



	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Principles

	Description
	This is the first course in the Marketing career field. It introduces students to the specializations offered in Marketing. Students will obtain fundamental knowledge and skills in marketing communications, marketing management, marketing research, merchandising and professional selling. They will acquire knowledge of marketing strategies, market identification techniques, employability skills, business ethics and law, economic principles and international business. Technology, leadership and communications will be incorporated in classroom activities.

	Unit 1
	An Introduction to Marketing
Students will examine the marketing functions as well as careers in marketing.

	Outcome
	1.1	Employability Skills: Develop career awareness and employability skills (e.g., face-to-face, online) needed for gaining and maintaining employment in diverse business settings.

	Competencies
	1.1.2	Identify the scope of career opportunities and the requirements for education, training, certification, licensure, and experience.
1.1.3	Develop a career plan that reflects career interests, pathways, and secondary and postsecondary options.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	[bookmark: AH_CS2]Competencies
	5.1.1	Identify marketing functions, their interrelatedness, their overall contributions to business strategy and the metrics used to measure success.

	Instructional Strategies
Each student should create a pie chart with seven equal parts representing the different marketing functions (i.e., channel management, marketing-information management, pricing, product/service management, promotion, selling, market planning). Each section should contain a marketing function’s name, a short explanation of the function and three pictures illustrating the function. When finished, each student should present his/her pie chart to the class and discuss ways that each function could be measured for its effectiveness.
Each student should select a career in a marketing field that is of interest to him/her and research the following:
· Common job characteristics
· Skills, knowledge, and experience required
· Education and training required
· Physical demands of the career
· Possible salary or wage 
· Benefits or perks available
· Advancement opportunities 
· Future Demand 
· Any other interesting information about the career
After completing their research, students should create a brochure or flyer that could be used as a recruitment tool to attract potential employees to the career. 

	Instructional Resources
[bookmark: _GoBack]Business Owner’s Toolkit—Marketing
http://www.bizfilings.com/toolkit/sbg/marketing.aspx
The Business Owner’s Toolkit contains free information and resources about starting, running, and growing a business. Articles in the Marketing and Marketing Overview sections of the Toolkit are especially helpful when studying marketing and the marketing functions.

Marketing Olympics Lesson Plan
http://www.uen.org/Lessonplan/preview?LPid=232
This detailed lesson plan, complete with handouts, teaches students about career opportunities in marketing.


MarketingTeacher.com—Marketing Principles Lessons
http://www.marketingteacher.com/category/general-marketing/
These free lessons and videos address the basics of marketing. 

What Is Marketing?
http://www.knowthis.com/what-is-marketing
This online tutorial addresses the basics of marketing, including marketing’s key concepts and the tasks that marketers perform.

Ohio Means Jobs
https://jobseeker.ohiomeansjobs.monster.com/Seeker.aspx
Students can use the Ohio Means Jobs system to explore career opportunities, labor market projections and educational options.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Principles

	Description
	This is the first course in the Marketing career field. It introduces students to the specializations offered in Marketing. Students will obtain fundamental knowledge and skills in marketing communications, marketing management, marketing research, merchandising and professional selling. They will acquire knowledge of marketing strategies, market identification techniques, employability skills, business ethics and law, economic principles and international business. Technology, leadership and communications will be incorporated in classroom activities.

	Unit 2
	Market Planning
Students will examine and compare different companies’ target market(s), the companies’ marketing tactics and strategies; and considerations in implementing marketing worldwide.

	Outcome
	5.5	Market Planning: Utilize principles and tools to select an audience and to identify and select marketing strategies to reach targeted audiences.  

	Competencies
	5.5.1	Distinguish between marketing strategies and tactics.
5.5.2	Explain the considerations used to develop and implement domestic and global marketing strategies.
5.5.3	Describe the concept of market and market identification.

	Instructional Strategies
Divide the class into groups of two. Each pair of students should conduct research on the Coca-Cola and Pepsi websites to identify each company’s target market(s); determine each company’s domestic and global marketing tactics and strategies; compare these domestic and global marketing tactics and strategies; and explain considerations in implementing global marketing tactics and strategies (e.g., social, cultural, environmental, distribution, legal and pricing factors). Each group of students should then present its findings in a 5-minute oral report. 

