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Description of 
Marketing 
Principles 

“Marketing” is defined and used differently by individuals and organizations. Some 
use it to mean exclusively “advertising/promotion,” while others focus on its 
research aspect. Others include a mix of activities that address product, place, 
price, and promotion considerations. 
 
The American Marketing Association redefined marketing in 2004 to mean “an 
organizational function and a set of processes for creating, communicating, and 
delivering value to customers and for managing customer relationships in ways 
that benefit the organization and its stakeholders.” At the end of 2007, the 
American Marketing Association updated its marketing definition to “the activity, 
set of institutions, and processes for creating, communicating, delivering, and 
exchanging offerings that have value for customers, clients, partners, and society 
at large.”  
 
The United Kingdom’s Chartered Marketing Institute, the largest marketing 
organization in the world in terms of membership, defines marketing as the 
“management process of anticipating, identifying and satisfying customer 
requirements profitably.” These definitions indicate that marketing is a process that 
involves a variety of activities focused on customers and profitable execution of 
those activities, including, but not limited to, marketing research, promotion, 
pricing, product/service management, channel management, and selling. 
 
Marketing, therefore, is a multi-faceted, critical business function that is under-
girded by such social sciences as economics, psychology, and sociology. Its 
successful performance depends on the application of mathematics and English 
principles, the use of scientific problem solving, and the application of technology 
to marketing situations and problems. 
 
The pace at which marketing activities are changing has accelerated due to 
environmental shifts taking place in the business world: downsizing, outsourcing, 
off-shoring, mergers, global competition, world markets, and technological 
innovations. These changes impact the skills, attitudes, and abilities needed for 
success in today’s workplace. Effective Marketing Education provides those skills. 
 
To that end, the Marketing Principles course has been developed to introduce 
students to marketing functions and their application and impact on business 
operations.  
 
 

Premises  
of the  
Curriculum 

The Marketing Principles curriculum should: 
 

• Encourage students to think critically about the business world 
• Stress the integration of and articulation with academics such as language arts, 

mathematics, and social studies 
• Provide a foundation to support advanced study in business 
• Enable students to acquire broad understandings of and skills in marketing 
• Enable students to understand and use technology to perform classroom 

activities 
• Stress the importance of interpersonal skills in diverse societies 
• Foster a realistic understanding of the business environment in which marketing 

activities are performed 
• Foster an understanding and appreciation of business ethics 
• Utilize a variety of types of interactions with the business community 
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Business 
Administration 
Curriculum 
 
 
Business 
Administration 
Core 
 
 
 
Cluster Core 
 
 
 
 
Pathways 
 
 
 
 
Specialties 
 

The business administration curricular structure consists of four tiers of specificity: 
Business Administration Core, Cluster Core, Pathways, and Specialties. The 
content of the broad-based Business Administration Core is fundamental to an 
understanding of business and can be viewed as co-requisites and as 
prerequisites for the Marketing Principles course.  
 
The content of the Business Administration Core should be mastered in order for 
cluster-specific content to have relevance to student learning. There are 13 
Business Administration instructional areas: Business Law, Communications, 
Customer Relations, Economics, Emotional Intelligence, Entrepreneurship, 
Financial Analysis, Human-Resources Management, Information Management, 
Marketing, Operations, Professional Development, and Strategic Management. 
 
The Cluster Core tier represents the skills and knowledge that were identified as 
common across the Pathways in a cluster. For example, the Finance Cluster Core 
is composed of seven instructional areas: Compliance, Customer Relations, 
Financial Analysis, Financial-Information Management, Product/Service 
Management, Professional Development, and Risk Management. 
 
The Pathways tier addresses the content of a variety of broad-based occupational 
opportunities within a cluster. In the Finance Cluster, for example, the skills and 
knowledge that are common across jobs in banking services appear in the Banking 
Services Pathway. 
 
The fourth tier, Specialties, focuses on specific job opportunities that are tied to a 
pathway. The job opportunities identified in the Specialties require knowledge and 
skills unique to a product or service. In Marketing, for example, Specialties for the 
Professional Selling Pathway include pharmaceutical sales, advertising sales, 
heavy-equipment sales, and medical-equipment sales. 
 
Thus, the business administration curriculum can be viewed as a continuum that 
begins in the primary grades with career awareness and exploration and continues 
through postsecondary education with the emphasis becoming more specialized to 
the learner’s individual interest in business administration. The graph depicting the 
relationship among the four tiers is shown in Figure 1.  
 

  
 
Figure 1. Relationship of Tiers  
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Curricular 
Organization 
 
 
 
 

 
Knowledge  
and Skill 
Statements 

Within each tier, the curricular content has been organized into Knowledge and 
Skill Statements, Performance Elements, and Performance Indicators. The 
Knowledge and Skill Statements are broad-based content standards. They 
identify what students should know and be able to do as a result of instruction in 
any of the business-related clusters. These statements encapsulate the 
overarching intent/purpose of a work function. The Knowledge and Skill 
Statements identified for the Business Administration Core are: 
 

Business Law: Understands business’s responsibility to know, abide by, and 
enforce laws and regulations that affect business operations and transactions  
Communication Skills: Understands the concepts, strategies, and systems 
used to obtain and convey ideas and information 
Customer Relations: Understands the techniques and strategies used to 
foster positive, ongoing relationships with customers  

Economics: Understands the economic principles and concepts fundamental 
to business operations 
Emotional Intelligence: Understands techniques, strategies, and systems 
used to foster self-understanding and enhance relationships with others 
Entrepreneurship: Understands the concepts, processes, and skills 
associated with identifying new ideas, opportunities, and methods and with 
creating or starting a new project or venture 
Financial Analysis: Understands tools, strategies, and systems used to 
maintain, monitor, control, and plan the use of financial resources 

Human Resource Management: Understands the tools, techniques, and 
systems that businesses use to plan, staff, lead, and organize human 
resources 

Information Management: Understands tools, strategies, and systems 
needed to access, process, maintain, evaluate, and disseminate information 
to assist business decision-making 

Marketing: Understands the tools, techniques, and systems that businesses 
use to create exchanges and satisfy organizational objectives 
Operations: Understands the processes and systems implemented to 
monitor, plan, and control the day-to-day activities required for continued 
business functioning 
Professional Development: Understands concepts, tools, and strategies 
used to explore, obtain, and develop in a business career 
Strategic Management: Understands tools, techniques, and systems that 
affect a business’s ability to plan, control, and organize an 
organization/department 
 

Marketing 
Core 

The second tier of specificity represented those skills and knowledge that were 
identified as common across the five marketing pathways. The instructional areas 
addressed in this tier include Channel Management, Marketing-Information 
Management, Market Planning, Pricing, Product/Service Management, Promotion, 
and Selling. The Knowledge and Skill Statements identified for the Marketing Core 
are: 

Channel Management: Understands the concepts and processes needed to 
identify, select, monitor, and evaluate sales channels 
Marketing-Information Management: Understands the concepts, systems, 
and tools needed to gather, access, synthesize, evaluate, and disseminate 
information for use in making business decisions 
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Market Planning: Understands the concepts and strategies utilized to 
determine and target marketing strategies to a select audience 

Pricing: Understands concepts and strategies utilized in determining and 
adjusting prices to maximize return and meet customers’ perceptions of value 
Product/Service Management: Understands the concepts and processes 
needed to obtain, develop, maintain, and improve a product or service mix in 
response to market opportunities 
Promotion: Understands the concepts and strategies needed to 
communicate information about products, services, images, and/or ideas to 
achieve a desired outcome 
Selling: Understands the concepts and actions needed to determine client 
needs and wants and respond through planned, personalized communication 
that influences purchase decisions and enhances future business 
opportunities 

 
Performance 
Elements 

Each Knowledge and Skill Statement is composed of multiple Performance 
Elements. These statements are broad-based work or cognitive performances that 
aid in defining the Knowledge and Skill Statements. The Performance Elements 
addressed in this course are: 

 
Communication Skills 
Read to acquire meaning from written material and to apply the information to 
a task. 
Write internal and external business correspondence to convey and obtain 
information effectively. 
Customer Relations 
Foster positive relationships with customers to enhance company image. 
Resolve conflicts with/for customers to encourage repeat business. 
Reinforce company’s image to exhibit the company’s brand promise. 
Marketing 

 Understand marketing’s role and function in business to facilitate economic 
exchanges with customers. 
Professional Development 
Understand career opportunities in marketing to make career decisions. 
Channel Management 
Acquire foundational knowledge of channel management to understand its 
role in marketing. 
Marketing-Information Management 
Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
Understand marketing-research activities to show command of their nature 
and scope. 
Understand marketing-research design considerations to evaluate their 
appropriateness for the research problem/issue. 
Understand data-collection methods to evaluate their appropriateness for the 
research problem/issue. 
Interpret marketing information to test hypotheses and/or to resolve issues. 
Market Planning 
Develop marketing strategies to guide marketing tactics. 
Select target market appropriate for product/business to obtain the best return 
on marketing investment (ROMI). 
Pricing 
Develop a foundational knowledge of pricing to understand its role in 
marketing. 
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Product/Service Management 
Acquire a foundational knowledge of product/service management to 
understand its nature and scope. 
Apply quality assurances to enhance product/service offerings. 
Employ product-mix strategies to meet customer expectations. 
Position products/services to acquire desired business image. 
Promotion 
Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
Understand promotional channels used to communicate with targeted 
audiences. 
Selling 
Acquire a foundational knowledge of selling to understand its nature and 
scope. 
Acquire product knowledge to communicate product benefits and to ensure 
appropriateness of product for the customer. 
Understand sales processes and techniques to enhance customer 
relationships and to increase the likelihood of making sales. 
Employ sales processes and techniques to enhance customer relationships 
and to increase the likelihood of making sales. 
Process the sale to complete the exchange. 
 

Performance 
Indicators 
 

Performance Elements are defined through Performance Indicators that are 
specific work-based actions—either knowledge or skills. They specify what an 
individual worker must know or be able to do to achieve the Performance 
Elements. For example, the Performance Indicators for Market Planning’s 
Performance Element—Employ marketing-information to develop a marketing 
plan—are:  

Explain the concept of marketing strategies (MP:001, IM LAP 7) (CS) 
Identify considerations in implementing global marketing strategies (MP:002) 

(MN) 
Explain the concept of market and market identification (MP:003, IM LAP 9) 

(CS) 
Identify market segments (MP:004) (MN) 
Select target market (MP:005) (MN) 
Explain the nature of marketing planning (MP:006) (SP) 
Explain the nature of marketing plans (MP:007) (SP) 
Explain the role of situational analysis in the marketing planning process 

(MP:008) (SP) 
Conduct market analysis (market size, area, potential, etc.) (MP:009) (MN) 
Conduct SWOT analysis for use in the marketing planning process (MP:010) 

(MN) 
Assess global trends and opportunities (MP:011) (MN) 
Conduct competitive analysis (MP:012) (MN) 
Explain the nature of sales forecasts (MP:013, IM LAP 3) (SP)  
Forecast sales for marketing plan (MP:014) (MN) 
Set marketing goals and objectives (MP:015) (MN) 
Select marketing metrics (MP:016) (MN) 
Set marketing budget (MP:017) (MN) 
Develop marketing plan (MP:018) (MN) 
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Curriculum 
Planning  
Levels 

Each performance indicator is assigned to one of six curriculum-planning levels 
that represent a continuum of instruction ranging from simple to complex. The 
levels can serve as building blocks for curriculum development in that students 
should know and be able to perform the performance indicators at one level before 
tackling more complex skills and knowledge at the next level. The levels can also 
be used as the basis for developing an unduplicated sequence of instruction for 
articulation between high school and postsecondary business courses. In these 
cases, instructors can agree as to how far along the continuum students will 
advance in high school so that postsecondary instructors can initiate instruction at 
that point in the continuum. This will enable students to focus on new, more 
advanced subject matter rather than on content previously mastered. The 
curriculum-planning level for each performance indicator is referenced on the 
planning guide sheets found in Section 5. The six curriculum-planning levels are 
described as follows: 
 

Prerequisite 
(PQ) 

Content develops employability and job-survival skills and concepts, including work 
ethics, personal appearance, and general business behavior. 
 

Career-
Sustaining  
(CS) 

Content develops skills and knowledge needed for continued employment in or 
study of business based on the application of basic academics and business skills.  
 
 

Specialist 
(SP) 

Content provides in-depth, solid understanding and skill development in all 
business functions.  
 

Supervisor 
(SU) 

Content provides the same in-depth, solid understanding and skill development in 
all business functions as in the specialist curriculum, and in addition, incorporates 
content that addresses the supervision of people. 
 

Manager (MN) Content develops strategic decision-making skills in all business functions needed 
to manage a business or department within an organization. 
 

Owner (ON) Content develops strategic decision-making skills in all aspects of business that 
are needed to own and operate a business.  
 
 

Curriculum 
Frameworks 
 

In general, a framework is a skeleton structure that supports or encloses some-
thing. In education, frameworks are used to support and enclose the curriculum of 
a discipline by defining the discipline’s main elements, thereby providing a big 
picture overview of the discipline’s curriculum. They can act as gatekeepers by 
helping educators and curriculum developers make decisions about what should 
be addressed or eliminated from consideration in a curriculum. Once educators 
have determined what content should be addressed, they can use the scaffolding 
that frameworks provide as a basis around which curricular content is developed, 
organized, and implemented. Its visual presentation, or schematic, can serve as a 
communications tool to share with those interested in a discipline. It quickly 
communicates the main topics or areas of instruction that will be addressed.  
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In the Marketing Principles course, four of the 13 Business Administration Core’s 
Knowledge and Skills Statements and all six of the Marketing Core’s Knowledge 
and Skill Statements are addressed. The title of each Knowledge and Skill 
Statement in the entire Business Administration Core and the Marketing Core are 
depicted in the schematic in Figure 2. The schematic also shows that the study of 
marketing integrates academic concepts from Language Arts, Mathematics, Social 
Sciences, and Social Studies. The successful application of these academic skills 
is imperative for obtaining a marketing career and advancing in business. 
 

 
 

 
Figure 2: Schematic of Curriculum Framework for the Business Administration Core and 
Marketing Core 
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Philosophy Marketing Principles should introduce students to the dynamic processes and 
activities involved in marketing. The course should provide core content applicable 
to all aspects of marketing so that students acquire a deep understanding of all 
marketing activities.  
 
A primary contributor to course success should be the use of and involvement with 
the local business community. Putting the activities and projects in the context of 
the local community should make them real to students, thereby creating student 
interest in the course. 
 
To complete the activities and projects, students should use technological 
business tools. Tools will be recommended; however, the instructor should modify 
the activity or project so that the most current, available technology can be used. In 
addition, this course should integrate academic skills such as writing, reading, 
communication, and research. 
 

Student 
Organization 

A business-oriented student organization should be an integral part of the 
Marketing Principles course. Through membership in a student organization, 
students should develop respect for education that contributes to competence in 
the application of marketing knowledge and skills. In addition, membership should 
promote leadership development and an understanding of the responsibilities of 
citizens in a private-enterprise system. 
 

Purpose The purpose of the Marketing Principles course is to enable students to acquire a 
realistic understanding of marketing processes and activities. The course is 
designed to introduce students to all marketing activities so that they can begin to 
identify and focus on those activities of interest. Students will investigate marketing 
functions, analyze ethical and legal issues associated with each marketing 
function, recognize how technology is used in marketing, acquire in-depth 
knowledge of marketing-information, product/service management, and selling. 
 

Goals The broad goals of the Marketing Principles course are to accomplish the 
following: 
 

• Reinforce academic skills in such areas as communication, reading, and writing 

• Encourage creative thought, problem solving, and decision making 

• Enable students to understand and appreciate marketing and its application in 
business 

• Stimulate student interest in marketing careers 

• Increase student awareness of the increasingly complex business world 

• Assist students in developing appropriate attitudes about marketing 

• Encourage the use of technology in classroom projects 

• Assist students with enhancing their teamwork skills 

• Stimulate reflection on processes, performance, and outcomes 
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Course Marketing Principles 
 

Credit One unit 
 

Suggested 
Grade Level 
 

11 
 
 

Prerequisites There are no prerequisites for enrollment in the Marketing Principles course.  
 

Admission 
Requirements 

Admission to the course should be open to all students who are interested in 
pursuing a career in marketing. Students with special needs should be admitted to 
the course after an individual educational plan (IEP) has been prepared. The 
course instructor should have input into the prescription process. 
 

Student 
Characteristics 
 

Students in Marketing Principles should represent a cross section of the student 
body in terms of gender, race, handicap, and academic ability. Students are 16- to 
17-years old and have an interest in pursuing a career in marketing. 
 

Description 
 

This course develops student understanding and skills in such areas as channel 
management, marketing-information management, market planning, pricing, 
product/service management, promotion, and selling. Through the use of three 
projects, students acquire an understanding and appreciation of marketing 
activities. Current technology will be used to acquire information and to complete 
the projects. Throughout the course, students are presented problem-solving 
situations for which they must apply academic and critical-thinking skills. Formal 
reflection is an on-going component of the course. 
 

Instructional 
Strategies 

To encourage immediate excitement about a future in marketing, Marketing 
Principles utilizes project-based learning for optional content delivery for some 
aspects of the course. During these projects, students work individually and in 
teams to conduct primary and secondary research to obtain the necessary 
knowledge required to complete the projects. Information about using project-
based learning as an instructional method is found in Section 6. 
 
A variety of additional strategies should be utilized to deliver instruction effectively. 
Examples of these instructional strategies include, but are not limited to, small- and 
large-group activities, discussions, brainstorming, oral and written reports, online 
research, and community/school interactions.  
 
Use of instructional aids such as presentation software programs/transparencies, 
handouts, videotapes/DVDs, Internet access, CD-ROMs, and guest speakers is 
recommended.  
 
 

Standards of 
Completion 
 

Instructors should use formative and summative tests to evaluate student 
progress. Rubrics are provided to evaluate specified aspects of projects and 
appear in Section 6. Objective tests should be used for quizzes and end-of-year 
testing. 
 
Remedial activities should be planned and provided for students who do not meet 
the mastery level designated by the instructor. Successful completion of Marketing 
Principles requires mastery of all learning outcomes identified in the course outline.  
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Unit COMMUNICATION SKILLS 
 

Performance 
Element 

Read to acquire meaning from written material and to apply the information 
to a task. 
 

Performance 
Indicators 

Analyze company resources to ascertain policies and procedures (CO:057) (CS) 
 
 

Performance 
Element 

Write internal and external business correspondence to convey and obtain 
information effectively. 
 

Performance 
Indicators 

Write business letters (CO:133) (CS) 
Write information messages (CO:039) (CS) 
Write inquiries (CO:040) (CS) 
 
 

Unit CUSTOMER RELATIONS 
 

Performance 
Element 

Foster positive relationships with customers to enhance company image. 
 
 

Performance 
Indicators 

Demonstrate a customer-service mindset (CR:004, HR LAP 32) (CS) 
Reinforce service orientation through communication (CR:005) (CS) 
Respond to customer inquiries (CO:006)(CS) 
Adapt communication to the cultural and social differences among clients (CR:019) 

(CS) 
Interpret business policies to customers/clients (CR:007) (CS) 
 

Performance 
Element 

Resolve conflicts with/for customers to encourage repeat business.  
 
 

Performance 
Indicators 

Handle difficult customers (CR:009, EI LAP 1) 
Handle customer/client complaints (CR:010) 
 

Performance 
Element 

Reinforce company’s image to exhibit the company’s brand promise. 
 
 

Performance 
Indicators 

Identify company’s brand promise (CR:001) (CS) 
Determine ways of reinforcing the company’s image through employee 

performance (CR:002) (CS) 
 
 

Unit MARKETING 
 

Performance 
Element 

Understand marketing’s role and function in business to facilitate economic 
exchanges with customers.  
 

Performance 
Indicators 

Explain marketing and its importance in a global economy (MK:001, BA LAP 11) 
(CS)—Review 

Describe marketing functions and related activities (MK:002, MK LAP 1) (CS) 
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Unit PROFESSIONAL DEVELOPMENT 

 
Performance 
Element 

Understand career opportunities in marketing to make career decisions.  
 
 

Performance 
Indicators 

Explain employment opportunities in marketing (PD:024, CD LAP 2) (CS) 
 
 
 

Unit CHANNEL MANAGEMENT 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its 
role in marketing. 
 

Performance 
Indicators 

Explain the nature and scope of channel management (CM:001) (CS) 
Explain the relationship between customer service and channel management 

(CM:002) (CS) 
Explain the nature of channels of distribution (CM:003) (CS) 
Describe the use of technology in the channel management function (CM:004) 

(CS) 
Explain legal considerations in channel management (CM:005) (SP) 
Describe ethical considerations in channel management (CM:006) (SP) 
 
 

Unit MARKETING-INFORMATION MANAGEMENT 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicators 

Describe the need for marketing information (IM:012) (CS) 
Identify information monitored for marketing decision making (IM:184) (SP) 
Explain the nature and scope of the marketing information management function 

(IM:001) (SP) 
Explain the role of ethics in marketing-information management (IM:025) (SP) 
Describe the use of technology in the marketing-information management function 

(IM:183) (SP) 
Describe the regulation of marketing-information management (IM:419) (SP) 
 

Performance 
Element 

Understand marketing-research activities to show command of their nature 
and scope. 
 

Performance 
Indicators 

Explain the nature of marketing research (IM:010) (SP) 
Discuss the nature of marketing research problems/issues (IM:282) (SP) 
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Unit MARKETING-INFORMATION MANAGEMENT (cont’d) 

 
Performance 
Element 

Understand marketing-research design considerations to evaluate their 
appropriateness for the research problem/issue. 
 

Performance 
Indicators 

Describe methods used to design marketing research studies (i.e., descriptive, 
exploratory, and causal) (IM:284) (SP) 

Describe options businesses use to obtain marketing-research data (i.e., primary 
and secondary research) (IM:281) (SP) 

Discuss the nature of sampling plans (i.e., who, how many, how chosen) (IM:285) 
(SP) 

 
Performance 
Element 

Understand data-collection methods to evaluate their appropriateness for the 
research problem/issue. 
 

Performance 
Indicators 

Describe data-collection methods (e.g., observations, mail, telephone, Internet, 
discussion groups, interviews, scanners) (IM:289) (SP) 

Explain characteristics of effective data-collection instruments (IM:418) (SP) 
 

Performance 
Element 

Interpret marketing information to test hypotheses and/or to resolve issues.  
 
 

Performance 
Indicators 

Explain techniques for processing marketing information (IM:062) (SP) 
Explain the use of descriptive statistics in marketing decision-making (IM:191) (SP) 
 
 

Unit MARKET PLANNING 
 

Performance 
Element 

Employ marketing-information to develop a marketing plan. 
 
 

Performance 
Indicators 

Explain the concept of marketing strategies (MP:001, IM LAP 7) (CS) 
Explain the concept of market and market identification (MP:003, IM LAP 9) (CS) 
 
 

Unit PRICING 
 

Performance 
Element 

Develop a foundational knowledge of pricing to understand its role in 
marketing. 
 

Performance 
Indicators 

Explain the nature and scope of the pricing function (PI:001, PI LAP 2) (SP) 
Describe the role of business ethics in pricing (PI:015) (SP) 
Explain the use of technology in the pricing function (PI:016) (SP) 
Explain legal considerations for pricing (PI:017) (SP) 
Explain factors affecting pricing decisions (PI:002) (SP) 
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Unit PRODUCT/SERVICE MANAGEMENT 

 
Performance 
Element 

Acquire a foundational knowledge of product/se rvice management to 
understand its nature and scope. 
 

Performance 
Indicators 

Explain the nature and scope of the product/service management function  
(PM:001) (SP) 

Identify the impact of product life cycles on marketing decisions (PM:024) (SP) 
Describe the use of technology in the product/service management function 

(PM:039) (SP) 
Explain business ethics in product/service management (PM:040) (SP) 
 

Performance 
Element 

Apply quality assurances to enhance product/service offerings.  
 
 

Performance 
Indicators 

Describe the uses of grades and standards in marketing (PM:019, PM LAP 8) (CS) 
Explain warranties and guarantees (PM:020) (CS) 
Identify consumer protection provisions of appropriate agencies (PM:017) (SP) 
 

Performance 
Element 

Employ product-mix strategies to meet customer expectations.  
 
 

Performance 
Indicators 

Explain the concept of product mix (PM:003) (SP) 
 
 

Performance 
Element 

Position products/services to acquire desired business image. 
 
 

Performance 
Indicators 

Describe factors used by marketers to position products/services (PM:042) (SP) 
Explain the nature of product/service branding (PM:021, PM LAP 6) (SP) 
 

Performance 
Element 

Position company to acquire desired business image. 
 
 

Performance 
Indicators 

Explain the nature of corporate branding (PM:206) (SP) 
 
 
 

Unit PROMOTION 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicators 

Explain the role of promotion as a marketing function (PR:001, PR LAP 2) (CS) 
Explain the types of promotion (PR:002, PR LAP 4) (CS) 
Identify the elements of the promotional mix (PR:003, PR LAP 1) (SP) 
Describe the use of business ethics in promotion (PR:099) (SP) 
Describe the use of technology in the promotion function (PR:100) (SP) 
Describe the regulation of promotion (PR:101) (SP) 
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Unit PROMOTION (cont’d) 
 

Performance 
Element 

Understand promotional channels used to communicate with targeted 
audiences.  
 

Performance 
Indicator 

Explain types of advertising media (PR:007, PR LAP 3) (SP) 
Describe word of mouth channels used to communicate with targeted audiences 

(PR:247) (SP) 
Explain the nature of direct marketing channels (PR:089) (SP) 
Identify communications channels used in sales promotion (PR:249) (SP) 
Explain communications channels used in public-relations activities (PR:250) (SP) 
 
 

Unit SELLING 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicators 

Explain the nature and scope of the selling function (SE:017, SE LAP 117) (CS) 
Explain the role of customer service as a component of selling relationships 

(SE:076, SE LAP 130) (CS) 
Explain key factors in building a clientele (SE:828, SE LAP 115) (SP) 
Explain company selling policies (SE:932) (CS) 
Explain business ethics in selling (SE:106, SE LAP 129) (SP) 
Describe the use of technology in the selling function (SE:107) (SP) 
Describe the nature of selling regulations (SE:108) (SP) 
 

Performance 
Element 

Acquire product knowledge to communicate product benefits and to ensure 
appropriateness of product for the customer. 
 

Performance 
Indicators 

Acquire product information for use in selling (SE:062) (CS) 
Analyze product information to identify product features and benefits  

(SE:109, SE LAP 113) 
 

Performance 
Element 

Understand sales processes and techniques to enhance customer 
relationships and to increase the likelihood of making sales.  
 

Performance 
Indicators 

Explain the selling process (SE:048) (CS) 
Establish relationship with client/customer (SE:110) (CS) 
Determine customer/client needs (SE:111) (CS) 
Recommend specific product (SE:114, SE LAP 111) (CS) 
 

Performance 
Element 

Process the sale to complete the exchange. 
 
 

Performance 
Indicators 

Calculate miscellaneous charges (SE:116) (CS) 
Process special orders (SE:009) (CS) 
Process telephone orders (SE:835) (CS) 
 

 
 
 



 
 
 
 
 
 

Course Outline 
 

Section 4 
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Introduction An outline is provided to identify a recommended instructional sequence/schedule 
for Marketing Principles. The outline identifies the week in which a learning outcome 
should be taught and an abbreviated version of the performance indicators, or 
learning outcomes. Immediately following the performance indicator, page numbers 
are referenced for the planning guide sheets in Section 5 that provide detailed 
information about each performance indicator. 
 
Since the best curriculum is one that has been designed for a specific situation, 
instructors should examine local considerations when making final curricular 
decisions. These considerations involve such factors as: 
 

Student 
Ability 
Level 
 

Marketing Principles was developed with the assumption that students enrolled in 
the course are average in ability and motivation. If an individual or a class does not 
meet that assumption, the instructor should modify the curriculum by addressing 
fewer learning outcomes at a slower pace than that recommended or by adding 
more general business outcomes to increase the pace.  
 

Instructional 
Time 
 

The amount of instructional time devoted to each performance indicator will vary. 
The amount of time should be increased or decreased based on the overall ability 
level of students and the complexity of the performance indicator, or learning 
outcome. For example, less time might be spent on prerequisite performance 
indicators and more time on specialist-level indicators. 
 

Career-
Technical 
Student 
Organization 

Use of a co-curricular student organization may affect the sequence of instruction 
presented in the course outline. The instructor should carefully examine the make-up 
of competitive events to ensure proper alignment with course content. In DECA, for 
example, written tests are used at each level of competition, with the tests 
progressing from general, core content to more industry-specific knowledge as 
students progress from district/regional, to state, to national events. 
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Week Performance Indicators 

1 

Describe classroom expectations/procedures 
Overview of the major course outcomes 

Overview of student organization 
Review of marketing and its importance (p. 5-23) 
Marketing Functions (p. 5-25) 

2 
Employment Opportunities in Marketing (p. 5-27) 

Analysis of Company Resources (p. 5-3) 
Marketing Strategies (p. 5-70) 

3 
Marketing Strategies (p. 5-70) [cont’d] 
Market Identification (p. 5-72) 

4 

Need for Marketing Information (p. 5-40) 

Information Monitored for Marketing Decision-making (p. 5-42) 
Writing Business Letters (p. 5-5) 

5 
Writing Business Letters (p. 5-5) [cont’d] 
Nature and Scope of Selling (p. 5-126) 

Role of Customer Service in Selling (p. 5-128) 

6 

Customer-service Mindset (p. 5-9) 
Service Orientation Through Communication (p. 5-11) 
Adapting Communication to Social/Cultural Differences of Clients (p. 5-14) 

7 

Customer Inquiries (p. 5-13) 

Company Selling Policies (p. 5-132) 
Interpreting Business Policies (p. 5-16) 

8 

Handling Difficult Customers (p. 5-17) 
Handling Customer Complaints (p. 5-19) 

Grades and Standards (p. 5-91) 

9 
Warranties and Guarantees (p. 5-93) 
Brand Promise (p. 5-21) 
Reinforcing Company Image (5-22) 

10 

Acquiring Product Information (p. 5-140) 

Analyzing Product Information for Features and Benefits (p. 5-142) 
Selling Process (p. 5-144) 

11 
Establishing Customer Relationship (p. 5-146) 
Determining Customer Needs (p. 5-148) 

Recommending Specific Product (p. 5-150) 

12 
Calculating Miscellaneous Charges (p. 5-152) 
Processing Special Orders (p. 5-154) 
Processing Telephone Orders (p. 5-155) 
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Week Performance Indicators 

13 
Nature and Scope of Product/Service Management (p. 5-83) 
Product Life Cycles (p. 5-85) 

14 

Product Life Cycles (cont’d) (p. 5-85) 
Technology in Product/Service Management (p. 5-87) 

Ethics in Product/Service Management (p. 5-89) 

15 
Consumer Protection (p. 5-95) 
Product Mix (p. 5-97) 

16 
Factors Used to Position Products (p. 5-99) 
Product Branding (p. 5-101) 

Corporate Branding (p. 5-103) 

17 
Corporate Branding (p. 5-103) [cont’d] 
Nature and Scope of Pricing (p. 5-74) 
Ethics in Pricing (p. 5-76) 

18 
Technology in Pricing (p. 5-78) 

Legal Considerations in Pricing (p. 5-79) 
Factors Affecting Pricing Decisions (p. 5-81) 

19 
Nature and Scope of Channel Management (p. 5-29) 
Customer Service and Channel Management (p. 5-31) 

20 
Channels of Distribution (p. 5-32) 

Technology in Channel Management (p. 5-34) 

21 
Legal Considerations in Channel Management (p. 5-36) 
Ethical Considerations in Channel Management (p. 5-38) 
Writing Informational Messages (p. 5-7) 

22 
Writing Informational Messages (p.5-7) [cont’d] 

Role of Promotion (p. 5-105) 
Types of Promotion (p. 5-107) 

23 
Promotional Mix (p. 5-109) 
Ethics in Promotion (p. 5-111) 

24 
Technology in Promotion (p. 5-113) 
Regulation of Promotion (p. 5-115) 

25 
Types of Advertising Media (p. 5-117) 

Word of Mouth Channels (p. 5-119) 

26 
Direct Marketing Channels (p. 5-121) 
Sales Promotion Channels (p. 5-122) 

27 
Public-relations Channels (p. 5-124) 
Writing Inquiries (p. 5-8) 
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Week Performance Indicators 

28 
Nature and Scope of Marketing-information Management (p. 5-44) 
Ethics in Marketing-Information Management (p. 5-46) 

29 
Technology in Marketing-Information Management (p. 5-48) 
Regulation of Marketing-Information Management (p. 5-50) 

30 
Nature of Marketing Research (p. 5-52) 

Nature of Marketing Research Problems/Issues (p. 5-54) 

31 
Marketing Research Design Methods (p. 5-56) 
Options for Obtaining Marketing-research Data (p. 5-58) 

32 
Nature of Sampling Plans (p. 5-60) 
Data-collection Methods (p. 5-62) 

33 
Data-collection Instruments (p. 5-64) 

Techniques for Processing Marketing Information (p. 5-66) 

34 
Descriptive Statistics (p. 5-68) 
Factors in Building a Clientele (p. 5-130) 

35 
Ethics in Selling (p. 5-134) 
Technology in Selling (p. 5-136) 

36 
Selling Regulations (p. 5-138) 

Course Evaluation 
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Section 5 
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Overview The following planning guide sheets were developed for each of the performance 

indicators in the Marketing Principles course guide. Each guide sheet identifies a 
Knowledge and Skill Statement (standard), a Performance Element (topic), a 
Performance Indicator, a Curriculum Planning Level, SCANS crosswalk, 21st Century 
Skills crosswalk, Objectives, a Sample Activity, and a listing of resources. The LAPs 
and presentation software packages identified in the resource listing can be 
purchased separately from MarkED to support instruction. 
 

Sample 
Activities 
 

A sample activity is provided for each performance indicator. These activities can be 
used to reinforce concepts, practice skills, extend knowledge, and/or assess student 
performance. Considerations made in developing the activities are as follows: 
 

• The activities should promote critical thinking, decision-making, and 
teamwork. 

 
• A variety of activities should be developed to appeal to different learning and 

teaching styles and to maintain student interest. 
 

• The activities should reflect the intent of the performance indicators; e.g., 
concept-oriented activities should be developed for concept-oriented 
performance indicators. 

 
• The activities should enable students to integrate and apply academic 

content. 
 

• The activities should encourage the use of technology. 
 

• The activities should be viewed as examples that can be used for 
instructional assistance. They should not be considered mandatory or all 
inclusive. 

 
• The activities should be developed from the student’s point of view; i.e., the 

activities are for a student to complete, rather than instructional directions for 
a teacher to implement. 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, strategies, and systems used to obtain and 
convey ideas and information 

 
 

Performance 
Element 

Read to acquire meaning from written material and to apply the information to 
a task. 
 

Performance 
Indicator 

Analyze company resources to ascertain policies and procedures (CO:057)  
 
 

Level Career-sustaining 
 

SCANS Information 5; Systems 15; Basic Skills 1 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1; Communication and Collaboration 1 
 
 

Objectives a. Distinguish between policies and procedures. 
b. Discuss the need for company policies and procedures. 
c. Describe the impact of ineffective policies and procedures. 
d. Explain the importance of understanding company policies and 

procedures. 
e. Identify company resources that can be accessed for policies and 

procedures. 
f. Demonstrate how to analyze company resources to ascertain policies 

and procedures. 
 

Sample 
Activity 

Obtain samples of a business’s materials (e.g., handbook, employee policies, 
departmental policies/procedures) from your teacher or place of employment. 
Participate in a small-group activity to compare company policies/procedures 
with those of your team members. As a group, record the policies and 
procedures the group would want employees to follow in its own business. 
 

Resources  
  Textbooks DuBrin, A.J. (2003). Essentials of management (6th ed.) [pp. 128-130]. 

Mason, OH: Thomson/South-Western. 
Evenson, R. (2007). Award-winning customer service (pp. 106-107). New 

York: AMACOM. 
Lesikar, R.V. & Flatley, M.E. (2005). Basic business communication: Skills for 

empowering the Internet generation (10th ed.) [pp. 98-99]. New York: 
McGraw-Hill/Irwin. 

Lussier, R.N. (2003). Management fundamentals: Concepts, applications, skill 
development (2nd ed.) [p. 129]. Mason, OH: Thomson/South-Western. 

 
  Software/ 
  Online 

Bartridge, T. (2005, March 9). Why are policies and procedures so important? 
Retrieved April 28, 2008, from http://www.ameinfo.com/55422.html 

Fox, T. (2008, April 9). Policies and procedures with customer focus. 
Retrieved April 28, 2008, from http://ezinearticles.com/?Policies-And-
Procedures-With-Customer-Focus&id=1099245 

Gallinger, G. (2008). The critical fine print of policies, procedures. Retrieved 
April 28, 2008, from 
http://www.westchestercountybusiness.com/archive/guestcolumns/galling
er041408.php4 
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Polivec, Inc. (2007, February 25). Keys to an effective employee awareness 
program—Part one—Introduction. Retrieved April 28, 2008, from 
http://www.polivec.com/index.php/articles/story/keys_to_an_effective_em
ployee_awareness_program_part_one_introduction/ 

Safety 1st. (n.d.). Policies and procedures. Retrieved April 28, 2008, from 
http://www.angelfire.com/on3/safety1st/pol.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, strategies, and systems used to obtain and 
convey ideas and information 

 
 

Performance 
Element 

Write internal and external business correspondence to convey and obtain 
information effectively. 
 

Performance 
Indicator 

Write business letters (CO:133) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2; Thinking Skills 12 
 

21st Century 
Skills 

Communication and Collaboration 1 
 
 

Objectives a. Identify types of business letters. 
b. Describe the components of an effective business letter.  
c. Explain the guidelines for business-letter writing. 
d. Write a business letter. 
 

Sample 
Activity 

Write a business letter, and transmit it as an e-mail attachment to your 
teacher. The letter should describe a target market you have identified for a 
good, service, or idea that you intend to market to or should explain the 
nature of a business that you are interested in owning. 
 

Resources  
  Textbooks Carey, J.A. (Ed.). (2002). Business letters for busy people (4th ed.) [pp. 1-22]. 

Franklin Lakes, NJ: Career Press. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 677-

679). Tinley Park, IL: Goodheart-Willcox. 
Gorman, T. (2005). The complete idiot’s guide to business letters and memos 

(2nd ed.) [pp. 15-26]. Indianapolis: Alpha Books/Penguin Group. 
Kimball, C. & Van Gelder, J. (2007). Ultimate book of business letters  
 (pp. 1-17). Madison, WI: Entrepreneur Press. 
Lesikar, R.V. & Flatley, M.E. (2005). Basic business communication: Skills for 

empowering the Internet generation (10th ed.) [pp. 94-95, 554-572]. New 
York: McGraw-Hill/Irwin. 

Locker, K.O. (2000). Business and administrative communication (5th ed.) [pp. 
154-209, 586-606]. Boston: Irwin/McGraw-Hill. 

Souter, N. (2007). Persuasive writing: How to make words work for you  
 (pp. 111-127). New York: Sterling. 
 

  Software/ 
  Online 

Business-letters.com. (n.d.). How to write an effective business letter. 
Retrieved April 25, 2008, from http://www.business-letters.com/business-
letters.htm 

Connor, P. (1993-2008). Guides to writing business letters. Retrieved April 
25, 2008, from 
http://writing.colostate.edu/guides/documents/business_writing/business_
letter/ 

EnglishClub.com. (1997-2008). Business Letters in English. Retrieved April 
25, 2008, from http://www.englishclub.com/business-english/business-
letters.htm 
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Fawcett, S. (2008). Business letters: Do you really know what they are? 
Retrieved April 25, 2008, from 
http://www.marketingsource.com/articles/view/3939 

Trawick, L. (1995-2008). Writing the basic business letter. Retrieved April 25, 
2008, from http://owl.english.purdue.edu/owl/resource/653/01/ 

The Writing Center, University of North Carolina at Chapel Hill. (1998-2007). 
Business Letters. Retrieved April 25, 2008, from 
http://www.unc.edu/depts/wcweb/handouts/business.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, strategies, and systems used to obtain and 
convey ideas and information 

 
 

Performance 
Element 

Write internal and external business correspondence to convey and obtain 
information effectively. 
 

Performance 
Indicator 

Write informational messages (CO:039) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2; Thinking Skills 12 
 

21st Century 
Skills 

Communication and Collaboration 1 
 
 

Objectives a. Define the term informational messages. 
b. Identify examples of informational messages used by businesses. 
c. Explain the purposes of informational messages. 
d. Demonstrate procedures for writing informational messages. 
 

Sample 
Activity 

Write a letter to the school or local newspaper to inform the paper of the 
student organization’s latest activities. 
 

Resources  
  Textbooks Carey, J.A. (Ed.). (2002). Business letters for busy people (4th ed.) [pp. 35-

61]. Franklin Lakes, NJ: Career Press. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 679-

680). Tinley Park, IL: Goodheart-Willcox. 
Gorman, T. (2005). The complete idiot’s guide to business letters and memos 

(2nd ed.) [pp. 145-170]. Indianapolis: Alpha Books/Penguin Group. 
Kimball, C. & Van Gelder, J. (2007). Ultimate book of business letters  
 (pp. 71-114, 119, 122, 127-133, 137-141, 143-165). Madison, WI: 

Entrepreneur Press. 
Lesikar, R.V. & Flatley, M.E. (2005). Basic business communication: Skills for 

empowering the Internet generation (10th ed.) [pp. 84-104]. New York: 
McGraw-Hill/Irwin. 

Locker, K.O. (2000). Business and administrative communication (5th ed.)  
 [pp. 154-175]. Boston: Irwin/McGraw-Hill. 
Souter, N. (2007). Persuasive writing: How to make words work for you  
 (pp. 89-99). New York: Sterling. 
 

  Software/ 
  Online 

Guffey, M.E. (2006). Chapter 5: Preparing to write business messages. 
Retrieved April 25, 2008, from 
http://ccba.jsu.edu/mhearn/BC/PP/ch05.ppt 

Howe, M. (2007, January 26). Preparing to write a business message. 
Retrieved April 25, 2008, from http://website.consultapc.org/en/art/?135 

Prentice Hall. (2005). Writing business messages. Retrieved April 25, 2008, 
from http://learn.dccc.edu/~severly/bct8_ppt05in.ppt 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, strategies, and systems used to obtain and 
convey ideas and information 

 
 

Performance 
Element 

Write internal and external business correspondence to convey and obtain 
information effectively. 
 

Performance 
Indicator 

Write inquiries (CO:040) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2; Thinking Skills 12 
 

21st Century 
Skills 

Communication and Collaboration 1 
 
 

Objectives a. Define the term inquiries. 
b. Identify occasions when inquiries are written by businesses. 
c. Describe the importance of writing inquiries. 
d. Demonstrate procedures for writing inquiries. 
 

Sample 
Activity 

Write an inquiry to obtain membership information in a professional 
organization of interest to you. 
 

Resources  
  Textbooks Carey, J.A. (Ed.). (2002). Business letters for busy people (4th ed.) [pp. 27, 

118]. Franklin Lakes, NJ: Career Press. 
Gorman, T. (2005). The complete idiot’s guide to business letters and memos 

(2nd ed.) [pp. 158-164]. Indianapolis: Alpha Books/Penguin Group. 
Kimball, C. & Van Gelder, J. (2007). Ultimate book of business letters  
 (pp. 33-68, 115-117, 120-121, 142). Madison, WI: Entrepreneur Press. 
Lesikar, R.V. & Flatley, M.E. (2005). Basic business communication: Skills for 

empowering the Internet generation (10th ed.) [pp. 112-119]. New York: 
McGraw-Hill/Irwin. 

Lesikar, R.V.; Pettit, J.D., Jr.; & Flatley, M.E. (1999). Lesikar’s basic business 
communication (8th ed.) [pp. 78-89]. Boston: Irwin/McGraw-Hill. 

 
  Software/ 
  Online 

About.com. (2008). Business letter writing: Enquiries—Asking for information. 
Retrieved April 25, 2008, from 
http://esl.about.com/library/writing/blwrite_make_enquire.htm 

McMurrey, D.A. (n.d.). Chapter 1: Business correspondence—Inquiry letters. 
Retrieved April 25, 2008, from 
http://www.gel.ulaval.ca/~poussart/gel64324/McMurrey/texte/inquire.htm 

WriteExpress. (1996-2008). Inquiry letters. Retrieved April 25, 2008, from 
http://www.writeexpress.com/inquiry.htm 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Foster positive relationships with customers to enhance company image. 
 
 

Performance 
Indicator 

Demonstrate a customer-service mindset (CR:004, HR LAP 32) 
 
 

Level Career-sustaining 
 

SCANS Interpersonal 11,14; Systems 15; Basic Skills 5-6; Thinking Skills 12; 
Personal Qualities 14-15,17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1 
 
 

Objectives a. Identify beliefs held by employees who have a customer-service mindset. 
b. Describe the importance of exhibiting a customer-service mindset. 
c. Identify occasions when marketing employees can exhibit a customer-

service mindset. 
d. Describe guidelines for exhibiting a customer-service mindset. 
e. Demonstrate a customer-service mindset. 
 

Sample  
Activity 

Select an employee whom you can observe to identify that person’s efforts in 
exhibiting a customer-service mindset. Record your observations, and share 
them with a small group of classmates. As a group, create a list of the five 
most unique ways that employees exhibited a customer-service mindset. 
 

