	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 1
	Careers in Marketing Research
Students will research career opportunities in marketing research and determine common responsibilities and requirements for the positions.

	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.

	Instructional Strategies
Each student should select a career in marketing research that is of interest to him/her and research the following:
· Common job characteristics
· Skills, knowledge, and experience required
· Education required
· Physical demands of the job
· Possible salary or wage amounts
· Benefits or perks available
· Future demand
· Advancement opportunities
· Any other interesting information about the job area
After completing this research, each student should create a brochure or flyer that could be used as a recruitment tool to attract potential employees to the career. 

	Instructional Resources
Career Explorer
http://www.careerexplorer.net/
At the Career Explorer website, students can take a career aptitude test, read about careers that interest them and watch videos of the careers in action.

CareerOneStop
http://www.careeronestop.org/ 
Sponsored by the U.S. Department of Labor, this extensive website provides tools and resources that enable users to explore career options and trends, conduct self-assessments, watch career-related videos and much more.

Marketing Research Association Career Guide
http://www.marketingresearch.org/career-guide
The Marketing Research Association’s career guide highlights types of marketing research, careers in marketing research and tips for entering the industry.

My Next Move
http://www.mynextmove.org/
At My Next Move, students can learn more about their career options. The site details the tasks, skills and salary information for hundreds of different careers. Sponsored by the U.S. Department of Labor.

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.
[bookmark: _GoBack]




	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 2
	The Need for Marketing Research
Students will examine the need for marketing research, identify different primary and secondary data-collection methods and determine appropriate data-collection methods for given research problems.

	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
	5.4.2	Determine the need for and value of marketing research, describe its impact on business strategies and set research objectives.
5.4.4	Evaluate the appropriateness of the marketing-research design for the research problem, issue or opportunity.

	Outcome
	5.12	Marketing Operations: Apply operational policies to perform procedures and activities that ensure marketing’s efficiency and effectiveness.

	Competencies
	5.12.8	Identify and evaluate marketing data needs.

	Outcome
	6.3	Business Applications: Apply tools, processes and procedures to manage the efficient and effective use of technology to achieve organizational goals.

	Competencies
	6.3.1	Distinguish between primary and secondary data, and establish appropriate storage and usage parameters for both data types.

	Instructional Strategies
Teacher should supply students with current business examples or case studies illustrating the role of quality marketing research in accomplishing company objectives (e.g., Abercrombie and Fitch, JCPenney, Taco Bell, etc.). In groups, students should examine the examples or case studies, discuss the primary and/or secondary data-collection method(s) utilized in each case, and determine the appropriateness of the method(s) for the task at hand.  Students should determine what additional data the case study business would need to collect to help address the problem identified.  Then, they should determine the appropriate storage for the data (primary and secondary).   Lead the class in a discussion of their findings.   

	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.

Introduction to Marketing Research Lesson
http://www.marketingteacher.com/introduction-to-marketing-research/
This lesson, video and exercise focus on the basics of marketing research.

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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 3
	Selecting Respondents
Students will interview stakeholders and determine who and how many respondents to involve in marketing research efforts.

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

	Competencies
	1.2.13	Identify stakeholders and solicit their opinions.

	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
	5.4.5	Determine who and how many respondents are needed for marketing research findings to adequately represent the population.

	Instructional Strategies
Each student should identify his/her employer’s stakeholders (e.g., managers, customers, etc.). S/He should conduct interviews with these stakeholders to solicit opinions and define a problem, issue or opportunity worthy of further research. Each student should then determine who and how many respondents would need to be involved in marketing research efforts to adequately represent the population. Finally, each student should write a brief synopsis of the interviews; the problem, issue, or opportunity that s/he identified; and who and how many respondents to involve in marketing research efforts.

	Instructional Resources
Marketing Research
http://www.referenceforbusiness.com/management/Mar-No/Marketing-Research.html
Early sections of this article on marketing research, found in the Encyclopedia of Business, highlight the initial steps of marketing research.

