	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 1
	Introduction to Marketing
Students will examine marketing, the marketing functions, legal and ethical considerations in marketing and career opportunities 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.

	Outcome
	2.1	Business Activities: Relate business functions to business models, business strategies and organizational goal achievement.

	Competencies
	2.1.8	Describe marketing’s role and function in business and its contributions to overall business strategy.

	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.
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
Divide the class into small groups. Group members should research marketing, the marketing functions, career opportunities in marketing and legal and ethical considerations in marketing. Then, each group should develop a “how-to” manual for conducting successful fundraisers. The manual (e.g., a brochure, video, website, etc.) should explain the role and importance of the different marketing functions, discuss common legal and ethical issues for students to avoid when holding a fundraiser, and identify career opportunities in marketing for students interested in pursuing marketing as a career. Share the best of the groups’ products with student clubs, organizations or athletic programs that do fundraisers.

	Instructional Resources
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.
[bookmark: _GoBack]





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 2
	Market Planning
Students will examine and compare different companies’ target markets, marketing tactics and strategies.

	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.
5.5.3	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 marketing tactics and strategies; and compare the tactics and strategies. 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. 





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 3
	Coordinating Channel Management, Pricing and Product/Service Management
Students will assess the impact of distribution channels, pricing, branding and quality assurances in the success and decline of individual goods and services.

	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).
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).
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
	5.2	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.

	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
	5.6.9	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.

	Outcome
	5.7	Product and Service Management: Apply the concepts and processes needed to obtain, develop, maintain and improve a product or service mix in response to market opportunities.

	Competencies
	5.7.1	Describe quality assurances (e.g., guarantees, warrantees, standards) used to inform customers and encourage sales.

	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.
5.8.6	Distinguish between product or service branding and corporate branding.

	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 distribution channels used for each of the products, the stage of each product in its product life cycle, each product’s brand, quality assurances offered for these products, and the price of each of these products via multiple distribution outlets (e.g., brick-and-mortar seller, online seller, etc.). 

Then, each group should make a list of factors that were likely considered when choosing distribution channels for the products, building each product’s brand and establishing the products’ prices. When finished, each group should develop a written report explaining its findings and conclusions.

	Instructional Resources
KnowThis.com Tutorials
Distribution Decisions: http://www.knowthis.com/distribution-decisions
Managing Products: http://www.knowthis.com/managing-products
Pricing Decisions: http://www.knowthis.com/pricing-decisions
Product Decisions:  http://www.knowthis.com/product-decisions
These four online tutorials address the basics of channel management, pricing and product/service management.

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 and brands.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 4
	Marketing Communications
Students will determine types of promotion, promotional channels, advertising media 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.
5.9.2	Explain types of media used in advertising (e.g., print, broadcast, digital, out-of-home, specialty, direct mail, product placement) and the types of advertisements used by those media.

	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, the types of advertising media used (if any) and the target market for each promotional channel or advertising medium. When finished, students should present the product, promotions used to draw attention to the product 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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 5
	Basics of Marketing Research
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
	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).
5.4.3	Explain marketing-research design considerations, and identify the type of research appropriate for different business objectives, problems or opportunities.
5.4.6	Describe quantitative and qualitative marketing research data-collection methods.

	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;  marketing-research design considerations; data-collection methods; 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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 6
	Marketing Research in Action
Students will develop a survey, conduct primary and secondary research, organize marketing data, translate the data into useful insights and communicate the data and insights to stakeholders. 

	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.

	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
	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.
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
	5.3.5	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, environmental changes).
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
	5.4.2	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.
5.4.5	Determine who and how many respondents are needed for marketing research findings to adequately represent the population.
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.
5.4.9	Apply analytical tracking tools to manage and perform marketing research activities.
5.4.10	Identify techniques for processing marketing data.
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).
5.4.13	Interpret quantitative patterns and qualitative research findings by applying descriptive statistical methods, using software systems and evaluating trade-offs.

	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
	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 conduct secondary research of 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 taste test, each group should organize and evaluate the taste test results. Students should develop charts and graphs detailing their results and translating the data into useful insights. Then, each group should develop a slideshow presentation containing its research findings and recommendations. 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
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.

KnowThis.com 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
Marketing Research: http://www.knowthis.com/marketing-research
Planning for Marketing Research: http://www.knowthis.com/planning-for-marketing-research
These five online tutorials address marketing research, the marketing research process and primary and secondary data-collection methods.

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

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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 7
	Selling
Students will examine the sales processes, techniques and activities used in business.

	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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 8
	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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 9
	Positioning Your Product
Students will determine the product mix, unique selling proposition and positioning strategies and tactics for a small business.

