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BUS 230 – Marketing – Winter 2020 
 

Syllabus 

 

 

Instructor Contact Information 

Name: Scott Roehl 

Email: Scott_Roehl@boothuc.ca 

Phone: 204.995.1509 

Delivery: On campus, Wednesday, 5:30 pm - 8:30 pm (Slot 8) 

Office Hours: Wednesday, 5:00 pm - 5:30 pm, 8:30 pm - 9:00 pm (or by appointment) 

 

Course Description 

This course is designed to examine the fundamental marketing functions within an 

organization and society. Marketing concepts and theories key to an effective marketing 

strategy will be the focus of this course. Key topic areas to be covered include: promotion, 

product design, consumer behaviour, market research, pricing, and distribution channels. 

 

Prerequisites: Minimum grade of ‘C’ in Business Essentials (BUS 190)   

Voluntary Withdrawal Date: March 6, 2020 

Application for Time Extension Deadline: March 27, 2020 

 

Course Objectives 

• Introduction of marketing terminology and key concepts 

• Introduction to marketing strategy and marketing mix elements (product, price, 

place and promotion) 

• Expanded awareness of ethics and social responsibility in a marketing context 

• Increased awareness of the strategic initiatives and decision-making behind some of 

the world’s top brands  

• Increased knowledge and awareness of the marketing industry and the role that 

marketing plays in society 

 

Required Textbook 

Crane, Frederick, Kerin, Roger, Hartley, Steven, and Rudelius, William (2017) Marketing 

Tenth Canadian Edition, McGraw-Hill Ryerson Limited.  

 

ISBN-10: 1-25-926880-2 

ISBN-13: 978-1-25-926880-9 
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Course Outline 

 

 

 
Course Evaluation and Grading System 
 

Midterms (2 x 20%)     40% 

Project (Due February 26, 2020)   25% 

Class Participation     15% 

Final Examination     20% 

      __________________ 

TOTAL       100% 

Class Attendance 

Students are strongly encouraged to attend and participate in each class. If a student is 

unable to attend a class, it is their responsibility to catch up on any missed material. 

Class Preparation 

Class sessions will consist of lectures and group discussion based upon assigned textbook or 

related material provided in class. It is expected that each student will read and review the 

assigned materials prior to class. This will enhance the student experience as it will provide 

a foundation for the classroom discussions and exercises. Class lectures will reference, but 

not review, all assigned material in the textbook. Group discussions will have an emphasis 

on the application of terminology and concepts in everyday situations. 

 

Active class participation is strongly encouraged.  Be sure to ask questions whenever 

something is unclear as these questions can help clarify issues for other students as well.  

 

Class Date  

 

Topic Assigned 

Reading 

January 15 • Creating Customer Value, Relationships, and Experiences 

Through Marketing 

Chapter 1 

January 22 • Developing Successful Marketing Strategies 

• Scanning the Marketing Environment 

Chapter 2 

Chapter 3 

January 29 • Ethics and Social Responsibility for Sustainable Marketing 

• Consumer Behaviour 

Chapter 4 

Chapter 5 

February 5 • Understanding Organizations as Customers Chapter 6 

February 12 MIDTERM #1 (In Class) 

February 19 WINTER READING WEEK (No Class) 

February 26 • Reaching Global Markets 

• Marketing Research: From Information to Action 

Chapter 7 

Chapter 8 

March 4 • Market Segmentation, Targeting, and Positioning 

• Developing New Products and Services 

Chapter 9 

Chapter 10 

March 11 • Managing Products and Brands 

• Managing Services 

Chapter 11 

Chapter 12 

March 18 MIDTERM #2 (In Class) 

March 25 • Pricing Products and Services 

• Managing Marketing Channels and Supply Chains 

Chapter 13 

Chapter 14 

April 1 • Integrated Marketing Communications and Direct 

Marketing 

• Advertising, Sales Promotion, and Public Relations 

Chapter 16 

 

Chapter 17 

April 8 • Personal Selling and Sales Management Chapter 18 

April 13-20 FINAL EXAMINATION (Date to be scheduled) 
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Project 

The course project is designed to provide students the opportunity to demonstrate their 

understanding of marketing concepts developed in the course and to further expand their 

exploration of the marketing field. The project will consist of a written report due February 

26, 2020. Complete details including a project outline, expectations and resources to follow 

in Week 2 of the term.  

 

 Letter Grades & Grade Points 

A+  (4.5) Exceptional performance with evidence of outstanding original thinking, 

superior organization, exceptional capacity to analyze and synthesize; a superior grasp of 

the subject matter with sound critical evaluations; evidence of an extensive knowledge 

base. A final grade of A+ may be awarded only with the approval of the Academic Dean. 

