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Subject & Course No. Descriptive Title Semester Credits

Calendar Description:

Market intelligence (MI) is a key tool for better decision making, success, and even survival for
firms today, and it comes from the strategic use of a carefully analyzed collection of key information.
Enterprise-wide use of market intelligence is increasing, as firms see its power and benefit. Firms
that embrace market intelligence use it at all levels of the organization, fostering a culture where
everyone thinks “intelligence”, and contributes to its evolution. The establishment of a market
intelligence process in firms today is increasing at a rapid rate.

Effective M1 is a process of: identifying and collecting information, both internal and external to the
firm; analyzing it, interpreting it using business and industry experience and knowledge; and using it
to make more informed decisions. This course provides a broad and in-depth understanding of
market intelligence (M), focusing on M1 as a process, and the perspective taken will be that of a
manager using market intelligence. Students will learn the tools, techniques, sources, analytical
processes and technology of MI, and will review best practices and cases of Ml in action. This
course is intended for marketing and business students.

Allocation of Contact Hours to Type of Instruction | H:  Course Prerequisites:
/ Learning Settings
MARK 1120 and FINC 1231
Primary Methods of Instructional Delivery and/or

Learning Settings: I: Course Corequisites:
Lectures and Seminars

Nil
Number of Contact Hours: (per week / semester
for each descriptor) J:  Course for which this Course is a Prerequisite
Lecture/Case Analyses: 2 Hours
Seminar/Discussion: 2 Hours Nil
Total: 4 Hours

K:  Maximum Class Size:
Number of Weeks per Semester: 30

15 Weeks X 4 Hours per Week = 60 Hours

PLEASE INDICATE:

Non-Credit

College Credit Non-Transfer

X | College Credit Transfer:

SEE BC TRANSFER GUIDE FOR TRANSFER DETAILS (www.bctransferguide.ca)
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M:  Course Objectives / Learning Outcomes

The fundamental objectives of this course are:
= to provide students with an understanding of market intelligence (MI) from a managerial perspective
= to provide them with a knowledge foundation from which they can utilize M1 effectively

After successful completion of this course, students will:

= Understand the world of market intelligence and its importance to businesses

= Understand analyzing and processing information, and the art and science of identifying appropriate
information and sources of information.

= Be capable of developing simple information plans

= Be able to acquire, filter and warehouse information

= Be capable of applying tools and techniques such as data mining, data visualization, information
analysis and selection

= Know the basics of creating intelligence teams

= Have the skills to report market intelligence information in a fashion that facilitates generating a
cohesive view of the company’s market situation and enhances decision making.

N: Course Content:

The art and science of market intelligence

Managerial perspective of market intelligence (MI)

Establishing and directing a M1 function

Identifying information stakeholders and their requirements

MI as a process: determining information needs and sources, and filtering available

information to capture relevant material

6. Understanding the technological, analytical, interpretative and managerial tools and
techniques used in effective Ml

7. Transforming information into actionable intelligence

8. Ethical, legal and regulatory issues in MI.

ISARE A

O: Methods of Instruction

Students will be involved in an active learning environment, and will study the concepts, techniques, tools and
management processes that are critical to effective MI. They will demonstrate their ability to apply the required
skills by sourcing information, analyzing business cases of Ml in action, performing on-line research,
completing case analyses, and preparing assignments.

P:  Textbooks and Materials to be Purchased by Students

A Coursepack with relevant articles on market intelligence will be prepared for students to purchase.

Q: Means of Assessment

Research Project 25%
Midterm Examination 20%
Case Assignments 25%
Class Participation 10%
Final Exam 20%
100%

STUDENTS MUST COMPLETE ALL COMPONENTS OF THE COURSE TO OBTAIN CREDIT
FOR THE COURSE.
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R:  Prior Learning Assessment and Recognition: specify whether course is open for PLAR

Yes
Course Designer(s): C. Gail Tibbo Education Council / Curriculum Committee Representative
Dean / Director: Robert Buller Registrar: Ted James
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