
	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Applications

	Description
	Students will develop and implement marketing strategies and techniques across marketing functions: channel management, marketing research, market planning, pricing, product/service management and branding. They will use marketing operations procedures and activities to ensure marketing’s efficiency and effectiveness. Students will generate, screen, and develop new product ideas. They will predict economic trends and conditions and determine how cultural intelligence can impact organizations. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 1
	Careers in Marketing
Students will research marketing careers of interest and examine steps in the hiring process.

	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.
1.1.5	Develop strategies for self-promotion in the hiring process (e.g., filling out job applications, résumé writing, interviewing skills, portfolio development).

	Instructional Strategies
Each student should select a marketing career that s/he is interested in pursuing, conduct research on the career and create a report highlighting that career. The report should include a description of the career, a listing of job duties, the career’s salary potential, education and training requirements and available certification and licensure. 

Each student should also complete a sample application, develop a résumé and create an employment portfolio. The portfolio should include items such as the student’s résumé, awards and honors, competencies that have been completed and sample work products.  Each student should then complete a mock interview.  A rubric should be developed for the process.  

	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.

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.
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	Students will develop and implement marketing strategies and techniques across marketing functions: channel management, marketing research, market planning, pricing, product/service management and branding. They will use marketing operations procedures and activities to ensure marketing’s efficiency and effectiveness. Students will generate, screen, and develop new product ideas. They will predict economic trends and conditions and determine how cultural intelligence can impact organizations. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 2
	New Product Development
Students will generate new product ideas, develop a prototype of the product, plan the product-development process and determine opportunities to offer the product in different markets.

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

	Outcome
	1.5	Global Environment: Evaluate how beliefs, values, attitudes and behaviors influence organizational strategies and goals.

	Competencies
	1.5.1	Describe how cultural understanding, cultural intelligence skills and continual awareness are interdependent.
1.5.2	Describe how cultural intelligence skills influence the overall success and survival of an organization.
1.5.8	Identify how multicultural teaming and globalization can foster development of new and improved products and services and recognition of new opportunities.

	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
	5.5.8	Assess global trends and opportunities.

	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
	5.7.2	Employ product-development processes to maintain an up-to-date product pipeline. 
5.7.3	Nurture product ideas through to fruition.




	Outcome
	10.6	Product Development: Generate, screen and develop ideas into new products and services that can be commercialized.

	Competencies
	10.6.1	Generate ideas for new products and services using innovation skills, creative-thinking techniques, and crowdsourcing.
10.6.2	Develop decision-making criteria, and define the decision-making process that will be used to screen ideas for feasibility. 
10.6.3	Research the potential costs, revenues and profits, and marketing strategy of the new product or service (i.e., conduct feasibility study).
10.6.4	Consider legal restrictions and requirements impacting the sale and marketing of new products and services (e.g., non-disclosure agreements, non-compete agreements, statement-of-work, master service agreements).
10.6.5	Determine and solicit the involvement of other business functions and resources to test product ideas, and evaluate product ideas against existing portfolios and strategies. 
10.6.6	Coordinate development of prototype or proof-of-concept. 
10.6.7	Evaluate and apply product-development system to speed commercialization time while meeting other business objectives (e.g., stage-gate, synapse, agile).

	Instructional Strategies
Divide the class into groups of three or four students each. Each group should use a variety of techniques to generate ideas for a new product. After generating these new product ideas, the group should develop and use criteria to select the best idea for additional research and development. Develop a description or prototype of the product to be used in test research.  The group should research the potential costs, revenues and profits for their product idea; determine legal restrictions and requirements impacting the sale and marketing of the new product; test the product idea; assess global and cultural trends and opportunities in this market; and plan the product-development process. 

Then, each group should develop a summary report highlighting these activities and present its product to a panel of judges (including local business professionals, if possible). (DECA’s Entrepreneurship Innovation Plan Event could also be used for this unit.)

	Instructional Resources
Developing New Products and Services
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt10/index.htm
These notes, developed by a San Diego State University professor, explain the phases of new product development.

