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DISTRICT MISSION STATEMENT 

Our mission in the Egg Harbor Township School District is to partner with the student, family,                

school, and community to provide a safe learning environment that addresses rigorous and             

relevant 21st Century standards and best practices which will develop academic scholarship,            

integrity, leadership, citizenship, and the unique learning style of students, while encouraging            

them to develop a strong work ethic and to act responsibly in their school community and                

everyday society. 

  

CAREER AND TECHNICAL EDUCATION 

Mission: 

New Jersey's Office of Career and Technical Education seeks to prepare students for career 

opportunities of the 21st century, succeed as global citizens and support healthy economic growth 

for New Jersey.  Career and Technical Education prepares students to succeed as global citizens for 

career opportunities for the 21st Century and to support healthy economic growth within the 

state. 

INTRODUCTION 

The most precious resource teachers have is time. Regardless of how much time a course is                

scheduled for, it is never enough to accomplish all that one would like. Therefore, it is imperative                 

that teachers utilize the time they have wisely in order to maximize the potential for all students to                  

achieve the desired learning. 

  

High quality educational programs are characterized by clearly stated goals for student learning,             

teachers who are well-informed and skilled in enabling students to reach those goals, program              

designs that allow for continuous growth over the span of years of instruction, and ways of                

measuring whether students are achieving program goals.  

  

EGG HARBOR TOWNSHIP SCHOOL DISTRICT CURRICULUM TEMPLATE 

The Egg Harbor Township School District has embraced the backward-design model as the             

foundation for all curriculum development for the educational program. When reviewing           

curriculum documents and the Egg Harbor Township curriculum template, aspects of the            

backward-design model will be found in the stated enduring understandings/essential questions,           

unit assessments, and instructional activities. Familiarization with backward-design is critical to           

working effectively with Egg Harbor Township’s curriculum guides. 

  

GUIDING PRINCIPLES: WHAT IS BACKWARD DESIGN? 

WHAT IS UNDERSTANDING BY DESIGN? 



 

“Backward design” is an increasingly common approach to planning curriculum and instruction. As             

its name implies, “backward design” is based on defining clear goals, providing acceptable             

evidence of having achieved those goals, and then working ‘backward’ to identify what actions              

need to be taken that will ensure that the gap between the current status and the desired status is                   

closed.  

Building on the concept of backward design, Grant Wiggins and Jay McTighe (2005) have              

developed a structured approach to planning programs, curriculum, and instructional units. Their            

model asks educators to state goals; identify deep understandings, pose essential questions, and             

specify clear evidence that goals, understandings, and core learning have been achieved. 

Program based on backward design use desired results to drive decisions. With this design, there               

are questions to consider, such as: What should students understand, know, and be able to do?                

What does it look like to meet those goals? What kind of program will result in the outcomes                  

stated? How will we know students have achieved that result? What other kinds of evidence will                

tell us that we have a quality program? These questions apply regardless of whether they are goals                 

in program planning or classroom instruction. 

  

The backward design process involves three interrelated stages for developing an entire            

curriculum or a single unit of instruction. The relationship from planning to curriculum design,              

development, and implementation hinges upon the integration of the following three stages. 

  

Stage I: Identifying Desired Results: Enduring understandings, essential questions, knowledge and           

skills need to be woven into curriculum publications, documents, standards, and scope and             

sequence materials. Enduring understandings identify the “big ideas” that students will grapple            

with during the course of the unit. Essential questions provide a unifying focus for the unit and                 

students should be able to answer more deeply and fully these questions as they proceed through                

the unit.  Knowledge and skills are the “stuff” upon which the understandings are built.  

  

Stage II: Determining Acceptable Evidence: Varied types of evidence are specified to ensure that              

students demonstrate attainment of desired results. While discrete knowledge assessments (e.g.:           

multiple choice, fill-in-the-blank, short answer, etc…) will be utilized during an instructional unit,             

the overall unit assessment is performance-based and asks students to demonstrate that they             

have mastered the desired understandings. These culminating (summative) assessments are          

authentic tasks that students would likely encounter in the real-world after they leave school.              

They allow students to demonstrate all that they have learned and can do. To demonstrate their                

understandings students can explain, interpret, apply, provide critical and insightful points of view,             

show empathy and/or evidence self-knowledge. Models of student performance and clearly           

defined criteria (i.e.: rubrics) are provided to all students in advance of starting work on the unit                 

task.  

  

Stage III: Designing Learning Activities: Instructional tasks, activities, and experiences are aligned            

with stages one and two so that the desired results are obtained based on the identified evidence                 

or assessment tasks. Instructional activities and strategies are considered only once stages one             



 

and two have been clearly explicated. Therefore, congruence among all three stages can be              

ensured and teachers can make wise instructional choices.  

  

At the curricular level, these three stages are best realized as a fusion of research, best practices,                 

shared and sustained inquiry, consensus building, and initiative that involves all stakeholders. In             

this design, administrators are instructional leaders who enable the alignment between the            

curriculum and other key initiatives in their district or schools. These leaders demonstrate a clear               

purpose and direction for the curriculum within their school or district by providing support for               

implementation, opportunities for revision through sustained and consistent professional         

development, initiating action research activities, and collecting and evaluating materials to ensure            

alignment with the desired results. Intrinsic to the success of curriculum is to show how it aligns                 

with the overarching goals of the district, how the document relates to district, state, or national                

standards, what a high quality educational program looks like, and what excellent teaching and              

learning looks like. Within education, success of the educational program is realized through this              

blend of commitment and organizational direction. 

  

INTENT OF THE GUIDE 

This guide is intended to provide teachers with course objective and possible activities, as well as                

assist the teacher in planning and delivering instruction in accordance with the New Jersey Core               

Curriculum Content Standards. The guide is not intended to restrict or limit the teacher’s              

resources or individual instruction techniques. It is expected that the teacher will reflectively             

adjust and modify instruction and units during the course of normal lessons depending on the               

varying needs of the class, provided such modified instruction attends to the objectives and              

essential questions outlined below. 

  

 



Marketing - Power Standards 
 

Standard Number Standard 

Marking Period 1 

CRP4.  Communicate clearly and effectively and with reason. 

12.9.3.MK-MER.7 Communicate information about retail products, services, images and/or 
ideas. 

12.9.3.MK-SAL.3  Plan, organize and lead sales staff to enhance sales goals. 

12.9.3.MK-MGT.6 Obtain, develop, maintain and improve a product or service mix in response to 
market opportunities. 

  

Marking Period 2 

CRP4.  Communicate clearly and effectively and with reason. 

CRP8.  Utilize critical thinking to make sense of problems and persevere in solving 
them. 

12.9.3.MK-RES.3 Use information systems and tools to make marketing research decisions. 

12.9.3.MK-MER.7  Communicate information about retail products, services, images and/or 
ideas. 

  

Marking Period 3 

CRP4.  Communicate clearly and effectively and with reason. 

CRP8.  Utilize critical thinking to make sense of problems and persevere in solving 
them. 

9.3.MK-RES.2  Design and conduct research activities to facilitate marketing business 
decisions. 

9.3.MK-MGT.6  Obtain, develop, maintain and improve a product or service mix in response to 
market opportunities. 

  

Marking Period 4 

CRP4.  Communicate clearly and effectively and with reason. 

CRP8.  Utilize critical thinking to make sense of problems and persevere in solving 
them. 

9.3.MK-MER.4  Access, evaluate and disseminate marketing information to facilitate 



merchandising decisions and activities. 

9.3.MK-SAL.1 Access, evaluate and disseminate sales information 

  

 



Unit Name: Marketing Dynamics      Time Frame: 3-4 Weeks 

 

Author: Egg Harbor Township High School Business Department 

UNIT I 

 

Subject:  Marketing               Country: USA 

 

Course/Grade: Marketing / 9-12        State/Group: NJ 

 

School: Egg Harbor Township High School 

 

UNIT SUMMARY 

 
Exploring career opportunities is an important step. The choices are endless. In this unit, students will have an 
opportunity to investigate the career choice to become a marketing professional. Unit 1 introduces students to 

marketing and business basics. This will be the foundation for learning about the marketing profession.   
 

One of the most important tasks a marketing person will perform is to create a marketing plan. In this unit, students 
will learn the basics that create a good marketing plan. Putting these pieces together will help students expand their 
knowledge of the business world. This unit will cover some of the Marketing Core Functions; namely channel 
management, marketing information management, market planning, pricing, product/service management, promotion 
selling.   

 
This unit willfurther illustrate the importance of marketing and develop the marketing concept:  
Marketing is dynamic because the needs and wants of customers are contantly changing, and marketing helps 
businesses to meet those needs and wants. Marketing is focused on the customer. It is necessary for marketers to 
know and understand current and potential customers in order to meet their needs and wants.  The four P's of 
marketing are product (anything that is bought and sold), price (the amount of money requested in exchange for a 

product), place (the activities involved in getting a product to the end user), and promotion (the process of 
communicating with potential customers to influence their buying behavior).  The steps necessary for creating a 
successful marketing mix are choosing the right product; selling the product at the right price; making the product 
available in the right place; and promoting the product in a way that will reach the target customers. 
 

The marketing concept is an approach to business that focuses on satisfying achieve profit goals. The three basic 
elements in this concept are: customer satisfaction, which is the degree to which a customer is pleased with products; 

total company approach, which is the idea that every person within the company has the goal of satisfying the 
customers; and profit, or the money a company has left after paying all expenses.  management; market planning; 
pricing; product/service management; promotion; and selling.  This unit will cover some of the Marketing Core 
Functions; namely channel management, marketing information management, market planning, pricing, 
product/service management, promotion selling.   
 
This unit will also describe and format the marketing plan:  

A marketing plan is important because it contains the marketing team objectives, strategies,and tactics for achieving 
both business and marketing goals.  The marketing mix is a plan of action for marketing a product, and consistes of 
the decisions made about that product, price, place, and promotion.  The purpose of a marketing plan template is to 
provide a basic format that displays the essential information in an appropriate manner. 
 
The sections of a marketing plan are the title page, table of contencts, executive summary, business description, sales 

analysis, situation analysis, marketing objectives, marketing strategies, marketing tactics, bibliography, and 

appendices.  When formatting a marketing plan, make sure that it is professional, organized, and accurate.  The plan 
should be well written, grammatically correct, exciting and enthusiastic, unique, 
and attractive. 
 

UNIT RESOURCES 

 
 Marketing Dynamics textbook, Chapters 1, 2, & 4 
 Marketing Dynamics student workbook, Chapter 1, 2, & 4 
 Marketing Dynamics student companion website or mobile site, Chapter 1, 2, & 4 
 Marketing Dynamics EXAMVIEW® Assessment Suite, Chapter 1, 2, & 4 questions 
 Instructor’s Annotated Workbook, Chapter 1, 2, & 4 

 Instructor’s Resource CD, Chapter 1, 2, & 4 
 Instructor’s Presentations for PowerPoint®, Chapter 1, 2, & 4 



 Sports & Entertainment Marketing Text 
 

Internet Resource Links: 
 

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm 
https://www.ama.org/Pages/default.aspx 
http://www.deca.org/ 
http://www.thecareerproject.org/careers/marketing 
http://www.njcan.org 
http://www.storyboardthat.com 

http://www.nytimes.com/2010/10/21/business/smallbusiness/21sbiz.html?_r=1&  
https://www.youtube.com/watch?v=v-Q7Tmw85Xs&index=41&list=PLDctEAS0fw_zzOnWDJA7dZ47Ne1UYEfdH  
http://www.socialmediaexaminer.com/7-creative-social-media-marketing-mini-case-studies/  
http://www.business2community.com/marketing/using-reference-groups-in-marketing-
0427866#DWxCTI4k5AT47PWP.97  
http://www.huffingtonpost.com/2014/12/12/peer-pressure_n_6316702.html  

https://psychcentral.com/blog/archives/2011/04/14/fomo-addiction-the-fear-of-missing-out/  

STAGE ONE 

 

GOALS AND STANDARDS 
 
CRP1. Act as a responsible and contributing citizen and employee. 

CRP2. Apply appropriate academic and technical skills.   
CRP4. Communicate clearly and effectively and with reason.  
CRP5. Consider the environmental, social and economic impacts of decisions.  
CRP6. Demonstrate creativity and innovation.  
CRP7. Employ valid and reliable research strategies.  
CRP8. Utilize critical thinking to make sense of problems and persevere in solving them.  

CRP9. Model integrity, ethical leadership and effective management.  
CRP10. Plan education and career paths aligned to personal goals.  
CRP11. Use technology to enhance productivity.  
CRP12. Work productively in teams while using cultural global competence. 
Career Technical Core Standards 
9.2.8.B.1 Research careers within the 16 Career Clusters and determine attributes of career success. 

9.2.12.C.1 Review career goals and determine steps necessary for attainment. 

Core Standards 
9.3.MK.2 Implement marketing research to obtain and evaluate information for the creation of a 
marketing plan. 
9.3.MK.3 Plan, monitor, manage and maintain the use of financial resources for marketing activities. 
9.3.MK.5 Describe career opportunities and the means to achieve those opportunities in each of the 
Marketing Career Pathways. 
9.3.MK.6 Select, monitor and manage sales and distribution channels. 

9.3.MK.7 Determine and adjust prices to maximize return while maintaining customer perception of 
value. 
9.3.MK.8 Obtain, develop, maintain and improve a product or service mix in response to market 
opportunities. 
9.3.MK.9 Communicate information about products, services, images and/or ideas to achieve a desired outcome. 
9.3.MK.10 Use marketing strategies and processes to determine and meet client needs and wants. 
9.3.MK‐COM.1 Apply techniques and strategies to convey ideas and information through marketing 

communications. 
9.3.MK‐COM.3 Access, evaluate and disseminate information to enhance marketing decision‐making 

processes. 
9.3.MK‐COM.4 Obtain, develop, maintain and improve a marketing communications product or service mix to 

respond to market opportunities. 
9.3.MK‐COM.5 Communicate information about products, services, images and/or ideas to achieve a desired 

outcome. 
9.3.MK‐MGT.1 Plan, organize and lead marketing staff to achieve business goals. 

9.3.MK‐MGT.2 Plan, manage and monitor day‐to‐day marketing management operations. 

9.3.MK‐MGT.3 Plan, manage and organize to meet the requirements of the marketing plan. 

9.3.MK‐MGT.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MGT.6 Obtain, develop, maintain and improve a product or service mix in response to market 

opportunities. 
9.3.MK‐MGT.7 Communicate information about products, services, images and/or ideas. 

