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PH LGSCPHY AND QGQALS:

This introductory course is designed to give the student a basic
understanding of the functions and concepts applicable to today's
mar keti ng envi ronnent . Jihe course will give an overview of the
termnol ogy and principles used today in the Canadi an
environment. The enphasis in this course will be on the
pronoti on conponent of the marketing m x.

LEARNI NG CBJECTI VES:

Upon conpl etion of this course, the student will be able:

1) To relate to the nature, inportance and, evol ution of
mar ket i ng.

2) To understand that, " a conpany's narketing activity is shaped
largely by external, uncontrollable environnental forces, as
well as by the environnent within the firm"

3) To assess the evolving role of the consuner in relation to
contenporary marketing practices.

4) To segnent a nmarket, target a desirable segnent, and position
a product appropriately.

5) To distinguish anong the narketing mx el enents.

6) To devel op and eval uate an appropriate product strategy.

7) To understand the inportance and rel ationship of pricing,

8) To select an appr OE” ate nmeans of distributing (placing) the
product in the narket

9) To select and evaluate a pronotion strategy.

Note: In addition to the above objectives, the textbook begins

each chapter w th specific.|earning objectives. St udent s
are strongly encouraged to review those objectives before

reading the chapter and again after reading the chapter.
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METHOD OF ASSESSMENT: ( GRADI NG METHOD) :

Fi nal Exam nation ... . ... .. .. . o 30%
Mdterm Exam nation .. .. ... 25%
Qui zzes. . . 25%
Article Summaries. . . . . .. 15%
Preparation and Participation 5%

100%

Exam nati ons

Students are required to wite exam nations approximately at

mdtermand at the end of the semester. The tinmes and | ocations
of exam nations will be announced approximtely one week in ,
advance of each exam nation. Makeup exanminations will only be

allowed in limted circunstances:

(a) wverified nedical
(b) famly bereavenent

(c) jury duty

Students who work must schedule their work so that it does not
interfer with testing periods. Students who nmust mss

exam nations for any of the above reasons should notify the
instructor as soon as possible, preferably before the exam nation
is given. Unexcused absense will result in a mark of zero.

Qui zzes

There will be a nunber of unnanounced qui zzes during regular
class tine. These quizzes will reflect any material which has
been di scussed in class or has been assigned as readings. There
will be no makeups of quizzes foe any reason; however, the |owest
two marks will not be included in the final average for quizzes.

Article Summari es

Students will read and review three academ c journal articles
reflecting contenporary marketing issues. The typed article
summaries wll review the article and discuss its inplications in
marketing ternms. Each article summary will be presented in a
grammatically correct essay format. Each article summary shoul d
be condensed to about a page- to a page and a half. Students are
encouraged to submt article sumaries early in the senester.
Sunmaries will not be accepted after Novenber 30, 1990.
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Pl ease Note: Plagiarismis a very serious offence. Please refer
to the student Handbook,

Final G ade
The nunerical grades will be converted to letter grades on the
foll owi ng hasis.
A+ (90-100% G P.A equivalent = 4.0 ... Consistently .
out st andi ng
A (80-89% GP.A equivalent = 3.75. . . Qutstanding
achi evenent
B (70-79%9 GP.A equivalent = 3.0 ... Consistently
above average

C (55-69% G P.A equival ent 2.0 ... Satisfactory

or Acceptabl e
achi evenent
R (0-54% G P.A equivalent = 0.0 ... Repeat -
bj ectives of course not achieved and
course nust be repeated.

Assi gnnents nust be handed in to the instructor at the beginning

of class on the due date. Assi gnnments may be submtted in
advance but no assignnents vill be accepted after the stated
deadl i ne. No assignnment vill be accepted by way of the

instructor ~s mail box in the teachers'| ounge.

Homewor kK questions nust be conpleted properly.and be avail abl e at

any time to be submtted for eval uation. They too wll be
collected at the beginning of class and none vill be accepted
after that tine.

Qui zzes, tests, assignments, etc. will be returned to students
during one of the normal class tines. Any student not present
at that class nust pick up his/her work at the teacher's office
within two weeks after distribution. VWrk not picked up within
two weeks vill be discarded.

Tests, etc, wll be returned only to those students to vhom they
bel ong.

METHOD OF | NSTRUCTTON

This course vill be conducted primarily through reading,, student
assi gnnments, case studies, videotape presentations, |ectures and
di scussions'.
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It is the student's responsibility to make sure that he/she is in
possession of the textbook and course materials. If you are
absent fromclass in which a videotape was shown, you nmuy nake
arrangenents to view that presentation through Educati onal
Productions in the basenent of "H' wing (stairs opposite the
l'ibrary). Tests or quizzes may include videotape material or
any cither mater ial distributed in class.

RESOLfRCS MATERIAL:

TEXT; FUNDAMENTALS OF MARKETI NG - Fifth Canadi an Edition
Sommers, Barnes, Stanton, Futrell;
McGawHi || Ryerson Limted, 1989

Support Material: Magazi nes, Periodicals, Newspapers.

TI ME FRAME FOR COURSE MATERI AL - | NTRODUCTI ON TO MARKETI NG

Veeek Subj ect Requi red Read ing
1-7 The Field of Marketing =~ = Chapter One
The Marketing Environment = == = Chapter Two
The Marketing Mx. .. . . Pages 57-58

Mar ket i ng Denogr aphi cs and
Buying Power Chapt er Four

Soci al Goups and Psychol ogi cal
I nfl uences on Buyer Behaviour.... Chapter Five

* Product Pl anning and Devel opnent. Chapter Ei ght

Product-M x Strategies .. . = . Chapter N ne
Revi ew and Testing
TEST ONE
8- 15 Brands, Packagi ng, and ot her
Product Features === Chapter Ten

Price Determination.......... .. . Chapter Eleven
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Veek SMbl ect

The Pronoti onal

Managenent of Personal

Sal es Pronotion,

15 Revi ew and Testi ng

TEST TVWD

MKT-Jg?- ?
Cour se Nunber

Requi red Readi ng

Program = == = Chapter Sixteen
Sel l'ing..

Managenent of Advert ising.
and Publicity..

Retailing: Markets and
I nstitutions

Chapter Seventeen

Chapter E ghteen

Chapter Thirteen

The above schedule is subject to change and-is the proposed

weekly schedule of material to be taught.
the only subjects to be taught but

These are not
rather the major areas to be

covered and are presented to indicate the overall, general

direction of the course.
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