
BUS501 MARKETING 
High School Grades 9-12 Elective 1.0 Credit 

Marketing is a fully integrated, standards-based course that builds on prior student knowledge and skills gained from earlier K-8 
lessons and/or other successfully completed high school courses. Participants are given an opportunity to study in depth the 
American free enterprise system and the global marketplace. Students are expected to learn, regularly apply and improve a variety 
of universal, interdisciplinary, academic inquiry skills that are essential traits of effective, independent, lifelong learners and 
active citizens. Students examine in depth the major components of marketing (e.g., supply and demand, product planning, 
production, distribution, financing, information management, pricing, promotion, purchasing, risk management, and selling). 
Students analyze essential marketing principles; develop skills needed to solve marketing problems and help customers make 
satisfying buying decisions; and, practice the human resource skills needed for success in Marketing and other economic and/or 
business related careers.  
 
Integration of business education studies with other disciplines is expected and should be on going. Students apply relevant 
vocabulary, use critical-thinking and information processing skills, utilize appropriate technology to solve everyday problems, 
create quality products/presentations, and communicate what they have learned in written, oral, mathematical, visual, and other 
formats. Formative and summative progress and the quality of student work, including the Public Presentation of a fully 
integrated, interdisciplinary Final Semester Project, are regularly assessed with a variety of oral and written tests, student 
performance rubrics, and peer or self-assessment checklists. By satisfying expectations of this course, successful students will be 
more informed, skilled, productive, employable, socially responsible and well-rounded citizens. 
 

SOUTHWEST REGION SCHOOL DISTRICT STUDENT OUTCOMES 
Outcome 3: Students demonstrate adaptability in living and working in diverse cultural environments. 

Outcome 5: Students demonstrate honesty, respect, concern and caring for themselves, their environment and others. 

Outcome 6: Students exhibit a positive attitude and self-initiative. 

Outcome 7: Students use a variety of ways to think and to reason when solving problems, and making thoughtful decisions. 

Outcome 10: Students demonstrate leisure, vocational and life skills. 

Outcome 11: Students demonstrate skills and attitudes that will enable them to achieve post high school education. 

  
COURSE GOALS, OBJECTIVES AND ALASKA STANDARDS 

 
BASIC CONCEPTS, FUNCTIONS AND EFFECTS  
  

A. Demonstrate understanding of basic marketing concepts and functions. The student is expected to: AK STDS 
 1. explain the concepts of marketing, free enterprise, and capitalism; GVT F5 

 2. identify the major types of markets in the American economy: e.g., basic consumers (individuals and 
households); industrial groups (producers, resellers, and government); non-business organizations 
(churches, civic, professional, and charitable groups); and 

GVT F3 

 3. describe the major marketing functions (e.g., distribution, financing, marketing-information 
management, pricing, product planning, promotion, purchasing, risk management, selling) and explain 
how each one contributes to the marketing concept.   

GVT F2 

 4. explain the concept of marketing utility in terms of form, time, place, possession, and information.  GVT F5 
 

B. Explain how marketing affects the individual, business, and society. The student is expected to: AK STDS 
 5. explain how the market system operates as an independent, price-directed system of exchange that 

satisf ies needs and wants; and  
GVT F4 

 6. discuss how the free enterprise system affects general lifestyles, standards of living, and personal 
preferences.  

GVT F2 

 
FACTORS AFFECTING MARKETING DECISIONS  
  

D. Describe how government and special interest groups affect marketing decisions. The student will: AK STDS 
 7. analyze various marketing regulations and the government agencies that created them; GVT F1 

 8. compare/contrast the advantages and disadvantages of market regulation and its effects on various 
businesses and industries;  

GVT F1 
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 9. identify special interest groups concerned with marketing policy (e.g., producers, environmentalists, 
labor unions, management, consumer groups), and explain how they try to influence policy makers 
(e.g., lobbying pressure for new regulations, boycotts, propaganda).  

GVT F7 

E. Understand how cult ural factors and compet i t ion af fect  market ing decisions. The student is 
expected to: 

AK STDS 

 10. identify norms and values of different cultures that may influence marketing strategy;  GVT D1 

 11. evaluate the effects of domestic and foreign economic conditions on marketing strategy; and  GVT F10 

 12. analyze the elements of direct and non-direct competition and explain their effects on marketing 
strategy.  

GVT F10 

F. Analyze how technology and change affect marketing decisions. The student is expected to: AK STDS 
 13. describe various technological advances that affect marketing strategy (e.g., computer use, the Internet, 

television shopping); and  
TCH E6 

 14. explain how marketing decisions and strategies are inf luenced by technology changes (e.g., mass 
distribution systems, information technology, data bases, communications technology, product 
innovation and development).  