	Instructional Resources
Business Owner’s Toolkit—Marketing Overview
http://www.bizfilings.com/toolkit/sbg/marketing/overview.aspx
The Business Owner’s Toolkit contains free information and resources about starting, running, and growing a business. Articles in the Marketing Overview section of the Toolkit are especially helpful when markets, market identification and marketing strategies.

The Marketing Mix
http://www.quickmba.com/marketing/mix/
This short reading and accompanying diagrams focus on the 4 P’s of marketing.

MarketingTeacher.com—Marketing Principles Lessons
http://www.marketingteacher.com/category/general-marketing/
These free lessons and videos address the basics of marketing.
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	Description
	This is the first course in the Marketing career field. It introduces students to the specializations offered in Marketing. Students will obtain fundamental knowledge and skills in marketing communications, marketing management, marketing research, merchandising and professional selling. They will acquire knowledge of marketing strategies, market identification techniques, employability skills, business ethics and law, economic principles and international business. Technology, leadership and communications will be incorporated in classroom activities.

	Unit 3
	Product and Service Management
Students will examine the power of branding, methods to build brands and the role of the product life cycle in the success and decline of individual goods and services.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.5	Communicate information (e.g., directions, ideas, vision, workplace expectations) for an intended audience and purpose.
1.2.6	Use proper grammar and expression in all aspects of communication.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.7	Describe foundational concepts associated with product and service management to understand its nature and scope (e.g., product life cycles).
5.1.8	Explain the drivers of brand and the impact, benefits and drawbacks of branding.

	Outcome
	5.8	Branding: Apply branding techniques and methods to acquire position in the minds of internal and external customers that is consistent with organizational goals and objectives.

	Competencies
	5.8.1	Describe the role and importance of customer voice in branding and how this voice may vary across media and channels.
5.8.4	Determine company’s unique selling proposition.
5.8.6	Distinguish between product or service branding and corporate branding.

	Instructional Strategies
Students should read the Advertising Age article Gaga, Oooh La La: Why the Lady Is the Ultimate Social Climber by Andrew Hampp (http://vandymkting.typepad.com/files/2010-2-22-adage-gaga-oooh-la-la---why-the-lady-is-the-ultimate-social-climber.pdf). Then, divide the class into small groups. Each group of students should discuss Lady Gaga’s brand; techniques she used to build her brand quickly; the role of customer voice in building her brand; the benefits and drawbacks of her brand; and lessons that other brands can learn from Lady Gaga. Finally, lead the class in a discussion of the students’ findings.

Following this activity, post a large product life cycle graph (PLC) in the classroom. Each small group of students should select five products of its choice and write each of those products on a separate post-it note. Each group should then place its post-it notes in the appropriate stage of the PLC graph and explain to the class why it believes that each of these products is in the stage indicated. Finally, ask the class to discuss where Lady Gaga’s brand is in the product life cycle.

	Instructional Resources
Free Management Library—Positioning
http://managementhelp.org/marketing/positioning.htm
The Free Management Library’s section on positioning examines unique selling propositions.


KnowThis.com Tutorials
Managing Products: http://www.knowthis.com/managing-products
Product Decisions:  http://www.knowthis.com/product-decisions
These two online tutorials address the basics of product/service management.

Product Positioning
http://www.quickmba.com/marketing/ries-trout/positioning/
This article focuses on how product positioning is used to reach target customers.

Reference for Business
http://www.referenceforbusiness.com/
Reference for Business is a free website containing multiple business encyclopedias, business biographies, sample business plans, and a guide to American industries. The Encyclopedia of Small Business and Encyclopedia of Business contain comprehensive overviews of branding.
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	Unit 4
	Pricing
Students will examine the pricing function, the role of prices in markets and factors impacting pricing decisions.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.5	Describe the function of pricing to understand its role in marketing.
5.1.6	Explain factors affecting pricing decisions (e.g., customer value perception, brand, negotiating power, corporate policies, competitive strategy, stage of customer life cycle).

