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District Mission Statement 
 

It is the mission of the Hillside Board of Education to ensure that all students, at all grade levels achieve the New Jersey Core Curriculum Content Standards and 
make connections to the real world success.   We are committed to strong parent-community school partnerships, providing a safe, engaging and effective learning 
environment, and supporting a comprehensive system of academic and developmental support that meets the unique needs of each individual.    
 

Academic Area Overview 
 

The Hillside Township School District is committed to excellence.  We believe that all children are entitled to an education that will equip them to become productive 
citizens of the twenty-first century.  We believe that an education in the fundamental principles of Business Education will provide students with the skills and content 
necessary to become future leaders. 

The Business Education Department at Hillside High School provides students with an opportunity to acquire knowledge and develop skills, which are critical for 
success in the world of Business.  Programs and courses are designed for students who are moving on to higher education in the area of Business or students who 
are entering the world of work directly after graduation.  We, in the Business Education Department, are committed to delivering cutting-edge curriculum in order to 
ready our students for the ever-changing global business environment.  Academic business courses, which can earn college credit, are offered, as well as a 
structured-learning experience (Cooperative Education). 

The Business Education Department delivers a variety of Business disciplines for students to discover their talents beginning in Grade 9 and continuing through 
Grade 12.  Our program provides teachers with resources online, and in print, that incorporate the use of technology, to help students reach the level of 
accomplishment that is outlined in the NJ Common Core State Standards for 21st Century Life and Career Skills. 

 
Equality and Equity in Curriculum  

 
The Hillside Township School District ensures that the district’s curriculum and instruction are aligned to the State’s Core Curriculum Content Standards and 
addresses the elimination of discrimination and the achievement gap, as identified by underperforming school-level AYP reports for the State assessment, by 
providing equity in educational programs, and by providing opportunities for the students to interact positively with others regardless of race, creed, color, national 
origin, ancestry, age, marital status, affectional of sexual orientation, gender, religion, disability or socioecominc status.  
 
N.J.A.C. 6A:7-1.7(b): Section 504, Rehabilitation Act of 1973; N.J.S.A. 10:5; Title IX, Education Amendments of 1972 
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Unit I: Marketing Today and Tomorrow 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

 Businesses need marketing to reach and serve customers effectively so they maximize sales and profits.  
 The marketing concept is the philosophy that satisfying customer needs must be a business’s primary focus 

in all that it does.    
 Identifying a target market and developing a marketing mix to meet that market’s needs implement the 

marketing concept.   
 Marketing is important because marketing pervades business and marketers’ decisions are key 

determinants of business success. 
 Marketing affects business by giving them the means of defining and understanding customers’ need so 

they can develop products that satisfy those needs.   
 Marketing benefits society by providing for more efficient use of resources, higher standards of living and 

robust trade. 
 Three common criticisms of marketing are that is makes people buy things that they don’t really want, that it 

doesn’t add value, and that it is not needed for a good product. 
 Marketing can be used to solve social problems by raising public awareness and by helping to balance 

supply and demand 
 Consumer action and government regulation are used increasingly to ensure that businesses respect 

consumer rights 
 Businesses adopt codes of ethics and use self-regulation to resolve customer problems and avoid greater 

government regulation.  
 Marketers have special ethical responsibilities since they are supposed to be cultivated satisfied customers.  
 Compared to past marketing practices, marketing today is involved in a larger variety of activities, is more 

fully integrated with other business functions, is more concerned with creating and identifying business 
opportunities, and is regarded as an investment.  

 There are many factors that influence a person’s decision; however there is almost always a sequence of 
steps that people go through when making a commitment to purchase. 

 Business planning under the marketing concept begins with research to identify potential customers and 
their needs.   

 Businesses need to develop the right combination of elements in a marketing mix that targets the market 
segments on which they are focusing.  

 Why does a business need marketing if it has a good 
product or service? 

 What are some of the immediate consequences of 
producing products that customers do not want? 

 How has the role of marketing changed and expanded 
since it was seen primarily as a tool to help business sell 
products and services? 