TCH E8 

   

ASPECTS OF DISTRIBUTION AND PROMOTION  

  

G. Examine the role of distributors and major methods of distribution. The student is expected to: AK STDS 
 15. compare/contrast direct and indirect channels of distribution and describe the roles of various 

intermediaries within each channel (e.g., retailer, wholesaler, broker, agent, warehouse owner, stock 
handler);  

GVT F2 

 16. explain major factors to be considered (e.g., nature of the product, size/location of the market, 
availability of channel members, ability to manage marketing activities) when selecting a particular 
channel of distribution.  

GVT F2 

H. Explore the role of promoters and major methods of promotion. The student is expected to: AK STDS 
 17. identify major components and functions of the promotional mix: product, price, place, time, publicity, 

public relations, advertising, personal selling, public relations, sales promotion;   
GVT F7 

 
 18. examine a variety of advertising mediums (e.g., television, radio, newspapers, magazines, direct mail, 

mass transit vehicles, outdoor displays, catalogs, directories); and 
GVT F7 

 19. evaluate common types of sales promotion (e.g., newspaper and magazine advertisements, coupons, 
catalogs, radio and television commercials, contests, sweepstakes, games).   

GVT F7 

I. Know the difference between ethical and unethical marketing practices. The student is expected to: AK STDS 
 20. compare/contrast rational buying motives (e.g., durability, dependability, cost, economy of use), and 

emotional buying motives (e.g., fear, jealousy, pride, ambition, love, pleasure, leisure time); and 
GVT G3 

 
 21. compare/contrast major propaganda and/or advertising techniques that are often used to unfairly 

influence or manipulate the buying public.   
GVT G4 

 

MARKETING RESEARCH SKILLS & STRATEGIES  

  

J. Understand the characteristics and processes of marketing research. The student is expected to: AK STDS 
 22. identify the general purposes, benefits, and limitations of marketing research;  LIB B1 

 23. describe a variety of approaches to marketing research (e.g., observation, interviews, surveys, 
experiments); 

LIB B2 

 24. analyze the characteristics and purposes of a marketing-information system (MIS); product analysis; 
market analysis; competitive analysis; consumer analysis);  

LIB B4 

 25. evaluate the effectiveness of a product to satisfy a particular marketing need; LIB B6 

 26. examine how the Federal Reserve, the stock market, major trade unions, and other economic 
institutions affect and are affected by changes in the American and global economy; and  

GVT F6 

 27. research the unique features of AlaskaÕs economy (Permanent Fund Dividend, Native Corporations) to 
determine how they affect both marketing and consumer purchasing strategies.  

GVT F9 
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K. Know how cultural values and the process of change affect marketing strategy. The student will: AK STDS 
 28. identify major social factors or variables that affect customer buying motives (e.g., culture, subculture, 

social class, family membership, status and roles, age, gender, peers, psychological factors); and 
CLT E7 

 29. explain ways in which consumer markets are changing (e.g., population changes, such as shifts in age 
and mobility; size and distribution of income; changes in lifestyle and attitudes; increased leisure time; 
more purchases on credit; higher educational levels).  

CLT E5 

 
PRODUCT PRICING &  MARKETING PLANS  

  

L. Understands the necessity of marketing plans and careful product pricing. The student is expected to: AK STDS 
 30. determine why marketing plans are keys to the success of a product and/or organization; STW A4 

 31. examine how performance expectations vary according to the type of product (e.g., consumer, 
industrial, brand name, generic); 

STW A4 

 32. analyze the major factors in product/service planning (e.g., product mix, pricing policies, packaging, 
positioning/image, quality assurances such as warranties and service contracts); and 

STW A4
  

 33. evaluate pricing policies (e.g., quality, cost, line, loss leader), objectives, strategies, and other factors 
that affect selling price (e.g., psychological effects, brand loyalty, competition, break-even point, retail 
decisions, supply and demand, mass production, price elasticity).  

GVT F4 

M. Create a high quali ty market ing plan for  a real or  simulated product /service.  The student is 
expected to: 

AK STDS 

 34. produce a high quality marketing plan: e.g., describe the target market; state the marketing objectives; 
identify the competition; describe the marketing environment; provide details for each element of the 
marketing mix; develop a budget); and 

GVT G1 

 35. ask peers and teacher to proof read and critique his or her marketing plan; then, he or she will self-edit 
and revise until the marketing plan meets pre-established standards of excellence.  

LIB B6 

 
FORECASTING PRINCIPLES  & SELLING METHODS  

  

N. Understand forecast ing pr inciples and methods of  determining sales potent ial.  The student 
is expected to: 

AK STDS 

 36. identify major factors to be considered when selecting a target market (e.g., market potential, required 
resources, costs, competition), and determine major strategies to reach the selected target market.  

