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Fundamentals of Marketing, Saommers, Barneszs, Stanton,
Mchraw Hill Ryerson, Seventh Canadian Edition, 1995,

The tert will be used extensively in this Course. You must
have access ta one. Using an esarlier edition le.g. sisth)
it acceptable.

Mil.

The development of a strategic model and 1ts implesentation
is the prime Focues for thas introductory course. Using the
principles of product; price, promotion, snd place, plus the
crucial importance of the consumer, students will develap
analytical skills.

¥ Toacguaint students with terminology and fundamental
concepts of marketing.
iy} To solve bustiness problems.

111} Toacquaint students with techniques used in de fitiing
and selecting target markets.

1] To scope elemente of buyer behaviour,

W To survey the components of the marketing mix to
outline how the marketing min relates to target
markets.,

wil To gpply learning via case methaod.

wi1il To expose students to group worh.

Culzzes c x 1B = Fadti 3 3
broup FPaper = 5%
Md Term Exam = 20%
Final Exam = v

Attendance 15%
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GROUMD: 1. A1l assigneents are due at the beginning of
RULES classe an the due date.

2. IF you feel vyou have a valid reason for an
extension to a due date, please request the
extension at least 24 hours in advance.

2. Unauthorized late assignments, if accepted, will
have a 15% per day late penalty applied to the
assignment grade.

4. All band-in assignments must be word processed
or typewritten,

ATTEMDAMECE: To get the most out of this course, regular attendance and
participation in class activities 1s required. Bocordingly, 1S
percent of the course grade will be determined by class attendance.

— ATTENDANCE WILL BE TAKEMN AT EVERY CLASS.

— The attendance grade will be calculated
according to the following formula:

Attendance = 1 = Unexplained Absences
Grade 75w Total classes .

EXRMPLE: Joe had S unexplained abzences aut of
52 classes,

Attendance = 1 — 5
Grade =

fu ol

— A scheduled class that ocours on the same day
as a testin ancther class Wall count
double for attendance marks (1.e., do naot ship
BA 1050 to study For a test in ancther class.) -

- Attendance alsao includes coming to class
prepared (1.8, assigned homework and reading
completedr and Coming to class on time.

As adult students with gther responsibilities,

You may encounter situations which prevent you

from attending a scheduled class. 1f you must

Bi%s a4 class, please inforne me, preferably be fore

your absence. (Call sy office, 839-27335). Upon

your Feturn, please show me that you have

Gbiained a copy of the notes you have missed fram

another student. If botd these things are

done, you will be eligible for the attendance

marks for the classies) which vou have missed, .
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DATE TOPICISIEEY QUESTIONS READIRNG
Jan. & Introduction

~Course outline Course

—Overwview of marheting strateqgy putline
Jan. 9,12 Introduction

~What 1% market? What 15 marheting? Ch, 1

~Describe the 3 stages of marketing
evolution

-Hhat 15 the marketing concept” What 1z
the societal marheting concept?

Jan, 16,18 Marbketing Environmaent
—kWhat 12 the gxternal macroenvironeent? Ch. 2
Briefly describe some af the iapartant
trends in each of the &6 areas of the
macroenvironment
—Hhat are the 3 spurces of competition®
=khat 1= the erternal micraenvironment?
—What is the internal environment?

Jarn. 23,25 Marketing Planning

. ~Describe the sanagensnt process Ch. 3
=Describe the strategic planfming pracess
—Explaln the following strategic models:
marketing warfare; product/market ¢xpansion
gridy Porter nodel; segmentation vs. mags
mnarketing
—kWhat 15 the marketirg mis™
—HWhat 1z a markéting plan™

Jan, 3@ and Segmentation
Feb. 1 =Quiz W1 - Tuesday, Jan. 38

—What 12 marhet potent:15l7 What 15 segement Ch. &
potential™

—“lWhat 1% & segment™ What 15 & bazi1s for
segmentatian™ What 15 a target market?
—What are the four guidelines far target
marhket selection?

-LCompare aggregation with segnentation.
—Hhat are the I3 conduitions for effective
segmentation”

—Briefly describe gecgraphic and demographac
segmrentation.

—What 13 the family cycle™
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DATE TOPICISKEY QUESTIONS HEADIMNG @

Feb. 6,8 Iarget Marketing
~“How do the charactéristics af business Chi. &
mariets differ from consumer marhets?
—Briefly deseribe psychegraphic and prdouct-
related segmentation

—What iz positioning” What 1s Fepositioning? Ch. 5
—bhat 1= niche marketing?
=kWhat 1% product differentiation?

