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STUDENT EVALUATION: 

Written work 20% 
(there w i l l be 2 wr i t ten projects such 
as case studies, t rue- fa lse questionnaires, 
and mul t ip le choice answers) 

Tests - 2 on overal l understanding - - - — - - 30% 

Verbal presentation and class par t i c ipa t ion - - - 50% 

Due to the need fo r week to week e f f o r t and class par t i c ipa t ion attendance is 
essent ia l . 

Rewrites w i l l be at the d iscret ion of the ins t ruc to r . If w r i t t en work is not 
done or an " I " grade is given, there w i l l be a maximum of 2 re-wr i tes in t h i s 
course. Grades w i l l be averaged fo r a f i na l mark. 

Fai l ing to hand in wr i t ten work on time or the absence from any tes t must be 
discussed wi th your ins t ruc to r . 
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This course w i l l enable the students to develop s k i l l s in marketing techniques 
which can be applied to the hosp i ta l i t y industry. 

OBJECTIVE: To provide the students with a basic knowledge of : 
a) Advertising 
b) Sales Promotion 
c) Market Research 
d) Public Relations 
e) Publicity 

TEXT: none required 

METHOD: 
!!}§_925§_§Jydyjiiethod o f learning business and marketing subjects is 

r e c 0 g n . j z e ( l as be jng -the most e f fec t i ve as it 
simulates real s i tuat ions and prepares the student 
for the pract ica l appl icat ion of knowledge and s k i l l s . 

Lecture^&^Discussion^^eriods by the ins t ruc to r and people from the business 
c o m r n u n ^ y w . j i i SUppiement the learning process 
to give added d i rec t ion and pract ica l i ns igh t . 

SUBJECT MATTER: 

1. The role of advert is ing in the marketing mix. 

2. Sett ing the advert is ing budget. 

3. Evaluating copy and layout . 

4. National brand vs. generic products. 

5. Sales management functions and organization s t ructures. 

6. Sales t ra in ing and meetings. 

7. Analyzing and evaluating sales performance. 

8. Compensating sales people. 

9. Sales forecast ing and planning. 

10. Why marketing research. 

11. Sources of research informat ion. 

12. The typ ica l marketing research pro ject . 

13. The public re la t ions ro le . 

14. Creating pub l i c i t y oppor tun i t ies. 