Resources  
  LAP Marketing Education Resource Center. (1999). Customer-service mindset  

[LAP: HR-032]. Columbus, OH: Author. 
Marketing Education Resource Center. (1999). Customer-service mindset: 

Instructor copy [LAP: HR-032]. Columbus, OH: Author. 
 

  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 
satisfaction and loyalty (pp. 238-246). Boston: Houghton Mifflin Company. 

Evenson, R. (2007). Award-winning customer service (pp. 108-111, 208-209, 
221). New York: AMACOM. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  
 (pp. 324-327). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
252-255]. Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 2-20). Cincinnati, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Clancy, T. (n.d.). Customer service above and beyond: What are you willing 
to do to amaze your customers? Retrieved April 25, 2008, from 
http://www.thecustomerservicerepairman.com/customerserviceabovebey
on.html 

 



Section 5 Planning Guide Sheets Page 5-10 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

Galati, C.S. (2008, February 11). Client service mindset: “The 22nd thing”. 
Retrieved April 25, 2008, from 
http://blogs.inbusinesslasvegas.com/TheHeartOfBusiness/index.php/clie
nt-service-mindset-%E2%80%9Cthe-22nd-thing%E2%80%9D 

Hannabarger, C., Buchman, F., & Economy, P. (2007, September). Mastering 
the art of customer service. Retrieved April 25, 2008, from 
http://www.dummies.com/WileyCDA/DummiesArticle/Mastering-the-Art-
of-Customer-Service.id-5548.html 

Interbrand. (n.d.). Managing the customer experience. Retrieved May 9, 
2008, from http://www.marketingpower.com/content-printer-
friendly.php?&Item_ID=1083 

KnowThis.com. (1998-2008). Customer service and marketing—Managing 
customers. Retrieved April 25, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/managing-
customers/customer-service-and-marketing.htm 

Marketing Education Resource Center. (1999). Customer-service mindset 
[LAP: HR-032: Presentation Software]. Columbus, OH: Author. 

Miller, A. (1999-2008). Customer service tips and techniques. Retrieved April 
25, 2008, from http://www.businessknowhow.com/marketing/cstips.htm 

Mitreanu, C. (n.d.). Next-generation customer-centricity. Retrieved May 9, 
2008, from http://www.marketingpower.com/content-printer-
friendly.php?&Item_ID=25900 

Smikle, J.L. (2002, September). Creating the service mindset: Where does it 
start? Retrieved April 25, 2008, from 
http://www.thinkhdi.com/hdi2003/downloads/CreatetheServiceMindset.p
df 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Foster positive relationships with customers to enhance company image. 
 
 

Performance 
Indicator 

Reinforce service orientation through communication (CR:005) 
 
 

Level Career-sustaining 
 

SCANS Information 5; Interpersonal 11; Systems 15; Basic Skills 1-2,5-6; Thinking 
Skills 12; Personal Qualities 15 
 

21st Century 
Skills 

Communication and Collaboration 1 
 
 

Objectives a. Define the term service orientation. 
b. Explain the relationship between communication and service. 
c. Identify ways in which employees in business and marketing can 

demonstrate a service orientation. 
d. Demonstrate procedures for reinforcing a service orientation through 

communication. 
 

Sample  
Activity 

Select a job in marketing, and write five ways or statements that an employee 
in that role could reinforce a service orientation through communication. 
 

Resources  
  Textbooks Carey, J.A. (Ed.). (2002). Business letters for busy people (4th ed.) [pp. 191-

212]. Franklin Lakes, NJ: Career Press. 
Gorman, T. (2005). The complete idiot’s guide to business letters and memos 

(2nd ed.) [pp. 195-208]. Indianapolis: Alpha Books/Penguin Group. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.)  
 [pp. 36-37]. Mason, OH: Thomson/South-Western. 
 

  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 52-72). Cincinnati, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

American Institute of Certified Public Accountants. (2006-2008). Customer 
service tips—Client communication and service. Retrieved April 25, 
2008, from 
http://www.aicpa.org/Professional+Resources/Public+Accounting+Firm+
Resources/CPA+Marketing+Toolkit/ClientService1.htm 

American Institute of Certified Public Accountants. (2006-2008). Customer 
service tips—Cultivating a service orientation. Retrieved April 25, 2008, 
from 
http://www.aicpa.org/Professional+Resources/Public+Accounting+Firm+
Resources/CPA+Marketing+Toolkit/ClientService4.htm 

Pedersen, J. (2000-2006). Communication and customer service. Retrieved 
April 25, 2008, from http://www.enotalone.com/article/2540.html 
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Ross, G. (2008, February 17). Three communication tips to help maintain 
customer loyalty. Retrieved April 25, 2008, from 
http://www.allbusiness.com/technology/software-services-applications-
internet-social/6789119-1.html 

Service orientation. (n.d.). Retrieved April 25, 2008, from 
http://www.uncg.edu/hrs/serorien.htm 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Foster positive relationships with customers to enhance company image. 
 
 

Performance 
Indicator 

Respond to customer inquiries (CR:006) 
 
 

Level Career-sustaining 
 

SCANS Interpersonal 11, 14; Systems 15; Basic Skills 5-6; Thinking Skills 12; 
Personal Qualities 15, 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1 
 
 

Objectives a. Explain the nature of customer inquiries. 
b. Identify the types of customer inquiries. 
c. Discuss the importance of possessing knowledge of the company (e.g., 

policies, history, capabilities, etc.). 
d. Discuss the importance of possessing adequate product knowledge. 
e. Describe guidelines for handling customer inquiries. 
f. Demonstrate use of proper procedure for solving a customer inquiry in a 

marketing situation. 
 

Sample  
Activity 

Observe your teacher’s demonstration of the guidelines for handling customer 
inquiries. Using a performance checklist, evaluate the teacher’s 
demonstration. Discuss your ratings with the class. 
 

Resources  
  Textbooks Beebe, S.A.; Beebe, S.J.; & Redmond, M.V. (2008). Interpersonal 

communication: Relating to others (5th ed.) [pp. 154-155]. Boston: 
Pearson/A and B. 

Dunne, P.M.; Lusch, R.F.; & Griffith, D.A. (2002). Retailing (4th ed.) [pp. 454-
459]. Mason, OH: South-Western. 

Evenson, R. (2007). Award-winning customer service (pp. 8-9). New York: 
AMACOM. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  
 (pp. 266-268, 324-327). Woodland Hills, CA: Glencoe/McGraw-Hill. 
 

  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 87-91, 94). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

BNET Editorial. (2008). Dealing with customer inquiries. Retrieved April 28, 
2008, from http://www.bnet.com/2410-13240_23-64264.html 

Environmental and Social Report. (2007). The customer assistance center—
Working for greater customer satisfaction and improved product quality. 
Retrieved April 28, 2008, from http://sharp-
world.com/corporate/eco/csr_report/2007pdf/sharp17_23e.pdf 

Online Business Advisor. (2006). Respond to customer inquiries and 
complaints promptly. Retrieved April 25, 2008, from 
http://www.onlinebusadv.com/index.php?PAGE=161 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Foster positive relationships with customers to enhance company image. 
 
 

Performance 
Indicator 

Adapt communication to the cultural and social differences among clients 
(CR:019) 
 

Level Career-sustaining 
 

SCANS Interpersonal 11, 14; Systems 15; Basic Skills 5-6; Thinking Skills 12; 
Personal Qualities 15, 17 
 

21st Century 
Skills 

Global Awareness 2; Communication and Collaboration 1, 3 
 
 

Objectives a. Discuss the purpose of adapting communication to a client’s cultural or 
social community. 

b. Explain the importance of context in communication. 
c. Discuss reasons for adapting communication to the cultural or social 

differences among clients. 
d. Explain skills associated with adapting communication (e.g., empathy, 

risk taking, problem solving, etc.). 
e. Describe ways to adapt communication to the cultural or social 

environment of clients. 
f. Demonstrate how to adapt communication to the cultural or social 

differences among clients. 
 

Sample  
Activity 

Participate with a team member to develop a skit showing how you would 
adapt your communication to the cultural/social differences among clients. 
Explain the situation to the class. Present the skit to classmates, while they 
identify and record how you adapted communication to the situation. At the 
end of the skit, ask classmates to explain what they observed and how they 
could improve communication. 
 

Resources  
  Textbooks Beebe, S.A.; Beebe, S.J.; & Redmond, M.V. (2008). Interpersonal 

communication: Relating to others (5th ed.) [pp. 88-120]. Boston: 
Pearson/A and B. 

Lesikar, R.V. & Flatley, M.E. (2005). Basic business communication: Skills for 
empowering the Internet generation (10th ed.) [pp. 452-467]. New York: 
McGraw-Hill/Irwin. 

Locker, K.O. (2000). Business and administrative communication (5th ed.)  
[pp. 312-328]. Boston: Irwin/McGraw-Hill. 

Morrison, T. & Conaway, W.A. (2006). Kiss, bow, or shake hands: The 
bestselling guide to doing business in more than 60 countries. Avon, MA: 
Adams Media. 

 
  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (p. 15). Cincinnati, OH: 
South-Western/Thomson Learning. 
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  Software/ 
  Online 

Advanced cross cultural communication. (2008, Winter). Retrieved April 29, 
2008, from 
http://www.sba.pdx.edu/faculty/amlei/alaccess/576/Class8.pdf 

Cultural differences and international business communication. (n.d.). 
Retrieved April 28, 2008, from 
http://www.content4reprint.com/business/communication/cultural-
differences-and-international-business-communication.htm 

Ngomsi, E. (2003-2007). Bridging cultures in the business workplace. 
Retrieved April 28, 2008, from http://www.yan-koloba.com/articles.html 

Wilson, B. (n.d.). Chapter 1 lecture: High-context and low-context culture 
styles. Retrieved April 28, 2008, from 
http://www.marin.edu/buscom/index_files/page0009.htm 

Wilson, B. (n.d.). Cross-cultural communications in business. Retrieved April 
28, 2008, from http://faculty.business.utsa.edu/bjwilson/Cross-
Cultural%20Comm%20in%20Business.ppt 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Foster positive relationships with customers to enhance company image. 
 
 

Performance 
Indicator 

Interpret business policies to customers/clients (CR:007) 
 
 

Level Career-sustaining 
 

SCANS Information 7; Interpersonal 11,14; Systems 15; Basic Skills 1-2,5-6; Thinking 
Skills 8,12; Personal Qualities 14-15,17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1; Communication and Collaboration 1 
 
 

Objectives a. Define the term business policy. 
b. Identify characteristics of effective business policies. 
c. Describe reasons for having business policies. 
d. Explain types of business policies that affect customers. 
e. Discuss the role of employees in interpreting business policies. 
f. Explain when business policies should be interpreted. 
g. Explain guidelines for interpreting business policies to customers. 
h. Demonstrate procedures for interpreting business policies to customers. 
 

Sample  
Activity 

Keep a record of the policies that have to be interpreted for customers at a 
school-based or work-based enterprise. Discuss the findings with the class. 
 

Resources  
  Textbooks Evenson, R. (2007). Award-winning customer service (pp. 106-107). New 

York: AMACOM. 
Gorman, T. (2005). The complete idiot’s guide to business letters and memos 

(2nd ed.) [pp. 201-203]. Indianapolis: Alpha Books/Penguin Group. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.)  
 [pp. 243-255]. Mason, OH: Thomson/South-Western. 
 

  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 87-89). Cincinnati, 
OH: South-Western/Thomson Learning. 

Townsley, M. (2002). Retail: Business 2000 (pp.123-126). Cincinnati, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Bartridge, T. (2005, March 9). Why are policies and procedures so important? 
Retrieved April 28, 2008, from http://www.ameinfo.com/55422.html 

Council of Better Business Bureau, Inc. (2003). Sample privacy notice. 
Retrieved April 28, 2008, from 
http://www.bbbonline.org/privacy/sample_privacy.asp 

Fox, T. (2008, April 9). Policies and procedures with customer focus. 
Retrieved April 28, 2008, from http://ezinearticles.com/?Policies-And-
Procedures-With-Customer-Focus&id=1099245 

Moses, J. (2005, October 10). Implementing return/exchange policies. 
Retrieved April 28, 2008, from http://www.nfib.com/object/IO_24973.html 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Resolve conflicts with/for customers to encourage repeat business. 
 
 

Performance 
Indicator 

Handle difficult customers (CR:009, EI LAP 1) 
 
 

Level Career-sustaining 
 

SCANS Information 7; Interpersonal 11,14; Systems 15; Basic Skills 5-6; Thinking 
Skills 9,12; Personal Qualities 14-15,17 
 

21st Century 
Skills 

Communication and Collaboration 1,3 
 
 

Objectives a. Define the following terms:  disagreeable customer, domineering/ 
superior customers, dishonest customers. 

b. Identify types of difficult customers. 
c. Describe categories of disagreeable customers. 
d. Discuss categories of domineering/superior customers. 
e. Describe ways in which customers are dishonest. 
f. Identify situations in which customers become difficult. 
g. Explain reasons for handling difficult customers. 
h. Describe general guidelines for handling difficult customers. 
i. Explain specific guidelines for handling types of difficult customers. 
j. Demonstrate procedures for handling difficult customers. 
 

Sample  
Activity 

Write a description of a situation you have encountered involving a difficult 
customer in marketing. Give the description to the instructor who will select 
three of the most representative examples written by the class. 
 

Resources  
  LAP Marketing Education Resource Center. (2006). Making mad glad (Handling 

difficult customers) [LAP: EI-001]. Columbus, OH: Author. 
Marketing Education Resource Center. (2006). Making mad glad (Handling 

difficult customers): Instructor copy [LAP: EI-001]. Columbus, OH: Author. 
 

  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 
satisfaction and loyalty (pp. 244-248). Boston: Houghton Mifflin Company. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 626-
627). Tinley Park, IL: Goodheart-Willcox. 

Dunne, P.M.; Lusch, R.F.; & Griffith, D.A. (2002). Retailing (4th ed.) [pp. 472-
475]. Mason, OH: South-Western. 

 
  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 110-111). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Abrams, R. (2005, June 2). Dealing with difficult customers. Retrieved April 
28, 2008, from 
http://www.rhondaonline.com/content/hmrArticles_view.asp?sect=colum
n&did=460 
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Business-Software.com. (n.d.). Customer service tactics to handle difficult 
customers. Retrieved April 28, 2008, from http://www.business-
software.com/crm/customer-service-tactics-to-handle-difficult-
customers.php 

Case, G. & Rhoades-Baum, P. (2004). How to handle difficult customers. 
Retrieved April 28, 2008, from 
http://www.thinkhdi.com/library/deliverfile.aspx?filecontentid=28 

eHow Business Editor. (1999-2008). How to handle difficult clients. Retrieved 
April 28, 2008, from http://www.ehow.com/how_15404_handle-difficult-
clients.html 

James, N. (2005, March 10). Handling difficult customers—Eight strategies. 
Retrieved April 28, 2008, from http://ezinearticles.com/?Handling-
Difficult-Customers---8-Strategies&id=20132 

Lipow, V. (2007). How to deal with difficult customers. Retrieved April 28, 
2008, from http://career-advice.monster.com/conflict-
management/retail/How-to-Deal-with-Difficult-Customer/home.aspx 

Marketing Education Resource Center. (2006). Making mad glad (Handling 
difficult customers) [LAP: EI-001: Presentation Software]. Columbus, 
OH: Author. 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 

 
 

Performance 
Element 

Resolve conflicts with/for customers to encourage repeat business. 
 
 

Performance 
Indicator 

Handle customer/client complaints (CR:010) 
 
 

Level Career-sustaining 
 

SCANS Information 7; Interpersonal 11, 14; Systems 15; Basic Skills 5-6; Thinking 
Skills 9, 12; Personal Qualities 14-15, 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1, Communication and Collaboration 1 
 
 

Objectives a. Define the term complaint. 
b. Identify the costs associated with customer complaints. 
c. Identify reasons for customer complaints. 
d. Describe the benefits of customer complaints. 
e. Explain the importance of appropriately handling customer complaints. 
f. Explain procedures for handling customer complaints. 
g. Demonstrate procedures for handling customer complaints. 
 

Sample  
Activity 

Talk to a supervisor or manager of a local business to find out the nature of 
frequently voiced complaints. Determine how the business responds to the 
complaints. Report the findings to the class. 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 249-250). Boston: Houghton Mifflin Company. 
Dunne, P.M.; Lusch, R.F.; & Griffith, D.A. (2002). Retailing (4th ed.) [pp. 460-

463]. Mason, OH: South-Western. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.)  
 [pp. 248-251]. Mason, OH: Thomson/South-Western. 
 

  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (p.150). Mason, OH: South-
Western/Thomson Learning. 

Rokes, B. (2002). Customer service: Business 2000 (pp. 106-113). 
Cincinnati, OH: South-Western/Thomson Learning. 

Townsley, M. (2002). Retail: Business 2000 (p. 126). Cincinnati, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Buttle, F. (2008, March 11). Your customer complaints could be costing you 
more than you realize. Retrieved April 28, 2008, from 
http://www.customerthink.com/article/your_customer_complaints_costing
_more 
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Customer Expressions. (1999-2008). Handling consumer complaints: Best 
practice guides to consumer complaints handling. Retrieved April 28, 
2008, from 
http://www.customerexpressions.com/cex/cexweb.nsf/(GetPages)/2FEE
295CD6D0BB1B85256FE900568660 

Kurtus, R. (2007, June 6). Dealing with customer complaints. Retrieved April 
28, 2008, from http://www.school-for-
champions.com/tqm/complaints.htm 

Marvell, C. (2003). Complaint handling is easy—Just make it memorable. 
Retrieved April 28, 2008, from http://customerservicezone.com/cgi-
bin/links/jump.cgi?ID=5775 

Rand, S. (2005, July 15). Customer complaints: How to handle them and 
keep customers happy. Retrieved April 28, 2008, from 
http://www.associatedcontent.com/article/5111/customer_complaints_ho
w_to_handle_them.html 

Reeher, T. (n.d.). Handling customer complaints. Retrieved April 28, 2008, 
from http://www.dhhs.state.nc.us/cstf/intranet/article_complaints.pdf 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 
 
 

Performance 
Element 

Reinforce company’s image to exhibit the company’s brand promise  
 
 

Performance 
Indicator 

Identify company’s brand promise (CR:001) 
 
 

Level Career-sustaining 
 

SCANS Information 5-7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 7, 10, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1 
 
 

Objectives a. Define the terms touch points, brand, and brand promise. 
b. Explain the importance of a company’s brand promise. 
c. Describe factors impacting a company’s brand promise. 
d. Demonstrate how to identify a company’s brand promise. 
 

Sample  
Activity 

Select a local business to identify its brand promise. Record the brand 
promise, and write a rationale for your findings. Participate in a small-group 
activity to share your findings and rationale. 
 

Resources  
  Textbooks Chiaravalle, B. & Schenck, B.F. (2007). Branding for dummies (pp. 96-98). 

Indianapolis: Wiley Publishing, Inc. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 271-272, 274-285). New York: 

McGraw-Hill/Irwin. 
Kotler, P. & Keller, K.L. (2006). Marketing management (12th ed.) [pp. 274-

278]. Upper Saddle River, NJ: Prentice-Hall. 
O’Guinn, T.C.; Allen, C.T.; & Semenik, R.J. (2003). Advertising and integrated 

brand promotion (3rd ed.) [pp. 21-24, 711-712]. Mason, OH: 
Thomson/South-Western. 

 
  Software/ 
  Online 

Asacker, T., VanAuken, B. & Daye, D. (2008, February 6). The language of 
branding: “Brand promise”. Retrieved April 28, 2008, from 
http://www.brandingstrategyinsider.com/2008/02/the-language-of.html 

George, R. (2003, September 16). Tapping into brand touchpoints. Retrieved 
April 28, 2008, from http://www.marketingprofs.com/3/george2.asp 

Heaton, C. & Guzzo, R. (2007, August 28). Delivering on the brand promise: 
Making every employee a brand manager. Retrieved April 28, 2008, from 
http://www.lippincott-margulies.com/pdfs/a_heaton01.pdf 

Krueger, J.R. (2007, March 1). Brand promise: Providing the “second wow”. 
Retrieved April 28, 2008, from 
http://www.jckonline.com/article/CA6429130.html 

Smith, G. (2004, September 28). A brand is the sum of all touchpoints. 
Retrieved April 28, 2008, from 
http://www.marketingprofs.com/4/smith1.asp 
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Knowledge/ 
Skill 
Statement 

Understands the techniques and strategies used to foster positive, ongoing 
relationships with customers 

 
 

Performance 
Element 

Reinforce company’s image to exhibit the company’s brand promise.  
 
 

Performance 
Indicator 

Determine ways of reinforcing the company’s image through employee 
performance (CR:002) 
 

Level Career-sustaining 
 

SCANS Information 5, 7; Systems 15; Basic Skills 2, 5-6; Thinking Skills 8-9, 12, 13,  
15, 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1, 3 
 
 

Objectives a. Discuss types of company images. 
b. Describe factors that affect a company’s image. 
c. Explain the importance of reinforcing the company’s image. 
d. Describe ways that employees can reinforce the company’s image 

through their performance. 
e. Demonstrate how to determine ways to reinforce the company’s image 

through employee performance. 
 

Sample  
Activity 

Use the local business and its brand promise previously identified to 
determine ways that the company’s employees reinforce the business’s 
image through their performance. Record your findings and suggest 
additional ways for employees to reinforce the company’s image. 
 

Resources  
  Textbooks Evenson, R. (2007). Award-winning customer service (pp. 14-15, 70-71, 114-

115). New York: AMACOM. 
Kotler, P. & Keller, K.L. (2006). Marketing management (12th ed.) [pp. 320-

322]. Upper Saddle River, NJ: Prentice-Hall. 
Performance Research Associates. (2007). Delivering knock your socks off 

service (4th ed.) [pp. 3-7]. New York: AMACOM. 
 

  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 8, 12). Cincinnati, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Devarajan, R. (2003). Image is everything. Retrieved April 28, 2008, from 
http://www.blonnet.com/2003/05/28/stories/2003052800180900.htm 

Encyclopedia of Business (2nd ed.). (2006). Corporate identity. Retrieved April 
28, 2008, from http://www.referenceforbusiness.com/encyclopedia/Con-
Cos/Corporate-Identity.html#IMPORTANCE_OF_CORPORATE_IMAGE 

Marken Communications. (2003, March 13). Corporate image, we all have 
one, but few work to protect, project it. Retrieved April 28, 2008, from 
http://www.markencom.com/docs/03mar13.htm 

Roberts, P. (2008). Improving your company image. Retrieved April 28, 2008, 
from http://www.thedifference.co.uk/improve_image.htm 
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Knowledge/ 
Skill 
Statement 

Understands the tools, techniques, and systems that businesses use to 
create exchanges and satisfy organizational objectives 

 
 

Performance 
Element 

Understand marketing’s role and function in business to facilitate economic 
exchanges with customers. 
 

Performance 
Indicator 

Explain marketing and its importance in a global economy (MK:001,  
BA LAP 11) 
 

Level Career-sustaining 
 

SCANS Information 5; Interpersonal 11; Systems 15; Thinking Skills 12; Personal 
Qualities 15 
 

21st Century 
Skills 

Global Awareness 1; Critical Thinking and Problem Solving Skills 1, 3 
 
 

Objectives a. Define the following terms: marketing and marketing concept. 
b. Identify marketing activities. 
c. Categorize items that are marketed. 
d. Explain where marketing occurs. 
e. Explain the elements of the marketing concept. 
f. Explain the role of marketing in a private enterprise system. 
g. Describe ways in which consumers and businesses would be affected if 

marketing did not exist. 
h. Explain how marketing benefits our society. 
 

Sample  
Activity 

Identify ways in which local businesses apply the marketing concept 
domestically and abroad, and determine how this affects the businesses’ 
customers. Write an article depicting your findings, and compete with 
classmates to have the best paper selected for publication in the school/local 
paper. 
 
Keep a journal for one day to identify how marketing affects your life. Start the 
journal the moment that you wake up. When finished, underline areas that are 
impacted by global marketing. Discuss your journal entries with the class. 
 
Locate an article about global marketing in the newspaper or on the Internet. 
Summarize the article, and present it to the class. 
 
Develop a list of ways that a school-based enterprise or a local business 
could apply the marketing concept. Write a one-page report of your 
recommendations and provide a rationale for those recommendations. Submit 
the paper to your teacher for feedback. 
 

Resources  
  LAP Marketing Education Resource Center. (2005). Have it your way (Marketing) 

[LAP: BA-011]. Columbus, OH: Author. 
Marketing Education Resource Center. (2005). Have it your way (Marketing): 

Instructor copy [LAP: BA-011]. Columbus, OH: Author. 
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  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 5-9, 
11]. Mason, OH: Thomson/South-Western. 

Brown, B.J. & Clow, J.E. (2006). Introduction to business (pp. 196-205). 
Woodland Hills, CA: Glencoe/McGraw-Hill. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 4-11, 16-25]. Mason, OH: 
Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 17-20, 
44-46). Tinley Park, IL: Goodheart-Willcox. 

Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to business (5th ed.) 
[pp. 100-111]. Mason, OH: Thomson/South-Western. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 3-24]. New York: McGraw-Hill/Irwin. 
Everard, K. E. & Burrow, J. L. (2001). Business principles and management  

(11th ed.) [pp. 545-560]. Cincinnati, OH: South-Western/Thomson 
Learning. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  
 (pp. 2-19, 116). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 4-7, 12-14, 20-26). New 

York:McGraw-Hill Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 

(3rd ed.) [pp. 6, 9-14, 18-20]. Mason, OH: South-Western.  
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 

Marketing strategy planning approach (16th ed.) [pp. 4-27]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 4-18). Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Bell, A. (n.d.). Are you a marketing octopus or a marketing worm? Retrieved 
April 28, 2008, from http://www.andrebell.com/blog/are-you-a-marketing-
octopus-or-a-marketing-worm 

Business Owner’s Toolkit. (1995-2008). Overview: The marketing challenge. 
Retrieved April 28, 2008, from 
http://www.toolkit.cch.com/text/P03_1000.asp 

Lake, L. (2008). Marketing basics for the small business. Retrieved April 28, 
2008, from http://marketing.about.com/cs/sbmarketing/l/aa060103a.htm 

Lotti, M. & Lehmann, D. (2007, December 17). Definition of marketing. 
Retrieved May 9, 2008, from http://ama-
academics.communityzero.com/elmar?go=1712138 

Marketing Education Resource Center. (2005). Have it your way (Marketing) 
[LAP: BA-011: Presentation Software]. Columbus, OH: Author. 

Magos, A. (1995-2008). Ask Alice about marketing 101. Retrieved April 28, 
2008, from http://www.toolkit.cch.com/advice/mark101.asp 

NetMBA. (2002-2007). The marketing concept. Retrieved April 28, 2008, from 
http://www.netmba.com/marketing/concept/ 

Tutor2u.net. (n.d.). Free marketing study resources. Retrieved April 28, 2008, 
from http://www.tutor2u.net/marketing/default.html 

WiseGeek.com. (2003-2008). What is marketing? Retrieved April 28, 2008, 
from http://www.wisegeek.com/what-is-marketing.htm 
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Knowledge/ 
Skill 
Statement 

Understands the tools, techniques, and systems that businesses use to 
create exchanges and satisfy organizational objectives 

 
 

Performance 
Element 

Understand marketing’s role and function in business to facilitate economic 
exchanges with customers. 
 

Performance 
Indicator 

Describe marketing functions and related activities (MK:002, MK LAP 1) 
 
 

Level Career-sustaining 
 

SCANS Information 5; Systems 15; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3 
 
 

Objectives a. Define the following terms: channel management, marketing-information 
management, pricing, product/service management, promotion, and 
selling. 

b. Explain the purposes of each marketing function. 
c. Describe the importance of each marketing function to marketing. 
d. Explain the interrelationships among marketing functions. 
 

Sample  
Activity 

Make a list of all of the goods and services that you have used in the past 24 
hours, and respond to the following questions: 
a. How did you come to use these goods/services? 
b. How did you find out about these goods/services? 
c. Where did you obtain these goods/services? 
d. How much did these goods/services cost? 
 

Resources  
  LAP Marketing Education Resource Center. (2006). Work the big six (Marketing 

functions) [LAP: MK-001]. Columbus, OH: Author. 
Marketing Education Resource Center. (2006). Work the big six (Marketing 

functions): Instructor copy [LAP: MK-001]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 47-
50]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 6-8, 473]. Mason, OH: 
Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 46-48). 
Tinley Park, IL: Goodheart-Willcox. 

Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 
[pp. 102-104]. Mason, OH: Thomson/South-Western. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
6-7). Woodland Hills, CA: Glencoe/McGraw-Hill. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 5-6, 35-36, 88-89, 110, 
117, 132-133, 140-144). Mason, OH: South-Western/Thomson Learning. 
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  Software/ 
  Online 

Business Technology Curriculum. (n.d.). International marketing. Retrieved 
April 28, 2008, from 
http://www.educ.uidaho.edu/bustech/International_Business/Advance/ma
rketing.htm 

KnowThis.com. (1998-2008). Distribution decisions. Retrieved April 28, 2008, 
from http://www.knowthis.com/tutorials/principles-of-
marketing/distribution-decisions.htm 

KnowThis.com. (1998-2008). Managing products. Retrieved April 28, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/managing-
products.htm 

KnowThis.com. (1998-2008). Marketing research. Retrieved April 28, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/marketing-
research.htm 

KnowThis.com. (1998-2008). Personal selling. Retrieved April 28, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/personal-
selling.htm 

KnowThis.com. (1998-2008). Pricing decisions. Retrieved April 28, 2008,  
from http://www.knowthis.com/tutorials/principles-of-marketing/pricing-
decisions.htm 

KnowThis.com. (1998-2008). Promotion decisions. Retrieved April 28, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/promotion-
decisions.htm 

Marketing basics. (n.d.). Retrieved April 28, 2008, from 
www.mjsd.k12.wi.us/mhs/depts/business/teachers/bruechert/documents/
MarketingBasics1.ppt 

Marketing Education Resource Center. (2006). Work the big six (Marketing 
functions) [LAP: MK-001: Presentation Software]. Columbus, OH: Author. 

Panasyuk, I. (n.d.). Marketing concepts. Retrieved April 28, 2008, from 
http://mysite.verizon.net/vze7ta92/id1.html 

Smart Business Learning. (2007, October 25). Marketing functions, mix, and 
performers. Retrieved April 28, 2008, from 
http://learningbiz.net/marketing-functions-mix-and-performers 
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Knowledge/ 
Skill 
Statement 

Understands concepts, tools, and strategies used to explore, obtain, and 
develop in a business career  

 
 

Performance 
Element 

Understand career opportunities in marketing to make career decisions. 
 
 

Performance 
Indicator 

Explain employment opportunities in marketing (PD:024, CD LAP 2) 
 
 

Level Career-sustaining 
 

SCANS Information 5; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12; Personal 
Qualities 13, 16 
 

21st Century 
Skills 

Financial, Economic, Business and Entrepreneurial Literacy 1, Critical 
Thinking and Problem Solving 1, Communication and Collaboration 1, 
Information Literacy 1 
 

Objectives a. Identify types of businesses that offer careers in marketing. 
b. Contrast marketing careers with careers in medicine. 
c. Explain why jobs in marketing provide career potential. 
d. Describe the following marketing careers: 

(1) Marketing research 
(2) Advertising 
(3) Product management 
(4) Distribution/Warehousing 
(5) Sales 
(6) Retailing 
(7) Service marketing 
(8) Customer service 
(9) Public relations 

e. Describe well-recognized traits and skills needed for success in 
marketing careers. 

 
Sample  
Activity 

Select a marketing occupation of interest, and collect information about it from 
as many resources as possible. Obtain the following pieces of information: 
a. Marketing occupation 
b. Duties and responsibilities 
c. Educational requirements 
d. Recommended courses 
e. Employment outlook 
f. Salary range 
g. Schools offering training 
h. Perquisites (Perks) 
i. Lifestyle associated with the occupation 
j. Geographic availability of jobs 
k. Personal traits needed 
l. Work environment 
m. Example of a positive/negative work experience 
n. Pictures of people in the occupation 
o. List of sources of career information 
Create a notebook from the collected information. Present the information to 
the class. 
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Resources  
  LAP Marketing Education Resource Center. (1999). Marketing careers [LAP: CD-

002]. Columbus, OH: Author. 
Marketing Education Resource Center. (1999). Marketing careers: Instructor 

copy [LAP: CD-002]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. xlvii-
li]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 4-8]. Mason, OH: 
Thomson/South-Western. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
5-7). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Kelly-Plate, J. & Volz-Patton, R. (2004). Exploring careers (4th ed.) [p. 313]. 
Woodland Hills, CA: McGraw-Hill/Glencoe. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 18-20]. Mason, OH: South-Western.  

 
  Software/ 
  Online 

CareerOverview.com. (2004). Marketing careers, jobs, and training 
information. Retrieved April 29, 2008, from 
http://www.careeroverview.com/marketing-careers.html  

Careers-in-Marketing.com. (n.d.). Careers in marketing. Retrieved April 29, 
2008, from http://www.careers-in-marketing.com/ 

Lake, L. (2008). Exploring careers and jobs in marketing. Retrieved April 29, 
2008, from 
http://marketing.about.com/od/exploremarketingcareers/l/aa052103a.htm 

Marketing Education Resource Center. (1999). Marketing careers [LAP: CD-
002: Presentation Software]. Columbus, OH: Author. 

Northern Illinois University. (2008). Marketing careers. Retrieved April 29, 
2008, from http://www.cob.niu.edu/mktg/careers.asp 

University of Southern California Marshall School of Business. (2001-2008). 
Marketing career paths and descriptions. Retrieved April 29, 2008, from 
http://www.marshall.usc.edu/marketing/resources/resources-
overview.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to identify, select, monitor, 
and evaluate sales channels 

 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its role 
in marketing. 
 

Performance 
Indicator 

Explain the nature and scope of channel management (CM:001)  
 
 

Level Career-Sustaining 
 

SCANS Information 5; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Define the following terms: channel, channel intensity, channel length, 
distribution patterns, exclusive distribution, selective distribution, and 
intensive distribution. 

b. Explain how channel members add value. 
c. Discuss channel functions (e.g., information, promotion, contact, 

matching, negotiation, physical distribution, financing, and risk taking). 
d. Explain key channel tasks (e.g., marketing, packaging, financing, storage, 

delivery, merchandising, and personal selling). 
e. Describe when a channel will be most effective. 
f. Distinguish between horizontal and vertical conflict. 
g. Describe channel management decisions (i.e., selecting channel 

members, managing and motivating channel members, and evaluating 
channel members). 

h. Explain channel design decisions (i.e., analyzing customer needs, setting 
channel objectives, identifying major alternatives—types of 
intermediaries, number of intermediaries, responsibilities of 
intermediaries). 

i. Discuss the relationship between the product being distributed and the 
pattern of distribution it uses. 

 
Sample  
Activity 

Identify examples of channel-management activities that take place at local 
businesses. Discuss similarities and differences across types of businesses 
and industries. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 434-

437, 444-446]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 103-104, 342-353]. Mason, OH: 

Thomson/South-Western. 
Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 

[pp. 107-110]. Mason, OH: Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 43-44, 377-401]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

444-446, 454-456). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 411-415). New York: McGraw-

Hill Irwin. 
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Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 322-325]. Mason, OH: South-Western.  

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 290-309]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 88-92). Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Armstrong, Kotler & da Silva. (n.d.). Marketing channels and supply chain 
management. Retrieved April 29, 2008, from 
http://www.slideshare.net/kkjjkevin03/9/ 

Determan, M. (n.d.). Marketing—Price or distribution. Retrieved April 29, 2008, 
from http://www.determan.net/Michele/mplace.htm 

Direct and channel marketing and distribution. (n.d.). Retrieved April 29, 2008, 
from http://www.jpec.org/handouts/jpec122.pdf 

Lancaster, G, (n.d.). Channels of distribution. Retrieved April 29, 2008, from 
http://www.da-group.co.uk/main/s6/st72783.htm 

Marketing channels and supply chain management. (n.d.). Retrieved April 29, 
2008, from 
http://mgtclass.mgt.unm.edu/Roster/322%20Folder/Powerpoint%20Slides/
322_Marketing%20Channels.ppt 

Tutor2u. (n.d.). Distribution—Channel strategy. Retrieved April 29, 2008, from 
http://www.tutor2u.net/business/marketing/distribution_channel_strategy.a
sp 

Tutor2u. (n.d.). Distribution—Types of distribution intermediary. Retrieved April 
29, 2008, from 
http://www.tutor2u.net/business/marketing/distribution_intermediaries.asp 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to identify, select, monitor, 
and evaluate sales channels 

 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its role 
in marketing. 
 

Performance 
Indicator 

Explain the relationship between customer service and channel management 
(CM:002) 
 
 

Level Career-Sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 9, 12; 
Personal Qualities 13, 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 3; Communication and Collaboration 1 
 
 

Objectives a. Explain how customer service facilitates order processing. 
b. Identify actions that customer service can take to facilitate order 

processing. 
c. Describe the role of customer service in following up on orders. 
 

Sample  
Activity 

Interview two people who have had experiences getting late delivery of 
products or have received the wrong products. Compare how the companies 
that shipped the products handled the situations. Find out the roles that 
customer service played in the situations. Share the information with a small 
group of students in your class. 
 

Resources  
  Textbooks Coyle, J.J.; Bardi, E.J.; & Langley, C.J., Jr. (2003). The management of 

business logistics: A supply chain perspective (7th ed.) [pp. 92-103]. 
Mason, OH: Thomson/South-Western. 

Evenson, R. (2007). Award-winning customer service (pp. 12-13). New York: 
AMACOM. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 334-335]. Mason, OH: South-Western.  

Lawrence, F.B.; Jennings, D.F.; & Reynolds, B.E. (2003). eDistribution (pp. 
218-224). Mason, OH: Thomson/South-Western. 

 
  Software/ 
  Online 

eHow Business Editor. (1999-2008). How to create a customer order process 
workflow diagram. Retrieved April 30, 2008, from 
http://www.ehow.com/how_2145497_create-customer-order-process-
workflow.html?ref=fuel&utm_source=yahoo&utm_medium=ssp&utm_cam
paign=yssp_art 

Fath, E. (2006-2008). Understanding the value of follow up. Retrieved April 29, 
2008, from http://www.customersloveit.com/value.htm 

Lowery, S. (1997-2008). Customer service—Following up with your customers. 
Retrieved April 29, 2008, from http://www.web-source.net/followup.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to identify, select, monitor, 
and evaluate sales channels 

 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its 
role in marketing. 
 

Performance 
Indicator 

Explain the nature of channels of distribution (CM:003)  
 
 

Level Career-Sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 3; Communication and Collaboration 1 
 
 

Objectives a. Define the following terms: channels of distribution, producer, ultimate 
consumer, industrial user, middlemen, intermediaries, retailers, 
wholesalers, agents, direct channels, and indirect channels. 

b. Identify types of channel members/intermediaries/middlemen. 
c. Explain the importance of middlemen in the channel of distribution. 
d. Describe types of channels for consumer goods and services. 
e. Describe types of channels for industrial goods and services. 
 

Sample  
Activity 

Select a product of interest, and chart its distribution from the point of 
production to the final consumer/user. Explain your chart to the class. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 436-

440]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 347-363]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 322-

320). Tinley Park, IL: Goodheart-Willcox. 
Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 

[pp. 107-110]. Mason, OH: Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 378-386]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

444-453). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 

(3rd ed.) [pp. 314-322]. Mason, OH: South-Western.  
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 

Marketing strategy planning approach (16th ed.) [pp. 338-363]. New York: 
McGraw-Hill/Irwin. 

Solomon, M.R. & Stuart, E.W. (2000). Marketing: Real people, real choices 
(2nd ed.) [pp. 381-390]. Upper Saddle River, NJ: Prentice Hall. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 89-90). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000. [pp. 92-93]. 
Cincinnati, OH: South-Western/Thomson Learning. 
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  Software/ 
  Online 

Chopra, S. (n.d.). Lesson 18: Channels of distribution.  Retrieved April 29, 
2008, from http://du.ac.in/course/material/ug/ba/esb/Lesson_18.pdf 

CleverPresentations.com. (2007, August 22). Distribution strategy. Retrieved 
April 29, 2008, from 
http://www.cleverpresentations.com/2007/08/22/distibution-strategy/ 

German Business Portal. (n.d.). Distribution channels. Retrieved April 29, 
2008, from http://www.german-business-
portal.info/GBP/Navigation/en/Business-
Information/marketing,did=146992.html 

Lancaster, G, (n.d.). Channels of distribution. Retrieved April 29, 2008, from 
http://www.da-group.co.uk/main/s6/st72783.htm 

Lecture 4: Issues in distribution: Part 1. (n.d.). Retrieved April 29, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture04.html 

Marketing Teacher. (2000-2008). Place, distribution, channel, or intermediary. 
Retrieved April 29, 2008, from 
http://marketingteacher.com/Lessons/lesson_place.htm 

Olson, J. (2007, August 26). Types of wholesale distribution and sales 
channels. Retrieved April 29, 2008, from http://ezinearticles.com/?Types-
Of-Wholesale-Distribution-And-Sales-Channels&id=704341 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to identify, select, monitor, 
and evaluate sales channels 

 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its 
role in marketing. 
 

Performance 
Indicator 

Describe the use of technology in the channel management function 
(CM:004)  
 

Level Career-Sustaining 
 

SCANS Information 5-8; Systems 15; Technology 18; Basic Skills 1-2, 
5-6; Thinking Skills 12 
 

21st Century 
Skills 

Global Awareness 1; Financial, Economic, Business and Entrepreneurial 
Literacy 2; Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 

Objectives a. Identify ways that the use of technology impacts the channel 
management function. 

b. Explain specific applications of technology in channel management. 
c. Discuss ways that the use of technology in channel management impacts 

relationships with channel members. 
d. Explain ways that the use of technology in channel management 

facilitates global trade. 
e. Describe benefits associated with the use of technology in channel 

management. 
f. Explain barriers to the use of technology in channel management. 
 

Sample  
Activity 

Visit a local business or email a business partner to discuss how the use of 
technology has impacted channel management at that business. Determine 
the types of technology the business uses and how their use has benefited 
the business. Report the findings to the class. 
 

Resources  
  Textbooks Coyle, J.J.; Bardi, E.J.; & Langley, C.J., Jr. (2003). The management of 

business logistics: A supply chain perspective (7th ed.) [pp. 463-474]. 
Mason, OH: Thomson/South-Western. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 415-418). New York: McGraw-
Hill/Irwin. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 340-341, 342]. Mason, OH: South-Western.  

Lawrence, F.B.; Jennings, D.F.; & Reynolds, B.E. (2003). eDistribution (pp. 
76, 85-99, 136, 206-216). Mason, OH: Thomson/South-Western. 

Monczka, R.; Trent, R.; & Handfield, R. (2002). Purchasing and supply chain 
management (2nd ed.) [pp. 630-641]. Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Distribution Software. (n.d.). Distribution technology—On demand. Retrieved 
April 29, 2008, from http://www.distributionsoftwarereview.com/key-
DTechnology-On-Demand.htm 

eCommerce Program. (2007). eBusiness—Information. Retrieved April 29, 
2008, from http://www.ecommerceprogram.com/ecommerce/Ebusiness-
Info.asp 
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Epicor Software Corporation. (2001). Epicor eDistribution. Retrieved April 29, 
2008, from http://www.erpvisions.com/products/BO_distribution.pdf 

LXE. (n.d.). RFID technology for warehouse and distribution operations. 
Retrieved April 29, 2008, from 
http://www.logisticsit.com/absolutenm/articlefiles/90-0156%20RFID.pdf 

Piasecki, D. (2006, July 19). Warehouse management systems (WMS). 
Retrieved April 29, 2008, from 
http://www.inventoryops.com/warehouse_management_systems.htm 

Wailgum, T. (1994-2008). ABC: An introduction to CRM. Retrieved April 29, 
2008, from http://www.cio.com/article/40295 

Wailgum, T. (2008, April 17). ABC: An introduction to ERP. Retrieved April 
29, 2008, from http://www.cio.com/article/40323 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to identify, select, monitor, 
and evaluate sales channels 

 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its 
role in marketing. 
 

Performance 
Indicator 

Explain legal considerations in channel management (CM:005)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3 
 
 

Objectives a. Define the following terms: exclusive dealing, tying agreements, full-line 
forcing, and closed territories. 

b. Describe illegal channel management activities. 
c. Identify laws that govern channel management activities. 
d. Explain the impact of regulation on channel management activities. 
 