Generating and Evaluating New Product Ideas
http://www.bizfilings.com/toolkit/sbg/marketing/product-development/generating-new-product-ideas.aspx
This detailed article from the Business Owner’s Toolkit explains the product development lifecycle, starting with brainstorming new ideas and ending with evaluating the success of prototypes and test marketing.

Managing Products Tutorial
http://www.knowthis.com/managing-products
Much of this tutorial on product/service management focuses on new product development. Start with the Developing New Products page, and continue reading to the end of the tutorial.


What is New Product Development?
 https://www2.bc.edu/~oreillyv/definitions/NewProductDevelopment.htm
This article examines new product development processes, tools and metrics.
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	Unit 3
	Marketing-Information Management
Students will analyze marketing research reports, identify data-collection methods and assess the need for marketing research.

	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
	5.3.2	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.
5.3.4	Communicate marketing-information to others that delivers relevant insights into issues, problems, questions, or opportunities.

	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
	5.4.3	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.
5.4.10	Identify techniques used for processing marketing data.
5.4.12	Assess marketing research briefs to determine comprehensiveness and clarity.
5.4.14	Evaluate marketing research procedures, proposals and findings to assess their credibility and to determine needed improvements.

	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.
5.12.9	Cleanse existing marketing data to maintain relevancy.
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.




	Instructional Strategies
Students should conduct Internet research to identify at least five different types of marketing information. Each student should analyze what information is being provided in each case, how reliable the information is and how the information can be used.  S/He should then develop a report detailing his/her analysis of one of these types of marketing information.

Each student should also evaluate a marketing research report (e.g., a former DECA project, research brief online, etc.) and write an analysis of it. The report should identify the qualitative and quantitative research methods used to collect the data, as well as why those methods were used.  Students should explain why or if the research methods were appropriate for the research problem addressed. In addition, students should analyze the research findings, address the credibility of the findings and data, and identify further research that they believe is necessary and/or any improvements needed in the report.

	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.

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 4
	Identifying and Analyzing Your Market
Students will conduct a market analysis for an existing company and make recommendation regarding ways that the company could increase its market share and/or expand its market.

	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
	5.5.4	Identify market segments, and select target market(s).
5.5.5	Profile target customer to determine market needs and customer demand for products and services.
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.).
5.5.8	Assess global trends and opportunities.
5.5.9	Conduct a competitive analysis.

	Instructional Strategies
Each student should select a company and describe its current target market in detail.  S/He should also determine the target market’s needs and demand for products and services.  Each student should complete a market analysis, research the strengths and weaknesses of the company’s competitors and assess global opportunities for the company. Finally, each student should write a formal business letter to the company’s marketing director (or the equivalent) in which the student explains the research findings and makes recommendations to the marketing director regarding ways that the company could increase its market share and/or expand its market.

	Instructional Resources
Market Analysis Lesson Plan
http://www.bized.co.uk/educators/16-19/business/marketing/lesson/analysis.htm
This lesson plan on conducting market analyses, segmenting and target markets includes teacher instructions, a slideshow presentation, a mind map and a student activity.







MarketingTeacher.com Lessons
Segmentation: http://www.marketingteacher.com/segmentation/
Segmentation, Demographics and Behavior: http://www.marketingteacher.com/segmentation-demographics-and-behavior/
Segmenting Publics in America: http://www.marketingteacher.com/segmenting-publics-in-america/
Targeting: http://www.marketingteacher.com/targeting/
These four lessons provide comprehensive information on segmenting and targeting markets.

Segmentation
http://www.bized.co.uk/notes/2013/05/segmentation
These notes highlight market segmentation and bases for segmenting markets.

Targeting Markets Tutorial
http://www.knowthis.com/targeting-markets
This tutorial explains segmentation variables and how marketers choose their markets. 

Understanding Your Target Market Is Critical for Success
http://www.bizfilings.com/toolkit/sbg/marketing/overview/understanding-your-target-market.aspx
This Business Owner’s Toolkit article details the importance of learning about and segmenting the target market.
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	Unit 5
	Product/Service Management
Students will examine a company’s product-mix strategies, determine the effectiveness of these strategies and recommend areas of improvement.

