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Business & Information Technology Course Scope and Sequence
And Unit Plans

Course Name: TC Principles of Marketing Time Frame: One Semester

Grade Level: 10 -12th Grade Department: Business & Information Technology
Prerequisite(s): Principles of Business or Business

Economics

Transcripted Credit: (3) MPTC - Marketing
Principles 104-102

Course Overview:
e Through projects and problem solving, you will get inside marketers’ heads and find out what

makes them tick. Group projects in this course will challenge you to analyze the business world
around you, work through key marketing decisions such as pricing and product image, and use
your knowledge to develop a marketing strategy. Students can earn transcripted credit through
Moraine Park Technical College upon completion.

Units: Time Frame:
Unit 1: Getting to know you
3-4 weeks

e What do Marketers do that has to do with you?
Unit 2: Grades and Standards

e Marketing in Your Industry 3-4 weeks
Unit 3: Get the word out 3-4 weeks
e Promoting the School Store
Unit 4: HSB Gives Back
3-4 weeks

e Selling Your Cause
Unit 5: Marketing Plan Analysis 3-4 weeks

Standards supporting learning targets

Primary Resources Used:
e The primary resources for this course are provided by Moraine Park Technical College (MPTC) and
MBA Research.
Supplemental:
e On adaily basis, students are expected to bring:
1. A charged district issued Chromebook
2. Writing utensil

*This Guide is a living document and may be updated throughout the school year to reflect student and class
needs, instructional pacing, and other relevant factors.*
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Unit 1: What do marketers do that has to do with you?

Broad Goals of the Unit:

Introduce students to the world of marketing and its role in everyday life.

Help students understand how marketing impacts their choices as consumers.

Explore the major functions of marketing and how they work together to create value for both
businesses and customers.

Develop an understanding of how technology, ethics, and global factors shape marketing today.
Encourage students to recognize themselves as both consumers and potential marketers.

Essential Questions:

What is marketing, and why is it important in a global economy?

How does marketing affect my everyday life and the products | use?

What are the main functions of marketing, and how do they connect?

How do businesses use information and research to make marketing decisions?
What role do pricing, promotion, and selling play in successful marketing strategies?
How does technology influence modern marketing?

Why is ethics important in marketing?

Enduring Understandings:

Marketing is more than advertising - it's the process of connecting businesses with customers
through value creation.

Every product or service you use has been shaped by marketing decisions.

Marketing functions like pricing, promotion, and distribution work together to satisfy customer
needs and business goals.

Ethical and legal practices build trust between businesses and consumers.

Technology has transformed how marketers reach and understand their audiences.
Understanding marketing helps individuals become smarter consumers and better
communicators.

“l can” statement with standards alignment:

| can explain what marketing is and why it matters in today’s global economy.

| can describe the seven core marketing functions and give real-world examples of each.
| can explain how businesses collect and use marketing information to make decisions.
| can describe how products and services are developed, managed, and improved.

| can explain how goods and services move from producer to consumer.

| can discuss how prices are set to reflect value and business goals.

| can explain how promotion helps inform, persuade, and remind customers.

| can describe how selling builds relationships and meets customer needs.

| can identify legal and ethical responsibilities marketers must follow.

| can explain how technology is used across marketing functions to increase efficiency and
engagement.

At the end of the unit students will know and be able to:

Define marketing and explain its purpose in both local and global economies.

Identify and describe the seven core functions of marketing.

Understand how information, pricing, promotion, and selling strategies work together.
Recognize the importance of ethics, legal issues, and technology in marketing practices.
Analyze how marketing influences their daily decisions as consumers.
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e Complete the “Getting to Know You” Project by connecting personal interests and habits to
marketing concepts.

Assessment Evidence

Formative: TBD Summative: TBD
Other: n/a

Learning Plan

Vocabulary of the Unit: marketing, consumer, customer, target market, market research, marketing mix,
product, goods, services, promotion, pricing, place/distribution, selling, branding, market segmentation,
value, ethics, global economy, technology in marketing, data/information, consumer behavior,
advertising, digital marketing, social media marketing, product development, distribution channels

Resources: Differentiated Learning Strategies:
e MPTC e Choice-based projects
e Small group instruction

Unit 2: Marketing in Your Industry

Broad Goals of the Unit:

e Introduce students to key marketing concepts including product management, pricing, branding,
and distribution.

e Help students understand how real companies develop and promote products within their
industries.

e Strengthen students’ research and analysis skills through primary and secondary data collection.

e Encourage teamwork, critical thinking, and application of marketing principles to real-world
businesses.

e Provide experience in developing a professional written business report.

Essential Questions:
e How do companies decide which products to offer and how to manage them over time?
What role do pricing and distribution play in a company’s success?
How do branding and product positioning influence customer perception?
Why are grades, standards, warranties, and guarantees important to customers?
How do marketers adapt to changes in the product life cycle?
What makes an effective brand strategy in today’s competitive marketplace?