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm
https://www.ama.org/Pages/default.aspx
http://www.deca.org/
http://www.thecareerproject.org/careers/marketing
http://www.storyboardthat.com/
http://www.nytimes.com/2010/10/21/business/smallbusiness/21sbiz.html?_r=1&
https://www.youtube.com/watch?v=v-Q7Tmw85Xs&index=41&list=PLDctEAS0fw_zzOnWDJA7dZ47Ne1UYEfdH
http://www.socialmediaexaminer.com/7-creative-social-media-marketing-mini-case-studies/
http://www.business2community.com/marketing/using-reference-groups-in-marketing-0427866#DWxCTI4k5AT47PWP.97
http://www.business2community.com/marketing/using-reference-groups-in-marketing-0427866#DWxCTI4k5AT47PWP.97
http://www.huffingtonpost.com/2014/12/12/peer-pressure_n_6316702.html
https://psychcentral.com/blog/archives/2011/04/14/fomo-addiction-the-fear-of-missing-out/


9.3.MK‐RES.1 Plan, organize and manage day‐to‐day marketing research activities. 

9.3.MK‐RES.2 Design and conduct research activities to facilitate marketing business decisions. 

9.3.MK‐RES.3 Use information systems and tools to make marketing research decisions. 

9.3.MK‐MER.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MER.6 Obtain, develop, maintain and improve a product or service mix to respond to market 

opportunities. 
9.3.MK‐MER.7 Communicate information about retail products, services, images and/or ideas. 

9.3.MK‐MER.8 Create and manage merchandising activities that provide for client needs and wants. 

 

ENDURING UNDERSTANDINGS 

 
Students will … 
- think about their future, and write about where they see themselves in five, ten, or even twenty years. If they want to become a 

marketing professional, for which type of business would they want to work? 
- explain why marketing is dynamic 
- state how marketing is focused. 
- identify and describe the four Ps of marketing. 
- list the steps necessary for creating a successful marketing mix. 

- explain the marketing concept in business. 
- describe the seven functions of marketing and related activities. 
- explain the importance of a marketing plan. 
- define the marketing mix. 
- describe the purpose of a marketing plan template. 
- summarize the parts of a marketing plan. 
- format a marketing plan.  

 

ESSENTIAL QUESTIONS 
 
Why study Marketing? 
Why choose a career in Marketing? 
Why are the four P’s of marketing? 
Why is marketing dynamic? 
What are the seven functions of marketing? 
Why is a marketing plan and what is it comprised of? 
Why is the foundation for a marketing plan? 
Why is a SWOT analysis important in a marketing plan? 
The marketing mix is the foundation of the marketing plan. What should be developed before the marketing mix is created? 

 

KNOWLEDGE AND SKILLS 
 
Students will know… 
- How to develop a marketing plan. 
- How to explore the sixteen career clusters and their pathways. 
- The steps necessary for creating a successful marketing mix arechoosing the right product: selling the product at the right 

price; making the product available in the right place; and promoting the product in a way that will reach the target customers. 
- The marketing concept is an approach to business that focuses on satisfying cutomers to achieve profit goals.  The three basic 

elements in this concept are: customer satisfaction, which is the degree to which a customer is pleased with products; total 
company approach, which is the idea that every person within the company has the goal of satisfying the customers; and profit, 
or the money a company has left after paying all expenses 

- The importance of a marketing plan because it contains the marketing team objectives, executive summary, and tactics for 
achieving both business and marketing goals. 

- The marketing mix is a plan of action for marketing a product, and consists of the decisions made about that product, price, 
place, and promotion. 

- The purpose of a marketing plan is to provide a basic format that displays the essential information in an appropriate 
mannerinformation in an appropriate manner. 

- The sections of a marketing plan are the title page, table of contents, executive summary, business description, sales analysis, 
situation analysis, marketing objectives, marketing 

- strategies, marketing tactics, bibliography, and appendices. 
- When formatting a marketing plan, make sure that it is professional, organized, and accurate. 

- The plan should be well written, grammatically correct, exciting and enthusiastic, unique, 
- and attractive. 

 
 

Students will be able to… 
- discuss the importance of setting goals as part of the career planning process. Ask students to share some of their goals for the 

future. 
- define the function of marketing 
- describe why it is important to study marketing 
- use their knowledge of marketing to create a markting mix for a given product or service. 
- describe why it is important to study marketing. 



- explain the importance of a marketing plan because it contains the marketing team objectives, executive summary, and tactics 
for achieving both business and marketing goals. 

- list the sections of a marketing plan are the title page, table of contents, executive summary, business description, sales 
analysis, situation analysis, marketing objectives, marketing strategies, marketing tactics, bibliography, and appendices. 

- analyze the selling situation, what two environments should considered? 

 

 

STAGE TWO 
 

PERFORMANCE TASKS 

 
 Assign Checkpoint questions at end of each section. 

 Assign the Chapter post tests. The test may be accessed by using the QR code or going to the companion 
website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 
 Assign Apply Your Knowledge questions at the end of the chapter. 

 Assign EXAMVIEW Assessment Suite, Chapters 1, 2, & 4 

 Research a local small business and interview the owners.  Information gathered will be used to construct a 

complete marketing plan.
 Use NJCAN website to identify and compare careers in marketing.  
 Investigate an organization and construct a table illustrating the marketing mix for several of the company’s 

products
 Analyze businesses selling to other businesses and construct a flow chart showing how utility is added to improve 

the overall experience.
 

OTHER EVIDENCE 
 

 Quizzes and Tests 
 Classroom discussion participation 
 Teacher observation of classroom assignments/activities 

 

STAGE THREE 
 

LEARNING PLAN 

Engage 

 Have the students think about their future, and write about where they see themselves in five, ten, or even 

twenty years. If they want to become a marketing professional, for which type of business would they want to 
work?  

 Assign the Chapter pretests. The test may be accessed by using the QR code or going to the companion 
website. Discuss which questions students were unable to answer.  

 Ask students to complete the Web Connect research exercise in the beginning of the section. 

 Ask students who have paid or volunteer jobs to share with the class the various positions at each level in the 
organization. Talk with them about which job levels they see for themselves in the future. 

 Assign the College and Career Readiness Common Core activities found at the end of the chapter. 

 Discuss the importance of setting goals as part of the career planning process. Ask students to share some of 

their goals for the future. 

 Discuss the variety of marketing careers available. Ask students to identify a career that might match their 
interests. 

 Use the Teamwork exercise at the end of the chapter to engage students with each other to solve a problem 
or make a group presentation. 

 Engage students by asking them to identify all the groups or target markets for which they are associated. 
Give them a few minutes to make their unique lists. Then, ask students to read off the groups or target 

markets on their lists. You might want to make a contest out of this activity by rewarding the student who 
listed the most categories he/she could be identified with as part of different target markets.     

 Divide the class into groups with four members. Ask each group to choose a business they are familiar with. 
Have each member of the group take on the role of one of the four Ps of marketing for that business. Have 



the group members work together to design the strategies for each of the four Ps of the marketing mix. To 
assure that all group members participate, each person should present their assigned product, price, place, or 
promotion strategy.  

 Present video clip on customer service at Disney. 
 

 

Explore 

 Provide an opportunity for students to explore by assigning a hands-on activity. Review the vocabulary terms 
at the beginning of the section. Where have students encountered these terms before? Help students make 
educated guesses about the meanings of the terms with which they are least familiar. 

 Have students review the sample marketing plan on the Marketing Dynamics companion website at www.g-
wlearning.com. This sample plan is written to be used as the basis for the marketing plan that students will 
have completed by the end of the class. The name of the file is MarketingPlan_Sample.YoursinRetro.docx.  

 Ask students to visit a retail store and determine the different levels of careers in that business. They should 

list the job titles at each level that they observed. If they can’t visit a store, suggest they visit an online store 
to research the company and the jobs available. 

 Assign the College and Career Readiness Reading Prep activity to prepare students prior to reading the 
chapter. Reading Prep activities give students opportunities to apply the Common Core State Standards. 

 Review the vocabulary terms at the beginning of the section. Where have students encountered these terms 
before? Help students make educated guesses about the meanings of the terms with which they are least 
familiar. 

 Have students write a short paper using all of the vocabulary terms in this section. Ask for volunteers to read 
their papers in class. All students should hand in their papers to determine the accuracy of the usage for the 
vocabulary terms.  

 Ask each student to locate items they have from businesses that reward loyal relationships. For example, 
students may pull out reward cards or punch cards from their wallets/purses. Ask students if they actually 

frequent these businesses more than others that do not have reward cards. 

 Have students explore www.DECA.org for more information on different activities and events in which they 
might be interested or want to participate. 

 Ask students to bring in print ads for products and identify the product strategies used in the ads. Emphasize 

the importance of product decisions in influencing customers to purchase. Ask students to identify either a 
new product in the market or an “improved” product and how it has changed. Have the students give an oral 

summary of their opinions and/or prepare a written report. 

 Have students write a short paper using all the vocabulary terms. Ask for volunteers to read their papers in 
class.  All students should hand in their papers to determine the accuracy of their use of vocabulary.  

 Have students view a website(s) of their choice to search for free marketing plan templates. Ask them to 
locate the one template that they feel would be most beneficial for the kind of business for which they will be 

writing marketing plans. 

 Have students explore careers using various internet resources and create a storyboard showcasing a day in 
the life of a marketing professional. 

 View video on Fed Ex world hub to illustrate B2B distribution methods. 

 Read case studies fromSocial Media Examiner and have students brainstorm ways to improve business 
operations. 

Explain 

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Ask students to add the definitions of the terms in Build Your Vocabulary to their personal glossary of 
marketing terms. 

 Review the career clusters. Share your own career path to your present teaching position. 

 Discuss the importance of planning. Provide two or three examples from your current position as a teacher 
where planning is important. Talk with students about their post-high school plans and what they are currently 

doing to prepare for post-high school. 

 Ask students to explain how they think that understanding marketing concepts might always be useful to 
them. 



 Use the Instructor’s Presentations for PowerPoint® for Chapter 1, 2,& 4 as an outline for presenting the 
chapter. 

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Provide an opportunity for students to explain their understanding of a concept or process. Direct students to 

add their definitions of those terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Discuss the term dynamic with the class. Share some examples of how marketing dynamically changes to 
meet people’s needs and wants. Divide the class into small groups and have them identify additional ways 
that marketing needs to dynamically change to meet the changing needs and wants of customers. Have them 
share their answers with the entire class. 

 Have students view a website of their choice. Give them time to determine who they think is the target 
market for that website and why they identified that group. 

 Identify local or regional companies that influence the economy. Discuss with students how the marketing 
done by the companies influences the local community. 

 Discuss with students the importance of a positive public image for any business.  

 Review the Marketing Plan questions. Discuss the importance of answering these questions as part of 

completing a successful marketing plan. 
 Read NY Times article on Getting Product on Shelves. 

Elaborate/Extend 

 As time permits, have students read and discuss the special features in the chapter. Provide an opportunity 
for students to exhibit their understanding of concepts in context of the material as presented.  

 If students are using the Marketing Dynamics student workbook, assign activities to engage active learning. 

 Ask students to read the Case in Point. Have they had a similar experience with a business that went over and 
above basic service expectations? How did that experience impact loyalty for that business? 

 Divide the class in small groups. Create four envelopes in which each will be identified as one of the four Ps of 
marketing. Each envelope will have numerous pieces of paper or card stock with one piece of information. In 
the product envelope, enclose numerous product names. In the price envelope, list different prices. The 
promotion envelope should list different options for promotion. The place envelope should give options for 
distribution and transportation. Each group will draw one piece of information from all four envelopes. Allow 

time for the groups to explain how they will go about the four Ps together in a likely company.  

 The previous activity can be used numerous ways. For example, you may choose to use only three of the four 
Ps and have the group identify the unknown P. Ask them how they will incorporate the unknown one.   

 Provide an opportunity for students to exhibit their understanding of concepts in context of the material as it 
is presented. As time permits, have students read and discuss the special features in the chapter.  

 Divide the class into small groups and ask them to think of a small business they would want to create and 
begin discussing specific details. At the conclusion of section 4.2, they will start assembling the different parts 

of a marketing plan for that business. Students may prepare a presentation of their information, using 
presentation software. This activity can be discussed and reinforced throughout this chapter, unit, and the 
entire book as you continue to cover the four Ps of marketing. 

 Extend your teaching by scheduling speakers from your local businesses who are entrepreneurs or managers 

responsible for marketing. You might want to ask them to bring their marketing plans.  

 Have students interview a business owner. Have the students create the questions prior to their interview for 
your approval. One question they might want to ask is, “Does the marketing plan for your business change? If 
so, how frequently do you update it?” 

 View video clips on reference groups and peer pressure in marketing.  Students will then relate these concepts 
to their own lifes to provide examples.   

 

Evaluate  
 Assign Checkpoint questions at end of section. 

 Utilize Student Workbook to check for knowledge. 

 End of Chapter Exams 

 Career Essay 

 Homework  

 In-class Discussion 

 Peer review – Projects 

 Benchmark 



Unit Name: Marketplace Dynamics     Time Frame: 5-6 Weeks 

 

Author: Egg Harbor Township High School Business Department 

UNIT II 

 

Subject:  Marketing         Country: USA 

 

Course/Grade: Marketing / 9-12       State/Group: NJ 

 

School: Egg Harbor Township High School 

 

UNIT SUMMARY 

 
Customer demand and competition are driving factors in the marketplace.  Consumer buying habits change daily. New 
competition for customer dollars makes a business work harder. A business must take an objective look at the market 

through the eyes of the buyer as well as the competition. Consumer preferences and competitive information are 
learned through market research. Research also forces marketing to be efficient and target the correct audience. 

Understanding the customer is the key to marketing success. Is your target business-to-consumer (B2C)? Or is your 
target businessto-business (B2B)? Focused marketing helps businesses meet their sales and profit goals.  
The Functions of Marketing covered in this unit are:  Marketing-information management, Market planning, Pricing, 
and Selling. 
 

Maketing research is important so that businesses can meet the nedds of cutomers.  Marketing research results 
provide businesses with information about their primary customers’ needs and wants, their competition, and their 
growth opportunities. The two types of research data are primary and secondary.  Primary data is collected first-hand 
by the researcher. Secondary data already exists and can be found through a variety of sources.  The marketing 
research process consists of eight steps: 1. Define the problem. 2. Conduct background 
research. 3. State a hypothesis. 4. Develop a research plan. 5. Collect the data. 6. Analyze the data. 7. Draw 

conclusions. 8. Make recommendations. Trends tend to be long lasting. Trend research helps marketers adjust tthier 
businesses and promotional efforts to take advantage of new trends. A marketing information system (MkIS) is an 
organized system of gathering, sorting, analyzing, evaluating, and distributing information gathered through 
marketing research. This data will then help a business better tailor their marketing efforts to meet customer needs. 
Marketing research can sometimes be unreliable because the results may be faulty if the research was incomplete or 

incorrect. Following proper research processes can ensure your results are reliable. 
 