Sample  
Activity 

Participate in a group activity to identify the federal and state laws that govern 
channel management of a product of interest to the group. Search the 
Internet to locate examples of violations to each of those regulations. Present 
the group’s findings to the class. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 442-

443]. Mason, OH: Thomson/South-Western. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

456-457). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 401-403]. New York: McGraw-Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 

(3rd ed.) [pp. 343]. Mason, OH: South-Western.  
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 

Marketing strategy planning approach (16th ed.) [pp. 305-307]. New York: 
McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

Answers.com. (2008). Clayton Antitrust Act. Retrieved April 29, 2008, from 
http://www.answers.com/topic/clayton-antitrust-act 

Bunn, P. (2008). Robinson-Patman Act (1936). Retrieved April 29, 2008, from 
http://www.answers.com/topic/robinson-patman-act-1936?cat=biz-fin 

Chapter 15: Managing marketing channels and wholesaling. (n.d.). Retrieved 
April 29, 2008, from http://www-
rohan.sdsu.edu/~renglish/370/notes/chapt15/ 

Federal Trade Commission. (2007, June 25). Promoting competition, 
protecting consumers: A plain English guide to antitrust laws. Retrieved 
April 29, 2008, from http://www.ftc.gov/bc/compguide/index.shtm 

Johnson, A. (1995-2006). Tying agreements: Illegal tying is one of the most 
common antitrust claims. Retrieved April 29, 2008, from 
http://www.aurorawdc.com/arj_cics_tying_arrangements.htm 
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Lecture 7: Marketing ethics: Part 1. (n.d.). Retrieved April 29, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture07.html 

The Linux Information Project. (2004, June 17). The Sherman Antitrust Act. 
Retrieved April 29, 2008, from http://www.linfo.org/sherman.html 

Sherman, A.J. (2008). Understanding antitrust and related regulatory aspects 
of building distribution channels. Retrieved April 29, 2008, from 
http://eventuring.kauffman.org/resources/resource.aspx?id=33440 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to identify, select, monitor, 
and evaluate sales channels 
 
 

Performance 
Element 

Acquire foundational knowledge of channel management to understand its 
role in marketing. 
 

Performance 
Indicator 

Describe ethical considerations in channel management (CM:006)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 9,12; 
Personal Qualities 17 
 

21st Century 
Skills 

Financial, Economic, Business and Entrepreneurial Literacy 2; Critical 
Thinking and Problem Solving Skills 1, 3; Communication 1; Ethics 3, 4 
 

Objectives a. Define the following terms: exploitation, coercion, gray market, and 
slotting allowance. 

b. Discuss reasons that marketers should not manipulate the availability of a 
product for the purpose of exploitation. 

c. Describe ethical issues associated with serving markets with low profit 
potential. 

d. Explain when ethical issues can arise in a distribution channel. 
e. Explain the ethical implications of the gray market on U.S. businesses. 
f. Describe how communication relates to channel management ethics. 
 

Sample  
Activity 

Talk with a business partner about questionable practices that s/he has 
encountered in channel management. Examples might relate to manipulation 
of the availability of products, use of coercion, and exertion of undue influence 
over a channel member’s decision about carrying a product. Write a summary 
of your findings, and present them to the class. As a group, draw conclusions 
about the nature of ethics in channel management and the frequency with 
which unethical practices occur. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [p. 86]. 

Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [p. 47]. Mason, OH: Thomson/South-

Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 70-71, 383]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

456-457). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 

Marketing strategy planning approach (16th ed.) [pp. 308-309, 471-472]. 
New York: McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

Anderson, S. (2006, February 10). Coercion. Retrieved April 29, 2008, from 
http://plato.stanford.edu/entries/coercion/#WroCoe 

Bergen, M. (2006, May 19-20). Branding between the lines: Protecting your 
brand and managing gray markets. Retrieved April 29, 2008, from 
http://www.csom.umn.edu/Assets/75892.pdf 
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Beshouri, C.P. (2006, November). A grassroots approach to emerging-market 
consumers. Retrieved April 29, 2008, from 
http://www.mckinseyquarterly.com/article_page.aspx?ar=1866&L2=21&L
3=34&srid=17&gp=0 

Exploitation. (2002). Retrieved April 29, 2008, from 
http://bovination.com/cbs/exploitation.jsp 

Kessler, M. (2006, December 10). Bargain sounds too good? Stay away. 
Retrieved April 29, 2008, from 
http://www.usatoday.com/tech/products/2006-12-10-gray -market-
stories_x.htm 

Lecture 4: Issues in distribution: Part 1. (n.d.). Retrieved April 29, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture04.html 

Lecture 4: Issues in distribution: Part 2. (n.d.). Retrieved April 29, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture04p2.ht
ml 

Sudhir, K. & Rao, V.R. (2004, October 26). Are slotting allowances efficiency-
enhancing or anti-competitive? Retrieved April 29, 2008, from 
http://mba.yale.edu/faculty/pdf/slottingallowances.pdf 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicator 

Describe the need for marketing information (IM:012)  
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 
 
 

Objectives a. Define the following terms: facts, estimates, predictions, relationships, 
and marketing information. 

b. Identify types of information used in marketing decision-making. 
c. Identify types of marketing information useful to marketers. 
d. Describe ways that marketers use marketing information. 
e. Explain the impact of marketing information on marketers. 
 

Sample  
Activity 

Identify a current problem in marketing. Ask another student to describe types 
of marketing information that could be obtained to resolve the problem. Ask 
the class to react to the recommendations. 
 

Resources  
  Textbooks Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 116-123]. Mason, OH: 

Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 170-171]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management  

(11th ed.) [pp. 284-285, 519-521, 550-551]. Cincinnati, OH: South-
Western/Thomson Learning. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
6, 592-603). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 
practical approach for the new millennium (pp. 56-63). Boston: 
Irwin/McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 215-217]. Mason, OH: South-Western.  

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 208-209]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 22-23, 39-40). Mason, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Anderson, D. & Bailey, B. (1998, May 26). MBA 604 orange juice: The 
importance of information. Retrieved April 29, 2008, from 
http://tolearn.net/marketing/iimport.htm 
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ARDictionary. (2004-2008). Estimate. Retrieved April 29, 2008, from 
http://ardictionary.com/Estimate 

Jacobs, P. (2006, April 26). Predicting your company’s future. Retrieved April 
29, 2008, from 
http://www.microsoft.com/midsizebusiness/businessvalue/predictfuture.m
spx 

Lancaster, G. (n.d.). Marketing research. Retrieved April 29, 2008, from 
http://www.da-group.co.uk/main/s6/st72789.htm 

What is a fact? (n.d.). Retrieved April 29, 2008, from 
http://www.chisagolakes.k12.mn.us/schools/middle_school/msmediacent
erfactopinion.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicator 

Identify information monitored for marketing decision making (IM:184) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8-9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication 1; Information 
Literacy 1 
 

Objectives a. Define the following terms: request and complaint reports, lost sales 
reports, call reports, and activity reports. 

b. Explain information contained in sales and expense reports that is 
monitored for marketing decision-making. 

c. Describe information in reports provided by salespeople that is monitored 
for use in marketing decision-making. 

d. Discuss information about customers that is monitored for marketing 
decision-making. 

e. Explain information about competitors that is monitored for marketing 
decision-making. 

f. Demonstrate procedures for identifying information to monitor for 
marketing decision-making. 

 
Sample  
Activity 

Talk with a businessperson about how her/his company monitors competitors’ 
activities. Find out what activities are monitored and what techniques are 
used to monitor them. Discuss how web sites are being used to monitor 
competitors. Write a one-page report of your findings. 
 

Resources  
  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 16-21]. 

Upper Saddle River, NJ: Prentice Hall. 
Churchill, G.A., Jr. (2001). Basic marketing research (4th ed.) [pp. 184-194]. 

Mason, OH: South-Western/Thomson Learning. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 242-250). New York: McGraw-

Hill/Irwin. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 95-111, 182-193). Boston: 
Irwin/McGraw-Hill. 

 
  Software/ 
  Online 

Aware. (2007, June 26). Competitor analysis—A brief guide. Retrieved April 
30, 2008, from http://www.marketing-
intelligence.co.uk/resources/competitor-analysis.htm 

Business Owner’s Toolkit. (1995-2008). Internal secondary market research. 
Retrieved April 30, 2008, from 
http://www.toolkit.com/small_business_guide/sbg.aspx?nid=P03_3020 
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KnowThis.com. (1998-2008). Trends in marketing research. Retrieved April 
30, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/marketing-research/trends-information-advantage-and-
internet-technologies.htm 

MMC Learning. (2007). Market research. Retrieved April 30, 2008, from 
http://www.multimediamarketing.com/mkc/marketresearch/ 

WannaLearn.com. (2003, July 10). Marketing tutorial: Marketing research. 
Retrieved April 30, 2008, from 
http://www.wannalearn.com/Business_and_Careers/Marketing/Marketing
_Tutorial/marketing-research.html 

 



Section 5 Planning Guide Sheets Page 5-44 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

 
Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicator 

Explain the nature and scope of the marketing information management 
function (IM:001)  
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1; 
Information Literacy 1, 2; Media Literacy 1 
 

Objectives a. Define the following terms: marketing information, marketing-information 
management system, and marketing research. 

b. Describe the need of marketing information. 
c. Classify types of marketing information as primary or secondary. 
d. Describe the types of information marketers should obtain. 
e. Categorize internal sources of marketing information. 
f. Discuss external sources of marketing information. 
g. Explain why marketers should collect information. 
h. Describe the characteristics of useful marketing information. 
i. Describe reasons that marketers need to gather accurate information. 
j. Explain the functions of a marketing-information management system. 
k. Contrast marketing research with a marketing-information system. 
l. Describe the use of a marketing-information system. 
m. Explain the benefits of a marketing-information management system. 
n. Discuss the requirements of a marketing-information management 

system. 
o. Explain the role of marketing-information management in marketing. 
p. Describe limitations of marketing-information management systems. 
 

Sample  
Activity 

Listen to a guest speaker discuss her/his company’s marketing-information 
management system, its components, and how the components work 
together. Write a synopsis of the presentation. 
 

Resources  
  Textbooks Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 7-8, 119-127]. Mason, OH: 

Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 170-181]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management  

(11th ed.) [pp. 206, 519-521, 550-551]. Cincinnati, OH: South-
Western/Thomson Learning. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
594-595, 612-616). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp.208-230]. New York: 
McGraw-Hill/Irwin. 

 



Section 5 Planning Guide Sheets Page 5-45 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 6, 22-23, 101-102). 
Mason, OH: South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 77-78). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Abraham, M. (2001-2004). You do have a sales and marketing database? 
Retrieved April 29, 2008, from http://www.sticky-
marketing.net/articles/sm-dbases.htm 

Anderson, D. & Bailey, B. (1998, May 26). MBA 604 orange juice: The 
marketing information system. Retrieved April 29, 2008, from 
http://tolearn.net/marketing/isystem.htm 

Anderson, D. & Bailey, B. (1998, May 26). MBA 604 orange juice: Primary 
information. Retrieved April 29, 2008, from 
http://tolearn.net/marketing/iprimary.htm 

Anderson, D. & Bailey, B. (1998, April 27). MBA 604 orange juice: Secondary 
information. Retrieved April 29, 2008, from 
http://tolearn.net/marketing/isecond.htm 

Crawford, I.M. (n.d.). Chapter 2: Secondary sources of information. Retrieved 
April 29, 2008, from 
http://www.fao.org/docrep/W3241E/w3241e03.htm#internal%20sources%
20of%20secondary%20information 

Crawford, I.M. (n.d.). Chapter 9: Marketing information systems. Retrieved 
April 29, 2008, from 
http://www.fao.org/docrep/W3241E/w3241e0a.htm#chapter%209:%20ma
rketing%20information%20systems 

Lancaster, G. (n.d.). Marketing information systems and forecasting. 
Retrieved April 29, 2008, from http://www.da-
group.co.uk/main/s6/st72790.htm 

Lancaster, G. (n.d.). Marketing research. Retrieved April 29, 2008, from 
http://www.da-group.co.uk/main/s6/st72789.htm 

Management-Hub.com. (2005-2008). Concept and components of a 
marketing information system. Retrieved April 29, 2008, from 
http://www.management-hub.com/marketing-information-management-
system.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicator 

Explain the role of ethics in marketing-information management (IM:025)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 9, 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication 1; Information 
Literacy 2; Media Literacy 3 
 

Objectives a. Describe the importance of credibility and objectivity in marketing-
information management. 

b. Explain why the integrity of the marketing information must be protected. 
c. Explain types of ethical conflicts in marketing-information management. 
d. Discuss ethical issues associated with obtaining information about 

competitors. 
e. Describe ethical issues created by the use of technology in data 

collection. 
 

Sample  
Activity 

Given a series of marketing-information management case studies, determine 
the ethical vi olations involved in collecting, analyzing, and using data. Discuss 
your responses with the class. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 85-

86]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [p. 123]. Mason, OH: 

Thomson/South-Western. 
Churchill, G.A., Jr. (2001). Basic marketing research (4th ed.) [pp. 54-56]. 

Mason, OH: South-Western/Thomson Learning. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 191-192]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

139, 594). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 244-245). New York: McGraw-

Hill/Irwin. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 72-79). Boston: 
Irwin/McGraw-Hill.  

Leedy, P.D. & Ormrod, J.E. (2005). Practical research: Planning & design (8th 
ed.) [pp. 101-104]. Upper Saddle River, NJ: Prentice Hall. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 228-229]. New York: 
McGraw-Hill/Irwin. 
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  Software/ 
  Online 

Connon, D.A. (2002, May/June). The ethics of database marketing. Retrieved 
April 29, 2008, from 
http://findarticles.com/p/articles/mi_qa3937/is_200205/ai_n9031641 

Fodness, D. (2005, January 4). The ethics of marketing research: Can I? 
Should I? Would I? (n.d.). Retrieved April 29, 2008, from 
http://www.marketingprofs.com/5/fodness1.asp 

Forbes Research PTE LTD. (2002). Marketing research: Competitive edge in 
an information age. Retrieved April 29, 2008, from 
http://www.forbes.com.sg/reference.htm 

Howard, K. (2005). Marketing credibility—The difference. Retrieved April 29, 
2008, from 
http://www.abipr.com/thought_leadership_reg_marketing_credibility.php 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gat her, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicator 

Describe the use of technology in the marketing-information management 
function (IM:183) 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Technology 18; Basic Skills 1-2, 5-6; Thinking 
Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication 1; ICT Literacy 
1, 2  
 

Objectives a. Identify ways that the use of technology impacts the marketing-
information management function. 

b. Describe how the use of the Internet for marketing-information 
management tracks and monitors customer website activities. 

c. Discuss how customer-to-business communications on the Internet can 
be used in marketing-information management (e.g., email reminders, 
popup notices, online focus groups, etc.) 

d. Explain how the Internet provides services for conducting research (e.g., 
search engines, tools for online surveys, database access, blogs, etc.) 

e. Discuss marketers’ use of virtual realties and simulations in marketing-
information management. 

f. Describe how the use of Global Positioning Systems (GPS) can facilitate 
marketing-information management. 

g. Explain the use of data analysis software in marketing-information 
management. 

 
Sample  
Activity 

Prepare a list of ways that your company can use the Internet to assist with 
the marketing-information management function. Share the list with a 
classmate. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 212-

213]. Mason, OH: Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 

174-177]. Burr Ridge, IL: McGraw-Hill/Irwin. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 243-244). New York: McGraw-

Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 

(3rd ed.) [pp. 214, 240-243]. Mason, OH: South-Western.  
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic Marketing: 

A marketing strategy planning approach (16th ed.) [pp. 80-81, 209-213]. 
Burr Ridge, IL: McGraw-Hill/Irwin. 
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  Software/ 
  Online 

Bulkeley, W.M. (2005, June23). Marketers scan blogs for brand insights. 
Retrieved April 29, 2008, from 
http://online.wsj.com/public/article/SB111948406207267049-
QIY04xo_fhhh9HisD5AYE1NP_3Q_20060622.html 

DirectoryM. (n.d.). Online focus groups. Retrieved April 29, 2008, from 
http://articles.directorym.com/Online_Focus_Groups-a862.html 

eHow Business Editor. (1999-2008). How to conduct market research online. 
Retrieved April 29, 2008, from 
http://www.ehow.com/how_16595_conduct-market-research.html 

KnowThis.com. (1998-2008). Other technologies. Retrieved April 29, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/marketing-
research/trends-other-technologies-and-affordable-research.htm 

KnowThis.com. (1998-2008). Trends in marketing research. Retrieved April 
29, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/marketing-research/trends-information-advantage-and-internet-
technologies.htm 

Morris, M. (2008, April 21). Putting customers in charge of your 
communications. Retrieved April 29, 2008, from http://www.e-
consultancy.com/news-blog/365473/putting-customers-in-charge-of-your-
communications.html 

Social Research Foundation. (2006-2007). SRF pioneers virtual research 
panel. Retrieved April 29, 2008, from http://socialresearchfoundation.org/ 

ThomasNet.com. (2004). Keeping track of your website visitors. Retrieved 
April 29, 2008, from 
http://websolutions.thomasnet.com/pdf/resources/keeping_track_of_webs
ite_visitors.pdf 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Acquire foundational knowledge of marketing-information management to 
understand its nature and scope. 
 

Performance 
Indicator 

Describe the regulation of marketing-information management (IM:419) 
 
 

Level Specialist 
 

SCANS Information 5-7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 11, 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Civic Literacy 1; Information Literacy 2; Media Literacy 3 
 
 

Objectives a. Define the following terms: self-regulation, SUGGING, FRUGGING, 
privacy 

b. Explain the role of self-regulation for marketing researchers. 
c. Discuss privacy concerns associated with the collection, storage, mining, 

and use of data. 
d. Describe the legalities associated with the collection of marketing data 

from children. 
e. Discuss legal issues associated with the collection and sharing of health-

care data. 
f. Explain legal issues associated with the protection of information held by 

financial institutions. 
g. Discuss why marketing researchers are excluded from governance 

under the CAN-SPAM Act. 
h. Explain how marketing researchers are protected from SUGGING and 

FRUGGING. 
i. Describe legal issues associated with callbacks. 
j. Discuss legal issues associated with the use of automatic dialers when 

collecting data. 
k. Ascertain the current status of privacy/data security legislation. 
l. Discuss reasons that marketing researchers must consider state, 

federal, and international laws when collecting data. 
 

Sample  
Activity 

Search the Internet to locate information about current regulations impacting 
marketing-information management or marketing research. (Good sources to 
search include the Marketing Research Association and the Council of 
American Survey Research Organizations [CASRO].) Divide a page into two 
columns—the one on the left labeled “Findings”; the other column labeled 
“Implications.” For each piece of regulation (both self-regulation and 
government regulation), determine how the regulation will impact your data 
collection, storage, and use. Submit the completed document to your teacher. 
 
Conduct an Internet search to determine your state’s laws governing the 
collection, storage, and use of marketing data. Record your findings, and 
discuss them with a classmate. 
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Resources  
  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 42-56]. 

Upper Saddle River, NJ: Prentice Hall. 
Churchill, G.A., Jr. (2001). Basic marketing research (4th ed.) [pp. 54-66]. 

Mason, OH: South-Western/Thomson Learning. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 191-192]. New York: McGraw-Hill/Irwin. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 72-79). Boston: 
Irwin/McGraw-Hill. 

 
  Software/ 
  Online 

CASRO. (2007, September 5). CASRO code change—Internet standards. 
Retrieved May 6, 2008, from 
http://www.casro.org/webinar/Sept.%205%20Webinar%20-
%20Master.ppt 

CASRO. (2004, September). “Fruggers” join “suggers” in FTC regulations. 
Retrieved May 6, 2008, from 
http://www.casro.org/pdfs/Research%20&%20Regulation%20September
%202004.pdf 

CASRO. (2007, Spring). The U.S. survey research industry’s successful 
history of self-regulation. Retrieved May 6, 2008, from 
http://www.casro.org/e-news/07research.cfm 

Federal Trade Commission. (2001, December). Frequently asked questions 
for the privacy regulation. Retrieved May 6, 2008, from 
http://www.ftc.gov/privacy/glbact/glb-faq.htm 

Federal Trade Commission. (2007, February). Implementing the children’s 
online privacy protection act. Retrieved May 6, 2008, from 
http://www.ftc.gov/reports/coppa/07COPPA_Report_to_Congress.pdf 

Fienberg, H. (n.d.). Individual privacy: How laws impact researchers, whether 
the laws apply or not. Retrieved May 6, 2008, from 
http://www.fcsm.gov/07papers/Fienberg.IV -B.pdf 

Marketing Research Association. (2008). What is research abuse? Retrieved 
May 6, 2008, from http://www.mra-net.org/resources/abuse.cfm 

Rubinstein, I.S., Lee, R.D., & Schwartz, P.M. (2008, February 19). Data 
mining and Internet profiling: Emerging regulatory and technological 
approaches. Retrieved May 6, 2008, from 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1116728#PaperDow
nload 

SubscriberMail. (2008). The great CAN-SPAM freak out. Retrieved May 6, 
2008, from http://www.optinnews.com/spam_freak_out.html 

Wei, D.L.T. (2006). Regulating access to databases through antitrust law: A 
missing perspective in the database debate. Retrieved May 6, 2008, from 
http://stlr.stanford.edu/pdf/lim-antitrust.pdf 

Zansberg, S.D. (2000). Legal deadline looms for web sites collecting data 
from children. Retrieved May 6, 2008, from 
http://library.findlaw.com/2000/Apr/1/127697.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand marketing-research activities to show command of their nature 
and scope. 
 

Performance 
Indicator 

Explain the nature of marketing research (IM:010)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8-9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication 1; Information 
Literacy 1 
 

Objectives a. Define the following terms: marketing research, secondary research, 
primary research, personal interview, mail interview, telephone interview, 
questionnaire, and focus group. 

b. Identify characteristics of effective marketing research. 
c. Describe the importance of marketing research. 
d. Explain how marketing research is carried out. 
e. Explain the uses of marketing research. 
f. Describe shortcomings of marketing research. 
g. Describe types of marketing research objectives. 
h. Describe the contents of a research plan or design. 
i. Classify types of marketing research data. 
j. Distinguish between internal and external sources of data. 
k. Describe types of data collection methods. 
l. Explain how data can be analyzed. 
m. Describe steps in the marketing research process. 
 

Sample  
Activity 

Determine the types of marketing-research activities that an assigned local 
business conducts. Discuss your findings with the class. Contrast the 
marketing-research activities of large businesses with those of small 
businesses. Write a synopsis of your findings. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 194-

211]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 116-123, 128-137]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 235-

236, 242, 244-245). Tinley Park, IL: Goodheart-Willcox. 
Churchill, G.A., Jr. (2001). Basic marketing research (4th ed.) [pp. 263, 265, 

275]. Mason, OH: South-Western/Thomson Learning. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 170-172, 178-189]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

592-603, 610-623). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 242-243, 245-246). New York: 

McGraw-Hill/Irwin. 
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Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [p. 215]. Mason, OH: South-Western.  

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 208-230]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 38-43). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 80-83). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Anderson, D. & Bailey, B. (1998, May 26). MBA 604 orange juice: Primary 
information. Retrieved April 29, 2008, from 
http://tolearn.net/marketing/iprimary.htm 

Anderson, D. & Bailey, B. (1998, April 27). MBA 604 orange juice: Secondary 
information. Retrieved April 29, 2008, from 
http://tolearn.net/marketing/isecond.htm 

Kaden, R.J. (2005, November 29). The case for marketing research. 
Retrieved April 29, 2008, from 
http://www.marketingprofs.com/5/kaden3.asp?sp=1#split 

Kaden, R.J. (2006, January 10). Discovering needs, wishes, wants, desires: 
The marketing research challenge. Retrieved April 29, 2008, from 
http://www.marketingprofs.com/6/kaden4.asp?sp=1#split 

KnowThis.com. (1998-2008). Marketing research. Retrieved April 29, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/marketing-
research.htm 

KnowThis.com. (1998-2008). Finding secondary research. Retrieved April 29, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/finding-secondary-research.htm 

Lancaster, G. (n.d.). Marketing research. Retrieved April 29, 2008, from 
http://www.da-group.co.uk/main/s6/st72789.htm 

Marketing Teacher. (2000-2008). Introduction to marketing research. 
Retrieved April 29, 2008, from 
http://marketingteacher.com/Lessons/lesson_marketing_research.htm 

Marketing Teacher. (2000-2008). Primary marketing research. Retrieved April 
29, 2008, from 
http://marketingteacher.com/Lessons/lesson_marketing_research_primar
y.htm 

Marketing Teacher. (2000-2008). Secondary marketing research. Retrieved 
April 29, 2008, from 
http://marketingteacher.com/Lessons/lesson_marketing_research_secon
dary.htm 

McNamara, C. (1997-2008). Market research. Retrieved April 29, 2008, from 
http://www.managementhelp.org/mrktng/mk_rsrch/mk_rsrch.htm 

QuickMBA. (1999-2007). Marketing research. Retrieved April 29, 2008, from 
http://www.quickmba.com/marketing/research/ 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand marketing-research activities to show command of their nature 
and scope. 
 

Performance 
Indicator 

Discuss the nature of marketing research problems/issues (IM:282) 
 
 

Level Specialist 
 

SCANS Information 5-7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 9 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1,2; Communication and  
Collaboration 1 
 

Objectives a. Define the term marketing research problem, decision problem, variables, 
unit of analysis, research objectives. 

b. Explain the importance of determining the actual marketing research 
problem/issue. 

c. Discuss the need to determine the “real” issue/problem rather than its 
symptoms. 

d. Describe the steps involved in determining the marketing research 
problem/issue (e.g., clarifying and identifying the information needs, 
redefining the decision problem as a research problem, and setting 
research objectives. 

e. Discuss activities involved in identifying the information needs (e.g., 
determining the purpose of the research, understanding the complete 
problem, identifying measurable symptoms, determining the unit of 
analysis, and determining relevant variables). 

f. Explain why researchers need to adjust the decision problem into a 
research problem. 

g. Describe the purposes of setting marketing research objectives. 
h. Explain the relationship between the research problem/issue and the 

marketing research objectives. 
i. Discuss how determining the marketing research problem/issue aids in 

determining whether to conduct the study. 
j. Describe situations in which conducting a marketing research study 

would be inappropriate. 
 

Sample  
Activity 

Access the Social Science Research Network site for the Harvard Business 
School Marketing Unit at 
http://papers.ssrn.com/sol3/JELJOUR_Results.cfm?form_name=journalbrows
e&journal_id=334640. Select a marketing-research paper of interest and 
download it from the Social Science Research Network. Read the study to 
determine the nature of the research problem/issue. Work with a classmate to 
determine the problem/issue, unit of analysis, and variables. Determine 
whether the research problem/issue aligns with the research objectives. 
Share your findings with the class. Save the research study for future use. 
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Resources  
  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 72-75]. 

Upper Saddle River, NJ: Prentice Hall. 
Churchill, G.A., Jr., & Nielsen, A.C., Jr. (2001). Basic marketing research  
 (4th ed.) [pp. 72-89]. Mason, OH: South-Western/Thomson Learning. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 58-67). Burr Ridge, IL: 
Irwin McGraw-Hill. 

Malhotra, N.K. (1999). Marketing research: An applied orientation (3rd ed. ) 
[pp. 33-62]. Upper Saddle River, NJ: Prentice Hall. 

 
  Software/ 
  Online 

Defining the marketing research problem and developing an approach. 
Retrieved May 6, 2008, from 
http://www.pef.mendelu.cz/en/materials/mr/lecture2-2007.pdf 

Defining the problem and determining research objectives. (n.d.). Retrieved 
May 6, 2008, from 
http://aesop.rutgers.edu/~bhuyan/courses/465512_PROBDEFN.PDF 

Hollander, T. (2008, February 24). Fatal flaw in online survey design: Poorly 
defined objectives. Retrieved May 6, 2008, from 
http://toddhollander.com/blog/online-surveys-the-importance-of-defining-
objectives/ 

KnowThis.com (1998-2008). Identify what is to be learned. Retrieved May 6, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/planning-for-market-research/identify-what-is-to-be-
learned.htm 

University of Alabama in Huntsville College of Administrative Science. (n.d.). 
Problem formulation. Retrieved May 6, 2008, from 
http://cas.uah.edu/wrenb/mkt343/Problem.ppt 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand marketing-research design considerations to evaluate their 
appropriateness for the research problem/issue. 
 

Performance 
Indicator 

Describe methods used to design marketing research studies (i.e., 
descriptive, exploratory, and causal) (IM:284) 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication 1; Information 
Literacy 1 
 

Objectives a. Define the following terms: research design, descriptive design, 
exploratory design, causal design. 

b. Describe general purposes of marketing research (e.g., explain, predict, 
monitor, discover, test hypotheses). 

c. Explain the relationship between the research design and the purpose of 
the research. 

d. Discuss the purposes of using descriptive research. 
e. Explain the purposes of using exploratory research. 
f. Distinguish between descriptive and exploratory research. 
g. Describe the purposes of using causal research. 
 

Sample  
Activity 

Access the Social Science Research Network site for the Harvard Business 
School Marketing Unit at 
http://papers.ssrn.com/sol3/JELJOUR_Results.cfm?form_name=journalbrows
e&journal_id=334640. Select a marketing research paper of interest, and 
download it from the Social Science Research Network. Read the paper to 
determine the general purpose of the study (i.e., explain, predict, monitor, 
discover or test hypotheses). Determine whether the research design is 
descriptive, exploratory, or causal. Determine whether the research design is 
appropriate for the purpose of the research. Record your findings, and write a 
summary of the research paper. Submit your paper to your teacher for 
feedback. Save the research study for future use. 
 

Resources  
  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 75-77,129-

139]. Upper Saddle River, NJ: Prentice Hall. 
Churchhill, G.A., Jr. (2001). Basic marketing research) (4th ed.) [pp. 104-108, 

109-116, 121-146]. Cincinnati: South-Western. 
Churchhill, G.A., Jr.; & Iacobucci, D. (2002). Marketing research: 

Methodological foundations  (8th ed.) [pp. 55-56, 90-123, 130-140, 165-
168]. Fort Worth: Harcourt College Publishers. 

Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 
practical approach for the new millennium (pp. 36-38, 252-253). Burr 
Ridge, IL: Irwin McGraw-Hill. 

Malhotra N.K. (1999). Marketing research: An applied orientation (3rd ed.)  
 [pp. 83-97, 214-218]. Upper Saddle River, NJ: Prentice Hall. 
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  Software/ 
  Online 

KnowThis.com. (1998-2008). Descriptive research. Retrieved April 30, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/planning-
for-market-research/descriptive-research.htm 

KnowThis.com. (1998-2008). Exploratory, causal research. Retrieved April 
30, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/planning-for-market-research/exploratory-and-causal-
research.htm 

KnowThis.com. (1998-2008). Step 1: Identify the research purpose. Retrieved 
April 30, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/planning-for-market-research/identify-the-research-
purpose.htm 

Picciano, A.G. (n.d.). EDSTATS primer: Session 6—Descriptive research. 
Retrieved April 30, 2008, from 
http://www.hunter.cuny.edu/edu/apiccian/edstat06.html 

Tyman Space Online Course Notes. (2005, June 21). Marketing research. 
Retrieved April 30, 2008, from 
http://www.sykronix.com/tsoc/courses/prin/pr_res.htm 

Zikmund, W.G. (2000). Exploring marketing research: Chapter 6: Exploratory 
research. Retrieved April 30, 2008, from 
http://www70.homepage.villanova.edu/hae-kyong.bang/06-
exploratory%20rsch.PPT 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand marketing-research design considerations to evaluate their 
appropriateness for the research problem/issue. 
 

Performance 
Indicator 

Describe options businesses use to obtain marketing-research data (i.e., 
primary and secondary research, quantitative and qualitative research) 
(IM:281) 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication 1; Information 
Literacy 1 
 

Objectives a. Distinguish between primary and secondary marketing research. 
b. Describe occasions for using primary sources of marketing research data. 
c. Discuss primary sources of marketing research data. 
d. Describe advantages/disadvantages of primary marketing research. 
e. Explain types of primary research (i.e., quantitative and qualitative). 
f. Explain occasions for using secondary sources of marketing research 

data. 
g. Describe secondary sources of marketing research data (i.e., internal and 

external). 
h. Describe advantages/disadvantages with using internal sources of 

secondary data. 
i. Explain reasons that businesses need to analyze external data. 
j. Explain advantages/disadvantages of secondary marketing research. 
k. Discuss reasons for outsourcing marketing research activities. 
 

Sample  
Activity 

Using the marketing research paper obtained from the Social Science 
Research Network at 
http://papers.ssrn.com/sol3/JELJOUR_Results.cfm?form_name=journalbrows
e&journal_id=334640, analyze the paper to determine whether the author 
conducted primary or secondary research and from what resources the 
author obtained data—internal or external and primary or secondary. Discuss 
your findings with a group of two or three other classmates. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 200-

203]. Mason, OH: Thomson/South-Western. 
Burns, A.C. & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 78, 158-

167, 171-187]. Upper Saddle River, NJ: Prentice Hall. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 119-123]. Mason, OH: 

Thomson/South-Western. 
Churchhill, G.A., Jr. (2001). Basic marketing research (4th ed.) [pp. 178-184; 

184-194, 202-213, 238-246]. Cincinnati: South-Western. 
Churchhill, G.A., Jr.; & Iacobucci, D. (2002). Marketing research: 

Methodological foundations) (8th ed.) [pp. 196-239, 243-270]. Fort Worth: 
Harcourt College Publishers. 
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Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 
180-181]. Burr Ridge, IL: McGraw-Hill/Irwin. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 
ed.) [pp. 596-597, 612-614]. Woodland Hills, CA: Glencoe. 

Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 
practical approach for the new millennium (pp. 39, 90-111, 214-218). Burr 
Ridge, IL: Irwin McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 219-227]. Mason, OH: South-Western. 

Leedy, P.D. & Ormrod, J.E. (2005). Practical research: Planning & design (8th 
ed.) [pp. 89-90]. Upper Saddle River, NJ: Prentice Hall. 

Malhotra, N.K. (1999). Marketing research: An applied orientation (3rd ed.)  
 [pp. 40-42, 112-113, 117-137, 147-149, 383-388]. Upper Saddle River, 

NJ: Prentice Hall. 
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic Marketing: 

A marketing strategy planning approach (16th ed.) [pp. 215-218, 219-226]. 
Burr Ridge, IL: McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

AllBusiness. (1999-2008). Secondary vs. primary market research. Retrieved 
April 30, 2008, from http://www.allbusiness.com/marketing/market-
research/1310-1.html 

Business Owner’s Toolkit. (1995-2008). Secondary market research. 
Retrieved April 30, 2008, from 
http://www.toolkit.com/small_business_guide/sbg.aspx?nid=P03_3010 

Canada Business. (2006, April 11). Primary market research techniques. 
Retrieved April 30, 2008, from 
http://www.canadabusiness.ca/servl et/ContentServer?cid=10862610947
06&pagename=CBSC_YT%2Fdisplay&lang=en&c=GuideInfoGuide 

Entrepreneur.com. (2008). Primary market research. Retrieved April 30, 
2008, from http://www.entrepreneur.com/encyclopedia/term/82400.html 

Henderson, C. (2000, April). Outsourcing your market research needs. 
Retrieved April 30, 2008, from 
http://www.asiamarketresearch.com/columns/market2.htm 

McCullough, D. (n.d.). Quantitative vs. qualitative marketing research. 
Retrieved April 30, 2008, from 
http://www.macroinc.com/html/art/s_qua.html 

Tutor2u. (n.d.). Market research—Secondary research. Retrieved April 30, 
2008, from http://tutor2u.net/business/marketing/research-
secondary.html 

 
 



Section 5 Planning Guide Sheets Page 5-60 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

 
Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand marketing-research design considerations to evaluate their 
appropriateness for the research problem/issue. 
 

Performance 
Indicator 

Discuss the nature of sampling plans (i.e., who, how many, how chosen) 
(IM:285) 
 

Level Specialist 
 

SCANS Information 5-7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1, 2; Communication and  
Collaboration 1 
 

Objectives a. Define the terms population, sample, probability sampling, non-
probability sampling, and sampling plan. 

b. Discuss the advantages of using a sample to represent the population. 
c. Explain when it is appropriate to use a sample of the population. 
d. Distinguish between probability and non-probability sample designs. 
e. Explain types of non-probability sample designs. 
f. Describe types of probability sample designs. 
g. Explain types of sampling bias/errors. 
h. Discuss the purpose of sampling plans. 
i. Explain the components of a sampling plan. 
 

Sample  
Activity 

Use the marketing-research study previously downloaded from the Social 
Science Research Network at 
http://papers.ssrn.com/sol3/JELJOUR_Results.cfm?form_name=journalbrows
e&journal_id=334640 to explore the study’s sampling plan. Determine 
whether a probability or non-probability sample was used; the type of sample 
design used; and the steps the research took to overcome sampling 
bias/error. Record your findings, and submit them to your teacher. Save the 
research study for future use. 
 

Resources  
  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research. (3rd ed.) [pp. 382-413]. 

Upper Saddle River, NJ: Prentice Hall. 
Churchill, G.A., Jr.; & Nielsen, A.C., Jr. (2001). Basic marketing research (4th 

ed.) [pp. 448-458]. Mason, OH: South-Western/Thomson Learning. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 39-40, 344-360). Burr 
Ridge, IL: Irwin McGraw-Hill. 

Kemp, S.M. & Kemp, S. (2004). Business statistics demystified: A self-
teaching guide (pp. 36-41). New York: McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 236-238]. Mason, OH: South-Western.  

Leedy, P.D. & Ormrod, J.E. (2005). Practical research: Planning & design (8th 
ed.) [pp. 199-206]. Upper Saddle River, NJ: Prentice Hall. 

Pyrczak, F. (2006). Making sense of statistics (4th ed.) [pp. 11-15]. Glendale, 
CA: Pyrczak Publishing. 
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  Software/ 
  Online 

Bineham, G. (2006, March). Sampling in research. Retrieved April 28, 2008, 
from 
http://www.thh.nhs.uk/documents/_Departments/Research/InfoSheets/16
_sampling_research.pdf 

Mugo, F.W. (n.d.). Sampling in research. Retrieved April 28, 2008, from 
http://www.socialresearchmethods.net/tutorial/Mugo/tutorial.htm 

Office of the Auditor General of Canada (2007, November 15). Section 8: 
Developing and verifying data collection instruments. Retrieved April 
28,2008, from http://www.oag-bvg.gc.ca/internet/English/oag-
bvg_e_19729.html 

Thomson Gale. (2006). Marketing research. Retrieved April 30, 2008, from 
http://www.referenceforbusiness.com/management/Mar-No/Marketing-
Research.html 

Trochim, W.M.K. (2006, October 20). Nonprobability sampling. Retrieved April 
30, 2008, from http://www.socialresearchmethods.net/kb/sampnon.php 

Trochim, W.M.K. (2006, October 20). Probability sampling. Retrieved April 30, 
2008, from http://www.socialresearchmethods.net/kb/sampprob.php 

Wadsworth Cengage Learning. (2005). Sampling methods: Research 
methods workshops. Retrieved April 30, 2008, from 
http://www.wadsworth.com/psychology_d/templates/student_resources/
workshops/res_methd/sampling/sampling_01.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand data-collection methods to evaluate their appropriateness for the 
research problem/issue. 
 

Performance 
Indicator 

Describe data-collection methods (e.g., observations, mail, telephone, 
Internet, discussion groups, interviews, scanners) (IM:289)  
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Information Literacy 1 
 
 

Objectives a. Explain reasons for having a variety of data-collection methods. 
b. Describe forms of quantitative data collection (e.g., surveys, tracking, 

experiments). 
c. Describe forms of qualitative data collection (e.g., personal interviews, 

focus groups, observational research). 
d. Explain limitations associated with qualitative research. 
e Explain advantages/disadvantages with using observational techniques to 

collect marketing data. 
f Describe advantages/disadvantages associated with using mail 

techniques to collect marketing data. 
g Discuss advantages/disadvantages associated with using telephone 

data-collection methods. 
h Describe ways to use the Internet to collect data. 
i. Explain advantages/disadvantages associated with using the Internet as 

a data-collection method. 
j Describe advantages/disadvantages of using discussion groups to collect 

data. 
k. Discuss advantages/disadvantages associated with using interviews to 

collect data. 
l. Explain advantages/disadvantages associated with using scanners to 

collect data. 
 

Sample  
Activity 

Using the marketing research paper obtained from the Social Science 
Research Network at 
http://papers.ssrn.com/sol3/JELJOUR_Results.cfm?form_name=journalbrows
e&journal_id=334640, determine what method(s) the author used to collect 
the data. Identify the advantages/disadvantages associated with that data-
collection method. Determine additional ways the author could have collected 
the data. Discuss your ideas with a classmate. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 199, 
204-210]. Mason, OH: Thomson/South-Western. 

Burns, A.C. & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 232-257, 
264-269]. Upper Saddle River, NJ: Prentice Hall. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 134-137]. Mason, OH: 
Thomson/South-Western. 

Churchhill, G.A., Jr. (2001). Basic marketing research (4th ed.) [pp. 246-248, 
286-295]. Cincinnati: South-Western. 
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Churchhill, G.A., Jr.; & Iacobucci, D. (2002). Marketing research: 
Methodological foundations . (8th ed.) [pp. 270-282, 295-311]. Fort Worth: 
Harcourt College Publishers. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 
181-187]. Burr Ridge, IL: McGraw-Hill/Irwin. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 
ed.) [pp. 614-616]. Woodland Hills, CA: Glencoe. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 252-258). New York: McGraw-
Hill/Irwin. 

Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 
practical approach for the new millennium (pp. 41, 218-224, 253-266, 
286-287, 302-308, 310-314). Burr Ridge, IL: Irwin McGraw-Hill.  

Kemp, S.M. & Kemp, S. (2004). Business statistics demystified: A self-
teaching guide (pp. 116-117). New York: McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 228-236, 237-239]. Mason, OH: South-Western.  

Leedy, P.D. & Ormrod, J.E. (2005). Practical research: Planning & design (8th 
ed.) [pp. 179-185]. Upper Saddle River, NJ: Prentice Hall. 

Malhotra, N.K. (1999). Marketing research: An applied orientation. (3rd ed.) 
[pp. 149-167, 178-204, 403-405]. Upper Saddle River, NJ: Prentice Hall. 

 
  Software/ 
  Online 

Genesis Creative Group. (2008). Market research: Knowing what they’re 
thinking. Retrieved April 30, 2008, from http://www.gen-
cg.com/marketing.cfm# 

KnowThis.com. (1998-2008). Trends in marketing research. Retrieved April 
30, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/marketing-research/trends-information-advantage-and-
internet-technologies.htm 

KnowThis.com. (1998-2008). Types of qualitative data collection. Retrieved 
April 30, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/planning-for-market-research/qualitative-data-collection-
types.htm 

KnowThis.com. (1998-2008). Types of quantitative data collection. Retrieved 
April 30, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/planning-for-market-research/quantitative -data-collection-
types.htm 

National Service Research. (2001). Market research overview. Retrieved April 
30, 2008, from http://www.nsr.cc/scripts/mro.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Understand data-collection methods to evaluate their appropriateness for the 
research problem/issue. 
 

Performance 
Indicator 

Explain characteristics of effective data-collection instruments (IM:418) 
 
 

Level Specialist 
 

SCANS Information 5-7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving 1, Communication and Collaboration 1 
 
 

Objectives a. Explain why data-collection instruments must be carefully designed and 
administered. 

b. Discuss challenges in developing effective data-collection instruments 
(e.g., cultural differences between researcher and source, resources 
required for the study, intangible nature of some types of information, 
difficulty accessing some sources of information). 

c. Explain elements of surveys (i.e., a statement to respondents about how 
information will be used and why it is valuable; clear instructions, 
including for any skip patterns; appealing format; logical sequence of 
questions; consideration of how answers to previous items might affect 
later items). 

d. Describe qualities of a good survey item (e.g., clear questions, single 
focus for each question, neutral questions, balanced questions, 
appropriate language for the intended respondent, appropriately broad or 
narrow in scope). 

e. Explain how to ensure the quality of observations. 
f. Discuss considerations for collecting data online. 
g. Describe considerations in using a pre-existing data collection instrument. 
 

Sample  
Activity 

Use the research study previously downloaded from the Social Science 
Research Network at 
http://papers.ssrn.com/sol3/JELJOUR_Results.cfm?form_name=journalbrows
e&journal_id=334640 to examine the effectiveness of the study’s data-
collection instrument. Determine what data-collection instrument was used 
and whether the researcher developed a quality data-collection instrument. 
Record your findings, and provide a rationale for your assessment. Discuss 
your findings with a classmate. 
 

  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research. (3rd ed.) [pp. 81-82, 
262-286, 342-373]. Upper Saddle River, NJ: Prentice Hall. 

Churchill, G.A., Jr.; & Nielsen, A.C., Jr. (2001). Basic marketing research  
 (4th ed.) [pp. 256-276, 286-295, 314-347]. Mason, OH: South-

Western/Thomson Learning. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 252-276, 286-316). Burr 
Ridge, IL: Irwin McGraw-Hill. 
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  Software/ 
  Online 

Brem, S.K. (2002, July). Some ethical considerations and resources for 
analyzing online discussions. Retrieved April 30, 2008, from 
http://www.ericdigests.org/2003-3/ethical.htm 

eHow Business Editor. (1999-2008). How to create a market survey. 
Retrieved April 30, 2008, from http://www.ehow.com/how_8597_create-
market-survey.html 

Henderson, B. (2007, January 5). Top 12 tip of how to write a survey without 
embarrassing yourself. Retrieved April 30, 2008, from  

 http://ezinearticles.com/?Top-12-Tips-of-How-to-Write-a-Survey -Without-
Embarrassing-Yourself&id=405089 

The International Development Research Centre (n.d.). Appendix 2: Tips for 
designing data-collection instruments. Retrieved April 28, 2008, from 
http://www.idrc.ca/en/ev-28258-201-1-DO_TOPIC.html 

Kaden, R.J. (2006, February 28). How to write an effective survey 
questionnaire (Part one). Retrieved April 30, 2008, from 
http://www.marketingprofs.com/6/kaden5.asp 

TC Evaluation Center (2006, June). Developing data collection instruments 
for evaluation. Retrieved April 28, 2008, from 
http://ucce.ucdavis.edu/files/filelibrary/5715/27620.pdf 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Interpret marketing information to test hypotheses and/or to resolve issues. 
 
