Bourbon County High School
CONTENT AREA:  Marketing

GRADE LEVEL 10-12
	Unit
	Student Outcomes
	Vocabulary
	Essential Questions
	Core Content Standards and POS
	Skills Standards
	Assessments

	Ch 1: Marketing Today

2 Weeks
	Students will:

· Be able to define marketing and explain why it is important for students to study it.

· Be able to discuss the seven marketing functions.

· Learn why businesses need effective marketing in order to be successful.

· Understand the marketing concept and be able to identify a market and develop a marketing mix.

· Describe the changing role of marketing.
	· Marketing

· Markets
· Marketing functions

· Marketing concept

· Marketing mix

· Product

· Self-sufficient

· Bartering

· Specialization of Labor
	· What is marketing?

· Why do businesses need marketing?

· What is the marketing  concept?

· What is the marketing mix?

· What is marketing’s role today and tomorrow?

	SS-H-3.2.3
Individuals attempt to maximize their profits based on their role in the economy (e.g., producers try to maximize profit, workers try to maximize income, savers and investors try to maximize return).

SS-H-3.3.3
The level of competition in a market is largely determined by the number of buyers and sellers.


	Marketing Skills Standards

AC 001 Distinguish between economic goods & services

OA 004 Explain the seven marketing functions

OA 002 Describe types of business activities
	· Ch. 1 Review Activities

	Ch. 2: Marketing Impacts Society

2 Weeks
	Students will:

· Understand the impact of marketing on businesses, individuals, and society.
· Learn the criticisms of marketing.

· Be able to explain how marketing can be used to solve social problems.

· Define consumerism.


	· Boycott
· Code of Ethics

· Consumerism

· Ethics

· Self-regulation

· Social responsibility

	· How does the economic system of a country affect the way companies market their products?

· What role does supply and demand play in the way marketing occurs?

· How are company revenues and profits influenced by the economic system of a country?

	SS-H-3.3.3 The level of competition in a market is largely determined by the number of buyers and sellers.


	OA 001 Explain the social responsibility of business in society
	· Ch. 2 Review Activities


	Ch 3: Marketing Begins with Economics
2 Weeks
	Students will:

· Identify the basic economic problem of scarcity and describe how America’s private enterprise economy works.
· Observe the Law of Supply and Demand
· Define the types of economic competition.

· Define the types of economic utility & how marketers use utility to increase customer satisfaction.

	· Controlled economy
· Demand

· Demand curve

· Economic resources

· Economic utility

· Free economy

· Law of demand

· Law of supply

· Macroeconomics

· Microeconomics

· Mixed economy

· Monopoly

· Oligopoly

· Private enterprise

· Pure competition

· Regulated economy

· Scarcity

· Supply

· Supply curve
	· What is the basic economic problem?
· What are the types of economic   systems?

· What is the law of supply?

· What is the law of demand?

· What are the types of economic competition?
	SS-H-3.3.1 Numerous factors influence the supply and demand for products (e.g., supply - technology, cost of inputs, number of sellers; demand - income, price of similar products, consumers' preferences).
SS-H-E-E-1 Understand that the basic economic problem confronting individuals, societies, and nations is scarcity or the imbalance between unlimited wants and limited resources available to satisfy those wants.
SS-HS-3.2.1

Students will compare and contrast economic systems (traditional, command, market, mixed) based on their abilities to achieve broad social goals such as freedom, efficiency, equity, security and growth in the modern world.

	AC 001 Distinguish between economic goods & services
AC 004 Determine forms of economic utility created by marketing activities

AC 005 Explain the principals of supply & demand

AC 008 Determine the role of government in business

AC 009 Explain the concept of private enterprise

AA 004 Demonstrate basic spreadsheet skills
	· Ch. 3 Review Activities
· Economic Utility Project

	Ch. 4:   The Basics of Marketing
2 Weeks

	Students will:

· Learn how marketing has changed and why it is crucial for companies to understand consumer needs.
· Understand how marketing concepts can transform business planning
· Learn the stages of consumer decision-making.

· Examine ways that marketing is useful for organizations other than businesses.
	· Market opportunity analysis
· Market segment

· Strategy

	· What is the marketing concept?
· What is wrong with treating marketing mainly as a problem-solving tool?

· What is market opportunity analysis?

· What are the four elements of the marketing mix?

· What are the most common forms of promotion?
	SS-H-3.4.3
Investments in capital goods and labor can increase productivity but have significant opportunity costs.