STW B3 
 

 37. Explain the relationship between sales forecasting and business success.  GVT F8 

O. Identify a variety of sales personnel, and demonstrate sales approaches or selling strategies. The 
student is expected to: 

AK STDS 

 38. compare/contrast the roles of various types of sales personnel (e.g., manufacturers, agents, missionary 
salespeople, retail salespeople); 

STW A5 

 39. describe a variety of sales approaches (e.g., factory direct, wholesaling, retailing) and selling strategies 
(e.g., feature-benefit selling, suggestion selling, counselor selling); and 

STW A2 

 40. show how to effectively locate prospects, form positive relationships with customers, identify customer 
needs, suggest solutions, handle objections, close the sale, and follow-up.   

GVT G1 

 
SOUTHWEST REGION RESOURCES & SUGGESTED ACTIVITIES 

 
 TEN SIGMA Manuals (copies on all sites) 
 K-12 Positive and Productive Behaviors Manual (Loaded with ideas for teaching students to be more productive.) 

K-12 Rubrics Manual 
K-12 Teaching For High Performance: Activities available for Language Arts, Math, Science, Social Studies 
 

 SAMPLE TEN SIGMA ACTIVITIES: Can be adapted for use in Consumer Ed, Marketing, and other business courses. 
 SS-Ec 01-01 Write/Debate Consumer Protection Laws 

SS-Ec 02-01 Capitalism Hall of Fame/Shame 
SS-Ec 03-02 Small Business Pro and Con Table 
SS-Ec 04-02 Write for Balanced Budget 
SS-Ec 06-01 Fiscal Policy and Goal Recommendations 

SS-Ec 01-02 Two Incomes vs. Family Needs 
SS-Ec 03-01 Stocks and Bonds Portfolio 
SS-Ec 04-01 Impact of Laws on Small Business 
SS-Ec 05-01 International Trading Company 
SS-Ec 07-01 Set Rules for College Debt 
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 Alaska State Content Standards  http://www.educ.state.ak.us/ContentStandards/home.html 
  
 Content Area Textbooks and Supplemental Resources 
  

SWRSD ADOPTED TEXT:  Marketing Essentials (Glencoe) 
 

SUPPLEMENTAL: Need to inventory Southwest Region materials in the I tinerant Business TeacherÕs Kit. 
 

 Major Internet Resources 
 • NY Times Lesson Plans 

• A Marketing Course 
• Marketing Teacher 
• Blue WebÕN Ð Business 
• Great Teaching Ideas 
• AdCracker 
• Early Advertising 
• Consumer Ed for Teens 
• Consumer Awareness Lessons 
• Consumer Ed Mini-lessons 
• Consumer Reports Online 
• Top Consumer News 
• Practical Money Skills 
• Online Calculators 

http://www.nytimes.com/learning/teachers/lessons/economics.html 
http://www.usoe.k12.ut.us/ate/marketing/Curriculum/market/marketcurr.html 
http://www.marketingteacher.com/ 
http://www.kn.pacbell.com/wired/bluewebn/fr_Business.html 
http://www.swcollege.com/marketing/gitm/gitm.html 
http://www.adcracker.com/index.htm 
http://scriptorium.lib.duke.edu/eaa/ 
http://www.wa.gov/ago/youth/ 
http://www.practicalmoneyskills.com/english/teachers/lesson.php?id=455&o=1 
http://www.nice.emich.edu/education.html 
http://www.consumerreports.org/ 
http://www.cbc.ca/consumers/ 
http://www.practicalmoneyskills.com/english/teachers/ 
http://www.bygpub.com/finance/calculators.htm 
 

 SWRSD Media Center 
 The district Media Center has resources for all class levels, in all subject areas, including professional development materials. 

The Media Specialist is a Library/Information Literacy expert and will help you find available district materials or help you 
secure additional resources through interlibrary loans and/or use of the Internet. Several times during the year you also will be 
encouraged to make reasoned suggestions for new materials that will be considered for purchase. For direct help, please 
contact the Southwest Region Media Specialist at 907-842-8246.  

 
 Instructional Support Staff 
 To help teachers, principals, and other staff at the various sites, Southwest Region Schools provides a very experienced 

instructional support staff. All of them are eager to share their extensive teaching experiences. They can help you establish 
more effective classroom routines and management practices or learn and use new or improved teaching and assessment 
strategies. They also can offer suggestions that will help you adapt to life and work in rural village schools so that you and 
your students will have a mutually respectful, more positive, more productive, and more satisfying experience. 

 
 Community Resources Related to Course 
 Each individual teacher and/or team of instructors, with the help of long time staff, students, parents and other concerned 

community members should cooperatively compile and periodically update a list of village elders, parents, local government 
leaders, business persons, and other concerned, active members of the community who are willing to share their wealth of 
experiences, knowledge and skills. Remember: It takes the whole village to educate a child. 
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