Planning for Marketing Research Tutorial
http://www.knowthis.com/planning-for-marketing-research
The early sections of this tutorial, including steps one and two, would be helpful when teaching students about selecting respondents for their marketing research.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 4
	Collecting Data
Students will develop a questionnaire, survey other students at their school, and collect marketing research data.

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

	Competencies
	1.2.1	Extract relevant, valid information from materials and cite sources of information.
1.2.3	Identify and use verbal, nonverbal, and active listening skills to communicate effectively.
1.2.9	Identify advantages and disadvantages involving digital and/or electronic communications (e.g., common content for large audience, control of tone, speed, cost, lack of non-verbal cues, potential for forwarding information, longevity).

	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, e-mail, spreadsheet, databases, presentation, Internet search engines).
1.4.5	Use information technology tools to maintain, secure and monitor business records.

	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
	5.3.6	Identify challenges associated with data relevance and usability in a globally connected, digital society (i.e., unstructured data). 

	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
	5.4.7	Determine how to obtain needed marketing-research data.
5.4.8	Develop quantitative and qualitative data-collection instruments, and collect the data to answer research questions or resolve issues.




	Outcome
	8.2	Data Research and Analysis: Apply structured approaches and tools to capture, analyze, and interpret data to assist in the achievement of organizational goals.

	Competencies
	8.2.6	Describe the nature of mining unstructured data (e.g., online discussion forums, social networks, call scripts).

	Instructional Strategies
Divide the class into groups of three or four students each. Each group is responsible for conducting marketing research to determine a new snack or beverage to offer in the school store or as a fundraiser. Students should research nutritional information, costs and online reviews of potential new snacks or beverages. Then, each group should develop a questionnaire (survey) focusing on product purchase, usage, price, appearance, texture, taste, smell and other relevant information. Students should conduct a taste test of the potential new snacks or beverages among the student population at their school. Students participating in the taste test should sample the proposed new products and provide answers for the questionnaire.  After completing its marketing research, each group should prepare a one-page summary of its data-collection efforts. Students should save the data collected from the taste test and survey for use in the next unit’s instructional strategy.

	Instructional Resources
Conducting Market Research Using Primary Data
http://ag.arizona.edu/arec/wemc/nichemarkets/07conductingmarketresearch.pdf
This lengthy fact sheet explains different data collection methods as well as ways to analyze the results of these methods.

KnowThis Tutorials
Data Collection: High-Cost Secondary Research: http://www.knowthis.com/data-collection-high-cost-secondary-research
Data Collection: Low-Cost Secondary Research: http://www.knowthis.com/data-collection-low-cost-secondary-research
Data Collection: Primary Research Methods: http://www.knowthis.com/data-collection-primary-research-methods
Planning for Marketing Research: http://www.knowthis.com/planning-for-marketing-research
These four online tutorials address a variety of primary and secondary research methods.

Marketing Environment Lessons
Primary Marketing Research: http://www.marketingteacher.com/primary-marketing-research/
Secondary Marketing Research: http://www.marketingteacher.com/secondary-marketing-research/
These two lessons, provided by the Marketing Teacher, explain advantages and disadvantages of primary and secondary research.



Marketing Research
http://www.learnmarketing.net/marketingresearchindex.html
These free articles from LearnMarketing.net explain marketing research, different types of research methods and questionnaire design. 

Sources of Free Marketing Research Data
http://www.sba.gov/blogs/conducting-market-research-here-are-5-official-sources-free-data-can-help
Provided by the U.S. Small Business Administration, this article identifies five government sources of free data and statistics to boost marketing efforts.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 5
	Processing Data
Students will organize survey responses and develop charts and graphs detailing the data.

	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
	5.4.11	Process marketing data to translate them into useful insights or knowledge (e.g., code research data, transcribe conversations, tabulate data, analyze narrative text).

	Outcome
	5.12	Marketing Operations: Apply operational policies to perform procedures and activities that ensure marketing’s efficiency and effectiveness.

	Competencies
	5.12.9	Cleanse existing marketing data to maintain relevancy.