Feb, 13, 15 Buyer Behavior

—Describe the buyer decsion making process Ch. &
—Eompare a high involvenent decision with
a low involveaent decision

—What iz a patronage motive?

—What 15 cognative dissonance {aha Duyeris
remorsa,l

—Briefly discuss the iapact of culture on
buyer behavior

—Explain why incame and social class are
dif ferent segeentation variables
~Breifly describe the characteristics of
the S social classes

—What 1s a8 reference group? What is an
opinien leader® What 15 an influencer?

Fepb. 2@, 22 Buyer Behavipr
—What 15 a motive? Explain Mow Masiow's
hierarchy applies to Buving behaviar
=Euplain why selective abttention, selective
distortion, and selective retention arg
imgortant to marketers
—How does learning ampact buyer behavior?
—How could a marketer use the concept of i
%elf concept?
—“Hhat iz an attitude® Why are they
important to marketers”
—What are Lthe 3 types of business By Ch, 7
classes? How does business buying differ
from consumer buying?
=What i1s a buying centra?
~Midteras Exam — February 22
Feb. 27, 29 READING WEEH
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Mar, 12, 14
Mar 19, 21

BA 1090: CLASS SCHEDULE 1996 (continued)

TORPICISHEEY QUESTIONS READIMNG
FProduct
—What iz a product? Ch. B

~Briefly describe the 4 claszes of consumer
products

—khat are the 6 steps of the product
development process™

=Descyribe the B stage in the adoption process
=Describe the S catenories of adopters

—dnat are the 5 characteristice whach affect
the rate of adoption?

—dWhy do new products fail? Why do they succeed?

Froduct

=khat 15 a product aix® HWhat are e Ch. 9
dimensions?

—Describe the product life cycle. What

are the marketing implications at each

stage"

—What 1% planned obhsoleseance?

=kWhat 15 a brand® What i= brand equity? Ch. 1@
Why do companies brand products?® What 1s

a brand extension?

=Differentiate a national brand From a

private label

—kWhat are the 3 reasons Tor packaging?

—PAPER DUE — March 14

Place

=Hhat 1= a maddleasn? Lhat functicns do Ch. 14
middlemen perform? What 15 a chhanne] of
distributian?

—Compare dirast distribution o indirect
distribution

=What 1s a VM5?

—Compare 1nternsive distribution with selective
distribution and euclusive gitstribution

=dWhat 15 channe] conflict? Why does it

poCury
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TOPIC(SEEY QUESTIONS READING

Mar. £6, 28 -QUIZ #2 — March 26

Apr. 3, %

Apr. 1@, 12

Promotian

“What are the 5 elements of the proamotian Ch. 17
mim7

“Hhat are the 3 purpeses of pramotian?
~Compare advertising~doainant promotional
Situations with perzonal selling~doaifant
Framotional situations

“kWhat is a push strategy? Whnat iz a pull
strategy?

“L1st 4 ways to determine a promotional budget.
—What 1= & Rromational campaign?

Fromption

“khat ie advertsing? What 1= Cooperative Ch. 19
advertising?

=Discuss the S criteria for media selectian
“Discuss the relative merits of the follpwing
mediar t.v., radio, NeWipaper, magazine,
cut-of-haome, direct mail

=What is sales promatign™ Recognize varipus
sales promotion tools, When 1% sales
promotion wseg?

—Hhat 1% public relations" What 15 publicity?
Compare publicity with advert: sing

Price

el 1=

-Compare price with nen—price competition Ch. 13
—Compare a marteting ShRimmibg ftrategy to

@ Barket penetrat;on strategy

=What is psychclogical pricing?

—REVIEW and FINAL Eyom ERER

JaMNUARY 1994

P
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SHORT PAPER OM CONSUMER BEHAVIOUR

VALUE = 15% OF FINAL GRADE

Un page =49 in the text is a vignette entitled Peter Taylor Buys Running
Shoez. The assignment asks you to analyze what happens in light of three 13
consumer behaviour tools that were discussed in class. In other words,
EXPLAIMN what happens using the tools.