Enduring Understandings:

e Marketing decisions are interconnected—changes in pricing, branding, or product strategy affect
all other areas.
Research is essential for understanding both competitors and consumers.
The product life cycle influences how businesses market and manage their products.
Branding helps differentiate products and create customer loyalty.
Clear standards, warranties, and guarantees build customer trust and brand reputation.
Distribution channels determine how efficiently products reach consumers and affect pricing and
profitability.

Back to the top Last Updated 3.25.26
3




“l can” statement with standards alignment:
e | can describe how grades and standards are used in marketing to ensure quality and consistency.
| can explain the purpose and importance of warranties and guarantees in customer satisfaction.
| can analyze how the product life cycle affects marketing strategies and decisions.
| can explain the factors that influence pricing decisions and strategies.
| can describe how goods and services move through various channels of distribution.
| can explain the concept of product mix and how businesses manage multiple offerings.
| can describe how marketers position products and services to appeal to specific target markets.
| can explain how branding helps communicate a company’s identity and values.
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e | can differentiate between product/service branding and corporate branding strategies.

At the end of the unit students will know and be able to:

Conduct primary and secondary research to analyze a company’s marketing strategies.

Identify the components of an effective marketing mix—product, price, place, and promotion.
Explain how product life cycles, pricing, and distribution strategies affect marketing success.
Evaluate how branding and positioning influence consumer perception and loyalty.

Write a detailed, professional research report summarizing company insights and marketing
findings.

Collaborate effectively in teams to present a unified understanding of marketing within a chosen
industry.

Assessment Evidence

Formative: TBD Summative: TBD
Other: n/a

Learning Plan

Vocabulary of the Unit: product mix, product line, product life cycle, branding, corporate branding,
positioning, target market, pricing strategies, distribution channels, grades and standards, warranties,
guarantees, market research, primary data, secondary data, competitor analysis, product management,
product strategy, promotion, customer loyalty, industry trends

Resources: Differentiated Learning Strategies:
e MPTC e Choice-based projects
e Small group instruction

Unit 3: Promoting the School Store

Broad Goals of the Unit:
e Introduce students to the relationship between marketing research and promotion in business
decision-making.
e Develop students’ ability to collect, analyze, and apply marketing data to real-world promotional
campaigns.
e Strengthen collaboration and creative problem-solving skills through team-based project work.
e Provide hands-on experience designing and implementing promotional materials for a real
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audience.
Encourage students to think strategically about marketing goals, target markets, and
communication methods.

Essential Questions:

Why is marketing data important for business decision-making?

How can marketing research help identify the needs and interests of a target audience?
What types of data are most useful for making marketing decisions?

What are the best methods for collecting and analyzing marketing data?

How can promotional strategies and messages be tailored to reach specific audiences
effectively?

Which forms of advertising and media are most effective for promoting a school store?
How does teamwork play a role in planning and executing a promotional campaign?

Enduring Understandings:

Marketing research provides the foundation for effective decision-making and promotional
strategy.

Data—both primary and secondary—helps marketers understand consumer behavior and
preferences.

A clear target audience and consistent promotional message increase the impact of marketing
efforts.

The promotional mix (advertising, sales promotion, public relations, personal selling, and digital
marketing) works together to communicate value.

Creativity and data analysis are equally important in developing successful promotional
campaigns.

Collaboration enhances campaign quality and mirrors real-world marketing team dynamics.

“l can” statement with standards alignment:

can describe the need for marketing data and explain how it supports decision-making.

| can identify and monitor data used for marketing decisions.

| can explain the nature, purpose, and process of marketing research.

| can describe various research methods (primary vs. secondary, quantitative vs. qualitative) used
to collect marketing data.

| can design and conduct marketing-research studies using descriptive, exploratory, or causal
approaches.

| can explain and apply sampling plans and data collection methods to gather useful insights.
| can identify and describe the different types of promotion, including product and institutional
promotion.

| can explain the elements of the promotional mix and their role in communicating with
audiences.

| can evaluate various types of advertising media and select appropriate ones for specific
audiences.

At the end of the unit students will know and be able to:

Conduct both primary and secondary research to gather marketing data.

Analyze data to determine audience preferences, behaviors, and effective communication
channels.

Develop promotional campaign strategies based on research findings.

Identify the most effective promotional vehicles (e.g., social media, posters, announcements).
Create real promotional materials (Instagram posts, flyers, digital ads) with a consistent brand
message.
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e Work collaboratively to design and present a professional promotional campaign proposal.
e Implement a marketing timeline for launching materials and engaging target audiences.

Assessment Evidence

Formative: TBD Summative: TBD
Other: n/a

Learning Plan

Vocabulary of the Unit: marketing data, primary research, secondary research, quantitative data,
qualitative data, sampling plan, target audience, consumer behavior, marketing research, data analysis,
promotional strategy, promotional mix, advertising, sales promotion, public relations, personal selling,
digital marketing, media channels, campaign proposal, branding, communication methods

Resources: Differentiated Learning Strategies:
e MPTC e Choice-based projects
e Small group instruction

Unit 4: Selling Your Cause

Broad Goals of the Unit:

e Introduce students to the key principles of selling and customer relationship management.

e Help students apply sales strategies to promote a meaningful cause within the school or
community.

e Strengthen students’ understanding of how marketing, communication, and customer service
support successful selling.

e Encourage creativity and teamwork in developing multi-platform promotional campaigns.

e Provide opportunities for students to practice persuasive communication and presentation skills.