	Instructional Strategies
Each of the groups formed in the previous unit should organize its taste test results using a tracking system.  Then, each group should prepare a series of charts and graphs that detail its survey responses. 

	Instructional Resources
Data Preparation and Analysis Strategy
http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=6&ved=0CD4QFjAF&url=http%3A%2F%2F140.133.72.206%3A8080%2F7300%2F%25E7%25B5%25B1%25E8%25A8%2588%25E5%25AD%25B8%2FMalhotra2E%28%25E6%259B%25BE%25E5%2585%2589%25E8%258F%25AF%29%2FInstructor%27s%2520Resource%2520Manual%2Fmalhotra_im_ch15.DOC&ei=wJPyU9qXLMycygTDwYKABA&usg=AFQjCNH7CnS6ScW_Oh8UxGd7ufXSiByOgw&bvm=bv.73231344,d.aWw
This comprehensive article, which focuses on coding, transcribing and cleaning research data, contains helpful teaching suggestions and discussion notes.




Data Processing PowerPoint Presentation
http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=89&ved=0CEwQFjAIOFA&url=http%3A%2F%2Fstaff.uob.edu.bh%2Ffiles%2F540120170_files%2FMKT362-ch15.ppt&ei=FafyU_jkDcf3yQTqk4LACg&usg=AFQjCNGxL3ccCzrWptIA2tqw2mYzp4JIhA&bvm=bv.73231344,d.aWw
This PowerPoint presentation addresses questionnaire checking, editing, coding, transcribing and cleansing marketing research data.

Enter, Organize and Clean Data
http://toolkit.pellinstitute.org/evaluation-guide/analyze/enter-organize-clean-data/
Developed by the Pell Institute and Pathways to College Network, this article discusses the importance of developing an organizational system for data, coding the data and checking the data.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 6
	Interpreting Data
Students will analyze survey results and develop insights based on marketing research data.

	Outcome
	1.10	Sales and Marketing: Manage pricing, place, promotion, packaging, positioning and public relations to improve quality customer service.

	Competencies
	1.10.5	Monitor customer expectations and determine product/service satisfaction by using measurement tools.

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

	Competencies
	3.3.13	Interpret research data into information for decision-making (e.g., interpret descriptive statistics, correlations), and translate findings into actionable business recommendations.

	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
	5.4.9	Apply analytical tracking tools to manage and perform marketing research activities.
5.4.13	Interpret quantitative patterns and qualitative research findings by applying descriptive statistical methods, using software systems and evaluating trade-offs.
5.4.15	Facilitate functional decision-making in marketing through the use of marketing information.

	Outcome
	6.3	Business Applications: Apply tools, processes and procedures to manage the efficient and effective use of technology to achieve organizational goals.

	Competencies
	6.3.2	Mine standard databases (e.g., accounting, customer, product, vendor, sales, operations, human resources, patient, supplier, procurement), apply analytical tools, and interpret the findings.




	
Outcome
	7.4	Quality Management: Design, implement, and manage quality-control processes to minimize errors, expedite workflow, and achieve performance objectives at a reasonable cost, using continuous improvement techniques (e.g., lean, Six Sigma or DMAIC [Define, Measure, Analyze, Improve, Control]).

	Competencies
	7.4.7	Describe validation and qualification methods used in new or revised products, processes, and services (e.g., alpha and beta testing, first-article, customer satisfaction surveys). 

	Instructional Strategies
Continuing their work from prior units, students will work in groups to evaluate and analyze the taste test results, using statistical analysis and software systems if available.  Then, each group will develop additional materials that translate the data into useful insights. Students will research validation and qualification methods used in new products, processes, and services as it relates to the product chosen based on the new research results. Each group should also develop a written memo detailing its recommendation for a new snack or beverage to sell in the school store or as a fundraiser. 

	Instructional Resources
Conducting Market Research Using Primary Data
http://ag.arizona.edu/arec/wemc/nichemarkets/07conductingmarketresearch.pdf
This lengthy fact sheet explains different data collection methods as well as ways to analyze the results of these methods.