 What are the four elements of the marketing mix? 
 Why do businesses that use the marketing concept 

benefit more from marketing? 
 Why do marketers have a special responsibility for 

ethical behavior? 
 How does marketing benefit society? 
 What are the four consumer rights enumerated in the 

Consumer Bill of Rights? 
 What is a code of ethics and why is it important for 

businesses? 
 Why has marketing been a target of criticism over the 

years? 
 How does marketing today differ from past practices? 
 How does the marketing concept affect planning? 
 What is a market segment? 
 Why is it important for businesses to understand the 

consumer decision-making process? 
 What are the five steps in the consumer decision- making 

process? 
 How are the various components of the marketing mix 

interdependent? 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12.A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.D 
9.4.12.I 
9.4.12.J 
9.4.12.N 
 

Students will know: 

 Marketing is exciting, important, and profitable.  

 Businesses, individual consumers, and our economy benefit from 
effective marketing. 

 Marketing activities can be grouped into seven functions; product/service 
management, distribution, selling, marketing information management, 
financing, pricing, and promotion 

 Marketing is the creation and maintenance of satisfying exchange 
relationships.   

 Marketing is required to provide a variety of activities or services so the 
customer will be able to purchase the product or service.  

 Effective marketing emphasizes customers, products, and profits. 

 Marketing is responsible for helping businesses find markets for their 
products and services and sell them profitably. 

 Marketing is responsible for identifying and understanding customers. 

 Through marketing, people can choose from a wide variety of products 
and services, find businesses that respond to their needs, have access to 
good jobs, and develop skills that help meet many personal goals.  

 The misuse of marketing has led to criticisms and has created a negative 
image for some activities.  

 Marketing can help solve important problems and contribute to social 
improvement.  

 Consumer groups, government, and business organizations all must pay 
a role in improving society 

 Businesses and organizations improve business practices by adhering to 
a code of ethics, practicing self -regulation, and taking social action.  

 The basics of marketing include understanding the marketing concept, 
planning a marketing strategy, responding to competition, and integrating 
marketing into the business.  

 By combining the planning of product, distribution, pricing, and promotion 
the company has the best opportunity to develop a satisfying, competitive 
and profitable mix. 

 Understanding the decision making process is a very important marketing 
skill.  

Students will be able to: 

 Explain what marketing is and describe it’s functions 

 Discuss why businesses need marketing 

 Describe how marketing has developed in the business 
world and explain how it has changed over the years 

 Define the marketing concept and determine how 
businesses implement the marketing concept.  

 Summarize how marketing is changing and why marketing 
is important. 

 Identify ways in which marketing affects businesses, 
individuals, and society as a whole 

 Examine common criticisms of marketing 

 Give examples of how marketing can be used to solve 
social problems 

 List ways by which businesses improve their own practices 

 Evaluate how ethical issues affect marketer’s professional 
responsibilities 

 Show why understanding customer needs is crucial even 
with a superior product 

 Outline how businesses develop the right marketing mix 

 Discuss the importance of market segments and market 
opportunity analysis 

 Detail the stages of the consumer decision making process 

 Compare and contrast the various marketing roles of 
different types of businesses 

 Illustrate how marketing is useful for organizations other 
than businesses. 
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Unit II: Marketing Research 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

 Marketing information is critical so businesses can respond to groups of 
customers with similar needs.   

 There are three general categories of information that marketers need: 
consumer information, marketing mix information, and information about 
business conditions 

 Internal and external sources are utilized to gain information 
 The first steps toward solving marketing problems are defining the problem, 

analyzing the situation, and developing a procedure to collect data that can 
be used to find a solution. 

 Marketers use surveys, observations, and experiments to gather 
information. 

 Marketers must understand consumer behavior to insure the success of a 
business 

 Maslow’s hierarchy of needs illustrates the progression people follow in 
satisfying needs. 

 Purchases can be based on emotional motives, rational motives, or 
patronage motives. 

 A consumer goes through five steps when making a purchase decision 
 The decision making process is influenced by factors such as personality, 

social class, culture, and reference groups.  
 Consumers make routine decisions quickly and with little thought.  Limited 

decision-making takes more time and often requires consumers to evaluate 
the alternatives.  Extensive decision-making will be done carefully, using 
more time and information.  

