Black Horse Pike Regional School District
580 Erial Road, Blackwood, NJ 08012

Digital Social Media Marketing

COURSE OF STUDY

Business Education Department

Written By:

Dewey Oriente
Alicia Truman

Date:
Aug 2025

Supervisor:
Steve Arena

Approved by:
Marcie Geyer, Director of Curriculum & Instruction



Course Overview

This course is designed to provide students with key concepts of and learning experiences with social media marketing. Also presented are
foundational elements of marketing and concepts of digital marketing practices. By gaining an understanding of foundational concepts; creating
practical, hands-on projects; and experiencing social media marketing through an online simulation, students will have a foundation to help them
succeed in social media and digital marketing today and in their professions.

The course content below follows the 21st Century Life and Careers.

Course Content and Outline:

Overview of major platforms (Instagram, TikTok,
Facebook, X/Twitter, LinkedIn, YouTube, Snapchat,
Threads, etc.)

Strengths and demographics of each platform
Platform-specific content strategies and best practices
Intro to emerging platforms and how brands adapt

Topics Timeline

Unit 1: Foundations of Social Media Marketing ¢ Explo.re how marketing has changed _in the d.igital a9€| 4 weeks

Examine how brands use social media to build

relationships

Define target audiences, brand voice, and messaging

Introduce the marketing funnel and the role of social

media within it
Unit 2: Digital Platforms 6 weeks



https://www.nj.gov/education/standards/clicks/Docs/2014_9.3_21LifeAndCareers.pdf

Unit 3: Engagement and Analysis

Content planning and community engagement
strategies

Types of engagement (likes, comments, shares,
saves, DMs, mentions)

Social listening and understanding audience feedback
Key metrics and tools (impressions, reach,
click-through rate (CTR), engagement rate)

Intro to analytics dashboards (e.g., Meta, TikTok
Insights, Google Analytics)

4 weeks

Unit 4: Digital Marketing

How social media integrates with broader digital
marketing (search engine optimization (SEO), email,
pay-per-click (PPC), influencer marketing)

Paid vs. organic strategies

Building and running ad campaigns (objectives,
targeting, budgeting)

Customer journey mapping and conversion funnels
Final campaign project: design and pitch a social
media marketing campaign

3 weeks




Course Expectations and Skills

Know the foundational concepts of social media marketing

Make key marketing decisions relative to leveraging Facebook, Twitter, Youtube, Instagram, TikTok, and other social media platforms
Understand the concepts of paid social media advertising

Know best practices of social media analytics, planning, and auditing

Be able to create and explain a personal brand

Understand the foundational concepts of digital marketing

S o

Materials Needed
e Chromebook
e Notebook and/or three-ring binder with lined paper (as needed)
e Daily planner/Student organizer
e Pen or pencil

Resources

Erickson, Hales, Voorhies. (2025). Marketing Strategies: A Guide to Social Media and Digital Marketing. Stukent.
Hales. (2025). Mod Marketing (Maceno, Ed.) [Review of Mod Marketing]. Stukent.

Grading Scale

Students will earn their grades based on the following categories of assignments:
- Assessments: 30%
- Classwork Assignments: 70%

Late Work Submission Policy
Daily Work: A pupil who has been absent from school will be given an opportunity to make up assignments, provided the assignments are
completed during a period equal to the length of his/her absence. That period may be extended for the completion of long term

assignments at the discretion of the teacher (on an individual basis and specific to the reason for absence when clearly communicated
with the teacher)

When Due Dates are Posted for Assignments: There will be a 10% reduction for every day late after the posted due date in Genesis, with
a maximum of five days late

Prerequisite: Principles of Marketing with a 70% or higher average
Grade Level Eligibility: Junior or Senior
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Unit Title: Foundations of Social Media Marketing

In this unit, students will review the important roles marketers play in their companies. Students will learn what social media marketing is, the history
of social media marketing, and how to succeed with social media now and in the future. Students will then explore how businesses add value to
their brands by engaging with customers through social media.