Evaluation Toolkit
Analyze Quantitative Data: http://toolkit.pellinstitute.org/evaluation-guide/analyze/analyze-quantitative-data/
Analyze Qualitative Data: http://toolkit.pellinstitute.org/evaluation-guide/analyze/analyze-qualitative-data/
The Pell Institute and Pathways to College Network’s Evaluation Toolkit provides useful information on analyzing research. It discusses the levels of measurement associated with quantitative data, quantitative data analysis procedures and questions to ask throughout the qualitative analysis process.

Marketing Research
http://www.quickmba.com/marketing/research/
Provided by QuickMBA, this comprehensive article explains the marketing research process in detail. Start at Data Analysis—Preliminary Steps for information on interpreting marketing research data.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 7
	Reporting Your Findings
Students will develop and give a presentation of their marketing research findings and recommendations.

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

	Competencies
	1.2.2	Deliver formal and informal presentations.
1.2.12	Use technical writing skills to complete forms and create reports.

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

	Competencies
	3.3.14 	Communicate research information to others (e.g., display data in charts or graphs, prepare presentations, prepare written reports).

	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
	5.3.4	Communicate marketing-information to others that delivers relevant insights into issues, problems, questions, or opportunities. 

	Instructional Strategies
Students should continue working in the groups formed during a previous unit. Each group should develop a slideshow presentation containing its research findings and recommendations. Then, each group should give an oral presentation to the class, instructor and school administrators, who will collaboratively decide which new snack or beverage to offer in the school store or as a fundraiser.

	Instructional Resources
Presenting Research Findings Lesson
http://www.bized.co.uk/educators/16-19/business/marketing/lesson/findings1.htm
This lesson on different methods to present research findings is ideal as a classroom activity or as homework.







Research Report Preparation and Presentation
http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=37&ved=0CEcQFjAGOB4&url=http%3A%2F%2Fwww.apmf.org.sg%2FTopic6.ppt&ei=loXzU8ubG8vsoATb4oCQCA&usg=AFQjCNEsmlghYTBbCqH7xAXPx3fFItp5yw&sig2=vrDTZVrSf-r2lK4cjHshBQ&bvm=bv.73373277,d.cGU
This 15-slide PowerPoint presentation explains different types of research reports, common elements of research reports and guidelines for oral presentations of research.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 8
	Managing Marketing Research Activities
Students will develop processes to acquire high-quality marketing data.

	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
	1.4.3	Verify compliance with security rules, regulations and codes (e.g., property, privacy, access, accuracy issues, client and patient record confidentiality) pertaining to technology specific to industry pathway.

	Outcome
	5.12	Marketing Operations: Apply operational policies to perform procedures and activities that ensure marketing’s efficiency and effectiveness.

	Competencies
	5.12.10	Determine sources of relevant, new marketing data, and evaluate options to purchase or sell marketing data. 
5.12.11	Develop processes to acquire marketing data from external sources.

	Outcome
	7.4	Quality Management: Design, implement, and manage quality-control processes to minimize errors, expedite workflow, and achieve performance objectives at a reasonable cost, using continuous improvement techniques (e.g., lean, Six Sigma or DMAIC [Define, Measure, Analyze, Improve, Control]).

	Competencies
	7.4.2	Explain the components of a quality plan, its purpose for the organization, the development process, and the role of employees and data integrity in the process.

	Instructional Strategies
Divide the class into small groups. Each group should brainstorm and determine processes that could be used to identify potential new recruits for the marketing program. Students should verify that their proposed processes will generate high quality data and that the processes do not violate any rules or regulations regarding data security. Each group should give an informal presentation to share its findings and recommendations with the class and marketing instructors. 





	Instructional Resources
Code of Marketing Research Standards
http://www.mra-net.org/images/documents/expanded_code.pdf
The Code of Marketing Research Standards, ratified by the Marketing Research Association in March, 2007, were established to ensure that marketing researchers act in a legal, ethical manner.




