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Tips for Succeeding in this Course 
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Key Dates 
 

 Week 1 Mktg Fundamentals Quiz  Week 8 Chapter 5/8 Quiz 
 Week 2 Chapter 1 Quiz  Week 9 Chapter 9/3 Quiz 
 Week 3 Chapter 2 Quiz  Week 10 Chapter 9/12 Quiz 
 Week 4 Chapter 7 Quiz  Week 11 Chapter 12/14 Quiz 
 Week 5 Chapter 6 Quiz  Week 12 Chapter 14/15/16 Quiz 
 Week 6 Chapter 4 Quiz  Week 13 Chapter 10 Quiz 
 Week 7 Mid Term Exam Final’s Week Final Exam 

 
The Gory Details 

 
In Class Activities 

 
As much as possible, I am going to 
try to avoid lecturing about the 
course material.  Instead, I will try 
to use in-class discussions, case 
studies, and other application 
exercises for the most part.  For 
this approach to work, you must 
come prepared to each class. 
 

Marketing 
Fundamentals Quiz 

   
During the first week of classes, we 
will go over the basics of 
marketing. A strong grasp of these 
basics is needed to understand the 
rest of the course. 
 
The fundamentals quiz will be 
composed of reverse definitions 
and multiple choice questions. 
 

Chapter Quizzes 

 
If in-class time is to be used 
effectively, you will have to do the 
required reading before class.  
These tests will give you an 
incentive to do so. 
 
 

 
 
Each chapter quiz will consist of a 
combination of 10 multiple choice 
and/or reverse definitions. 
They will take approximately 15 
minutes to complete.  We will mark 
and debrief these quizzes in class, 
immediately after you have 
finished writing them. 
 
Please note that these quizzes must 
be written on the day and time they 
are scheduled.  If you miss a quiz, 
you miss the opportunity for these 
quiz marks.  (Exceptions will be 
made for properly documented  
absences i.e. medical notes, official 
College business, etc.)   
 
Your best 10 of 11 quizzes will 
count towards 30 percent of your 
final grade. 
 

Mid term Exam 
 
While the quizzes test straight 
knowledge of course concepts, the 
mid term (and final) test your 
application of course material.  
Accordingly, the mid term will be 
comprised of short answer, long 
answer, and case study questions.   
 

 
 
You will have 75 minutes to 
complete this test. 

 
Participation 

 
To get the most out of this class, 
regular attendance and active 
participation is required.  In 
addition, your classmates’ learning 
can be improved by your 
constructive participation in class 
activities. 
 
Attendance will be taken at each 
class.  In addition, I will monitor 
your active and constructive 
contribution to the class’ learning.  
Your participation grade will 
reflect these two components. 
 

Final Exam 
 

Like the mid term 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. 
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Course Objectives 
 

1. To acquaint students with the terminology and fundamental concepts of marketing. 
 

2. To develop business problem solving skills thorough use of the case method. 
 

3. To acquaint students with the techniques used in defining and  selecting target markets. 
 

4. To develop an appreciation of the importance of looking at marketing from the customer's point of view. 
 

5. To survey the components of the marketing mix and show how they apply and inter-relate to the solving of marketing 
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Winter 2004 Class Schedule  
                           
Date  Topics / Key Questions         Reading 
 

Week 3 Marketing Environment 
Chapter 2 Quiz -   

 
- Explain the relationship between PUBLIC IMAGE and the   
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Winter 2004 Class Schedule 
                           
Date  Topics / Key Questions         Reading 

 

Week 6 Consumer Behavior 
Chapter 4 Quiz  
 

-Define CONSUMER BEHAVIOR.  Why is Consumer Behavior referred to Chapter 4 
 as a “black box?”   
-Discuss the influence of CULTURE and SUBCULTURE on consumer 
 behavior.    
-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 following influences on consumer behavior: FAMILY,  
 OCCUPATION, ECONOMIC CIRCUMSTANCES, LIFESTYLE, and SELF CONCEPT. 
-Distinguish between a MOTIVE and a NEED.  Explain how MASLOW’ S  
HIERARCHY applies to buying behavior. 
-Explain why SELECTIVE EXPOSURE, d
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Winter 2004 Class Schedule   
                           
Date  Topics / Key Questions         Reading 

 
Week 12  Promotion / Direct Marketing 

 Chapter 14, 15, and 16 Quiz -   
 

-What is ADVERTISING?  Explain the AIDA model.     Chapter 14 
-Discuss the relative merits of the following advertising mediums: T.V., 
 RADIO, NEWSPAPER, MAGAZINE, OUT-OF-HOME., DIRECT MARKETING, 
 INTERNET. 
-What is PUBLIC RELATIONS?  What is PUBLICITY?  Compare publicity 
 with advertising.  Briefly describe the 5 PR TOOLS OF THE TRADE.  

 
  - What is DIRECT MARKETING?  What is DIRECT RESPONSE   Chapter 15 
    ADVERTISING? Briefly describe the following direct response tools: 
   DIRECT MAIL, DIRECT RESPONSE TV, CATALAOGUES, TELEMARKETING, 
  WEB SITES, E-MAIL MARKETING. 
   

-What is SALES PROMOTION?  Recognize various sales promotion tools. Chapter 16 
 When is sales promotion used? 
-What is PERSONAL SELLING?  When is it used? 
-What is EVENT MARKETING?  What is a SPONSORSHIP?  Discuss the 
 5 CONSIDERATIONS for participation in Event Marketing.  

 
Week 13 Price  

Chapter 10 Quiz -   
Take Home Final Distributed –  

 
-Compare PRICE with NON-PRICE competition. Discuss the 4 FACTORS Chapter 10 
 AFFECTING PRICING.  Discuss the 3 BASIC PRICING METHODS. 

   -Compare a SKIMMING strategy to a PENETRATION strategy.  What is  Pg. 305-07 
 PSYCHOLOGICAL PRICING?      and 292-95 
 
-Practice case        Case TBA 

 
Finals Week  Final Exam  

Final Exam - T.B.A. 
 
 