Essential Questions

Enduring Understanding

e What is social media marketing?

e How do customer behaviors lead marketers to make decisions
that drive business?

e Why is social media marketing an important part of a company’s
overall marketing plan?

e Social media marketing is a way for businesses to interact with
customers online

e When you have a clear comprehension of your audience, you can
create content specific to their needs and wants

e Businesses add value to their brands by engaging with customers
through social media, and if done right, can provide a solid return
on investment

Tier 2 Vocabulary
High-frequency words used throughout the unit

Tier 3 Vocabulary
Discipline-specific words used throughout the unit

Advertising, awareness, brand, distribution, organic, platform, mentions,
replies, retargeting, revenue, targeting, traffic, retention

Brand management, call to action (CTA), ethical decision making, content
marketing, conversion, cross-promoting, data-drive, demographic,
inbound marketing, key performance indicator (KPI), many-to many
marketing, one-to-many marketing, one-to-one marketing, outbound
marketing, return on investment (ROI), social media reach,




Unit Learning Targets/Goals/Outcomes

Learning Target Standards:

1. Recognize how marketing supports the efforts of sales and 1. 9.3.MK.1, 9.3.MK.10

advertising 2. 9.3.MK.10
2. Describe the importance of customers and target audiences 3. 9.3.MK.11
3. Identify the importance of simple and clear messaging and 4, 9.3.MK.13

communication 5. 9.3.MK.12
4. Describe what social media marketing really is
5. Critique marketing content to recommend best practices for

ethical decision making

INSTRUCTIONAL STRATEGIES & RESOURCES
Activities/Assignments Instructional and Supplemental Materials and Texts

e What is Social Media Packet Marketing Strategies: A Guide to Social Media and Digital
e Social Media History Timeline Activity Marketing Chapters 1.2, 1.3, 2, 3
e Demographic Analysis Activities
e Business + Marketing Activities
e SMART Goal Setting
e 4 Cs of Social Media

ACCOMMODATION/MODIFICATION OPTIONS: General Classes, Special Education, 504 Students, At Risk Students, Gifted & Talented

Assessments:

Formative

Summative

Daily warm-up questions & discussion

Daily exit checks

Unit vocabulary assignments

Whole-class discussion during content lectures

Asking questions related to objectives to check for understanding
EDpuzzle videos

Stukent Social Media Simternship Rounds 1 - 3



http://9.3.mk
http://9.3.mk
http://9.3.mk
http://9.3.mk
http://9.3.mk
https://resources.finalsite.net/images/v1709150953/bhprsdorg/kjye4ekzjoi2fxxudzhz/general.pdf
https://resources.finalsite.net/images/v1709150954/bhprsdorg/eema4kevjzx2cpemchhb/specialeducation.pdf
https://resources.finalsite.net/images/v1709150955/bhprsdorg/jpe4s1ytyekqahnq5i2l/504.pdf
https://resources.finalsite.net/images/v1709150957/bhprsdorg/gi6gthzl3xmklm9mouhs/atrisk.pdf
https://resources.finalsite.net/images/v1751310324/bhprsdorg/sqeysf7vxyj6bne01b07/GiftedandTalented.pdf

Interdisciplinary Connections:

English Language Arts (ELA) Standards (NJSLS-ELA):
e RI.11-12.1 — Cite strong and thorough evidence to support analysis (ex: analyzing the role of social media marketing in business strategy)

e RI.11-12.6 — Determine an author’s point of view and how rhetoric advances it (ex: evaluating brand messaging on social platforms)

e RIL.11-12.7 — Integrate and evaluate multiple sources of information (ex: researching audience behaviors to guide marketing decisions)

e W.11-12.1 — Write arguments to support claims with valid reasoning (ex: defending ethical recommendations for social media marketing
content)

e W.11-12.2 — Write informative/explanatory texts to examine complex ideas (ex: defining target audiences and social media strategies)

e W.11-12.4 — Produce clear and coherent writing (ex: creating sample marketing messages for social platforms)

e SL.11-12.1 — Initiate and participate effectively in collaborative discussion (ex: discussing best practices in digital engagement)

e SL.11-12.4 — Present information clearly and persuasively (ex: presenting social media marketing plans

to peers)

