
Page 1 

  

COURSE OUTLINE – WINTER 2012 

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 

  

 

mailto:dfrattini@gprc.ab.ca
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Delivery Modes:  

 

For each topic listed, there will be a classroom lecture/discussion and a demonstration 

of related merchandising procedures.  I will assign relevant textbook readings and 

problems, review key topic points prior to exam dates, and test your knowledge, 

understanding and application of the material. 

  

Regular classroom attendance is expected.  Please do not be late.  You should study 

each assigned reading both before and after it is discussed in class; apply your 

understanding by working the required; homework problems; ask questions in class; 

request additional sessions with your instructor during his posted office hours to clear up 

any misunderstandings or uncertainties about material completed in class; and 

demonstrate your mastery of the subject matter on the examinations. 

  

Adopting and adhering to effective learning habits in this course will likely take up a 

great deal of time.  Plan your schedule accordingly.  Do not fall behind in the assigned 

readings and problems because it is difficult to catch up. 

 

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 problems. 

 

Transferability: 

Block transfer post-diploma agreements have been made with the following institutions:  

Athabasca University (including the GPRC on-campus AU 2+1 and 2+2 Bachelor of 

Management degree), University of Lethbridge, Lakeland College, Okanagan College, 

Thompson Rivers’ University, Concordia College 
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Grading Criteria:  

MARKS Cases      30% 

  Midterm Exam    25% 

  Final Exam     35% 

  Professionalism    10% 

  

Grades will be assigned on the Letter Grading System. 

Business Administration and Commerce 
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The 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. 

 

 

 

Mid term Exam 

 

The midterm exam will be a combination of multiple choice and long answer 

questions.  It will test student’s ability to understand the terminology along with 

applying this terminology to real life cases.  You will have 75 minutes to 

complete this test. 

 

 

 

Participation 

 

To get the most out of this class, you must attend regularly. In fact, I expect that 

you will attend every scheduled class.  If you are unable to make a scheduled 

class, please make arrangements with another class member to get any notes 

that you might have missed.   

 

If you attend all of the classes and at least contribute the occasional 

constructive insight, you can be assured of retaining all of the marks you have 

otherwise earned in the course.  If your attendance and/or class contribution is 

less than 
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Final Exam 

 

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

material.  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. 

 

Statement on Plagiarism and Cheating:
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Week 6  Consumer Behavior 

-Define CONSUMER BEHAVIOR.  Why is Consumer Behavior referred to    Chapter 4 

 as a “black box?”  
 

-What is a  NEED.  Explain how THE HIERARCHY OF NEEDS applies to  

buying behavior   
 

- Briefly explain SELF CONCEPT THEORY and how marketers use it. 

-What is an ATTITUDE?  What is PERCEPTION? Why are these concepts  

important to marketers?   

-Explain why SELECTIVE EXPOSURE, SELECTIVE PERCEPTION, and 

 SELECTIVE RETENTION are important to marketers. 
 

- What is LIFESTYLE?  Explain how LIFESTYLE segmentation is useful 

 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 Research 

   

  -Outline the MARKETING RESEARCH PROCESS                                 Chapter 3 

- Differentiate between PRIMARY and SECONDARY DATA.  

- Differentiate between INTERNAL and EXTERNAL DATA.  

- 
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Week 11  Integrated Marketing Communication (Promotion) / Advertising 

 -Describe each of the 7 elements of the PROMOTION MIX                      Chapter 14 

(Integrated Marketing Communications) 

- List 5 different MARKETING COMMUNICATIONS OBJECTIVES? 

-
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Week 14


