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   I.
Introductory Information



A.
Department Name:
Recreation Management



B.
Departmental Catalog Number:
RECR 330



C.
Course Title: 
Marketing Recreation Services



D.
Credit in Terms of Semester Hours:
  3



E.
Clock Hours Per Week:
3



F.
Overlay:
None



G.
Restrictions Upon Student Registration:
   



Admission into Recreation Professional Semester

  II.

Description of the Course:



This course is designed to explore service marketing with the focus being 

the recreation industry.  The course will look at the similarities and differences in marketing products and services as well as the other variables of promotion, price, product, place and providers.

III.

Exposition:



A.
Objectives:

Upon completion of this course, students will be able to do the following:

1.
Discuss the similarities and differences between product and  service marketing. (8.29)

2.
Apply the principles of the marketing mix variables including promotion, place, price, product and providers. (8.29)

3.
Develop audience segmentation strategies based upon demographics and other behavioral segmentation strategies.


(8.29)

4.
Develop a marketing plan. (8.29)(8.35)(8.36)

5.
Analyze promotional materials. (8.29)

6.
Produce promotional materials such as a newsletter, direct mail piece or flyer utilizing computer technologies. (8.29) (8.35) (8.36)



B.
Activities and Requirements:




1.
Complete all readings




2.
Attend classes




3.
Complete all tests and exams




4.
Develop and present marketing plan which includes:

i. Product/services-logo, slogan, product/service title
ii. Position/image
iii. Target audience segmentation plan
iv. Pricing approach
v. Promotion strategy
5.
Analyze promotional materials

6.
Create a promotional tool such as a newsletter, letterhead, 


direct mail packet, brochure and/or flyer



C. 
Major Units and Time Allotted:




1.
Introduction to Service and Product Marketing (1 week)





a.
History





b.
Nature of Exchange





c.
Difference Between Product and Service Marketing





d.
Definitions of Marketing, Public Relations and 






Advertising




2.
Introduction to Consumer Behavior (2 weeks)





a.
Loyalty Status





b.
Demand for Service





c.
Core and Fringe Users





d.
Image





e.
Purchasing Decision Making Process





f.
Introduction to Marketing Research





g.
Focus Groups





h.
Feasibility Studies




3.
Audience Segmentation (2 weeks)





a.
Demographics





b.
Psychographics





c.
Other behavioral strategies

i. Geography

ii. Life Stage

iii. Usage Rates

iv. Stages of readiness

v. Skill Level

vi. Occasion

vii. Loyalty

4.
Product/Service (2 weeks)


a.
Product Life Cycle


b.
Product/Service Mix, Length, and Width


c.
Product/Service Name, Logo, Slogan


d.
Market Share/Position


e.
Product Strategy

i. Concentrated

ii. Undifferentiated

iii. Differentiated

5.
Pricing (1 week)


a.
Actual Price


b.
Social Pricing


c.
Psychological Pricing


d.
Price Elasticity


e.
Price vs. Quality

6.
Place Variable (1week)


a.
Atmospherics


b.
Channels of Distribution


c.
Location and Number of Branches

7.
Promotion (2 weeks)


a.
Promotional Decisions based on Product Life Cycle


b. 
Promotional Communication


c. 
Incentives


d.
Personal Selling


e. 
Publicity


f.
Advertising

8.
Advertising Methods (3 weeks)


a.
Tips and Techniques for Utilizing


b.
Direct mail


c.
Magazines


d.
Newspapers


e.
Radio


f.
Television


g.
Transit


h.
Outdoor


i.
Electronic media


j.
Flyers, brochures and newsletters

9.
Testing (1 week)

D.
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 IV.

Standards:



A. 
Exams



B.
Marketing Plan



C.
Presentations



D.
Promotional Materials



E. 
Print Analysis

 V.

Rationale and Impact: 



A.
This is an update of a currently taught course within the Recreation 




Management Professional Semester.

VI.

Cost and Staff Analysis:



A.
There will not be any additional cost or staffing.

VII.

Date approved by University president:



________________________

___________________



Presidential Approval


Date