 

Performance 
Indicator 

Explain techniques for processing marketing information (IM:062) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8-9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication & 
Collaboration 1; Information Literacy 1 
 

Objectives a. Explain the need for physical inspection of paper-based marketing data. 
b. Identify questions to ask when screening initial data. 
c. Discuss actions that can be taken with incomplete records. 
d. Explain reasons for data entry errors that limit the use of marketing 

research data. 
e. Discuss reasons that questionable entries are found in raw marketing 

research data. 
f. Describe the role of coding in processing marketing information. 
g. Explain generally accepted coding principles. 
h. Discuss the importance of editing coded information. 
i. Describe data-entry options. 
j. Compare the processing of paper-based marketing information with that 

of computer-based marketing information. 
k. Explain the importance of using a codebook to describe data and to 

indicate where and how they can be accessed. 
 

Sample  
Activity 

Observe how spreadsheet software packages can be used to process 
marketing information. Identify the strengths and weaknesses associated with 
the use of spreadsheets for processing marketing information. 
 

Resources  
  Textbooks Churchhill, G.A., Jr. (2001). Basic marketing research. (4th ed.) [pp. 586-612]. 

Cincinnati: South-Western. 
Churchhill, G.A., Jr.; & Iacobucci, D. (2002). Marketing research: 

Methodological foundations . (8th ed.) [pp. 572-574, 575-57, 577-602]. Fort 
Worth: Harcourt College Publishers. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 
ed.) [p. 616]. Woodland Hills, CA: Glencoe. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 258-259). New York: McGraw-
Hill/Irwin. 

Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 
practical approach for the new millennium (pp. 42, 480-509). Burr Ridge, 
IL: Irwin McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 239-240]. Mason, OH: South-Western.  

Malhotra, N.K. (1999). Marketing research: An applied orientation. (3rd ed.) 
[pp. 40, 418-433]. Upper Saddle River, NJ: Prentice Hall. 
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  Software/ 
  Online 

Basic data analysis: Descriptive statistics. (n.d.). Retrieved April 30, 2008, 
from http://www.business.aau.dk/~csp/Gang_10/burns05_ppt15.ppt 

KnowThis.com. (1998-2008). Step 5: Evaluate data. Retrieved April 30, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/planning-
for-market-research/evaluate-data.htm 

Pondicherry University. (n.d.). Marketing research. Retrieved April 30, 2008, 
from http://www.pondiuni.org/DDE/Marketingresearch.pdf 

QuickMBA. (1999-2007). Marketing research. Retrieved April 30, 2008, from 
http://www.quickmba.com/marketing/research/ 

Raghupathy, S. & Peterson, J.L. (n.d.). The computer assisted questionnaire 
and dataset developer. Retrieved April 30, 2008, from 
http://www.socio.com/srch/summary/misc/caqddman.pdf 
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Knowledge/ 
Skill 
Statement 

Understands the concepts, systems, and tools needed to gather, access, 
synthesize, evaluate, and disseminate information for use in making business 
decisions 
 

Performance 
Element 

Interpret marketing information to test hypotheses and/or to resolve issues. 
 
 

Performance 
Indicator 

Explain the use of descriptive statistics in marketing decision-making (IM:191)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 4, 5-6; Thinking Skills 8-9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 2; Communication & 
Collaboration 1 
 

Objectives a. Define the following terms: descriptive statistics, mean, medium, mode, 
range, standard deviation, and skewed. 

b. Explain the objectives of using descriptive statistics to interpret data. 
c. Describe the advantages and disadvantages of using the mean, median, 

and mode as measures of central tendency.  
d. Explain when to use the mean, median, and mode. 
e. Discuss the importance of using the median when working with skewed 

distributions. 
f. Describe the use of the standard deviation in data analysis. 
 

Sample  
Activity 

Given data from a fundraising activity, interpret the descriptive statistics, and 
identify marketing decisions that could be made from the results of the data. 
 

Resources  
  Textbooks Burns, A.C. & Bush, R.F. (2000). Marketing research. (3rd ed.) [pp. 493-494, 

496-507]. Upper Saddle River, NJ: Prentice Hall. 
Burrow, J.L. (2006). Marketing (2nd ed.) [p. 136]. Mason, OH: 

Thomson/South-Western. 
Churchill, G.A., Jr. & Nielsen, A.C., Jr. (2001). Basic marketing research (4th 

ed.) [pp. 599-600]. Mason, OH: South-Western/Thomson Learning. 
Hair, J.F., Jr.; Bush, R.P.; & Ortinau, D.J. (2000). Marketing research: A 

practical approach for the new millennium (pp. 525-528). Burr Ridge, IL: 
Irwin McGraw-Hill.  

Kemp, S.M. & Kemp, S. (2004). Business statistics demystified: A self-
teaching guide (pp. 1-17, 97, 173-204). New York: McGraw-Hill. 

Leedy, P.D. & Ormrod, J.E. (2005). Practical research: Planning & design  
 (8th ed.) [pp. 257-261]. Upper Saddle River, NJ: Prentice Hall. 
Pyrczak, F. (2006). Making sense of statistics (4th ed.) [pp. 21-53]. Glendale, 

CA: Pyrczak Publishing. 
 

  Software/ 
  Online 

Basic data analysis: Descriptive statistics. (n.d.). Retrieved April 30, 2008, 
from http://www.business.aau.dk/~csp/Gang_10/burns05_ppt15.ppt 

Birchall, J. (n.d.). Simple statistics . Retrieved April 28, 2008, from 
http://www.marketresearchworld.net/index.php?option=com_content&tas
k=view&id=21&Itemid=41 

Gaten, T. (2000, May). Descriptive statistics. Retrieved April 30, 2008, from 
http://www.le.ac.uk/bl/gat/virtualfc/Stats/descrip.html 
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The McGraw-Hill Companies. (2001). Descriptive statistics. Retrieved April 
30, 2008, from 
http://www.mhhe.com/socscience/sociology/statistics/stat_des.htm 

Trochim, W.M.K. (2006). Descriptive statistics. Retrieved April 30, 2008, from 
http://www.socialresearchmethods.net/kb/statdesc.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies utilized to determine and target 
marketing strategies to a select audience 
 
 

Performance 
Element 

Employ marketing-information to develop a marketing plan. 
 
 

Performance 
Indicator 

Explain the concept of marketing strategies (MP:001, IM LAP 7)  
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8-9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication & 
Collaboration 1 
 

Objectives a. Define the following terms: marketing mix, product, place, promotion, 
price, goals, strategies, and tactics. 

b. Identify the components of the marketing mix. 
c. Describe the importance of each of the components of the marketing mix. 
d. Explain the relationship of goals, strategies, and tactics. 
e. Describe the importance of marketing strategies. 
f. Explain the factors that may cause marketing strategies to change. 
g. Explain the importance of strategies in the marketing mix. 
 

Sample  
Activity 

Imagine that you are the marketing manager for your school’s play or other 
school activity. Identify strategies that you would use to market the 
play/activi ty. Explain why you would use them, and summarize your plan in a 
brief presentation for the play/activity directors. 
 

Resources  
  LAP Marketing Education Resource Center. (2005). Pick the mix (Marketing 

strategies) [LAP: IM -007]. Columbus, OH: Author. 
Marketing Education Resource Center. (2005). Pick the mix (Marketing 

strategies): Instructor copy [LAP: IM-007]. Columbus, OH: Author. 
 

  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 
management (pp. 207-215). Woodland Hills, CA: McGraw-Hill/Glencoe. 

Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 45-
50]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 19-20, 94-97, 220-231]. Mason, 
OH: Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 20-26, 
61, 183-185). Tinley Park, IL: Goodheart-Willcox. 

Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 
[p. 105]. Mason, OH: Thomson/South-Western. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 16-17]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management  

(11th ed.) [p. 560]. Cincinnati, OH: South-Western/Thomson Learning. 
Farese, L.S.; Kimbrell, G.;, & Woloszyk, C.A. (2006). Marketing essentials 

(pp. 16-19). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 7-12, 38-41). New York: 

McGraw-Hill/Irwin. 
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Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 16-18]. Mason, OH: South-Western.  

Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 
management: An entrepreneurial emphasis (12th ed.) [pp. 218, 234-235]. 
Mason, OH: Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 32-40]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 32-36). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 90-102). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Bragg, S. (2007, October 17). What does marketing mix mean and how does 
it apply to you? Retrieved April 30, 2008, from 
http://www.expertbusinesssource.com/blog/430000243/post/1160015916.
html 

Harris, B., Jr. (2003, April 15). “Strategies, missions and goals…oh my!”: The 
importance of getting your planning terminology right. Retrieved April 30, 
2008, from http://www.marketingprofs.com/3/harris3.asp?sp=1#split 

Kauffman eVenturing. (2007, March 8). The importance of marketing. 
Retrieved April 30, 2008, from 
http://www.4syndication.com/greater_baltimore_technology_council/the_i
mportance_of_marketing/16742/v.do 

Kyle, B. (2001-2008). 7 ways to improve profit through both long- and short-
term strategies. Retrieved April 30, 2008, from 
http://www.websitemarketingplan.com/small_business/marketingmix.htm 

Marketing Education Resource Center. (2005). Pick the mix (Marketing 
strategies) [LAP: IM -007: Presentation Software]. Columbus, OH: Author. 

Marketing mix. (2002-2007). Retrieved April 30, 2008, from http://university-
essays.tripod.com/marketing_mix.html 

Marketing Teacher. (2000-2008). Marketing mix. Retrieved April 30, 2008, 
from http://marketingteacher.com/Lessons/lesson_marketing_mix.htm 

Osterberg, L. (2007). Change your small business marketing strategy even if 
it’s working. Retrieved April 30, 2008, from 
http://www.sideroad.com/Small_Business_Marketing/small-business-
marketing-strategy.html 

QuickMBA. (1999-2007). The marketing mix. Retrieved April 30, 2008, from 
http://www.quickmba.com/marketing/mix/ 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies utilized to determine and target 
marketing strategies to a select audience 
 
 

Performance 
Element 

Employ marketing-information to develop a marketing plan. 
 
 

Performance 
Indicator 

Explain the concept of market and market identification (MP:003, IM LAP 9)  
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Interpersonal 14; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 8-9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication & 
Collaboration 1 
 

Objectives a. Define the following terms: market, target market, mass marketing, 
marketing segments, market segmentation, demographic segmentation, 
geographic segmentation, psychographic segmentation, and behavioral 
segmentation. 

b. Explain the importance of target markets to businesses. 
c. Describe advantages and disadvantages of mass marketing. 
d. Describe advantages and disadvantages of using market segments. 
e. Explain why the use of market segments is increasing. 
f. Describe demographic characteristics that are analyzed by marketers. 
g. Explain the value of geographic segmentation. 
h. Discuss the value of psychographic segmentation. 
i. Describe types of behavioral segmentation. 
 

Sample  
Activity 

Create a phrase or description that you would use to promote a new skin 
cream to the following markets: 
a. Female athletes 
b. Physicians 
c. Men over 40 
d. Teenage girls 
e. Women in other global regions (e.g., Asia, Europe, Latin America, etc.) 
 
Select a national company, and search online to determine its target market. 
Identify five things the business does to appeal to that market. Record your 
findings, and discuss them with a classmate, identifying additional things the 
business could do to attract its target market. 
 

Resources  
  LAP Marketing Education Resource Center. (2006). Have we met? (Market 

identification) [LAP: IM-009]. Columbus, OH: Author. 
Marketing Education Resource Center. (2006). Have we met? (Market 

identification): Instructor copy [LAP: IM -009]. Columbus, OH: Author. 
 

  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 
management (pp. 118, 125). Woodland Hills, CA: McGraw-Hill/Glencoe. 

Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 224-
241]. Mason, OH: Thomson/South-Western. 
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Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 166-170, 248]. Mason, OH: 
Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 58-59, 
60-61, 186-190, 193-201). Tinley Park, IL: Goodheart-Willcox. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 142-157]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management  

(11th ed.) [pp. 550-551]. Cincinnati, OH: South-Western/Thomson 
Learning. 

Farese, L.S.; Kimbrell, G.;, & Woloszyk, C.A. (2006). Marketing essentials 
(pp. 12-16, 37-41). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 36-37, 209-222). New York: 
McGraw-Hill/Irwin. 

Kuratko, D.F. & Hodgetts, R.M. (2001). Entrepreneurship: A contemporary 
approach (5th ed.) [pp. 226-227, 229]. Mason, OH: South-
Western/Thomson Learning. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 158-161, 163-166, 182-196]. Mason, OH: South-Western.  

Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 
management: An entrepreneurial emphasis (12th ed.) [pp. 225-227]. 
Mason, OH: Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 60-84]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Bangs, D.H., Jr. (2002). The mark et planning guide (6th ed.) [p. 18]. Marketing 
Education Resource Center (Distributor). 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 33-34). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 74-75, 76). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

CleverPresentations.com. (n.d.). Segmentation, targeting, and positioning. 
Retrieved April 30, 2008, from 
http://www.cleverpresentations.com/2007/08/22/segmentation-targeting-
and-positioning/ 

KnowThis.com. (1998-2008). Targeting markets. Retrieved April 30, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/targeting-
markets.htm 

Lake, L. (2008). Marketing basics for the small business. Retrieved April 30, 
2008, from 
http://marketing.about.com/od/marketingbasics/a/smmktgbasics.htm 

Lancaster, G. (n.d.). Customers and marketing. Retrieved April 30, 2008, from 
http://www.da-group.co.uk/main/s6/st72798.htm# 

Marketing Education Resource Center. (2006). Have we met? (Market 
identification) [LAP: IM-009: Presentation Software]. Columbus, OH: 
Author. 

Peppers, D. & Rogers, M. (2005, September). Mass marketing reaches for 
customer value. Retrieved April 30, 2008, from 
http://www.1to1media.com/printview.aspx?ItemID=29127#a1 

Tutor2U. (n.d.). Market segmentation—Targeting strategies. Retrieved April 
30, 2008, from http://www.tutor2u.net/business/marketing/segmentation-
targeting-strategies.html 

Tutor2U. (n.d.). Market segmentation—Why segment markets? Retrieved 
April 30, 2008, from 
http://www.tutor2u.net/business/marketing/segmentation_why.asp 
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Knowledge/ 
Skill 
Statement 

Understands concepts and strategies utilized in determining and adjusting 
prices to maximize return and meet customers’ perceptions of value 

 
 

Performance 
Element 

Develop a foundational knowledge of pricing to understand its role in 
marketing. 
 

Performance 
Indicator 

Explain the nature and scope of the pricing function (PI:001, PI LAP 2) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-3, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Describe the characteristics of effective pricing. 
b. Explain what is being priced when prices are set for products. 
c. List factors that affect a product's price. 
d. Describe how pricing affects product decisions. 
e. Explain how pricing affects place (distribution) decisions. 
f. Describe how pricing affects promotion decisions. 
g. Explain pricing objectives. 
 

Sample  
Activity 

Prepare a brief presentation about the goals of pricing. Target the 
presentation to a group of elementary or middle-school students who are 
involved in a service-learning project. Deliver the presentation. 
 

Resources  
  LAP Marketing Education Resource Center. (2008). The price is right (Nature of 

pricing) [LAP: PI-002]. Columbus, OH: Author. 
Marketing Education Resource Center. (2008). The price is right (Nature of 

pricing): Instructor copy [LAP: PI-002]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 379-
386]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 96-97, 180, 378-379, 392-394]. 
Mason, OH: Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 414-
416, 419-431). Tinley Park, IL: Goodheart -Willcox. 

Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 
[pp. 103, 110, 195]. Mason, OH: Thomson/South-Western. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 318-330]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

526-536). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 358-361). New York: McGraw-

Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 

(3rd ed.) [pp. 501-507, 507-509]. Mason, OH: South-Western.  
Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 

management: An entrepreneurial emphasis (12th ed.) [pp. 397-407]. 
Mason, OH: Thomson/South-Western. 
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Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 456-510]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 110-114). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 94-95). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

GCSE Business Studies for CCEA. (n.d.). Introduction to the marketing mix—
Pricing. Retrieved April 30, 2008, from 
http://www.hoddersamplepages.co.uk/pdfs/cceabus6.pdf 

KnowThis.com. (1998-2008). Importance of pricing. Retrieved April 30, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/pricing-
decisions/3.htm 

Lancaster, G. (n.d.). Pricing. Retrieved April 30, 2008, from http://www.da-
group.co.uk/main/s6/st72792.htm 

Lecture 3: Issues in pricing: Part 1. (n.d.). Retrieved April 30, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03.html 

Lecture 3: Issues in pricing: Part 2. (n.d.). Retrieved April 30, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03p2.ht
ml 

Marketing Education Resource Center. (2008). The price is right (Nature of 
pricing) [LAP: PI-002: Presentation Software]. Columbus, OH: Author. 

Marketing Teacher. (2000-2008). Pricing strategies. Retrieved April 30, 2008, 
from http://marketingteacher.com/Lessons/lesson_pricing.htm 

NetMBA. (2002-2007). Pricing strategy. Retrieved April 30, 2008, from 
http://www.netmba.com/marketing/pricing/ 
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Knowledge/ 
Skill 
Statement 

Understands concepts and strategies utilized in determining and adjusting 
prices to maximize return and meet customers’ perceptions of value 

 
 

Performance 
Element 

Develop a foundational knowledge of pricing to understand its role in 
marketing. 
 

Performance 
Indicator 

Describe the role of business ethics in pricing (PI:015)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-3, 5-6; Thinking Skills 8-9, 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Define the following terms: price fixing, predatory pricing. 
b. Identify ethical considerations in setting prices. 
c. Explain ethical concerns associated with the use of complex prices that 

are confusing to consumers. 
d. Explain how pricing tactics can relate to social responsibility. 
 

Sample  
Activity 

Participate in a class debate about the ethics of pricing a product as high as 
possible due to high demand. Examples to consider are oil prices and popular 
cars. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [p. 87]. 

Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 382-385]. Mason, OH: 

Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 351, 355-356, 360-361]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management   
 (11th ed.) [pp. 168-169]. Cincinnati, OH: South-Western/Thomson 

Learning. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

138-139, 536-537). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 

Marketing strategy planning approach (16th ed.) [pp. 478-481, 503, 506, 
510]. New York: McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Perreault, W.D., Jr., & McCarthy, E.J. (2000). Good-bye to fixed pricing? How 
the wired economy could create the most efficient market of them all. In 
Applications in basic marketing: Clippings from the popular business 
press, 1999-2000 edition (pp. 168-171). Boston: Irwin McGraw-Hill. 

 
  Software/ 
  Online 

Cabral, L. (n.d.). Predatory pricing. Retrieved April 30, 2008, from 
http://pages.stern.nyu.edu/~lcabral/workingpapers/predatory%20pricing.p
df 

Cooper, A. (2004, Autumn). Ethical pricing. Retrieved April 30, 2008, from 
http://www.poolonline.com/archive/issue28/iss28fea4.html 
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Ethical Pricing. (n.d.). Pricing and ethics. Retrieved April 30, 2008, from 
http://www.ethicalpricing.info/home.htm 

Lecture 3: Issues in pricing: Part 1. (n.d.). Retrieved April 30, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03.html 

Lecture 3: Issues in pricing: Part 2. (n.d.). Retrieved April 30, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03p2.ht
ml 

Sundstrom, W. (2006, October 24). Fiddling with the free market: Is the 
(market) price always right? Retrieved April 30, 2008, from 
http://www.scu.edu/ethics/publications/ethicsoutlook/2006/free-
market.html 

U.S. Department of Justice. (n.d.). Price fixing, bid rigging, and market 
allocation schemes: What they are and what to look for. Retrieved April 
30, 2008, from http://www.usdoj.gov/atr/public/guidelines/primer-ncu.htm 
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Knowledge/ 
Skill 
Statement 

Understands concepts and strategies utilized in determining and adjusting 
prices to maximize return and meet customers’ perceptions of value 

 
 

Performance 
Element 

Develop a foundational knowledge of pricing to understand its role in 
marketing. 
 

Performance 
Indicator 

Explain the use of technology in the pricing function (PI:016)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Technology 18; Basic Skills 1-2,5-6; Thinking 
Skills 8-9,12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Identify ways that the use of technology impacts the pricing function. 
b. Explain specific applications of technology in pricing. 
c. Describe benefits of automating the pricing process. 
d. Discuss risks associated with automating the pricing process. 
e. Explain how automating pricing facilitates targeted pricing. 
 

Sample  
Activity 

Listen to a businessperson discuss the use of technology in pricing. Record 
responses to the following questions: 
a. What technology is used in setting prices? 
b. What technology is used in marking prices on products? 
c. How has the use of technology in pricing changed in the past 10 years? 
d. How has the use of technology affected the pricing process? 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [p. 87]. 

Mason, OH: Thomson/South-Western 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  

(pp. 558-559). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Sein, M.K. (2001). Contemporary issues in systems development. Berkeley, 

CA: Springer/Apress. 
 

  Software/ 
  Online 

Bhaskar, R. & Krishnamurthi, M. (2004, March). Pricing strategy—A 
technology perspective. Retrieved May 1, 2008, from 
http://findarticles.com/p/articles/mi_m0OGT/is_1_4/ai_n8690400 

Chapuis, J., Haugen, M., Herskowitz, O., & Lowrance, R. (2002). Pricing with 
precision and impact. Retrieved May 1, 2008, from 
http://www.bcg.com/publications/files/Pricing_Precision_Impact_OFA_Jan
02.pdf 

O’Reilly, T.J. (n.d.). The role of technology in pricing strategies . Retrieved 
March 5, 2008, from http://members.pricingsociety.com/articles/The-Role-
of-Technology-in-Pricing-Strategies.pdf 

Ward, M, Sr. (2008). Technology: The price is right. Retrieved May 1, 2008, 
from 
http://www.npnweb.com/uploads/featurearticles/2007/Technology/0507_tu
.asp 
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Knowledge/ 
Skill 
Statement 

Understands concepts and strategies utilized in determining and adjusting 
prices to maximize return and meet customers’ perceptions of value 

 
 

Performance 
Element 

Develop a foundational knowledge of pricing to understand its role in 
marketing. 
 

Performance 
Indicator 

Explain legal considerations for pricing (PI:017)  
 
 

Level Specialist 
 

SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Define the following terms: bait-and-switch advertising, deceptive pricing, 
dumping, loss-leader pricing, predatory pricing, price discrimination, and 
price fixing. 

b. Describe laws affecting pricing. 
c. Explain positive effects of pricing laws. 
d. Discuss negative effects of pricing laws. 
e. Explain the impact of anti-dumping laws on consumers. 
 

Sample  
Activity 

Search the Internet to find an article about a company recently accused of 
pricing violations. Write a summary of the article, identifying the company, 
what it was accused of doing, and what the outcome of the case has been. 
Present the summary to the class, asking students to identify the law that had 
been violated. 
 

Resources  
  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 

management (pp. 232-233). Woodland Hills, CA: McGraw-Hill/Glencoe. 
Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 377-

379]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 45, 382-383]. Mason, OH: 

Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 355-356, 360-361]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

536-537). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 401-404). New York: McGraw-

Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 

(3rd ed.) [pp. 519-521]. Mason, OH: South-Western.  
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 

Marketing strategy planning approach (16th ed.) [pp. 478-481]. New York: 
McGraw-Hill/Irwin. 
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  Software/ 
  Online 

Bizhelp. (2008). The loss leader. Retrieved May 1, 2008, from 
http://www.bizhelp24.com/marketing/the-loss-leader-3.html 

Cabral, L. (n.d.). Predatory pricing. Retrieved May 1, 2008, from 
http://pages.stern.nyu.edu/~lcabral/workingpapers/predatory%20pricing.p
df 

Danish Competition Authority. (n.d.). Chapter 6: Price dumping. Retrieved 
May 1, 2008, from http://www.ks.dk/english/publications/publications-
2004/2004-06-17-competition-report-2004/chapter-6-price-dumping/ 

Ellis-Christensen, T. (2003-2008). What is a bait and switch? Retrieved May 
1, 2008, from http://www.wisegeek.com/what-is-a-bait-and-switch.htm 

Federal Trade Commission. (n.d.). Price discrimination. Retrieved May 1, 
2008, from http://www.ftc.gov/bc/compguide/discrim.htm 

FindLaw for Small Business. (2006). Consumer protection laws. Retrieved 
May 1, 2008, from http://smallbusiness.findlaw.com/business-laws-
regulations/business-laws-all/consumer-protection-laws-overview(1).html 

KnowThis.com. (1998-2008). Government regulation. Retrieved May 1, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/pricing-
decisions/11.htm 

Lecture 3: Issues in pricing: Part 2. (n.d.). Retrieved May 1, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03p2.ht
ml 

McGee, R.W. (2002, February). Anti-dumping laws. Retrieved May 1, 2008, 
from http://www.fff.org/freedom/fd0202f.asp 

U.S. Department of Justice. (n.d.). Price fixing, bid rigging, and market 
allocation schemes: What they are and what to look for. Retrieved May 1, 
2008, from http://www.usdoj.gov/atr/public/guidelines/primer-ncu.htm 
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Knowledge/ 
Skill 
Statement 

Understands concepts and strategies utilized in determining and adjusting 
prices to maximize return and meet customers’ perceptions of value 

 
 

Performance 
Element 

Develop a foundational knowledge of pricing to understand its role in 
marketing. 
 

Performance 
Indicator 

Explain factors affecting pricing decisions (PI:002) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 9, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Define the term selling price. 
b. Distinguish between price and selling price. 
c. Describe the importance of selling price. 
d. Identify factors affecting selling price. 
e. Explain how consumers can affect selling price. 
f. Describe how government affects selling price. 
g. Discuss how competition can affect selling price. 
h. Explain how the nature of a business can affect selling price. 
i. Identify pricing objectives. 
j. Explain how pricing objectives affect selling price. 
 

Sample  
Activity 

Given a list of 10 grocery items that can be found in grocery stores, 
convenience stores, warehouse clubs, etc., determine the price of each 
product at the locations specified by your teacher. Discuss reasons for the 
differences in prices at the various locations. 
 
Imagine that you are starting a business. Identify factors that would affect 
your business’s pricing decisions. Record these factors, and discuss them 
with a classmate. 
 

Resources  
  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 

management (pp. 230-235). Woodland Hills, CA: McGraw-Hill/Glencoe. 
Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 379-

386]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 378, 380-383, 386-389]. Mason, 

OH: Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 416-

422). Tinley Park, IL: Goodheart-Willcox. 
Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 

[p. 110]. Mason, OH: Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 321-327, 336-340, 346-351]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  

(pp. 531-536, 544-556). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 375-376). New York: McGraw-

Hill/Irwin. 
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Kuratko, D.F. & Hodgetts, R.M. (2001). Entrepreneurship: A contemporary 
approach (5th ed.) [pp. 243-244]. Mason, OH: South-Western/Thomson 
Learning. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 511-516]. Mason, OH: South-Western.  

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 486-511]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Bangs, D.H., Jr. (2002). The market planning guide (6th ed.). [p. 73]. 
Marketing Education Resource Center (Distributor). 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 112-114). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 94-95). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Hofstrand, D. (2007, May). Setting your price. Retrieved May 1, 2008, from 
http://www.extension.iastate.edu/agdm/wholefarm/html/c5-17.html 

KnowThis.com. (1998-2008). Pricing decisions. Retrieved May 1, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/pricing-
decisions.htm 

Lancaster, G. (n.d.). Pricing. Retrieved May 1, 2008, from http://www.da-
group.co.uk/main/s6/st72792.htm 

Lecture 3: Issues in pricing: Part 1. (n.d.). Retrieved May 1, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03.html 

Lecture 3: Issues in pricing: Part 2. (n.d.). Retrieved May 1, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture03p2.ht
ml 

Witiger.com (2001, May). Pricing objectives. Retrieved May 1, 2008, from 
http://www.witiger.com/marketing/pricingobjectives.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of product/service management to 
understand its nature and scope. 
 

Performance 
Indicator 

Explain the nature and scope of the product/service management function  
(PM:001)  
 

Level Specialist 
 

SCANS Resources 3; Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1 
 
 

Objectives a. Define the term product/service management. 
b. Explain who is responsible for managing products/services. 
c. Describe the benefits of product/service managing. 
d. Describe the phases of product/service managing. 
e. Describe factors affecting product/service managing. 
f. Explain the role product/service management plays in marketing. 
 

Sample  
Activity 

Participate on a product team to identify a consumer product that your team’s 
company wants to put on the market in two years. The team should determine 
what the product is, why it is needed, who could use it, and what steps the 
team will take in product planning. Team members should propose product-
related services that need to be considered for the product and other products 
the company might add to this product’s line. Appoint a group representative 
to present the team’s recommendations to the class. 
 

Resources  
  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 

management (pp. 207-209, 218-220). Woodland Hills, CA: McGraw-
Hill/Glencoe. 

Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [p. 365]. 
Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 6-7, 94-97, 473, 498, 625]. 
Mason, OH: Thomson/South-Western. 

Everard, K.E. & Burrow, J.L. (2001). Business principles and management  
(11th ed.) [pp. 569-573]. Cincinnati, OH: South-Western/Thomson 
Learning. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
6, 634-647). Woodland Hills, CA: Glencoe/McGraw-Hill. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 5, 62-63). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Haines, S. (1998-2008). Product management and project management: Two 
functions, two vital roles. Retrieved May 1, 2008,from 
http://www.aipmm.com/html/newsletter/archives/000034.php 
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KnowThis.com. (1998-2008). Managing products. Retrieved May 1, 2008,  
from http://www.knowthis.com/tutorials/principles-of-marketing/managing-
products.htm 

Lancaster, G. (n.d.). Products and services. Retrieved May 1, 2008, from 
http://www.da-group.co.uk/main/s6/st72793.htm 

McNamara, C. (1997-2008). Product and service management (recurring 
activities to manage a product or service). Retrieved May 1, 2008, from 
http://www.managementhelp.org/prod_mng/prod_mng.htm 

Sequent Learning Networks. (2002-2007). Product manager’s resource guide 
for organizations pursuing product management excellence. Retrieved 
May 1, 2008, from http://www.sequentlearning.com/articles.php 

Sequent Learning Networks. (2002-2006). Product management life cycle 
model. Retrieved May 1, 2008, from 
http://www.sequentlearning.com/templates.php 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of product/service management to 
understand its nature and scope. 
 

Performance 
Indicator 

Identify the impact of product life cycles on marketing decisions (PM:024)  
 
 

Level Specialist 
 

SCANS Resources 3; Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication 1; Flexibility 
and Adaptability 2 
 

Objectives a. Define the following terms: product life cycle, introduction, growth, 
maturity, decline, pricing decisions, promotion decisions, place decisions, 
and product decisions. 

b. Identify stages of the product life cycle. 
c. Describe the characteristics of each stage of the product life cycle. 
d. Discuss the impact of each stage of the product life cycle on marketing 

decision-making. 
e. Explain how a company can extend a product's life cycle. 
 

Sample  
Activity 

Participate in a class discussion to select a product to sell at school, sell the 
product, and observe its product life cycle. Write a summary of your 
observations depicting each phase. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 333-

339]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 229-231]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 303-

308). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 241-248]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management  

(11th ed.) [pp. 98-99, 555-558]. Cincinnati, OH: South-Western/Thomson 
Learning. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
549-551, 642-647). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 315-321). New York: McGraw-
Hill/Irwin. 

Johansson, J.K. (2000). Global marketing: Foreign entry, local marketing, and 
global management (2nd ed.) [pp. 6, 34-35, 114, 359, 378, 407]. Boston: 
Irwin/McGraw-Hill. 

Kuratko, D.F. & Hodgetts, R.M. (2001). Entrepreneurship: A contemporary 
approach (5th ed.) [p. 244]. Mason, OH: South-Western/Thomson 
Learning. 

 



Section 5 Planning Guide Sheets Page 5-86 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 301-306]. Mason, OH: South-Western.  

Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 
management: An entrepreneurial emphasis (12th ed.) [p. 94]. Mason, OH: 
Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 264-275]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 73-76). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

CleverPresentations.com. (n.d.). Product life cycle. Retrieved May 1, 2008,  
from http://www.cleverpresentations.com/2007/08/21/product-life-cycle/ 

The Irish Times Business 2000. (2005/2006). Extending the product life cycle 
through repositioning. Retrieved May 1, 2008, from 
http://www.business2000.ie/images/pdfs/pdf_9th/cadbury_9th_ed.pdf 

KnowThis.com. (1998-2008). Planning with the product life cycle. Retrieved 
May 1, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/marketing-planning-and-strategy/5.htm 

KnowThis.com. (1998-2008). Product decisions. Retrieved May 1, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/product-
decisions.htm 

Lancaster, G. (n.d.). Products and services. Retrieved May 1, 2008, from 
http://www.da-group.co.uk/main/s6/st72793.htm 

Marketing Teacher. (2000-2008). The product life cycle (PLC). Retrieved May 
1, 2008, from http://marketingteacher.com/Lessons/lesson_plc.htm 

NetMBA. (2002-2007). The product life cycle. Retrieved May 1, 2008, from 
http://www.netmba.com/marketing/product/lifecycle/ 

QuickMBA. (1999-2007). Product life cycle. Retrieved May 1, 2008, from 
http://www.quickmba.com/marketing/product/lifecycle/ 

12Market. (2008). Product life cycle (Levitt). Retrieved May 1, 2008, from 
http://www.12manage.com/methods_product_life_cycle.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of product/service management to 
understand its nature and scope. 
 

Performance 
Indicator 

Describe the use of technology in the product/service management function 
(PM:039) 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Technology 18; Basic Skills 1-2, 5-6; Thinking 
Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1; ICT Literacy 1 
 

Objectives a. Identify ways that the use of technology impacts the product/service 
management function. 

b. Explain specific applications of technology in product/service 
management. 

c. Describe how technology is used to manage the product life cycle. 
d. Discuss how technology is used in market testing. 
e. Explain how technology is used in product labeling and packaging. 
 

Sample  
Activity 

Read two articles in Brandweek  to identify examples of technology used in 
bringing and keeping products on the market. Report your findings to the 
class. 
 

Resources  
  Textbooks Burrow, J.L. (2006). Marketing (2nd ed.) [p. 281]. Mason, OH: 

Thomson/South-Western. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials 

(pp. 205-211). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 313, 345-346). New York: 

McGraw-Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of 

marketing (3rd ed.) [pp. 281, 295]. Mason, OH: South-Western.  
 

  Software/ 
  Online 

Ameri, F. & Dutta, D. (2005). Product lifecycle management: Closing the 
knowledge loops. Retrieved May 1, 2008, from 
http://www.cadanda.com/V2No5_01.pdf 

Business Wire. (2003, February 20). Product service management market 
will near $2 billion by 2008 per ARC Advisory Group’s new market 
research survey. Retrieved May 1, 2008, from 
http://findarticles.com/p/articles/mi_m0EIN/is_2003_Feb_20/ai_9788651
2 

Cimalore, C. (2007, January). Defining enterprise resource planning and 
product lifecycle management: Creating a collaborative environment for 
success. Retrieved May 1, 2008, from 
http://www.dmreview.com/dmdirect/20070119/1073513-1.html 
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GlobalSpec. (1999-2008). Packaging and labeling equipment. Retrieved 
May 1, 2008, from http://packaging-
equipment.globalspec.com/ProductFinder/Material_Handling_Packaging
_Equipment/Packaging_Labeling 

IdeaTestLab.com. (2007). Complete internet market testing. Retrieved May 
1, 2008, from http://ideatestlab.com/ 

Montes de Oca, W. (2007, May 23). Online market testing that can save you 
time and money. Retrieved May 1, 2008, from 
http://www.earlytorise.com/2007/05/23/online-market-testing-that-can-
save-you-time-and-money.html 

Violino, B. (2007, August 8). Deploying product life-cycle management. 
Retrieved May 1, 2008, from 
http://businessinnovation.cmp.com/bizagility/feat_bizagility_08012007_2.
jhtml 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
  

Performance 
Element 

Acquire a foundational knowledge of product/service management to 
understand its nature and scope. 
 

Performance 
Indicator 

Explain business ethics in product/service management (PM:040) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1; Information Literacy 2 
 

Objectives a. Describe ethical considerations in product packaging. 
b. Explain how planned obsolescence is an ethical issue for businesses. 
c. Explain ethical issues associated with product labeling. 
d. Discuss ethical issues associated with changing a product’s quality. 
e. Describe ethical issues associated with failing to inform customers 

about product risks. 
 

Sample  
Activity 

Tell students to imagine that the development of a new product will result in 
a huge profit for a business; however, its production will result in hazardous 
wastes. Arrange for students to conduct a class debate about whether a 
company should move forward with product development. Implement the 
debate, and debrief following the activity. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [p. 86]. 

Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 96, 258, 270]. Mason, OH: 

Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 248-252, 273, 275-276]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials 

(pp. 660-667). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Kuratko, D.F. & Hodgetts, R.M. (2001). Entrepreneurship: A contemporary 

approach (5th ed.) [pp. 159-161]. Mason, OH: South-Western/Thomson 
Learning. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic 
marketing: Marketing strategy planning approach (16th ed.) [pp. 256, 
276]. New York: McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

BBC News. (2003, April 7). Patients warned over net drugs. Retrieved May 
1, 2008, from http://news.bbc.co.uk/2/hi/health/2924785.stm 

Clark, A. (2007, April 24). A review of “Made to break: Technology and 
obsolescence in America.” Retrieved May 1, 2008, from 
http://www.thewip.net/contributors/2007/04/review_made_to_break_tech
nolog.html 
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Encyclopedia of Business and Finance. (2001-2006). Fair Packaging and 
Labeling Act of 1966. Retrieved May 1, 2008, from 
http://www.bookrags.com/Fair_Packaging_and_Labeling_Act#br_1 

French, J. (2006, April 11). Planned obsolescence: Aesthetic over functional. 
Retrieved May 1, 2008, from 
http://extra.shu.ac.uk/productlife/6%20Jonathan%20French.ppt 

Reynolds, G. (2007, June 26). Wal-Mart Canada suppliers must reduce 
packaging. Retrieved May 1, 2008, from http://www.cee-
foodindustry.com/news/ng.asp?n=77688-wal-mart-packaging-waste 

Southern. (2005). The ethics of packaging—It’s a wrap. Retrieved May 1, 
2008, from 
http://www.southernrailway.com/main.php?page_id=431&p=1 

Upshaw, L. (n.d.). The trouble with food: Ethics and integrity in food 
marketing. Retrieved May 1, 2008, from 
http://www.brandbuilding.com/articles_food.php 

WebFlexing.com. (2006-2007). Planned obsolescence. Retrieved May 1, 
2008, from http://www.webflexing.com/ProdtObsolescence.php 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Apply quality assurances to enhance product/service offerings. 
 
 

Performance 
Indicator 

Describe the uses of grades and standards in marketing (PM:019,  
PM LAP 8)  
 

Level Career-Sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Define the terms grades and standards. 
b. Explain the interrelationship of grades and standards. 
c. Describe what businesses do with products that fail to meet the lowest 

standards. 
d. Explain reasons for using grades and standards. 
e. Describe ways that grades and standards aid the buying and selling 

process. 
f. Explain the importance of grades and standards in global trade. 
g. Identify groups that develop grades and standards. 
h. Describe types of standards. 
i. Identify examples of graded products. 
 

Sample  
Activity 

Participate in a scavenger hunt to find and collect as many grades and 
standards for goods and services as possible. For each, identify its purpose 
and the agency responsible (if applicable). Display and discuss your 
collection. 
 

Resources  
  LAP Marketing Education Resource Center. (2000). Grades and standards [LAP: 

PM-008]. Columbus, OH: Author. 
Marketing Education Resource Center. (2000). Grades and standards: 

Instructor copy [LAP: PM-008]. Columbus, OH: Author. 
 

  Textbooks Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials 
(3rd ed.) [p. 666]. Woodland Hills, CA: Glencoe. 

Hoffman, K.D. & Bateson, J.E.G. (2002). Essentials of services marketing: 
Concepts, strategies, & cases (2nd ed.) [pp. 328-331]. Orlando, FL: 
Harcourt College Publishers. 

Kotler, P. & Keller, K.L. (2006). Marketing management (12th ed.) [pp. 376-
380]. Upper Saddle River, NJ: Prentice-Hall. 

 
  Software/ 
  Online 

ASTM International. (n.d.). Handbook of standardization. Retrieved May 1, 
2008, from http://www.astm.org/cgi-
bin/SoftCart.exe/NEWS/handbook02/index.html?E+mystore 

Marketing Education Resource Center. (2000). Grades and standards [LAP: 
PM-008: Presentation Software]. Columbus, OH: Author. 
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Tire Rack. (2008). Uniform tire quality grade (UTQG) standards. Retrieved 
May 1, 2008, from http://www.tirerack.com/tires-techpage-1/48.shtml 

United States Consumer Product Safety Commission. (n.d.). Find CPSC 
product safety standards or guidance. Retrieved May 1, 2008, from 
http://www.cpsc.gov/cgi-bin/regs.aspx 

United States Department of Agriculture, Agricultural Marketing Service. 
(2008, February 11). Grading, certification, and verification. Retrieved 
May 1, 2008, from 
http://www.ams.usda.gov/AMSv1.0/ams.fetchTemplateData.do?template
=TemplateG&navID=GradingCertificationandVerfication&leftNav=Gradin
gCertificationandVerfication&page=Standards&description=Standards&a
cct=AMSPW 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Apply quality assurances to enhance product/service offerings. 
 
 

Performance 
Indicator 

Explain warranties and guarantees (PM:020) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Define the following terms: warranty, express warranty, implied 
warranty, full warranty, limited warranty, and guarantee. 

b. Identify the provisions of a full warranty. 
c. Distinguish between warranties and guarantees. 
d. Identify the characteristics of an effective guarantee. 
e. Describe the purposes of warranties and guarantees. 
f. Explain the benefits of warranties and guarantees. 
g. Describe government regulation of warranties and guarantees. 
 

Sample  
Activity 

Find and read a product warranty, and answer the following questions: 
a. Is the warranty full or limited? 
b. If a manufacturer defect is found, how is the purchaser protected? 
c. What is the procedure for obtaining repairs? 
d. What disclaimers are cited? 
e. Does the warranty expire? If so, when? 
 

Resources  
  Textbooks Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 95, 226, 266]. Mason, OH: 

Thomson/South-Western. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials 

(3rd ed.) [pp. 674-678]. Woodland Hills, CA: Glencoe. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of 

marketing (3rd ed.) [pp. 281-282]. Mason, OH: South-Western.  
Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic Marketing: 

A marketing strategy planning approach (16th ed.) [pp.257-258]. Burr 
Ridge, IL: McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

BBC. (2007, May 1). What’s the difference between a guarantee and a 
warranty? Retrieved May 1, 2008, from http://www.bbc.co.uk/wales/x-
ray/x_guides/warranties/8-3.shtml 

Federal Trade Commission. (2007, June 8). A businessperson’s guide to 
federal warranty law. Retrieved May 1, 2008, from 
http://www.ftc.gov/bcp/conline/pubs/buspubs/warranty.shtm#titling 

Federal Trade Commission. (2008). Consumer law: Warranty FAQ. 
Retrieved May 1, 2008, from http://consumer-law.lawyers.com/warranty-
law/Consumer-Law-Warranty-FAQ.html 
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Stone, D. (n.d.). Guarantees. Retrieved May 1, 2008, from 
http://www.davidstonelawyer.co.nz/legalbrochures/guarantees.pdf 

Zeithaml, V.A., Bitner, M.J., & Gremler, D.D. (2006). Services marketing: 
Integrating customer focus across the firm. Retrieved May 1, 2008, from 
http://www.ndsu.nodak.edu/ndsu/macintos/courses/Chap008.ppt 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Apply quality assurances to enhance product/service offerings. 
 
 

Performance 
Indicator 

Identify consumer protection provisions of appropriate agencies (PM:017) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Information Literacy 2 
 
 

Objectives a. Describe forms of consumer protection associated with product/service 
management. 

b. Describe the need for consumer protection in product/service 
management. 

c. Discuss the role of governmental agencies in protecting consumers.   
d. Explain laws that protect consumers. 
e. Explain how consumer protection affects businesses. 
f. Describe expenses that can be incurred by businesses as a result of 

consumer protection. 
 

Sample  
Activity 

Use the Internet to locate information about a recent case involving the 
Consumer Product Safety Commission (CPSC). Record the following 
information: 
a. Name of company 
b. Nature of product safety issue 
c. Outcome of case 
Present your findings to the class. 
 

Resources  
  Textbooks Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 271-

272). Tinley Park, IL: Goodheart-Willcox. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006) Marketing essentials  
 (3rd ed.) [pp. 666-667, 678-681]. Woodland Hills, CA: Glencoe. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 107, 292-294). New York: 

McGraw-Hill/Irwin. 
Kotler, P. & Keller, K.L. (2006). Marketing management (12th ed.) [pp. 394-

395]. Upper Saddle River, NJ: Prentice-Hall. 
 

