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COURSE OUTLINE 1
Course Name INTRODUCTORY MARKETING I (2006-2007)

and Code MKT1040

Total Hours 45

Credits 3

Prerequisite(s)

Corequisite(s)

Course Description

This course introduces the student to the basic theories and concepts in marketing as well as an understanding of how these
concepts are applied in the management of a company in both domestic and global markets.

Course Outcomes

Successful completion of this course will enable the student to:

1.
2.

10.

Discuss with examples, the extension of marketing into a wide spectrum of our society.

Define and distinguish the marketing concept and illustrate its application with examples from business or the business
press.

Define the uncontrollable environmental forces that impact on marketing and show how they apply to real-life or
business press examples of business situations.

Discuss the nature and significance of ethics and social responsibility in marketing.
Discuss the nature and scope of global marketing and world trade.

Discuss and show application of diverse theories of buying behaviour including relevant sociological and psychological
theories.

Distinguish between primary and secondary research to obtain elementary marketing data.
Distinguish between industrial markets and consumer markets.

Define traditional market segments and use the concepts of targeting and positioning to make elementary segmentation
decisions.

Discuss in simple terms how the marketing mix may be strategically planned to overcome weaknesses and take
advantage of strengths of a business.
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COURSE OUTLINE 2

Course Name INTRODUCTORY MARKETING I (2006-2007)
and Code MKT1040
Unit Outcomes Resources/Tests/Assignments

Successful completion of the following units will enable the student to:

1.0 Introduction

1.1  Receive and record course documentation and objectives
1.2 Be aware of course obligations and requirements.
1.3 Be aware of School of Business standards and practices documentation.
1.4 Discuss the importance of networking in marketing.
2.0  Marketing: Customer Relationships and Value Chapter 1
2.1  Define marketing and use the definition to explain the importance of (1)
discovering and (2) satisfying consumer needs.
2.2 Distinguish between marketing mix elements and environmental factors.
2.3 Discuss how organizations build strong customer relationships using current
thinking about customer value and relationship marketing.
2.4 Discuss the meaning of ethics and social responsibility and how they relate to
the individual, organizations and society.
2.5 Discuss what is required for marketing to occur and how it creates customer
value and utilities for consumers.
3.0 Marketing Environment Chapters 3
3.1 Identify the macro environmental factors that affect marketing decisions.
3.2  Discuss the major legislative framework that regulates marketing activities.
3.3 Identify categories of competition faced by marketers and outline the issues to
consider in developing a competitive strategy.
3.4 Discuss how the economic environment has a bearing on marketing planning
using examples from current business press.
3.5  Discuss how the technological environment presents problems and
opportunities for marketers.
3.6 Discuss how the socio-cultural environment influences marketing decisions.
3.7 Conduct an environmental scan and identify the relevant impacts and
initiatives.
4.0  Ethics and Social Responsibility in Marketing Chapter 4
4.1  Identify factors that influence ethical and unethical marketing decisions.
4.2  Distinguish among the different concepts of ethics and social responsibility.
4.3  Recognize the importance of ethical and socially responsible consumer
behaviour.
5.0 Consumer Buying Behaviour Chapter 5
5.1  Outline the stages in the consumer decision process.
5.2  Discuss the major influences on the purchase decision process —
psychological, socio-cultural and situational influences.
5.3  Distinguish between needs and motives.
5.4  Differentiate among routinized response behaviour, limited problem-solving
and extended problem solving.
5.5 Recognize how businesses can use knowledge of consumer behaviour to
better understand and influence individual and family purchases.
5.6  Analyze a typical consumer decision making situation using Fig. 5-4 as a

framework.



COURSE OUTLINE

Course Name INTRODUCTORY MARKETING I (2006-2007)
and Code

MKT1040

Unit Outcomes

6.0

7.0

8.0

9.0

10.0

Global Markets

6.1
6.2
6.3
6.4

6.5

Describe the nature and scope of world trade from a global perspective and
the implications for Canada.