Mathematics Standards (NJSLS-Math):
e N-Q.A.1 - Use units to solve multi-step real-world problems (ex: analyzing engagement metrics like click-through rates, impressions, or ROI)
S-ID.A.1 — Represent data with plots and interpret results (ex: measuring audience behavior trends on different platforms)
S-ID.B.6 — Use scatter plots and regression to analyze relationships (ex: comparing post frequency to engagement outcomes)
S-ID.C.9 - Distinguish between correlation and causation in marketing research (ex: interpreting social media data vs. assumptions)

Social Studies Standards (NJSLS-SS):
e 6.1.12.EconEM.9.a — Analyze how supply and demand influence decision-making and the behavior of consumers and producers (ex:
understanding how audience behavior influences social media strategy)
e 6.3.12.EconET.3 — Evaluate economic systems and consumer choices globally (ex: comparing social media marketing practices across
cultures)
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Unit Title: Digital Platforms

target audience.

In this unit, students will understand how the main social media platforms work, business strategies that can be successful on each platform, as well
as utilizing paid resources for each platform. By understanding and practicing strategies on all platforms, students will learn how to gain a larger

Essential Questions

Enduring Understanding

e What works for marketing and advertising on each platform?

e What are the various business strategies successful companies
practice using each platform?

e What successful business strategies work for each platform?

e Content creation consistency is key. Your company’s social media
audience will reward you if audience members can plan on
regular, quality content.

e Students will learn the history of the platform, understand the
various user demographics, learn different monetization methods
available on Snapchat, analyze best practices for advertising on
Snapchat, and analyze different marketing strategies utilizing
Snapchat.

Tier 2 Vocabulary
High-frequency words used throughout the unit

Tier 3 Vocabulary
Discipline-specific words used throughout the unit

Strategy, audience, engagement, platform, content, influence,
consistency, demographics, analysis, reach, brand awareness

Monetization, analytics, algorithm, conversion rate, click-through rate
(CTR), impressions, influencer marketing, organic vs. paid reach, call to
action (CTA), return on investment (ROI), sponsored content, stories
(Instagram/Snapchat/Facebook), reels (Instagram), shorts (YouTube),
threads (Meta), spotlight (Snapchat), hashtag strategy, X ads (formerly
Twitter Ads), engagement rate, bounce rate, key performance indicator
(KPI)




Unit Learning Targets/Goals/Outcomes

Learning Target Standards:

e Learn the history of the Facebook, Instagram, X (Twitter), NJSLS
YouTube, and Snapchat platform

e Understand the various user demographics for each platform

e Learn various monetization methods using Facebook,

6.1.12.HistoryUP.16.1
9.3.12.AR.-TEL.3
6.2.12.EconGE.6.c, 9.3.MK.1

Instagram, Twitter, Youtube, and Snapchat 9.3.MK.3
e Analyze best practices for advertising on Facebook, Instagram, 9.3.MK.4
X (Twitter), YouTube, and Snapchat 9.3.IT-WD.2

e Analyze different business strategies utilizing Facebook,
Instagram, X (Twitter), YouTube, and Snapchat
e Analyze how videos are ranked on YouTube

INSTRUCTIONAL STRATEGIES & RESOURCES

Activities/Assignments Instructional and Supplemental Materials and Texts
Facebook Marketing Activity Packet Marketing Strategies: A Guide to Social Media and Digital Marketing
Instagram Marketing Activity Packet Chapters

X Marketing Activity Packet
YouTube Marketing Activity Packet
Snapchat Marketing Activity Packet
TikTok Marketing Activity Packet
Stanley Case Study

Crumbl Cookie Case Study
National Cookie Day Project
BarkBox Case Study

BarkBox Creation Project

e EastWest Burger Case Analysis

ACCOMMODATION/MODIFICATION OPTIONS: General Classes, Special Education, 504 Students, At Risk Students, Gifted & Talented



https://resources.finalsite.net/images/v1709150953/bhprsdorg/kjye4ekzjoi2fxxudzhz/general.pdf
https://resources.finalsite.net/images/v1709150954/bhprsdorg/eema4kevjzx2cpemchhb/specialeducation.pdf
https://resources.finalsite.net/images/v1709150955/bhprsdorg/jpe4s1ytyekqahnq5i2l/504.pdf
https://resources.finalsite.net/images/v1709150957/bhprsdorg/gi6gthzl3xmklm9mouhs/atrisk.pdf
https://resources.finalsite.net/images/v1751310324/bhprsdorg/sqeysf7vxyj6bne01b07/GiftedandTalented.pdf