UNIT RESOURCES 

 
 Marketing Dynamics textbook, Chapters 10, 11, 12, 13, & 14. 
 Marketing Dynamics student workbook, Chapter 10, 11, 12, 13, & 14. 
 Marketing Dynamics student companion website or mobile site, Chapter 10, 11, 12, 13, & 14. 

 Marketing Dynamics EXAMVIEW® Assessment Suite, Chapter 1, 2, & 4 questions 
 Instructor’s Annotated Workbook, Chapter 10, 11, 12, 13, & 14. 
 Instructor’s Resource CD, Chapter 10, 11, 12, 13, & 14. 
 Instructor’s Presentations for PowerPoint®, Chapter 10, 11, 12, 13, & 14. 
 Sports & Entertainment Marketing Text 

 

Internet Resource Links: 
 
http://www.g-wlearning.com/marketing/9781619603431/student/index.htm 

https://www.ama.org/Pages/default.aspx 
http://www.deca.org/ 
http://factfinder.census.gov/faces/nav/jsf/pages/community_facts.xhtml 

https://www.pwc.com/gx/en/audit-services/capital-market/publications/assets/document/pwc-global-top-100-march-
update.pdf 
https://www.youtube.com/watch?v=XS6ysDFTbLU 
http://www.socialmediaexaminer.com/social-psychologyto-improve-marketing/ 
https://sixestate.com/aristotle-the-original-marketing-guru/ 
http://www.socialmediaexaminer.com/facebook-and-twitter-user-behavior-changes-new-research/ 
https://www.youtube.com/watch?v=dwr1qpSFnq4 

http://knowledge.wharton.upenn.edu/article/not-on-the-list-the-truth-about-impulse-purchases/ 
https://www.youtube.com/watch?v=duDNbKWEy5M 
  

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm
https://www.ama.org/Pages/default.aspx
http://www.deca.org/
http://factfinder.census.gov/faces/nav/jsf/pages/community_facts.xhtml
https://www.pwc.com/gx/en/audit-services/capital-market/publications/assets/document/pwc-global-top-100-march-update.pdf
https://www.pwc.com/gx/en/audit-services/capital-market/publications/assets/document/pwc-global-top-100-march-update.pdf
https://www.youtube.com/watch?v=XS6ysDFTbLU
http://www.socialmediaexaminer.com/social-psychologyto-improve-marketing/
https://sixestate.com/aristotle-the-original-marketing-guru/
http://www.socialmediaexaminer.com/facebook-and-twitter-user-behavior-changes-new-research/
https://www.youtube.com/watch?v=dwr1qpSFnq4
http://knowledge.wharton.upenn.edu/article/not-on-the-list-the-truth-about-impulse-purchases/


 

STAGE ONE 

 

GOALS AND STANDARDS 
 
CRP1. Act as a responsible and contributing citizen and employee. 
CRP2. Apply appropriate academic and technical skills.   
CRP4. Communicate clearly and effectively and with reason.  
CRP5. Consider the environmental, social and economic impacts of decisions.  

CRP6. Demonstrate creativity and innovation.  
CRP7. Employ valid and reliable research strategies.  
CRP8. Utilize critical thinking to make sense of problems and persevere in solving them.  
CRP9. Model integrity, ethical leadership and effective management.  
CRP10. Plan education and career paths aligned to personal goals.  
CRP11. Use technology to enhance productivity.  
CRP12. Work productively in teams while using cultural global competence. 

Career Technical Core Standards 
9.2.8.B.1 Research careers within the 16 Career Clusters and determine attributes of career success. 

9.2.12.C.1 Review career goals and determine steps necessary for attainment. 
9.2.12.C.3  Identify transferable career skills and design alternate career plans. 
9.2.12.C.9 Analyze the correlation between personal and financial behavior and employability. 
Core Standards 
9.3.MK.2 Implement marketing research to obtain and evaluate information for the creation of a 

marketing plan. 
9.3.MK.3 Plan, monitor, manage and maintain the use of financial resources for marketing activities. 
9.3.MK.5 Describe career opportunities and the means to achieve those opportunities in each of the 
Marketing Career Pathways. 
9.3.MK.6 Select, monitor and manage sales and distribution channels. 
9.3.MK.7 Determine and adjust prices to maximize return while maintaining customer perception of 

value. 
9.3.MK.8 Obtain, develop, maintain and improve a product or service mix in response to market 
opportunities. 
9.3.MK.9 Communicate information about products, services, images and/or ideas to achieve a desired outcome. 
9.3.MK.10 Use marketing strategies and processes to determine and meet client needs and wants. 
9.3.MK‐COM.1 Apply techniques and strategies to convey ideas and information through marketing 

communications. 
9.3.MK‐COM.3 Access, evaluate and disseminate information to enhance marketing decision‐making 

processes. 
9.3.MK‐COM.4 Obtain, develop, maintain and improve a marketing communications product or service mix to 

respond to market opportunities. 
9.3.MK‐COM.5 Communicate information about products, services, images and/or ideas to achieve a desired 

outcome. 
9.3.MK‐MGT.1 Plan, organize and lead marketing staff to achieve business goals. 

9.3.MK‐MGT.2 Plan, manage and monitor day‐to‐day marketing management operations. 

9.3.MK‐MGT.3 Plan, manage and organize to meet the requirements of the marketing plan. 

9.3.MK‐MGT.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MGT.6 Obtain, develop, maintain and improve a product or service mix in response to market 

opportunities. 
9.3.MK‐MGT.7 Communicate information about products, services, images and/or ideas. 

9.3.MK‐RES.1 Plan, organize and manage day‐to‐day marketing research activities. 

9.3.MK‐RES.2 Design and conduct research activities to facilitate marketing business decisions. 

9.3.MK‐RES.3 Use information systems and tools to make marketing research decisions. 

9.3.MK‐MER.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MER.6 Obtain, develop, maintain and improve a product or service mix to respond to market 

opportunities. 
9.3.MK‐MER.7 Communicate information about retail products, services, images and/or ideas. 

9.3.MK‐MER.8 Create and manage merchandising activities that provide for client needs and wants. 

 

ENDURING UNDERSTANDINGS 

 
Students will … 

- describe the importance of marketing research. 

- identify the two types of research data. 



- describe the marketing research process. 

- discuss trend research. 

- explain how marketers use a marketing-information system. 

- summarize reasons why marketing research might be unreliable. 

- explain the four different market structures. 

- describe how competition differs in the four economic systems. 

- summarize the reasons for antitrust laws. 

- describe direct and indirect competitors. 

- explain market share and why it is important to marketers. 

- describe how to create a competitive advantage in business. 

- identify how to analyze competitive information. 

- prepare a SWOT analysis. 

- compare and contrast mass markets and target markets. 

- describe the marketing mix for a target market. 

- differentiate between mass marketing and target marketing. 

- list the variables for market segmentation for the business customer. 

- explain why customer profiles are important.  

- explain the five types of business customers. 

- describe three variables used to segment the business market. 

- identify three influences on business-to-business buying. 

- describe B2B buying decisions versus B2C. 

- explain the two types of organizational buyers in business purchasing. 

 

ESSENTIAL QUESTIONS 
 
Why use marketing research? 
What will market research help to accomplish? 
What are three sources of primary data? 

Can you explain the difference between qualitative and quantitative data? 
Why do researchers look for secondary data first rather than primary data?  

What is the first step in the research process? 
What is the purpose of a research plan? 
Why do marketers need to track product trends? 
Describe the difference between a trend and a fad. 

Why is order bias a concern for marketing researchers? 
Who created the NAICS codes and why? 
Compare and contrast the three levels of buying decisions that a business might make. 
Assume your company is in the B2B market.  How would the information on its website differ from a website for a 
company in the B2C market? 
 

 

KNOWLEDGE AND SKILLS 
 
Students will know… 
- how to plan, organize and manage day‐to‐day marketing research activities. 

- how to design and conduct research activities to facilitate marketing business decisions. 
- how to use information systems and tools to make marketing research decisions. 

 

Students will be able to… 
- discuss the importance of setting goals as part of the career planning process. Ask students to share some of 

their goals for the future. 
- define the function of marketing 
- describe why it is important to study marketing 
- use their knowledge of marketing to create a markting mix for a given product or service. 
- describe why it is important to study marketing. 

- explain the importance of a marketing plan because it contains the marketing team objectives, executive 
summary, and tactics for achieving both business and marketing goals. 



- list the sections of a marketing plan are the title page, table of contents, executive summary, business 
description, sales analysis, situation analysis, marketing objectives, marketing strategies, marketing tactics, 
bibliography, and appendices. 

- analyze the selling situation, what two environments should considered? 

STAGE TWO 

 

PERFORMANCE TASKS 

 
 Assign Checkpoint questions at end of each section. 
 Assign the Chapter post tests. The test may be accessed by using the QR code or going to the companion 

website. What questions were students able to answer that they couldn’t when they took the pretest? 
 Assign Review Your Knowledge questions at the end of the chapter. 
 Assign Apply Your Knowledge questions at the end of the chapter. 

 Assign EXAMVIEW Assessment Suite, Chapters 10, 11, 12, 13, & 14 

 Design a flyer promoting the grand opening of a restaurant in the local area utilizing details you have found 
about target markets and demographics on the census website.

 Write a 5 paragraph report highlighting what you have learned about the psychology behind impulse purchases 
and commonly purchased items by Gen Z. 

 Locate a viral campaign online and apply Maslow’s Hierarchy of Needs to improve the social movement for future 
years.

 Cross curricular video activity with psychology class demonstrating the thought process behind impulse 
purchases.

 

OTHER EVIDENCE 
 

 Quizzes and Tests 

 Classroom discussion participation 
 Teacher observation of classroom assignments/activities 

 

STAGE THREE 
 

LEARNING PLAN 

Engage 

 Assign the Chapter 10, 11, 12, 13, & 14 pretest. The test may be accessed by using the QR code or going to the companion 
website. Discuss which questions students were unable to answer.  

 Ask students to complete the Web Connect research exercise in the beginning of the section. 

 Engage the student by providing an activity or question that will connect students to what they already know.  

 Engage students in the DECA feature that opens the chapter. You may wish to visit the DECA website for more information. 

 Assign students to small groups. Have each group decide on a business it would like to establish. After the company has 
been determined, ask the groups to make a list of the questions they would need to answer before opening the business. 
Next to each question, the group should identify whether primary or secondary research should be utilized to learn the 
answers. Their information should be shared with the class. 

 Continue using the previous situation by having the groups take each of the questions where primary research would be 
used and identify which methods of gathering primary research would be best and why. 

 Engage your class by asking them to identify five or six businesses that could benefit from using marketing research. Divide 

students into small groups, and assign each group to one of the businesses identified by the class. Each group should use 

the steps in marketing research process to create a recommendation for how that business can obtain the necessary 

research. This information should be shared with the entire class. 

 Assign students to a group of up to four members. Ask each group to identify different types of businesses that would be 

considered a monopoly, an oligopoly, perfect competition, and monopolistic competition. Have each group read their choices 

to the class and discuss them as they are read.  

 Have the students design their own bingo board to play Marko. They will create a board with five squares across and five 

squares down for a total of 25 squares—the center one is listed as a free spot. Have the students design the board with 

each square being a monopoly, an oligopoly, perfect competition, and monopolistic competition. Utilizing the businesses 

from the previous. 

 Ask each student to list all of the markets, groups, or categories he or she might fall within. Go around the room to have 

the students list their groups. Use this as a springboard to discuss target marketing.  

 Engage students by having them list the five categories of B2B customers. Ask them to identify businesses that fit into each 

of those categories. Discuss their lists with the entire class.  



 Divide the class into small groups. Ask each group to identify ways B2B marketers can segment their markets. Have each 

group give its examples to the class.  

 Use the Teamwork exercise at the end of the chapter to engage students with each other to solve a problem or make a 

group presentation. 

 As a class, read over the B2B buying influences portion of the text to identify the three categories of influencers on buying 

decisions. Give the students about five minutes to identify examples that would fall within each of the categories. Go over 

the lists in class to make sure everyone understand the buying influences. 

 View Ice Bucket Challenge video clip to illustrate the power of social influence and viral marketing.  

 Listen to podcast discussing Facebook and Twitter user behavior. 

 Show experimental video clip illustrating the power of multi sensory marketing within a grocery store. 

Explore  

 Have students read and discuss the material on the unit opener. Initiate a class discussion about the topics presented. 
Discuss how all of the information presented relates to the overall theme of the unit.  

 Review the vocabulary terms at the beginning of the section. Where have students encountered these terms before? Help 
students make educated guesses about the meanings of the terms with which they are least familiar. 

 Assign the College and Career Readiness Reading Prep activity before students read the chapter to explore the suggested 
topics. Reading Prep activities give students opportunities to apply the Common Core State Standards. 

 Have students explore www.DECA.org for more information on different activities and events in which they might be 
interested or want to participate. 

 Ask each student to visit the websites of two or three well-known companies. Can they identify what forms of marketing 
research were used by the developers of each site? Have them write a short summary of other information that could be 
obtained from a survey instrument. What does the survey instrument include? 

 Have students visit websites where they could find secondary data to use in researching how to establish a new business. 
Each student should list what information they obtained, where they found it, and how it would be used when planning to 
open a new business. 

 Provide an opportunity for students to explore by assigning a hands-on activity. Review the vocabulary terms at the 
beginning of the section. Where have students encountered these terms before? Help students make educated guesses 
about the meanings of the terms with which they are least familiar. 

 Ask students to research recent business trends and write a short report—making sure to identify the sources used to obtain 
the information.  

 Ask students to identify a problem at the school they would like to address. Would marketing research be useful in trying to 
solve the problem? Not all problems can be solved with research, but see if in small groups they can identify situations in 
schools or businesses that may be helped by conducting research.  

 Review the vocabulary terms at the beginning of the section. Where have students encountered these terms before? Help 
students make educated guesses about the meanings of the terms with which they are least familiar. 

 Have students write a short paper using all the vocabulary terms. Ask for volunteers to read their papers in class. All 
students should hand in their papers to determine the accuracy of their use of vocabulary.  

 Ask each student to locate a newspaper, magazine, or online article about the United States as a mixed economy. Have 
them summarize the article and what they learned. Did the article include some of the terms from this chapter?  

 Provide an opportunity for students to explore by assigning a hands-on activity. Review the vocabulary terms at the 
beginning of the section. Where have students encountered these terms before? Help students make educated guesses 
about the meanings of the terms with which they are least familiar. 

