SOUTH CENTRAL INTERIOR DISTANCE EDUCATION SCHOOL

Student Name Date Submitted

MARKETING 11 w1)

Section 1.0 Send-In Assignment

Complete this send-in as part of your course enrollment. This will be your first mark entered for
the course. When this assignment has been received by SCIDES, your course materials will be
sent to you.

This send-in consists of:
*  Marketing 11 Course Planner /5 marks
* Exercise 1A (p. 5,6) /20 marks
* Exercise 1B (p. 9,10) /20 marks

TOTAL: / 45 marks %

This Cover Sheet

Return Address (page 2 or Comment Sheet) - Fill out with your complete name and
address.

3) Send-In Assignments - Completed above noted assignments.

Be sure to put proper postage on the envelope (if necessary) and add your return address.
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You are REQUIRED to fill out your return address on this page if you DOWNLOADED
this Assignment. [If the Assignment was mailed to you, please fill out the back of the
white page of the 3 part District Education Comment Sheet.]
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Name:

___/5marks

Marketing 11 Course Planner

Complete all the following contact information that applies to you and check the one that is the best way to
contact you during the day:

1 Home Phone: O Work Phone: A Cell:

Q Email:

U other way to contact you (explain)

When is the best time for your teacher or tutor/marker to contactyou? __: AM PM

Check your Grade: U Grade 10 U Grade 11 U Grade 12 U Graduated

Timetable Options/Course Plan

One of the keys to being successful in anything that you do is to take the time to plan carefully. The objective of this
section is to help you create a timetable for managing your schoolwork and enable you to set goals for finishing all of
your courses by your desired completion date. Most full-time students complete 3 to 5 assignments each week.

The flexibility of our distributed learning program offers you many choices but a plan for completion is essential to
success. Most full-time students complete 8 courses in a school year (10 months). The most common timetables are
“semestered” (4 courses at a time) or “linear” (8 courses at a time).

What is your planned schedule? U Semester System (22 weeks) U Linear System (44 weeks)

Q other: (explain)

What is your intended start date for this course? U Now U Other date:

What is your intended completion date for this course? (month) (year)

How many courses are you taking with us this year? How many with other schools/programs?

Marketing 11 consists of 18 more send-in assignments and 3 module tests. How many assignments/tests per week

must you do to complete this course as planned?

l%‘}%‘ * Mark target submission dates on a calendar.

* Add this same information from other courses to help you create a schedule for
completion.

* Record the actual dates you submit work so you can track your progress.



Delivery Method

Marketing 11 is offered as a print course only. You will receive workbooks in print form and will be submitting your
assignments through the regular mail.

If you have access to the Internet, you will find some great online resources to support your learning by searching for key
words in the assignments.

Anything else?

Is there anything else you would like us to know about you or your education plans that will help us provide you with better
service?




PAPER 1 ASSIGNMENT A

INTRODUCTION TO MARKETING

THE EVOLUTION OF MARKETING

Marketing is an unavoidable and important component in our modern
economic and social world. Each person in society is constantly
exposed to a multitude of commercial messages whether these mes-
sages appear from television, newspapers, radio, magazines, oOr
simply word-of-mouth. Likewise, each person interprets these
commercial messages into purchasing decisions. The result: con-
sumers purchase goods or services made available by marketers.

The modern economic and social world did not evolve by accident
but rather by the natural growth and development of man and his
economic needs. Indeed, marketing evolved as man's needs for
goods and services expanded and became more complex. Undoubtedly,
the evolution of marketing may be traced to a series of economic

stages.

Stage 1l: The Self-sufficient Unit

In the early stages of human history, small family units
banded together to form an economic system. Group members
cooperated in simple economic tasks by making clothing, con-
structing shelters, and providing food. This community of
families was self-sufficient since all economic needs were
satisfied by the group of families.

Stage 2: The Barter System

Skills were honed to the point where a group member would
produce more of a good than was needed by the group. Conse-

quently, a surplus of the good existed.

