Grande Prairie Regional Collepe
Business Administration

BA 1096 Introduction to Murketing (3-0, 3 credits)

Compsrée Uittling Fall 1999

Instructor: Tracy Ayhward
Office: J215
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OHfice Hours: 5 - 6 pm. Wednesday or by appt.
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Participation

To get the most out of this class, regular attendance and active participation s
* uguired, In addition, your classmates' leaming can be improved by your constructiy
participation in class,
‘Anendance will be taken ar each class, and | will monitor your active an
constructive contribution to the class’ leaming, Your participstion grade will reflect ol
of these components.

Marketing Fundamentals Quiz

The first two classes will go through the basics of marketing. A strong grasp
these basics is needed to understang the rest of the cowrse. The Fundamentals Quiz wi
be composed of réverse definitions and multiple-choice questions.

Chapter Quizzes
If in-class time is to be used effectively, you will have to dashneveanda-redia
before class. These tests will give you an incentive 1o do so.
S e e e Fach chanterawiz will copsist 0t a.pnmbinatiop of 10 multinle chaies and

reverse dl:l'mllmns '['l'h:':-' will take EED[UI!IP&EI}" |5 minutes to complete. We will mark

and debrief these quizzes in class, whmediately after you have finished writing them.
{Exceptions will be made for properly docomented absence s 1o, mémdan motes, ‘eit. )
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Midterm Exam

While ﬂ:.: aupzees test strmeht knowledeg of 20 & course concepts, the Midierm
(and Final) will test your application of the course material, Accordingly, the Midterm
will be comprised of short answselee
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Sept. 21 Marketing Fundamentals Quiz &
Chapter 1 Quiz
Sept 28 Chapter 2 Quiz
Oct. 5 Chapter 3 Qniiz
Oct. 12 Chapter 6 Quiz
Oct. 19 Chapter 3 Cuiz
OSt, 26 ° Midtent Exam
Moy, 2 Chapter 7/8 Quiz
Mov. 9 Chapter 94 Quiz
MNov. 16 Chaprer 9/12 Qnz
Nov, 23 Chapter 12714 Ciz
von gy, 38 “Thapter 14715716 Quiz
Dec. 7 Chapter 10 Quiz
Bec. 13-21 (TBA) Final Exam
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September 8 Covrse Chetline

Reading: Outline

September 15 Muarxeting Fundamenials
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& Dhacuss  dhe flloweng TOM,  RELATIOMSHTP MARRETING
A TARAND MARKETING  GLOBALLSATION, GlLOBALIZATION,
ARD INTERNE D MARKET MG
¥ What s DOOMMERCET How do companes e, de lotemet o omzrkel
Trmrraledta vl o e productz? Wi are the sdvaniages and disadvaniages
A EHTERRET MARKETIMAY
Reading: Chapter | & Chapter 16 (pg. 409-21 pntv)
L Keptember 29
Aarketing Frnvirammenl
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¢  Whet is the EXTERNAL MACEC EHNYIRONMENTY Brefly describe
sine of the importan: bend: in the 7 MACED ENWVIRONMENTA.
+ Compare DIRECT COMPETITION TO INDIRECT COMPETITIOM
Drezeribe the 4 COMPETITIVE POSITIONS
#  Relae and apply e concept of SWOT analvsi

Reading: Chapter 2 & SWO T T Handoots & Voalkvwagen
Canade Limited pg. 484-85



October 6 Marketing Planning / Marketing Strategy
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Reading: Chapter 6 & Chapter 5 (pg. 116-118 only) &
Cloab Med pg. 490-1
October 20 Consumer Behavior
Chapter § Quiz
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October 27 Consumer Behavior (continued)
Mid-term Exam
¢ Describe the BUYER DECISION-MAKING PRACERS | (4L 5 inams U A0 R
IMWVOLVEMERNT decision with & 1OW INVOT VERMEPRT desidion  What
15 COGMITIVE DHSSOMANCE (buyver's remorse)?
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