 Divide the class into partners. Each group should identify a business in the local community and list all its competitors. Do 
they think the community could support another similar business? Why or why not? 

 Using the business identified from the previous activity, ask the students to visit websites of its competitors and identify 
how each one competes. Do they compete on price or other factors? Divide the class into small groups and have each 
student share with the group what they learned.  

 Ask each student to visit different car manufacturer websites to look at the various cars/trucks they offer. Have students 
identify a target market for five of the vehicles they saw and share this information with the class. 

 Ask each student to locate and read a newspaper, magazine, or online article about B2B selling. Have them write or give an 
oral summary of what they learned from their articles. 

 Have students perform Internet research to locate information about NAICS. Students should prepare a short written report 
of what they learned. 

 Have students utilize the Internet to obtain examples of businesses that sell to other businesses. Do they also sell to the 
ultimate customers? 

 If there is a student-based enterprise in your school, does it sell goods and services to other businesses? Do they sell Otis 
Spunkmeyer cookies to businesses? If it doesn’t sell B2B, ask students to discuss whether any B2B selling opportunities are 
available for the enterprise. Discuss how the student enterprise functions and how it might earn more money by selling B2B. 

 View Social Media Examiner website to show different ways that viral marketing campaigns have been effective. 

 Discuss pyschology behind impulse purchases after showing news clip.   
 

Explain  

 Use the Instructor’s Presentations for PowerPoint® for Chapter 10 as an outline for presenting the chapter. 



 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Provide an opportunity for students to explain their understanding of a concept or process. Direct students to add their 
definitions of the terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Have students identify a specific type of business. Examples might be a restaurant, hair salon, video game store, a shoe 
store, etc. Instruct them to visit websites that could help them locate trade journals that would be helpful to them for that 
type of business.  

 Divide the class into small groups and give each group one of the five methods used to obtain primary data. Have them 
research companies or consultants that help marketers gather data by using that method. What are the pros and cons of 
using that method? Each group can submit a short report on their findings.  

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Ask students to add the definitions of the terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Have students prepare a presentation about the benefits of marketing research to a business. Students can be in groups or 
teams of two or three members and should prepare an electronic slide presentation stressing the benefits of utilizing 
marketing research.  

 Ask each student to write on a 3x5 index card what they learned from the day’s lesson and what they enjoyed most about 
the class. Utilize these cards as a starting point for the next day’s lesson or to evaluate the information that was most 
interesting, beneficial, or may need to be reinforced. 

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Ask students to add the definitions of the terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Give each student one term found in this section of the chapter. Have students explain the definition to the entire class by 
giving examples in addition to the meaning. 

 Ask each student to write on a 3x5 card what they learned from the lesson today and what they enjoyed most about the 
class. Utilize these note cards as a starting point for the next day’s lesson or to evaluate the information that was most 
interesting, beneficial, or that needs to be reinforced. 

 Divide the class into small groups. Assign one product to each group, and identify the current marketing mix for that 
product. Ask the groups to change the product’s marketing mix in different ways so it will appeal to different target 
markets. Each group is to list the proposed changes and who the intended target markets are. Each group should have at 
least 10 changes. Ask the groups to create electronic slide presentations for their products, the marketing mix changes, and 
the different target markets.  

 Have students create a theoretical product on paper. They should explain the functions of the product and list its features. 
Have them show the product to the class and ask the class what it thinks the target market for that product should be. 
Then, have each student explain why he or she thinks the product will appeal to the target market they had in mind. The 
reasons and the target market may or may not be the same. 

 Divide the class into small groups. Ask each group to form a small business and decide what goods and services their 
business will need to purchase from other businesses before it opens. After each group has made their lists, have them join 
another group and combine the lists into one larger list. They should also make any recommendations for additions or 
deletions. Continue to add groups together until you only have two groups. Go over the final two lists and the group with 
the most comprehensive list could be given a small prize. 

 If you have a student-based enterprise, have the students identify those products that the store buys from other businesses 
specifically to resell to its customers. Discuss other examples of retail stores and the similarities/differences with the school 
store. 

 Direct students to download the Unit Activity data files as listed in the Building the Market Plan activity located at the end of 
the unit. The data files are found on the Marketing Dynamics companion website at www.g-wlearning.com. Make sure they 
understand the directions for each Unit Activity and how the Unit Activities will help them to create their marketing plan. 
Explain where students are to save the completed data files for their future use. 

 Ask students to perform research on the Internet to learn about how businesses submit a bid. Have them also locate 
information about RFPs. Students can write a summary of what they learned or present their research findings orally.  

 Have students in small groups compare and contrast the differences between B2C and B2B marketing. Each group should 
prepare a short electronic slide presentation to show their summaries to the class. 

 Direct students to review the sample marketing plan on the Marketing Dynamics companion website at www.g-
wlearning.com. This marketing plan is written to be used as a reference for students when writing the pieces of their 
marketing plans. The name of the file is MarketingPlan_Sample.YoursinRetro.docx 

 Discuss Aristotle’s 7 causes of human action and the ways in which other philosophers tie into marketing. 

 

Elaborate/Extend 

 Provide an opportunity for students to exhibit their understanding of concepts in context of the material as it is presented. 
As time permits, have students read and discuss the special features in the chapter.  

 If students are using the Marketing Dynamics student workbook, assign activities to engage active learning. 

 Ask students to read the Case in Point. Discuss how marketing research might have prevented the mistakes made by 
Netflix. 

 Extend your teaching by scheduling speakers from the local Chamber of Commerce. What marketing research information 
does the Chamber of Commerce have available for both new and established businesses?  

 Have students interview an owner/entrepreneur of a local business. Ask the students to create their questions prior to their 
interviews for your approval. They should ask questions about how the business uses marketing research. Have them write 
a short report or an oral presentation on what they learned. 



 As time permits, have students read and discuss the special features in the chapter. Provide an opportunity for students to 
exhibit their understanding of concepts in context of the material as presented.  

 If students are using the Marketing Dynamics student workbook, assign activities to engage active learning. 

 If your school has a student-based enterprise, ask the students to conduct a focus group to help determine if the product 
line is meeting customer needs. The questions to be asked in the focus group setting should be approved prior to the actual 
focus group. 

 Locate a trade show that might be close enough for students to visit. If there isn’t one, ask a speaker who has been a 

participant in a trade school to show video/pictures to the class of what happens in that trade show. Students should create 

questions prior to the speaking engagement and the students should write a reaction summary to what they learned from 

the Extend your teaching by scheduling speakers from local businesses. Give the speaker the topics you would like him/her 

to speak on prior to the speaking engagement. You may ask the speaker to use terminology from the text. Have the 

students complete a summary of what they learned.  

 You may want to use the exchange bag activity to illustrate product preferences. Obtain small items from trade shows or 

hotels, such as notepads, pens, or pencils. Give each student a small bag with different items. Make sure to also include 

items that students might not want. Examples of items in low demand might be toys, bar soap, or things that would appeal 

to only one gender. Have the students trade all of their items. After the activity, ask students to discuss how they were able 

to trade the items few people wanted. Have them explain why this occurred. Reinforce the unique target markets for some 

of the products. 

  Have students interview a local business owner. They should create their questions prior to the interviews for your 

approval. One question they might want to ask is, “Who is your target market?”  

 Ask students to read the Case in Point. Discuss how Cisco has chosen to differentiate itself from the competition through 

helping its customers grow their own businesses. Can you think of any other companies who use that business model? Why 

is it successful?  

 Divide your class into small groups and ask them to identify as many products/services as possible your school buys that 

are considered institutional purchases by the businesses that sell them. See which groups can list the most 

products/services. Share the lists with the entire class and discuss.  

 Extend your teaching by scheduling speaker(s) from the department responsible for your school’s purchasing. Students 

should create questions prior to the speaking engagement. Pass out the questions for the students to ask these questions at 

the end of the speaker’s presentation.  

 Invite business leaders from various types of organizations, such as hospitals, nonprofits, colleges, etc. Ask them to speak 

on how their businesses operate and sells to or buys from other businesses. 

 Ask the class what they would do if they were retail store buyers who purchased too much inventory. Explain that the 

business was stuck with an overabundance of goods that were not selling. What are the different options? 

 Have students plan their own social media marketing campaign.  

Evaluate  

 Assign Checkpoint questions at end of each section. 

 Utilize Student Workbook to check for knowledge. 

 Assign the Chapter 10, 11, 12, 13, 14 post-test. The test may be accessed by using the QR code or going to the companion 
website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 

 Assign Apply Your Knowledge questions at the end of the chapter. 

 Unit Test 

 Infographic creation 

 Peer review/rubric – projects 

 B2B Essay 

 Benchmark 
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UNIT SUMMARY 

 
A marketer would not have a job if product did not exist. Product is the heart of any business. Product is the starting 
point for the marketing mix.  Price, place, and promotion only happen because a business has a product or service to  

sell. New offerings are important for a business to remain competitive. By reviewing the life cycle of current products, 
it can be determined what is necessary to sustain profits and generate growth. However, marketing decisions do not 

end here. Success depends on customer recognition and awareness. Branding is how a marketer distinguishes product 
in the marketplace. Creating a branding strategy can determine the success or failure for a business.  
 
The Marketing Core Functions covered in this unit are: Market Planning, Product/Service Management, and Promotion. 
 

A product is anything that can be bought or sold.  Product is the primary P of the marketing mix because it is the first 
element of the marketing mix to be decided.  Tangible products, or goods, have many elements that can be changes 
to meet customers’ needs. These elements can be organized into three categories: features, usage, and protection.  
While services are also considered products, they are different from tangible goods in four important ways. Services 
are intangible, inseparable, variable, and perishable.   
 

Product strategy consists of all the decisions made about the product.  It starts with the decision about which t which 
product to offer and progresses to decisions about the various elements of the product. Product planning is the 
process of deciding which features and services a product will have.  A product mix is all of the products and services 
that a business sells.  A product line is the group of closely related products within the product mix, and the product 
width is the number of product lines a company offers.  Organizational structure that manages the developments, 

marketing, and sale of a product or products is called product/service management. 
 

The product life cycle is the stages of a product or a product category goes through from its beginning to end. The 
four stages of the product life cycle are introduction, growth, maturity, and decline.  Frequently reviewing products to 
determine their life cycle stages is par t of the product/service management function. Knowing which life cycle stage 
their products are in helps marketers develop effective marketing mix strategies. 
 
A new product is a product that is different in some way from exixting products.  That difference may be minor or 
major.  The six cetegories of new products are new-to-the-world, monor product variations, add new product lines, 

add to existing product lines, reposition existing products, and offer a less expensive 
version of a current product.  One of the keys to successful new product development and target marketing is 
creativity. In marketing, the ideas can be completely new or a new twist to an old idea.  New products fail for many 
reasons.  One of the main reasons for a failed product is the lack of planning and research. 
 
Marketing plays an important role in new product development.  Marketing does the research, tests the product, and 

creates the promotional strategies.  The seven steps of the new product development process are idea generatio, idea 

screening, business analysis, product design, test marketing, commercialization, and evaluation. 
 

UNIT RESOURCES 

 
 Marketing Dynamics textbook, Chapters 15, 16, & 17. 
 Marketing Dynamics student workbook, Chapter 15, 16, & 17. 
 Marketing Dynamics student companion website or mobile site, Chapter 15, 16, & 17. 
 Marketing Dynamics EXAMVIEW® Assessment Suite, Chapter 15, 16, & 17.questions 
 Instructor’s Annotated Workbook, Chapter 15, 16, & 17. 
 Instructor’s Resource CD, Chapter 15, 16, & 17. 
 Instructor’s Presentations for PowerPoint®, Chapter 15, 16, & 17. 

 Sports & Entertainment Marketing Text 
 



Internet Resource Links: 
 
http://www.g-wlearning.com/marketing/9781619603431/student/index.htm 

https://www.ama.org/Pages/default.aspx 

http://www.deca.org/ 
http://johnkapeleris.com/blog/wp-content/uploads/2012/06/Six-Thinking-Hats-Process.png  
https://drive.google.com/file/d/0B_onD7e_5KxNeC1jal81RWhIZjA/view  
http://brandz.com/admin/uploads/files/BZ_Global_2016_Infographic_A4.pdf  
http://www.millwardbrown.com/brandz/top-global-brands/2015/take-aways  
http://www.nytimes.com/interactive/2013/07/31/sports/playing-the-stadium-name-game.html?_r=0  

https://www.pwc.com/us/en/careers/campus/assets/img/programs/personal-brand-workbook.pdf  

STAGE ONE 

 

GOALS AND STANDARDS 
 

CRP1. Act as a responsible and contributing citizen and employee. 
CRP2. Apply appropriate academic and technical skills.   
CRP4. Communicate clearly and effectively and with reason.  

CRP5. Consider the environmental, social and economic impacts of decisions.  
CRP6. Demonstrate creativity and innovation.  
CRP7. Employ valid and reliable research strategies.  
CRP8. Utilize critical thinking to make sense of problems and persevere in solving them.  

CRP9. Model integrity, ethical leadership and effective management.  
CRP10. Plan education and career paths aligned to personal goals.  
CRP11. Use technology to enhance productivity.  
CRP12. Work productively in teams while using cultural global competence. 
Career Technical Core Standards 
9.2.8.B.1 Research careers within the 16 Career Clusters and determine attributes of career success. 

9.2.12.C.1 Review career goals and determine steps necessary for attainment. 
9.2.12.C.3  Identify transferable career skills and design alternate career plans. 
9.2.12.C.9 Analyze the correlation between personal and financial behavior and employability. 
Core Standards 
9.3.MK.2 Implement marketing research to obtain and evaluate information for the creation of a 
marketing plan. 

9.3.MK.6 Select, monitor and manage sales and distribution channels. 

9.3.MK.7 Determine and adjust prices to maximize return while maintaining customer perception of 
value. 
9.3.MK.8 Obtain, develop, maintain and improve a product or service mix in response to market 
opportunities. 
9.3.MK.9 Communicate information about products, services, images and/or ideas to achieve a desired outcome. 
9.3.MK.10 Use marketing strategies and processes to determine and meet client needs and wants. 
9.3.MK‐COM.1 Apply techniques and strategies to convey ideas and information through marketing 

communications. 
9.3.MK‐COM.3 Access, evaluate and disseminate information to enhance marketing decision‐making 

processes. 
9.3.MK‐COM.4 Obtain, develop, maintain and improve a marketing communications product or service mix to 

respond to market opportunities. 
9.3.MK‐COM.5 Communicate information about products, services, images and/or ideas to achieve a desired 

outcome. 
9.3.MK‐MGT.3 Plan, manage and organize to meet the requirements of the marketing plan. 