 Marketers want the opportunity to explain the benefits of their products and 
services and how they can satisfy consumer needs. 
 

 

 Why is it important for marketers to target market segments and categorize 
information? 

  What are the three general categories of marketing information? 
 Why is it crucial to have effective marketing information before making business 

decisions? 
 What is the key difference between internal and external market information? 
 Why is it important to use a random sampling when conducting research on a target 

population? 
 What are the benefits of using marketing research to solve a marketing problem? 
 What distinguishes secondary data from primary data? 
 Why the results of observations are generally considered more accurate than survey 

results? 
 What is the main benefit of using experiments compared with other methods of 

collecting data? 
 Why is it important to understand consumer behavior? 
 What factors determine consumer wants and needs? 
 What are the five levels of Maslow’s hierarchy of needs? 
 What factors determine consumer wants and needs? 
 What are the five stages of consumer decision-making? 
 Why is it important to know how consumers make decisions? 
 How are patronage, emotional, and rational motives different from one another? 
 What are the four influences on the consumer decision-making process? 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12.A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.I 
9.4.12.J 
9.4.12.K 
9.4.12.N 

Students will know: 

 Businesses that use the marketing concept base decisions on an understanding of 
customers and their needs.  

 Businesses gather specific information from consumers to determine the distinctions 
among market segments and to decide how they can best meet the unique needs and 
wants of particular segments based on current market conditions.  

 Effective marketing information improves the decisions of businesses and effective 
marketing information reduces the risk of decision-making. 

 Marketing research is a procedure designed to identify solutions to a specific marketing 
problem through the use of scientific problem-solving 

 Procedures must be carefully developed and followed to be sure the results are accurate 

 The purpose of marketing research is to identify strategies for the company to following 
implementing and improving marketing activities.  

 Surveys should only ask the questions that are necessary to accomplish the objectives of 
research.   

 The purpose of observation research is to see the actions of the participant rather than to 
have the personal recall or predict his or her actions.  This usually results in greater 
accuracy and objectivity.  

 The most precise and objective information is obtained through experimentation.  

 It is important for marketers to understand consumers and their buying behavior because 
a company cannot implement the marketing concept without understanding customers.  

 Abraham Maslow’s hierarchy of needs illustrates the progression people follow in 
satisfying needs.  

 As consumers decide which products and services are wanted or needed, they are 
motivated by particular reasons or buying motives.  

 Marketers know that it is advantageous to understand the process customers go through 
when selecting goods or services, so that they will be able to assist them in making the 
best possible decision.  

Students will be able to: 

 Explain the importance of information in targeting 
market segments 

 Describe the categories of information marketers 
need 

 Compare and contrast common sources of internal 
and external market information. 

 Describe how to define and develop an understanding 
of a problem as the first steps towards solving it. 

 Identify the steps needed to gather and study data 
relevant to a problem. 

 Explain how to prepare reports and present proposed 
solutions.  

 Describe the purpose of marketing research surveys 

 Explain the reasons for and limitations of using 
observation 

 Define various types of marketing research 
experiments 

 Describe the importance of understanding consumer 
behavior  

 Demonstrate an understanding of consumer needs 
and wants 

 Distinguish between different buying motives 

 Describe the five steps of consumer decision making 
process 

 Describe the influences on the consumer decision 
making process 

 Explain how consumers and businesses use routine, 
limited, and extensive.   



8 
 

Unit III: Competition and Marketing Strategies 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

 Markets can be segmented by geographic location, demographic characteristics, psychographics, 
product usage, and benefits derived 

 Market segments are analyzed by evaluating market potential and calculating estimated market 
shares. 

 The bases for positioning products to distinguish them from the competition are attributes, price and 
quality, uses or applications, users, classifications, and competitors. 

 The three common positioning strategies revolve around consumer perceptions, competitors in the 
market place, and changes in the business world.  

 Two main types of competition that a business faces when positioning their products are: price 
versus non-price competition and direct versus indirect competition.  

 Consumers benefit from competition 
 Businesses need to know several types of information about their competitors, including pricing 

strategies, distribution, product /service planning processes, promotional strategies, and market 
position.  

