Etobicoke Collegiate Institute
STUDENT COURSE OF STUDY  - Marketing: Goods, Services, Events
A - COURSE DETAILS

Department: 
Business
Date:  September 2014
Name of Subject: Marketing: Goods, Services, Events
Course Code:  
BMI3C

Level: 
M 

Grade:
12




Credit Value: 
ONE

Pre-requisite: None    
Assistant Curriculum Leader:  Mrs. Jackson
Teachers:

Mrs. Jackson, Business Office, Tel. 416 394-7840 ext.20105
Extra Help:

Monday-Friday, 11:35 - 12:35 p.m. 
Course Developed: 
September 2004 & Revised September 2014
MINISTRY OF EDUCATION POLICY

The Ontario Curriculum, Business Studies:  Marketing Fundamentals, 2006
TEXT BOOK: Is available online at Oxfordnext.com
B - Overall Expectations  

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.
By the end of this course, students will be able to do the following:

Marketing Fundamentals 
• describe the process by which goods and services are exchanged;

• explain how marketing inﬂuences consumers and competition;

• 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;

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

• compare the factors that inﬂuence marketing methods and activities in the global economy.
The Marketing Mix
• explain the stages of product development;

• explain the factors involved in the pricing of goods, services, and events;

• compare a variety of distribution strategies and the logistics associated with them;

• demonstrate an understanding of the strategies involved in the promotion of goods,

services, and events.
Trends in Marketing
• explain the effects of new information technologies on marketing strategies and consumer trends;

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

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

• summarize, on the basis of computer research, career pathways in marketing.
The Marketing Plan
• explain the process of developing a marketing plan;

• develop a marketing plan for a good, service, or event;

• analyse the uses of a marketing plan.
OUTLINE OF COURSE CONTENT:  GRADE 11
Marketing: Goods, Services and Events
	Chapter
	Title
	Evaluation Type

	1
	Marketing Fundamentals 
	Test

	5 & 6
	Consumers & Competition
	Test

	7
	Market Research
	Project

	8
	Marketing Not-For-Profit Organizations
	Case Study

	10 & 11
	What is a Product & Branding
	Test

	12
	What is Price
	Assignment

	14
	What is Place
	Test

	15
	What is Promotion
	Test

	9
	Information Technology & Social Media
	Project

	19
	Ethics & Social Responsibility
	Case Study

	18 & 20
	International Markets
	Test

	
	Marketing Plan Culminating Activity
	Analysis 


PROGRAM PLANNING CONSIDERATIONS

If a student has any problems such as hearing, visual, and learning disorders, or anything else, which would affect his or her grades, the student must see the teacher by the end of the first week of classes to discuss accommodations.
C – Learning Skills 
	
	
	

	
	Responsibility
	The student:

• fulfils responsibilities and commitments within the learning environment;

• completes and submits class work, homework, and assignments according 

to agreed-upon timelines;

• takes responsibility for and manages own behaviour.

	
	Organization

	The student:

• devises and follows a plan and process for completing work and tasks;

• establishes priorities and manages time to complete tasks and achieve goals;

• identifies, gathers, evaluates, and uses information, technology, and resources

to complete tasks.

	
	Independent Work
	The student:

• independently monitors, assesses, and revises plans to complete tasks and

meet goals;

• uses class time appropriately to complete tasks;

• follows instructions with minimal supervision.

	
	Collaboration
	The student:

• accepts various roles and an equitable share of work in a group;

• responds positively to the ideas, opinions, values, and traditions of others;

• builds healthy peer-to-peer relationships through personal and media-assisted

interactions;

• works with others to resolve conflicts and build consensus to achieve 

group goals;

• shares information, resources, and expertise and promotes critical thinking 

to solve problems and make decisions.

	
	Initiative
	The student:

• looks for and acts on new ideas and opportunities for learning;

• demonstrates the capacity for innovation and a willingness to take risks;

• demonstrates curiosity and interest in learning;

• approaches new tasks with a positive attitude;

• recognizes and advocates appropriately for the rights of self and others.