9.3.MK‐MGT.4 Access, evaluate and disseminate information to aid in making marketing management 

decisions. 
9.3.MK‐MGT.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MGT.6 Obtain, develop, maintain and improve a product or service mix in response to market 

opportunities. 
9.3.MK‐MGT.7 Communicate information about products, services, images and/or ideas. 

9.3.MK‐RES.1 Plan, organize and manage day‐to‐day marketing research activities. 

9.3.MK‐RES.2 Design and conduct research activities to facilitate marketing business decisions. 

9.3.MK‐RES.3 Use information systems and tools to make marketing research decisions. 

9.3.MK‐MER.4 Access, evaluate and disseminate marketing information to facilitate merchandising decisions and 

activities. 
9.3.MK‐MER.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MER.6 Obtain, develop, maintain and improve a product or service mix to respond to market 

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm
https://www.ama.org/Pages/default.aspx
http://www.deca.org/
http://johnkapeleris.com/blog/wp-content/uploads/2012/06/Six-Thinking-Hats-Process.png
https://drive.google.com/file/d/0B_onD7e_5KxNeC1jal81RWhIZjA/view
http://brandz.com/admin/uploads/files/BZ_Global_2016_Infographic_A4.pdf
http://www.millwardbrown.com/brandz/top-global-brands/2015/take-aways
http://www.nytimes.com/interactive/2013/07/31/sports/playing-the-stadium-name-game.html?_r=0
https://www.pwc.com/us/en/careers/campus/assets/img/programs/personal-brand-workbook.pdf


opportunities. 
9.3.MK‐MER.7 Communicate information about retail products, services, images and/or ideas. 

9.3.MK‐MER.8 Create and manage merchandising activities that provide for client needs and wants. 

 

 

 

ENDURING UNDERSTANDINGS 

 
Students will … 

- define product. 

- describe the elements of product. 

- explain how the characteristics of services differ from those of goods. 

- define product strategy.  

- describe the product mix.  

- explain why product/service management is a function of marketing. 

- explain the four stages of the product life cycle. 

- describe how product life cycles impact the marketing mix. 

- define new products. 

- list the six categories of new products. 

- explain why creativity is important in new product development. 

- describe why new products can be risky. 

- describe the role of marketing in new product development. 

- list and explain the steps in the new product development process. 

- describe the elements of a brand. 

- explain the three different types of product brands. 

- discuss how branding relates to product identity. 

- explain ways to protect a brand. 

- describe personal branding. 

 

ESSENTIAL QUESTIONS 
 

What is the purpose of technical support in an organization? 
What is the difference between a product line and product width? 

Why is product management an important responsibility for marketers? 
When is competition generally intense for a product? 
Which function of marketing includes frequent review of product to determine life cycle stages? 
Why do companies develop a new product based on a successful product? 
What is the benefit of offering a less expensive version of a current product? 
Why would a company want to add new product lines? 
What role does marketing play in new product development? 

Why should new product ideas be screened? 
Why are prototypes made for some new products? 
At what stage does a new product idea become a reality? 
Why might a new product be reverse engineered by another company? 
How might smaller companies carry out test marketing for new products? 
What is another name for a logo? 

What is the key to a unique brand? 
How can businesses show social responsibility through a brand? 
Why is brand loyalty important for businesses? 
What is the difference between a trademark and a service mark? 
What is the most powerful aspect of a brand? 
What are the intangible elements of a brand? 
Why is a brand considered a promise to customers? 

How are brand perceptions formed? 
What are three goals that a brand should achieve? 
When does brand loyalty occur? 
When can the registered symbol be used with a trademark or service mark? 
How can a person create a personal brand? 

 

 



KNOWLEDGE AND SKILLS 
 
Students will know… 

- different forms a product can take. 

- what is premium quality, moderate quality, and value quality. 
- what role does packaging play for a product. 
- what a perishable product is.  
- the three types of brands. 
- the importance of personal branding. 

 

Students will be able to… 
- explain the term service features. 
- name a product that a company offers that could be repositioned simply by changing the packaging. Describe 

the changes you would make. 
- give examples of a tangible element of a brand. 
- explain brand consistency. 

- explain the purpose of a brand. 
- give an example of a corporation buying naming rights to show community support. 
- list four techniques that may help a person develop his or her creativity. 
- explain the importance of a marketing plan because it contains the marketing team objectives, executive 

summary, and tactics for achieving both business and marketing goals. 
- list the sections of a marketing plan are the title page, table of contents, executive summary, business 

description, sales analysis, situation analysis, marketing objectives, marketing strategies, marketing tactics, 

bibliography, and appendices. 
- analyze the selling situation, what two environments should considered? 

STAGE TWO 

 

PERFORMANCE TASKS 

 
 Assign Checkpoint questions at end of each section. 
 Assign the Chapter post tests. The test may be accessed by using the QR code or going to the companion 

website. What questions were students able to answer that they couldn’t when they took the pretest? 
 Assign Review Your Knowledge questions at the end of the chapter. 
 Assign Apply Your Knowledge questions at the end of the chapter. 

 Assign EXAMVIEW Assessment Suite, Chapters 15, 16, & 17. 
 Brainstorm a new product and submit into NJ Business Idea competition.
 Identify top products sold on Amazon.com for the current year and dissect the packaging, usage, guarantees, 

features, and level of quality in comparison to other products sold in retail stores.
 Design a personal branding website using wix.com to feature an elevator pitch, resume, and portfolio.

 

OTHER EVIDENCE 
 

 Quizzes and Tests 
 Classroom discussion participation 

 Teacher observation of classroom assignments/activities 

STAGE THREE 
 

LEARNING PLAN 

Engage 

 Assign the Chapter 15, 16, & 17 pretest. The test may be accessed by using the QR code or going to the companion 
website. Discuss which questions students were unable to answer.  

 Ask students to complete the Web Connect research exercise in the beginning of the section. 

 Engage the student by providing an activity or question that will connect students to what they already know.  

 Engage students in the DECA feature that opens the chapter. You may wish to visit the DECA website for more information. 

 Engage the students by asking them to list goods (not services) that they buy. Go around the room and listen to their 
examples of products. Ask them where they purchase those products. For example, if they are going to restaurants, they 
are also getting service with the food product. Ask them to identify just services they purchase. Listen to these examples. 
Compare their examples with Figure 15.1.  

 Divide the class into small groups. Tell them they will play I Spy for products by using the room and its contents. All 
members of the team find something that they can choose as a product, which can be tangible or an intangible. One team 



member begins the game by asking the others to guess his or her product. The person who guesses the answer takes the 
next turn. After all members of the teams have had an opportunity to play I Spy, reconvene the class to discuss what 
unique tangible and intangible products the students choose.  

 Use the Teamwork exercise at the end of the chapter to engage students with each other to solve a problem or make a 
group presentation. 

 After the class has read the explanation of the product life cycle stages, have each student choose a familiar product. Have 
them draw the product life cycle and plot where that product currently is in the PLC. Go around the room and have each 
student share their drawings. Make sure all students agree with the stages each student has decided his or her product 
should be placed. 

 In small groups, have students identify products that have a very short PLC and identify what product(s) have replaced the 
products they mentioned. Discuss the examples each group presents. 

 Divide your class into six groups. Assign one of the six categories of new products to each of the groups. Ask each group to 

identify products that would fall into the category it was assigned. Go around the room having the groups list their products.   

 Ask each student to visit different car manufacturer websites to look at the different cars/trucks they offer. Are there any 
really new vehicles? Would the any of the cars or trucks shown fit into any of the six new product categories? 

 Have the students visit different company websites to locate any new products the companies indicate are available. The 
students should present those new products to the class. Hold a discussion about how those products fit any new wants or 
needs, if at all. 

 Ask each student to answer the following questions: My life would be so much better if there was _____; I really get 
annoyed by _____; If there was a _____, I would buy it. Give the students time to answer these questions. These questions 
work best if they can think about their answers overnight. Divide the class into three groups. Place three large sheets of 
paper around the room, one for each question. Ask the students to list their answers on the papers by group. After all 
groups have made their way around the room, discuss the ideas written for each question. Tell the class they just 
participated in idea generation. 

 Using the ideas listed previously to continue brainstorming. Go over the guidelines for brainstorming. No idea is bad, etc.  

 Engage your class in a timed, 30-second brand test. Give the student a topic, for example car. The student has 30 seconds 
to think of as many different cars brands as possible. Stop the student after 30 seconds. You may want to record answers 
as you go around the class. Who was able to mention more than five brands? Typically, most will be able to identify three 
brands quickly and then stop. After doing this experiment, mention the importance of brand names. We tend to buy brand 
names, so thinking of more than three of our top choices is difficult. 

 Divide the class into small groups. Ask each group to think of slogans for about 10 or more companies. Have each group see 
if the rest of the class can guess the companies using those slogans. 

 In small groups, have students take one of the examples of a product that was discussed in the previous chapter on new 
product development. Ask the group to design a new logo that represents the company. Have them present the new logo to 
the rest of the class and explain how they arrived at that logo. Are any of them better than the current logos? 

 Ask the class if they prefer to shop at a business that supports charities. Why or why not? Use this as a lead-in to discuss 
corporate social responsibility. 

 Give the students about five minutes to list all of the products that they purchase that must be certain brands or they will 
not buy them. At the end of the time, go around the room sharing their brands. Explain that they just identified brand 

loyalty. 

 If there is a student-based enterprise in your school, have students identify the brands that are preferred by some 
customers. Does the enterprise have customers who are brand loyal? Which brands are the most popular? Why? 

 Show Six Hats Technique and have students each take on the role of a different hat to offer critiques and suggestions to 
other student’s projects.  

 Match trade characters and slogans with businesses.   

 Show corporate sponsorship amounts for major league sports stadiums 

 

Explore  

 Have students read and discuss the material on the unit opener. Initiate a class discussion about the topics presented. 
Discuss how all of the information presented relates to the overall theme of the unit.  

 Review the vocabulary terms at the beginning of the section. Where have students encountered these terms before? Help 
students make educated guesses about the meanings of the terms with which they are least familiar. 

 Assign the College and Career Readiness Reading Prep activity before students read the chapter to explore the suggested 
topics. Reading Prep activities give students opportunities to apply the Common Core State Standards. 

 Have students explore www.DECA.org for more information on different activities and events in which they might be 
interested or want to participate. 

 Ask each student to locate a company online. Have them evaluate the company’s products, describe the options/features of 
the main product, and list the perceived quality of the products. Have them share this information with the class. Ask if the 
class agrees on the quality of the products. Why or why not? 

 Using the companies researched in the previous activity, have students review the warranties and guarantees the 
companies offer. Use as a springboard to discuss the value of warranties and guarantees. 



 Divide the class into small groups to list several products in the three consumer-product categories. Next, the groups should 
identify and list the price for each product, the place the product would be sold, and the promotion that would be most 
effective. Each of the Ps should be listed on separate sheets of paper. Each group should give their examples to the class 
and hand in their lists. After listening to the groups make their presentations, take the lists and cut/separate them into each 
of the four Ps: products, place, price, and promotion. Take the examples and make four envelopes. Each envelope should 
include all of the products identified by the groups. Do the same with the other Ps. Give each group three or four different 
products, prices, places and promotions from the envelopes. Have the groups take all their Ps into consideration and create 
workable examples of how all the four Ps can work together for other products. 

 Continue with the previous activity and have the same groups take their given products and the other Ps they hooked 
together to plot the products on the PLC. Each group should explain why they located the product where they did on the 
PLC. Have the class agree or disagree with the groups. 

 Ask students to choose a company and research it online. While looking at the company’s products, have them identify 
which products are in the introduction, growth, maturity, and decline stages. Have them share their examples with the 
class. 

 Have students utilize the Internet to find examples of specific new products on company websites. Have them determine 

whether they think the company used the last four steps of the process (product design, test marketing, commercialization, 

and evaluation) to develop and market those products. Have them use critical thinking skills to explain their answers. 

 Ask each student to use the Internet to locate a truly unique logo. What makes the logo so unique? How long has this logo 
been used by the company? 

 Have student locate a newspaper, magazine, or online article about branding. Ask them to write or give an oral summary of 
their article. 

 Have students utilize the Internet to obtain examples of trademarks and service marks. How long have these businesses 
had these? Discuss the different ones students found. 

 Ask students to use the Internet to search a company’s website to see how or if it shows corporate social responsibility. 
Each student should write up a short summary of his/her findings to share with the class. 

 View and research top brands of past several years (show infographic) 

 

Explain  

 Use the Instructor’s Presentations for PowerPoint® for Chapter 15, 16, & 17 as an outline for presenting the chapter. 

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Provide an opportunity for students to explain their understanding of a concept or process. Direct students to add their 
definitions of the terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Divide the class into small groups. Have each group think of a service and explain how it meets each of the characteristics 
of services. After they have completed the assignment, have the groups share with the rest of the class. 

 In small groups, ask students to create a product. For their products, have each group write the features/options they want 
in the product. Which level of quality do they want in their products? Will any services be included? What else is important? 

 Ask each student to write on a 3x5 index card what they learned from the day’s lesson and what they enjoyed most about 
the class. Utilize these cards as a starting point for the next day’s lesson or to evaluate the information that was most 
interesting, beneficial, or may need to be reinforced. 

 In small groups, have students choose a product and discuss what strategies they would take to keep the product from 
reaching the decline stage. Each group should share their products and strategies with the class. 

 Ask each student to interview their parent(s) to determine what types of new products/services they might want/need. Each 

student should ask enough questions during the interview to arrive at an example of a product that the parent(s) would 

buy. Each student should share what product information they learned from their parents. As a class, evaluate the potential 

success of the proposed products.  

 Divide the class into smaller groups. Ask each group to locate numerous businesses that have unique brand names or logos 
for their different products or product lines. Ask them to create a poster presentation of all of the brands and logos. Present 
all the posters to the class and then hang them around the room. 

 If you have a student-based enterprise, have the students identify all of the brand names that are sold in the store. Discuss 
with the class why those products are sold.  

 Direct students to download the Unit Activity data files as listed in the Building the Market Plan activity located at the end of 
the unit. The data files are found on the Marketing Dynamics companion website at www.g-wlearning.com. Make sure they 
understand the directions for each Unit Activity and how the Unit Activities will help them to create their marketing plan. 
Explain where students are to save the completed data files for their future use. 

 Ask students to perform online research to find the different businesses that have the naming rights to major sports 
facilities and, if possible, what they paid for that privilege. As a class, create a poster listing the stadium/arena, its location, 
and the company with the naming rights. If known, also include what each company paid for this privilege. Discuss the 
benefits a company receives from being associated with a sports team. 

