of a bonus 50 points. All quizzes must be written
during tne cla-ss time and there will be no rewites or supplemental

qui zzes for any reason. Please refer to the "TITM FRAWE FOR
AQKLIN HATLRITAL™ in this course outline for the content and the
timng of the quizzes.

B. TKIJTS - There will be 2 tests at 100 points each during the
semester.

The M DTKHM (100 points) test will be held on:
- COctober 25. 1988 - LA1B
October 26, 1988 " j3A1A, BAL1C, Advertising Art
Oct ober 27, 1988 . jiaID
This test will he held during the regular class time in the
schedul ed classroom  This test will cover inaterial from Chapter
1, 4, 5 6 and 7. (THFRL 7/ILL i3 NO REWRI TES OF THI S TEST!)

The FINAL (100 points) test will be held on December 16, 1988 from
9:00 A°M until 12:00 noon in the Gymnatorium The final test
will include material fron the remainder of the semester. This
test will not include material covered during the materm

The COHPREHEL*JIVE FINAL (100 points) test will be held on Thursday
December 20th in room A 201 at 3:00 Prl. In order to qualify for
this test students nust nave:

1. Alegitima.te and substa.ntia.ted rea.son for mssing the test.
Proof / docunment at ion may be required. In this case the conprehen-
sive test mark will replace the mssing test mark and the
student's final “ade will reflect the work submtted during the
entire yea.r.

or

2. A semester gra.ae avera.ge of between 4&'= -55fa In this ca se
the conprehensive test mark will repla.ce the |owest test nma.rk,
Tne fina.l gra.de will reflect the entire semester work but the
hi ghest gra.de possible in this circunstance is a. "C'". In other
words you will be required to naice a. significa.nt effort all
semester .


ca.se
gra.de

In a.ddition to the preceding, in order to qualify for the
coni prenensive final test students nust:

1. Have all assignnments ana homeworK up to da.te.
2. iiave an a-ttenaence ra.te of 85/~ or better.

C. ri OKwWKK - All nonmework a.ssignoents nmust be conpleted and
available for submssion at the beginning of each cla.ss. Late

assignments will not be accepted. |If you expect to mss a. class
or if you expect to be late, you would be wi se to give your
homework to someone who will be at class so that they can submt
it for you.

D. ATE)IDNJE - Attenaence will be taken during every cl ass. It
is inportant for students to aevelop a. constructive work ethic amnd
a. sense of responsibility. It is inportant for students to be on

time for cla.ss, to participate in discussions and to not distract
ot hers.

M ML KAD @ ]

The nunerical grades will be converted to letter gra.des on the
foll ow ng basi s-

A+ (90;-b-100>%1) O P.A equivalent 4.0 - Consistently Qutstanding
A (80"0-89") G P.A equivalent 3-75 - Qutstandi ng Achi evenent
b ilQ™Ifo) GP.A equivalent '~0 - Consistently Above Average
Acni evenent .
0 (s G P.A equivalent 2. 0- oatisf actory or Acceptable
Achi evenent
h (O"Afo) GP.A equivalent 0.0 - Repeat - bjectives of course
not achi eved and course nust
be repea-ted e

Ti IXThQKy:  required
(1) Marketing ehJssentials, Kotler, licDougall, Prentice Hall, 19B5.

(2) Marketing Essentials - Course rda.terial, Kuchma, Boushear, 1988

M LTHOD Ob' | HJ | - HUCTI CH

This course will be conducted primarily through resding, student
assignments, case studiles, videotaps presentations and giscussion
It is tne student's responsibility to make sure that ne/sne is in
vossezsion of tne texthook, and course aaterials. If you are

agbsent from a class in which a2 videotape was shown, you way nake

that 1d + 1“ - h th 1. +
a.rrangenents to viev; K7 YIIRPTARS TPTANK 2 AR AT ACTRR

Productions in the na senent of "h" W|ng (stalrs opp05|te t he
Li brary). Tests or quizzes may include viaeota.pe material or any
other materia.l distriouted in class-
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TIME FRAI-ii; FOR CQURSIi MATERIAL:

Subj ect to change, the follov/ing is the proposed schedul e of

topics whicn will ne included in this course.
VWeek 1. Sept 6 - Sept 9 Oientation
IlveeK 2. Sept 12 - Sept 16 Chapter 1
vk 3- Sept iy - Sept 23 Cnapter 4

(QUZ ON VEEK 2)
WeK 4- 3ept 26 - Sept 30 Cnapter 5

(QUIZ on 'K 3)
weeK 5- &t 3 - &t 7 Chapter 6

(gj1Z ON VEEK 4)
Week 6. Uct 10 - Oct 14 Chapter 7

(QUIZ ON WEK 5)
Wek 7. Ot 17 - Ot 21 Revi ew

(QUZ ON WEEK 6)
Week 8- Oct 24 - Oct 28 MIDTEXHM TEST
Wek 9. Ot 31 - Nov 4 Chapter 14, Chapter 15

(1) from page 297
to page 300 (ldentifying the Target Audi ence)
(omt figure 14-1)
(2) fron page 309 (Nature of Each Pronotional Tool)
to page 311 (Pa.ctors in Setting the Prono. M x)
(3) from page 317
to page 331 (Sales Pronotion)

WeK 10. Nov 7 - Nov 11 Chapter 16, Chapter 8

(1) fron page 349 (Recruiting- and Sel ecting Sal es Reps
to page 357 (Summa.ry)

(2) from page 173
to page 178 (Industrial Goods Cl assification)

(3) froma page 181 (Brand Deci sions)
to page 189 (Custoner Service Deci sions)

(QUZ ON WEEK 8)

week 11. iJov 14 - Nov 18 Cha.pter 9
(guUlZ ON "a"h"K 9)

WeK 12. rJov 21 - Nov 25 Cha.pter 10, Chapter 11
(1) frompage 223 (Selecting Price Objectives)
to page 225 (Determ ne Dena.nd)
(2) from page 22b (Select a Price Method)
to page 233 (Summa.ry)
The whol e chapter except figure 11-1
(QUZ ON VEEK 10)



rt/eeKi;» Nov 28 - Dec 2 Chapter 12, Chapter 15
(1) frou page 25 (WY mdal enen are used ONLY)
(2) froli page 271
to the bottom of page 281
(5 from page 287 (\Wol esaling)
to page 288 (Types of Whol esal ers)
(WU Z ON WEKK 11)
WeX: 14* Dec 5 - Dec 9 heview
{QUIZ O wir'eK 12)

Week 15. December 16 (9:00 - 12:00) Tii.ST Hi GYMIJAATORIUM
Wek 16. December 20 (3:00 - b: 00) COMPHEHINGViJ PINAL