	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, warranties, standards) used to inform customers and encourage sales.
5.7.4	Determine opportunities to improve products and services (e.g., extend product lines, create niche markets, increase differentiation, close a gap in service) using marketing-research insights. 
5.7.5	Explain how financial and operational metrics (e.g., net margin, term margin, time or speed to market) impact market opportunities and the implications for product and service management. 
5.7.6	Employ product-mix strategies to meet customer or client expectations.
5.7.7	Evaluate effectiveness of product-mix strategies.
5.7.11	Implement techniques to increase customer exposure to products.

	Instructional Strategies
Divide the class into pairs, and instruct each pair to select a company to research.  The students should determine the following:
· Quality assurances offered by the company, how these quality assurances are communicated, and the impact of these quality assurances on sales
· The company’s product-mix strategies and their effectiveness

Students should then analyze opportunities available to the company to improve its products and services. Students should also recommend new product-mix strategies and techniques for the company to increase customer exposure to the company’s products.

 Finally, students should develop a poster and/or presentation that shows the company’s overall product mix, including width, depth and branding strategies.  The poster or presentation should include images of the company’s products, the pricing of these products and market opportunities.  During their presentation (or on their poster), students should also discuss the company’s product-mix strategies, the effectiveness of these strategies and their recommendations for changes and improvements to the company’s product-mix strategies.

	Instructional Resources
Managing Products
http://ww2.nscc.edu/gerth_d/MKT2220000/Lecture_Notes/unit07.htm
These community college lecture notes address product line and product mix strategies, quality as a product strategy, the product life cycle and much more.

Managing Products and Brands
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt11/index.htm
These notes, developed by a San Diego State University professor, focus on the product life cycle, managing the product life cycle,  branding and brand management, packaging and labeling, and product warranty.
Product Decisions Tutorial
http://www.knowthis.com/product-decisions
This tutorial looks at product-mix strategies and decisions that marketers must make.

Product, Services and Branding Strategies
http://www.graduate.au.edu/download/content/file/school%20of%20business/MBA%20DD%20Comprehensive/MM_guide_Dr_Vorravee_4-2013-Chapter%209.pdf
This slideshow presentation covers product and service classifications, product and service decisions, branding and additional product considerations. 
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	Unit 6
	Branding
Students will develop and evaluate brand strategies to build and/or improve a brand.

	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.

	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
	5.8.2	Identify customer touch points, and align branding strategies to ensure appropriate and consistent end-to-end communications and actions.
5.8.3	Determine brand reputation, and develop strategies to protect it. 
5.8.5	Position products or services to acquire desired business image.
5.8.8	Evaluate opportunity costs associated with different branding strategies, and prioritize spending on branding efforts.
5.8.9	Determine and communicate brand values to customers and employees.
5.8.10	Assess customer experiences, and evaluate consistency in delivering on brand values.
5.8.11	Assess product packaging to improve its function and brand recognition (e.g., packaging requirements, graphic design, adequacy).
5.8.12	Identify need to rebrand.
5.8.13	Build brand, and use grassroots and co-branding strategies.

	Instructional Strategies
Individually or in small groups, students should compare and contrast two different brands—one that has an effective branding strategy and one that needs to be rebranded.  Students should create a poster, picture board or illustration showing the similarities and differences between the two brands.  When presenting their findings, students should give detailed descriptions of both brands’ reputations, product mixes, opportunity costs, brand values, customer experiences, product packaging and brand recognition.  For the product that needs rebranded, students should develop strategies to rebrand the product, evaluate those strategies in terms of costs and prioritize the strategies based on costs.  Students should explain in a brief presentation how the new brand strategies will impact brand image, build the brand and position the product.  
	Instructional Resources
Brands
http://www.bized.co.uk/notes/2013/05/brands-0
This overview of brands examines brand elements and characteristics of successful brands.

Know This Tutorials
Managing Products: http://www.knowthis.com/managing-products
Product Decisions: http://www.knowthis.com/product-decisions
These tutorials look at branding, branding strategies, brand names and advantages of brands.

Managing Products and Brands
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt11/index.htm
These notes, developed by a San Diego State University professor, focus on the product life cycle, managing the product life cycle,  branding and brand management, packaging and labeling, and product warranty.