 Direct students to review the sample marketing plan on the Marketing Dynamics companion website at www.g-
wlearning.com. This marketing plan is written to be used as a reference for students when writing the pieces of their 
marketing plans. The name of the file is MarketingPlan_Sample.YoursinRetro.docx. 



 

Elaborate/Extend 

 Provide an opportunity for students to exhibit their understanding of concepts in context of the material as it is presented. 
As time permits, have students read and discuss the special features in the chapter.  

 If students are using the Marketing Dynamics student workbook, assign activities to engage active learning. 

 Ask students to read the Case in Point. Discuss customer service at L.L. Bean and other businesses that the students think 
are known for providing excellent customer service. 

 If your school has a student-based enterprise, ask the students to identify what changes can be made to the product mix 
and the marketing mix. Are there products in the store that are in the decline stage? Are any popular products missing? 
Should prices be changed? Should promotion be changed? 

 Invite a local grocery store manager to speak to your class about how he or she decides to discontinue offering a product. 
Have your class identify questions to ask prior to the speaking engagement. Each student should complete a Resource 
Visitor’s Report and/or write a reaction and/or a summary about the speaker’s comments.  

 Divide your class into small groups. Place items you, the teacher, have received from vendors, hotels, conferences, etc. in a 
big grocery sack. Ask each group to take one item. Each group should decide how to completely change that item or think 
of another product that could be used with the item for a new function. Each group should come up with as many 
new/different products to accompany the product drawn. Ask the groups to share their ideas with the entire class.  

 Have students interview a local business owner. They should create their questions prior to the interviews for your approval. 
One question they might want to ask is, “How frequently do you buy or sell new products?”  

 Engage the student in discussing the Case in Point. Can they think of other new products like the Case in Point example that 
may not have caught on quickly? What might help companies to only offer products their customers will buy? 

 Ask each student to write what they learned from the day’s lesson and what they enjoyed most about the class on a 3x5 
index card. Utilize these cards as a starting point for the next day’s lesson or to evaluate the information that was most 
interesting, beneficial, or may need to be reinforced. 

 Allow students the opportunity to develop a working or nonworking prototype for any new product that has been mentioned. 
Place the prototypes on display and then hold a vote by another unbiased group (not students). A few questions about the 
prototypes could be created by the students for voters to answer. These questions could be used as voting ballets. The 
product receiving the most positive comments on the ballet(s) would win. 

 Assign students to write a short story about their favorite brand(s). In the story, they should include as many of the terms 
of the chapter as possible. Have the students read their stories to each other in small groups. Each group should decide on 
a winning story and each group should have their winner present their story to the entire class. A winner could be awarded.  

 Extend your teaching by scheduling a speaker(s) from an advertising agency or a brand strategist. Students should create 
questions prior to the speaking engagement. Pass out the questions for the students to ask these questions at the end of 
the speaker’s presentation.  

 Invite business leaders from various types of organizations, such as hospitals, nonprofits, colleges, etc., and ask them to 
speak on how valuable their brand/images are to their businesses. 

 Ask students to read the Case in Point. Slogans create emotional buying experiences for customers that they remember. 
Hold a class discussion about the students’ favorite slogans and how memorable slogans can relate to sales and profits for 
businesses. 

 Ask each student to create his or her own unique personal brand. Student should design a website to show what they are 
currently doing (and what they will continue to do) to maintain their own brands. They might want to address why a positive 
brand is so important.  

 

Evaluate  

 Assign Checkpoint questions at end of each section. 

 Utilize Student Workbook to check for knowledge. 

 Assign the Chapter 15, 16, & 17 post-test. The test may be accessed by using the QR code or going to the companion 
website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 

 Assign Apply Your Knowledge questions at the end of the chapter. 

 Unit Test 

 Wix website evaluation 

 Peer review/rubric – projects 

 Benchmark 
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UNIT SUMMARY 

 
Price—what does it mean? To one buyer, it may mean value. For other buyers, price may mean quality. To one seller, 
it may mean profit.  To other sellers, price may mean competition. There is no single answer.  Price has different 

meanings to everyone depending on their situations.  For a marketer, creating the correct pricing model that is 
effective for both buyers and sellers is a challenge. Marketers must study economic conditions to create realistic 

pricing structures. Product life cycles must be considered. Government regulations must also be followed. Pricing is a 
complicated task for even the most experienced marketing professionals. 
 
The Marketing Core Functions covered in this unit are: Market planning, Pricing, and Selling. 
 

Price is the amount of money requested or exchanged for a product.  Pricing types include list price, selling price, and 
manufacturer’s suggested retail price.  Many factors affect the price of a product. Some factors include company 
goals, expenses, customer perception, competition, economic conditions, government regulations, product life cycle, 
and supply and demand.  Pricing decisions influence those made about product, place, and promotion. Pricing can 
easily be changed to meet competitive challenges and address economic changes. 
 

Both business customers and consumers are affected by unfair and unethical pricing practices.  Businesses that use 
unfair pricing practices are breaking laws in addition to being unethical.  There are state and federal laws that regulate 
pricing to prevent unfair pricing policies and practices used by some businesses. The government also prevents the 
forming of monopolies, which interfere with the workings of a market economy.  The government may also intervene 
in the pricing of some products to control the economy, protect consumers, or help producers. The government may 

set price ceilings and price floors to regulate fair pricing practices. 
 

The price of a product or service plays a major role in determining whether the product and the company are 
successful. Pricing objectives are created based on maximizing sales and maximizing profits.  The break-even point is 
important when pricing products.  A product begins making a profit after the break-even point is reached. 
 
The base price of a product is established using cost-based pricing, demand-based pricing, or competition-based 
pricing. Businesses select the method which is most applicable to the products they are selling.  Managers use 
psychological- or discount-pricing strategies to adjust the base price. By using these techniques, it is hoped to 

encourage increased numbers of sales.  Many businesses use pricing software or other technology to maximize profit 
by pricing products correctly. To make a profit, a business should be sure the proposed price is in line with business 
and profit goals. 
 
Credit is an agreement or contract to receive goods or services before actually paying for them. Issuing credit to 
customers has a direct impact on pricing. Businesses may offer consumer or trade credit, depending on its customers. 

The cost of credit to a business is a variable expense. The more it costs a business to provide credit, the more the 

business should charge for a good or service to recoup the credit costs.  While there are many rewards to offering 
consumer or trade credit, there are also risks. Research shows that people will often spend more when using a credit 
card than if they are paying cash. However, if a customer fails to pay a bill on time, it may cause a cash-flow problem 
for the business.  Five ways a business can reduce credit risk are to create a credit policy, require a credit application, 
obtain a credit report, evaluate the information, and manage accounts receivable. 
 

A supply chain is the businesses, people, and activities involved in turning raw materials into products and delivering 
them to end users. The people or businesses between the manufacturers or producers and the end users in the supply 
chain are called intermediaries.  A channel of distribution is the path that goods take through the supply chain. The 
supply chain is the people who move the goods.  Physical distribution plays a competitive role in promoting products 
by providing on-time delivery, making products available where they are needed, and correctly filling orders. 
Distribution strategies include transportation, storage, and utility costs. When ownership is transferred to each 
intermediary in the distribution channel, risk and responsibility for the product is assumed. The new owner is the one 

who will suffer any loss if the product is damaged or lost. 



Supply chain management is coordinating the events happening throughout the supply chain.  The supply chain 
manager is the person who coordinates and monitors all the activities from the manufacturer of the product to 
delivery to the end user.  The level of distribution plays a role in the channel that is selected. The three levels of 
distribution  are intensive, selective, and exclusive.  Marketers working for companies that buy, sell, or distribute 

products globally have more complex place decisions. Cultural differences and communication are also important 
considerations when doing business in foreign countries.  Indirect distribution channels may use a number of 
intermediaries. To maintain efficiencies, the members must be selected, motivated, and evaluated. 
 

UNIT RESOURCES 

 
 Marketing Dynamics textbook, Chapters 18, 19, & 20. 
 Marketing Dynamics student workbook, Chapter 18, 19, & 20. 
 Marketing Dynamics student companion website or mobile site, Chapter 18, 19, & 20. 
 Marketing Dynamics EXAMVIEW® Assessment Suite, Chapter 18, 19, & 20, questions 
 Instructor’s Annotated Workbook, Chapter 18, 19, & 20. 

 Instructor’s Resource CD, Chapter 18, 19, & 20. 
 Instructor’s Presentations for PowerPoint®, Chapter 18, 19, & 20. 
 Sports & Entertainment Marketing Text 

 

Internet Resource Links: 
 

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm 
https://www.ama.org/Pages/default.aspx 
http://www.deca.org/ 
https://curriculum.gov.bc.ca/sites/curriculum.gov.bc.ca/files/contributed-
resources/Designing%20and%20Marketing%20a%20Product.pdf  
http://www.geeksforgeeks.org/travelling-salesman-problem-set-1/  
https://www.youtube.com/watch?v=G28icMeIVXY 

https://www.youtube.com/watch?v=61dIPpRze_o 
https://www.youtube.com/watch?v=eQ3KloqDwXc 
http://foodpsychology.cornell.edu/research/flat%E2%80%93rate-pricing-paradox-conflicting-effects-
all%E2%80%93you%E2%80%93can%E2%80%93eat-buffet-pricing 
https://www.nickkolenda.com/psychological-pricing-strategies/#pricing-s8-t25 
https://www.crazyegg.com/blog/free-shipping/ 
http://www.olivegarden.com/specials/buy-one-take-one 

http://www.wisebread.com/cheat-sheet-retail-markup-on-common-items 

https://www.youtube.com/watch?v=3eQAFVetNGI 

STAGE ONE 

 

GOALS AND STANDARDS 
 
CRP1. Act as a responsible and contributing citizen and employee. 
CRP2. Apply appropriate academic and technical skills.   
CRP4. Communicate clearly and effectively and with reason.  
CRP5. Consider the environmental, social and economic impacts of decisions.  
CRP6. Demonstrate creativity and innovation.  
CRP7. Employ valid and reliable research strategies.  

CRP8. Utilize critical thinking to make sense of problems and persevere in solving them.  
CRP9. Model integrity, ethical leadership and effective management.  
CRP10. Plan education and career paths aligned to personal goals.  

CRP11. Use technology to enhance productivity.  
CRP12. Work productively in teams while using cultural global competence. 
Career Technical Core Standards 

9.2.8.B.1 Research careers within the 16 Career Clusters and determine attributes of career success. 
9.2.12.C.1 Review career goals and determine steps necessary for attainment. 
9.2.12.C.3  Identify transferable career skills and design alternate career plans. 
9.2.12.C.9 Analyze the correlation between personal and financial behavior and employability. 
Core Standards 
9.3.MK.2 Implement marketing research to obtain and evaluate information for the creation of a 
marketing plan. 

9.3.MK.6 Select, monitor and manage sales and distribution channels. 
9.3.MK.7 Determine and adjust prices to maximize return while maintaining customer perception of 
value. 

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm
https://www.ama.org/Pages/default.aspx
http://www.deca.org/
https://curriculum.gov.bc.ca/sites/curriculum.gov.bc.ca/files/contributed-resources/Designing%20and%20Marketing%20a%20Product.pdf
https://curriculum.gov.bc.ca/sites/curriculum.gov.bc.ca/files/contributed-resources/Designing%20and%20Marketing%20a%20Product.pdf
http://www.geeksforgeeks.org/travelling-salesman-problem-set-1/
https://www.youtube.com/watch?v=G28icMeIVXY
https://www.youtube.com/watch?v=61dIPpRze_o
https://www.youtube.com/watch?v=eQ3KloqDwXc
http://foodpsychology.cornell.edu/research/flat%E2%80%93rate-pricing-paradox-conflicting-effects-all%E2%80%93you%E2%80%93can%E2%80%93eat-buffet-pricing
http://foodpsychology.cornell.edu/research/flat%E2%80%93rate-pricing-paradox-conflicting-effects-all%E2%80%93you%E2%80%93can%E2%80%93eat-buffet-pricing
https://www.nickkolenda.com/psychological-pricing-strategies/#pricing-s8-t25
https://www.crazyegg.com/blog/free-shipping/
http://www.olivegarden.com/specials/buy-one-take-one
http://www.wisebread.com/cheat-sheet-retail-markup-on-common-items
https://www.youtube.com/watch?v=3eQAFVetNGI


9.3.MK.8 Obtain, develop, maintain and improve a product or service mix in response to market 
opportunities. 
9.3.MK.9 Communicate information about products, services, images and/or ideas to achieve a desired outcome. 
9.3.MK.10 Use marketing strategies and processes to determine and meet client needs and wants. 

9.3.MK‐COM.1 Apply techniques and strategies to convey ideas and information through marketing 

communications. 
9.3.MK‐COM.3 Access, evaluate and disseminate information to enhance marketing decision‐making 

processes. 
9.3.MK‐COM.4 Obtain, develop, maintain and improve a marketing communications product or service mix to 

respond to market opportunities. 
9.3.MK‐COM.5 Communicate information about products, services, images and/or ideas to achieve a desired 

outcome. 
9.3.MK‐MGT.3 Plan, manage and organize to meet the requirements of the marketing plan. 

9.3.MK‐MGT.4 Access, evaluate and disseminate information to aid in making marketing management 

decisions. 
9.3.MK‐MGT.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MGT.6 Obtain, develop, maintain and improve a product or service mix in response to market 

opportunities. 
9.3.MK‐MGT.7 Communicate information about products, services, images and/or ideas. 

9.3.MK‐RES.1 Plan, organize and manage day‐to‐day marketing research activities. 

9.3.MK‐RES.2 Design and conduct research activities to facilitate marketing business decisions. 

9.3.MK‐RES.3 Use information systems and tools to make marketing research decisions. 

9.3.MK‐MER.4 Access, evaluate and disseminate marketing information to facilitate merchandising decisions and 

activities. 
9.3.MK‐MER.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MER.6 Obtain, develop, maintain and improve a product or service mix to respond to market 

opportunities. 
9.3.MK‐MER.7 Communicate information about retail products, services, images and/or ideas. 

9.3.MK‐MER.8 Create and manage merchandising activities that provide for client needs and wants. 

 

 

 

ENDURING UNDERSTANDINGS 

 
Students will … 

- explain the concept of price. 

- identify and describe factors that affect pricing. 

- describe how product, place, and promotion may affect pricing decisions. 

- list five unfair pricing practices some businesses may attempt to use. 

- discuss pricing laws that protect businesses and consumers. 

- explain how and when the government may attempt to control some prices. 

- describe business pricing objectives. 

- explain why the break-even point is important when pricing products. 

- explain three approaches to setting the base price of a product.  

- describe psychological- and discount-pricing strategies techniques and explain why they are used. 

- discuss price-setting options. 