Sources of Free Marketing Research Data
http://www.sba.gov/blogs/conducting-market-research-here-are-5-official-sources-free-data-can-help
Provided by the U.S. Small Business Administration, this article identifies five government sources of free data and statistics to boost marketing efforts.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 9
	Strategic Planning
Students will develop plans and strategies to better serve customers and strengthen the workplace environment.

	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
	1.4.6	Use an electronic database to access and create business and technical information.

	Outcome
	10.1	Strategic Planning: Implement planning tools to guide organization’s or department’s activities.

	Competencies
	10.1.4	Conduct an organizational or department situational analysis of the internal and external environment to support development of a strategic plan.
10.1.6	Develop and communicate time-bound company or departmental vision, goals and objectives.
10.1.7	Develop strategic action plans at the departmental level to achieve goals and objectives (e.g., marketing, research and development, procurement, production, human resources, information technology).

	Outcome
	10.2	Strategic Execution: Apply the principles and concepts used to align organizational and departmental strategies with tactical execution plans.

	Competencies
	10.2.1	Identify activities required to support the strategic goals, objectives, and plans of the organization; and adjust departmental focus.
10.2.2	Identify functions, skills, and capabilities required to execute strategy; and determine whether those skills and capabilities are present or available.
10.2.3	Compare options for departmental structure, and evaluate their ability to support plan execution (e.g., in-house or outsourced; centralized, remote, hybrid; cross-functional teams or specialized groups).
10.2.4	Describe the relationship of departmental strategies to departmental goals and objectives.
10.2.5	Determine departmental policies required to support strategy. 




	Instructional Strategies
Divide the class into groups of two or three students each. Each group should complete one of the DECA business operations research events. These events require students to develop plans and strategies to better serve customers and/or strengthen the workplace environment. Students should begin work on a written report detailing their research efforts and proposed strategic plan. Students should continue their projects during future units of this course.

	Instructional Resources
Linking Marketing and Corporate Strategies
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt02/
These class notes, written by a San Diego State University professor, examine methods to align marketing strategies with organizational goals.

Strategic Planning Tutorial
http://www.sba.gov/tools/sba-learning-center/training/strategic-planning
Developed by the U.S. Small Business Administration, this online tutorial explains steps of the strategic planning process.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 10
	Monitoring Business Performance
Students will monitor data to identify trends, identify metrics to assess the success or failure of strategic plans and determine alternative actions to take if goals are not met.

	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
	1.8	Operations Management: Plan, organize and monitor an organization or department to maximize contribution to organizational goals and objectives.

	Competencies
	1.8.7	Collect information and feedback to help assess the organization’s strategic planning and policymaking processes.

	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
	5.3.5	Track business information to stay abreast of trends and changes that could impact marketing (e.g., customer databases, partners’ and competitors’ activities, sales and operational data, and environmental changes).
5.3.7	Develop insights using trends occurring in other industries. 

	Outcome
	10.2	Strategic Execution: Apply the principles and concepts used to align organizational and departmental strategies with tactical execution plans.

	Competencies
	10.2.6	Explain uses of and differences in financial and operational information analysis (e.g., financial KPIs, marketing KPIs, logistics KPIs), and identify metrics that promote a balanced and successful approach to execute strategy.
10.2.7	Determine alternative actions to take when goals are not being met (e.g., modify tactics, increase allocated resources, challenge goals, identify exit options).

	Instructional Strategies
This instructional strategy requires students to continue the projects that they started in the previous unit. The DECA business operations research events require students to solve problems, draw conclusions and determine next steps based on their research findings. Students should monitor sources of secondary data regularly throughout the project to identify trends that could impact their strategic plans. When preparing a proposed budget detailing the costs associated with their proposed strategies, students should identify metrics that could be used to assess the success or failure of their plans and determine alternative actions that could be taken if goals are not met. Students should also peer-edit their classmates’ reports and provide suggestions for improvements. After gathering these suggestions from other students, each group should finalize its written report and give a presentation of their findings and recommendations to a panel of judges.

	Instructional Resources
Balanced Scorecard Lesson
http://www.marketingteacher.com/balanced-scorecard/
This lesson, video and exercise focus on using the balanced scorecard to control and track key performance indicators.