Evaluate why some companies and industries in a nation succeed globally
while others lose ground or fail.

Describe alternative approaches firms use to enter and compete in global
markets.

Explain the effects of economics protectionism and the implications of
economic integration for global marketing practices.

Recognize how cultures differ and appreciate why cultural values, customs,
and symbols, coupled with language differences, make global marketing a
challenging assignment.

Marketing Research (Turning Marketing Information into Action)

7.1
7.2
7.3
7.4

7.5

Define marketing research.

Describe the stages in the marketing research process.

Distinguish between primary and secondary research.

Perform basic secondary marketing research using directories, trade journals,
relevant books, on-line data bases and the Internet.

Discuss how observation, surveys, and experiments can be used to generate
primary data.

Segmentation, Targeting, Positioning (STP)

8.1
8.2
8.3
8.4
8.5
8.6

8.7

Define and distinguish between consumer and industrial goods segmentation.
Define market segmentation and explain the factors involved.

Illustrate the steps involved in segmentation of consumer markets.

Use a variety of segment frameworks to identify the appropriate targets.

List the dimensions for segmentation of industrial markets.

Interpret a positioning map to identify gaps and opportunities in the
marketplace.

Justify a positioning choice strategy.

Managing Products and Brands

9.1

9.2

9.3

Explain the product life cycle concept and relate a marketing strategy to each
stage.

Evaluate and discuss the differences in product life cycles for various
products and their implications for marketing decisions.

Discuss alternative approaches to managing a product’s life cycle.

Managing Services

10.1
10.2
10.3
10.4
10.5

Describe the four unique elements of services.

Explain the service continuum.

Discuss the way in which consumers purchase and evaluate services.
Discuss the important role of internal marketing in service organizations.
Explain the special nature of the marketing mix for services.

Resources/Tests/Assignments

Chapter 7

Chapter 8

Chapter 9

Chapter 11

Chapter 12



COURSE OUTLINE 4

Course Name INTRODUCTORY MARKETING I (2006-2007)
and Code MKT1040

Required Student Resources (Including textbooks and workbooks)

Berkowitz et al., Marketing (6™ Canadian Edition). Irwin. ISBN 0-07-0985251.

Optional Resources

Globe and Mail, National Post, Marketing Magazine, Strategy Magazine (strategymag.com), as well as current business
publications

Evaluation

In order to successfully complete this course, the student is required to meet the following evacuation criteria:
Assignments to be typed or word processed
Correct spelling and grammar to be a factor in determining assignment grades.
Attendance level of 80% is mandatory.
Assignments submitted after deadline may not be accepted or may result in a loss of marks.
Achieve an overall (simple mean) grade of > 55% in the midterm and final tests.

Achieve a grade of > 55% based on the following evaluation tools/methods:

2 Tests (25% each) 50% Assignments: In — class assisgnments 10%

Quizzes 10% Research Project 20%

60% Presentation of Research Project 10%

All requirements must be met in order to pass the course. 40%

Other

Discussion groups, lectures and assignments are all employed in covering the subject material. It is important that the student
realize that the course will frequently digress from the text. Students will be asked to make presentations in the classsroom.
All material discussed in class, including student presentations become part of the course, and students will be tested on such
material.

All tests and examinations must be written on the dates and at the times scheduled. Students who miss these tests or
examinations will automatically be given zero grades unless they can defend their absences with medical certificates, death
certificates or court documents. Students are responsible for keeping all returned assignments and tests in the event of
disputes over recorded marks. A student who misses a class is responsible for obtaining any handouts and information on
course content, assignments, due dates, test dates, etc.

This course is a prerequisite for Introductory Marketing |1 (MKT1050)

Conestoga College is committed to providing academic accommodations for students with documented disabilities. Please
contact the Disability Services Office.

A course requirement sheet will be distributed at the beginning of the course and will be referred to in conjunction with this
course outline.

Prepared by Donna Jaggard

Division School of Business Campus Doon
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