
 
 
 

St. Peter’s College 
COMM 204.3 (96):  Introduction to Marketing 

Course Syllabus 
Term 2 – 2019 

The Edwards School of Business develops business professionals to build nations.   
 

PROFESSOR Grant Wilson, PhD 
TELEPHONE 306-966-5583 
OFFICE Room 118 (Faculty Office) 
EMAIL gwilson@edwards.usask.ca 
OFFICE HOURS Thursdays from 6:00PM to 7:00PM by 

Appointment 
CLASS TIME & 
LOCATION 

Thursdays from 7:00PM to 9:50PM  
TBD 

 

 
Course Description 

 

This course offers a broad introduction to the field and practice of marketing. We will explore how 
products and/or services are strategically marketed. We will study not only how products and services 
are marketed, but also how ideas, people, organizations, and places can be considered market 
offerings. In order to build successful marketing strategies, marketers must consider the relationship 
between marketing and external forces. Therefore, we will explore how consumers think and behave 
in response to marketing, how other members of the distribution channel (like retailers or 
manufacturers) and marketers interact, and how the external environment impacts, and is impacted 
by, marketing. 

This course will not only provide you with a broad understanding of marketing tools and strategies, 
but it will also help you to apply these concepts. The marketing plan you develop throughout the term 
will play a critical role in your understanding of how to practically use what you learn in this course. 
Our class discussions and exercises will focus on application of materials we cover in class. This process 
will enhance your ability to analyze complex problems, develop strong arguments for 
recommendations, and synthesize your analysis and recommendations in writing. 
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B.Comm. Program Learning Goals 

The icons below represent the goals we expect all students who graduate from the Bachelor of 
Commerce program to achieve.  The learning outcomes for this course are connected to these broader 
goals.  

 

 

Disciplinary Knowledge 

Be competent in a discipline 
specific area. 

General Business 
Knowledge 

Be competent in the general 
field of business. 

 

Teamwork skills 

Be effective contributors to team 

performance.  

Discovery 

Be effective decision 
makers and problem 
solvers. 

 

Communication skills 
Be effective written and oral 
communicators.  

Integrity 
Incorporate ethical considerations 
into decision making and 
intended actions.  

Citizenship 
Be engaged contributors 
to society. 

 

Course Objectives 

By the end of this course, students will be expected to be able to:  

1. identify the components, language, and frameworks of a 
successful marketing plan; 

 

2. recall and apply the fundamental marketing terminology and 
concepts appropriately;  

 

3. create a strategic marketing plan that includes consistency, 
justification for decisions, and fit between internal capabilities 
and external opportunities;  

 

4. persuade an audience orally of the value of their marketing 
plans effectively;  

 

5. engage in teams effectively by demonstrating responsibility for 
identified roles, collaborative decision making, and 
accountability for their contributions; 

 

6. engage in professional skill development. All icons included here. 

 
Grade Distribution 

Item Percentage Course Objectives Date 

Midterm Exam 25% 1-3 February 2, 2017 

Marketing Plan 25% 1-5 March 30, 2017 

Final Exam 40% 1-3 TBD 

Participation 10% 1, 2, 5 Throughout 
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Prerequisite(s) There are no prerequisites 
Required Textbook 
and/or Materials 

Marketing: An Introduction by Armstrong, Kotler, Trifts, and Buchwitz, 6th 
Canadian Edition 
 

Class Preparation & 
Blackboard (Course 
Tools) 
 
www.paws.usask.ca 
 
Log in and look for the 
Course Tools icon on the 
top right side of the screen 
(near Email icon). 

 

Students are expected to read the assigned chapters before class.  In-class 
sessions will be interactive, and will require that you have been initially 
exposed to the materials through reading. 
 
Important information for COMM 204.3 is posted in Course Tools 
(Blackboard) in PAWS. You are expected to check the Announcements 
section of Blackboard for updates. 
 
Your instructor may not necessarily cover all of the materials in the 
chapter, but it is the responsibility of the student to understand the 
concepts presented in the textbook and lectures.  If you are unsure of any 
of the concepts, please take the initiative to ask the instructor during class. 
 

Contacting Your 
Instructor 
 

Students requiring assistance are encouraged to speak to their instructor 
during class or during their office hours. Should you wish to meet with the 
instructor outside of office hours, please phone or email the instructor to 
make an appointment. Students should get into the habit of making and 
keeping business appointments. 
 