Your paper should be three toa faur typewritten pages idauble spacedl, have an
Imtroduction, Body and Conclusion, and BE STRUCTURED. Two marks will be

deéducted From unstruskured papers, Each tool should have FIVE markable
points which may consist of:

*how his behaviour followed ar diffeved from the madel
*wbiy he behaved as he dig

" thé reasons why he chose Mike/Sports Ewperte

" other byt tpecifyl

Legical, analytical thinking will be rewarded; a rambling story will fot. Case
or tool supported statements will get marks whereas gut feel and Rarheting
babble will not.

The paper should be a group effort (2 or 3 per group) and all will get tdentical
Ogrades.,

These are fifteen soft marke 1f you Follow tnstructions.




ANALYSIS

DEFIMITION: To Analyze: to take to pieces, to vesolve inta
elements, to examine critically part by
part.

In other words, analysis sheds Iight on and makes meaningful raw data.
Dualitative or guantitative raw data are mere description and a: such
worthless in teras of marhs,

The following activities are a partial listing of analytical activities:

compare and contrast (absolute and relative)

commente, observations and insights

Judgements, conclusions and implications

assessment of value, appropriateness

cause/efiect relations, separation of syaptoms and prablen
patterns, trenods, generalizations

central tendencies

use of theory or model to explain data

etec.

Example:

al Description: Person

2
u
*

Fred BS
Jow =1
Suzan o8
Max 4o
Dagmar 48

b} Analysis:

icentral tendencies — mean, median, mode, standaed, deviation, shew,

graph
P or fails, ¥ fails
BH of excellents, ¥ pxcellents
¥males do better than fesales
fthose with names with last letter hefore "f" do better
feven increments af A/5
igtrc.
SumsEary

Analysis 1s the massaging of data with the cbjective of making the data
meaningful and useful. Cosputers generate data, managers analyze it low, at
least, instruct the computer to analyze 1t) It 15 iepossible to make good
decisions based on description: analysis is mandatary,

Writing Style: Hints for Students

Students have, quite legitimately, complained that my expectations pertatning
to written submissions have been vague and/er unrealistic. To address this,
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S ALE note Lhe following:

Colloguialismg - use is discouraged but i f appropriate, should be
in quotes eg. "max out.”

Snelling — bBuyand uss & dicki onarty. In porlicular, please tage note or
g#rrors identified and learn fros thea.

Grammar - at the college level, it is presumed that errors of grammar
shiould be rare. In particular, please watch nounfvers
agregement.

Bossessives = a small but telling difference in English quality, eq.
the company's assets not companies assets.

Recurring Errprs —

Correst Incorrect

develap develope

definite definakte

rationale rational

a lat alot

Singular/Plural - The following are often confused by busing=ss

students.

Singular Plural

datum dakta

criterion criteria

appendis dppendices

m i ol W media

phenaomenon phenomena

Ehruckure = Structure 18 hey for 2 reasons:
1} arganized writer's thinking and analysis
11) Eas®s reader’s Lacks

By structure,l mean a systematic and legical series of titles, subtitles
and frumbering tcheme,

Example:

A. INTRODUCTIOMN

B. ANALYSIS

i Current Situation
ik Eales
i1} Competition
ok Domeatic

The importance of structure cannot be aver emphasized. Failing todo so
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creates probless; it does not zalve them, and no manager 1 know 6f would
accept a decument of sore than one page without coherent structure,

FINALLY: Rurpase or gbjective statements are invaluable tools and

deserve freaguent use.

2g. "Qur purpose in examining competitive pressures is to
highlight their growing intensity ,..."

eg. "The gbjective of minimizing risk is best determined by

verb.”
LData - Charts and lengthy galculation =hould be in appendices. A
suggested format fer dealing with charts is:
eg. TITLE: Question 1@
1 g 2 & 35 7Total
Raw # & & S 2 & 21
n 2686 19.0 238 9.5 19.0 99.9
Mean lweightedi: 2.71
Conclusions: i} Wide spread suggests .. .
Alvo, histograms i(bar charts) are useful visual tools, but
should not replace sound analysis.,
Sundry:

Street language is never acceptable
eg. sort af, kinda, try and do something, a lot

Point form 1s acceptable as long as it doesn't appraach
"punchifness:
EQ. Adwvantage

- Cheap

Bullet format {such as sundry section} is another wvaluable
structure tool.

Unless warranted MUSH wWwirds (sucl 55 may, F|-E"|‘"hap5-1 Cﬂullﬂ, light,
etcd are not acceptable,
HOPE THIS HELPS, (ALDT).