 When developing a marketing strategy start by identifying common characteristics of consumers’ 
wants and needs 

 Choose target markets based on which segment or segments present the best marketing 
opportunities and develop an effective marketing mix to appeal to them 

 Products have four life cycle stages- introduction, growth, maturity, and decline.  
 An effective marketing mix classifies products and services into four categories- convenience, 

shopping, specialty, and unsought goods. 
 Marketing plans require the careful assembling and management of information about the company, 

the competition’s strengths and weaknesses, the business environment, and customers. 
 Marketing plans are developed in three stages; gather and analyze information; form strategies; 

prepare activities necessary for implementation and evaluation procedures to assess results 
 Social media marketing uses the social media ports to create a positive influence on a consumers or 

business customers toward an organization’s brand, product, public image, or website.  As 
businesses are increasingly engaging in social media marketing, social media represents not just a 
marketing phenomenon but a marketing era all its own. 

 Internet marketers can reach individual consumers or target organizations worldwide through a vast 
array of computer and communications technologies twenty-four hours a day, seven days a week.   

 The Internet allows retailers and vendors to exchange vital information, improving the overall 
function of supply and distribution, lowering costs, and increasing profits.    

 What are the advantages and disadvantages of market 
segmentation when compared to mass marketing? 

 Why is it necessary for a business to target consumers that 
it can communicate with effectively? 

 What are the common bases for positioning? 
 What are two major types of competitive strategies 

employed by businesses? 
 What benefits do consumers derive from competition among 

businesses? 
 What are the five types of information businesses need to 

know about their competitors? 
 What are the best information sources about competitors? 
 What are the aspects of a basic product that can be 

changed to improve its appeal? 
 What are the four stages of a product life cycle? 
 What are the four product /service purchase classifications? 
  What are the types of information that needed for effective 

marketing planning and how can this information be 
obtained? 

 What are the five types of market analysis used in 
developing a marketing plan? 

 What are essential features of social media marketing? 
 How are social media platforms and social media tools used 

in marketing? 
 What are social networking sites? 
 What function does a social media marketing plan serve? 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12.A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.D 
9.4.12.I 
9.4.12.J 
9.4.12.K 
9.4.12.N 
 

Students will know: 

 Market segments play a significant role in determining competition strategies.  

 Market segmentation has the advantage of closely matching consumer needs with 
products characteristics, but it has the disadvantage of often being more expensive 
than mass marketing 

 Positioning is done to highlight differences between competitors in the consumer’s 
mind that may influence purchases.  

 Competition is the rivalry between two or more businesses to secure a dominant 
position in a market segment.   

 The benefits from competition that consumers enjoy include better prices, higher 
quality, product improvements, innovative new products, convenience and a wide 
variety of choices 

 It is helpful for businesses to know how competitors are developing each element of 
the marketing mix and what strategies and tactics will be implemented.   

 Competing businesses collect marketing intelligence to identify the strengths and 
weaknesses of key competitors, to assess their current marketing strategies and 
predict future actions.   

 An organization that believes in the marketing concept develops marketing 
strategies to profitably satisfy customer needs.  

 In order to develop an effective marketing strategy, a business should concentrate 
its attention on a specific market or markets that have common needs and respond 
the same way to marketing.  

 Marketers need to be familiar with all of the possible changes that can be made in a 
product and select the most satisfying combination to serve the market, including 
pricing, distribution, and promotion elements.  

 Life cycle analysis and product/service purchase classifications can assist 
marketers in developing effective marketing mixes.  

 Each product/service purchase classification calls for a different marketing mix 
based on how important consumers regard goods and how willing they are to shop 
and compare alternatives.  

 Social media is defined collectively as the different forms of electronic 
communication through which users can create online communities to exchange 
information, ideas, messages, and other content such as videos and music.   

 Consumers use social media to learn about new goods and services, conduct 
research and share information and make final purchase decisions.  

Students will be able to: 

 Describe how markets can be segmented by geographic location, 
demographic characteristics, psychographics, product usage, and 
benefits derived 

 Explain how to evaluate market potential and calculate market share. 

 Explain the various bases for positioning a product to distinguish it from 
the competition.  