	OH  002 Explain the role of promotion as a marketing function
OH  004 Identify the elements of the promotional mix


	· Ch. 4 Review Activities
· Assessment #1

	Ch. 5: Using Market Research
2 Weeks
	Students will:

· Understand the need for market information
· Find and manage marketing information

· Use marketing research

· Collect primary data
	· Analysis
· Closed-ended questions

· Experiments

· External information

· Focus group

· Marketing information system

· Marketing research

· Observation

· Open-ended questions

· Output

· Population

· Primary data

· Random sampling

· Secondary data

· Simulations

· Survey

· Test market


	· What are market segments?
· What types of information are needed for effective marketing decisions?

· What are sources of marketing information?

· What is a marketing information system?

· What are the steps in a  marketing research study?


	SS-H-3.2.3
Individuals attempt to maximize their profits based on their role in the economy (e.g., producers try to maximize profit, workers try to maximize income, savers and investors try to maximize return).

.


	OE 001 Describe how marketing information is used in business decisions
OE 019 Identify ways to obtain market data for market research

AA 002 Demonstrate basic presentation software skills

AB 002 Use proper grammar and vocabulary in oral and written communications

AB 005 Make oral presentations in a business etting


	· Ch. 5 Review Activities

· Pizza Project


	Ch. 6:  Marketing Begins with Customers
2 Weeks
	Students will:

· Understand Consumer Behavior
· Learn how to distinguish different buying motives

· Learn the five stages of the decision-making process

· Explain how consumers and businesses use decision-making

	· Business consumer
· Buying behavior

· Buying motives

· Consumer behavior

· Culture

· Emotional motives

· Final consumer

· Need

· Patronage motives

· Rational motives

· Reference group

· Social class

· Want
	· What are the five levels of human needs in Maslow’s hierarchy of needs?
· What is a final consumer?

· What is a business consumer?

· What is the difference between a want and a need?

· What motivates buyers?

· What factors influence  a consumer’s buying decisions?
	PL-H-4.1.2
Work has social and economic impacts on the individual, family, and society.

SS-H-3.3.2
Specific financial and non-financial incentives often influence individuals differently (e.g., discounts, sales promotions, trends, personal convictions).


	OI  014 Determine customer needs and wants
OI  015 Identify customer buying motives 

AA 002 Demonstrate basic presentation software skills

AB 005 Make oral presentations in a business setting


	· Ch. 6 Review Activities
· Gas Station Project

	Ch. 7: Competition is Everywhere

2  Weeks
	Students will:

· Learn about market segmentation; how to evaluate market potential, and how to calculate market share.
· Distinguish between positioning strategies.

· Distinguish direct from indirect   competition.
	· Demographics
· Direct competition

· Geographic segmentation

· Indirect competition

· Market position

· Market potential

· Market segment

· Market share

· Mass marketing

· Non-price competition

· Price competition

· Product usage

· Psychographics

	· What are the types of market segmentation?
· What are the categories of product positioning?

· What is the difference between direct and indirect competition?
· What are the benefits of competition?

· What are the types of information businesses need to know about their competitors?
	SS-H-3.3.1
Numerous factors influence the supply and demand for products (e.g., supply - technology, cost of inputs, number of sellers; demand - income, price of similar products, consumers’ preferences).

SS-H-3.4.3
Investments in capital goods and labor can increase productivity but have significant opportunity costs.

SS-H-3.3.2
Specific financial and non-financial incentives often influence individuals differently (e.g., discounts, sales promotions, trends, personal convictions).

	AC 012 Explain the concept of competition
OE 020 Explain the concept of target markets and market segmentation
	· Ch. 7 Review Activities
· Ch. 7 Lessons 2 & 3 from www.marketing.swep.com


	Ch. 8: Marketing for E-Commerce

2 Weeks
	Students will:

· Define e-commerce

· Discuss the growing importance of e-commerce

· Understand the impact of e-commerce on distribution channels

· Explain the stages of development of an e-commerce business
· Describe how companies use promotion on the Internet
	· E-commerce

· Bricks & mortar

· Web sponsorship
· Priority Placement


	· What is the difference between a bricks & mortar and an e-commerce business?
· What are the three stages of e-commerce development?

· What are the advantages and disadvantages of e-commerce?

· What are the distribution changes in e-commerce?

· How can Internet companies promote their products and services?
	SS-H-3.4.2
Technological change and investments in capital goods and human capital/resources increase productivity.