	
	Self-regulation
	The student:

• sets own individual goals and monitors progress towards achieving them;

• seeks clarification or assistance when needed;

• assesses and reflects critically on own strengths, needs, and interests;

• identifies learning opportunities, choices, and strategies to meet personal

needs and achieve goals;

• perseveres and makes an effort when responding to challenges.


Classroom Routines & Procedures

When working on computers, computer lab rules must be strictly followed. If a lab rule is violated the resulting consequence may include suspension of computer privileges for the entire school network regardless of assignment due dates or course. Report anything that looks suspicious at the beginning of class. You are responsible for taking care of your workstation and every student is responsible for taking care of the computer lab.

Throughout the year you will be working with different people in teams. It is expected that you will work hard as a member of your team and be dedicated to its success. Remember that during your lifetime, you will often have to work with people that you may not like or get along with, but you must make the best of the situation that you are given.

Students are required to check posted marks and inform me if an error was made recording the marks in MARKBOOK.
Students must be in class at the start of each period, prepared to begin before the bell rings. Regular attendance and punctuality is a given and expected. Students are responsible for catching up on missed homework and in-class assignments.  
All work submitted to the instructor shall be original work from the student.  Plagiarism/cheating is copying, reproduction, or paraphrasing significant portions or someone else’s published or unpublished material, and representing these as one’s own thinking by not acknowledging the appropriate source, or by failing to use appropriate quotation marks. Plagiarism and/or copyright infringement will immediately receive a zero and will be referred to a vice-principal.

There will be 3 formal reporting periods. The Interim, Mid-term and Final reports will be distributed according to administration. The Student mark is a cumulative mark representing the standing of the student at the end of the reporting period. Comments will be made around student performance, learning skills, attendance and lates.

If a student must be away, he or she must arrange to write the test in advance. Documented explanations will be given due consideration for missed tests.  It is ESSENTIAL that you communicate with the teacher prior to the test that you will be away.  Arrangements will be made to write the test at a mutually agreeable time. 

Assignments are due at the beginning of the class on the due date, all assignments handed in past the ultimate due date (the last date the assignment will be accepted) will no longer be accepted.

There will be short unannounced quizzes, assignments, and homework checks in order to ensure understanding of the subject matter.

Appropriate classroom behaviour is expected and is considered a given. This will be discussed in class.
A final culminating activity will be a required component of this course. It will be worth 30% of the course mark.

D - Teaching Assessment & Evaluation Strategy

	Task
	Weighting
	Categories
	Category Weight

	Tests

Quizzes

Assignments

Presentations

Reports, etc.
	50%
	Knowledge/Understanding

Thinking
Application

Communication
	15%

10%

15%

10%

	Marketing Project #1
Marketing Project #2


	20%
	ISU #1

ISU #2
	5%

15%

	Final Culminating Activity
	30%
	Knowledge/Understanding
Thinking/
Application

Communication
	

	Total
	100%
	
	


Student - Teacher Communication
Student Last Name 
________________________________________ 

Student First Name 
________________________________________

Student Number 
__________________________________ 

Student E-mail 

__________________________________

Home Phone Number
___________________
Cell Phone Number___________________

Last and First Name (Mother) 
_______________________________ 


Work or Cell Number (Mother)
____________________
E-mail (Mother) ________________

Last and First Name (Father) 
_______________________________ 


Work or Cell Number (Father)
____________________
E-mail (Father) ________________

Student Timetable

	Period
	Room 

Number
	Teacher and Subject
	Period
	Room

Number
	Teacher and Subject

	1
	
	
	5
	
	

	2
	
	
	6
	
	

	3
	
	
	7
	
	

	4
	
	
	8
	
	


Please list any teams or other extra-curricular activities you are participating in (or planning to participate in) at ECI.

What else would you like the instructor to know about you (interests, jobs, special accommodations, etc.)?

Please fill in the information above and return it to the instructor on the next day of class.  The above information should allow the instructor to communicate more effectively with you.
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