Assessments:

Formative Summative

Daily warm-up questions & discussions e Stukent Social Media Simternship Rounds 4 - 6

Daily exit checks

Unit vocabulary assignments

Whole-class discussion during content lectures

Asking questions related to objectives to check for understanding

Interdisciplinary Connections:

English Language Arts (NJSLS-ELA):

L.11-12.1 — Demonstrate command of standard English grammar and usage (e.g., crafting grammatically sound captions and messages for
professional social media posts).

L.11-12.2 — Demonstrate command of standard English capitalization, punctuation, and spelling (e.g., editing promotional content for clarity
and correctness).

L.11-12.3 — Apply knowledge of language to understand how language functions in different contexts (e.g., analyzing tone and diction for
specific target audiences on different platforms).

W.11-12.3 — Write narratives to develop real or imagined experiences (e.g., crafting a brand story to engage followers on Instagram or
TikTok).

W.11-12.6 — Use technology to produce and publish writing and to interact and collaborate with others (e.g., drafting and refining digital
content with peer feedback).

Mathematics (NJSLS-Math):

S-ID.A.2 — Use statistics appropriate to the shape of the data distribution to compare center and spread (e.g., analyzing engagement data to
compare platform performance).

S$-ID.B.5 — Summarize categorical data using two-way frequency tables (e.g., analyzing engagement by platform and post type).

F-IF.C.7 — Graph functions expressed symbolically and show key features (e.g., visualizing follower growth or engagement trends over time).
N-Q.A.3 — Choose a level of accuracy appropriate to limitations in measurement (e.g., interpreting estimated ad reach and budgeting for
sponsored content).

Art & Design (NJSLS - Visual Arts):

1.5.12adv.Cr1a — Generate innovative ideas for design projects through observation, research, and imagination (e.g., planning visual
themes for a marketing campaign).

1.5.12adv.Cr2b — Engage in ongoing reflection during the design process to improve solutions (e.g., refining logo or post layout for social
engagement).

1.5.12adv.Cr3a — Apply feedback to develop and revise visual compositions (e.g., incorporating peer input to improve digital ads or posts).
1.5.12prof.Pr5a — Develop and refine artistic techniques and presentations (e.g., creating clean, visually appealing graphics for different
platforms).

1.5.12prof.Re9a — Evaluate the impact of design choices in visual communication (e.g., critiquing how typography, color, and layout
influence audience perception of a brand).
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Unit Title: Engagement and Analysis

businesses to appropriately display their products in a retail setting.

This unit examines promotional strategies including different forms of advertising. Students will also create visual displays that are successful for

Essential Questions

Enduring Understanding

e What is influencer marketing?

e How can different types of influencers be used in combination to
create a successful influencer marketing strategy?

e How can a marketer recover from negative actions taken by an
influencer they have used as part of their marketing strategy?

e Why is it important to be able to identify, describe, and evaluate
the elements of messages projected on social media and
online?

e Why is it important to use technology as tools to exchange
information and ideas?

e Master the blueprint for a successful approach to paid social
media advertising and marketing.

e Master best practices for building a paid social media advertising
and marketing strategy.

e Students will develop and apply effective skills and strategies to
analyze and evaluate media.

Tier 2 Vocabulary
High-frequency words used throughout the unit

Tier 3 Vocabulary
Discipline-specific words used throughout the unit

Analyze, evaluate, strategy, influence, promote, recover, identify,
describe, message, purpose, impact, visual, collaboration, credibility,
reputation, behavior, response, trend, effective, intent, platform,
response, feedback, audience, digital, ethical, expression

Influencer marketing, micro-influencer, macro-influencer, brand
ambassador, brand reputation, crisis management, digital footprint, paid
media, organic reach, engagement rate, call-to-action (CTA), click-through
rate (CTR), key performance indicators (KPIs), target audience, brand
identity, content calendar, conversion rate, sponsored content, analytics.
algorithm, user-generated content (UGC), cross-promotion, bounce rate.
market saturation, virality