 Describe common positioning strategies 

 Describe the benefits of competition to consumers 

 Explain differences in types of competition 

 Discuss types of information businesses need to know about 
competitors 

 Describe how market segments are defined 

 Identify criteria that effective targets must meet 

 Describe aspects of a basic product that can be altered to improve 
market appeal 

 Discuss the considerations that marketers take into account when 
planning distribution, pricing, and promotions. 

 Define the four stages of a product life cycle 

 Describe the product/service classification system and explain how it 
affects marketing planning 

 Discuss the benefits of marketing planning and describe the steps of 
developing a marketing plan. 

 Describe the elements of an effective marketing strategy and explain the 
need for evaluation procedures. 

 Define social media and distinguish between social media platforms and 
social media tools. 

 Describe ways in which consumers and businesses use social media for 
their buying decisions.   

 Discuss the importance of setting goals and developing strategies, 
including targeting an audience, for a social media marketing initiative.  

 Identify the qualities of effective marketing social media content and the 
rules of engagement with social media.  

 Describe means of monitoring, measuring, and managing the social 
media campaign.   

 Define e-business and e marketing, list the opportunities e-marketing 
presents.    
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 Unit IV: Product Decisions 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

 Businesses tend to view products as merely the tangible items that customers buy, while 
consumers see products as ways to satisfy those wants and needs.  

 Marketers keep the focus on consumers during product development by gathering information, 
designing strategies, and testing marketing mixes with their needs in mind.  

 Even a simple product is a complex mix of a basic item with many features and options 
 Steps of product design process are the product design process are the basic product, product 

enhancements, and extended product 
 Product lines, packaging, and brand development are important components of the total 

product 
 Consumer markets are individuals and groups who buy products for personal consumption.  

Business markets are the organizations that buy products to use in their operations or business 
activities.  

 Product classifications are important because they indicate how products are used and what 
kinds of factors are involved in making purchase decisions.   

 New product development steps are idea development, idea screening, strategy development, 
financial analysis, product development and testing, and product marketing.  

 Services differ from products because they are intangible, produced, and consumed 
simultaneously, perishable, and heterogeneous 

 It is important to understand how services are classified because they help marketers 
determine the most appropriate mixes for their businesses.  

 It is important that marketers understand how to evaluate the quality of the service provided.  
Quality is evaluated based on their competition, their performance standards, and the 
satisfaction of their customers.  

 Marketers promote services with various strategies that stress the benefits derived from using 
the service.  

 Most of the sales of products and services take place between businesses.  The five major 
classifications of business consumers are producers, resellers, service providers, government, 
and nonprofit organizations. 

 Procedures businesses use to make purchase decisions are similar to procedures used by the 
final consumers. 

 Businesses must look at the big picture and the impact decisions will have on profits after all 
the affected areas are factored in.    

 Retailers locate desirable products through manufacturers’ and wholesalers’ sales 
representatives, trade shows, catalogs, and web sites.    

 How does a consumer’s view of a product tend to differ from that 
of a business? 

 What is the fundamental distinction between a product and a 
service? 

 Why does product development involve so many decisions? 
 What are the steps of the product design process? 
 What are the five levels of consumer brand recognition? 
 Why is it important to understand the product classification of a 

product during its development? 
 What are the categories of a product classification system? 
 What are the steps in new product development? 
 What are the characteristics that distinguish services from 

products? 
 Why is the service industry growing in the United States? 
 How do marketers categorize service businesses and 

organizations? 
 Why is it important to understand how service businesses and 

organizations are categorized? 
 What strategies are effective in promoting services? 
 Why do businesses buy products or services from other 

businesses? 
 What are the major classifications of business consumers? 
 What are the steps in the business purchasing process? 
 Why do purchasing decisions need to take into consideration 

more than just the direct cost of products and services? 
 Where do retailers find the products they want to offer customers 

once they have identified them? 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12.A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.E 
9.4.12.I 
9.4.12.J 
9.4.12.K 
9.4.12.M 
9.4.12.N 

Students will know:  

 Businesses and consumers have conflicting ideas about what a product is. 

 A business needs to remember that consumers know best what they want 
and need.  

 Categories of the business product classification system are capital 
equipment, operating equipment, supplies, raw materials, supplies, and 
component parts.  