Essential Questions:

e What role does selling play in promoting ideas, products, and causes?
How can effective communication and customer service influence the success of a sale?
Why is it important to understand your target market before beginning the sales process?
How can a team promote a cause using multiple forms of media?
What are the key steps in the selling process?
How do companies and organizations build long-term relationships with customers and
supporters?

Enduring Understandings:
e Selling is about building relationships, not just making transactions.
e Understanding your audience’s needs and motivations is the foundation of successful selling.
e The sales process involves preparation, communication, and follow-up to ensure satisfaction and
loyalty.
e Consistent customer service and ethical practices create trust and repeat support.
Using multiple promotional channels increases visibility and engagement for a cause.
e Teamwork and collaboration mirror real-world marketing and sales environments.

“l can” statement with standards alignment:
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e | can acquire and organize product or service information to prepare for selling.

e | can explain the steps of the selling process and how each stage contributes to success.
e | can describe the importance of customer service in building strong selling relationships.
e | can explain how company selling policies guide ethical and consistent sales practices.
e | canidentify and apply key factors that help build a loyal clientele or supporter base.

At the end of the unit students will know and be able to:

Research and analyze their target market to better understand potential supporters.

Explain the steps of the selling process and apply them to a real-world cause or initiative.

e Create a marketing strategy using at least three forms of media (e.g., website, social media,
posters, announcements, or broadcast).

Demonstrate effective communication, persuasion, and customer service skills.

Apply ethical sales principles and company selling policies in promotional work.

Develop and deliver a professional presentation that promotes their cause and demonstrates
sales techniques.

Reflect on how selling skills can be applied to careers, leadership roles, and personal goals.

Assessment Evidence

Formative: TBD Summative: TBD
Other: n/a

Learning Plan

Vocabulary of the Unit: selling, sales process, prospecting, approach, presentation, handling objections,
closing, follow-up, customer service, customer relationship management (CRM), target market,
supporter base, persuasion, communication skills, ethical selling, selling policies, promotional channels,
multi-platform marketing, media strategy, cause marketing

Resources: Differentiated Learning Strategies:
e MPTC e Choice-based projects
e Small group instruction

Unit 5: Marketing Plan Analysis

Broad Goals of the Unit:

e Introduce students to the purpose and structure of a marketing plan and its role in business
success.

e Strengthen understanding of marketing strategies, market identification, and target markets.

e Help students analyze the key components of a marketing plan and apply that knowledge to
create their own.

e Encourage teamwork, critical thinking, and practical application of marketing concepts.

e Provide experience using marketing vocabulary, research, and analysis to build strategic thinking
skills.

Essential Questions:
e What is a marketing plan, and why is it important for businesses?
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How do marketers identify and define their target markets?

What are marketing strategies, and how do they guide business decisions?

How do marketing goals, objectives, and tactics work together in a plan?

What information and research are needed to create an effective marketing plan?
How can collaboration improve the quality and creativity of a marketing plan?

Enduring Understandings:

e A marketing plan provides direction and focus for a company’s marketing activities.
Successful marketing strategies are based on a clear understanding of the target market.
Market identification helps businesses match products and promotions to consumer needs.
Marketing plans are living documents that evolve with business goals and market conditions.
Collaboration and research are essential in developing effective marketing strategies.
Understanding how to structure and analyze a marketing plan prepares students for real-world
marketing challenges.

“l can” statement with standards alignment:
e can explain the concept of marketing strategies and how they guide business activities.
e | can explain the concept of a market and identify target markets based on key characteristics.
e | can describe the nature and purpose of marketing plans and their role in achieving business
goals.

At the end of the unit students will know and be able to:

Define and explain the purpose and components of a marketing plan.

Identify different types of markets and describe methods for market segmentation and targeting.
Explain how marketing strategies connect to goals, objectives, and tactics within a plan.

Analyze a sample marketing plan to identify key elements, strengths, and areas for improvement.
Work collaboratively to create a simple, informal marketing plan that reflects strategic thinking
and creativity.

Present their marketing plan to the class, demonstrating understanding of planning concepts and
teamwork.

Assessment Evidence

Formative: TBD Summative: TBD
Other: n/a

Learning Plan

Vocabulary of the Unit: marketing plan, market identification, target market, market segmentation,
demographics, psychographics, marketing strategy, marketing goals, objectives, tactics, SWOT analysis,
competitive analysis, positioning, marketing mix, research data, consumer needs, market conditions,
strategic planning, collaboration, business objectives

Resources: Differentiated Learning Strategies:
e MPTC e Choice-based projects
e Small group instruction

Standards Supporting Learning Targets
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