	Outcome
	5.7	Product and Service Management: Apply the concepts and processes needed to obtain, develop, maintain and improve a product or service mix in response to market opportunities.

	Competencies
	5.7.6	Employ product-mix strategies to meet customer or client expectations.

	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
	5.8.4	Determine company’s unique selling proposition.
5.8.5	Position products or services to acquire desired business image. 

	Instructional Strategies
Instruct each student to make a list of five interests, hobbies or activities that s/he enjoys. Then, divide the class into groups of two or three students each. Students within each group should share their lists with their teammates and, based on mutual interests, hobbies or activities, identify a small business that they would like to start. Each group should identify the product(s) and product line(s) that its new business will offer to customers. After doing so, each group should create a unique selling proposition for its business and identify ways that it could incorporate its USP into its marketing efforts. Then, each group should develop strategies and tactics for positioning its products to communicate the business’s unique selling proposition. Finally, each group should write a brief report explaining its business’s products, product lines, unique selling proposition and positioning strategies and tactics.

	Instructional Resources
Business Owner’s Toolkit—Successful Companies Master Positioning and Distribution
http://www.bizfilings.com/toolkit/sbg/marketing/overview/positioning-and-distribution-for-success.aspx
The Business Owner’s Toolkit contains free information and resources about starting, running, and growing a business. This particular article focuses on the importance of product positioning.

Free Management Library—Positioning
http://managementhelp.org/marketing/positioning.htm
The Free Management Library’s section on positioning examines how to develop a unique selling proposition.

KnowThis.com Tutorials
Product Decisions: http://www.knowthis.com/product-decisions
Product Positioning: http://www.knowthis.com/targeting-markets/product-positioning
These two tutorials address product-mix and positioning strategies.

Positioning Lesson
http://www.marketingteacher.com/positioning/
This lesson details the importance of and steps to position a product in the market.

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





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	BA Marketing

	Description
	Students will obtain fundamental knowledge of marketing activities, including sales channels, marketing-information management, marketing research, market planning, marketing communications, pricing, product and service management, branding and selling.  They will conduct marketing research and engage in market planning. They will be introduced to a broad view of marketing and business that is applicable to all three national career fields within business administration.  Employability skills, technology, leadership and communications will be incorporated in classroom activities.  

	Unit 10
	Developing a Marketing Plan
Students will develop a detailed marketing plan for a small business.

	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.

	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.
1.2.12	Use technical writing skills to complete forms and create reports.

	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
	5.5.2	Explain the considerations used to develop and implement domestic and global marketing strategies.
5.5.4	Identify market segments, and select target market(s).
5.5.6	Explain the role of situation analysis in the marketing planning process.
5.5.7	Conduct a market analysis (market size, area, potential, etc.).
5.5.9	Conduct a competitive analysis.
5.5.10	Forecast sales, and establish sales goals.
5.5.11	Set marketing goals, objectives and budget to achieve corporate goals and objectives.
5.5.12	Select and apply marketing metrics applicable to the problem, issue or opportunity.
5.5.13	Develop a marketing plan that addresses strategic and operational plans.




	Instructional Strategies
In small groups (possibly the same groups that worked together in the previous unit), students should develop a marketing plan for a small business of their choice. The marketing plan should contain an executive summary, a situation analysis, the desired target market, marketing goals and objectives, marketing strategies and programs, financial plans, performance and implementation, and appendices. Budget and forecast data should be created in a spreadsheet program. 

	Instructional Resources
Business Owner’s Toolkit—Marketing Plans
http://www.bizfilings.com/toolkit/sbg/marketing/marketing-plans.aspx
The Business Owner’s Toolkit contains free information and resources about starting, running, and growing a business. Articles in the Marketing Plans section of the Toolkit are especially helpful when preparing a marketing plan.

Free Management Library—Framework for Basic Marketing Plan
http://managementhelp.org/freebusinesstraining/marketing-plan.htm
The Free Management Library’s detailed framework includes components of a marketing plan. 

KnowThis.com Tutorials
How to Write a Marketing Plan: http://www.knowthis.com/how-to-write-a-marketing-plan
Marketing Planning and Strategy: http://www.knowthis.com/marketing-planning-and-strategy
These online tutorials address the preparation and work that goes into developing a marketing plan.

Marketing Plan Outline
http://www.quickmba.com/marketing/plan/
This marketing plan template includes the basic essentials of an effective marketing plan.

MarketingTeacher.com—Marketing Plans Lessons
http://www.marketingteacher.com/category/marketing-plans/
Several of the Marketing Teacher’s lessons on marketing plans would be useful when teaching the analyses and processes required to develop a marketing plan.
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