  Software/ 
  Online 

Brady, J.G. & Waller, S.W. (2007). Consumer protection in the United 
States: An overview. Retrieved May 1, 2008, from 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1000226#PaperDo
wnload 

Federal Trade Commission. (2007, December 20). Business information. 
Retrieved May 1, 2008, from http://www.ftc.gov/bcp/business.shtm 

Nolo. (1996-2008). Consumer protection laws. Retrieved May 1, 2008, from 
http://articles.bplans.com/index.php/business-articles/buying-a-
business/consumer-protection-laws/23 
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The Social Studies Help Center. (2001-2006). Government protection of the 
consumer. Retrieved May 1, 2008, from 
http://www.socialstudieshelp.com/Economic_Govt_Protections.htm 

United States Consumer Product Safety Commission. (n.d.). Find CPSC 
product safety standards or guidance. Retrieved May 1, 2008, from 
http://www.cpsc.gov/cgi-bin/regs.aspx 

U.S. Food and Drug Administration. (2006, March-April). Food labels identify 
allergens more clearly. Retrieved May 1, 2008, from 
http://www. fda.gov/fdac/features/2006/206_foodlabels.html 

USA.gov. (2008, April 1). Consumer guides and protection. Retrieved May 1, 
2008, from http://www.usa.gov/Citizen/Topics/Consumer_Safety.shtml 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Employ product-mix strategies to meet customer expectations. 
 
 

Performance 
Indicator 

Explain the concept of product mix (PM:003) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1 
 

Objectives a. Define the following terms: product mix, product item, product line, width, 
depth, consistency, expansion, contraction, alteration, trading up, trading 
down, and positioning. 

b. Identify ways in which product lines can be organized. 
c. Describe product mix dimensions. 
d. Identify reasons that a business would offer a narrow product mix. 
e. Identify reasons that a business would offer a broad product mix. 
f. Identify reasons that a business would offer a deep product mix. 
g. Identify reasons that a business would offer a shallow product mix. 
h. Explain the importance of a business’s product mix. 
i. Describe advantages of expansion product-mix strategies. 
j. Describe disadvantages of expansion product-mix strategies. 
k. Describe advantages of contraction product-mix strategies. 
l. Describe disadvantages of contraction product-mix strategies. 
m. Describe advantages of alteration product-mix strategies. 
n. Describe disadvantages of alteration product-mix strategies. 
o. Describe advantages of trading up product-mix strategies. 
p. Describe disadvantages of trading up product-mix strategies. 
q. Describe advantages of trading down product-mix strategies. 
r. Describe disadvantages of trading down product-mix strategies. 
s. Describe advantages of positioning product-mix strategies. 
t. Describe disadvantages of positioning product-mix strategies. 
 

Sample  
Activity 

Access a company’s web site to identify its product lines; for each product 
line, identify product items. Company web sites can be accessed through 
Hoover’s Online at http://www.hoovers.com/ and Infospace at 
http://www.infospace.com/bizweb.htm. Print the information obtained, and 
write a one-page report about the company’s product mix and its advantages 
and disadvantages for the company. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 

245-246, 251, 332-333, 360-361]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 265-271]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 302-

303, 308-309). Tinley Park, IL: Goodheart -Willcox. 
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Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 234-241]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials 
 (pp. 635-641). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 271-274). New York: McGraw-

Hill/Irwin. 
Johansson, J.K. (2000). Global marketing: Foreign entry, local marketing, 

and global management (2nd ed.) [pp. 375, 414, 478]. Boston: 
Irwin/McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of 
marketing (3rd ed.) [pp. 269-272]. Mason, OH: South-Western.  

Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 
management: An entrepreneurial emphasis (12th ed.) [p. 379]. Mason, 
OH: Thomson/South-Western. 

Zikmund, W.G. & d’Amico, M. (2001). Marketing: Creating and keeping 
customers in an e-commerce world (7th ed.) [pp. 249-250, 256-257]. 
Cincinnati: South-Western College Publishing/Thomson Learning. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 90-91). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Blotnicky, K.A. (2001). Chapter 10: Product-mix strategies. Retrieved May 1, 
2008, from http://www.busi.mun.ca/tclift/1201/9fms_pp10.ppt 

Galler, L. (2006, May 14). Analyze the product mix just like a bowl of nuts. 
Retrieved May 1, 2008, from http://ezinearticles.com/?Analyze-the-
Product-Mix-Just-Like-a-Bowl-of-Nuts&id=197887 

How Stuff Works. (1999-2008).  Positioning.  Retrieved May 1, 2008, from 
http://money.howstuffworks.com/marketing-plan21.htm 

QuickMBA. (1999-2007). Product positioning. Retrieved November 20, 2007, 
from http://www.quickmba.com/marketing/ries-trout/positioning/ 

Tutor2u. (n.d. ). Marketing presentation: Product mix. Retrieved May 1, 2008, 
from 
http://www.tutor2u.net/business/presentations/marketing/productmix/def
ault.html 

Washington University in St. Louis. (2003, May 7).  Right mix in product line 
increases profits for the firm. Retrieved May 1, 2008, from http://news-
info.wustl.edu/tips/page/normal/176.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Position products/services to acquire desired business image. 
 
 

Performance 
Indicator 

Describe factors used by marketers to position products/services (PM:042) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 7-8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1 
 

Objectives a. Define the following terms: competitive advantage and positioning. 
b. Describe the purpose of positioning. 
c. Explain the relationship between the target market and positioning. 
d. Discuss the relationship between the competition and positioning. 
e. Describe types of positioning strategies (e.g., product attributes, benefits, 

usage occasions, users, competitive, product classes).  
f. Discuss how marketing mix elements can be differentiated to position 

products/businesses. 
 

Sample  
Activity 

Select two automobile manufacturers: one offers luxury cars, the other offers 
economy cars. Identify factors that the two companies use to position the 
cars. Participate in a small-group activity to discuss your responses. 
 

Resources  
  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 

management (pp. 126, 209). Woodland Hills, CA: McGraw-Hill/Glencoe. 
Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 245-

246]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 171-174]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 268-

270). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 157-159, 235-236]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management  

(11th ed.) [pp. 550-552]. Cincinnati, OH: South-Western/Thomson 
Learning. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  
(pp. 645-646). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Kazanjian, K. (2007). Exceeding customer expectations (pp. 27-56). New 
York: Doubleday. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 201-205]. Mason, OH: South-Western.  

Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 
management: An entrepreneurial emphasis (12th ed.) [pp. 30-31]. Mason, 
OH: Thomson/South-Western. 
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McKain, S. (2005). What customers really want: How to bridge the gap 
between what your organization offers and what your clients crave. 
Nashville: Thomas Nelson. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 48, 54, 81-84]. New 
York: McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (p. 91). Cincinnati, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Determan, M. (n.d.). Marketing—Positioning, strategies, segmentation, and 
niches. Retrieved May 1, 2008, from 
http://www.determan.net/Michele/mposition.htm 

Jantsch, J. (1999-2007). These simple strategies for positioning your small 
business are a must. Retrieved May 1, 2008, from 
http://www.ducttapemarketing.com/strategies_for_positioning.htm 

KnowThis.com. (1998-2008). Product positioning. Retrieved May 1, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/targeting-
markets/9.htm 

Markgraf, B. (n.d.). Lesson 2: Positioning your product or service. Retrieved 
May 1, 2008, from http://www.suite101.com/lesson.cfm/16709/294 

MindTools. (1995-2008). The marketing mix and 4 Ps: Understanding how to 
position your market offering. Retrieved May 1, 2008, from 
http://www.mindtools.com/pages/article/newSTR_94.htm 

Ortyn, A. (2005). Market position, positioning, and profitability! Retrieved May 
1, 2008, from http://www.rusmart.com/MANTEC-
bgs/source/Market_Position_Article_Oct_2006.pdf 

Pellow, B. (2006, June). Differentiate yourself. Retrieved May 1, 2008, from 
http://digitaloutput.net/content/ContentCT.asp?P=792 

QuickMBA (1999-2007). Positioning. Retrieved May 1, 2008, from 
http://www.quickmba.com/marketing/ries-trout/positioning/ 

Tutor2u. (n.d.). Strategy—Competitive advantage. Retrieved May 1, 2008, 
from http://www.tutor2u.net/business/strategy/competitive_advantage.htm 

Wood-Young, T. (2003-2008). Competitive advantage. Retrieved May 1, 
2008, from http://www.e-calc.net/articles.php?tid=625 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Position product/service to acquire desired business image. 
 
 

Performance 
Indicator 

Explain the nature of product/service branding (PM:021, PM LAP 6) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 7-8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1 
 

Objectives a. Define the following terms: brand, brand name, brand symbol, trade 
character, brand recognition, brand preference, brand insistence, product 
brands, generic brand, national brand, private/distributor brand, brand 
strategies, family branding, individual branding, brand extensions, brand 
licensing, and co-branding. 

b. List the characteristics of a good brand name. 
c. Explain levels of brand loyalty. 
d. Identify types of brand strategies. 
e. Describe considerations for international branding. 
f. Explain the impact of the Internet on branding. 
g. Discuss employees’ role in branding. 
 

Sample  
Activity 

Select a brand name and identify the characteristics that make it an effective 
brand name. Then, determine the brand’s stage of brand loyalty: recognition, 
preference, or insistence. Obtain materials from your instructor to prepare 
visuals featuring symbols, names, and characters associated with the 
product/service’s brand identity. Discuss the visual with a classmate. 
 

Resources  
  LAP Marketing Education Resource Center. (2003). It’s a brand, brand, brand 

world! (Branding) [LAP: PM-006]. Columbus, OH: Author. 
Marketing Education Resource Center. (2003). It’s a brand, brand, brand 

world! (Branding): Instructor copy [LAP: PM-006]. Columbus, OH: 
Author. 

 
  Textbooks Allen, K.R. & Meyer, E.C. (2006). Entrepreneurship and small business 

management (p. 208). Woodland Hills, CA: McGraw-Hill/Glencoe. 
Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 345-

359]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 270-271, 428]. Mason, OH: 

Thomson/South-Western. 
Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 

[pp. 315-316]. Mason, OH: Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 258-272]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

654-659). Woodland Hills, CA: Glencoe/McGraw-Hill. 
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Grewal, D. & Levy, M. (2008). Marketing (pp. 274-276, 281-290, 290-292). 
New York: McGraw-Hill/Irwin. 

Johansson, J.K. (2000). Global marketing: Foreign entry, local marketing, and 
global management (2nd ed.) [pp. 61, 99, 101]. Boston: Irwin/McGraw-Hill. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 272-278]. Mason, OH: South-Western.  

Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 
management: An entrepreneurial emphasis (12th ed.) [pp. 382-383]. 
Mason, OH: Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 248-254]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (p. 65). Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Brighter Naming. (2008). Top 10 characteristics of a good name. Retrieved 
May 1, 2008, from 
http://www.brighternaming.com/Top_10_Naming_Factors.html 

Charland, B. (2002, November 26). The role of employees in brand definition 
and promotion. Retrieved May 1, 2008, from 
http://www.ameinfo.com/16901.html 

Greenwood, T. (2007, October 9). The importance of brand strategy. 
Retrieved May 1, 2008, from http://ezinearticles.com/?The-Importance-of-
Brand-Strategy&id=764211 

KnowThis.com. (1998-2008). Advantages of brands. Retrieved May 1, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/product-
decisions/8.htm 

KnowThis.com. (1998-2008). Branding. Retrieved May 1, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/product-
decisions/7.htm 

Lancaster, G. (n.d.). International marketing. Retrieved May 1, 2008, from 
http://www.da-group.co.uk/main/s6/st72785.htm 

Marketing Education Resource Center. (2003). It’s a brand, brand, brand 
world! (Branding) [LAP: PM-006: Presentation Software]. Columbus, OH: 
Author. 

Sales Creators. (1997-2007). Branding the company. Retrieved May 1, 2008, 
from http://www.salescreators.com/Section1/branding.html 

Segal, B. (2007, October 16). Designing a brand strategy—How to get 
recognized and stay recognized in a noisy world. Retrieved May 1, 2008, 
from http://ezinearticles.com/?Designing-a-Brand-Strategy---How-to-Get-
Recognized-and-Stay-Recognized-in-a-Noisy-World&id=785619 

www.studyMARKETING.org. (n.d.). Brand loyalty. Retrieved May 1, 2008, 
from 
http://www.studymarketing.org/articles/Brand_Management/Brand_Loyalt
y.html 

www.studyMARKETING.org. (n.d.). Types of brand extension. Retrieved May 
1, 2008, from 
http://www.studymarketing.org/articles/Brand_Management/Types_of_Br
and_Extension.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and processes needed to obtain, develop, 
maintain, and improve a product or service mix in response to market 
opportunities 
 

Performance 
Element 

Position company to acquire desired business image. 
 
 

Performance 
Indicator 

Explain the nature of corporate branding (PM:206)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 7-8, 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication and 
Collaboration 1 
 

Objectives a. Define the following terms: brand identity, values, brand cues, brand 
personality, touch points, brand promise, and corporate brands. 

b. Describe the elements that make up a brand’s identity. 
c. Explain the use of values in brand development. 
d. Discuss the significance of a brand’s personality. 
e. Describe the use of brand touch points. 
f. Distinguish between corporate and distributor brands. 
 

Sample  
Activity 

Using the visual developed for the previous activity, add to the visual by 
featuring its brand values, brand personality, and touch points. Discuss the 
visual with a classmate. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 345-

359]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 270-271, 428]. Mason, OH: 

Thomson/South-Western. 
Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 

[pp. 315-316]. Mason, OH: Thomson/South-Western. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 258-272]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

654-659). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Johansson, J.K. (2000). Global marketing: Foreign entry, local marketing, and 

global management (2nd ed.) [pp. 61, 99, 101]. Boston: Irwin/McGraw-Hill. 
Kazanjian, K. (2007). Exceeding customer expectations (pp. 195-218). New 

York: Doubleday. 
Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 

management: An entrepreneurial emphasis (12th ed.) [pp. 382-383]. 
Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (p. 65). Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Bloise, J.D. (n.d.). Successful brand development. Retrieved May 1, 2008, 
from http://www.powerhomebiz.com/vol102/brand.htm 
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Campbell, A. (1999). Brand architecture: A method to the madness. Retrieved 
May 1, 2008, from http://www.infoworks1.com/pdfs/brandarchitecture.pdf 

Dorreststeijn, T. (n.d.). Creating a brand personality. Retrieved May 1, 2008, 
from http://visual-branding.com/eight-outlines/creating-a-brand-
personality/ 

George, R. (2003, September 13). Tapping into brand touchpoints. Retrieved 
May 1, 2008, from http://www.marketingprofs.com/3/george2.asp 

Jones, J. (2007, August 26). Build a brand identity—5 key elements. 
Retrieved May 1, 2008, from http://ezinearticles.com/?Build-a-Brand-
Identity---5-Key-Elements&id=704234 

Salerno, J. (2007, November 15). Corporate branding—Recipe for a 
successful business. Retrieved May 1, 2008, from 
http://ezinearticles.com/?Corporate-Branding---Recipe-For-A-Successful-
Business&id=836060 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain the role of promotion as a marketing function (PR:001, PR LAP 2) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1 
 

Objectives a. Define the term promotion. 
b. List users of promotion. 
c. Describe the benefits of using promotion. 
d. Describe the costs associated with the use of promotion. 
e. Describe types of promotional objectives. 
f. Discuss the relationship of promotion and marketing. 
 

Sample  
Activity 

Participate in an activity in which the class has been divided into three groups 
and assigned to one of the following promotional objectives: to inform, to 
persuade, to remind. Focus on the group’s promotional objective, locating 
and/or identifying promotional messages targeted at accomplishing the 
group’s objective. Identify at least four promotional messages for the 
objective. Present the findings to the class. 
 

Resources  
  LAP Marketing Education Resource Center. (2000). Promotion [LAP: PR-002]. 

Columbus, OH: Author. 
Marketing Education Resource Center. (2000). Promotion: Instructor copy 

[LAP: PR-002]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 48-
49, 502-505]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 7, 20, 404-406, 473, 499]. 
Mason, OH: Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 468-
471). Tinley Park, IL: Goodheart-Willcox. 

Eggland, S.S.; Dlabay, L.R.; & Burrow, J.L. (2004). Intro to Business (5th ed.) 
[pp. 110-111]. Mason, OH: Thomson/South-Western. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 474-476, 485-486]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

362-363). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Johansson, J.K. (2000). Global marketing: Foreign entry, local marketing, and 

global management (2nd ed.) [pp. 483-487]. Boston: Irwin/McGraw-Hill. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 

(3rd ed.) [pp. 419-421]. Mason, OH: South-Western.  
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Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 368-375, 390-391]. 
New York: McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 132-134). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 97-101). 
Cincinnati, OH: South-Western/Thomson Learning. 

Perreault, W.D., Jr. & McCarthy, E.J. (2000). Technology is changing face of 
U.S. sales force. In Applications in basic marketing: Clippings from the 
popular business press, 1999-2000 edition (pp. 164-166). Boston: Irwin 
McGraw-Hill. 

 
  Software/ 
  Online 

Hofstrand, D. (2005, January). Promoting your business. Retrieved May 1, 
2008, from http://www.extension.iastate.edu/AgDM/wholefarm/html/c5-
43.html 

KnowThis.com. (1998-2008). Cost effectiveness. Retrieved May 1, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/promotion-
decisions/15.htm 

KnowThis.com. (1998-2008). Objectives of marketing promotions. Retrieved 
May 1, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/promotion-decisions/3.htm 

KnowThis.com. (1998-2008). Types of promotion objectives. Retrieved May 
1, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/promotion-decisions/4.htm 

KnowThis.com. (1998-2008). What is promotion? Retrieved May 1, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/promotion-
decisions/1.htm 

Lancaster, G. (n.d.). Above- and below-the-line promotion. Retrieved May 1, 
2008, from http://www.da-group.co.uk/main/s6/st72784.htm 

Lecture 5: Issues in promotion. (n.d.). Retrieved May 1, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture05.html 

Marketing Education Resource Center. (2000). Promotion [LAP: PR-002: 
Presentation Software]. Columbus, OH: Author. 

Sands, M. (n.d.). What’s the difference between marketing and promotion. 
Retrieved May 1, 2008, from http://www.da-
group.co.uk/main/s6/st72780.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain the types of promotion (PR:002, PR LAP 4) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Define the following terms: product promotion, primary product promotion, 
secondary product promotion, institutional promotion, public service, 
public relations, and patronage. 

b. Identify types of product promotion. 
c. Describe the uses of product promotion. 
d. Identify types of institutional promotion. 
e. Describe uses of institutional promotion. 
f. Discuss the advantages of promotional activities. 
g. Discuss the disadvantages of promotional activities. 
 

Sample  
Activity 

Locate examples of institutional and product promotions in magazines, in 
newspapers, or on the Internet. Affix the promotions to paper, and label each 
by its type of promotion. Obtain feedback from a classmate. 
 
Create a list of different examples of institutional and product promotions that 
you could use to promote a business you would be interested in opening. 
Participate in a small-group discussion to examine your ideas, and add to/ 
subtract from the list based on input from your group members. Create a 
multi-column table using a spreadsheet software program in which you create 
the following headings: 
a. Institutional/Product 
b. Promotion Idea 
c. Purpose 
d. Advantages/Disadvantages (of Promotion Idea) 
Complete the table, and submit it to your instructor. 
 

Resources  
  LAP Marketing Education Resource Center. (2007). Know your options (Types of 

promotion) [LAP: PR-004]. Columbus, OH: Author. 
Marketing Education Resource Center. (2007). Know your options (Types of 

promotion): Instructor copy [LAP: PR-004]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 505-
509]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 410-415]. Mason, OH: 
Thomson/South-Western. 
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Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (p. 473). 
Tinley Park, IL: Goodheart-Willcox. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 476-477, 525]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001). Business principles and management   
 (11th ed.) [p. 554]. Cincinnati, OH: South-Western/Thomson Learning. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

363-367). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 491-495). New York: McGraw-

Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 

(3rd ed.) [pp. 440-442]. Mason, OH: South-Western.  
Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 

management: An entrepreneurial emphasis (12th ed.) [p. 423]. Mason, 
OH: Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 369-371, 429]. New 
York: McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 97-101). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Edward Lowe Foundation. (1992-2006). How to establish a promotional mix. 
Retrieved May 1, 2008, from 
http://edwardlowe.org/pages/ssercprint.page.lasso?storyid=8816 

Hofstrand, D. (2005, January). Promoting your business. Retrieved May 1, 
2008, from http://www.extension.iastate.edu/AgDM/wholefarm/html/c5-
43.html 

Lancaster, G. (n.d.). Above- and below-the-line promotion. Retrieved May 1, 
2008, from http://www.da-group.co.uk/main/s6/st72784.htm 

Marketing Education Resource Center. (2007). Know your options (Types of 
promotion) [LAP: PR-004: Presentation Software]. Columbus, OH: 
Author. 

Promotion is communication. (n.d.). Retrieved May 1, 2008, from 
http://blue.wths.net/academics/business/Chiakulas/CP -%20Ch.%2036.ppt 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate 
information about products, services, images, and/or ideas to achieve a 
desired outcome 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicator 

Identify the elements of the promotional mix (PR:003, PR LAP 1) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1 
 

Objectives a. Define the following terms: promotional mix, advertising, personal 
selling, publicity and sales promotion. 

b. Identify the elements of the promotional mix. 
c. Categorize examples of promotions according to the elements of the 

promotional mix. 
d. Describe the importance of the promotional mix. 
e. Identify factors affecting the promotional mix. 
f. Describe how the product being sold affects the promotional mix. 
g. Explain how the product's market affects the promotional mix. 
h. Discuss how the distribution system affects the promotional mix. 
i. Explain how the product's company affects the promotional mix. 
 

Sample  
Activity 

Identify two businesses similar to one that you might be interested in 
starting. Determine their promotional mix; examine their similarities and 
differences. Based on your assessment, identify the promotional mix that 
would be effective for your business. Write a rationale for your selection, 
identifying the promotional mix and explaining how it is similar to and/or 
different than that of the two businesses. Submit the rationale to your 
teacher. 
 

Resources  
  LAP Marketing Education Resource Center (2000). Promotional mix. [LAP: PR-

001]. Columbus, OH: Author. 
Marketing Education Resource Center. (2000). Promotional mix: Instructor 

copy [LAP: PR-001]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 
505-508]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 416-421]. Mason, OH: 
Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 473, 
485-486). Tinley Park, IL: Goodheart-Willcox. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 476-477, 483-488]. New York: McGraw-Hill/Irwin. 
Everard, K.E. & Burrow, J.L. (2001).  Business principles and management   
 (11th ed.) [pp. 551-552]. Cincinnati, OH: South-Western/Thomson 

Learning. 
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Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials  
 (pp. 363-368). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of 

marketing (3rd ed.) [pp. 411-413, 424-428]. Mason, OH: South-Western.  
Longenecker, J.G.; Moore, C.W.; & Petty, J.W. (2003). Small business 

management: An entrepreneurial emphasis (12th ed.) [pp. 425-426, 439]. 
Mason, OH: Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic 
marketing: Marketing strategy planning approach (16th ed.) [pp. 37-38, 
368-371, 374-375]. New York: McGraw-Hill/Irwin. 

Zikmund, W.G. & d’Amico, M. (2001). Marketing: Creating and keeping 
customers in an e-commerce world (7th ed.) [pp. 456-457]. Cincinnati: 
South-Western College Publishing/Thomson Learning. 

 
  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 135-150). Mason, OH: 
South-Western/Thomson Learning. 

Greene, C.L. (2001). Entrepreneurship: Business 2000 (pp. 97-101). 
Cincinnati, OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

The Chartered Institute of Marketing. (2004). 10 minute guide: Promotional 
mix. Retrieved May 1, 2008, from 
http://www.cim.co.uk/mediastore/10_minute_guides/10_min_Promotiona
l_Mix.pdf 

Edward Lowe Foundation. (1992-2006). How to establish a promotional mix. 
Retrieved May 1, 2008, from 
http://edwardlowe.org/pages/ssercprint.page.lasso?storyid=8816 

Hofstrand, D. (2005, January). Promoting your business. Retrieved May 1, 
2008, from http://www.extension.iastate.edu/AgDM/wholefarm/html/c5-
43.html 

KnowThis.com. (1998-2008). Types of promotion—Promotion mix. Retrieved 
May 1, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/promotion-decisions/16.htm 

Lancaster, G. (n.d.). Above- and below-the-line promotion. Retrieved May 1, 
2008, from http://www.da-group.co.uk/main/s6/st72784.htm 

Lecture 5: Issues in promotion. (n.d.). Retrieved May 1, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture05.html 

Marketing Education Resource Center (2000). Promotional mix [LAP: PR-
001: Presentation Software]. Columbus, OH: Author. 

Marketing Teacher. (2000-2008). Promotion. Retrieved May 1, 2008, from 
http://marketingteacher.com/Lessons/lesson_promotion.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicator 

Describe the use of business ethics in promotion (PR:099) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1; ICT Literacy 2 
 

Objectives a. Explain ethical issues associated with fear-based advertising. 
b. Discuss sexism/stereotyping in advertising. 
c. Explain ethical issues associated with promotion to children. 
d. Discuss ethical issues associated with sales promotion sweepstakes, 

samples, rebates, and premiums. 
e. Explain the use of stealth marketing. 
f. Discuss ethical issues associated with use of customer information 

obtained on the Internet. 
g. Describe ways that businesses use socially responsible promotions. 
 

Sample  
Activity 

Watch television advertisements, and identify five deceptive techniques you 
see. Discuss your observations with the class, identifying the product being 
advertised and what you consider deceptive. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 86-

87, 523, 560-561]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 47-49, 433-434]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (p. 526). 

Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 490-493]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (p. 

383). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 502-503). New York: McGraw-

Hill/Irwin. 
O’Guinn, T.C., Allen, C.T. & Semenik, R.J. (2003). Advertising and integrated 

brand promotion (3rd ed.) [pp. 126-129]. Mason, OH: Thomson/South-
Western.  

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 377-378, 432, 444-
445]. New York: McGraw-Hill/Irwin. 

Wells, W., Burnett, J. & Moriarty, S. (2003). Advertising principles and 
practice (6th ed.) [pp. 32-43]. Upper Saddle River, NJ: Prentice Hall. 

 



Section 5 Planning Guide Sheets Page 5-112 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

 
  Software/ 
  Online 

American Marketing Association. (2003, October 15-16). AMA code of ethics. 
Retrieved May 2, 2008, from 
http://www.helleniccomserve.com/marketingcodeofethics.html 

Anderson, N. (2006, December 13). FTC says stealth marketing unethical. 
Retrieved May 2, 2008, from 
http://arstechnica.com/news.ars/post/20061213-8413.html 

Blair, J.D., Stephenson, J.D., Hill, K.L., & Green, J.S. (2006, January-July). 
Ethics in advertising: Sex sells, but should it? Retrieved May 1, 2008, 
from http://findarticles.com/p/articles/mi_m1TOS/is_1-2_9/ai_n25009596 

The Children’s Advertising Review Unit. (2000, February). Self-regulatory 
guidelines for children’s advertising. Retrieved May 1, 2008, from 
http://www.ftc.gov/privacy/safeharbor/caruselfreg.pdf 

Direct Marketing Association. (2007, July). Do the right thing. Retrieved May 
1, 2008, from http://www.the-dma.org/guidelines/dotherightthing.pdf 

Drohan, M. (2007, January 17). Fear sells: Scaring the money right out of our 
pockets. Retrieved May 1, 2008, from 
http://www.cbc.ca/news/viewpoint/vp_drohan/20070117.html 

Kennedy, L. (2002, May 13). Advertising through fear. Retrieved May 1, 2008, 
from http://www.users.muohio.edu/shermarc/p324ads1.shtml 

Lecture 5: Issues in promotion. (n.d.). Retrieved May 1, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture05.html 

Witherspoon, J. (1999-2005). The demise and removal of the Aunt Jemima 
icon. Retrieved May 1, 2008, from 
http://www.petitiononline.com/aj461153/petition.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicator 

Describe the use of technology in the promotion function (PR:100)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Technology 18-19; Basic Skills 1-2, 5-6; 
Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication and 
Collaboration 1; ICT Literacy 1 
 

Objectives a. Explain how the use of technology in promotion has changed the way 
marketers communicate with customers. 

b. Identify ways that the use of technology positively impacts the promotion 
function. 

c. Discuss ways that the use of technology negatively impacts the promotion 
function. 

d. Describe ways that businesses use the Internet as a promotional tool. 
e. Describe how technology has enhanced opportunities to contact 

customers with promotional messages. 
f. Discuss ways that technology has facilitated the use of sales promotions. 
g. Explain specific applications of technology in promotion. 
 

Sample  
Activity 

Conduct research on how the Internet is changing the way businesses 
promote their products. Write a one-page paper on the topic, and submit it to 
your teacher. 
 

Resources  
  Textbooks Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (p. 557). 

Tinley Park, IL: Goodheart-Willcox. 
O’Guinn, T.C., Allen, C.T. & Semenik, R.J. (2003). Advertising and integrated 

brand promotion (3rd ed.) [pp. 47, 99-108]. Mason, OH: Thomson/South-
Western.  

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic Marketing: 
A marketing strategy planning approach (16th ed.) [pp. 435-438]. Burr 
Ridge, IL: McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

Christ, P. (2007, September 21). 10 reasons marketing strategy should 
include the Internet. Retrieved May 2, 2008, from 
http://www.knowthis.com/info-blog/2007/09/21/10-reasons-marketing-
strategy-should-include-the-internet/ 

KnowThis.com. (1998-2008). Trends: Electronic delivery, tracking. Retrieved 
May 2, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/sales-promotion/18.htm 

KnowThis.com. (1998-2008). Trends: Internet communication, clutter. 
Retrieved May 2, 2008, from http://www.knowthis.com/tutorials/principles-
of-marketing/sales-promotion/19.htm 
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Miller, R. (n.d.). The Internet: Exceptional promotional tools. Retrieved May 2, 
2008, from 
http://www.dynamicwebpromotions.com/information/internetwebsites.html 

Novak, D. (2003, December). White paper on Internet search engine 
optimization. Retrieved May 2, 2008, from 
http://spireproject.com/white.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Acquire a foundational knowledge of promotion to understand its nature and 
scope. 
 

Performance 
Indicator 

Describe the regulation of promotion (PR:101) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2,5-6; Thinking Skills 12; Personal 
Qualities 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1; ICT Literacy 2 
 

Objectives a. Explain the need for truthfulness in promotional messages and claims. 
b. Discuss how the use of misleading or inaccurate statements in promotion 

is regulated. 
c. Explain laws that protect customers from unwanted promotions. 
d. Discuss laws that protect children from promotional messages.  
e. Explain the regulation of telemarketing.   
f. Discuss the regulation of data privacy.  
g. Describe actions that can be taken by the Federal Trade Commission to 

correct misleading advertising. 
h. Discuss reasons for the regulation of products used in advertising. 
i. Explain how the legality of products used in advertising can vary from 

country to country. 
 

Sample  
Activity 

Access the United States’ Federal Trade Commission web site at 
http://www.ftc.gov, and use its search engine to link to articles/transcripts 
related to advertising. Select an article that discusses the actions the Federal 
Trade Commission has taken to ensure fair advertising practices by a 
business/industry, and write a one-page summary of your findings. Submit 
your summary to the teacher. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 560-

561]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 433-434]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 524-

525). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 490-493]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials 

(pp.129-130, 666-667). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 479-480). New York: McGraw-

Hill/Irwin. 
O’Guinn, T.C., Allen, C.T. & Semenik, R.J. (2003). Advertising and integrated 

brand promotion (3rd ed.) [pp. 129-144]. Mason, OH: Thomson/South-
Western. 
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Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 444-445]. New York: 
McGraw-Hill/Irwin. 

Wells, W., Burnett, J. & Moriarty, S. (2003). Advertising principles and 
practice (6th ed.) [pp. 34-57]. Upper Saddle River, NJ: Prentice Hall. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 101-105). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Advertising Educational Foundation. (2000-2008). Industry regulations. 
Retrieved May 2, 2008, from 
http://www.aef.com/on_campus/classroom/speaker_pres/data/3006 

Fawkner, K. (2005-2006). Not just 6 lines, 65 characters. Retrieved May 2, 
2008, from http://www.ahbbo.com/adsftc.html 

Federal Trade Commission. (2007, June 8). Frequently asked advertising 
questions: A guide for small business. Retrieved May 2, 2008, from 
http://www.ftc.gov/bcp/conline/pubs/buspubs/ad-faqs.shtm 

Federal Trade Commission. (2007, November 28). Bureau of Consumer 
Protection—Division of Advertising Practices. Retrieved May 2, 2008, 
from http://www.ftc.gov/bcp/bcpap.shtm 

Gajda, M. (n.d.). Federal regulation of advertising in the context of 
constitutional freedom of speech in the United States. Retrieved May 2, 
2008, from http://www.newschool.edu/tcds/malgorza.htm 

Lewczak, J. (2007, July 1). Legal issues before going global. Retrieved May 
2, 2008, from http://promomagazine.com/legal/marketing_going_global_3/ 

Lewczak, J., Fitzpatrick, A., & Smith, M. (2008). Advertising, marketing, and 
promotions law year in review. Retrieved May 2, 2008, from 
http://www.metrocorpcounsel.com/current.php?artType=view&artMonth 
=December&artYear=2007&EntryNo=7565 

Rados, C. (2004, July-August). Truth in advertising: Rx drug ads come of age. 
Retrieved May 2, 2008, from 
http://www.fda.gov/fdac/features/2004/404_ads.html 

Wood, D. & Kenin, C. (2006-2008). Making the case for global advertising 
self-regulation. Retrieved May 2, 2008, from 
http://www.internationalistmagazine.com/2007-summer/2007-
summer_legalbriefs.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Understand promotional channels used to communicate with targeted 
audiences. 
 

Performance 
Indicator 

Explain types of advertising media (PR:007, PR LAP 3)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2,5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication and 
Collaboration 1; Media Literacy 1 
 

Objectives a. Define the term advertising media. 
b. Categorize advertising media.   
c. Identify types of publications.  
d. Describe factors on which newspapers vary. 
e. Categorize types of magazines. 
f. Describe the two categories of broadcast media. 
g. Categorize purchase options for television advertising. 
h. Discuss the difference between local and network advertising. 
i. Describe types of direct-mail advertising.  
j. Explain types of Web advertising. 
k. Identify types of out-of-home media. 
l. Describe specialty advertising. 
m. Discuss the use of directory advertising. 
n Explain the use of movie theater advertising. 
o. Describe the use of product placement for advertising. 
p. Discuss the use of telemarketing for advertising. 
q. Explain the use of videotapes, DVDs, and CD-ROM advertising. 
r. Explain trends that are affecting advertising media. 
 

Sample  
Activity 

Create a list of print and broadcast media available in your area. Determine 
how often they are published/broadcast, who their target audiences are, and 
what type(s) of businesses could benefit from using each medium. Collect 
examples of their advertisements. 
 

Resources  
  LAP Marketing Education Resource Center (2003). Ad-quipping your business 

(Types of promotional media) [LAP: PR-003]. Columbus, OH: Author. 
Marketing Education Resource Center (2003). Ad-quipping your business 

(Types of promotional media): Instructor copy [LAP: PR-003]. Columbus, 
OH: Author.  

 
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.)  

[pp. 542-548]. Mason, OH: Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 447-

448, 474, 500-503, 503-507). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  

[pp. 531-534]. Burr Ridge, IL: McGraw-Hill/Irwin. 
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Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006) Marketing essentials (3rd 
ed.) [pp. 401-408]. Woodland Hills, CA: Glencoe. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003) Essentials of marketing 
(3rd ed.) [pp. 448-452]. Mason, OH: South-Western.  

 
  Software/ 
  Online 

Business Owner’s Toolkit. (1995-2008). Advertising media. Retrieved May 2, 
2008, from 
http://www.toolkit.com/small_business_guide/sbg.aspx?nid=P03_7031 

Encyclopedia of Small Business. (2007). Advertising media—Audio. 
Retrieved May 2, 2008, from 
http://www.referenceforbusiness.com/small/A-Bo/Advertising-Media-
Audio.html 

Encyclopedia of Small Business. (2007). Advertising media—Informercials. 
Retrieved May 2, 2008, from 
http://www.referenceforbusiness.com/small/A-Bo/Advertising-Media-
Infomercials.html 

Encyclopedia of Small Business. (2007). Advertising media—Print. Retrieved 
May 2, 2008, from http://www.referenceforbusiness.com/small/A-
Bo/Advertising-Media-Print.html 

Encyclopedia of Small Business. (2007). Advertising media—Video. 
Retrieved May 2, 2008, from 
http://www.referenceforbusiness.com/small/A-Bo/Advertising-Media-
Video.html 

eNotes.com. (2008). Advertising. Retrieved May 2, 2008, from 
http://www.enotes.com/business-finance-encyclopedia/advertising 

KnowThis.com. (1998-2008). Trends: Changing media choices. Retrieved 
May 2, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/advertising/10.htm 

Marketing Education Resource Center (2003). Ad-quipping your business 
(Types of promotional media) [LAP: PR-003: Presentation Software]. 
Columbus, OH: Author. 

Petrecca, L. (2006, October 10). Product placement—You can’t escape it. 
Retrieved May 2, 2008, from 
http://www.usatoday.com/money/advertising/2006-10-10-ad-nauseum-
usat_x.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Understand promotional channels used to communicate with targeted 
audiences. 
 

Performance 
Indicator 

Describe word of mouth channels used to communicate with targeted 
audiences (PR:247)  
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Define the term word of mouth marketing, buzz marketing, viral 
marketing, community marketing, grassroots marketing, evangelist 
marketing, product seeding, influencer marketing, cause marketing, 
conversation creation, brand blogging, referral programs, social networks. 

b. Discuss the need for honesty and transparency in word of mouth 
marketing. 

c. Explain the philosophy of word of mouth marketing. 
d. Describe types of word of mouth marketing. 
e. Distinguish between organic and amplified word of mouth marketing. 
f. Discuss techniques businesses can use to foster organic word of mouth 

marketing. 
g. Explain techniques businesses can use to foster amplified word of mouth 

marketing. 
 

Sample  
Activity 

Select a business or product, and develop a plan for how you could creatively 
create buzz about the business or product. Share your plan with a classmate, 
and discuss similarities/differences between your plan and that of your 
classmate. Identify the top three buzz techniques the two of you created. 
Share your ideas with the class. 
 

Resources  
  Textbooks Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 492-

493). Tinley Park, IL: Goodheart-Willcox. 
Lane, W.R., King, K.W., & Russell, J.T. (2005). Kleppner’s advertising 

procedure (16th ed.) [pp. 714-716]. Upper Saddle River, NJ: 
Pearson/Prentice Hall. 

O’Guinn, T.C.; Allen, C.T.; & Semenik , R.J. (2003). Advertising and 
integrated brand promotion (3rd ed.) [pp. 577-578]. Mason, OH: 
Thomson/South-Western. 

Semenik, R.J. Promotion and integrated marketing communications (pp. 320, 
441-443, 460-461). 

 
  Software/ 
  Online 

Guldimann, M. (2008, March 3). How marketers can start speaking with – not 
to – customers. Retrieved May 2, 2008, from 
http://www.adotas.com/2008/03/how-to-marketers-can-start-speaking-
with-%E2%80%93-not-to-%E2%80%93-customers/ 
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Marketing Minefield. (2007). Word of mouth marketing. Retrieved May 2, 
2008, from http://www.marketingminefield.co.uk/unusual-ideas/word-of-
mouth-marketing.html 

Sernovitz, A. (2006, October 2). The word of mouth marketing manifesto. 
Retrieved May 2, 2008, from http://wordofmouthbook.com/000019.php 

Shin, A. (2006, December 12). FTC moves to unmask word-of-mouth 
marketing. Retrieved May 2, 2008, from 
http://www.washingtonpost.com/wp-
dyn/content/article/2006/12/11/AR2006121101389.html 

Word of Mouth Marketing Association. (2006, February 1). An introduction to 
word of mouth marketing. Retrieved May 2, 2008, from 
http://www.womma.org/content/womma_wom101.pdf 

Word of Mouth Marketing Association. (2005-2008). The WOMMA ethics 
code. Retrieved May 2, 2008, from 
http://www.womma.org/ethics/code/read/ 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Understand promotional channels used to communicate with targeted 
audiences. 
 

Performance 
Indicator 

Explain the nature of direct marketing channels (PR:089)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1; Communication and 
Collaboration 1; ICT Literacy 
 

Objectives a. Define the term direct marketing. 
b. Identify communication channels used for direct marketing. 
c. Describe advantages/disadvantages associated with direct marketing. 
d. Explain how the Internet has changed businesses’ ability to communicate 

directly with customers. 
e. Describe the importance of databases to direct marketing. 
 

Sample  
Activity 

Collect samples of direct marketing delivered to your home or e-mail address. 
Share your samples with a team composed of two or three other classmates. 
Determine what conclusions the team can make about the use of direct 
marketing channels—e.g., types of products promoted, forms of direct 
marketing used, effectiveness of direct marketing techniques, etc. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 512-

516]. Mason, OH: Thomson/South-Western. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006) Marketing essentials (3rd 

ed.) [pp. 363, 364]. Woodland Hills, CA: Glencoe. 
Grewal, D. & Levy, M. (2008). Marketing (p. 473). New York: McGraw-Hill 

Irwin. 
 

  Software/ 
  Online 

Lecture 12: Direct marketing. (n.d.). Retrieved May 2, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture12.html 

Lecture 12, part 2: Direct marketing. (n.d.). Retrieved May 2, 2008, from 
http://www.877webteam.com/MARKETING%20%205540/lecture12p2.ht
ml 

Marketing Teacher. (2000-2008). Direct marketing. Retrieved May 2, 2008, 
from http://marketingteacher.com/Lessons/lesson_direct_marketing.htm 

Melissa Data. (n.d.). Research on direct marketing database.  Retrieved May 
2, 2008, from http://www.melissadata.com/articles/research-on-direct-
marketing-database.htm 

Pollick, M. (2003-2008). What is direct marketing? Retrieved May 2, 2008, 
from http://www.wisegeek.com/what-is-direct-marketing.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Understand promotional channels used to communicate with targeted 
audiences. 
 

Performance 
Indicator 

Identify communications channels used in sales promotion (PR:249)  
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Define the following terms: free-standing insert (FSI), coupons, rebates, 
push money, point-of-sale displays, trade allowances, dealer loaders, 
contests, sweepstakes, games, loyalty programs, demonstrations, 
personal appearances, advertising-support programs, co-op advertising, 
trade-in promotions, samples, premiums, free products, promotional 
products, trade shows, push strategies, pull strategies. 

b. Discuss differences between advertising and sales promotion. 
c. Explain reasons that businesses use sales promotions. 
d. Describe types of consumer sales promotions. 
e. Discuss types of trade sales promotions. 
f. Explain types of business-to-business sales promotions. 
g. Describe types of point-of-purchase (POP) displays that are used for 

sales promotion. 
h. Compare the similarities and differences between coupons and rebates. 
i. Distinguish between push and pull sales promotion strategies. 
j. Explain how contests, sweepstakes, and games differ. 
k. Describe trends in sales promotions. 
 

Sample  
Activity 

Visit a brick or a click consumer business to determine the types of sales 
promotions being used. Record your findings. Do the same for a trade 
business, and record your findings. Share your findings with a group of two or 
three classmates. Create a poster of the team’s sales promotion findings. 
Show the poster to the class, and discuss the team’s findings. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 549-

554]. Mason, OH: Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 475-

479). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 

538-543]. Burr Ridge, IL: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006) Marketing essentials (3rd 

ed.) [pp. 365, 369-375]. Woodland Hills, CA: Glencoe. 
Grewal, D. & Levy, M. (2008). Marketing (pp. 503-507). New York: McGraw-

Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 

(3rd ed.) [pp. 472-479]. Mason, OH: South-Western.  
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Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic Marketing: 
A marketing strategy planning approach (16th ed.) [pp. 445-450]. Burr 
Ridge, IL: McGraw-Hill/Irwin. 

 
  Software/ 
  Online 

Business Owner’s Toolkit. (1995-2008). Coupons and rebates. Retrieved May 
2, 2008, from 
http://www.toolkit.com/small_business_guide/sbg.aspx?nid=P03_7016 

Dolak, D. (1999-2008). Sales promotion. Retrieved May 2, 2008, from 
http://www.davedolak.com/promo.htm 

KnowThis.com (1998-2008). Business-to-business sales promotions. 
Retrieved May 2, 2008, from http://www.knowthis.com/tutorials/principles-
of-marketing/sales-promotion/16.htm 

KnowThis.com (1998-2008). Consumer sales promotion.  Retrieved May 2, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/sales-promotion/4.htm 

KnowThis.com (1998-2008). Contests and sweepstakes. Retrieved May 2, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/sales-promotion/10.htm 

KnowThis.com (1998-2008). POP displays and advertising support. Retrieved 
May 2, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/sales-promotion/13.htm 

KnowThis.com (1998-2008). Trade sales promotions. Retrieved May 2, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/sales -
promotion/12.htm 

KnowThis.com (1998-2008). Trends in sales promotion. Retrieved May 2, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/sales-promotion/17.htm 

KnowThis.com (1998-2008). What is sales promotion? Retrieved May 2, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/sales-promotion/1.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and strategies needed to communicate information 
about products, services, images, and/or ideas to achieve a desired outcome 

 
 

Performance 
Element 

Understand promotional channels used to communicate with targeted 
audiences. 
 