- define credit and the types of credit offered by businesses. 

- identify the costs of credit for a business. 

- explain the rewards and risks of extending credit. 

- describe ways to reduce credit risk. 
 

ESSENTIAL QUESTIONS 
 
What is value? 
What is the purpose of a value proposition? 
Why would a business use bait-and-switch tactics? 

How does pricing impact product, place, and promotion decisions? 
What is the difference between deceptive pricing and price discrimination? 
Which pricing practices are illegal at the federal level and which are only banned by some US states? 
What is the effect of a monopoly on pricing? 
Who creates pricing laws? 
What is the purpose of pricing laws? 

What happens if a price floor is too high? 



Why is unit pricing important? 
Why is the law of marginal utility important for marketers to understand? 
What are the categories of pricing objectives? 
How can marketers use return on marketing investment (ROMI) information? 

Why is it difficult for marketers to price products strategically? 
Why do many retail businesses use keystone pricing? 
What does the 2/10, net 30 cash discount mean? 
What is credit? 
Installment loans are taken out to finance what types of purchases? 
Why should the due dates for trade credit repayment be carefully monitored? 
Why would a business risk extending credit? 

What does a high return on investment (ROI) mean to a business? 
What is the reason to use volume pricing? 
How is the break-even point for a product usually shown? 
What is the biggest drawback to using a competition-based pricing approach? 
How does extending credit influence pricing of product? 
What is another term for an intermediary? 

Do retailers only sell in brick-and-mortar stores or online? 
What is the difference between a direct and an indirect channel of distribution? 
Which indirect channel of distribution is the longest in the B2C market? 

How are private and public warehouses different? 
Which type of utility places products where they are needed and are useful? 
Which type of utility gets a product delivered to the end user when it is needed? 
Which mode of transportation is used most often? 

What are the six main methods of freight transportation? 
Which forms of utility are associated with distribution? 
 
 

KNOWLEDGE AND SKILLS 
 

Students will know… 
- different forms a product can take. 
- why governmental price controls are created. 
- the factors that affect price. 
- the steps to take for setting a price. 
- the advantage of offering quantity discounts? 

- five ways business can reduce credit risk? 
- why a business would use technology tools to help set prices. 
- four psychological pricing techniques. 
- the five most popular B2B discount pricing strategies used by marketers. 
- the difference between an agent and a wholesaler. 
- the most expensive mode of transportation used to distribute products? 
- three criteria for choosing channel members.  

- two transportation efficiencies provided by intermediaries. 
- what happens when intermediaries in the channel of distribution assume ownership of products. 
- the three functions that intermediaries serve. 
- the types of distribution channels for the B2C market. 
- the types of distribution channels for the B2B market. 

 
Students will be able to… 

- give an example of the diminishing marginal utility of a product. 
- give examples of unfair pricing practices. 

- Describe the purpose of the Sherman Antitrust Act. 
- explain the term service features. 
- list two pricing levels. 
- name two of the basic types of expenses. 

- name two ways that a business could maximize sales. 
- explain how simple return on investment (ROI) is determined. 
- name three reasons marketers should know the break-even point for their products. 
- explain when marketers would choose to use demand-based pricing. 
- describe the importance of the supply chain in the four Ps of marketing. 
- list three types of intermediaries. 
-  

- explain the importance of a marketing plan because it contains the marketing team objectives, executive 
summary, and tactics for achieving both business and marketing goals. 



- list the sections of a marketing plan are the title page, table of contents, executive summary, business 
description, sales analysis, situation analysis, marketing objectives, marketing strategies, marketing tactics, 
bibliography, and appendices. 

STAGE TWO 

 

PERFORMANCE TASKS 

 
 Assign Checkpoint questions at end of each section. 
 Assign the Chapter post tests. The test may be accessed by using the QR code or going to the companion 

website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 
 Assign Apply Your Knowledge questions at the end of the chapter. 
 Assign EXAMVIEW Assessment Suite, Chapters 18, 19, & 20. 
 Creatively adjust the base price of a product using pricing strategies such as BOGO, bundling, and discount 

pricing. 
 Calculate unit pricing of groceries at local markets and compare to find the best value.
 Simulate UPS/Fed Ex to problem solve the most efficient way to distribute goods to various cities from a 

transportation hub using Google Maps. 

 

OTHER EVIDENCE 
 

 Quizzes and Tests 

 Classroom discussion participation 
 Teacher observation of classroom assignments/activities 

STAGE THREE 
 

LEARNING PLAN 

Engage 

 Assign the Chapter 18, 19, & 20 pretest. The test may be accessed by using the QR code or going to the companion 
website. Discuss which questions students were unable to answer.  

 Ask students to complete the Web Connect research exercise in the beginning of the section. 

 Engage the student by providing an activity or question that will connect students to what they already know.  

 Engage students in the DECA feature that opens the chapter. You may wish to visit the DECA website for more information. 

 Engage the students by asking them how important price is to them when purchasing something they really want.  

 Divide the class into small groups. Give each group a list of items. Examples might include things such as, concert tickets, 
MP3s, car speaker, athletic shoes, jeans, prom dress, tuxedo rental, and sunglasses. Tell each person to write the highest 
price he or she would pay for each item. After all members of the group have finished, allow them to discuss their answers 

within the groups. After the groups have finished, reconvene the class to discuss the value individuals receive from the 
products they purchase. Does price reflect perceived value? 

 Engage your students by giving them an example of a situation involving price-fixing without using the term. Ask for their 
opinions. Do they think it is ethical or not ethical? Then, explain that you were giving an example of price-fixing. Continue 
giving examples of the pricing terms. For example, have they ever been charged a different price than another person for 
the same product? This would be an example of price discrimination.  

 Divide the class into small groups. Each group should write situations that would be considered examples of the terminology 
for this section of the chapter. After every group has completed its situations, have them present the situations to the rest 
of the class. The class should try to guess which terms are represented in the groups’ examples. 

 Using the Internet, have students locate an article using any of the terminology from this chapter. Have students write 
summaries of their articles including their reactions to the information presented. These reports could also be shared orally 
with the class. 

 Ask students to partner with another student to debate price ceilings and price floors. One of the students should be in favor 
of price ceilings and price floors and the other should be against them. Draw names to have at least two of the groups of 
partners present their debates on the pros and cons of price ceilings and price floors.  

 Engage the students by asking them how much interest a savings account usually pays. Would they like to receive more in 
interest on money they invest? Explain ROI and why investors want a good return on their investments. Because bank 
interest rates have been low, some investors choose to invest in a business to potentially earn a higher ROI than they would 
from a savings account. Discuss risk versus reward. 

 Engage your class by discussing profit. Ask the class how much profit they think a grocery store makes on every dollar? 
Would a furniture store make more or less profit than a grocery store? Why or why not?   

 Discuss the different pricing methods and the pros and cons of each. Ask the class if they had a certain type of business, 
and which method of setting prices would they use? Why? 



 If there is a student-based enterprise in your school, have the students recommend the best pricing method for the 
products. Have them explain their decisions. If there is another group of students that operate the business, have your 
students make a presentation to the store employees about their pricing recommendations. 

 Use the Teamwork exercise at the end of the chapter to engage students with each other to solve a problem or make a 
group presentation. 

 Obtain credit card applications from retail stores and/or banks to show the students what types of information is requested 
on the forms.  

 Show NFL and Disney dynamic pricing video clips to engage students in discussion on fairness. 

 Discuss psychology of all-you-can-eat buffet based on pricing strategies 

 

Explore  

 Have students read and discuss the material on the unit opener. Initiate a class discussion about the topics presented. 
Discuss how all of the information presented relates to the overall theme of the unit.  

 Review the vocabulary terms at the beginning of the section. Where have students encountered these terms before? Help 
students make educated guesses about the meanings of the terms with which they are least familiar. 

 Assign the College and Career Readiness Reading Prep activity before students read the chapter to explore the suggested 
topics. Reading Prep activities give students opportunities to apply the Common Core State Standards. 

 Have students explore www.DECA.org for more information on different activities and events in which they might be 
interested or want to participate. 

 Ask each student to locate a company on the Internet. Ask students to evaluate that company’s products and the prices at 
which the company sells its products. Have students also research the company’s competitors. How do the company’s prices 
compare to their competitors prices?  

 In pairs, have students research two colleges of their choice to determine the tuition and housing prices at each one. 
Discuss in class why there is a difference in pricing. Do some colleges have more value associated with a degree from that 
university?  

 Have the students use the Internet to locate an article about a return on marketing investment (ROMI). Have the students 

write a summary to the article and/or give an oral report to the class. 

 Divide the class into small groups and give each group one of the terms from this section. Each group’s mission is to 

calculate pricing methods using their term and to explain the calculation to the entire class. 

 Have the students use the Internet to locate an article about pricing. A summary and reaction paper should be written or 

orally presented to the class. 

 Have the students use the Internet to research credit card debt and compile a written report of their findings. Divide the 

class into small groups and have each person in the groups explain what he or she learned about credit card debt. 

 Have the students use the Internet to locate information on the different credit card companies. What percentage do they 

charge different groups of people or businesses? A summary and reaction paper should be written or orally presented to the 

class. 

 Discuss psychology behind free shipping and the success of Amazon 

 Explore menu items for Olive Garden and other chains to encourage consumer consumption 

 

Explain  

 Use the Instructor’s Presentations for PowerPoint® for Chapter 18, 19, & 20 as an outline for presenting the chapter. 

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Provide an opportunity for students to explain their understanding of a concept or process. Direct students to add their 
definitions of the terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Divide the class into small groups. Tell each group they will be entrepreneurs establishing a new business. Have each group 
list the titles fixed expenses and variable expenses on a piece of paper. Under each of the expenses, the groups should list 
all of the specific expenses their business would incur under the correct title. After they have completed their work as a 
group, have them share with the class making sure their examples are correct. 

 Many restaurants compete based on price. In small groups, have students list all of the nonprice competition methods that 
businesses use to attract new customers. Groups should share their ideas with the class.  

 Ask each student to write on a 3x5 index card what they learned from the day’s lesson and what they enjoyed most about 

the class. Utilize these cards as a starting point for the next day’s lesson or to evaluate the information that was most 

interesting, beneficial, or may need to be reinforced. 

 Ask each student to list his or her total assets. Go around the room and see how many have similar assets. Check to make 

sure they understand assets. 

 Direct students to download the Unit Activity data files as listed in the Building the Market Plan activity located at the end of 
the unit. The data files are found on the Marketing Dynamics companion website at www.g-wlearning.com. Make sure they 
understand the directions for each Unit Activity and how the Unit Activities will help them to create their marketing plan. 
Explain where students are to save the completed data files for their future use. 



 Ask students in small groups to think about a retail business they would create. Review all of the psychological pricing 
strategies with them. Ask the groups to decide which pricing strategies they would use and why. Have the class compare 
and contrast the differences in pricing that each group presented. Is any one strategy better than another? 

 Direct students to review the sample marketing plan on the Marketing Dynamics companion website at www.g-
wlearning.com. This marketing plan is written to be used as a reference for students when writing the pieces of their 
marketing plans. The name of the file is MarketingPlan_Sample.YoursinRetro.docx. 

 Ask students to think about a retail business they would create. Would they take credit card payments from customers? 
Why or why not? Have the students debate the pros and cons of accepting bank credit cards for payment. 
 

Elaborate/Extend 

 Provide an opportunity for students to exhibit their understanding of concepts in context of the material as it is presented. 
As time permits, have students read and discuss the special features in the chapter.  

 If students are using the Marketing Dynamics student workbook, assign activities to engage active learning. 

 Ask students to read the Case in Point. Discuss how some companies like Microsoft can increase sales simply by changing 
the marketing mix. 

 Extend your teaching by scheduling speakers who are responsible for changing/maintaining prices in local businesses. Ask 
them to discuss the terminology from this chapter. Students might ask the following: When do you decide to change the 
price of a product? How frequently do you monitor your competitors’ prices? Instruct students to write a summary of what 
they learned from the presentation. 

 To extend the previous activity, ask your students to declare their target markets for their cookies/brownies. Will their 
products be sold B2C or B2B or both? Ask them to create brand names for their products. Each student should write a 
reaction or evaluation report of what they learned from the entire experience. This activity can be used as a final activity 
utilizing the text up to this point. 

 Have students research the government’s involvement in price regulations. Ask them to create a visual time line showing 
how and when the government became involved in regulating certain prices.  

 Ask the students to create a story about pricing and how/when the government needs to step in. At the end of their stories, 
they should create a written proposal for a new government pricing law/regulation that they think might be necessary in the 
current economic situation.  

 Ask students to read the Case in Point. Discuss the pricing strategy chosen by Dollar Tree. Why has it proven successful? 

 Bring newspapers into the classroom and have students identify and evaluate the different pricing strategies they see 
evident in the ads. Was there psychological pricing? Even or odd pricing? Discuss their findings. 

 Have students interview the owners/managers of a local business about why they use certain pricing strategies. Have the 
students write the questions they are planning to ask prior to the interviews for your approval. A summary of the interviews 
should be written and/or orally presented to the class. 

 Research pricing markups on common items 

 

Evaluate  

 Assign Checkpoint questions at end of each section. 

 Utilize Student Workbook to check for knowledge. 

 Assign the Chapter 18, 19, & 20 post-test. The test may be accessed by using the QR code or going to the companion 
website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 

 Assign Apply Your Knowledge questions at the end of the chapter. 

 Unit Test 

 SGO/Benchmark 



Unit Name: Promotion Dynamics      Time Frame: 4-6 Weeks 

 

Author: Egg Harbor Township High School Business Department 

UNIT V 

 

Subject:  Marketing          Country: USA 

 

Course/Grade: Marketing / 9-12        State/Group: NJ 

 

School: Egg Harbor Township High School 

 

UNIT SUMMARY 
 
Marketers are challenged daily to find new ways to communicate with customers. Without knowledge, customers will 
not know the product exists. Without customers, a business will not make money.  Product knowledge happens 
through promotion. Product promotion is the activity that informs, persuades, and reminds customers to buy a 

good or service. Marketers use all of the promotional mix elements to give information. Advertising, sales promotions, 

public relations, and personal selling make up the mix. By combining these elements in a coordinated 
manner, marketers can push product information to the customers. This is known as Integrated Marketing 
Communications (IMC).  
 