Proper Business Use of 
Email 

Email is commonly used by students to communicate with their instructor. 
Always use your PAWS/University of Saskatchewan email account 
(abc123@mail.usask.ca) to send e-mails to faculty members as external 
accounts such as Hotmail will be automatically quarantined by the 
University’s system. 
 

Use of Internet and 
Electronic Devices in 
the Classroom 

Technology may be required for certain in-class activities and is 
encouraged in those instances. Otherwise, technology serves as a block to 
our respectful engagement with each other. Therefore, unrelated use of 
technology is not permitted unless in emergency situations. Please silence 
your cell phones and any other beeping devices prior to the start of class.  
If you must make a call or text, please leave the classroom. 
 
Failure to comply with this policy may impact a student’s engagement 
grade. 
 

Class Readiness and 
Participation 
 

Class readiness and participation accounts for 10% of your final grade. In 
order to be engaged, you must be present and ready to participate in 
discussions and exercises. 
 

Marketing Plan 
 

The marketing plan is worth 25% of your final grade. The Marketing Plan is 
due at the beginning of class on March 28, 2019. You will be required to 
complete a marketing plan for an assigned company and present your 
findings to the class. The marketing plan requires you to apply the course 
material in both a report and presentation. You will present the highlights 
of your Marketing Plan to the class on March 28, 2019. 

http://www.paws.usask.ca/
mailto:abc123@mail.usask.ca
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The marketing plan assignment outline will be posted on Course Tools. 

Midterm Exam 
 
 
 

The midterm is worth 25% of your grade and scheduled for January 31, 
2019. The midterm will include a combination of multiple choice questions 
and questions that require written answers. The midterm exam will test 
content from chapters 1-8 and the weekly lectures. 
 
More details regarding the midterm exam will be given closer to the date. 
 

Final Exam 
 

The final exam will be worth 40% of your final grade. The final exam will 
include a combination of multiple choice questions and questions that 
require written answers. The final exam will cover chapters 1-16 of the 
textbook as well as content from weekly lectures. 
 
More details regarding the final exam will be given closer to the date. 
 

Policy Regarding Late 
Project and Midterm 
Exam 
 

Marketing Plans that are submitted after the beginning of class on March 
28, 2019 will receive a grade reduction of 10% per day (unless extenuating 
circumstances). 

Final Examination 
Schedule 
 

Your final exam is mandatory and is scheduled by  St. Peter’s College 
any time within the final examination period. Your final exam must 
be written at St. Peter’s College on the date specified in the final 
exam schedule unless you receive permission to write at an 
alternative time. 
 

Deferred Exams A student who is absent from a final examination through no fault of his or 
her own, for medical, compassionate, or other valid reasons, may apply to 
the college in which they are registered for a deferred exam. Such 
application must be made within three business days of the missed 
examination and be accompanied by supporting documentary evidence.  
 

Grading System 
 

The Edwards School of Business endeavours to ensure consistency of final 
grades across courses and sections.  Variations in distribution will always 
be considered by the instructor where called for by the performance in 
each individual class. The student does not have any ‘right’ to a certain 
grade, but is responsible for earning grades. The instructor has unfettered 
discretion to evaluate student performance and assign all grades.  
 
For more information on how to understand your grades visit: 
http://students.usask.ca/academics/grading/grading-system.php 
 

Appealing a Grade 
 

As the grading of exams and submission of final grades can be subject to 
human error, a student who has a concern with the evaluation of his or 
her performance shall consult with the instructor as soon as possible, but, 
in any event, not later than 30 days after the grades become available in 
PAWS. 
 

Recording of Lectures At the University of Saskatchewan, students may not record lectures 

http://students.usask.ca/academics/grading/grading-system.php
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 without explicit permission from the instructor. 
 
 

UNIVERSITY REGULATIONS 
 
Academic Accommodation 
Access and Equity Services for Students (AES) offers services to students with documented disabilities 
ranging from learning deficit, learning disabilities, chronic health issues, hearing and visual impairment, 
disabilities and temporary impairment due to accident, illness or injury. It is the student's responsibility 
to request academic accommodations. If you are a student with a documented disability who may 
require academic accommodation and have not registered with AES, please contact Maury Wrubleski at 
682-7870, Room 126, or Alison Hinz at St. Peter’s College at 682-7857, Room 124. Student Services, at 
St. Peter’s College. Students who have not registered with AES are not eligible for formal academic 
accommodation.   
 