	Outcome
	5.6	Pricing: Apply the concepts and strategies needed to determine and adjust prices to maximize return and meet customers or clients’ perception of value.

	Competencies
	5.6.1	Describe the functions of prices in markets.
5.6.9	Compare and contrast the pricing of goods and services in business-to-business (B2B) and business-to-consumer (B2C) environments.
5.6.10	Compare and contrast the pricing of tangible versus the pricing of intangible goods.

	Instructional Strategies
Divide the class into small groups. Each group of students should select two products—a tangible product that is purchased by ultimate consumers and an intangible product that is purchased and used by businesses. After choosing its two products, the group should conduct research to determine the price of each of these products via multiple distribution outlets (e.g., brick-and-mortar seller, online seller, etc.). Then, each group should discuss the functions of these prices and make a list of factors (e.g., brand, competition, corporate policies, etc.) that the sellers of these products were likely to consider when establishing the prices. When finished, each group should develop a short written report explaining its findings and conclusions.

	Instructional Resources
Marketing Teacher Lessons
International Marketing and Price: http://www.marketingteacher.com/international-marketing-and-price/
Pricing Strategies: http://www.marketingteacher.com/pricing-strategies/
These free lessons address the many different approaches to pricing products in domestic and global markets.

Pricing Decisions Tutorial
http://www.knowthis.com/pricing-decisions
This online tutorial addresses the basics of channel management, pricing and product/service management.

Pricing Strategy
http://www.netmba.com/marketing/pricing/
This article focuses on all things pricing—pricing objectives, pricing methods, etc.
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	Unit 5
	Channel Management
Students will examine the channel management function and the distribution channels for different products. 

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.3	Explain the nature, scope, benefits and considerations in channel management (e.g., how channels perform or interact).

	Outcome
	5.2	Channel Management: Apply the concepts and processes needed to identify, select, monitor and evaluate distribution channels that support achievement of organizational goals and objectives.

	Competencies
	5.2.1	Distinguish among distribution channels for consumer goods, industrial goods and services.

	Instructional Strategies
Each student should select a product that s/he purchased recently and research the distribution channel that the product travelled from the point of origin to the student’s purchase. Students should then use a graphic organizer to summarize and present their findings.
	Instructional Resources
KnowThis.com Tutorials
Distribution Decisions: http://www.knowthis.com/distribution-decisions
Retailing: http://www.knowthis.com/retailing
Wholesaling: http://www.knowthis.com/wholesaling
These three online tutorials address the basics of channel management and distribution channels for retail and wholesale products.

Place Lesson
http://www.marketingteacher.com/marketing-place/
This free lesson focuses on types of channel intermediaries and basic channel decisions.



Reference for Business
http://www.referenceforbusiness.com/
Reference for Business is a free website containing multiple business encyclopedias, business biographies, sample business plans, and a guide to American industries. The Encyclopedia of Small Business and Encyclopedia of Business contain comprehensive overviews of channels of distribution.
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	Unit 6
	Promotion
Students will determine types of promotion, promotional channels and the targeted audiences for different promotions.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.9	Describe promotion’s nature, scope and role in meeting business objectives (e.g., types of promotion, promotional mix, promotional channels).

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.1	Describe types of promotional channels used to communicate with targeted audiences (e.g., word-of-mouth, direct, advertising, social) and the use of public-relations activities and trade shows or expositions.

	Instructional Strategies
Individually or in small groups, students should select a product and identify the promotional mix used to communicate with targeted audiences. Students should identify the types of promotion used, the promotional channels used and the target market for each promotional channel. When finished, students should present the product, examples of the promotional mix and their findings to the class.

	Instructional Resources
KnowThis.com Tutorials
Promotion Decisions: http://www.knowthis.com/promotion-decisions
Types of Advertising Media: http://www.knowthis.com/types-of-advertising-media
These online tutorials address the basics of promotion and advertising media.

MarketingTeacher.com—Marketing Communications Lessons
http://www.marketingteacher.com/category/general-marketing/
These free lessons and videos address the basics of marketing communications.