	OA 021 Identify ways that technology impacts business
OC 002 Identify the channels of distribution

AA 005 Demonstrate the use of the Internet as a research tool
	· Ch. 8 Review Activities
· Technology Activity (#28, pg. 215)

· Assessment #2

	Ch. 9: The Marketing Strategy
2 Weeks
	Students will:
· Develop a market strategy

· Assess marketing mix alternatives to improve product appeal.

· Learn the four product/service classifications.

· Learn the steps for developing a marketing plan.
	· Image

· Marketing plans

· Marketing strategy

· Product/service purchase classification system

· Segments

· Target markets
	· What is a marketing strategy?

· What is a target market?

· What are the product mix elements?

· What are the four states of a product life cycle?

· What are the four product/service purchase classifications?

· What is a marketing plan?

	SS-H-3.3.2
Specific financial and non-financial incentives often influence individuals differently (e.g., discounts, sales promotions, trends, personal convictions).

SS-H-3.3.1
Numerous factors influence the supply and demand for products (e.g., supply - technology, cost of inputs, number of sellers; demand - income, price of similar products, consumers’ preferences).
	OG 008 Explain the concept of product mix
OE 020 Explain the concept of target markets & market segmentation

OG 008 Explain the concept of product mix


	· Ch. 9 Review Activities

	Ch. 10: Develop a New Product

3 Weeks
	Students will:

· Define a product

· Learn the three steps of the product design process and the importance of product lines, packaging, and brand development

· Learn consumer markets, direct demand, and business markets

· Learn product market classification

· Explain the six steps in new product   development.
	· Brand

· Business market

· Consumer market

· Derived demand

· Direct demand

· Licensed brand

· Product

· Product assortment

· Product line

· Trademark
	· What is a product?

· What are the components of a new product?

· What are the three steps of the product design process?

· What are the product market classifications?

· What is meant by a “new” product and what are the six steps I new product development?
	SS-H-3.2.3
Individuals attempt to maximize their profits based on their role in the economy (e.g., producers try to maximize profit, workers try to maximize income, savers and investors try to maximize return).


	AC 010 Identify factors effecting a business’s profit
OG 012 Explain the concept of branding

OG  011 Describe factors used by marketers to position product/business

OI 009 Analyze product information to identify product features and benefits


	· Ch. 10 Review Activities



	Ch. 11: Services Need Marketing

2 Weeks
	Students will:

· Explain the importance of services to the US economy
· Describe four qualities of services that are not shared by products

· Describe ways to categorize service businesses

· Identify three types of service standards that are used to evaluate service quality

· Develop a Service Marketing Mix

· Describe the importance of pricing and distribution of services
	· Bundling
· Heterogeneous

· Inseparable

· Intangible

· Labor intensive

· Perishable

· Service

· Service quality
	· What are services?
· What are the unique qualities of services?

· What are the classifications of services?

· What are effective strategies for promoting services?

· How do you effectively price services?

· How do you distribute your service (make it readily available)?
	SS-H-3.3.1
Numerous factors influence the supply and demand for products (e.g., supply - technology, cost of inputs, number of sellers; demand - income, price of similar products, consumers’ preferences).
	OH 004 Identify the elements of the promotional mix
OI 002 Explain the role of customer service as a component of selling relationships

OI 012 Establish relationship with client/customer

OF 005 Explain factors affecting pricing decisions
	· Ch. 11 Review Activities

	Ch. 12:

Products for Resale

2 Weeks
	Students will:

· Learn the business-to-business exchange process

· Understand purchasing decisions in business

· Describe business purchasing procedures 

· Describe Retail purchasing
	· Bidding

· Bill of lading

· Comparison shopping

· Inventory

· Inventory records

· Invoice

· Just-in-time

· Merchandise plan

· Packing list

· Perpetual inventory

· Physical inventory

· Purchase order

· Receiving record

· Reciprocal trading

· Reorder point

· TQM

· Vendor analysis
	· What are the categories of business products?

· What are the characteristics of business markets?

· What is the fundamental decision a business has to make about products or services it needs?

· Why does business purchasing generally involve a more careful process than purchasing by a final consumer?
	SS-H-3.2.3
Individuals attempt to maximize their profits based on their role in the economy (e.g., producers try to maximize profit, workers try to maximize income, savers and investors try to maximize return).


