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M:  Course Objectives / Learning Outcomes

At the end of the course, the successful student should be able to:

1.

2.
3.
4

oo

explain the evolving role and function of marketing in our economy and society;

describe the role, function and activities of marketing within the framework of the firm;

explain the influences affecting consumer behaviour;

complete a simple market research study using secondary data, analytical techniques and primary

collection methods;

prepare a basic market segmentation study;

explain the functions of product, price, distri, analiod.02 0 0 10.02 534.475t80 0 1t.02 0 0 10.02 28.05976.6.0601 Tr
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O:  Methods of Instruction
Instruction methods used will be lectures, seminar/discussions, and case analyses and discussions supplemented
by appropriate videos, guest speakers and classroom activities. Some sections of this course will be available
on-line.
P: Textbooks and Materials to be Purchased by Students
Evans, Berman et al. Marketing Latest Canadian Ed. Prentice Hall
Q:  Means of Assessment
Term Tests (2 or more) 40%
Final Exam 20%
Cases 20%
Term Project 20%
100%
STUDENTS MUST COMPLETE ALL COMPONENTS OF THE COURSE TO OBTAIN CREDIT
FOR THE COURSE.
R:  Prior Learning Assessment and Recognition: specify whether course is open for PLAR
No
Course Designer(s): Gail Tibbo Education Council / Curriculum Committee Representative
Dean / Director: Rosilyn G. Coulson Registrar: Trish Angus
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