A (4.0) Excellent performance with evidence of excellent original thinking, excellent 

organization, excellent ability to analyze and synthesize; an excellent grasp of the subject 

matter with sound critical evaluations; evidence of an extensive knowledge base. 

B+ (3.5) Very good performance with evidence of original thinking, very good 

organization, demonstrated ability to analyze and synthesize; a very good grasp of the 

subject matter; evidence of good critical judgment, a very good understanding of the 

relevant issues under examination; very good familiarity with the relevant literature. 

B  (3.0) Good performance with evidence of a good grasp of the subject matter; 

evidence of critical capacity, good analytical ability, a good understanding of the relevant 

issues under examination; evidence of good familiarity with the relevant literature. 

C+ (2.5) Satisfactory performance with evidence of a satisfactory grasp of the subject 

matter; evidence of critical capacity, demonstrated analytical ability, an understanding of 

the relevant issues under examination; evidence of familiarity with the relevant literature. 

C  (2.0) Adequate performance with evidence of an adequate grasp of the subject 

matter; some evidence of critical capacity, an ability to develop solutions to simple 

problems found in the material; evidence of familiarity with some of the relevant 

literature. 

D  (1.0) Marginal performance with evidence of marginal familiarity with the subject 

matter and some evidence that critical and analytical skills have been used. 

F   (0) Inadequate performance with little evidence of even a superficial 

understanding of the subject matter; serious weaknesses in critical and analytical skills; 

limited or irrelevant use of the literature; failure to satisfy course requirements. 

Percentage scale for BUS 230 Marketing Course: 

A+ 90%+ 

A 80% - 89% 

B+ 75% - 79% 

B 70% - 74% 

C+ 65% - 69% 

C 60% - 64% 

D 50% - 59% 

F 0% - 49% 
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Academic Policies 
Academic Integrity 

It is a serious offence to present a piece of work for course credit as one’s own if the work 

or a portion thereof was done by some other person (plagiarism). Actions of plagiarism 

harm both the student and the reputation of the University College. Plagiarism or any form 

of cheating in examinations or term tests (e.g. crib notes) is subject to serious academic 

penalty that may include loss of part or all of the marks for an assignment/test, failure in 

the course, dismissal from the University College, or other serious consequences. Plagiarism 

or cheating in a course in which a student is cross-registered with the University of 

Manitoba may lead to disciplinary action by the University according to its policies.  

 

To plagiarize is to take ideas or words of another person and pass them off as one’s own. In 

short, it is stealing something intangible rather than an object. Obviously it is not necessary 

to state the source of well-known or easily verifiable facts, but students are expected to 

acknowledge the sources of ideas and expressions they use in their written work, whether 

quoted directly or paraphrased. This applies to diagrams, statistical tables and the like, as 

well as to written material and materials or information from Internet sources. Failure to do 

so constitutes plagiarism. It will also be considered plagiarism and/or cheating if a student 

submits an assignment in whole or in part by someone other than him/herself, or copies the 

answer or answers of another student in any test, examination, or take-home assignment. 

 

At the beginning of their program of study, all students are required to complete the 

prescribed plagiarism tutorial. Instructors are required to report all allegations of plagiarism 

or cheating to the Academic Dean before a grade is assigned. The original assignment is 

submitted to the Academic Dean.  

 

The Academic Dean will chair a joint meeting of student and instructor to hear both the 

allegations and the student’s response to the allegations. The Academic Dean will then 

make a determination whether or not plagiarism or cheating has in fact occurred and decide 

on appropriate disciplinary measures. The student and instructor will be notified of the 

Academic Dean’s decision in writing. A copy of the decision will be sent to the Registrar and 

University College President. The student has the right to appeal the decision of the 

Academic Dean (see Academic Appeals). 

 

Use of Personal Computers, Electronic Devices and Cell phones in Booth 

Classrooms 

We consider the Booth classroom environment to be a special place of focused engagement 

between professors/instructors and students. As such, electronic devices are allowed in the 

classroom only for the purposes of course instruction. The use of computers, the internet 

(including email), downloaded material, or other electronic devices such as cell phones 

require the express permission of the instructor. Social networking sites such as Facebook, 

Twitter, blogging and other related activities are not permitted in Booth classrooms. The use 

of personal computers and other electronic devices in the classroom is a privilege which 

may be withdrawn at the discretion of the instructor. 

 