Performance 
Indicator 

Explain communications channels used in public-relations activities (PR:250) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1, 3; Communication and 
Collaboration 1; ICT Literacy 1 
 

Objectives a. Define the following terms: press kits, audio/video releases, matte 
release, website press room, special events, sponsorships, community 
relations, philanthropy, crisis management. 

b. Explain the role of public relations in business. 
c. Discuss advantages/disadvantages associated with public relations. 
d. Describe the main tools used in public relations to communicate with 

targeted audiences (i.e., media relations, media tours, newsletters, 
special events, speaking engagements, sponsorships, employee 
relations, and community relations and philanthropy). 

e. Explain tools used to communicate public relations messages to the 
media (i.e., press kits, audio/video releases, matte releases, website 
press room). 

f. Discuss reasons that public relations specialists monitor markets. 
g. Describe the purpose of crisis management in public relations. 
h. Explain trends in public relations. 
i. Describe the use of blogs for public relations activities. 
j. Discuss the use of web forums in public relations activities. 
k. Explain how RSS feeds can be used for public relations activities. 
l. Describe the use of podcasting for public relations activities. 
m. Explain how search engine optimization (SEO) can be used for public 

relations activities. 
 

Sample  
Activity 

Develop a listing of the public-relations activities your school could use to 
develop a positive relationship with the local business community. Write a 
rationale for your choice of public-relations activities. Share your ideas with a 
team of two or three students, have the team select the best ideas, and 
present those ideas to the class and to a panel of experts. Ask the experts to 
select the best ideas to be implemented during the school year. 
 
Select a company of interest, and access its website. Download press 
releases and/or press kits. Write a brief summary of what you learned about 
the company’s public-relations activities. Present your summary to the class. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 554-

556]. Mason, OH: Thomson/South-Western. 
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Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 479-
480). Tinley Park, IL: Goodheart-Willcox. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 
544-546]. Burr Ridge, IL: McGraw-Hill/Irwin. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 
ed.) [pp. 365, 367]. Woodland Hills, CA: Glencoe. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 473-475). New York: McGraw-
Hill/Irwin. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 458-462]. Mason, OH: South-Western.  

 
  Software/ 
  Online 

Crystal, G. (2003-2008). What is public relations? Retrieved May 2, 2008, 
from http://www.wisegeek.com/what-is-public-relations.htm 

KnowThis.com. (1998-2008). Advantages of P.R. Retrieved May 2, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/public-
relations/2.htm 

KnowThis.com. (1998-2008). Disadvantages of P.R.  Retrieved May 2, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/public-
relations/3.htm 

KnowThis.com. (1998-2008). Public relations. Retrieved May 2, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/public-
relations.htm 

KnowThis.com. (1998-2008). Public relations tools. Retrieved May 2, 2008, 
from http://www.knowthis.com/tutorials/principles-of-marketing/public-
relations/5.htm 

KnowThis.com. (1998-2008). Trends in public relations. Retrieved May 2, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/public-relations/12.htm 

KnowThis.com. (1998-2008). Trends: RSS, podcasting. Retrieved May 2, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/public-relations/13.htm 

KnowThis.com. (1998-2008). Trends: SEO. Retrieved May 2, 2008, from 
http://www.knowthis.com/tutorials/principles-of-marketing/public-
relations/14.htm 

Marketing Teacher. (2000-2008). Public relations. Retrieved May 2, 2008, 
from http://marketingteacher.com/Lessons/lesson_public_relations.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain the nature and scope of the selling function (SE:017, SE LAP 117) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Financial, Economic, Business and Entrepreneurial Literacy 2; Critical 
Thinking and Problem Solving Skills 1; Communication and Collaboration 1 
 

Objectives a. Define the term selling. 
b. Identify individuals, groups, or agencies that sell. 
c. Explain reasons that customers buy goods and services. 
d. Identify types of items that are sold. 
e. Explain where selling occurs. 
f. Describe how products are sold. 
g. Describe the role of selling in a market economy. 
h. Explain personal characteristics of salespeople that are essential to 

selling. 
 

Sample  
Activity 

Write a brief paper about how selling affects economic decision making in 
society. Submit the paper to your teacher for review. 
 

Resources  
  LAP Marketing Education Resource Center. (2007). Sell away (The nature and 

scope of selling) [LAP: SE-117]. Columbus, OH: Author. 
Marketing Education Resource Center. (2007). Sell away (The nature and 

scope of selling): Instructor copy [LAP: SE-117]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 568-
580]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 413-414, 454-459]. Mason, OH: 
Thomson/South-Western. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 562-
568, 569-571). Tinley Park, IL: Goodheart -Willcox. 

Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 498-502]. New York: McGraw-Hill/Irwin. 
Farese, L.S., Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

260-264). Woodland Hills, CA: Glencoe/McGraw-Hill. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 1, 
4-6, 25-28]. Mason, OH: Thomson/South-Western. 

Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 
(3rd ed.) [pp. 479-481]. Mason, OH: South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 396-398]. New York: 
McGraw-Hill/Irwin. 
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  Workbooks/  
  Manuals 

Burrow, J.L. (2003). Marketing: Business 2000 (pp. 140-141). Mason, OH: 
South-Western/ Thomson Learning. 

Greene, C.L. (2003). Selling: Business 2000 (pp. 4-7, 9-12). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Dolak, D. (1999-2008). Sales and personal selling. Retrieved May 2, 2008, 
from http://www.davedolak.com/psell.htm 

Lancaster, G. (n.d). Selling and sales management. Retrieved May 2, 2008, 
from http://www.da-group.co.uk/main/s6/st72797.htm 

Marketing Education Resource Center. (2007). Sell away (The nature and 
scope of selling) [LAP: SE-117: Presentation Software]. Columbus, OH: 
Author. 

McCall, K.L. (2008). Top five traits you gotta have to sell. Retrieved May 2, 
2008, from http://sbinformation.about.com/cs/sales/a/uutraits.htm 

Moorehead, R.P. (1998, March 12). Chapter 1: Personal selling and the 
marketing concept. Retrieved May 2, 2008, from 
http://campuspages.cvcc.vccs.edu/MKT110_Wheeler/chapter1/sld001.ht
m 

Stowe, T. (2007). A simple sales strategy: Define what selling is! Retrieved 
May 2, 2008, from http://www.salesconversation.com/issue5.html 

ZeroMillion.com (2002-2008). 3. How to understand your customers. 
Retrieved May 2, 2008, from http://www.zeromillion.com/business/sales-
marketing/understanding-customers.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain the role of customer service as a component of selling relationships 
(SE:076, SE LAP 130) 
 

Level Career-sustaining 
 

SCANS Information 5-8; Interpersonal 11; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Distinguish between customer service as a process and customer service 
as a function. 

b. Describe how businesses can use customer service to beat their 
competition. 

c. Discuss factors that influence customer expectations of customer service. 
d. Explain how customer service facilitates sales relationships. 
e. Identify pre-sales opportunities for providing customer service that can 

facilitate sales relationships. 
f. Identify post-sales opportunities when customer service can be provided 

to facilitate sales relationships. 
g. Discuss actions a salesperson can take to make the most of her/his 

customer service activities. 
 

Sample  
Activity 

Analyze the role of customer service in a business's sales training program to 
determine how the business emphasizes customer service as a component of 
selling. Write a synopsis of the findings. 
 

Resources  
  LAP Marketing Education Resource Center. (2007). Go beyond the sale 

(Customer service in selling) [LAP: SE-130]. Columbus, OH: Author. 
Marketing Education Resource Center. (2007). Go beyond the sale 

(Customer service in selling): Instructor copy [LAP: SE-130]. Columbus, 
OH: Author. 

 
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 574-

576]. Mason, OH: Thomson/South-Western. 
Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 461-464]. Mason, OH: 

Thomson/South-Western. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 619-

624). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.)  
 [pp. 504-505]. New York: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 

320-327). Woodland Hills, CA: Glencoe/McGraw-Hill. 
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Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
252-255]. Mason, OH: Thomson/South-Western. 

Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 403-404]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 51-52, 114-117). Mason, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Alessandra, T. (n.d.). After-sale follow through: A juggling act that pays off. 
Retrieved May 2, 2008, from 
http://www.speakersroundtable.com/salestraintony2.html 

BusinessTown.com. (2001-2003). Customer-focused selling. Retrieved May 
2, 2008, from http://www.businesstown.com/sales/face-customer.asp 

Hoagland-Smith, L. (n.d.). Increase sales to your business by consistent 
excellent customer service. Retrieved May 2, 2008, from 
http://www.evancarmichael.com/Business-Coach/137/Increase-Sales-to-
Your-Business-By-Consistent-Excellent-Customer-Service.html 

The Hospitality Resource Group. (n.d.). Introduction: Increase retail sales with 
superior customer service. Retrieved May 2, 2008, from 
http://thehospitalityresourcegroup.com/retail_services.htm 

Marketing Education Resource Center. (2007). Go beyond the sale 
(Customer service in selling) [LAP: SE-130: Presentation Software]. 
Columbus, OH: Author. 

Ward, S. (2008). 4 ways to provide customer service that outshines your 
competitor. Retrieved May 2, 2008, from 
http://sbinfocanada.about.com/cs/marketing/a/shinycustserv.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain key factors in building a clientele (SE:828, SE LAP 115) 
 
 

Level Specialist 
 

SCANS Information 5-8; Interpersonal 11; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 12 
 

21st Century 
Skills 

Critical Thinking & Problem Solving 1, 5; Communication & Collaboration 1, 3; 
Social & Cross-Cultural Skills 1; Leadership & Responsibility 3 
 

Objectives a. Identify company benefits of building a clientele. 
b. Identify salesperson benefits from building a clientele. 
c. Cite examples of costs that can be incurred by businesses for failing to 

build a clientele. 
d. Identify attitudes of salespeople that help to build a clientele. 
e. Describe ways that salespeople exhibit a service attitude. 
f. Describe the activities of salespeople that can help to build a clientele. 
 

Sample  
Activity 

Observe the activities of a local business to determine what activities the 
business uses to build its clientele. Record your observations. Discuss the 
responses with the class. 
 

Resources  
  LAP Marketing Education Resource Center (2007). Keep them loyal (Building 

clientele) [LAP: SE-115]. Columbus, OH: Author. 
Marketing Education Resource Center (2007). Keep them loyal (Building 

clientele): Instructor copy [LAP: SE-115]. Columbus, OH: Author. 
 

  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 
satisfaction and loyalty (pp. 256-262). Boston: Houghton Mifflin Company. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 
ed.) [pp. 323-326]. Woodland Hills, CA: Glencoe. 

Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 
service (9th ed.) [pp. 446-460]. New York: McGraw-Hill/Irwin. 

Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
239-255]. Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 114-117). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Burchill, J. (2005, June 6). How to build stellar customer relationships. 
Retrieved May 2, 2008, from http://ezinearticles.com/?How-To-Build-
Stellar-Client-Relationships&id=41289 
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Charles, C. (n.d.). 10 tips on building a loyal clientele. Retrieved May 2, 2008, 
from 
http://www.ideamarketers.com/?10_Tips_on_Building_a_Loyal_Clientele&
articleid=287168 

eHow Business Editor. (1998-2008). How to build a clientele. Retrieved May 2, 
2008, from http://www.ehow.com/how_2060715_build-clientele.html 

Marketing Education Resource Center (2007). Keep them loyal (Building 
clientele) [LAP: SE-115: Presentation Software]. Columbus, OH: Author. 

McGraw-Hill/Irwin. (2007). Service and follow-up for customer retention. 
Retrieved May 2, 2008, from 
http://cba.winthrop.edu/robbinsj/MKTG%20383/Power%20Point/Chap13.p
pt 

NetReal. (2005, September 19). How to build and maintain customer loyalty. 
Retrieved May 2, 2008, from http://www.netreal.net/articles/customer-
service/how-to-build-and-maintain-customer-loyalty.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain company selling policies (SE:932) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Define the following terms: selling policies, selling-activity policies, terms-
of-sale policies and service policies. 

b. Identify types of selling-activity policies. 
c. Identify types of terms-of-sale policies. 
d. Identify types of service policies. 
e. Explain the importance of selling policies. 
f. Describe the characteristics of selling policies. 
g. Explain why selling policies are needed. 
h. Describe external factors that affect selling policies. 
i. Describe internal factors that affect selling policies. 
j. Describe regulatory factors that affect selling policies. 
k. Explain problems encountered with the use of selling policies. 
 

Sample 
Activity 

Determine the selling policies followed by two direct competitors. Discuss the 
similarities and differences between their policies. 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 306-310, 325-326, 420-423). Boston: 
Houghton Mifflin Company. 

Grewal, D. & Levy, M. (2008). Marketing (p. 526). New York: McGraw-
Hill/Irwin. 

Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 38-
39]. Mason, OH: Thomson/South-Western. 

 
  Software/ 
  Online 

Bahls, S.C. & Bails, J.E. (2000, May). In a fix: How to set competitive prices 
without being accused of price-fixing. Retrieved May 2, 2008, from 
http://findarticles.com/p/articles/mi_m0DTI/is_5_28/ai_62710684 

Consumer and environmental law. (n.d.). Retrieved May 2, 2008, from 
http://www.shsu.edu/~klett/ch%2044%20new.htm 

Dell. (2008, March 17). Dell’s online policies. Retrieved May 2, 2008, from 
http://www.dell.com/content/topics/global.aspx/policy/en/policy?c=us&l=e
n&s=gen&~section=012 

Grimes, K.D. (2007, April 6). Door-to-door sales. Retrieved May 2, 2008, from 
http://www.yoursolutions.net/mlm_articles/mlm_article_31.inc.php 
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International Chamber of Commerce. (2007). ICC international code of direct 
selling. Retrieved May 2, 2008, from 
http://www.iccwbo.org/uploadedFiles/ICC/policy/marketing/pages/534%2
0Direct%20selling%20code%202007%20edition.pdf 

Selling policies. (n.d.). Retrieved May 2, 2008, from 
http://www.pbhllc.com/resources/selling_policies.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Explain business ethics in selling (SE:106, SE LAP 129) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Leadership & Responsibility 3 
 
 

Objectives a. Explain the importance of business ethics in selling. 
b. Describe ethical concerns of salespeople that deal with the company. 
c. Explain ethical concerns of salespeople that deal with coworkers. 
d. Explain ethical concerns of salespeople that deal with customers/clients. 
e. Describe ethical concerns of salespeople that deal with the competition. 
f. Describe ethical concerns of employers in dealing with salespeople. 
 

Sample  
Activity 

Working in a group of three or four students, think of a salesperson you or a 
family member may have encountered who made you question his/her ethics 
in regard to selling. Prepare and present a report for the class on each 
instance and the principles violated. 
 

Resources  
  LAP Marketing Education Resource Center. (2007). Keep it real—in sales (Selling 

ethics) [LAP: SE-129]. Columbus, OH: Author. 
Marketing Education Resource Center. (2007). Keep it real—in sales (Selling 

ethics): Instructor copy [LAP: SE-129]. Columbus, OH: Author. 
 

  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 593-
595]. Mason, OH: Thomson/South-Western. 

Burrow, J.L. (2006). Marketing (2nd ed.) [pp. 47-49]. Mason, OH: 
Thomson/South-Western. 

Churchill, G.A., Jr., Ford, N.M., Walker, O.C., Jr., Johnston, M.W. & Tanner, 
J.F. Jr. (2000). Sales force management  (6th ed.) [pp. 79-83]. Boston: 
Irwin/McGraw-Hill. 

Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (p. 614). 
Tinley Park, IL: Goodheart-Willcox. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
139-140). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 525-526). New York: McGraw-
Hill/Irwin. 

Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
43-48]. Mason, OH: Thomson/South-Western. 
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Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic marketing: 
Marketing strategy planning approach (16th ed.) [pp. 418-419]. New York: 
McGraw-Hill/Irwin. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 104-105). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Chapter 3: Ethical and legal considerations in selling. (n.d.). Retrieved May 2, 
2008, from http://www-
rohan.sdsu.edu/~renglish/377/notes/chapt03/index.htm 

Direct Selling Association. (2008, March 11). DSA’s code of ethics. Retrieved 
May 2, 2008, from http://www.dsa.org/ethics/code/ 

Ethical and legal issues in selling. (n.d.). Retrieved May 2, 2008, from 
http://jobfunctions.bnet.com/thankyou.aspx?&scname= 
Sales+Regulations&docid=69551&view=69551 

Ethics in selling. (n.d.). Retrieved May 2, 2008, from 
http://www.econ.iastate.edu/classes/econ336/Deiter/Responsibilities.ppt 

Godden, L. (2002-2004). Tip #56: Apply ethics to selling and sales 
management. Retrieved May 2, 2008, from 
http://www.leegodden.com/56_Apply-Ethics-to-Selling-and-Sales-
Management.pdf 

Marketing Education Resource Center. (2007). Keep it real—in sales (Selling 
ethics) [LAP: SE-129: Presentation Software]. Columbus, OH: Author. 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Describe the use of technology in the selling function (SE:107) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Technology 18-19; Basic Skills 1-2, 5-6; 
Thinking Skills 12 
 

21st Century 
Skills 

ICT Literacy 1, 2 
 
 

Objectives a. Describe capabilities that the use of technology provides salespeople. 
b. Explain how technology impacts a salesperson’s planning skills. 
c. Describe how technology can impact a salesperson’s targeting skills. 
d. Discuss how technology can impact a salesperson’s presentation skills. 
e. Explain how technology can impact a salesperson’s ability to adapt or 

tailor a sales presentation to a particular customer. 
f. Explain the use of Customer Relationship Management (CRM) software 

in selling. 
g. Discuss the use of tablet PCs in selling. 
h. Explain the use of web-based visits between customers and sales staff. 
i. Describe the use of the Internet in sales administration activities. 
 

Sample  
Activity 

Listen to a professional salesperson or sales manager discuss the use of 
technology in selling. Record responses to the following questions: 
a. What technology is used in prospecting? 
b. How has the use of technology in selling changed in the past 10 years? 
c. What technology is used in demonstrating products to clients? 
d. What technology is used in processing clients’ orders? 
e. What technology is used in determining whether requested 

models/brands are available? 
f. How has the use of technology affected the selling process? 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 107-110, 325-326, 386-387). Boston: 
Houghton Mifflin Company. 

Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 
service (9th ed.) [pp. 129-130, 193-201, 359, 400]. New York: McGraw-
Hill/Irwin. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 514-518, 524-525). New York: 
McGraw-Hill/Irwin. 

Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.)  
[pp. 242-243, 274-279]. Mason, OH: Thomson/South-Western. 
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Perreault, W.D., Jr.; Cannon, J.P.; & McCarthy, E.J. (2008). Basic Marketing: 
A marketing strategy planning approach (16th ed.) [pp. 406-409]. Burr 
Ridge, IL: McGraw-hill Irwin. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 28-40). Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Ahearne, M. & Schillewaert, N. (2001). The effect of information technology 
on salesperson performance. Retrieved May 2, 2008, from 
http://www.smeal.psu.edu/ebrc/publications/res_papers/2000_10.pdf/ 

Cadwell, A. (n.d.). Sales technology—Helping sales sell. Retrieved May 2, 
2008, from 
http://www.kickstartall.com/documents/KS_Articles/SalesTechnology.htm
l 

Hammond, K. (2004). Using technology to sell. Retrieved May 2, 2008, from 
http://www.tamba.co.uk/expert-articles/expert-articles.asp?id=4 

McMahon, T. (2004, August 23). Death of a saleman? Technology and 
selling. Retrieved May 2, 2008, from 
http://www.salesvantage.com/article/view.php?w=533&Death_of_a_Sale
sman_Technology_Selling/ 

Obringer, L.A. (1998-2008). Customer relationship management. Retrieved 
May 2, 2008, from http://communication.howstuffworks.com/sales-
technique7.htm 

Obringer, L.A. (1998-2008). Technology to enhance selling. Retrieved May 2, 
2008, from http://communication.howstuffworks.com/sales-
technique6.htm 

 
 



Section 5 Planning Guide Sheets Page 5-138 
 

 Marketing Principles Course Guide 
 Copyright 2009, Marketing Education Resource Center® 

 
Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire a foundational knowledge of selling to understand its nature and 
scope. 
 

Performance 
Indicator 

Describe the nature of selling regulations (SE:108) 
 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12; 
Personal Qualities 17 
 

21st Century 
Skills 

Critical Thinking and Problem Solving Skills 1 
 
 

Objectives a. Identify reasons that sales activities are regulated. 
b. Describe unfair or deceptive sales practices that are regulated. 
c. Explain state and federal regulations that affect sales activities. 
 

Sample  
Activity 

Access the Federal Trade Commission’s web site at http://www.ftc.gov, and 
use its links to research five selling regulations currently affecting business 
sales activities. Write a short report that explains each of the regulations, and 
submit it to the teacher.  
 

Resources  
  Textbooks Burrow, J.L. (2006). Marketing (2nd ed.) [p. 45]. Mason, OH: Thomson/South-

Western. 
Churchill, G.A., Jr., Ford, N.M., Walker, O.C., Jr., Johnston, M.W., & Tanner, 

J.F. Jr. (2000). Sales force management  (6th ed.) [pp. 83-84]. Boston: 
Irwin/McGraw-Hill. 

Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (pp. 
129-131). Woodland Hills, CA: Glencoe/McGraw-Hill. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 525-526). New York: McGraw-
Hill/Irwin. 

Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [p. 47]. 
Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 104-105). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

ABA Section of Business Law. (n.d.). Selling out of state and internationally. 
Retrieved May 2, 2008, from 
http://www.safeselling.org/international.shtml 

Chapter 3: Ethical and legal considerations in selling. (n.d.). Retrieved May 2, 
2008, from http://www-
rohan.sdsu.edu/~renglish/377/notes/chapt03/index.htm 

Encyclopedia of everyday law. (2008). Deceptive sales practices. Retrieved 
May 2, 2008, from http://www.enotes.com/everyday-law-
encyclopedia/deceptive-trade-practices 
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Ethical and legal issues in selling. (n.d.). Retrieved May 2, 2008, from 
http://jobfunctions.bnet.com/thankyou.aspx?&scname= 
Sales+Regulations&docid=69551&view=69551 

Jackson, J.B. (2007, August 4). Legal issues and selling. Retrieved May 2, 
2008, from http://ezinearticles.com/?Legal-Issues-and-Selling&id=675026 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire product knowledge to communicate product benefits and to ensure 
appropriateness of product for the customer. 
 

Performance 
Indicator 

Acquire product information for use in selling (SE:062) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 
 

Information Literacy 1, 2; ICT Literacy 1, 2 

Objectives a. Identify sources of product information that provide information for use in 
selling. 

b. Identify types of product information that can be useful in selling. 
c. Cite occasions when product information can be used in sales 

presentations. 
d. Describe guidelines to follow when acquiring product information. 
e. Demonstrate procedures for acquiring product information for use in 

selling. 
 

Sample 
Activity 

Examine product information accompanying five products sold by local 
businesses. Record the sources and the types of product information 
accompanying the products, and explain how the information can be used in 
sales situations. 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 311-314). Boston: Houghton Mifflin Company. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 588-

590). Tinley Park, IL: Goodheart-Willcox. 
Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 

service (9th ed.) [pp. 114-116, 184-185]. New York: McGraw-Hill/Irwin. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [p. 40]. 
Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 10, 54-56, 131). Mason, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Bradley. S. V. (2007, May). The importance of top notch sales training. 
Retrieved May 5, 2008, from 
http://www.dealix.com/corporate/shownews.aspx?pressID=505 

Deane, S. (2008, January 23). The importance of sales training on a daily 
basis. Retrieved May 5, 2008, from http://ezinearticles.com/?The-
Importance-Of-Sales -Training-On-A-Daily-Basis&id=945400 
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Vanover, T. (2008). Product knowledge—A true story that supports its 
importance. Retrieved May 2, 2008, from 
http://ezinearticles.com/index.php?Product-Knowledge---A-True-Story-
that-Supports-Its-Importance&id=1102494 

Waters, S. (2008). Benefits of product knowledge. Retrieved May 2, 2008, 
from 
http://retail.about.com/od/marketingsalespromotion/qt/product_knowldg.ht
m 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Acquire product knowledge to communicate product benefits and to ensure 
appropriateness of product for the customer. 
 

Performance 
Indicator 

Analyze product information to identify product features and benefits (SE:109, 
SE LAP 113) 
 

Level Specialist 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 7, 12 
 

21st Century 
Skills 
 

Critical Thinking and Problem Solving 1, 5; ICT Literacy 1 

Objectives a. Define the following terms: feature, benefit, obvious benefits, unique 
benefits, hidden benefits, feature-benefit selling, and feature-benefit 
chart. 

b. Identify sources of feature/benefit information. 
c. Identify an example of an obvious or apparent benefit. 
d. Identify an example of a unique or exclusive benefit. 
e. Identify an example of a hidden benefit. 
f. Describe how to prepare a feature-benefit chart for a product. 
g. Prepare a feature-benefit chart for a product. 
 

Sample 
Activity 

Create a feature-benefit chart for a product of interest to you. Review the 
chart with a classmate, and discuss how the information could be used in a 
sales situation. 
 

Resources  
  LAP Marketing Education Resource Center. (2007). Find features, boost benefits 

(Feature-benefit selling) [LAP: SE-113]. Columbus, OH: Author. 
Marketing Education Resource Center. (2007). Find features, boost benefits 

(Feature-benefit selling): Instructor copy [LAP: SE-113]. Columbus, OH: 
Author. 

 
  Textbooks Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 

service (9th ed.) [pp. 317-318]. New York: McGraw-Hill/Irwin. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
176-177, 187-189]. Mason, OH: Thomson/South-Western. 

Kotler, P. & Keller, K.L. (2006). Marketing management (12th ed.) [pp. 256. 
376]. Upper Saddle River, NJ: Prentice-Hall. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 48-49, 55-56). Mason, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Chitwood, R.E. (2001, January). A buying motive feature-benefit matrix helps 
determine a buyer’s “hot buttons”. Retrieved May 5, 2008, from 
http://www.maxsacks.com/tstimes/tstimes34.html#feature 
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Douglas, L.C. (2008). Marketing features vs. benefits. Retrieved May 5, 2008, 
from 
http://www.entrepreneur.com/magazine/homeofficemagcom/2000/decem
ber/34942.html 

Feature-benefit chart project. (n.d.). Retrieved May 5, 2008, from 
http://www.clover2.k12.sc.us/chs/Portal/academics/courses/vocational/s
utton/Feature-Benefit%20Chart%20Project.htm 

KnowThis.com. (1998-2008). Consumable product features. Retrieved May 5, 
2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/product-decisions/consumable-product-features.htm 

Marketing Education Resource Center. (2007). Find features, boost benefits 
(Feature-benefit selling) [LAP: SE-113: Presentation Software]. 
Columbus, OH: Author. 

Spitfire. (2002). Features and benefits chart. Retrieved May 5, 2008, from 
http://www.spitfire.us/training6.htm 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Understand sales processes and techniques to enhance customer 
relationships and to increase the likelihood of making sales. 
 

Performance 
Indicator 

Explain the selling process  (SE:048) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12 
 

21st Century 
Skills 

Critical Thinking & Problem Solving 1 
 
 

Objectives a. Identify the components of the selling process. 
b. Describe the importance of establishing relationships with customers. 
c. Describe ways to discover customer needs. 
d. Describe the components of prescribing solutions to customer needs. 
e. Explain the importance of reaching closure in sales situations. 
f. Describe aspects of reaching closure in sales situations. 
g. Describe the importance of reaffirming the buyer-seller relationship. 
h. Describe ways to reaffirm the buyer-seller relationship. 
i. Explain similarities/differences in the ways businesses implement the 

selling process. 
j. Explain the importance of using a selling process. 
 

Sample 
Activity 

Observe a sales presentation in which the salesperson used a selling 
process. Given a list of the components of the selling process, identify what 
was said or took place during the presentation that constituted each phase of 
the selling process. Discuss the responses with the class. 
 

Resources  
  Textbooks Boone, L.E. & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 580-

586]. Mason, OH: Thomson/South-Western. 
Clark, B., Sobel, J,. & Basteria, C.G. (2006). Marketing dynamics (pp. 568-

569). Tinley Park, IL: Goodheart-Willcox. 
Etzel, M.J.; Walker, B.J.; & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 

508-510]. Burr Ridge, IL: McGraw-Hill/Irwin. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006) Marketing essentials (3rd 

ed.) [pp. 278-287, 294-307, 314-319]. Woodland Hills, CA: Glencoe. 
Grewal, D. & Levy, M. (2008). Marketing (p. 518). New York: McGraw-

Hill/Irwin. 
Lamb, C.W., Jr.; Hair, J.F., Jr.; & McDaniel C. (2003). Essentials of marketing 

(3rd ed.) [pp. 481-490]. Mason, OH: South-Western.  
 

  Software/ 
  Online 

Franz, C. (2004, September 27). Dr. Seuss’s 3-step selling process. 
Retrieved May 5, 2008, from http://ezinearticles.com/?Dr.-Seusss-3-Step-
Selling-Process&id=4247 

KnowThis.com. (1998-2008). Activities in the selling process. Retrieved May 
5, 2008, from http://www.knowthis.com/tutorials/principles-of-
marketing/the-selling-process/1.htm 
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Lancaster, G. (n.d.). Selling and sales management. Retrieved May 5, 2008, 
from http://www.da-group.co.uk/main/s6/st72797.htm 

Marketing Teacher. (2000-2008). Lesson—Personal selling. Retrieved May 5, 
2008, from 
http://marketingteacher.com/Lessons/lesson_personal_selling.htm 

Matthews, P. (n.d.). The selling process: Steps to success. Retrieved May 5, 
2008, from http://www.sbdc.uga.edu/pdfs/matthews04.pdf 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Employ sales processes and techniques to enhance customer relationships 
and to increase the likelihood of making sales. 
 

Performance 
Indicator 

Establish relationship with client/customer (SE:110) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Interpersonal 11; Systems 15; Basic Skills 1-2,5-6; Thinking 
Skills 7,12; Personal Qualities 15 
 

21st Century 
Skills 

Communication and Collaboration 1; Social and Cross-cultural Skills 1 
 
 

Objectives a. Describe the importance of establishing relationships with 
customers/clients during the initial contact with them. 

b. Explain techniques for establishing relationships with customers/clients 
during the initial contact with them. 

c. Identify factors affecting the choice of techniques to use in establishing 
relationships with customers/clients during initial contact. 

d. Describe characteristics of effective sales openings. 
e. Explain procedures for establishing relationships with customers/clients 

during initial contacts. 
f. Demonstrate how to establish relationships with customers/clients during 

the initial contact with them. 
 

Sample 
Activity 

Given situations in which a salesperson is about to open the sales 
presentation, write two openings that could be used for each situation. 
Discuss the responses with the class. 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 115-125). Boston: Houghton Mifflin Company. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 578-

580). Tinley Park, IL: Goodheart-Willcox. 
Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 

service (9th ed.) [pp. 308-323]. New York: McGraw-Hill/Irwin. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
174-178]. Mason, OH: Thomson/South-Western. 

 
  Software/ 
  Online 

Galper, A. (2000-2008). How to build great relationships through cold calling. 
Retrieved May 5, 2008, from 
http://www.hooverwebdesign.com/articles/cold-calling-tips.html 

Initial contact. (n.d.). Retrieved May 5, 2008, from 
http://media.techtarget.com/searchCRM/downloads/CyberSelling_Chapt
er_VII.pdf 

Parinello, T. (2008). Crafting an opening sales statement. Retrieved May 5, 
2008, from 
http://www.entrepreneur.com/sales/presentations/article78614.html 
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Silverstein, R. (2007, July 25). How do I build customer rapport? Retrieved 
May 5, 2008, from 
http://www.entrepreneur.com/sales/salescolumnistraysilverstein/article18
2144.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Employ sales processes and techniques to enhance customer relationships 
and to increase the likelihood of making sales. 
 

Performance 
Indicator 

Determine customer/client needs (SE:111) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Interpersonal 11; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 7, 12; Personal Qualities 15 
 

21st Century 
Skills 
 

Critical Thinking and Problem Solving 4, Communication and Collaboration 1, 
Information Literacy 1, Social and Cross-cultural Skills 3 

Objectives a. Define the following terms: open-ended questions, assumptive questions, 
and interpretive questions. 

b. Identify examples of the types of questions used in sales situations. 
c. Explain the importance of questioning in selling. 
d. Explain the timing of questions in selling. 
e. Describe the relationship of customer type to questioning style. 
f. Explain guidelines for questioning customers. 
g. Question customers to obtain information that will help to satisfy their 

needs. 
 

Sample 
Activity 

Create a list of five products that you sell, and write three questions that could 
be asked customers to determine their needs. Discuss the responses with the 
class. 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 336-344). Boston: Houghton Mifflin Company. 
Clark, B.; Sobel, J.; & Basteria, C.G. (2006). Marketing dynamics (pp. 580-

584). Tinley Park, IL: Goodheart-Willcox. 
Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 

service (9th ed.) [pp. 112-119]. New York: McGraw-Hill/Irwin. 
Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 

M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
105-118, 186]. Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 78-80). Mason, OH: South-
Western/Thomson Learning. 

 
  Software/ 
  Online 

Goldner, P.S. (2001, June). The six best questions to ask your customers. 
Retrieved May 5, 2008, from 
http://findarticles.com/p/articles/mi_qa5331/is_200106/ai_n21473358 

Graham, J.R. (2008). How to improve sales productivity: Asking questions 
makes the sale. Retrieved May 5, 2008, from 
http://www.edwardlowe.org/index.elf?page=sserc&storyid=7520&functio
n=story 
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James, G. (2007, August 9). How to uncover customer needs. Retrieved May 
5, 2008, from http://blogs.bnet.com/salesmachine/?p=98 

JustSell.com. (1998-2008). Top 30 open-ended questions. Retrieved May 5, 
2008, from http://www.justsell.com/salestools/openendedquestions.aspx 

Ross, D. (n.d.). When it comes to sales, the question is… Retrieved May 5, 
2008, from http://www.efgp.org/articles/EF%20-
%20The%20Question%20Is.pdf 

Rudin, A. (2007, November 26). The right sales questions will get the right 
answers. Retrieved May 5, 2008, from 
http://www.customerthink.com/article/right_sales_question_get_right_an
swers 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Employ sales processes and techniques to enhance customer relationships 
and to increase the likelihood of making sales. 
 

Performance 
Indicator 

Recommend specific product (SE:114, SE LAP 111) 
 
 

Level Career-sustaining 
 

SCANS Information 5-7; Interpersonal 11; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 7, 12; Personal Qualities 15 
 

21st Century 
Skills 
 

Critical Thinking and Problem Solving 1, Communication and Collaboration 3 

Objectives a. Define the following terms: product substitution, trading-up, and trading 
down. 

b. Explain the importance of meeting customers’ needs when 
recommending specific products. 

c. Explain guidelines for using buying motives when recommending specific 
products. 

d. Identify occasions when product substitution should be used. 
e. Explain guidelines for recommending a specific product to customers. 
f. Demonstrate procedures for recommending specific products to 

customers. 
 

Sample 
Activity 

Develop a role-play situation in which product substitutions are suggested for 
products with which you are familiar. Implement the role-play situation. 
 

Resources  
  LAP Marketing Education Resource Center (2000). Using substitute selling [LAP: 

SE-111]. Columbus, OH: Author. 
Marketing Education Resource Center (2000). Using substitute selling: 

Instructor copy [LAP: SE-111]. Columbus, OH: Author. 
 

  Textbooks Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 
ed.) [pp. 294-300]. Woodland Hills, CA: Glencoe. 

Futrell, C.M. (2006). Fundamentals of selling: Customers for life through 
service (9th ed.) [pp. 112-114]. New York: McGraw-Hill/Irwin. 

Grewal, D. & Levy, M. (2008). Marketing (pp. 520-522). New York: McGraw-
Hill/Irwin. 

Ingram, T.N.; LaForge, R.W.; Avila, R.A.; Schwepker, C.H., Jr.; & Williams, 
M.R. (2004). Professional selling: A trust-based approach (2nd ed.) [pp. 
187-192]. Mason, OH: Thomson/South-Western. 

 
  Workbooks/  
  Manuals 

Greene, C.L. (2003). Selling: Business 2000 (pp. 48-50, 80-81, 149). Mason, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Chitwood, R.E. (2001, January). A buying motive feature-benefit matrix helps 
determine a buyer’s “hot buttons”. Retrieved May 5, 2008, from 
http://www.maxsacks.com/tstimes/tstimes34.html#feature 
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Kehrer, D. (2006). Eight ideas for cross selling success. Retrieved May 5, 
2008, from http://www.business.com/directory/advice/sales-and-
marketing/sales/8-ideas-for-cross-selling-success/ 

Marketing Education Resource Center (2000). Using substitute selling [LAP: 
SE-111: Presentation Software]. Columbus, OH: Author. 

Thomas, G. (2004, August 11). Match selling. Retrieved May 5, 2008, from 
http://grant-one.com/Documents/c.%20Match%20Selling.pdf 

West Cork Enterprise Board. (n.d.). Growing your sales. Retrieved May 5, 
2008, from 
http://www.wceb.ie/download/1/growing%20your%20sales.doc 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Process the sale to complete the exchange. 
 
 

Performance 
Indicator 

Calculate miscellaneous charges (SE:116) 
 
 

Level Career-sustaining 
 

SCANS Information 5, 7-8; Systems 15; Basic Skills 1-3, 5-6; Thinking Skills 12 
 

21st Century 
Skills 
 

Critical Thinking and Problem Solving 1 

Objectives a. Identify types of charges/discounts associated with purchases. 
b. Explain how charges and discounts affect the price of purchases. 
c. Read a tax table to determine the amount of tax on purchases. 
d. Calculate tax on purchases. 
e. Read shipping/delivery tables to determine the amount of shipping/delivery 

charges. 
f. Read an alterations chart to determine alterations fees. 
g. Explain how the use of technology can speed up calculations of charges 

and discounts. 
h. Explain the impact of incorrectly calculating charges/discounts. 
i. Manually calculate miscellaneous charges on purchases. 
j. Manually calculate discounts. 
k. Calculate flat -rate charges and discounts. 
 

Sample 
Activity 

Determine the types of special charges and discounts that are frequently 
calculated at your place of employment. Discuss your findings with the class. 
 

Resources  
  Textbooks Dunne, P.M.; Lusch, R.F.; & Griffith, D.A. (2002). Retailing (4th ed.) [pp. 338-

343]. Mason, OH: South-Western. 
Farese, L.S.; Kimbrell, G.; & Woloszyk, C.A. (2006). Marketing essentials (3rd 

ed.) [pp. 339-340, 340-341]. Woodland Hills, CA: Glencoe. 
Newman, A.J. & Cullen, P. (2002). Retailing: Environment & operations (pp. 

310-312). London: Thomson Learning. 
 

  Workbooks/  
  Manuals 

Townsley, M. (2002). Retail: Business 2000 (pp. 74-76). Cincinnati, OH: 
South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Calloway -West, M.A. (n.d.). Sales and purchase discounts. Retrieved May 6, 
2008, from 
http://www.glc.k12.ga.us/BuilderV03/lptools/lpshared/lpdisplay.asp?Sess
ion_Stamp=&LPID=15912 

ForYouForHome. (n.d.). Shipping rates/delivery. Retrieved May 6, 2008, from 
http://www.foryouforhome.com/GiftCerficatesWrapping.html 

NGP Printing Professionals. (n.d.). 6.5% Ohio retail sales tax chart. Retrieved 
May 6, 2008, from http://www.ngpco.com/salestax.pdf 
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Ralph Lauren. (2008). Customer assistance: Clothing alteration pricing 
schedule. Retrieved May 6, 2008, from 
http://www.ralphlauren.com/helpdesk/index.jsp?display=shopping&subdi
splay=product 

Yahoo Small Business. (2008). Creating a flat rate shipping rule. Retrieved 
May 6, 2008, from 
http://help.yahoo.com/l/us/yahoo/smallbusiness/store/manage/ordersetti
ngs/ordersettings-22.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Process the sale to complete the exchange. 
 
 

Performance 
Indicator 

Process special orders (SE:009) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Interpersonal 11; Systems 15; Basic Skills 1-2, 5-6; Thinking 
Skills 7-9, 12; Personal Qualities 15  
 

21st Century 
Skills 

Communication and Collaboration 1 
 
 

Objectives a.  Define special order. 
b.   Explain how acceptance of special orders affects retailers. 
c.  Explain criteria for accepting special orders. 
d.  Identify paperwork required to process special orders. 
e.  Explain the need to obtain specific information when processing special   

 orders. 
f.  Explain how selling skills can be used in relation to special orders. 
g.  Explain procedures for handling special orders. 
h.  Demonstrate procedures for processing special orders. 
 

Sample 
Activity 

Visit a local retailer to determine the following about special orders: 
a.  Types of special orders handled by the store 
b.  Importance of processing special orders 
c.  Procedures used in processing special orders 
d.  Forms used in processing special orders 
Discuss the findings with the class. 
 

Resources  
  Textbooks Coyle, J.J.; Bardi, E.J.; & Langley, C.J., Jr. (2003). The management of 

business logistics: A supply chain perspective (7th ed.) [pp. 88-91]. 
Mason, OH: Thomson/South-Western. 

Evenson, R. (2007). Award-winning customer service (pp. 54-57). New York: 
AMACOM. 

 
  Software/ 
  Online 

Columbus, L. (2003, September 29). Retailers are turning special orders into 
cash. Retrieved May 6, 2008, from 
http://www.lwcresearch.com/filesfordownloads/RetailersAreTurningSpeci
alOrdersIntoCash.pdf 

Cooley, A. (n.d.). Special orders simplified. Retrieved May 6, 2008, from 
http://www.nurseryretailer.com/Article_Archives/article_detail.asp?Key=1
199 

Pet Product News. (n.d.). Tip of the day: Tips from award winning retailers. 
Retrieved May 6, 2008, from 
http://www.marketingmypetbusiness.com/2008/01/tip-of-day-tips-from-
award-winning.html 
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Knowledge/ 
Skill 
Statement 

Understands the concepts and actions needed to determine client needs and 
wants and respond through planned, personalized communication that 
influences purchase decisions and enhances future business opportunities 
 

Performance 
Element 

Process the sale to complete the exchange. 
 
 

Performance 
Indicator 

Process telephone orders (SE:835) 
 
 

Level Career-sustaining 
 

SCANS Information 5-8; Interpersonal 11; Systems 15; Basic Skills 1-3, 5-6; Thinking 
Skills 12; Personal Qualities 15, 17 
 

21st Century 
Skills 
 

Communication and Collaboration 1 

Objectives a. Describe the nature of telephone orders in selling. 
b. Discuss the importance of speaking slowly and clearly when processing 

telephone orders. 
c. Explain the need for accuracy when processing telephone orders in 

selling. 
d. Discuss procedures for processing telephone orders. 
e. Demonstrate how to process a telephone order. 
 

Sample 
Activity 

Participate in a small-group activity composed of three students. As a group, 
determine and record the actions that are important to take when processing 
incoming telephone orders. Convert the actions into a “Yes/No” checklist that 
can be used to evaluate someone’s processing of telephone orders. Identify 
three incoming-call scenarios, and choose one scenario to role-play. Rotate 
through the roles of salesperson, customer, and evaluator. After all scenarios 
are presented, discuss the strengths and areas needing improvement. 
 

Resources  
  Textbooks Anderson, R.E. & Dubinsky, A.J. (2004). Personal selling: Achieving customer 

satisfaction and loyalty (pp. 47-48). Boston: Houghton Mifflin Company. 
Evenson, R. (2007). Award-winning customer service (pp. 54-57). New York: 

AMACOM. 
Kotler, P. & Keller, K.L. (2006). Marketing management (12th ed.) [p. 611]. 

Upper Saddle River, NJ: Prentice-Hall. 
Ogden, J.R. & Ogden, D.T. (2005). Retailing: Integrated retail management 

(p. 428). Boston: Houghton Mifflin Company. 
Performance Research Associates. (2007). Delivering knock your socks off 

service (4th ed.) [pp. 78-86]. New York: AMACOM. 
 

  Workbooks/  
  Manuals 

Rokes, B. (2002). Customer service: Business 2000 (pp. 59-65). Cincinnati, 
OH: South-Western/Thomson Learning. 

 
  Software/ 
  Online 

Bachler, C.J. (2008). Doing business by phone. Retrieved May 6, 2008, from 
http://www.homebusinessmag.com/customer-service/doing-business-by -
phone.html 
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Docstoc. (n.d.). Telephone sales order form template. Retrieved May 6, 2008, 
from http://www.docstoc.com/docs/450827/Telephone-Sales-Order-
Form-template%5B1%5D 

Egelhoff, T. (2004). How to sell on the phone. Retrieved May 6, 2008, from 
http://smalltownmarketing.com/phone.html 
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Overview  
 

Project-Based Learning Research  
 
Many studies support the importance of project-based learning. Some areas that 
have been investigated include learning content within a relevant context, meeting 
the needs of different styles of learners, and inquiry as a foundation for life-long 
learning. Numerous sources for research are cited in this appendix. These sources 
have been divided into sections identifying where the source was found. Many 
were on the websites of nonprofit organizations dedicated to project-based 
learning and/or to educational advancement. Be sure to periodically check these 
websites (listed at the start of each section) for new research on this up-and-
coming field. 
 

Resources 
 

?  Compiled by Novel Approach Consulting Group, 
www.novelapproachpbl.com. 
 
Grant, M. (2002). Getting a Grip on Project-Based Learning Theory, Cases and 
Recomendations. Meridien (5):1. Overview: This article examines the theoretical 
foundations of project-based learning, particularly constructivism and 
constructionism, and notes the similarities and differences among 
implementations, including project-based science. 
 