	OH  002 Explain the role of promotion as a marketing function

OH  004 Identify the elements of the promotional mix


	Ch. 12 Review Activities

Assessment:  Chs. 9-12

	Ch. 13

Getting the Product to Customers

(2 weeks)
	Students will:
· Explain marketing through distribution
· Explain assembling channels of distribution
· Discuss wholesaling
· Discuss retailing
· Explain how physical distribution keeps things moving
	· Channel members
· Channel of distribution

· Direct channel

· Distribution

· Distribution center

· Indirect channel

· Mixed merchandise store

· Physical distribution

· Retailer

· Shopping center

· Stand-alone store

· Superstore

· Wholesale Club

· Wholesaler
	· How do we get products to customers?
· How do marketers affect distribution?

· What portion of marketing costs is spent on distribution-related activities?

· Why is effective distribution essential to a free enterprise economy?

· Which types of economic utility does distribution affect most directly?

· Which of the four marketing mix elements is most closely related to distribution issues?

· How do intermediaries and agents facilitate the distribution process?

· Who needs wholesaling?

· What is retailing?

· What are the types of retailers?
· What are the types of physical distribution?
	SS-H-3.2.3
Individuals attempt to maximize their profits based on their role in the economy (e.g., producers try to maximize profit, workers try to maximize income, savers and investors try to maximize return).

SS-H-3.3.1
Numerous factors influence the supply and demand for products (e.g., supply - technology, cost of inputs, number of sellers; demand - income, price of similar products, consumers’ preferences
	OE Understand the concepts, systems, and tools used to gather, access, synthesize, evaluate, and disseminate information for use in making business decisions.

OH  004 Identify the elements of the promotional mix

OC 001 Differentiate between direct and indirect channels of distribution

OC 002 Identify the channels of distribution members

OC 003 identify the levels of distribution intensity

OC 010 Explain the transportation systems and services

OC 012 Explain the type of warehousing
	Ch. 13 Review Activities
Ch. 13 Technology Project

	Ch. 14

Determining the Best Price

(2 weeks)
	Students will:

· Discuss the economics of price decisions

· Develop pricing procedures

· Understand pricing based on market conditions
	· Breakeven point

· Consumer credit

· Discounts & allowances

· Elastic demand

· Elasticity of demand

· Flexible pricing policy

· FOB pricing

· Gross margin

· Inelastic demand

· Markdown

· Markup

· Net profit

· Non-price competition

· Price
· Trade Credit
	· What is price?
· How do you determine the best prices to charge for products?

· How do you determine a price range?

· How do you calculate a selling price?

· Why do companies usually select a price somewhere in the middle of the price range and not at either extreme?

· What are pricing  policies?

· What are the different types of credit?
	SS-H-3.2.3
Individuals attempt to maximize their profits based on their role in the economy (e.g., producers try to maximize profit, workers try to maximize income, savers and investors try to maximize return).

SS-H-3.3.1
Numerous factors influence the supply and demand for products (e.g., supply - technology, cost of inputs, number of sellers; demand - income, price of similar products, consumers’ preferences
	AC 006 Describe the concept of price
AC 005 Explain the principals of supply and demand

AC 003 Describe the concepts of economics and economic activities

AC 017 Explain measures used to analyze economic conditions

AC 010 Identify factors effecting a business’s profit
	Ch. 14 Review Activities
Ch. 14 Project

	Ch. 15

Promotion

(5 weeks)
	Students will:

· Understand promotion as a form of communication

· Describe the types of promotion

· Prepare a promotional plan
	· Advertising
· Communication Process

· Decoding

· Encoding

· Feedback

· Goodwill

· Interpersonal communication

· Mass communication

· Message channel

· Noise

· Personal Selling

· Promotion

· Promotional mix

· Promotional plan

· Publicity

· Receiver

· Sales promotions

· Sender

· Visual merchandising
	· What is the role of promotion in marketing?
· How is promotion a communication process?

· What are the types of communication?

· What is the difference between advertising and publicity?

· What is personal selling?

· What is a sales promotion?

· What is the promotional mix?
	SS-H-3.3.2
Specific financial and non-financial incentives often influence individuals differently (e.g., discounts, sales promotions, trends, personal convictions).


	OI 005 Explain business ethics in selling
OH 004 Identify the elements of the promotional mix

OH 002 Explain the roles of promotion as a marketing function

OH 008 Explain the types of advertising

OH 009 Explain components of advertisements

OI 011 Prepare for the sales presentation

OI 010 Explain the steps of the selling process

OI 014 Determine customer/client needs and wants

OI 012 Establish relationship with client/customer

OI 023 Identify effective methods used in closing a sale
	Ch. 14 Review activities
Promotional Plan

Personal Selling Role Play