Promotion is considered marketing communication. Promotions generally fall into two categories: 
product or institutional promotions.  The three goals of a promotional campaign are to inform, persuade, or remind 

people about the business or its products. Some experts believe that a customer goes through four stages of a buying 
process before making a purchase. These four stages complete the AIDA model, which stands for customer attention, 
interest, desire, and action.  Promotion strategies involve choosing the best promotional mix for the budget. Each 
dollar spent on promotions should provide a high return on the marketing investment (ROMI).  The four elements of 
the promotional mix include advertising, sales promotion, public relations, and personal selling. All of the promotional 
elements are rarely used at the same time.  Electronic promotion is any promotion that uses the Internet or other 

technology like smartphones.  It includes having a web presence, online advertising, and social media and e-mail 
campaigns. 
 

UNIT RESOURCES 

 
 Marketing Dynamics textbook, Chapters 23, 24, 25, & 26. 
 Marketing Dynamics student workbook, Chapter 23, 24, 25, & 26. 
 Marketing Dynamics student companion website or mobile site, Chapter 23, 24, 25, & 26. 
 Marketing Dynamics EXAMVIEW® Assessment Suite, Chapter 23, 24, 25, & 26, questions 
 Instructor’s Annotated Workbook, Chapter 23, 24, 25, & 26. 
 Instructor’s Resource CD, Chapter 23, 24, 25, & 26. 
 Instructor’s Presentations for PowerPoint®, Chapter 23, 24, 25, & 26. 

 Sports & Entertainment Marketing Text 
 

Internet Resource Links: 
 
http://www.g-wlearning.com/marketing/9781619603431/student/index.htm 
https://www.ama.org/Pages/default.aspx 

http://www.deca.org/ 
http://www.saleshelp.com/assessments/Sales/ObjectionsList.htm  

http://www.ediplomat.com/np/cultural_etiquette/ce_us.htm  
http://viewer.zmags.com/publication/38a53b23#/38a53b23/56  
http://www.informedesign.org/_news/jun_v04r-p.pdf  
http://assets.pewresearch.org/wp-content/uploads/sites/13/2016/06/30143308/state-of-the-news-media-report-

2016-final.pdf  
http://kwhs.wharton.upenn.edu/2016/03/creativity-crowdfunding-and-kickflips-inside-a-church-in-spain/  
https://blog.hubspot.com/blog/tabid/6307/bid/31278/The-History-of-Marketing-An-Exhaustive-Timeline-
INFOGRAPHIC.aspx  
http://contentmarketinginstitute.com/wp-content/uploads/2011/04/DiveRite_CaseStudy1.pdf  
http://www.zeimer.com/radio.htm  
https://radio-locator.com/  

 

http://www.g-wlearning.com/marketing/9781619603431/student/index.htm
https://www.ama.org/Pages/default.aspx
http://www.deca.org/
http://www.saleshelp.com/assessments/Sales/ObjectionsList.htm
http://www.ediplomat.com/np/cultural_etiquette/ce_us.htm
http://viewer.zmags.com/publication/38a53b23#/38a53b23/56
http://www.informedesign.org/_news/jun_v04r-p.pdf
http://assets.pewresearch.org/wp-content/uploads/sites/13/2016/06/30143308/state-of-the-news-media-report-2016-final.pdf
http://assets.pewresearch.org/wp-content/uploads/sites/13/2016/06/30143308/state-of-the-news-media-report-2016-final.pdf
http://kwhs.wharton.upenn.edu/2016/03/creativity-crowdfunding-and-kickflips-inside-a-church-in-spain/
https://blog.hubspot.com/blog/tabid/6307/bid/31278/The-History-of-Marketing-An-Exhaustive-Timeline-INFOGRAPHIC.aspx
https://blog.hubspot.com/blog/tabid/6307/bid/31278/The-History-of-Marketing-An-Exhaustive-Timeline-INFOGRAPHIC.aspx
http://contentmarketinginstitute.com/wp-content/uploads/2011/04/DiveRite_CaseStudy1.pdf
http://www.zeimer.com/radio.htm
https://radio-locator.com/


STAGE ONE 

 

GOALS AND STANDARDS 
 

CRP1. Act as a responsible and contributing citizen and employee. 
CRP2. Apply appropriate academic and technical skills.   
CRP4. Communicate clearly and effectively and with reason.  

CRP5. Consider the environmental, social and economic impacts of decisions.  
CRP6. Demonstrate creativity and innovation.  
CRP7. Employ valid and reliable research strategies.  
CRP8. Utilize critical thinking to make sense of problems and persevere in solving them.  
CRP9. Model integrity, ethical leadership and effective management.  
CRP10. Plan education and career paths aligned to personal goals.  
CRP11. Use technology to enhance productivity.  

CRP12. Work productively in teams while using cultural global competence. 
Career Technical Core Standards 
9.2.8.B.1 Research careers within the 16 Career Clusters and determine attributes of career success. 
9.2.12.C.1 Review career goals and determine steps necessary for attainment. 
9.2.12.C.3  Identify transferable career skills and design alternate career plans. 
9.2.12.C.9 Analyze the correlation between personal and financial behavior and employability. 

Core Standards 
9.3.MK.2 Implement marketing research to obtain and evaluate information for the creation of a 
marketing plan. 
9.3.MK.6 Select, monitor and manage sales and distribution channels. 
9.3.MK.7 Determine and adjust prices to maximize return while maintaining customer perception of 
value. 
9.3.MK.8 Obtain, develop, maintain and improve a product or service mix in response to market 

opportunities. 
9.3.MK.9 Communicate information about products, services, images and/or ideas to achieve a desired outcome. 
9.3.MK.10 Use marketing strategies and processes to determine and meet client needs and wants. 
9.3.MK‐COM.1 Apply techniques and strategies to convey ideas and information through marketing 

communications. 
9.3.MK‐COM.3 Access, evaluate and disseminate information to enhance marketing decision‐making 

processes. 
9.3.MK‐COM.4 Obtain, develop, maintain and improve a marketing communications product or service mix to 

respond to market opportunities. 
9.3.MK‐COM.5 Communicate information about products, services, images and/or ideas to achieve a desired 

outcome. 
9.3.MK‐MGT.3 Plan, manage and organize to meet the requirements of the marketing plan. 

9.3.MK‐MGT.4 Access, evaluate and disseminate information to aid in making marketing management 

decisions. 
9.3.MK‐MGT.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MGT.6 Obtain, develop, maintain and improve a product or service mix in response to market 

opportunities. 
9.3.MK‐MGT.7 Communicate information about products, services, images and/or ideas. 

9.3.MK‐RES.1 Plan, organize and manage day‐to‐day marketing research activities. 

9.3.MK‐RES.2 Design and conduct research activities to facilitate marketing business decisions. 

9.3.MK‐RES.3 Use information systems and tools to make marketing research decisions. 

9.3.MK‐MER.4 Access, evaluate and disseminate marketing information to facilitate merchandising decisions and 

activities. 
9.3.MK‐MER.5 Determine and adjust prices to maximize return and meet customers’ perceptions of value. 

9.3.MK‐MER.6 Obtain, develop, maintain and improve a product or service mix to respond to market 

opportunities. 
9.3.MK‐MER.7 Communicate information about retail products, services, images and/or ideas. 

9.3.MK‐MER.8 Create and manage merchandising activities that provide for client needs and wants. 

 

 

 

ENDURING UNDERSTANDINGS 

 
Students will … 

- explain the concept of price. 
 

ESSENTIAL QUESTIONS 



 
What is value? 
Which type of utility places products where they are needed and are useful? 
Which type of utility gets a product delivered to the end user when it is needed? 

Which mode of transportation is used most often? 
What are the six main methods of freight transportation? 
Which forms of utility are associated with distribution? 
 
 

KNOWLEDGE AND SKILLS 
 
Students will know… 

- different forms a product can take. 
 

Students will be able to… 
- give an example of the diminishing marginal utility of a product. 

STAGE TWO 

 

PERFORMANCE TASKS 

 
 Assign Checkpoint questions at end of each section. 
 Assign the Chapter post tests. The test may be accessed by using the QR code or going to the companion 

website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 
 Assign Apply Your Knowledge questions at the end of the chapter. 
 Assign EXAMVIEW Assessment Suite, Chapters 23, 24, 25, & 26. 
 Create a radio advertisement utilizing soft and hard selling techniques with mixing software.
 Design a brochure to promote the NJSIAA Track and Field event held at EHT

 Construct a marketing budget to distribute aforementioned brochure.

 Record video sales pitches to effectively overcome objections frequently used in personal selling situations.
 Investigate sports stadium design, marketing tactics, and ticket pricing to ultimately create a new stadium 

design in TinkerCAD.  Seating capacity and other factors will then determine marketing and pricing to be used 
to increase game attendance.

 Identify and critique visual merchandising tactics used throughout previous decades (window displays, 

marquees, etc.)
 In conjunction with Fashion Design class, promote a fashion show to be held at the school.    

 

OTHER EVIDENCE 
 

 Quizzes and Tests 
 Classroom discussion participation 
 Teacher observation of classroom assignments/activities 

STAGE THREE 
 

LEARNING PLAN 

Engage 

 Assign the Chapter 23, 24, 25, & 26 pretest. The test may be accessed by using the QR code or going to the companion 
website. Discuss which questions students were unable to answer.  

 Ask students to complete the Web Connect research exercise in the beginning of the section. 

 Engage the student by providing an activity or question that will connect students to what they already know.  

 Engage students in the DECA feature that opens the chapter. You may wish to visit the DECA website for more information. 

 Show sample professional sales pitches videos. 

 Play hard sell/soft sell radio advertisements. 

 View Wharton article on crowdfunding/kickstarter campaign inside a skatepark church in Spain. 

 View History of Marketing infographic 

 

 

 



Explore  

 Have students read and discuss the material on the unit opener. Initiate a class discussion about the topics presented. 

Discuss how all of the information presented relates to the overall theme of the unit.  

 Review the vocabulary terms at the beginning of the section. Where have students encountered these terms before? Help 
students make educated guesses about the meanings of the terms with which they are least familiar. 

 Assign the College and Career Readiness Reading Prep activity before students read the chapter to explore the suggested 
topics. Reading Prep activities give students opportunities to apply the Common Core State Standards. 

 Have students explore www.DECA.org for more information on different activities and events in which they might be 
interested or want to participate. 

 Analyze radio ad scripts for structure and effectiveness. 

 Review PEW research on current state of news media. 

 Read and discuss DiveRite scuba diving company case study 

 

Explain  

 Use the Instructor’s Presentations for PowerPoint® for Chapter 23, 24, 25, & 26 as an outline for presenting the chapter. 

 Ask students to read and complete the Critical Thinking exercise in the beginning of the section. 

 Provide an opportunity for students to explain their understanding of a concept or process. Direct students to add their 
definitions of the terms in Build Your Vocabulary to their personal glossary of marketing terms. 

 Discuss pricing and promotional strategies in the professional sports world. 

 

Elaborate/Extend 

 Provide an opportunity for students to exhibit their understanding of concepts in context of the material as it is presented. 
As time permits, have students read and discuss the special features in the chapter.  

 If students are using the Marketing Dynamics student workbook, assign activities to engage active learning. 

 Create radio ad scripts, record and mix recordings using software 

 Record sales pitch videos to overcome common buyer objections. 

 Design sports stadiums using TinkerCAD. 

 Create tickets for sporting events. 

 Brainstorm the future direction of news media based off of PEW Research  

 Identify a unique electronic promotion currently being used and offer suggestions on ways to improve effectiveness 

 

Evaluate  

 Assign Checkpoint questions at end of each section. 

 Utilize Student Workbook to check for knowledge. 

 Assign the Chapter 23, 24, 25, & 26 post-test. The test may be accessed by using the QR code or going to the companion 
website. What questions were students able to answer that they couldn’t when they took the pretest? 

 Assign Review Your Knowledge questions at the end of the chapter. 

 Assign Apply Your Knowledge questions at the end of the chapter. 

 Unit Test 

 Peer Review/Rubric – projects 

 Benchmark 



Curriculum Resources - Differentiated Instruction 
 
Special Education Interventions in General Education 
 
Visual Supports 
Extended time to complete tests and assignments 
Graphic Organizers 
Mnemonic tricks to improve memory 
Study guides 
Use agenda book for assignments 
Provide a posted daily schedule 
Use of classroom behavior management system 
Use prompts and model directions 
Use task analysis to break down activities and lessons into each individual step needed to 
complete the task 
Use concrete examples to teach concepts 
Have student repeat/rephrase written directions 
Heterogeneous grouping 
 
Resources: 
 
Do to Learn: 
http://www.do2learn.com/  
 
Sen Teacher: 
http://www.senteacher.org/  
 
Intervention Central: 
http://www.interventioncentral.org/  
 
Learning Ally: 
https://www.learningally.org/  
 
English Language Learners Interventions in Regular Education 
Resources: 
 
FABRIC - Learning Paradigm for ELLs (NJDOE) 
www.nj.gov/education/bilingual/pd/fabric/fabric.pdf  
 
Guide to Teaching ELL Students 
http://www.colorincolorado.org/new-teaching-ells  
 

http://www.do2learn.com/
http://www.interventioncentral.org/
http://www.nj.gov/education/bilingual/pd/fabric/fabric.pdf
http://www.colorincolorado.org/new-teaching-ells
http://www.nj.gov/education/bilingual/pd/fabric/fabric.pdf
http://www.nj.gov/education/bilingual/pd/fabric/fabric.pdf
http://www.senteacher.org/
http://www.nj.gov/education/bilingual/pd/fabric/fabric.pdf
https://www.learningally.org/
http://www.nj.gov/education/bilingual/pd/fabric/fabric.pdf


Edutopia - Supporting English Language Learners 
https://www.edutopia.org/blog/strategies-and-resources-supporting-ell-todd-finley  
 
Reading Rockets 
http://www.readingrockets.org/reading-topics/english-language-learners  
 
Gifted and Talented Interventions in Regular Education 
Resources: 
 
Who are Gifted and Talented Students 
http://www.npr.org/sections/ed/2015/09/28/443193523/who-are-the-gifted-and-talented-and-wha
t-do-they-need  
 
Hoagies Gifted Education Page 
http://www.hoagiesgifted.org/programs.htm  
 
21st Century Learning 
Resources: 
 
Partnership for 21st Century Learning 
http://www.p21.org/  
 
Career Ready Practices (NJDOE) 
http://www.nj.gov/education/cte/hl/CRP.pdf  
 
  
  
  
  
 

https://www.edutopia.org/blog/strategies-and-resources-supporting-ell-todd-finley
http://www.readingrockets.org/reading-topics/english-language-learners
http://www.p21.org/
http://www.npr.org/sections/ed/2015/09/28/443193523/who-are-the-gifted-and-talented-and-what-do-they-need
http://www.nj.gov/education/cte/hl/CRP.pdf
http://www.hoagiesgifted.org/programs.htm
http://www.npr.org/sections/ed/2015/09/28/443193523/who-are-the-gifted-and-talented-and-what-do-they-need