Build and Grow a Stand-Out Small Business Brand
http://www.sba.gov/blogs/10-tips-help-you-build-and-grow-stand-out-small-business-brand
This article from the U.S. Small Business Administration includes 10 tips for building and growing a brand.
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	Unit 7
	Channel Management
Students will select channels of distribution for a new product of their choice.

	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.

	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
	5.2.2	Coordinate channel management with other marketing activities.
5.2.3	Analyze channel-member relationships, taking corrective measures when needed.
5.2.4	Analyze the strengths, weaknesses, opportunities and threats associated with affinity partner relationships. 
5.2.5	Evaluate the impact of push and pull strategies on channel management. 
5.2.6	Select channels of distribution.
5.2.7	Evaluate channel member performance and suitability.
5.2.8	Assess channel-management strategies to improve their effectiveness, minimize their costs, and identify opportunities that benefit multiple channels.

	Instructional Strategies
Students should be divided into groups to research channel management strategies for a new product of their choice.  They should determine how they will get that product to market, including:
· What channels of distribution and distribution strategies they will use
· Whether they will use more push or pull strategies
· What channels are most cost effective and efficient 
· What channel members and partners will be used and why

	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.

Managing Marketing Channels and Wholesaling
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt15/index.htm
These notes, developed by a San Diego State University professor, explain channels of distribution and channel structure, organization and relationships.

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 8
	Pricing
Students will develop pricing objectives and strategies for a project throughout its 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
	5.6.2	Establish pricing objectives that support business strategy and that consider the outcome of marketing research and planning.
5.6.3	Select approach for setting a base price (e.g., cost, demand, competition).
5.6.4	Determine product’s cost (e.g., breakeven, ROI, markup).
5.6.5	Employ pricing strategies to set prices throughout the product and customer life cycle.
5.6.6	Adjust prices to maximize profitability throughout the product and customer lifecycle.
5.6.7	Develop seasonal and situational (e.g., unexpected event) pricing policies.
5.6.8	Evaluate pricing strategies to identify needed changes and to improve profitability throughout the product and customer life cycle.

	Instructional Strategies
Students should select a product for which the cost can be easily obtained. They should research the price of the product and identify the cost vs. the selling price, breakeven point and return on investment.  Based on their pricing research, students should set pricing objectives and identify the general business strategy that is most appropriate for pricing this product.  Students should also discuss pricing strategies used in various seasonal and situational conditions.  

Then, students should draw the product life cycle and place their product in its current stage of the cycle.  Students should describe the relationship between price and life cycle stages. Finally, they should develop pricing strategies for the product throughout its life cycle.

	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 Notes
Arriving at a Final Price: http://www-rohan.sdsu.edu/~renglish/370/notes/chapt14/index.htm
Nature and Importance of Price: http://www-rohan.sdsu.edu/~renglish/370/notes/chapt13/index.htm
These notes, developed by a San Diego State University professor, explain pricing objectives, steps to setting prices and legal, ethical and regulatory aspects of pricing.

Pricing Strategies Lesson Plan
http://www.bized.co.uk/educators/16-19/business/marketing/lesson/pricingstrat.htm
This lesson plan on pricing strategies includes a PowerPoint presentation, mind map, activity and teacher notes.

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 9
	Economics
Students will examine the impact of economic conditions on interest rates, trade deficits, unemployment and product quality, quantity and pricing.

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

	Competencies
	1.11.3	Use economic indicators to measure economic trends and conditions (e.g., inflation, interest rate fluctuations, unemployment rates).
1.11.4	Determine how the quality, quantity and pricing of goods and services are affected by domestic and international competition in a market economy.
1.11.6	Explain how financial markets and government policies influence interest rates (credit ratings/debt ceiling), trade deficits and unemployment.

	Instructional Strategies
Students should find current economic indicators (e.g., inflation, GDP, unemployment, etc.) for the United States and one additional country. Then, students should choose two products and research how the products’ quality, quantity and pricing are impacted by the economic conditions in both countries.  Students should also determine how government policies and financial markets in both countries influence interest rates, trade deficits and unemployment.  Finally, students should complete a brief presentation describing their research results.

