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COURSE NAME COURSE CCDE

TOTAL CREDI TS:

PHI LOSOPHY/ GOALS!

This introductory course is designed to give the student a basic
understanding of the functions and concepts applicable to today's
mar ket i ng environment. The course wll give an overview of the
term nol ogy and principles used today in the Canadi an environnent.
LEARNI NG OBJECTI VES:

Upon conpletion of this course, the student will be able to:

1) Relate to the nature, inportance and evol ution of marketing

2) Explain how a conpany's nmarketing activity is shaped by interna
and external environnental forces

3) Evaluate the evolving role of the custoner in relation to
contenporary nmarketing practice

4) Segnment a market, target a desirable segnent, and position a
product appropriately

5) Explain the individual and collective use of the marketing m x
i ngredients

6) Develop and evaluate an appropriate product strategy

7) Develop and evaluate an appropriate pricing strategy

8) Select and evaluate a distribution strategy

9) Select and evaluate a pronotion strategy

NOTE: In addition to the above objectives, the textbook begins each

chapter with specific |learning objectives. Students are encouraged to
review those objectives before reading the chapter and again after

readi ng the chapter. Classroom tinme is linmted and will be used
primarily to apply the marketing principles. It is therefore very

Important for students to attend class on a regular basis and to
prepare the pre-class assigninents.
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METHCOD OF ASSESSMVENT,

A final grade will be derived fromthe results of two teacher-assigned
tests and quizzes weighted as follows:

3 Tests 90%

Partici pation 10%

100%

The grading systemw || be used as follows

A+ 90-100%

A 80- 89%

B 70- 79%

C 60- 69%

R 0- 59%
Exam nati ons:
Students wll be required to wite both exam nations during the course
of the senester. The times and |ocations of the examnation will be

announced approxi mately one week in advance of each exam nati on.

Students who mss an exam nation nust provide a witten and signed
expl anation of their absence. Legiti mate expl anati ons woul d include
verifiable nedical situations, famly bereavenent, jury duty® etc.
For students who have not submtted an acceptable explanation, a
suppl enental exam nation mark will be reduced by 15%

Preparation and Partici pation;

Students are expected to attend ail classes, to read the assigned
material before class and to conplete all assignnents as required.
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METHOD OF | NSTRUCTI ON:

Classroom tinme in this course is extrenely |imted. St udents nust
take special care to conplete the readings and assignnents before
class. Cassroomtine will be devoted to the application rather than

the explanation of text material.

RESOURCE MATERI AL:

Requi red Text Canadi an Marketing in Action, Keith J. Tuckwell,
Prentice-Hall, 1991

Requi red Study Cuide: Canadian Marketing in Action - Study Cuide,

Donal dson, Shaftoe and Zabel i shensky;
Prentice-Hall, 1991

Suppl enent al  Text : The Least You should Know About Engli sh Basi ¢
Witing Skills, Teresa Ferstar Q azier
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TI ME FRAME FCR COURSE MNATERI AL,

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

Not e: The following directions refer to the text material. Pl ease
conplete all material for each chapter in the Study Cuide. The St udy
Quide test questions are self check and will be used as the basis for
qui zzes. The other assignnments will be reviewed in cl ass.
WEEK SUBJECT REQUI RED RESOURCES

Cont enporary Marketi ng TEST/ STUDY GUIDE - Chapter 1

Questions 1,2,4,5,& 6
Case: Dow Chemni cal

Mar ket i ng Environnents TEST/ STUDY GUI DE - Chapter 2
Questions 1,2,4,5, & 9
Case: Inperial Tobacco
3 &4 Strategi ¢ Marketing TEST/ STUDY GU DE - Chapter 3
Pl anni ng Questions 1,2,3,6, & 9
5 &6 Mar keti ng Segnent ati on TEST/ STUDY GUIDE - Chapter 4

Questions 1,4,8,9, & 11
Case: Foster Grant Sungl asses

7 & 8 Consuner Buyi ng Behavi our TEST/ STUDY GUIDE - Chapter 6
Questions 2,3,6,9, X 11

9 & 10 Product Strategy TEST/ STUDY GUI DE - Chapter
Questions 1,4,7, & 13
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WEEK SUBJECT REQUI RED RESOURCES
12 Price Managenent TEST/ STUDY GUI DE - Chapter 11

Questions 1,4,6 & 8
Case: Hightech Security Systens

Limted
13 Di stribution Planning TEST/ STUDY GUI DE - Chapter 12
and Physical Distribution Questions 1,5,7,8, & 12
14 Pronotional Stategy |I: TEST/ STUDY GUI DE - Chapter 14
Advertising and Public Questions 1,2,5,6, & 11
Rel ati ons Case: The Canadi an Foot bal
League
15 Pronotion Strategy I1: TEST/ STUDY GUIDE - Chapter 15
Sal es Pronotion, Questions 2,3,6,7, & 8

Personal Selling,
Event Marketing and
Sponsor shi p