Gubels, D; Dochy, F.; Van Den Bossche, P.; & Segers, M. (2005). Effects of 
Problem-Based Learning: A Meta-Analysis from the Angle of Assessment. Review 
of Education Research. (75):1 Overview: This is a rigorous meta-analysis of 
dozens of studies. While it focuses on assessment in particular, it does provide 
readers with a few defining principles of PBL. 
 
Mergendoller, J. & Thomas, J. (2002). Managing Project Based Learning: 
Principles from the Field. Buck Institute for Education whitepaper.  Overview: The 
authors used the results from interviews with 12 teachers who use PBL in their 
classroom to perform a qualitative analysis that sought to define classroom 
management principles. Out of the analysis a series of seven themes emerged.  
 
Thomas, J. (2000). AutoDesk Research Review White Paper. Overview: This 
review examines research related to a teaching and learning model popularly 
referred to as "Project-Based Learning" (PBL). All of the research on Project-
Based Learning has taken place in the past ten years and most of it in just the last 
few years. Since there is not a large body of PBL research, the review is inclusive 
rather than selective. 
 
Wolff, S. (2002). Design Features for Project-Based Learning. Design Share.Com 
(2002). http://www.designshare.com/Research/Wolff/Project_Learning.htm. 
Accessed 8-14-05. Overview: This publication is a condensed version of a doctoral 
research study by Susan Wolff entitled "Relationships among People and 
Spaces: Design Features for the Optimal Collaborative, Project-Based Learning 
Experience."  Although the study was directed primarily at the community college 
level, the findings of the study are pertinent to all levels of education and have 
implications for physical learning environments for other types of active learning 
processes. The findings from the study included a synthesis of 32 design features 
of the physical learning environment that support and enhance collaborative, 
project-based learning. 
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 ?  Compiled by Edutopia Staff, http://www.edutopia.org/project-based-

learning-research  published 11/1/2001  
 
A growing body of academic research supports the use of project-based learning 
in schools as a way to engage students, cut absenteeism, boost cooperative 
learning skills, and improve test scores. Those benefits are enhanced when 
technology is used in a meaningful way in the projects. Following are synopses of 
a range of studies on project-based learning: 
 
British Math Study 
A three-year 1997 study (To view this study, you must be a registered user on the 
Edweek site. Registration is free.) of two British secondary schools -- one that 
used open-ended projects and one that used more traditional, direct instruction -- 
found striking differences in understanding and standardized achievement data in 
mathematics. The study by Jo Boaler, now associate professor of education at 
Stanford University, found that students at the project-based school did better than 
those at the more traditional school both on math problems requiring analytical or 
conceptual thought and on those considered rote, that is, those requiring memory 
of a rule or formula. Three times as many students at the project-based school 
received the top grade achievable on the national examination in math. 
 
Challenge 2000 
In a five-year study, researchers at SRI International found that technology-using 
students in Challenge 2000 Multimedia Project classrooms outperformed non-
technology-using students in communication skills, teamwork, and problem 
solving. The Center for Learning in Technology researchers, led by Bill Penuel, 
found increased student engagement, greater responsibility for learning, increased 
peer collaboration skills, and greater achievement gains by students who had been 
labeled low achievers. The project conducted a performance assessment designed 
to measure students' skills in constructing a presentation aimed at a particular 
audience. Students from Multimedia Project classrooms outperformed comparison 
classrooms in all three areas scored by researchers and teachers: student content, 
attention to audience, and design. The Multimedia Project involves completing one 
to four interdisciplinary multimedia projects a year that integrate real-world issues 
and practices. 
 
Cognition and Technology Group 
A 1992 study of 700 students from 11 school districts in Tennessee found that 
students doing projects using videotaped problems over a three-week period 
performed better in a number of academic areas later in the school year. The 
study, by the Cognition and Technology Group at Vanderbilt University, examined 
student competence in basic math, word problems, planning capabilities, attitudes, 
and teacher feedback. Students who had experience in the project work performed 
better in all categories. The study appeared in Educational Psychologist, 27 (3): 
291-315. 
 
Co-nect 
A 1999 study by the Center for Research in Educational Policy at the University of 
Memphis and University of Tennessee at Knoxville found that students using the 
Co-nect program, which emphasizes project-based learning and technology, 
improved test scores in all subject areas over a two-year period on the Tennessee 
Value-Added Assessment System. The Co-nect schools outperformed control 
schools by 26 percent. 
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Does It Compute? 
Analyzing data from the math portion of the 1996 National Assessment of 
Educational Progress test given to students nationwide, Educational Testing 
Services researcher Harold Wenglinsky found that the effectiveness of computers 
in the classroom depended on how they were used. In his report, "Does It 
Compute?" Wenglinsky found that if computers were used for drill or practice, they 
typically had a negative effect on student achievement. If they were used with real-
world applications, such as spreadsheets, or to simulate relationships or changing 
variables, student achievement increased. Data were drawn from the samples of 
6,227 fourth graders and 7,146 eighth graders. 
 
Expeditionary Learning Outward Bound 
Three elementary schools in Dubuque, Iowa, showed significant test score gains 
after incorporating the Expeditionary Learning Outward Bound (ELOB) program. At 
ELOB schools, students conduct three-to-six-month-long studies of a single topic 
with an emphasis on learning by doing. After two years in the program, two of the 
three schools advanced from "well below average" to "well above the district 
average" on the Iowa Test of Basic Skills. One elementary school raised its 
average score from the 39th to the 80th percentile. After four years in the program, 
student scores were "above the district average in almost every area." Separate 
analyses showed similar test score gains in ELOB programs in Denver, Boston, 
and Portland, Maine. 
 
Laptops 
Since 1996, ROCKMAN ET AL, an independent research firm in San Francisco, 
has studied the impact of widespread use of laptop technology on teaching and 
learning. The focus of the firm's multiyear studies has been on dozens of public 
and private K-12 schools participating in a pilot laptop program sponsored jointly 
by the Microsoft and Toshiba corporations. Through both observation and 
feedback from laptop-using teachers and students, researchers have documented 
a shift from lectures and other teacher-centered forms of delivery to lessons that 
are more collaborative and project-oriented. Teachers, researchers note, become 
facilitators in project-oriented classrooms, with students increasingly assuming the 
role of directors of their own learning. 
 
In a 1998 report, researchers note that three-fourths of the teachers who 
participated in a ROCKMAN ET AL survey reported that project-based instruction 
had increased since the introduction of the laptops in their classrooms. Among the 
many reported benefits of this project-based approach to learning are greater 
student engagement, improved analytic abilities, and a greater likelihood to apply 
high-order thinking skills. 
 
Laptop-using students also performed better on a ROCKMAN ET AL-administered 
writing examination. The research firm did not, however, identify significant 
differences in the standardized test scores of laptop-using students. Researchers 
offered two possible explanations for the lack of significant improvement in this 
area: 1. Standardized tests are not designed to reflect the types of learning that 
laptops support. 2. Because the students had been using their laptops for less than 
two years, it might have been too soon to see noticeable gains in areas that are 
covered by standardized tests. 
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Successful School Restructuring 
A five -year study by University of Wisconsin-Madison researchers found that 
structural school reform works only under certain conditions: 1. Students must be 
engaged in activities that build on prior knowledge and allow them to apply that 
knowledge to new situations. 2. Students must use disciplined inquiry. 3. School 
activities must have value beyond school. In their report, "Successful School 
Restructuring," the researchers at Wisconsin's Center on Organization and 
Restructuring of Schools found that even innovative school improvements, such as 
portfolio assessment and shared decision making, are less effective without 
accompanying meaningful student assignments based on deep inquiry. 
Reseachers analyzed data from more than 1,500 elementary, middle, and high 
schools and conducted field studies in 44 schools in 16 states between 1990 and 
1995. 
 
Union City, New Jersey School District 
The Center for Children and Technology at the Education Development Center, 
Inc., monitored a two-year technology trial that was first implemented in the district 
in September of 1993. The study found that after multimedia technology was used 
to support project-based learning, eighth graders in Union City, New Jersey, 
scored 27 percentage points higher than students from other urban and special 
needs school districts on statewide tests in reading, math, and writing 
achievement. The study also found a decrease in absenteeism and an increase in 
students transferring to the school. Four years earlier, the state had been 
considering a takeover because Union City failed in 40 of 52 indicators of school 
effectiveness. 
 
 
 

 
Source: Foundations for the Road Ahead: Project-Based Learning and 
Information Technologies 
http://www.iste.org/Content/NavigationMenu/Research/Reports/The_Road_Ahead
_Background_Papers_1997_/Project-Based_Learning.htm#Research 
 
Research Supporting Project-Based Learning 
Project-based learning is a versatile approach to instruction that can readily be 
used in conjunction with other approaches. Teachers who make extensive use of 
project-based learning are blending a number of educational ideas—each 
supported by substantial research. This section contains very brief summaries of 
some of the areas of educational research that underlie project-based learning. 
 
Constructivism is a widely supported educational theory that rests on the idea that 
students create their own knowledge in the context of their own experiences 
(Fosnot, 1996). Constructivism focuses on students being actively engaged in 
"doing," rather than passively engaged in "receiving" knowledge. Project-based 
learning can be viewed as one approach to creating learning environments in 
which students construct personal knowledge. 
 
Howard Gardner and David Perkins are the co-directors of Project Zero at Harvard 
University, a large and long-continuing project that conducts research on ways to 
improve content, pedagogy, and assessment in education. Howard Gardner's 
theory of multiple intelligences, first put forth in 1983, supports the need for 
personalization of schooling (Gardner, 1995). He argues that each person has a 
number of different types of intelligence. For example, people have musical 
intelligence, linguistic intelligence, and logical-mathematical intelligence. Through 
appropriate training and experience, these various intelligences can be 
enhanced—a person can develop his or her own individual potentials. Gardner 
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strongly supports the use of project-based learning as one approach to creating a 
learning environment that enhances each student's multiple intelligences. 
In his 1992 book, Smart Schools, David Perkins analyzes a number of different 
educational theories and approaches to education. His analysis is strongly 
supportive of Gardner's theory of multiple intelligences. Perkins' book contains 
extensive research-based evidence that education can be considerably improved 
by more explicit and appropriate teaching for transfer, focusing on higher-order 
cognitive skills, and the use of project-based learning. 
 
Inquiry-based learning,  or discovery-based learning, often involves hypothesis 
generation and testing. The emphasis may be on discovering specific facts or on 
developing a higher-order understanding of the topic and ideas being explored. 
Students are encouraged to develop curiosity as a habit, and to approach all 
learning with a disposition toward questioning and systematic investigation. 
Research indicates that hands-on, inquiry-based instruction is generally more 
effective than traditional didactic presentation in improving problem solving ability 
in particular subject domains (Helgeson, 1992, p. 53). Project-based learning often 
makes use of inquiry-based teaching methods. 
 
Project-based learning frequently includes teams of students engaged in 
cooperative learning and collaborative problem solving as they work to complete a 
project. Cooperative learning has been shown to be effective in improving 
academic and social skills; however, successful cooperative learning requires 
careful organization, and sometimes explicit training in collaboration and 
communication (Johnson, 1986; Johnson & Johnson, 1989). Project-based 
learning provides an authentic environment in which teachers can facilitate 
students increasing their skills in cooperative learning and collaborative problem 
solving. 
 
One can draw a parallel between project-based learning and process writing. Many 
teachers are familiar with presenting writing as a process, and are aware that the 
steps of process writing—brainstorming, organizing ideas, developing a draft, 
obtaining feedback, revising, and publishing—are similar to those required in many 
other creative projects. In many cases, reports or computer-aided presentations 
created through process writing constitute a project's final product. 
 
Additional support for project-based learning can be found in the various 
"standards" reports that have been developed by organizations such as the 
National Academy of Sciences and the National Council of Teachers of 
Mathematics. Such reports stress the need for students being engaged in 
authentic and multidisciplinary tasks—which are hallmarks of many project-based 
learning environments. 
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 Managing Project Based Learning: 
Principles from the Field 
John R. Mergendoller, Ph.D. (john@bie.org) 
Buck Institute for Education 
18 Commercial Boulevard 
Novato, California 94949 
 
Abstract 
This investigation describes classroom management techniques used by teachers 
who were expert in the use of project-based learning instructional strategies. The 
authors interviewed 12 teachers, and subjected their descriptions of classroom 
practice to a qualitative analysis. Fifty-three classroom management principles 
emerged, grouped under seven themes and 18 sub-themes. Themes included: 
Time Management, Getting Started, Establishing a Culture that Stresses Student 
Self-Management, Managing Student Groups, Working with Others Outside the 
Classroom, Getting The Most Out of Technological Resources, and Assessing 
Students and Evaluating Projects. Researchers are encouraged to include the 
wisdom of experienced teachers in future research on effective classroom 
practices. 
 
For complete article, visit http://www. bie.org/files/researchmanagePBL.pdf 
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Introduction 
to Projects 

Instead of using traditional classroom instructional methods (i.e., lectures), 
teachers can incorporate hands-on projects that become the instructional method 
through which students acquire understanding of the content. To that end, 
learning outcomes from various instructional areas are grouped together as the 
curricular backbone of several projects that could be incorporated into the 
Marketing Principles course. Students may address these learning outcomes 
simultaneously, rather than in the sequential manner occurring in traditional 
courses. The learning outcomes, therefore, are not specified for coverage during a 
specific week of the semester, but are tied to projects and can be acquired at any 
point during the project. 
 
In addition to the performance indicators addressed in each project, additional 
components are included to guide instruction. These components include: 
Project Title 
 Each project is identified with a project title that captures the intent of the 

activity. The three project titles in the Marketing Principles course guide are: 
  Don’t Be Such an Oxymoron 
  Tick Tock, Tech Talk 
  Mascot Mystery 
Timeframe 
 A number of weeks for each project is specified to guide teachers in allocating 

class time for students to master the performance indicators and complete all 
project activities. The timeframes are flexible to allow teachers leeway with 
scheduling. 

Briefings 
For some topics, instructors should provide mini-lectures, referred to as 
Briefings. A topical outline for each Briefing is provided following each project. 

Driving Questions 
 Each project addresses a “driving question” that encapsulates the purpose of 

the activity, the problem to be solved, or the question to be answered. 
Entry Events 

To catch students’ attention and get them interested in the projects, an entry 
event has been recommended for each project. When appropriate, alternative 
ideas are provided for instructors to select what would be of most interest to 
their students and most feasible to implement at the local level. 

Checkpoints 
 These represent the various opportunities for student assessment: deliverables, 

quizzes, tests, and exams. Rubrics to support assessment appear after each 
project. 

Reflections 
 Research indicates that student learning is enhanced when students are given 

time to reflect on what they have learned. To that end, topics for reflection have 
been identified. Instructors should identify additional opportunities for reflection. 

Teacher Tips 
Reminders and information needed for project implementation are provided in 
Teacher Tips at the end of each project. 

 
Instructors should make every effort to adhere to the timeframe specified so that 
students have adequate time to master the performance indicators associated 
with projects and briefings. 
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Project 1 Don’t Be Such an Oxymoron 

 
Overview In this project, students will develop an understanding of the marketing functions—

channel management, marketing-information management, pricing, 
product/service management, promotion, and selling. Each student will conduct 
secondary research to develop a rough draft of a marketing “handbook” which 
contains a description and pictures of each marketing function as well as a 
discussion of legal and ethical issues for each function. After the individual rough 
drafts are completed, team members will compare their rough drafts to develop a 
final draft of the handbook for their team. Each team has the opportunity to choose 
the form of their handbook (e.g., word document, presentation, video, etc.), as long 
as the handbook can be delivered digitally. After completing their final draft, each 
team will send its work electronically to a college marketing professor who will 
select the best, most accurate marketing handbook. That handbook will then be 
distributed to college students. 
 

Timeframe 3-4 weeks 
 

Performance 
Indicators 

Students should master the following performance indicators during the project 
through their research efforts or through briefings, identified with asterisks. The 
page numbers for the planning guide sheets are cited after each statement. 
• Explain marketing and its importance in a global economy (MK:001, BA LAP 

11) (CS) (p. 5-23)* 
• Describe marketing functions and related activities (MK:002, MK LAP 1) (CS) 

(p. 5-25)* 
• Explain the nature and scope of channel management (CM:001) (CS) (p. 5-29) 
• Explain legal considerations in channel management (CM:005) (SP) (p. 5-36) 
• Describe ethical considerations in channel management (CM:006) (SP)  

(p. 5-38) 
• Explain the nature and scope of the marketing information management 

function (IM:001) (SP) (p. 5-44) 
• Explain the role of ethics in marketing-information management (IM:025) (SP) 

(p. 5-46) 
• Explain the nature and scope of the pricing function (PI:001, PI LAP 2) (SP)  

(p. 5-74) 
• Describe the role of business ethics in pricing (PI:015) (SP) (p. 5-76) 
• Explain legal considerations for pricing (PI:017) (SP) (p. 5-79) 
• Explain the nature and scope of the product/service management function 

(PM:001) (SP) (p. 5-83) 
• Explain business ethics in product/service management (PM:040) (SP)  

(p. 5-89) 
• Identify consumer protection provisions of appropriate agencies (PM:017) (SP) 

(p. 5-95) 
• Explain the role of promotion as a marketing function (PR:001, PR LAP 2) (CS) 

(p. 5-105) 
• Describe the use of business ethics in promotion (PR:099) (SP) (p. 5-111) 
• Describe the regulation of promotion (PR:101) (SP) (p. 5-115) 
• Explain the nature and scope of the selling function (SE:017, SE LAP 117) 

(CS) (p. 5-126) 
• Explain business ethics in selling (SE:106, SE LAP 129) (SP) (p. 5-134) 
• Describe the nature of selling regulations (SE:108) (SP) (p. 5-138) 
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Project 1 Don’t Be Such an Oxymoron (cont’d) 
 

Briefings To augment the project, briefings should be provided. Content for the briefings is 
provided on the page numbers identified after each topic. 
 

Topic Briefing 

Group Contracts 

Project Plans 
An Introduction to Marketing & Marketing Functions 

p. 6-12 

p. 6-15 
p. 6-20 

 
 
Entry Event 

 
Display examples of oxymorons, and ask students what they have in common. 
Examples include: 
Cold heat 
Hell’s Angels 
Jumbo shrimp 
Original copy 
Exact estimate 
 
Explain that they are examples of oxymorons. Ask the driving question. 
 

Driving  
Question 

Is ethics in marketing an oxymoron? 
 
 

Checkpoints Details Assessment 

  Group Contract Each team develops a contract for how the team will 
operate, including how to handle conflict and 
consequences for team members that don’t participate. A 
sample group contract is provided on page 6-13. 
 

Complete/ 
Incomplete 

  Project Plan Team develops a written project plan to be used as a 
guide for completing tasks within the project. A sample 
project plan is provided on page 6-16, and a blank project 
plan form is provided on page 6-18. 
 

Developing a Project 
Plan Rubric (p. 6-22) 
 

  Rough Draft of 
  Individual’s 
  Marketing 
  Handbook 

Each team determines what medium it wants to use for its 
marketing handbook. The handbook could be in the form 
of a Word document, a Power Point presentation, a video, 
etc., as long as the final draft can be delivered digitally. 
Then, each student develops a rough draft of her/his 
marketing handbook. Keep in mind that the intended 
audience is entry-level college marketing students, and 
the handbook serves as a teaching tool for them. The 
handbook contains a description and pictures of each 
marketing function, as well as a discussion of ethical and 
legal issues associated with each marketing function. The 
handbook should have a public service announcement 
(PSA) “feel” to it. For examples of PSAs, visit 
http://www.adcouncil.org/gallery.html 
 

Complete/ 
Incomplete 
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Project 1 Don’t Be Such an Oxymoron (cont’d) 
 

  Final Draft of 
  Group’s 
  Marketing 
  Handbook 

After each team member has finished his/her rough draft 
of the marketing handbook, team members will compare 
their work to create a final version of the marketing 
handbook for their team. The team should create the final 
draft using the medium that they chose early in the 
project. After completing their final product, each team will 
e-mail their handbook to their teacher and to a college 
marketing professor. The college professor will select the 
best team handbook from the class, and that handbook 
will be distributed to college students in introductory 
marketing courses. 
 

Marketing Handbook 
Rubric (p. 6-24) 

Teacher Tips The following tips are offered to aid in project 
implementation: 
• Encourage students to be creative when determining 

what form their team’s final product will be. Offer them 
a variety of software programs to choose from (e.g., 
word processing, presentation, desktop publishing, 
etc.) and make digital cameras and video cameras 
available to the students.  

• Invite the college marketing professor to class to 
kickoff and to conclude this project. Knowing that their 
final product will be seen and used by college 
students will push students to excel. 
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Topic Group Contracts 
 

Key Points Explain the purpose of group contracts.  
 To provide a foundation for how each group will function, addressing how 

problems will be handled 
 

 Identify components of group contracts.  
 Members’ Names 
 Group Constitution 
  Absence Policy 
  Work Policy 
  Leadership Policy 
  Work Ethics 
  Member Dismissal 
 Signatures 
 

 Ask students to brainstorm ideas for other possible components of group 
contracts.  
 

 Optional: Provide sample for review (pp. 6-13-6-14). 

NOTE: Providing students with a sample group contract may hinder creativity 
during the group contract development process, since some students will be 
tempted to copy the sample rather than write their own original group 
contract. 
 

 Discuss skills needed to set up group contracts.  
 Communication skills 
 Negotiation skills 
 Anticipation of potential problems 
 Problem-solving skills 
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GROUP CONTRACT 
 
Members 
Carlie, Otis, Neff, Rennie, Joe, Vince  
 
Group Constitution 
 
Forward: This contract is a binding legal document and governs the group until the assigned project 
deadline. If the group separates, or a member is fired, the basic contract laws remain intact for both 
parties. However, being fired may cause work responsibilities to shift. 
 
Article I: Absence Policy 
 
a. If a group member will be absent on a day in which work is due, they must tell another group member 

a day in advance and have all work that they are responsible for turned in. All group members must 
stick to the provided agenda to have the assignments completed on time. If there will be an 
unexpected absence, the group member is to complete the work from home and email another group 
member to let them know they are gone for the day.  

 
b. Group members will contact one another if they are absent for any amount of period during the time 

allotted for working on the projects. 
 
Article II: Work Policy 

 
a. Any member that is mentally or physically disabled and can prove that they cannot complete the work 

assigned to them alone may acquire assistance from other group members to help complete it. This 
will only apply for work that is group work and not individual work, and work will only be finished by 
that group member, and the assisting group member will not write it. 

 
b. Each group member will work to the best of their ability, making sure the completed work is up to 

standards, and that they complete it with punctuality. 
 

c. If a group member commits plagiarism, they are solely responsible and incur the punishment on their 
own. 

 
Article III: Leadership 
 
a. At the beginning of the project, a leader will be voted upon democratically. If a group member is 

absent at the time of voting, they waive their right to participate in voting. The person who wins the 
most votes becomes the leader. If there is an unclear outcome (same number of votes for different 
people), the group will have no leader until one can be chosen by a revote. 

 
b. By being elected leader, the person must perform the following duties:  
 

1. Organize group meetings. 
 2. Create and enforce a group agenda to govern group progress. 
 3. Organize any out-of-school project efforts. 

4. Provide communication between group members in order to help individuals work towards the 
project goal. 

 
If they fail to perform these duties, or another person is also carrying them out, a revote may be 
taken to determine whether to obtain a new leader. 
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Article IV: Work Ethics 
 
a. If a group member does not complete work they were assigned, the punishment for the 

infringement will be of detriment solely to the group member at fault. No negative grading 
shall be given to any other group members.  

 
Article V: Member Dismissal 

 
a. The following conducts will result in a group member being able to be dismissed: 

i. Incomplete or missing group work 
ii. Plagiarism or any form of cheating 
iii. If group member decides to leave under his or her own will 
 

b. Any group member leaving under their own will may submit all their own work, while the other group 
members may not. Any group member fired for breaking any of the conducts under Article V-a (i-iii) will 
have their work taken from their possession to be used at the discretion of the original group, but not for 
the individual being fired. In addition, any fired member may not use any work completed by other 
group members, subject to punishment under Article 2-c. 

 
c. If a group member leaves under the stipulation of Article V-a, they retain all the work they have 

already provided for the group. The original group cannot use this work or it is subject to punishment 
under Article 2-c. 

 
Article VI: Signature 
 
By signing this contract, the following group members abide to the articles above. If any member fails to 
abide by the articles of this contract, they may be fired from the group given at least a 50% vote in favor 
of firing the individual. 
 
Signatures: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Novel Approach Consulting Group, www.novelapproachpbl.com 



Section 6 Projects for Marketing Principles  Page 6-15 

 

 Marketing Principles   
 Copyright 2009, Marketing Education Resource Center®  

 
Topic Group Project Plan 

 

Key Points Explain the purpose of a project plan. 
To ensure that all participants know and understand their roles and 
responsibilities in projects and when their work is due 

 
 Identify the components of a project plan. 

Project objective 
Tasks to be completed 
Resources needed 
Due dates for each task 
Responsibility for each task 
Status 
 

 Provide sample of project plan. 
 

 Suggest techniques for creating group project plan. 

Ask each group to complete a project plan after the details of the project have 
been explained by the instructor and discussed as a class. 

Explain that each group should create its own project plan with all members 
participating in the process. 

Encourage group members to sign the project plan to encourage 
accountability. 

Let students know that the project plan can also be used to report project 
status to the instructor on a weekly basis. (Determine whether you want 
students to submit weekly status reports using the project plan). 
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PROJECT MANAGEMENT PLAN - Sample 
 
This document serves two purposes in every project: 

A) Project planning guide 
B) Project status report  
 

Instructions: 
« Each team works together to determine 

o Project objective 
o Tasks to be completed for a successful fulfillment of the project objective 
o Resources needed to complete each task (if any) 
o Person(s) responsible for completing each task 
o Due date for each task   

« The first four columns of the table below (task, responsible, resources, and due date) serve as 
the guiding document through the end of the project. Make one copy of the table per week 
the project lasts (for a five-week project, make five copies) 

« At the end of each week, use one copy to fill in the last three columns of the table.  This 
serves as a weekly status report for your teacher.  

 
Members of my group Hannah, Cole, Zoe, Bryce 
Project Name: Spanish Club Recruitment Brochure 

Project Objective: Design an informative brochure for 9-11 graders that will raise their 
interest in joining the Spanish Club and direct them to get more 
information from Mrs. Gonzalez.  Design must be ready-to-print in 
four weeks. 
 

 
 
Task Who Is 

Responsible  
Resources  
Needed 

Due Status  Date  
turned in 

Initial meeting with Mrs. Gonzalez: 
gather information on club projects, 
requirements, etc., as well as 
brochure details (color? photos? etc.) 
 

Team n/a Wk 1   

Attend Spanish Club meeting. 
Interview current club members & 
take digital pictures  
 

Cole & Zoe Digital 
camera 

Wk 1   

Check printing costs at 3 print shops 
 

Hannah n/a Wk 1   

Team meeting: update on week’s 
tasks 
 
 

Team n/a Wk 1   
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Task Who Is 
Responsible  

Resources  
Needed 

Due Status  Date  
turned in 

Questionnaire developed, distributed, 
and results compiled to determine 
why students would join Spanish 
Club 

Team n/a Wk 2   

Create pencil sketch of brochure 
 

Bryce n/a Wk 2   

Team comments on pencil sketch and 
changes made as needed 

Team n/a Wk 2   

Team meeting: update on week’s 
tasks 

Team n/a Wk 2   

Pencil sketch to Mrs. Gonzalez for 
comments 

Bryce n/a Wk 3   

Pencil sketch changes made and 
resubmitted to Mrs. Gonzalez 

Bryce n/a Wk 3   

Quotes obtained from Spanish Club 
members as needed 

Zoe n/a Wk 3   

First draft of brochure completed in 
Microsoft Publisher 

Hannah & 
Cole 

Microsoft 
Publisher 

Wk 3   

Team meeting: update on week’s 
tasks 

Team n/a Wk 3   

Comments from team and changes 
made as needed 

Team n/a Wk 4   

Submitted to Mrs. Gonzalez mid-
week to allow time for changes if 
needed 

Team n/a Wk 4   

Final to Mrs. Gonzalez 
 

Team n/a Wk 4   

 
 
Team Signatures: 
 

__Hannah________________________  __Cole_______________________ 
 
 

__Bryce_______________________  __ZOË____________________ 
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PROJECT MANAGEMENT PLAN 
 
This document serves two purposes in eve ry project: 

A) Project planning guide 
B) Project status report  
 

Instructions: 
« Each team works together to determine 

o Project objective 
o Tasks to be completed for a successful fulfillment of the project objective 
o Resources needed to complete each task (if any) 
o Person(s) responsible for completing each task 
o Due date for each task   

« The first four columns of the table below (task, responsible, resources, and due date) serve as 
the guiding document through the end of the project. Make one copy of the table per week 
the project lasts (for a five-week project, make five copies) 

« At the end of each week, use one copy to fill in the last three columns of the table.  This 
serves as a weekly status report for your teacher.  

 
Members of my group  

 
Project Name:  

Project Objective:  
 

 
 
Task Who Is 

Responsible  
Resources  
Needed 

Due Status  Date  
turned in 

Check 
off box 

 
 

     q 

 
 

     q 

 
 

     q 

 
 

     q 

 
 

     q 

 
 

     q 

 
 

     q 

 
 

 
 
 

    q 
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Task Who Is 
Responsible  

Resources  
Needed 

Due Status  Date  
turned in 

Check 
off box 

 
 

     q 

 
 

     q 

 
 

     q 

 
 
Team Signatures: 
 
 
__________________________________     __________________________________ 
 
 
 
__________________________________     __________________________________ 
 
 
 
__________________________________     __________________________________ 
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Topic Marketing and Its Importance and Marketing Functions 
 

Key Points Define marketing. 
 

 Identify marketing activities.  
1. Planning 
2. Pricing 
3. Promoting 
4. Distributing 
 

 Explain that marketing can take place wherever customers are. 
 

 Categorize items that are marketed. 
1. Goods 

a. Durable 
b. Nondurable 

2. Services 
3. Organizations  
4. Places  
5. Ideas 
6. People 
 

 Define marketing concept.  
Marketing concept defined: a philosophy of conducting business that is 
based on the belief that all business activities should be aimed toward 
satisfying consumer wants and needs while achieving company goals 

 
 Explain the elements of the marketing concept.   

1. Customer orientation: Do it their way. 
2. Company commitment: Do it better.  
3. Company goals: Do it with success in mind.  
 

 Explain the role of marketing in a private enterprise system. 
1. Marketing fits into every facet of our lives. 
2. Marketing provides benefits that make our lives better, promote using 

natural resources more wisely, and encourage international trade.  
3. Without marketing, we would be forced to be self-sufficient. 

 
 Explain how marketing benefits our society.   

1. Makes our lives better.  
2. Promotes using the earth’s resources more wisely. 
3. Encourages trade between nations. 
 

 Describe ways in which consumers and businesses would be affected if 
marketing did not exist.  
1. Without marketing, our nation would have difficulty linking producers 

with customers. 
2. Without marketing, our own routines would be different because 

marketing shapes even the little things we do.  
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Topic Marketing and Its Importance and Marketing Functions (cont’d) 
 

 Explain that marketing functions are interrelated activities that must work 
together to get goods and services from producers to customers.  
 

Key Points Explain that the six marketing functions must work together to attract target 
customers to the business.  
 

 Describe the six marketing functions.  
 
1. Channel management involves identifying, selecting, monitoring, and evaluating 

sales channels 
2. Marketing-information management involves gathering, accessing, 

synthesizing, evaluating, and disseminating information. 
3. Pricing involves determining and adjusting prices to maximize return and 

meet customers’ perceptions of value.  
4. Product/Service management involves obtaining, developing, 

maintaining, and improving a product or service mix in response to 
market opportunities. 

5. Promotion involves communicating information about goods, services, 
images, and/or ideas to achieve a desired outcome.  

6. Selling involves determining client needs and wants and responding through 
planned, personalized communication that influences purchase decisions and 
enhances future business opportunities. 

 
 Discuss the importance of each marketing function. 

1. Channel management 
 a. Determines who will offer products and where they will be offered 
 b. Develops relationships with channel members 
 c. Assesses quality of vendor performance 
2. Marketing-information management 
 a. Provides data that can be used for business decision-making 
 b. Provides data about effectiveness of marketing efforts 
 c. Provides data about customer satisfaction, customer loyalty, needs, and wants 
3. Pricing 
 a. Establishes products’ prices 
 b. Determines whether prices need to be adjusted 
 c. Sets policies and objectives for prices 
4. Product/service management 
 a. Helps to determine which products a business will offer and in what quantities 
 b. Aids in determining and developing a company’s/product’s image 
 c. Provides direction for other marketing activities based on changes in a 

product’s life cycle 
5. Promotion 
 a. Reminds customers about products/businesses 
 b. Informs customers about products/businesses 
 c. Persuades customers about products/businesses 
6. Selling 
 a. Creates a following of loyal customers 
 b. Completes the exchange transaction 
 c. Provides services for customers 
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Rubric: Developing a Project Plan 

 

Criteria Professional Experienced Developing Novice 

q All components of the 
project plan were complete 
and in writing. 

q All components of the project 
plan were addressed in 
writing, but some aspects 
needed further description. 

q Most of the project plan’s 
components were in writing; 
the missing elements 
diminished the plan’s 
effectiveness. 

 

q Many of the project plan’s 
components lacked sufficient 
detail to take action or were 
missing altogether. 

Content 
 
The information 
communicated by 
the project plan 

40 points  
q The project plan’s objective 

gave a clear, compre-
hensive description of the 
project’s scope and 
schedule. 

q The project plan’s objective 
gave a clear des cription for 
the most part, but one of the 
items needed some 
clarification. 

 

q The project plan’s objective 
descriptions were difficult to 
follow/understand. 

q The project plan’s objectives 
were neither attainable nor 
measurable. 

 q Needed resources were 
clearly identified. 

q Most resources were clearly 
identified. 

q Some critically needed 
resources were not identified. 

q Needed resources were too 
incomplete or were missing 
altogether. 

 
 q The project plan contained 

specific activities/tasks. 
q For the most part, the project 

plan contained specific 
activities/tasks. 

q The project plan did not 
specifically contain all 
activities/tasks. 

 

q The project plan contained 
very few activities/tasks. 

 q The project plan clearly 
specified persons 
responsible for each task. 

q For the most part, the project 
plan specified persons 
responsible for each task. 

q The project plan did not 
clearly specify persons 
responsible for each task. 

 

q The project plan did not 
specify persons responsible 
for each task. 

 q The project plan contained 
specific deadlines. 

q For the most part, the project 
plan contained specific 
deadlines. 

 

q The project plan did not 
contain specific deadlines. 

q The project plan did not 
contain deadlines. 

 q The project plan included 
easy-to-follow table or 
sequence-of-events flow 
chart. 

q The project plan included 
table or sequence-of-events 
flow chart, but some sections 
were not easy to follow. 

q The project plan included 
table or sequence-of-events 
flow chart, but it was too 
broad; important, smaller 
steps were omitted. 

 

q The project plan omitted 
table or flow chart; did not list 
sequence-of-events. 
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Rubric: Developing a Project Plan 
 

Criteria Professional Experienced Developing Novice 

q The project plan’s objective 
was clear, attainable, and 
measurable. 

q The project plan’s objective 
was clear and measurable, 
but difficult to attain. 

 

q The project plan’s objective 
was stated in measurable 
terms. 

q The project plan’s objective 
was unclear and not stated 
in measurable terms. 

q All activities were logically 
sequenced and supported 
the project plan’s objective. 

q Most activities were logically 
sequenced and supported the 
project plan’s objective. 

q Several activities had gaps in 
sequence, were not in logical 
order, and/or did not support 
the project plan’s objective. 

 

q The sequence of activities 
made no sense and did not 
support the project plan’s 
objective. 

Appropriateness 
 
Suitability; 
compatibility of one 
part of the plan with 
all other parts 

35 points 
 

q Individual activity deadlines 
were realistic for achieving 
goals. 

q Most individual activity 
deadlines were realistic for 
achieving goals. 

q Several individual activity 
deadlines were not realistic 
for achieving goals. 

 

q Most individual activity 
deadlines were totally 
unreasonable. 

Organization 
 
How the information 
is put together; the 
flow of the project 
plan 

10 points 

 

q Main points were easy to 
follow and logical with 
points building on each 
other. 

q Main points were generally 
easy to follow and logical. 

q Main points were generally 
logical but difficult to follow. 

q Main points were so difficult 
to follow that their logic could 
not be determined, or they 
were illogical. 

q Ideas were expressed 
clearly in language that was 
easy to understand. 

q Ideas were expressed clearly 
with only a few words being 
difficult to understand. 

q Both ideas and words 
required much effort to 
understand. 

q Ideas were vague and 
elusive, and language was 
difficult to understand. 

 

Communication 
Skills 
 
Ability to express 
oneself so as to be 
understood by others 

15 points 
 

q The project plan was neat, 
grammatically correct, and 
error-free. 

q The project plan was neat but 
contained minor errors that 
did not detract from the total 
plan. 

 

q The project plan contained 
some spelling and gram -
matical errors that were 
distracting. 

q The project plan was messy, 
with many errors in spelling 
and grammar. 
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Rubric: Marketing Handbook 

 

Criteria Professional Experienced Developing Novice 

q Legal issues were current, 
fully supported by 
research, and addressed 
all marketing functions. 

 
 
 
 

q Legal issues were current 
and addressed all marketing 
functions but lacked 
supporting documentation in 
a few cases. 

 

q Legal issues were current and 
addressed all marketing 
functions, but not supporting 
documentation was provided. 

q Legal issues were not provided 
for all marketing functions, and 
they lacked supporting 
documentation.. 

Content 
 
The ethical and legal 
issues associated 
with channel 
management, 
marketing-
information 
management, market 
planning, pricing, 
product/ service 
management, 
promotion, and 
selling 

40 points  

q Ethical issues were 
current, fully supported by 
research, and addressed 
all marketing functions. 

q Ethical issues were current 
and addressed all marketing 
functions but lacked 
supporting documentation in 
a few cases. 

 

q Ethical issues were current 
and addressed all marketing 
functions, but no supporting 
documentation was provided. 

 

q Ethical issues were not provided 
for all marketing functions, and 
they lacked supporting 
documentation. 

q Ideas were expressed 
clearly in the audience’s 
own language and were 
easy to understand. 

q Ideas were expressed 
clearly with only a few 
words being difficult to 
understand. 

 

q Both ideas and words required 
effort to understand. 

q Ideas were vague and elusive, 
and language was difficult to 
understand. 

q Visual aids and sound 
effects supported, 
focused, clarified, and 
reinforced information 
given. 

 

q Visual aids and sound 
effects added some support 
to the information given. 

q Visual aids and sound effects 
were related to the 
information given, but did not 
clarify or reinforce it. 

q Visual aids and sound effects 
detracted from the presentation 
raising many questions. 

q Report was neat, 
grammatically correct, and 
error-free. 

 

q Report was neat but 
contained minor errors that 
did not detract from total 
report. 

q Report contained slight 
smudges, blurred letters, and 
grammatical errors that were 
distracting. 

 

q Report was messy, with many 
errors in spelling and grammar. 

Communication 
 
Ability to express 
oneself so as to be 
understood by others  

30 points  

q Message was personal for 
the intended audience, 
delivered a core thought, 
and grabbed their 
attention with the first 
sentence. 

q Message was personal for 
the intended audience, 
delivered a core thought, 
but failed to immediately 
catch their attention. 

 

q Message was personalized for 
the intended audience and 
attracted their attention, but 
delivered several ideas rather 
than a core idea. 

q Message was untargeted, 
rambling, and failed to attract 
attention. 
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Rubric: Marketing Handbook 
 

Criteria Professional Experienced Developing Novice 

q Main points were easy to 
follow and logical with 
points building on each 
other. 

q Main points were generally 
easy to follow and logical. 

q Main points were logical but 
difficult to follow. 

 

q Main points were so difficult to 
follow that their logic could not 
be determined, or they were 
illogical. 

 
q Sections were clearly 

identified and titled, and 
material was easily 
located. 

 

q Sections were clearly 
identified and title; only a 
few items were difficult to 
locate. 

q Some sections were not 
identified or titled, and several 
items were difficult to locate. 

q Sections ran together or were 
not identified or titled; and 
material was difficult to locate.  

 

Organization 
 
How the information 
is put together; the 
flow of the marketing 
handbook as public 
service 
announcements  

30 points 
 q Supporting documentation 

was complete and clearly 
presented so that the 
media would know when 
and for how long to run 
the public service 
announcement. 

 

q Supporting documentation 
was clearly labeled, but 
some items were missing. 

q Some supporting 
documentation was missing, 
and some was inaccurately 
labeled. 

 

q Supporting documentation was 
not provided. 

 q Number of words in the 
public service 
announcement was 
appropriately targeted for 
the designated timeframe 
(i.e., 20-25 words for 10 
seconds, 30-35 words for 
15 seconds, 40-50 words 
for 20 seconds, or 60-75 
words for 30 seconds). 

 

q Number of words in the 
public service 
announcement were slightly 
above/below the number 
designated for the 
timeframe but could fit the 
parameters without 
damaging the message’s 
clarity. 

q Number of words in the public 
service announcement was 
slightly above/below the 
number des ignated for the 
timeframe, and the message’s 
clarity was slightly hindered. 

q Number of words in the public 
service announcement was 
greatly over/under the 
designated timeframe, and the 
message’s clarity was 
damaged. 
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Project 2 Tick Tock, Tech Talk 

 

Overview In Tick Tock, Tech Talk , students become acquainted with forms of technology 
used by marketing personnel at different local businesses. Each team pulls a slip 
of paper from a “hat.” That slip of paper will contain the name and/or type of 
business that the team needs to research and visit. Each team should have a 
different business to research and visit. Team members conduct secondary 
research to become acquainted with their assigned business and marketing 
technology, and after completing its research, each team visits its business and 
interviews marketing personnel there. The team should inquire about the use of 
technology in each of the marketing functions at its business. If possible, team 
members should use their cell phones to take photos of the technology in action. 
After visiting a business, each team creates an informal PowerPoint presentation 
containing their photos and shares its presentation with the class. The class should 
compare technology across the marketing functions and businesses and discuss 
possible reasons for similarities and differences. After a class discussion, each 
student reflects on what technology his/her local business could adopt to improve 
the productivity and effectiveness of its marketing functions. 
 

Timeframe 2 weeks 
 

Performance 
Indicators 

Students should master the following performance indicators during the project 
through their research efforts. The page numbers for the planning guide sheets are 
cited after each statement. 
• Describe the use of technology in the channel management function (CM:004) 

(CS) (p. 5-34) 
• Describe the use of technology in the marketing-information management 

function (IM:183) (SP) (p. 5-48) 
• Explain the use of technology in the pricing function (PI:016) (SP) (p. 5-78) 
• Describe the use of technology in the promotion function (PR:100) (SP)  

(p. 5-113) 
• Describe the use of technology in the product/service management function 

(PM:039) (SP) (p. 5-87) 
• Describe the use of technology in the selling function (SE:107) (SP) (p. 5-136) 
 
 

 



Section 6 Projects for Marketing Principles  Page 6-27 

 

 Marketing Principles  
 Copyright 2009, Marketing Education Resource Center® 

 

 

Project 2 Tick Tock, Tech Talk (cont’d) 
 

Briefings There are no briefings provided to augment the project. 
 

Entry Event Show clips from shows that demonstrate the progression of technology. Access 
the following websites for visuals depicting the progression of the telephone and 
the cell phone: http://www.pbs.org/wgbh/amex/telephone/gallery/index.html 
http://mobile.mmess.net/in-pictures-a-history-of-cell-phones/ 
 

Ask the driving question. 
 

Driving  
Question 

How do local marketers use technology? 
 
 

Checkpoints Details Assessment 

  Group Contract Each team develops a contract for how the team will 
operate, including how to handle conflict and 
consequences for team members that don’t participate. A 
sample of a group contract is provided on page 6-13. 
 

Complete/ 
Incomplete 

  Project Plan Team develops a written project plan to be used as a 
guide for completing tasks within the project. A sample of 
a project plan is provided on p. 6-16, and a blank project 
plan form is provided on page 6-18. 
 

Developing a Project 
Plan Rubric (p. 6-22) 

 

  Individual  
  Summaries of  
  Local Business  
  and Marketing  
  Technology 

Each student conducts secondary research to gather 
information about his/her team’s local business, as well as 
general use of technology in marketing functions. After 
conducting research, each student writes a one-page 
report containing two sections. Section 1 contains 
information about the local business. Section 2 describes 
how technology is used in marketing functions, based on 
secondary research. 
 

Complete/ 
Incomplete 

  Team  
  Technology  
  Presentation 

Team develops an informal PowerPoint presentation 
showcasing forms of technology used in the marketing 
functions at a local business. Team members discuss the 
business and technology informally with the class. 
 

Complete/ 
Incomplete 

  Individual 
  Reflection 

After all teams have given their presentations and the 
class has discussed forms of technology used in the 
marketing functions at local businesses, each student 
writes a one-page reflection piece describing what 
different technology could be used in the marketing 
functions at his/her local business to improve the 
productivity and effectiveness of the marketing functions. 
 

Written Report Rubric 
(p. 6-29) 
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Project 2 Tick Tock, Tech Talk (cont’d) 
 

Teacher Tips The following tips are offered to aid in project 
implementation: 
• If local businesses do not allow students to 

photograph their technology, students should search 
the Internet to locate photos of that type of technology 
for use in their presentation. 