Groups of families specialized in producing goods according
to the expertise of the group members and the availability of



raw materials. If a group had access to a particular raw
material such as bronze, the group would produce a surplus of
bronze implements. Yet the group might lack sufficient farm-
land to grow food. Another group which lacked bronze tools
might exchange a surplus of food for tools. Thus, trading

began and a barter system evolved.
Negotiations were initiated between groups to determine which

goods should be traded. An essential characteristic of the
barter system was the exchange of one good for another.

Stage 3: The Development of Regional Markets

As the bartering between groups of families intensified,
local trade fairs occurred. Specialized trading institutions
formed to encourage and expedite trading activity. Selling
activity increased as the various family groups met on a
daily basis. Family groups eventually adopted the custom of
meeting at a regional market to exchange goods.

Stage 4: The Exchange of Money

The family groups soon discovered that many of the goods
being traded were not of equal value. In many cases the
barter system was long-winded and inefficient because people
could not decide "how many oranges were worth one hammer."
Trading activity lagged behind production. Something had to
be done to improve the bargaining process by erasing the
inefficiencies that had developed.

By using a common material or good as a measure of value, the
bargaining process was improved. The common measure of value
might be apples, precious stones, or potatoes. With the
discovery of metals, coins became the dominant medium of
exchange. A hammer was now worth ten coins and an orange was
worth three. Trading activity again equalled production as
the regional market operated on an efficient and profitable

basis.



Stage 5: The Primitive Capitalist System

Entrepreneurs who owned property soon organized workers into
units of production. Workers were paid money for producing
goods on behalf of these entrepreneurs. However, two prob-

lems confronted the entrepreneurs:

(1) 1locating markets for the products and

(2) transporting the goods to the market.

Until these problems were solved, production was to continue

on a small scale.

Stage 6: Mass Production

Improvements in transportation and communication systems
combined with rapid world growth in population solved the

problems that had plagued the primitive capitalist stage.
The expanding population resulted in the formation of large

cities. Markets were easy to locate and transportation
improvements facilitated the movement of goods from centres
of production to the markets. '

Large factories containing assembly 1lines opened. Workers
were organized by the entrepreneurs so that they pefformed
highly specialized tasks. Production was now on a mass scale
as an abundance of goods flooded the market. Prices dropped,

thereby making goods more affordable.

Stage 7: The "Marketing-oriented" Society

Consumers became selective in their choice of goods as com—
petitors entered the market. It was no longer a guarantee of
success on behalf of the entrepreneur if goods were made
available in the market at a reasonable price. Consumers
became influenced by the choice of colors, packages, methods
of promotion, and styles. The entrepreneurs were constantly
forced to upgrade and improve their products in order to meet

the advances of competitors.



Production and selling were adjusted to meet the desires of

consumers. Large corporations decided to explore and dis-
cover what the consumer wanted before developing new prod-
ucts. The consumer was thrust to the forefront as customer

satisfaction became the central theme.
Success was achieved by those corporate enterprises which

succeeded in satisfying the wants and needs of the consumer.
Entrepreneurs now were forced to "market" their goods.

Now do Practice Exercise 1 A.



PRACTICE EXERCISE 1 A:

(Write your answers on a separate sheet of paper.)

For each item in Column B, match the letter of the appropriate

word or phrase from Column A.

Column A

(a)
(b)
(c)
(a)
(e)
(£)
(g9)

Stage 1: The Self-sufficient Unit

Stage 2: The Barter System

Stage 3: The Development of Regional Markets
Stage 4: The Exchange of Money

Stage 5: The Primitive Capitalist System
Stage 6: Mass Production

Stage 7: The "Marketing-oriented" Society

Column B

A.
B.
c.
D.
E.
F.

G'

H.
I.
J.
K.
L.
M.
N.
o.

P'

The workers organized into units of production.
Local trade fairs developed.

World growth in population grew rapidly.

Mass production resulted in dropping prices.
Markets were difficult to locate.

Negotiations began between groups to determine which goods

should be traded.

Entrepreneurs decided to satisfy the. wants and needs

consumers.
Consumers became selective in their choice of goods.