New Business Development—Marketing Products
http://www.extension.iastate.edu/AgDM/vdmarketing.html
Promoting Your Business and Evaluating Alternative Types of Advertising, both found in the Promotion section of the website, provide clear, detailed information about marketing communications. Provided by the Iowa State University Extension office.
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	Unit 7
	Marketing-Information Management
Students will identify types of marketing information, examine legal and ethical concerns related to marketing-information management and marketing research, and determine the role of marketing-information management and marketing research in business success. 

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.3	Identify and use verbal, nonverbal, and active listening skills to communicate effectively.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.4	Describe the marketing-information management function, its nature and considerations (e.g., types of relevant information, uses, legal and ethical concerns).

	Outcome
	5.3	Marketing Information Management: Apply the concepts, systems and tools needed to gather, synthesize, evaluate and disseminate marketing information for use in making business decisions that achieve organizational goals and objectives.

	Competencies
	5.3.1		Distinguish between market-driven and customer-driven information, and explain the need for marketing information.
5.3.2		Describe the factors that determine the relevancy of information for marketing purposes. 
5.3.3	Describe data and reports that are monitored for marketing decision-making.

	Outcome
	5.4	Marketing Research: Apply qualitative and quantitative research methods, techniques and tools to gather, synthesize, evaluate and disseminate information about a specified problem, issue or opportunity for use in making business decisions that achieve organizational goals and objectives.

	Competencies
	5.4.1	Explain reasons for conducting marketing research and the importance and scope of marketing-research activities, and distinguish among research types (e.g., primary, secondary, quantitative, qualitative).




	Instructional Strategies
Arrange for a guest speaker who specializes in marketing-information management and/or marketing research to discuss the following topics with students: the importance of marketing-information management and marketing research; types of marketing information;  reports from which marketing information may be drawn; relevant uses for marketing information;  the difference between market-driven and customer-driven information and legal and ethical concerns in marketing-information management and marketing research.

Following this discussion, divide the class into groups of three to five students each. Each group should conduct online research to identify a company (e.g., Chevrolet, Krispy Kreme, Starbucks, Delta Airlines, etc.) that has used marketing information and marketing research successfully. When finished, each group should give a brief presentation about the company and how and why the company used marketing information and marketing research. 

	Instructional Resources
Business Owner’s Toolkit—Without Marketing Research You Will Miss Valuable Opportunities
http://www.bizfilings.com/toolkit/sbg/marketing/market-research/market-research-to-not-miss-opportunities.aspx
The Business Owner’s Toolkit contains free information and resources about starting, running, and growing a business. This particular article focuses on types of marketing research.

Free Management Library—How to Conduct Market Research
http://managementhelp.org/marketing/market-research.htm
The Free Management Library’s section on marketing research examines the role of marketing research, basic data-collection methods and sources of marketing research information.

Marketing Research
http://www.quickmba.com/marketing/research/
This detailed article focuses on the marketing research process.

Marketing Research Tutorial
http://www.knowthis.com/marketing-research
This online tutorial examines marketing research, its importance in marketing, elements of good research and trends in marketing research.

MarketingTeacher.com—Marketing Environment Lessons
http://www.marketingteacher.com/category/marketing-environment/
Although this series of lessons addresses much more content than needed for this unit, the introduction to marketing research, secondary marketing research and primary marketing research would be helpful when teaching the basics of marketing research.
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	Unit 8
	Selling
Students will examine the sales processes, techniques and activities used in business.

	Outcome
	1.4	Knowledge Management and Information Technology: Demonstrate current and emerging strategies and technologies used to collect, analyze, record and share information in business operations.

	Competencies
	1.4.2	Select and use software applications to locate, record, analyze and present information (e.g., word processing, electronic mail, spreadsheet, databases, presentation, Internet search engines).

	Outcome
	2.4	Business Processes: Relate business-process design to organizational structure and organizational goal achievement.

	Competencies
	2.4.4	Describe the relationship among policies, processes and procedures. 

	Outcome
	3.3	Business Communications Management: Apply strategies and procedures to plan, create, implement, and evaluate internal and external company communications.

	Competencies
	3.3.5	“Sell” ideas to internal and external audiences.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.10	Describe the impact of industry, environment and culture on the nature and scope of selling and sales activities (e.g., customer service, relationship building).
5.1.11	Describe sales processes and techniques that can be used to facilitate selling.