Unit Learning Targets/Goals/Outcomes

Learning Target Standards:

e Understand the differences between paid and organic content. NJSLS:
e Understand the key benefits of paid social media advertising. e 0O3.TI-WD.8
e Gain a basic understanding of analytics. e 9.3.MK.10
e Understand what social media analytics is and the tools e 9.3.MK-RES.3

available. e 9.3.MK-SAL.1
e Learn what metrics are important to track with social media e 9.3.12.BM-OPA1

analytics. e 9112.F3
e Understand what a social media audit is and why it's important. e 8.1.12.EA1
e Learn how to conduct a social media audit. e 8.1.12.E.2
e Understand the different stages of a social media marketing

strategy.
e Understand the key benefits of paid social media marketing.
e Understand what personal branding is.
e Understand the benefits of a personal brand.
e Learn how to unlock your strengths and passions.
e Learn how to conduct a personal brand audit.
e Learn key personal branding strategies you can apply to social

media platforms.

INSTRUCTIONAL STRATEGIES & RESOURCES
Activities/Assignments Instructional and Supplemental Materials and Texts

e Viral Video Case Study Marketing Strategies: A Guide to Social Media and Digital
e Viral Video Activity Marketing Chapters
e Analyzing Social Media Analytics
e Influencer Case Study

Influencer Project

ACCOMMODATION/MODIFICATION OPTIONS: General Classes, Special Education, 504 Students, At Risk Students, Gifted & Talented



https://resources.finalsite.net/images/v1709150953/bhprsdorg/kjye4ekzjoi2fxxudzhz/general.pdf
https://resources.finalsite.net/images/v1709150954/bhprsdorg/eema4kevjzx2cpemchhb/specialeducation.pdf
https://resources.finalsite.net/images/v1709150955/bhprsdorg/jpe4s1ytyekqahnq5i2l/504.pdf
https://resources.finalsite.net/images/v1709150957/bhprsdorg/gi6gthzl3xmklm9mouhs/atrisk.pdf
https://resources.finalsite.net/images/v1751310324/bhprsdorg/sqeysf7vxyj6bne01b07/GiftedandTalented.pdf

Assessments:

Formative Summative

Daily warm-up questions & discussions e Stukent Social Media Simternship Rounds

Daily exit checks

Unit vocabulary assignments

Whole-class discussion during content lectures

Asking questions related to objectives to check for understanding

Interdisciplinary Connections:

English Language Arts / Grammar (NJSLS-ELA):

e L.11-12.1 — Demonstrate command of standard English grammar and usage when writing or speaking (e.g., creating grammatically correct
captions and ad copy for social media posts to reflect professional standards).

e L.11-12.2 — Demonstrate command of standard English capitalization, punctuation, and spelling (e.g., proofreading marketing content before
publishing to ensure brand professionalism and clarity).

e L.11-12.3 — Apply knowledge of language to understand how it functions in different contexts (e.g., analyzing tone and diction in influencer
posts to assess brand alignment and audience engagement).

o W.11-12.1 — Write arguments to support claims with valid reasoning and relevant evidence (e.g., justifying an influencer’s selection or
defending strategy adjustments after a public misstep).

o W.11-12.4 — Produce clear and coherent writing in which the development, organization, and style are appropriate to task, purpose, and
audience (e.g., drafting marketing briefs or campaign reflections).

e W.11-12.6 — Use technology, including the Internet, to produce and publish writing and to interact and collaborate with others (e.g.,
collaborating on social media ad planning documents and campaign critiques in shared digital workspaces).

Mathematics (NJSLS-Math):

e S-ID.A.1 - Represent data with plots on the real number line (e.g., bar graphs or dot plots of engagement metrics by platform or post type).

e S-ID.B.6a - Fit a function to the data and use it to solve problems in the context of that data (e.g., comparing how engagement rate
correlates to posting frequency).

e S-ID.C.9 — Distinguish between correlation and causation (e.g., interpreting whether a spike in views is due to content quality or paid
promotion).

e N-Q.A.1 - Use units as a way to understand problems and guide the solution of multi-step problems (e.g., calculating ad spend, cost per
click, or return on investment).

e F-IF.B.4 - Interpret key features of graphs and tables (e.g., identifying trends in impressions and shares over time across various platforms).