Group members cooperated in simple economic tasks.
Groups of families specialized in producing goods.
Markets were easy to locate.

Trading activity lagged behind production.
Competitors entered the market.

Transportation of goods to the market is difficult.

Specialized trading institutions evolve to encourage trading

activity.
Small family units form an economic system.



Q.
R.
S.
T.

Regional markets occur.

A surplus of goods exists.

Large cities are formed.

Entrepreneurs are forced to upgrade and improve
products.

marks out of a possible 20

their



PAPER 1 ASSIGNMENT B

THE MARKETING CONCEPT

Introduction

Before a company is capable of functioning efficiently, it is nec-
essary for top management to develop a philosophy and then imple-—
ment policies that support that philosophy.

While all companies must be concerned with the financial objective
of profit maximization, there exist many philosophies on how to
accomplish this objective. One successful philosophy is the
Marketing Concept.

Definition and Implications

Simply stated, the Marketing Concept is a management philosophy
which advocates satisfying a customer's wants and needs as the
principal method of maximizing profits.

The Marketing Concept implies that in order to achieve long-run
profits, it is necessary to direct the efforts of the whole
company towards customer satisfaction. All the policies and
operations of the company should be directed toward this goal.
However, the difficulty with satisfying a customer's wants and
needs 1is determining first what these wants and needs are. Many
companies which employ the Marketing Concept as their base for the
formulation of company policy use sophisticated marketing research

techniques to discover the wants and needs of consumers. These
companies find out exactly what consumers' wants and needs are
before developing new products. Advocates of the Marketing

Concept believe that there is no use producing and promoting a new
product unless there is a market for the product.



Marketing-oriented Companies

The Marketing Concept implies that the stimulus for new product
ideas will originate from the consumer. A company which operates

according to the Marketing Concept 1is said to be marketing
oriented.

Production-oriented Companies

Many companies operate on an entirely different set of guidelines;
that is, they are not marketing oriented but production oriented.
These companies develop a product without regard to the needs of
the consumer. Once the product is invented and developed, the
company then tackles the problem of how to sell the product.

A production-oriented company will often achieve profits quickly.
However, since the product does not often satisfy the wants and
needs of consumers, repeat sales are not generated. The product
is often short-lived, enjoying immediate success and then quickly
fading out of existence. Long run profits cannot be generated
when repeat sales are not encouraged. Most companies rely on
repeat sales to generate a profitable sales volume over a lengthy
period of time.

Summary

To conclude, the Marketing Concept is being accepted by more com-
panies all the time. These companies realize the importance of
focussing company policies on the consumer. By satisfying con-
sumer wants and needs, repeat sales are encouraged and profitable
sales volumes are achieved over lengthy periods of time. As a
result, brand loyalty develops and the longevity of the company is

enhanced.

Now do Practice Exercise 1 B.



PRACTICE EXERCISE 1 B:

(Write your answers in your notebook or on a separate piece of paper.)

l.

10.

11.

12.

13.

What must top management of a company do before the company
is capable of functioning efficiently?

What financial objective must all companies be concerned
with?

Define Marketing Concept.

According to the Marketing Concept, what is necessary to
achieve long-run profits?

What is the major difficulty encountered when a company
attempts to satisfy a customer's wants and needs?

How do companies determine the wants and needs of customers?
What is a "marketing-oriented" company?
Explain what a "production-oriented" company is.

Why are "production-oriented" companies often incapable of
generating repeat sales?

How is brand loyalty created?

Where do new product ideas originate from marketing-oriented
companies?

Where do new product ideas originate from production-—-oriented
companies?

State whether each of the following phrases represents a
production-oriented or a marketing-oriented philosophy.

(a) Product development is of utmost importance.
(b) Customer satisfaction is first and foremost.



(£)

(g9)

- 10 -

Profits are to be gained immediately and quickly.

Brand loyalty is needed to enhance the longevity of the
company .

Marketing research leads to product development.

Repeat sales are encouraged and profitable sales volumes
are achieved over lengthy periods of time.

Selling the product is considered after the product is
developed.

marks out of a possible 20
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