	Outcome
	5.11	Selling: Determine client needs, wants and fears; and respond through planned, personalized communication that influences purchase decisions and enhances future business opportunities.

	Competencies
	5.11.3	Describe the impact that digital communication is having on selling.
5.11.4	Identify sources of product information that can be used to communicate product benefits and ensure appropriateness of a product for the customer or client.




	Instructional Strategies
In small groups, students should research an existing business, identify the roles and responsibilities of the sales personnel, determine the sales processes and techniques that the business uses,  find sources of product information that the business’s sales personnel should use and determine how the business’s sales personnel can (or should) use digital communication to facilitate their activities. After conducting this research, each group should develop a slideshow presentation to share their findings. Award a prize to the group that best communicates and “sells” its information via its presentation.

	Instructional Resources
Free Management Library—All About Sales
http://managementhelp.org/sales/sales.htm
The Free Management Library’s section on sales examines the sales process, the sales cycle and skills needed in selling.

KnowThis.com Tutorials
Personal Selling: http://www.knowthis.com/personal-selling
Types of Selling Roles: http://www.knowthis.com/types-of-selling-roles
The Selling Process: http://www.knowthis.com/the-selling-process
These three online tutorials address personal selling, trends in selling, selling roles and the selling process.

Personal Selling Lesson
http://www.marketingteacher.com/personal-selling/
This lesson details the personal selling process, including prospecting, making first contact, the sales call, objection handling and closing the sale.
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	Unit 9
	Legal and Ethical Considerations in Marketing
Students will examine unethical and illegal marketing behaviors and their impact on business.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.7	Use problem-solving and consensus-building techniques to draw conclusions and determine next steps.

	Outcome
	1.3. Business Ethics and Law: Analyze how professional, ethical, and legal behavior contributes to continuous improvement in organizational performance and regulatory compliance.

	Competencies
	1.3.4. Identify how federal and state consumer protection laws affect products and services.
1.3.6. Identify deceptive practices (e.g., bait and switch, identity theft, unlawful door-to-door sales, deceptive service estimates, fraudulent misrepresentations) and their overall impact on organizational performance.

	Outcome
	1.11	Principles of Business Economics: Examine and employ economic principles, concepts, and policies to accomplish organizational goals and objectives.

	Competencies
	1.11.9	Describe how laws and regulations influence domestic and international trade.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.2	Identify legal and ethical issues associated with marketing activities or functions, describe the organizational values impacted, and identify the marketing-mix components (e.g., product, price, promotion, place) affected.




	Instructional Strategies
In groups, students should conduct research to find two recent news articles—one that highlights unethical marketing activities and another that focuses on illegal marketing activities. Each group should present its two articles. When presenting the article about unethical marketing activities, students should identify the impact of the unethical activity on the business and explain ethical actions that the business and/or business employees should have taken instead. When presenting the article about illegal marketing activities, students should identify the law(s) or regulation(s) that was violated and the impact of the illegal activity on the business. 

	Instructional Resources
Ethical and Legal Considerations in Selling
http://www-rohan.sdsu.edu/~renglish/377/notes/chapt03/
Although these notes were developed for a San Diego State University selling course, much of what is discussed is applicable to all of the different marketing functions.

Federal Trade Commission—Advertising and Marketing
http://business.ftc.gov/advertising-and-marketing
Provided by the Federal Trade Commission’s Bureau of Consumer Protection Business Center, this website contains articles and information about business’s responsibility to follow the law when marketing products.

What Is Marketing? Tutorial
Ethics in Marketing: http://www.knowthis.com/what-is-marketing/ethics-in-marketing
Marketing Code of Ethics: http://www.knowthis.com/what-is-marketing/marketing-code-of-ethics
Marketing ethics are discussed in detail in this introductory marketing tutorial.
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	Unit 10
	Marketing Technology
Students will determine the impact of technological advances on marketing costs, marketing strategy and marketing return on investment.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.12	Explain the impact of technology on marketing costs, marketing strategy and marketing return on investment.