Art & Design (NJSLS — Visual Arts):
1.5.12adv.Cr1a — Generate and conceptualize artistic ideas and work (e.g., brainstorming visual themes for campaign content based on
audience data).
1.5.12adv.Cr2b — Demonstrate persistence in developing skills with various design tools and refining ideas (e.g., iterating on post designs or
branded visuals based on performance feedback).




1.5.12adv.Cr3a — Apply criteria and feedback to evaluate, refine, and complete artistic work (e.g., peer-editing social media visuals to

enhance impact and clarity).
1.5.12prof.Pr5a — Develop and refine techniques for presentation and communication (e.g., aligning visual designs with branding goals and

platform aesthetics).
1.5.12prof.Re9a — Evaluate the effectiveness of visual presentations in communicating intended messages (e.g., critiquing social media

graphics for visual balance, messaging, and emotional appeal).




Updated: August 2025

Unit Title: Digital Marketing

Essential Questions

Enduring Understanding

1. What is considered digital marketing and why is it essential for
modern businesses?

2. How do businesses use digital marketing tools and platforms to
reach their target audience effectively?

3. How can data and analytics improve digital marketing
performance and decision-making?

4. What are the best practices for creating effective and ethical
online marketing content?

5. How do key components like website design, keyword strategy,
and budgeting influence campaign success?

1. Digital marketing can be described as any form of marketing that
involves digital technologies and media to communicate a
company’s value to the end user while also meeting specific
marketing objectives

2. Businesses tailor content and campaigns using digital tools like
SEO, PPS, and email marketing to connect with specific
audiences, build relationships, and drive conversions

3. Digital marketers rely on web analytics, KPIs and testing to
evaluate performance, optimize campaigns, and make data driven
decisions that maximize return on investment (ROI)

4. Clear, concise, and targeted messaging that respects consumer
privacy and follows ethical guidelines helps establish trust,
enhances brand recognition, and increases marketing
effectiveness

5. Effective digital marketing campaigns are supported by optimized
web design, strategic keyword selection, and budget allocation, all
of which contribute to engagement, visibility, and profitability

Tier 2 Vocabulary
High-frequency words used throughout the unit

Tier 3 Vocabulary
Discipline-specific words used throughout the unit

Optimization, keyword, unsubscribe, subscribe

Conversion-centered design, digital marketing, dwell time, email
marketing strategy, Hick’s Law, html code, internal linking, lead-magnet,




link building, link earning, long tail keywords, meta description, meta tags,
meta design, SEO, PPC, site map, social proof, visual hierarchy, white
space

Unit Learning Targets/Goals/Outcomes

Learning Target

Standards:

Nogkwh =

o

1.
12.

13.
14.
15.

Define digital marketing

Learn the function of and need for digital marketing

Identify effective web design principles

Explain SEO best practices for a website

Describe PPC and best practices for online advertising
Explain how email marketing works and why it's so effective
Describe how businesses use web analytics to make better
business decisions

Strategically prioritize keywords along with selecting and
optimizing them

Effectively allocate a budget to maximize profits

. Interpret vanity metrics (impressions and clicks) and where they

fit when evaluating the value of a campaign

Effectively organize, create, and optimize search ads

Calculate and use KPIs, including Return on Investment (ROI),
and know when to prioritize these metrics

Utilize digital tools and tactics to improve campaign performance
Perform A/B testing to identify the best approach for retargeting
Conduct landing page optimization

9.3.MK.1

9.3.MK.10

9.3.MK.13

9.3.MK.11, 9.3.MK.13
9.3.MK.10, 9.3.MK.13
9.3.MK.11

9.3.MK.6, 9.3.MK.12
9.3.MK.10, 9.3.MK.13
9.3.MK.8, 9.1.12.FI.3
10. 9.3.MK.6

11. 9.3.MK.13, 9.3.MK.10
12.9.3.MK.6, 9.3.MK.8
13.9.4.12.TL.3, 9.3.MK.13
14.9.3.MK.6, 9.4.12.CT.3
15.9.3.MK.13, 9.3.MK.11