	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.
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	Unit 10
	Setting Goals for the Future
Students will conduct revenue analysis and determine a business’s projected revenues, expenses and profitability.

	Outcome
	9.7	Managerial Accounting: Track, report, and analyze a company’s financial information to enable decision-making by internal parties.

	Competencies
	9.7.6	Apply cost and revenue data for short-term and long-term decision-making, strategic planning, and forecasting.
9.7.7	Project future revenues and expenses for budgeting and forecasting purposes.

	Instructional Strategies
Divide the class into small groups, and provide a company’s historical revenue and expense data to each group. Members of each group should use the data to determine how well the business is currently performing and projected revenues, expenses and profitability in the future. 

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

Budgeting and Business Planning Guide
http://www.infoentrepreneurs.org/en/guides/budgeting-and-business-planning/
This guide, provided by the Board of Trade of Metropolitan Montreal, explains the advantages of budgeting and steps to developing a budget.

Understanding Profitability
http://www.agmrc.org/business_development/operating_a_business/budgeting/articles/understanding_profitability.cfm
Written by the co-director of the Ag Marketing Resource Center at Iowa State University, this article explains methods for measuring and projecting profitability.
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	Description
	Students will develop and implement marketing strategies and techniques across marketing functions: channel management, marketing research, market planning, pricing, product/service management and branding. They will use marketing operations procedures and activities to ensure marketing’s efficiency and effectiveness. Students will generate, screen, and develop new product ideas. They will predict economic trends and conditions and determine how cultural intelligence can impact organizations. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 11
	Marketing Plans
Students will develop a comprehensive marketing plan for a school-based enterprise or fundraiser.

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

	Competencies
	5.5.10	Forecast sales, and establish sales goals.
5.5.11	Set marketing goals, objectives and budget to achieve corporate goals and objectives.
5.5.13	Develop a marketing plan that addresses strategic and operational plans.
5.5.14	Align sales plan and marketing plan.

	Instructional Strategies
Students should develop a marketing plan for a school-based enterprise or fundraiser. The marketing plan should include at least the following: overall marketing goals, strategic and operational plans, a sales plan and a budget.  Students should give a 10-minute presentation summarizing key components of the plan.  

	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.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Marketing Applications

	Description
	Students will develop and implement marketing strategies and techniques across marketing functions: channel management, marketing research, market planning, pricing, product/service management and branding. They will use marketing operations procedures and activities to ensure marketing’s efficiency and effectiveness. Students will generate, screen, and develop new product ideas. They will predict economic trends and conditions and determine how cultural intelligence can impact organizations. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 12
	Marketing Metrics and Analysis
Students will develop and use a dashboard to measure marketing performance, identify successful marketing strategies and provide recommendations for improvement.

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

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

	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).

	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
	5.5.12	Select and apply marketing metrics applicable to the problem, issue or opportunity.
5.5.15	Assess marketing strategies to improve return on marketing investment (ROMI).

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

	Competencies
	5.12.1	Apply marketing analytics.
5.12.2	Create dashboards and reports to measure marketing performance.
5.12.3	Document and improve marketing processes.
5.12.4	Measure and report marketing return on investment.

	Instructional Strategies
Students should use spreadsheet software to create a dashboard including a variety of marketing metrics and analytics and then use this dashboard to assess the effectiveness of the marketing plan developed for a school-based enterprise or fundraiser in the last unit.  Students should identify successful marketing strategies as well as provide recommendations for improvement. Students should compile their findings and recommendations in a word-processing document.

	Instructional Resources
How to Write a Marketing Plan Tutorial
http://www.knowthis.com/how-to-write-a-marketing-plan
The Determine Financial Objectives, Determine Marketing Objectives and Performance Analysis sections of this online tutorial are useful for teaching how to assess marketing performance.

MarketingTeacher.com Lessons
Balanced Scorecard: http://www.marketingteacher.com/balanced-scorecard/
Return on Investment (ROI): http://www.marketingteacher.com/return-on-investment-roi/
Both of these two lessons, which include readings, exercises and videos, teach the importance of metrics.





