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COURSE OUTLINE   

BA 1090 3(3-0-0)UT – Introduction to Marketing 

Instructor Trevor Thomas Phone 539-2824 (office) 

Office C309 E-mail tthomas@gprc.ab.ca 

Office 

Hours 

Monday and Wednesday 

12:00 –1:00 pm or  

by appointment 

  

 

Prerequisite: 

None 

Required Text/Resource Materials: 

Tuckwell, Keith J.  Think Marketing.  Scarborough: Prenctice-Hall, 2012. 

THE TEXT WILL BE USED EXTENSIVELY. 

Description:  

The development of a strategic model and its implementation is the prime focus 

for this introductory course.  Using the principles of product, price, promotion, 

and place, plus the crucial importance of the consumer, students will develop 

analytical skills. 

 

Credit/Contact Hours:  

This is a 3 credit course. 

 

 

Grande Prairie Regional College 

Department of Business 
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Final Exam 
 

Like the midterm exam, the final exam will test your ability to apply the course 

material.  Half of the exam will be a take home case study.  A variety of other 

questions (i.e. multiple choice, short and long answer, etc.) will make up the 

other half.  The Registrar will schedule the date and time for the final. 

 

Class Schedule  

 

Date  Topics / Key Questions        Reading 

 

Week 1  Course Outline / Marketing Fundamentals 

 

- Review course outline     Course Outline 

-What is a TARGET MARKET? What is POSITION?      

  -What is the MARKETING MIX? What is a PRODUCT?    

-What is PLACE(DISTRIBUTION)? What is PRICE?  

                 -What is PROMOTION?  What are the PROMOTIONAL TOOLS?  

- Describe the relationship between NEEDS, TARGET MARKETS, 

  POSITION and the MARKETING MIX? 

                           

Week 2  Contemporary Marketing 

- What is MARKETING?  What is a MARKET?   
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Week 4  Strategic Market Planning 

- Describe the relationship between MISSION STATEMENT,                       
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 to marketers.  What is VIRAL MARKETING? 
 

-Discuss the following influences on consumer behavior: AGE and LIFE CYCLE,  

 TECHNOLOGY, ECONOMIC CIRCUMSTANCES  
 

-List the 6 SOCIAL CLASSES.  How does SOCIAL CLASS influence buyer 

 behavior?  Explain why INCOME and SOCIAL CLASS are different  

 segmentation variables.  What is a REFERENCE GROUP? 
 

- Discuss the impact of FAMILY on Consumer Behavior. 
 

-Discuss the influence of CULTURE,SUBCULTURE, and REGIONAL  

DIFFERENCES on consumer behavior.    

-Describe the CONSUMER PURCHASE DECISION PROCESS.  Compare   

  a HIGH INVOLVEMENT decision with a LOW INVOLVEMENT decision. 

 What is COGNITIVE DISSONANCE (buyer's remorse)? 

   

  Mid Term  

 

Week 7  Marketing Intelligence 

   

  -Outline the MARKETING RESEARCH PROCESS                                 Chapter 3 

- Differentiate between PRIMARY and SECONDARY DATA.  

- Differentiate between INTERNAL and EXTERNAL DATA.  

- Differentiate between QUANTITATIVE and QUALITATIVE research.   

- What is a FOCUS GROUP? 

 Discuss the advantages and disadvantages of PERSONAL  

INTERVIEWS vs.  TELEPHONE INTERVIEWS vs. MAIL SURVEYS 

vs ONLINE SURVEYS  
 

 

 

 

 

Week 8  B2B Marketing/MIdterm 

-What are the 5 different BUSINESS MARKETS?  
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Week 9  Product Strategy and Management   

-What is a PRODUCT?  What is the TOTAL PRODUCT CONCEPT?  What   Chapter  8 

 is a PRODUCT MIX?  What is a PRODUCT LINE? What is a USP? 

-
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Week 12   IMC: Sales Promotion, Public Relations, Experiential Marketing and Personal Selling   

  - What is DIRECT MARKETING?  What is DIRECT RESPONSE                    Chapter 15 

    ADVERTISING? Briefly describe the following direct response tools: 

   DIRECT MAIL, DIRECT RESPONSE TV, CATALAOGUES, and 

TELEMARKETING, 
 

- What is ONLINE ADVERTISING?  Briefly describe 8 forms of  

Online Advertising.  What are the advantages and disadvantages?           Case 4 

   

Week 13  Price Strategy and Determination    

-Influences on Price, nature of the market 

- Consideration of Channel Members           Chapter 10 

-Pricing Objectives Influence Price Decisions 

-Pricing Methods 

- Pricing and the Law  

 

Week 14  Price Management 

-Pricing Policies          Chapter 11 

  -Source Pricing and Offering Discounts      

- Leasing as a Pricing Option      

 

  Final Exam  

Final Exam - T.B.A 

 