©COENOOARWN =~
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http://9.1.12.fi
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http://9.3.mk
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INSTRUCTIONAL STRATEGIES & RESOURCES

Activities/Assignments Instructional and Supplemental Materials and Texts
Google Ads Worksheet Marketing Strategies: A Guide to Social Media and Digital
Importance of Digital Analytics Marketing Chapter 14

What is SEO Worksheet

SEO Keyword Practice

Old Mill Pizza Email Marketing
e (Google Analytics Webquest

ACCOMMODATION/MODIFICATION OPTIONS: General Classes, Special Education, 504 Students, At Risk Students, Gifted & Talented

Assessments:

Formative Summative

Daily warm-up questions & discussion 6. Stukent Digital Marketing Simternship (Rounds 1-3)

Daily exit checks

Unit vocabulary assignments

Whole-class discussion during content lectures
EDpuzzle videos

RN~

Interdisciplinary Connections:

English Language Arts (ELA) Standards (NJSLS-ELA):

RI1.11-12.1 — Cite strong and thorough evidence to support analysis
(ex: analyzing marketing performance data, digital ad strategies, and content effectiveness)
e RIL.11-12.6 — Determine an author’s point of view and how rhetoric advances it
(ex: evaluating persuasive strategies in digital ads and email marketing)
e RI.11-12.7 — Integrate and evaluate multiple sources of information
(ex: using web analytics and metrics from Google Ads, SEO, and PPC campaigns)
e W.11-12.1 — Write arguments to support claims with valid reasoning
(ex: justifying keyword strategies or budgeting choices based on ROI)
e W.11-12.2 — Write informative/explanatory texts to examine complex ideas
(ex: explaining SEO, email marketing, or landing page optimization)
e W.11-12.4 — Produce clear and coherent writing



https://resources.finalsite.net/images/v1709150953/bhprsdorg/kjye4ekzjoi2fxxudzhz/general.pdf
https://resources.finalsite.net/images/v1709150954/bhprsdorg/eema4kevjzx2cpemchhb/specialeducation.pdf
https://resources.finalsite.net/images/v1709150955/bhprsdorg/jpe4s1ytyekqahnq5i2l/504.pdf
https://resources.finalsite.net/images/v1709150957/bhprsdorg/gi6gthzl3xmklm9mouhs/atrisk.pdf
https://resources.finalsite.net/images/v1751310324/bhprsdorg/sqeysf7vxyj6bne01b07/GiftedandTalented.pdf

(ex: crafting ad copy or marketing emails for a target audience)

e SL.11-12.1 — Initiate and participate effectively in collaborative discussion
(ex: discussing campaign strategy or ethical content decisions)

e SL.11-12.4 — Present information clearly and persuasively
(ex: presenting a digital marketing plan or simulated campaign results)

Mathematics Standards (NJSLS-Math):

e N-Q.A.1 - Use units to solve multi-step real-world problems
(ex: calculating ROI, budgeting ad spend, or evaluating cost-per-click)
e A-CED.A.1 - Create equations and inequalities to represent relationships
(ex: modeling PPC bid strategies or setting performance goals)
e S-ID.A.1 — Represent data with plots and interpret results
(ex: creating visuals to track engagement, click-through rates, or conversions)
e S-ID.B.6 — Use scatter plots and regression to analyze relationships
(ex: analyzing A/B testing results and campaign performance metrics)
e S-ID.C.9 — Distinguish between correlation and causation in marketing data
(ex: interpreting data from Google Analytics to make decisions)

Social Studies Standards (NJSLS-SS):

e 6.1.12.EconEM.9.a — Analyze how supply and demand influence decision-making and behavior of consumers and producers
(ex: understanding digital consumer trends and ad placement strategies)

e 6.1.12.CivicsPl.14.a — Evaluate how economic opportunities affect decision making
(ex: strategic use of digital platforms to capture and retain market share)

e 6.3.12.EconET.3 — Evaluate economic systems and consumer choices globally
(ex: analyzing global digital advertising practices and ethical considerations)
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