• Remind students to use their marketing handbooks to 
determine the marketing functions. 

• Teachers should determine what local businesses to 
put into the “hat.” Take into consideration who does 
the marketing at these local businesses and whether 
the marketing functions actually use any technology 
there. If necessary, locate businesses further away 
that students could visit. 
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Rubric: Written Report 

 

Criteria Professional Experienced Developing Novice 

q The information sufficiently 
summarized the issue/topic. 

q Overall, the information 
adequately summarized the 
topic/issue. 

 

q The information left some 
gaps in the issue/topic. 

q The information failed to 
summarize the issue/topic. 

q Conclusions reached were 
logical and fully supported 
by research. 

q Conclusions reached were 
reasonable but lacked 
supporting documentation in a 
few cases. 

q Conclusions reached were 
inconsistent in their logic and 
lacked supporting 
documentation. 

 

q Questionable conclusions 
were reached that were not 
supported by the research. 

Content 
 
Description of  
different 
technologies that 
could be used in the 
marketing functions 
at a local business to 
improve the 
productivity and 
effectiveness of the 
marketing functions  

40 points  

q The conclusions were 
based on the most recent 
documentation available.  

 

q The conclusions were based, 
overall, on current 
information. 

q The conclusions were based 
on outdated information that 
was still relevant. 

q The conclusions were based 
on outdated information that 
was no longer relevant. 

q Ideas were expressed 
clearly in language that was 
easy to understand. 

q Ideas were expressed clearly 
with only a few words being 
difficult to understand. 

 

q Both ideas and words 
required much effort to 
understand. 

q Ideas were vague and 
elusive, and language was 
difficult to understand. 

Communication 
 
Ability to express 
oneself so as to be 
understood by others 

30 points  

q Report was neat, 
grammatically correct, and 
error-free. 

 
 

q Report was neat but 
contained minor errors that 
did not detract from total 
report. 

q Report contained slight 
smudges, blurred letters, and 
grammatical errors that were 
distracting. 

q Report was messy, with 
many errors in spelling and 
grammar. 

Organization 
 
How the information 
is put together; the 
flow of the written 
report 

30 points 

q Main points were easy to 
follow and logical with 
points building on each 
other. 

 
 
 

q Main points were generally 
easy to follow and logical. 

q Main points were logical but 
difficult to follow. 

 

q Main points were so difficult 
to follow that their logic could 
not be determined, or they 
were illogical. 
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Rubric: Written Report 
 

Criteria Professional Experienced Developing Novice 

q Sections were clearly 
identified, and material was 
eas ily located. 

q Sections were clearly 
identified and only a few items 
were difficult to locate. 

q Some sections were not 
identified, and several items 
were difficult to locate. 

q Sections ran together or were 
not identified, and material 
was difficult to locate.  

 

  

q Supporting documentation 
was complete and clearly 
labeled. 

q Supporting documentation 
was clearly labeled, but some 
items were missing. 

q Some supporting 
documentation was missing, 
and some was inaccurately 
labeled. 

 

q Supporting documentation 
was not provided. 
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Project 3 Mascot Mystery 

 

Overview In this project, students are introduced to the scope and nature of marketing 
information and research. Students are told that the school is facing a dilemma—
that it must change the school mascot—and it is up to the students to develop a 
marketing research plan to gather information to help solve the dilemma. Each 
team conducts extensive research and develops a marketing research plan to 
submit to the school principal and business members of the advisory committee. 
The principal and business professionals study the marketing research plan, ask 
the teams questions, and then select the best thought-out marketing research 
plan.  
 

Timeframe 3-4 weeks 

 

Performance 
Indicators 

Students should master the following performance indicators during the project 
through their research efforts or through briefings, identified with asterisks. The 
page numbers for the planning guide sheets are cited after each statement. 
• Describe the need for marketing information (IM:012) (CS) (p. 5-40) 
• Identify information monitored for marketing decision making (IM:184) (SP)  
 (p. 5-42) 
• Explain the nature of marketing research (IM:010) (SP) (p. 5-52) 
• Describe methods used to design marketing-research studies (i.e., 

descriptive, exploratory, and causal) (IM:284) (SP) (p. 5-56) 
• Describe options businesses use to obtain marketing-research data (i.e., 

primary and secondary research, quantitative and qualitative research) 
(IM:281) (SP) (p. 5-58)* 

• Discuss the nature of marketing research problems/issues (IM:282) (SP)  
 (p. 5-54) 
• Describe data-collection methods (e.g., observations, mail, telephone, 

Internet, discussion groups, interviews, scanners, etc.) (IM:289) (p. 5-62) 
 
 

 
 

Briefings To augment the project, briefings should be provided during the week specified. 
Content for the briefings is provided on the page numbers identified after each 
topic. 

Topic Briefing 

Sources of Primary and Secondary Data p. 6-34 
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Project 3 Mascot Mystery (cont’d) 
 

Entry Event Show the video clip of the 2008 NBA mascot bloopers found at  
http://www.youtube.com/watch?v=cS55Za2R4Ng 
Afterwards, ask the driving question. 
OR . . . 
Arrange for the school’s mascot to visit the classroom to tell the students, “I’ve 
been fired.” Since some mascots are not allowed to talk, the mascot could 
pantomime being fired, and the students would need to determine the problem. 
Ask the driving question. 
 

Driving  
Question 

What is the best way to choose a new school mascot since ours can no longer be 
used? 
 

Checkpoints Details Assessment 

  Group Contract Each team develops a contract for how the team will 
operate, including how to handle conflict and 
consequences for team members that don’t participate. A 
sample group contract is provided on page 6-13. 
 

Complete/ 
Incomplete 

  Project Plan Team develops a written project plan to be used as a 
guide for completing tasks within the project. A sample 
project plan is provided on page 6-16, and a blank project 
plan form is provided on page 6-18. 
 

Developing a Project 
Plan Rubric (p. 6-22) 

 

  Individual  
  Primary/ 
  Secondary  
  Sources  
  Worksheet 

Following the briefing on sources of primary and 
secondary data, each student completes the 
Primary/Secondary Sources worksheet found on page  
6-36. Each student will need access to the Internet to 
complete the handout. 
 

Primary/ 
Secondary Sources 

Answer Key (p. 6-39) 

  Team  
  Marketing  
  Research Plan 

Each team does extensive research on methods used to 
design marketing-research studies, options used to obtain 
marketing-research data, research methods, and research 
approaches. After completing its research, the team 
determines a marketing-research problem/issue and 
develops a written marketing research proposal to 
address the issue. An outline of the proposal is provided 
on page 6-42. 
 

Marketing Research 
Proposal Rubric  

(p. 6-43) 

  Team Q & A  
  Session 

After completing its written marketing research proposal, 
each team will submit its plan to the school principal and 
business members of the advisory committee. The 
principal and business professionals review the marketing 
research proposals at their convenience and then come to 
class in order to ask each team any questions they might 
have. After each team has had the chance to answer 
these questions, the principal and business professionals 
select the marketing research proposal that they deem is 
the best. 
 

Complete/ 
Incomplete 
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Project 3 Mascot Mystery (cont’d) 
 

Teacher Tips The following tips are offered to aid in project 
implementation: 
• If there is a more pertinent local issue or dilemma that 

the school or community is facing, use it as the basis 
of the marketing research proposal instead of 
changing the school mascot. 
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Topic Sources of Primary and Secondary Data 
 

Key Points Distinguish between primary and secondary data. 
 
Primary data are collected for the problem/issue that needs to be resolved. 
 
Secondary data are existing data that were collected for another purpose but can be 
mined for data that address the problem/issue that needs to be resolved. 
 

 Identify sources of primary data. 
 
1. Current customers 
2. Vendors 
3. Employees 
4. Management 
5. Former customers 
6. Channel members 
7. Prospective customers 
 

 Explain advantages of using primary data. 
 
1. Addresses specific problem/issue at hand 
2. Provides researcher a greater level of control over data collection 
3. Improves likelihood that research money will be spent effectively 
4. Eliminates others’ access of to data 
5. Provides current data 
 

 Discuss disadvantages of using primary data. 
 
1. Costly to collect 
2. Hard to recruit participants 
3. Sporadic availability of data 
4. Declining quality with lengthy data collection 
 

 Identify sources of secondary data. 
 
Examples of internal sources (sources that are inside the company): 
1. Company sales records/invoices 
2. Financial statements (income statements and balance sheets) 
3. Customer databases 
4. Ad campaign results 
5. Data from the use of loyalty cards 
6. Sales activity reports 
7. Product returns and exchanges 
8. Customer complaints 
9. Company blogs 
10.  Customer comment cards 
 
Examples of external sources (sources that are outside the company): 
1. Government sources 
 a. U.S. Census Data 
 b. U.S. Census Reports 
 c. U.S. Department of Commerce Data 
 d. Federal Reserve data 
 e. Economic indicators 
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2. Directories 
 Examples: Standard & Poor’s Registry of Corporations; Thomas’ Register of 

American Manufacturers, Fortune Magazine Directory, Million Dollar Directory, 
Sales and Marketing Management’s Survey of Buying Power, Source Book of 
Demographics and Buying Power for Every Zip Code in the USA 

3. Statistical sources 
 Examples: Standard and Poor’s Industrial Surveys, American Statistics Index, 

Statistical Reference Index, Federal 
4. Trade associations and publications 
5. Newspapers 
6. Competitors’ websites 
7. Competitors’ annual reports 
8. Media Panel Data Sources 
 Examples: Nielsen Media Research (TV); Arbitron, Inc. (radio); Roper Starch 

(magazine ads); and Simmons Annual Report on Media & Markets 
9. Syndicated data source s (companies that compile and then sell data to 

others) 
 Examples:  
 Consumer panels about product purchase behavior and consumer attitudes 

that are conducted by such organizations as J.D. Power, National Family 
Opinion (NFO), and National Purchase Diary (NPD) 

 Store audits that assess product and brand movement at the retail level; 
conducted by Nielsen Retail Index 

10.  Search engines such as Google and Yahoo! 
 
A good online resource that contains information about secondary sources and 

provides several exercises can be found at: 
 http://comm2.fsu.edu/faculty/comm/Sapolsky/netres/SecondaryDataSour

ces.pdf 
 

 Discuss advantages of secondary data: 
 
1. Less costly than primary data since they already exist 
2. Quick to obtain—save time 
3. Available on an ongoing basis 
 

 Describe disadvantages of secondary data: 
 
1. May be out of date 
2. May provide an incomplete picture 
3. Will probably not contain sensitive information that could be used for 

competitive advantage 
4. May be presented in a wrong or unusable format 
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Primary and Secondary Data Sources: Seek and Find 
 

For each of the following questions, determine whether primary or secondary data are needed. If primary 
data are needed, determine the best method of collecting that data, and describe the method in the space 
titled Process for locating the answer. If the data can be gathered using on-line secondary sources, write 
an answer in the space provided. Also record the source of the information, its URL, and the process you 
used to locate the answer in the URL. Finally, determine how you, as a marketer, could use this 
information, regardless of whether it is primary or secondary data. Print and attach a copy of your findings 
for each question. 
 
1. What were the top five rated TV shows last week?  

 a. Show #1: _______________________________________________________________ 
 b. Show #2: _______________________________________________________________ 
 c. Show #3: _______________________________________________________________ 

 d. Show #4: _______________________________________________________________ 
 e. Show #5: _______________________________________________________________ 
 

URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
How could a marketer use this information? __________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
 
2. What were the top three best selling motor vehicles last year? 
 a. Vehicle #1: ______________________________________________________________ 
 b. Vehicle #2: ______________________________________________________________ 

 c. Vehicle #3: ______________________________________________________________ 
 
URL accessed: ________________________________________________________________ 

Process for locating the answer: ___________________________________________________ 
_____________________________________________________________________________ 
_____________________________________________________________________________ 

How could a marketer use this information? __________________________________________ 
_____________________________________________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
 
3.  Which five states in 2000 were home to the largest number of persons who are 65-years-old or older? 

 a. State #1: ________________________________________________________________ 
 b. State #2: ________________________________________________________________ 
 c. State #3: ________________________________________________________________ 

 d. State #4: ________________________________________________________________ 
 e. State #5: ________________________________________________________________ 
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URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
 

What five states in 2000 had the largest percentage increase in population ages 65 or more since 1990? 
 a. State #1: ________________________________________________________________ 
 b. State #2: ________________________________________________________________ 

 c. State #3: ________________________________________________________________ 
 d. State #4: ________________________________________________________________ 
 e. State #5: ________________________________________________________________ 
 
URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
 
If you were trying to decide in what state to locate a seniors-only athletic facility, would you choose FL or 
NV? Why? 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
_____________________________________________________________________________ 
 
4. What were the top three fitness magazines last year? 
 a. Magazine #1: _____________________________________________________________ 

 b. Magazine #2: _____________________________________________________________ 
 c. Magazine #3: _____________________________________________________________ 
 

URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
How could a marketer use this information? __________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 

 
5.  Compile a list of people in your county who purchased a new home in the last month. 
_____________________________________________________________________________ 
 

URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
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How could a marketer use this information? __________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
_____________________________________________________________________________ 

 
6.  What are the top three women’s fashion trends predicted for next fall? 
 a. Fashion trend #1: _________________________________________________________ 

 b. Fashion trend #2: _________________________________________________________ 
 c. Fashion trend #3: _________________________________________________________ 
 

URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
How could a marketer use this information? __________________________________________ 
_____________________________________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
 

7. How satisfied with their stay last week were the guests of the Hyatt on Capital Square in Columbus, 
Ohio? 

_____________________________________________________________________________ 

 
URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
How could a marketer use this information? __________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
_____________________________________________________________________________ 

 
8. Which area of your local grocery store receives the most traffic (number of shoppers passing by)? 
_____________________________________________________________________________ 

 
URL accessed: ________________________________________________________________ 
Process for locating the answer: ___________________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
How could a marketer use this information? __________________________________________ 

_____________________________________________________________________________ 
_____________________________________________________________________________ 
_____________________________________________________________________________ 
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Primary and Secondary Data Sources: Seek and Find Answer Guide 
 

For each of the following questions, determine whether primary or secondary data is needed. If primary 
data is needed, determine the best method of collecting that data and describe the method in the space 
titled Process for locating the answer. If the data can be gathered using on-line secondary sources, write 
an answer in the space provided. Also record the source of the information, its URL, and the process you 
used to locate the answer in the URL. Finally, determine how you, as a marketer, could use this 
information, regardless of whether it is primary or secondary data. Print and attach a copy of your findings 
for each question. 
 
1. What were the top five rated TV shows last week?  

 a. Show #1: _______________________________________________________________ 
 b. Show #2: _______________________________________________________________ 
 c. Show #3: _______________________________________________________________ 

 d. Show #4: _______________________________________________________________ 
 e. Show #5: _______________________________________________________________ 
 

URL accessed: http://television.aol.com/news/nielsen-ratings 
Process for locating the answer: Entered “top rated TV shows” into the search engine. Nielsen Ratings 
should be the first option that appears. Clicked on that option, and then clicked on “Main.” Scrolled down 
the page to the Nielson Ratings on the right-hand side of the screen.  
How could a marketer use this information? Marketers could use the information to select the most 
viewed shows for determining time-slots for their TV advertising. 
 
2. What were the top three best selling motor vehicles last year? 
 a. Vehicle #1: ______________________________________________________________ 

 b. Vehicle #2: ______________________________________________________________ 
 c. Vehicle #3: ______________________________________________________________ 
 

URL accessed: http://www.msnbc.msn.com/id/22099975/ 
Process for locating the answer: Entered “top selling vehicles” 2007 into the search engine. (Year 
entered will change.) Clicked on first option—msnbc.com, and scrolled down the page to see a chart of 
the best and worst vehicles for that year.  
How could a marketer use this information? Marketers who work for automobile manufacturers could 
determine what features/attributes the best-selling autos have in common and then ensure that their own 
products also contain these same attributes. Marketers who work for used-car dealerships could use the 
information to determine what autos to seek out to put in their inventory. 
 
3.  Which five states in 2000 were home to the largest number of persons who are 65-years-old or older? 
 a. State #1: California 
 b. State #2: Florida 

 c. State #3: New York 
 d. State #4: Texas 
 e. State #5: Pennsylvania  
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URL accessed: http://www.census.gov/population/cen2000/phc-t13/tab01.pdf 
Process for locating the answer: A great resource for demographic data in the United States is the U.S. 
Census Bureau whose homepage is http://www.census.gov/ . At the top of the homepage, clicked on 
Subjects A-Z.  
Accessed the Subjects Index at http://www.census.gov/main/www/subjects.html and selected Age Data. 

Accessed Age Data of the United States at http://www.census.gov/population/www/socdemo/age.html 
and clicked on Census 2000 Gateway 
Accessed Census 2000 Gateway at http://www.census.gov/main/www/cen2000.html and clicked on 
Population and Ranking Tables of the Older Population for the United States, States, Puerto Rico, Places 
of 100,000 or More Population, and Counties (PHC-T-13) at 
http://www.census.gov/population/www/cen2000/phc-t13.html 

Accessed that table at http://www.census.gov/population/cen2000/phc-t13/tab01.pdf 
 
What five states in 2000 had the largest percentage increase in population ages 65 or older since 1990? 

 a. State #1: Florida 
 b. State #2: Pennsylvania 
 c. State #3: West Virginia 

 d. State #4: Iowa 
 e. State #5: North Dakota 
 
If you were trying to decide in what state to locate a seniors-only athletic facility, would you choose FL or 
NV? Why? 
Florida. Although Nevada had a 71.5% increase in the 65+ population between 1990 and 2000, the actual 
number of people in that age category was less than in Florida since Florida has a much larger 
population. (This is an important lesson since percentages can be deceiving.) 
 
4. What were the top three fitness magazines last year? 
 a. Magazine #1: _____________________________________________________________ 
 b. Magazine #2: _____________________________________________________________ 

 c. Magazine #3: _____________________________________________________________ 
 
URL accessed: http://www.allyoucanread.com/Top20/index.asp?idCat=18 

Process for locating the answer: Entered “most read fitness magazines” into the search engine. 
Clicked on first option—allyoucanread.com, and found a listing of the top 20 health and fitness 
magazines. 

How could a marketer use this information? Marketers whose target audience is fitness- and health-
oriented individuals could use the information to select the most popular fitness magazines for their 
advertisements. 
 
5.  Compile a list of people in your county who purchased a new home in the last month. 
_____________________________________________________________________________ 

 
URL accessed: http://209.51.193.89/Scripts/mw5conv.pl  Will vary from based on location. 
Process for locating the answer: Entered “Franklin County Auditor” into the search engine. (County will 
vary.) Clicked on first option—Joseph W. Testa—Franklin County Auditor/Welcome. Chose departments 
from top of page, then real estate, and finally transfer and conveyance. Then clicked on daily 
conveyances about halfway down the page. 
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How could a marketer use this information? Marketers could use this information to target prospective 
buyers of new-home associated products and services, such as furniture, insurance, paint, home 
improvement services, etc.  The marketer can then send direct mail, use telemarketing, etc. to solicit 
business.  
 
6.  What are the top three women’s fashion trends predicted for next fall? 
 a. Fashion trend #1: _________________________________________________________ 
 b. Fashion trend #2: _________________________________________________________ 

 c. Fashion trend #3: _________________________________________________________ 
 
URL accessed: 
http://www.associatedcontent.com/article/601329/top_womens_fashion_trends_for_fall.html?cat=46 
Process for locating the answer: Entered “top women’s fashion trends fall 2008” into the search 
engine. Clicked on the second option, Associated Content, and found a listing of the top women’s fashion 
trends for fall 2008 on the right side of the page. 
How could a marketer use this information? Marketers could use this information to dress a 
spokesmodel appearing in an upcoming advertisement and/or to decide which items to feature on 
department store’s website, print advertisement, commercial, catalog, etc. 
 
7. How satisfied with their stay last week were the guests of the Hyatt on Capital Square in Columbus, 
Ohio? 
_____________________________________________________________________________ 
 

URL accessed: ________________________________________________________________ 
Process for locating the answer: Create a questionnaire/survey to distribute to last week’s hotel guests 
via postal mail, telephone, e-mail, or website.  

How could a marketer use this information? Marketers could use the information to make 
improvements to the hotel itself and its services; to reward past customers and encourage them to stay at 
the hotel again; and/or to use guests’ favorable responses as testimonials in advertising, on websites, etc. 

 
8. Which area of your local grocery store receives the most traffic (number of shoppers passing by)? 
_____________________________________________________________________________ 

 
URL accessed: ________________________________________________________________ 
Process for locating the answer: Conduct observational research at the grocery store to determine the 
high traffic areas and most common traffic patterns. 
How could a marketer use this information? Marketers could use the information to decide where to 
place a new product display and/or to determine where to position a booth for distributing product 
samples. 
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Marketing Research Proposal Outline 
 
 

A. What is the marketing research problem/issue? 
 
B. What are the objectives of the marketing research project? 
 
C. What design will the marketing research study use? 
 
D. What data-collection methods will be used in marketing research study? 
 
E. What methods will be used to analyze the marketing research data? 
 
F. Who will be involved in the marketing research study? 
 
G. How much time will be needed to conduct the marketing research study? 
 
H. What materials will be needed to conduct the marketing research study? 
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Rubric: Marketing Research Proposal 

 

Criteria Professional Experienced Developing Novice 

q All components of the 
marketing research 
proposal were complete 
and in writing. 

q All components of the 
marketing research proposal 
were addressed in writing, but 
some aspects needed further 
description. 

 

q Most of the marketing research 
proposal’s components were in 
writing; the missing elements 
diminished the proposal’s 
effectiveness. 

q Many of the marketing 
research proposal’s 
components lacked 
sufficient detail to take 
action or were missing 
altogether. 

 

q The marketing research 
proposal’s marketing 
problem clearly and 
concisely described the 
focus of the research. 

 

q The marketing research 
proposal’s marketing problem 
described the focus of the 
research well, but some 
clarification was required. 

 

q The marketing research 
proposal’s marketing problem 
was difficult to 
follow/understand. 

q The marketing research 
proposal’s marketing 
problem was incomplete or 
missing altogether. 

 

q Research objectives were 
clearly identified and 
appropriately described the 
research project goals. 

 

q Research objectives were 
identified and appropriately 
described the research 
project goals for the most 
part, but some clarification 
was necessary. 

 

q The research objectives were 
difficult to follow/understand. 

q The research objectives 
were not attainable or 
missing. 

q The selected research 
design was clearly stated, 
explained, and appropriate 
for the research project. 

 

q The selected research design 
was clearly stated, somewhat 
explained, and appropriate for 
the research project, but 
some further explanation was 
needed. 

 

q The selected research design 
was stated and appropriate for 
the research project, but no 
explanation of the design was 
provided. 

 

q The selected research 
design was inappropriate 
for the project or missing 
altogether. 

Content 
 
The information 
contained in and 
communicated by 
the marketing 
research proposal 

70 points  
 
 
 

q Data collection method(s) 
were clearly identified, 
explained in detail, and 
appropriate for the research 
project. 

 

q Data collection method(s) 
were clearly identified, 
somewhat explained, and 
appropriate for the research 
project, but further detail was 
required. 

 

q Data collection method(s ) were 
identified and appropriate for the 
research project, but no 
explanation was provided. 

 

q Data collection method(s) 
were inappropriate or 
missing. 
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Rubric: Marketing Research Proposal 
 

Criteria Professional Experienced Developing Novice 

q The marketing research 
proposal clearly specified 
and explained proposed 
data analysis method(s). 

q For the most part, the 
marketing research proposal 
clearly specified and 
explained proposed data 
analysis method(s). 

q The marketing research 
proposal did not clearly specify 
and explain proposed data 
analysis method(s). 

q The marketing research 
proposal did not contain 
proposed data analysis 
method(s). 

q The marketing research 
proposal clearly specified 
time, personnel, and 
supplies needed to carry 
out the marketing research. 

q For the most part, the 
marketing research proposal 
clearly specified time, 
personnel, and supplies 
needed to carry out the 
marketing research. 

q The marketing research 
proposal did not clearly specify 
time, personnel, and supplies 
needed to carry out the 
marketing research. 

 
 

q The marketing research 
proposal did not contain a 
lis ting of time, personnel, 
and supplies needed to 
carry out the marketing 
research. 

 

q Information was clear and 
easy to understand. 

q Information was clear with 
only a few items being difficult 
to understand. 

 

q Information was not clear and 
took much effort to understand. 

q Information was too vague 
to understand. 

Communication 
Skills 
 
The ability to 
express oneself so 
as to be understood 
by others 

15 points 

 

q Completed marketing 
research proposal was 
neat, grammatically correct, 
and error-free. 

q Completed marketing 
research proposal was neat 
but contained minor errors. 

q Completed marketing research 
proposal contained spelling and 
grammatical errors that were 
distracting. 

q Completed marketing 
research proposal was 
messy, with many errors in 
spelling and grammar. 

q Marketing research 
proposal components were 
clearly identified. 

 

q Marketing research proposal 
components were identified, 
but not always clearly. 

q Marketing research proposal 
components were identified, but 
not clearly. 

q Marketing research 
proposal components 
were not identified at all. 

Organization 
 
The way in which the 
information is put 
together 

15 points 

 

q Information presented was 
logical and easy to follow. 

q Information presented was 
generally logical and easy to 
follow. 

 

q Information presented was 
sometimes difficult to follow. 

q Information was difficult to 
follow and illogical. 
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Appendix A SCANS  Page A-2  
 

 Marketing Principles 
 Copyright 2009, Marketing Education Resource Center® 
 

 
Background The Secretary's Commission on Achieving Necessary Skills (SCANS) 

was established in February 1990 to examine the demands of the 
workplace and to determine whether the current and future work force is 
capable of meeting those demands. Commission members included 31 
representatives from the nation's schools, businesses, unions and 
government. The Commission issued its first report, "What Work 
Requires of Schools," in June 1991. This report told educators and 
employers what students and workers need to know and be able to do in 
order to succeed in the workplace. This kind of information is especially 
vital today, when more than half of our young people leave school without 
the basic skills required to find and hold a good job. 
 
Specifically, the Commission was directed to advise the Secretary of 
Labor on the type and level of skills required to enter employment.  In 
carrying out this charge, the Commission was asked to: 
 
 1. Define the skills needed for employment; 
 
 2. Propose acceptable levels in those skills; 
 
 3. Suggest effective ways to assess proficiency; and 
 
 4. Develop a strategy to disseminate the findings to  
  the nation's schools, businesses and homes. 
 
The Commission identified two types of skills: competencies and 
foundations. Competencies are the skills necessary for success in the 
workplace and are organized into five areas. Foundations are skills and 
qualities that underlie the competencies. The competencies and 
foundations are generic—most of them are required for most jobs. The 
SCANS competencies and foundations are identified and defined on the 
following pages. The number referenced before each of them relates to 
the SCANS identified in each unit guide sheet. 
 

Competencies 
 

 

  Resources  1 Allocates Time—Selects relevant, goal-related activities; ranks 
them in order of importance; allocates time to activities; and 
understands, prepares and follows schedules. Competent 
performance in allocating time includes properly identifying tasks to 
be completed; ranking tasks in order of importance; developing and 
following an effective, workable schedule based on accurate 
estimates of such things as importance of tasks, time to complete 
tasks, time available for completion and task deadlines; avoiding 
wasting time; and accurately evaluating and adjusting a schedule. 
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 2 Allocates Money—Uses or prepares budgets, including making 
cost and revenue forecasts, keeps detailed records to track budget 
performance and makes appropriate adjustments. Competent  
performance in allocating money includes accurately preparing and 
using a budget according to a consistent and orderly accounting 
method; accurately calculating future budgetary needs based on 
projected costs and revenues; accurately tracking the extent to 
which actual costs and revenues differ from the estimated budget; 
and taking appropriate and effective actions. 

 
 3 Allocates Material and Facility Resources—Acquires, stores and 

distributes materials, supplies, parts, equipment, space or final 
products in order to make the best use of them. Competent 
performance in allocating material and facility resources includes 
carefully planning the steps involved in the acquisition, storage and 
distribution of resources; safely and efficiently acquiring, 
transporting or storing them; maintaining them in good condition; 
and distributing them to the end user. 

 
 4 Allocates Human Resources—Assesses knowledge and skills and 

distributes work accordingly, evaluates performance and provides 
feedback. Competent performance in allocating human resources 
includes accurately assessing peoples' knowledge, skills, abilities 
and potential; identifying present and future workload; making 
effective matches between individual talents and workload; and 
actively monitoring performance and providing feedback. 

 
  Information  5 Acquires and Evaluates Information—Identifies need for data, 

obtains them from existing sources or creates them and evaluates 
their relevance and accuracy. Competently performing the tasks of 
acquiring data and evaluating information includes analytic 
questions to determine specific information needs; selecting 
possible information and evaluating its appropriateness; and 
determining when new information must be created. 

 
 6 Organizes and Maintains Information—Organizes, processes and 

maintains written or computerized records and other forms of 
information in a systematic fashion. Competently performing the 
tasks of organizing and maintaining information includes 
understanding and organizing information from computer, visual, 
oral and physical sources in readily accessible formats, such as 
computerized data bases, spreadsheets, microfiche, video disks, 
paper files, etc.; when necessary, transforming data into different 
formats in order to organize them by the application of various 
methods such as sorting, classifying or more formal methods. 
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 7 Interprets and Communicates Information—Selects and analyzes 
information and communicates the results to others using oral, 
written, graphic, pictorial or multi-media methods. Competently 
performing the tasks of communicating and interpreting information 
to others includes determining information to be communicated; 
identifying the best methods to present information (e.g.,  
overheads, handouts); if necessary, converting to desired format 
and conveying information to others through a variety of means 
including oral presentation, written communication, etc. 

 
 8 Uses Computers to Process Information—Employs computers to 

acquire, organize, analyze and communicate information. 
Competently using computers to process information includes 
entering, modifying, retrieving, storing and verifying data and other 
information; choosing format for display (e.g., line graphs, bar 
graphs, tables, pie charts, narrative); and ensuring the accurate 
conversion of information into the chosen format. 

 
  Interpersonal  9 Participates as a Member of a Team—Works cooperatively with 

others and contributes to group with ideas, suggestions and effort. 
Demonstrating competence in participating as a member of a team 
includes doing own share of tasks necessary to complete a project; 
encouraging team members by listening and responding 
appropriately to their contributions; building on individual team 
members' strengths; resolving differences for the benefit of the 
team; taking personal responsibility for accomplishing goals; and 
responsibly challenging existing procedures, policies or authorities. 

 
10 Teaches Others—Helps others learn. Demonstrating competence 

in teaching others includes helping others to apply related concepts 
and theories to tasks through coaching or other means; identifying 
training needs; conveying job information to allow others to see its 
applicability and relevance to tasks; and assessing performance 
and providing constructive feedback/reinforcement. 

 
11 Serves Clients/Customers—Works and communicates with clients 

and customers to satisfy their expectations. Demonstrating 
competence in serving clients and customers includes actively 
listening to customers to avoid misunderstandings and identifying 
needs; communicating in a positive manner especially when 
handling complaints or conflict; and efficiently obtaining additional 
resources to satisfy client needs. 
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12 Exercises Leadership—Communicates thoughts, feelings and 
ideas to justify a position; encourages, persuades, convinces or 
otherwise motivates an individual or groups, including responsibly 
challenging existing procedures, policies or authority. 
Demonstrating competence in exercising leadership includes 
making positive use of the rules/values followed by others; 
justifying a position logically and appropriately; establishing 
credibility through competence and integrity; and taking minority 
viewpoints into consideration. 

 
13 Negotiates to Arrive at a Decision—Works toward an agreement 

that may involve exchanging specific resources or resolving  
divergent interests. Demonstrating competence in negotiating to 
arrive at a decision involves researching opposition and the history 
of the conflict; setting realistic and attainable goals; presenting facts 
and arguments; listening to and reflecting on what has been said; 
clarifying problems and resolving conflicts; adjusting quickly to new 
facts/ideas; proposing and examining possible options; and making 
reasonable compromises. 

 
14 Works with Cultural Diversity—Works well with men and women 

and with a variety of ethnic, social or educational backgrounds. 
Demonstrating competence in working with cultural diversity 
involves understanding one's own culture and those of others and 
how they differ; respecting the rights of others while helping them 
make cultural adjustments where necessary; basing impressions 
on individual performance, not on stereotypes; and understanding 
concerns of members of other ethnic and gender groups. 

 
  Systems 15 Understands Systems—Knows how social, organizational and 

technological systems work and operates effectively within them. 
Demonstrating competence in understanding systems involves 
knowing how a system's structures relate to goals; responding to 
the demands of the system/organization; knowing the right people 
to ask for information and where to get resources; and functioning 
within the formal and informal codes of the social/organizational 
system. 

 
16 Monitors and Corrects Performance—Distinguishes trends, predicts 

impact of actions on system operations, diagnoses deviations in the 
function of a system/organization and takes necessary action to 
correct performance. Demonstrating competence in monitoring and 
correcting performance includes identifying trends and gathering 
needed information about how the system is intended to function; 
detecting deviations from system's intended purpose; 
troubleshooting the system; and making changes to the system to 
rectify system functioning and to ensure quality of product. 
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17 Improves and Designs Systems—Makes suggestions to modify 
existing systems to improve products or services and develops new 
or alternative systems. Demonstrating competence in improving or 
designing systems involves making suggestions for improving the 
functioning of the system/organization; recommending alternative 
system designs based on relevant feedback; and responsibly 
challenging the status quo to benefit the larger system. 

 
  Technology 18 Selects Technology—Judges which set of procedures, tools or 

machines, including computers and their programs, will produce the 
desired results. Demonstrating competence in selecting technology 
includes determining desired outcomes and applicable constraints; 
visualizing the necessary methods and applicable technology;  
evaluating specifications; and judging which machine or tool will 
produce the desired results. 

 
19 Applies Technology to Task—Understands the overall intent and 

the proper procedures for setting up and operating machines, 
including computers and their programming systems. 
Demonstrating competence in how to apply technology to task 
includes understanding how different parts of machines interact 
and how machines interact with broader production systems; on 
occasion installing machines including computers; setting up 
machines or systems of machines efficiently to get desired results; 
accurately interpreting machine output; and detecting errors from 
program output. 

 
20 Maintains and Troubleshoots Technology—Prevents, identifies or 

solves problems in machines, computers and other technologies. 
Demonstrating competence in maintaining and troubleshooting 
technology includes identifying, understanding and performing 
routine preventative maintenance and service on technology; 
detecting more serious problems; generating workable solutions to 
correct deviations; and recognizing when to get additional help. 

 
Foundation 
Skills 
 

 

  Basic Skills  1 Reading—Locates, understands and interprets written information 
in prose and documents—including manuals, graphs and 
schedules—to perform tasks; learns from text by determining the 
main idea or essential message; identifies relevant details, facts 
and specifications; infers or locates the meaning of unknown or 
technical vocabulary; judges the accuracy, appropriateness, style 
and plausibility of reports, proposals or theories of other writers. 
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 2 Writing—Communicates thoughts, ideas, information and 
messages in writing; records information completely and 
accurately; composes and creates documents such as letters, 
directions, manuals, reports, proposals, graphs, flow-charts; uses 
language, style, organization and format appropriate to the subject 
matter, purpose and audience; includes supporting documentation 
and attends to level of detail; and checks, edits and revises for 
correct information, appropriate emphasis, form, grammar, spelling 
and punctuation. 

 
 3 Arithmetic—Performs basic computations; uses basic numerical 

concepts such as whole numbers and percentages in practical 
situations; makes reasonable estimates of arithmetic results without 
a calculator; and uses tables, graphs, diagrams and charts to 
obtain or convey quantitative information. 

 
 4 Mathematics—Computational skills needed in maintaining records, 
 estimating results, using spreadsheets or applying statistical 
 process. 
 
 5 Listening—Receives, attends to, interprets and responds to verbal 

messages and other cues such as body language in ways that are 
appropriate to the purpose; for example, to comprehend, to learn, 
to critically evaluate, to appreciate or to support the speaker. 

 
 6 Speaking—Organizes ideas and communicates oral messages 

appropriate to listeners and situations; participates in conversation, 
discussion and group presentations; selects an appropriate 
medium for conveying a message; uses verbal language and other 
cues such as body language appropriate in style, tone and level of 
complexity to the audience and the occasion; speaks clearly and 
communicates a message; understands and responds to listener 
feedback; and asks questions when needed. 

 
  Thinking Skills  7 Creative Thinking—Uses imagination freely, combines ideas or 

information in new ways, makes connections between seemingly 
unrelated ideas and reshapes goals in ways that reveal new 
possibilities. 

 
 8 Decision Making—Specifies goals and constraints, generates 

alternatives, considers risks and evaluates and chooses best 
alternative. 

 
 9 Problem Solving—Recognizes that a problem exists (i.e., there is a 

discrepancy between what is and what should or could be); 
identifies possible reasons for the discrepancy; devises and 
implements a plan of action to resolve it; evaluates and monitors 
progress; and revises plan as indicated by findings. 
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10 Seeing Things in the Mind's Eye—Organizes and processes 
symbols, pictures, graphs, objects or other information; for 
example, sees a building from a blueprint; a system's operation 
from schematics; the flow of work activities from narrative 
descriptions; or the taste of food from reading a recipe. 

 
11 Knowing How to Learn—Uses efficient learning techniques to 

acquire and apply new knowledge and skills. 
 
12 Reasoning—Discovers a rule or principle underlying the 

relationship between two or more objects and applies it in solving a 
problem. 

 
  Personal 
  Qualities 

13 Responsibility—Exerts a high level of effort and perseverance 
toward goal attainment; works hard to become excellent at doing 
tasks by setting high standards, paying attention to details, working  
well and displaying a high level of concentration even when 
assigned an unpleasant task; and displays high standards of 
attendance, punctuality, enthusiasm, vitality and optimism in 
approaching and completing tasks. 

 
14 Self-Esteem—Believes in own self-worth and maintains a positive 

view of self. 
 
15 Social—Demonstrates understanding, friendliness, adaptability, 

empathy and politeness in new and on-going group settings; 
asserts self in familiar and unfamiliar social situations; relates well 
to others; responds appropriately as the situation requires; and 
takes an interest in what others say and do. 

 
16 Self-Management—Assesses own knowledge, skills and abilities 

accurately; sets well-defined and realistic personal goals; monitors 
progress toward goal attainment and motivates self through goal 
achievement; exhibits self-control and responds to feedback 
unemotionally and non-defensively; and is a "self-starter." 

 
17 Integrity/Honesty—Chooses ethical courses of action. 
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Overview 
 

While the No Child Left Behind Act of 2001 identifies the core subjects as the 
traditional academic areas, business and education leaders along with 
policymakers have identified several other significant content areas that they 
consider critical to educational success in the 21st century. This group known as 
The Partnership for 21st Century Skills leads the way for including these skills in 
education. To encourage school districts to address these skills, the group 
provides the necessary tools and resources schools need to add the skills to the 
curriculum. 
 
The Partnership for 21st Century Skills conducted extensive initial research with 
thousands of key stakeholders and citizens across the country. The Partnership 
has identified six elements of 21st century learning: 
§ Core subjects 
§ 21st century content 
§ Learning and thinking skills 
§ Information and communications technology literacy 
§ Life skills 
§ 21st century assessments 
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21st Century 
Content 

 

The Partnership for 21st Century Skills has created the graphic below to 
summarize their work.  The graphic represents both 21st century skills student 
outcomes (as represented by the arches of the rainbow) and 21st century skills 
support systems (as represented by the pools at the bottom).  The text following 
the graphic describes the Partnership’s perspective and then lists the student 
outcomes identified.  For the purposes of the Marketing Principles crosswalk, 
numbers have been given to each skill. 

Mastery of core subjects and 21st century themes is essential for students in the 
21st century. Core subjects include: 

• English, reading or language arts  
• World languages  
• Arts  
• Mathematics  

• Economics  
• Science  
• Geography  
• History  
• Government and Civics  

In addition to these subjects, we (The Partnership) believe schools must move 
beyond a focus on basic competency in core subjects to promoting understanding 
of academic content at much higher levels by weaving 21st century 
interdisciplinary themes into core subjects:  
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Global Awareness 

1. Using 21st century skills to understand and address global issues  

2. Learning from and working collaboratively with individuals representing 
diverse cultures, religions and lifestyles in a spirit of mutual respect and 
open dialogue in personal, work and community contexts  

3. Understanding other nations and cultures, including the use of non-English 
languages  

 
Financial, Economic, Business and Entrepreneurial Literacy 

1. Knowing how to make appropriate personal economic choices  

2. Understanding the role of the economy in society  

3. Using entrepreneurial skills to enhance workplace productivity and career 
options  

 
Civic Literacy 

1. Participating effectively in civic life through knowing how to stay informed 
and understanding governmental processes  

2. Exercising the rights and obligations of citizenship at local, state, national 
and global levels  

3. Understanding the local and global implications of civic decisions  

 
Health Literacy 

1. Obtaining, interpreting and understanding basic health information and 
services and using such information and services in ways that are health 
enhancing  

2. Understanding preventive physical and mental health measures, including 
proper diet, nutrition, exercise, risk avoidance and stress reduction  

3. Using available information to make appropriate health-related decisions  

4. Establishing and monitoring personal and family health goals  

5. Understanding national and international public health and safety issues 

 

Learning and Innovation Skills 

Learning and innovation skills are increasingly being recognized as the skills that 
separate students who are prepared for increasingly complex life and work 
environments in the 21st century, and those who are not. A focus on creativity, 
critical thinking, communication and collaboration is essential to prepare students 
for the future.  
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Creativity & Innovation 

1. Demonstrating originality and inventiveness in work  

2. Developing, implementing and communicating new ideas to others  

3. Being open and responsive to new and diverse perspectives  

4. Acting on creative ideas to make a tangible and useful contribution to the 
domain in which the innovation occurs  

 
Critical Thinking & Problem Solving 

1. Exercising sound reasoning in understanding  

2. Making complex choices and decisions  

3. Understanding the interconnections among systems  

4. Identifying and asking significant questions that clarify various points of 
view and lead to better solutions  

5. Framing, analyzing and synthesizing information in order to solve 
problems and answer questions  

 
Communication & Collaboration 

1. Articulating thoughts and ideas clearly and effectively through speaking 
and writing  

2. Demonstrating ability to work effectively with diverse teams  

3. Exercising flexibility and willingness to be helpful in making necessary 
compromises to accomplish a common goal  

4. Assuming shared responsibility for collaborative work 

 

Information, Media and Technology Skills 

People in the 21st century live in a technology and media-suffused environment, 
marked by access to an abundance of information, rapid changes in technology 
tools, and the ability to collaborate and make individual contributions on an 
unprecedented scale. To be effective in the 21st century, citizens and workers 
must be able to exhibit a range of functional and critical thinking skills related to 
information, media and technology. 
 
Information Literacy 

1. Accessing information efficiently and effectively, evaluating information 
critically and competently and using information accurately and creatively 
for the issue or problem at hand  

2. Possessing a fundamental understanding of the ethical/legal issues 
surrounding the access and use of information 
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Media Literacy 

1. Understanding how media messages are constructed, for what purposes 
and using which tools, characteristics and conventions.  

2. Examining how individuals interpret messages differently, how values and 
points of view are included or excluded and how media can influence 
beliefs and behaviors. 

3. Possessing a fundamental understanding of the ethical/legal issues 
surrounding the access and use of information 

 
ICT (Information, Communications & Technology) Literacy  

1. Using digital technology, communication tools and/or networks 
appropriately to access, manage, integrate, evaluate, and create 
information in order to function in a knowledge economy  

2. Using technology as a tool to research, organize, evaluate and 
communicate information, and the possession of a fundamental 
understanding of the ethical/legal issues surrounding the access and use 
of information 

 

Life & Career Skills 

Today’s life and work environments require far more than thinking skills and 
content knowledge. The ability to navigate the complex life and work environments 
in the globally competitive information age requires students to pay rigorous 
attention to developing adequate life and career skills. 
 
Flexibility & Adaptability  

1. Adapting to varied roles and responsibilities  

2. Working effectively in a climate of ambiguity and changing priorities 

 
Initiative & Self-Direction 

1. Monitoring one’s own understanding and learning needs  

2. Going beyond basic mastery of skills and/or curriculum to explore and 
expand one’s own learning and opportunities to gain expertise  

3. Demonstrating initiative to advance skill levels towards a professional level  

4. Defining, prioritizing and completing tasks without direct oversight  

5. Utilizing time efficiently and managing workload  

6. Demonstrating commitment to learning as a lifelong process 

 
Social & Cross-Cultural Skills  

1. Working appropriately and productively with others  

2. Leveraging the collective intelligence of groups when appropriate  

3. Bridging cultural differences and using differing perspectives to increase 
innovation and the quality of work 
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Productivity & Accountability  

1. Setting and meeting high standards and goals for delivering quality work 
on time  

2. Demonstrating diligence and a positive work ethic (e.g., being punctual 
and reliable) 

 
Leadership & Responsibility 

1. Using interpersonal and problem-solving skills to influence and guide 
others toward a goal  

2. Leveraging strengths of others to accomplish a common goal  

3. Demonstrating integrity and ethical behavior  

4. Acting responsibly with the interests of the larger community in mind 

 
 

 

 
Source: Partnership for 21st Century Skills. (2007). Framework for 21st century 
learning. Retrieved April 2, 2008, from http://www.21stcenturyskills.org 

 
 
 

 


