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COURSE DESCRIPTION 

This course introduces the fundamental concepts of product marketing, which 
includes the marketing of goods, services, and events. Students will examine how 
trends, issues, global economic changes, and information technology influence 
consumer buying habits. Students will engage in marketing research, develop 
marketing strategies, and produce a marketing plan for a product of their choice. 



OVERALL EXPECTATIONS 

Marketing Fundamentals 

By the end of this course, students will:describe the process by which goods and 

services are exchanged; 

1. explain how marketing influences consumers and competition; 
2. demonstrate an understanding of the importance of marketing research to 

a business and how information technology can be used to obtain and 
analyse marketing-related information; 

3. analyse marketing strategies used by organizations in the not-for-profit 
sector; 

4. compare the factors that influence marketing methods and activities in the 

global economy. 

The Marketing Mix 

By the end of this course, students will: 

1. explain the stages of product development; 
2. explain the factors involved in the pricing of goods, services, and events; 
3. compare a variety of distribution strategies and the logistics associated 

with them; 
4. demonstrate an understanding of the strategies involved in the promotion 

of goods, services, and events. 
 

Trends in Marketing 

By the end of this course, students will: 

1. explain the effects of new information technologies on marketing strategies 
and consumer trends; 

2. identify and describe various environmental, ethical, social, and legal issues 
that affect marketing activities; 

3. demonstrate an understanding of the potential for participation in the 
global marketplace; 

4. summarize, on the basis of computer research, career pathways in 
marketing. 
 

 



The Marketing Plan 

By the end of this course, students will: 

1. explain the process of developing a marketing plan; 
2. develop a marketing plan for a good, service, or event; 
3. analyse the uses of a marketing plan. 

 

Outline of Course Content 

Unit One – Marketing Fundamentals                 30 hours 
(Online components: 21 hours; Offline components: 9 hours) 
 

Chapters 1-3 

Students will be able to: define the basic nature and scope of marketing activities; 
compare how supply and demand affect marketing decisions; describe the 
process used by firms to develop a consumer profile; summarize the factors that 
motivate a customer to purchase a product; explain how marketing affects 
competition among products; describe how evolving information technologies are 
used to influence, inform, and motivate consumers; identify the characteristics 
and determine the purposes of marketing for a not-for-profit organizations; 
explain how emerging information technologies have affected the dynamic nature 
of marketing; describe how fashion, fads, and trends are influenced by the 
immediacy characteristic of the electronic age; identify resources available to 
assist in the development of a marketing plan; describe the steps and stages in 
the creation of a marketing plan. 
  

Unit Two – Marketing Research             10 hours 

(Online components: 7 hours; Offline components: 3 hours) 

Chapter 4 

Students will be able to: outline the role and importance of marketing research in 
business; create an example of a current marketing research tool; identify tools, 
techniques, and information technologies that can be used to interpret consumer 
and market data and demonstrate the use of them; describe the use of data 
mining to gather marketing-related information; describe the factors leading to 
the development of global markets; outline the risk factors and growth areas that 



should be considered when entering foreign markets; classify employment 
opportunities by marketing function; using a variety of sources. 
 

Unit Three – The Marketing Mix: Product            20 hours 

(Online components: 14 hours; Offline components: 6 hours) 

 

Chapters 5 & 6 

Students will be able to:  classify products according to type; identify the 
components of the product life cycle for different types of products; explain the 
importance of branding in product positioning; using consumer profiles, explain 
how products are positioned in various market segments; identify regulations 
affecting packaging and labelling strategies; identify marketing issues created by 
changes in information technology and by increasing concern for the environment; 
explain the need for firms to demonstrate good corporate citizenship and 
organizational ethics in their day-to-day marketing practices. 
 
Unit Four – The Marketing Mix: Price and Place           30 hours 

(Online components: 21 hours; Offline components: 9 hours) 

Chapter 7 & 8 

Students will be able to:  describe the factors that affect and determine the price 
of products; identify the pricing strategies and policies used to promote the sale 
of products and the channels of distribution for a variety of products in a variety 
of markets; compare the advantages and disadvantages of the various ways of 
delivering goods and services from the producer to the consumer; explain 
different systems of inventory control; assess, on the basis of research, the impact 
of technology, including information technology, on channels of distribution and 
inventory control systems; describe, drawing on computer research, ethnocultural, 
linguistic, and geographical factors that firms should consider when they enter 
the global market; identify ways in which information technology influences 
global marketing strategies and techniques; describe the impact of foreign and 
domestic policies, agencies and issues  
 
Unit Five – The Marketing Mix: Promotion            20 hours 

(Online components: 14 hours; Offline components: 6 hours) 



Chapter 9 

Students will be able to: identify the various elements of promotion; assess the 
effectiveness of various advertising media and tools; describe the role of public 
relations as a component of promotional strategies; create a variety of print, 
audiovisual, and electronic promotions for different audiences; outline a strategic 
plan for a real or simulated product; apply the marketing mix to the selected 
product; produce a marketing plan for the selected product, using current 
information technology; identify the reasons why stakeholders would be 
interested in a marketing plan; explain how a marketing plan can address the 
areas of ethics and social responsibility. 
 
Assessment and Evaluation 
The assessment techniques used in this course are assessment as, for, and of 

learning.  Their purpose is to provide students with opportunity for engage into 

self-directed ongoing learning, consistent student and teacher communication, 

consistent teacher monitoring of student-learning and the instructional strategies 

have been successful in facilitating the acquisition of the skills described in the 

Ministry of Education’s curriculum expectations for each unit.  Assessment tools 

include but are not limited to: 

Group and individual presentations; video analysis assignments; quizzes and 
written tests; student-teacher conferences; formal/informal teacher observation 
and on-going verbal feedback; oral presentations; instructional videos and 
independent practice.  

70 per cent of the grade will be based on assessment for and of learning tests, 
quizzes and assignments evaluated throughout the course. 

30 per cent of the grade will be based on a assessment of learning evaluation in 
the form of a final examination and performance. 

Knowledge and Understanding              17.5 % 
Thinking and Inquiry                                 17.5 % 
Communication                                          17.5 % 
Application                                                  17.5 % 
Exam                                                             30 % 
 



Assessment for Learning (Growing Success) will implement the use of diagnostic 
assessments to determine the students’ readiness skills for the ensuing lessons 
and skills required.  Formative assessments, including frequent informal question 
and discussion during class, will take place in an ongoing and frequent manner to 
assure students’ are acquiring and practicing skills. 

Assessment as Learning (Growing Success) will be monitored to ascertain that 
students’ are developing the ability to self-correct and to determine individual 
skills that are required for success and in determining individual learning styles.  
Students are provided with adequate time and resources to engage in 
individuated practice and learning of the materials.  

Assessment of Learning (Growing Success) will be done upon completion of units 
and course to convey the success of the students’ achievement of the content 
and concepts learned. 

Teaching/Learning Strategies 

• Binder checks 

• Cooperative learning groups 

• Direct teaching method 

• Graphic organizers 

• Think/pair/share 

• Worksheets 

• Individual practice of questions 

• Viewing and responding to videos 

• Oral presentations 

• Independent and group research projects 

• Self- and peer assessment 

• Note-taking 

• Mini-whiteboard activities 

 

Resources 

• Textbook: The World of Marketing: A Canadian Perspective, Nelson; 2003 

• Teacher’s Manual: The World of Marketing: A Canadian Perspective, 
Nelson; 2003 