Academic Honesty 
Academic honesty is the cornerstone in the development of knowledge.  A single offence of cheating, 
plagiarism, or other academic misconduct on term work, tests or final examinations or assignments can 
lead to disciplinary probation, suspension or expulsion from the university. 
 
Every student who is registered in this class is expected to have read and understood the rules regarding 
student academic dishonesty available at: http://www.usask.ca/honesty   
 
Each student is expected to know the rules regarding academic dishonesty.  
 
Plagiarism 
This course uses a plagiarism detection software called SafeAssign to evaluate student’s submitted work 
for the following reasons: 

 Prevention – to prevent students from using improper citation methods and from knowingly 
copying information from any source without giving proper credit; 

 Protection of honest students and their work;  

 Detection – with the type of technology in common use today, it is necessary to use a 
detection tool  which checks academic work against the Internet; 

 
Any student’s work submitted to SafeAssign remains the sole property of the student.  Students do not 
relinquish their intellectual property rights.  To the extent that the student authorizes the inclusion of 
his/her written work in the global Blackboard database, the student and the university agree that 
Blackboard may maintain a copy of this work indefinitely and may use the work for the purpose of 
plagiarism and prevention for others using the system. 
 
Students who do not wish to give permission for the use the Safe Assign plagiarism software must 
provide a written request to their instructor asking them to opt out.  Students who request to opt out 
will be subject to other plagiarism detection techniques. 
 
Counselling Services: 
Dealing with stress, loneliness or anxiety can be challenging for students. Professionally trained 
counselors with backgrounds in clinical psychology and social work are available in Student Health & 
Counselling Services to provide advice, counseling and consultation at no cost to registered students. 
Any personal information shared with these professionals is treated with great care and utmost 
confidentiality. http://students.usask.ca/current/life/health/ 966-4920. 
 

http://www.usask.ca/honesty
http://students.usask.ca/current/life/health/
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For help in accessing local health or counselling services, students are encouraged to contact 
Student Services at St. Peter's College: Maury Wrubleski at 682-7870, Room 126, or Alison Hinz, 
682-7857, Room 124.   
 
Freedom of Information and Protection of Privacy Act: 
For information on the Freedom of Information and Protection of Privacy Act please visit 
http://www.usask.ca/corporate_admin/privacy/  
 
University Learning Charter: 
While specific learning outcomes will vary, there is a set of core learning goals to which the University 
aspires for all graduates, to the extent feasible and appropriate within each program of studies. These 
are of five main types: Discovery, Knowledge, Integrity, Skills, and Citizenship. More information is 
available at: http://www.usask.ca/learning_charter/  
  
Class Schedule & Topics: 
Important dates can be found at the following web site: 
http://www.usask.ca/events/month.php?cal=Academic+Calendar  

 
The following is a tentative schedule for the course. Students should come to class prepared by reading 
the assigned chapter and staying informed on current business and marketing issues. 
 

COURSE SCHEDULE – COMM 204 2019 T2 

DATE TOPIC CHAPTERS 

January 3 
- Marketing and Customer Value 
- The Marketing Environment 

1 & 4 

January 10 
- Marketing Strategy 
- Social Responsibility and Ethics 

2 & 3 

January 17 
- Marketing Information 
- Consumers and Buyer Behaviour 

5 & 6 

January 24 
- Segmentation, Targeting, and Positioning 
- Managing Products and Services 

7 & 8 

January 31 MIDTERM EXAM 

February 7 
- Brand Strategy and Management 
- Pricing and Customer Value 

9 & 10 

February 14 
- Marketing Channels 
- Retailing and Wholesaling 

11 & 12 

February 21 READING WEEK – NO CLASS 

February 28 
- Advertising and Communicating Value 
- Integrated Marketing Communications 

13 

March 7 WORK ON MARKETING PLAN – NO CLASS 

March 14 
- Personal Selling 
- Mobile Marketing and Sales 

14 & 15 

March 21 
- The Global Marketplace 
- Review of Course 

16 

March 28 MARKETING PLAN & PRESENTATIONS 

April 4 - Review Class 1-16 

 

http://www.usask.ca/corporate_admin/privacy/
http://www.usask.ca/learning_charter/
http://www.usask.ca/events/month.php?cal=Academic+Calendar