	Instructional Strategies
Working in small groups, students should select an industry or specific company and create a progression chart that identifies at least five specific technological advances that have impacted the industry’s or company’s marketing costs, strategies, and return on investment.

	Instructional Resources
KnowThis.com Tutorials
Advertising Trends: Digital Convergence: http://www.knowthis.com/advertising/advertising-trends-digital-convergence
Research Trends: Internet Technologies: http://www.knowthis.com/marketing-research/research-trends-internet-technologies
Research Trends: Other Technologies: http://www.knowthis.com/marketing-research/research-trends-other-technologies
Technologies: Online Chat: http://www.knowthis.com/managing-customers/technologies-online-chat
These four online tutorials address technology used in marketing communications and marketing research.





Mobile Apps for Customer Management
http://www.practicalecommerce.com/articles/2763-17-Mobile-Apps-for-Customer-Management
Practical Ecommerce provides free articles and commentary for ecommerce business. This article discusses inexpensive and free marketing and customer management apps.

Social Media
https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/integrated-marketing-communication-12/the-promotion-mix-83/social-media-417-10592/?
Boundless offers free educational resources to teachers and students. This particular article discusses the use of social media as a marketing tool.

Tech Tools
http://edwardlowe.org/erc/?ercID=1000
The Edward Lowe Foundation provides free advice and resources to entrepreneurs. This article highlights technology used in business and marketing.
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	Unit 11
	Economics
Students will determine the impact of different economic concepts and principles on marketing and business.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.10	Use interpersonal skills to provide group leadership, promote collaboration, and work in a team.

	Outcome
	1.11	Principles of Business Economics: Examine and employ economic principles, concepts, and policies to accomplish organizational goals and objectives.

	Competencies
	1.11.2	Identify the difference between monetary and nonmonetary incentives and explain how changes in incentives cause changes in behavior.

	Outcome
	2.2	Economic Principles: Relate principles and concepts of applied economics to business models, business activities and organizational goal achievement.

	Competencies
	2.2.8	Describe the nature of taxes paid by businesses and their impact. 
2.2.10	Analyze the impact of specialization and division of labor on productivity.
2.2.11	Explain reasons that labor unions form, analyze their impact on business, and describe types of negotiation strategies used in the collective bargaining process.
2.2.12	Explain the impact of the law of diminishing returns and the concept of economies of scale.
2.2.13	Describe the types of market structures (e.g., monopolistic, monopsonistic).
2.2.15	Describe the phases of business cycles (i.e., expansion, peak, contraction, trough) and industry cycles (i.e., start-up or innovations, dominance, shakeout or consolidation, maturity, decline), benefits of understanding them, their internal and external causes, their impact on business and ways businesses deal with different phases.




	Outcome
	2.3	International Business: Relate factors impacting international business to internal business operations, practices and strategies.

	Competencies
	2.3.1	Describe the global environment in which businesses operate, identify leading economies, and explain how the global environment impacts a business’s overall global strategy.

	Instructional Strategies
Divide the class into eight groups of students. Assign an economic concept (i.e., incentives, taxes, specialization and division of labor, labor unions, the law of diminishing returns and economies of scale, market structures, business and industry cycles, and the global environment) to each group to research. After becoming experts on the concept, the group should develop and share a short skit illustrating its assigned concept and the impact of that concept on marketing and business. 

	Instructional Resources
AmosWEB
http://www.amosweb.com/cgi-bin/awb_nav.pl?s=awb
AmosWEB contains a glossary of economic terms, an encyclopedia of economics, and other resources that use simple, fun examples to explain complicated economic concepts.

EcEdWeb
http://ecedweb.unomaha.edu/lessons/lessons6-12.cfm
Developed by the Center for Economic Education at the University of Nebraska at Omaha, this website offers a wide variety of lesson plans for different economic concepts and ability levels.

Economic Class Notes
http://www.socialstudieshelp.com/Economics_Class_Page.htm
At this site, the Social Studies Help Center, teachers and students can access detailed notes and explanations of micro- and macro-economics topics.

Land and Freedom Lessons
http://www.landandfreedom.org/econ/
Developed by the non-profit Henry George School of Social Science, Land and Freedom provides free resources and lesson plans for teaching economics.