Benchmarking
http://www.marketingteacher.com/benchmarking/
This Marketing Teacher article describes types of benchmarks, benefits of benchmarking and drawbacks to using benchmarks.

Managing External Forces
http://www.knowthis.com/managing-external-forces
In this online tutorial, students examine external forces and trends impacting marketing activities.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Research

	Description
	Students will conduct qualitative and quantitative marketing research using primary and secondary data. They will gather, synthesize, evaluate, and disseminate marketing information for use in business decision-making or to address a specific marketing problem or issue. Students will apply project management techniques to guide and control marketing-research activities. They will use statistical techniques to evaluate marketing data. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 11
	Project Management
Students will use project-management processes and tools to manage, monitor and assess a project.

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

	Competencies
	1.2.4	Use negotiation and conflict-resolution skills to reach solutions.
1.2.5	Communicate information (e.g., directions, ideas, vision, workplace expectations) for an intended audience and purpose.
1.2.10	Use interpersonal skills to provide group leadership, promote collaboration, and work in a team.

	Outcome
	6.3	Business Applications: Apply tools, processes and procedures to manage the efficient and effective use of technology to achieve organizational goals.

	Competencies
	6.3.3	Implement collaborative or groupware and cloud computing applications (e.g., services, application, virtual environments) to facilitate projects and business operations.

	Outcome
	8.3	Project Management: Plan, manage, monitor, and control projects to improve workflow, minimize costs, and achieve intended project outcomes using planning and project-management tools.

	Competencies
	8.3.1	Compare and contrast the role and responsibilities of project sponsors, project managers, and project team members.
8.3.2	Explain the impact of expectation setting on project outcomes.
8.3.3	Define project objectives, scope, outputs, and resource requirements (i.e., project charter and statement of work).
8.3.4	Document, sequence, allocate, and schedule activities to facilitate on-time and on-budget completion of project by qualified resources.
8.3.5	Manage project scope and activities as project progresses (e.g., identify scope changes, monitor critical path, update project activities). 
8.3.6	Manage project schedule, resources, costs, and quality as project progresses (e.g., review project completion status, identify potential delays, review costs, review drafts). 
8.3.7	Monitor and communicate project status, issues and changes to stakeholders. 
8.3.8	Manage the project team throughout the project to reduce conflict, minimize rework, and meet the project objectives (e.g., enforce ground rules, identify and provide training, facilitate cross-team communications, catalog and resolve issues, provide feedback). 
8.3.9	Close project (e.g., obtain buyer acceptance, finalize billing, archive documentation). 
8.3.10	Evaluate project results (e.g., compare project results to expectations, conduct surveys, review lessons learned), and recommend follow-up actions.

	Instructional Strategies
While completing their DECA business operations research project, students should use project-management processes and tools (e.g., project charter, statement of work, project schedule, etc.) to manage, monitor and assess the project team’s progress. After finishing the project, students should develop a written report about the role of specific project-management processes and tools in project success.

	Instructional Resources
Integrating Project Management Skills Into Your Classroom
http://pmief.org/learning-resources/resources-for-youth/teachers
The Project Management Institute Educational Foundation (PMIef) has developed free curricula and other materials for teaching project management skills to secondary-school students. 

Project Management Basics
http://www.usability.gov/tags/project-management/
Usability.gov, which is managed by the Digital Communications Division in the U.S. Department of Health and Human Services’ Office of the Assistant Secretary for Public Affairs, focuses on making digital content more useful to government and private individuals. However, there are a number of project management articles and tools that would be useful to students (e.g., Project Management Basics, Develop a Project Plan, etc.).

Project Management Lesson
http://www.bized.co.uk/educators/16-19/business/production/lesson/project1.htm
This detailed lesson introduces the project management process.

Project Management Methodology Guidelines
http://www.chandleraz.gov/Content/PM000PMMethodologyGDE.pdf
Provided by the city of Chandler, Arizona, this 97-page e-book includes an overview of project management, a step-by-step guide to the phases of project management.