 Businesses use the term “new” to describe things that haven’t been on the 
market before and existing products that have been altered or introduced 
to new markets 

 Marketing supports product development by gathering information, 
designing effective marketing strategies, and testing marketing mixes.  

 Product planning involves the careful analysis of many factors in order to 
create the best possible product.   

 Marketers must study the market carefully for changing conditions, 
competitors, and consumer response; adjustments in the marketing 
strategy may be needed as the market develops. 

 Services post special challenges to marketers because they are intangible, 
perishable, heterogeneous, and inseparable.   

 Service providers must be well trained to make sure that the desired 
service is provided every time. 

 Marketers classify services by the type of markets they target, their 
organizational goals, their degree of labor intensiveness, the amount of 
contact they have with customers, and the level of skill they require.  
Classification is necessary to develop viable and appropriate marketing 
plans.  

 People are continually finding new services to offer prospective customers 
and consumers have more discretionary income to purchase these 
services.  

 Many service organizations provide a tangible symbol as a reminder of the 
service it provides. 

 The decision to buy is directly related to business need.  The product or 
service purchased will be the one that best meets the needs of the 
business at a reasonable price. 

 Inventory and purchasing records are important because a business know 
what it has on hand to meet production needs, to keep the business 
operating smoothly, or to fill customer orders in a timely manner. 

Students will be able to: 

 Describe how products more than just tangible objects that are offered for 
sale. 

 Describe the role of marketers in keeping the focus on consumers during 
product development 

 Describe how a simple product be a complex mix of a basic item with 
assorted features. 

 Describe the steps of the design process. 

 Explain the importance of product lines, packaging, and brand development. 

 Identify and describe consumer markets and what is meant by direct 
demand. 

 Illustrate the business product classification system. 

 Discuss the importance of product classifications for product planning. 

 Identify what businesses mean by “new” products 

 Describe the six steps in new product development. 

 Identify and describe the primary components of a product mix  

 Compare and contrast new purchases, modified purchases, and repeat 
purchases 

 Explain the growing importance of services to the US economy 

 Describe four important qualities of services that are not shared by products. 

 Describe the various ways marketers categorize service businesses in order 
to develop effective marketing mixes. 

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

 Explain how businesses plan and promote services 

 Describe the importance of pricing and distribution of services 

 Explain the various reasons businesses buy things from other businesses 

 Describe the common characteristics typical of business markets 

 Describe how businesses make new purchase, modified purchase, and 
repeat purchase decisions.   

 Identify and describe the steps in the business purchasing process. 

 Describe how retailers identify customer needs and how to satisfy them 

 Describe the importance of keeping accurate inventory and purchasing 
records.  
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Unit V: Distribution Decisions 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

 Distribution is crucial to effective marketing. 
 A distribution system can only work if all channel members follow the plan.  
 Businesses develop channels of distribution to perform marketing functions needed 

any time an exchange takes place with a final consumer 
 In a direct channel of distribution, the producer sells directly to the final consumer.  
 Wholesalers move products and services through channels of distribution on their way 

to the final consumer. 
 As industries and producers and retailers deal directly with one another, effective 

wholesalers refocus on small-to medium sized customers who need their services to 
remain competitive.   

 Consumers buy mostly from retailers, who control the marketing mix consumers see.  
 As consumer preferences and the business environment change, retailing also 

changes.  
 The common means by which products are transported within a channel of distribution 

are rail, truck, ship or barge, airplane, pipe, or a combination or methods.  
 Common options for storing and handling products while they move through distribution 

channels are warehouses, distribution centers, and all sorts of packaging.  
 Two important parts of the physical distribution information are order processing and 

inventory control.  
 

 List the different channels and how they are used to 
distribute products to consumers and to industrial users 

 Explain the function of intermediaries 
 How does the internet facilitate the use of the channels of 

distribution? 
 Why might a company decide to use multiple distribution 

channels? 
 What are the factors a company must consider when 

choosing between a direct sales force and independent 
sales agents? 

 What are two advantages that e-commerce provides in B2B 
sales? 

 Why might a company adjust its distribution plan in a foreign 
market? 

 How does physical distribution work? 
 Why is transportation important in marketing a product? 
 Which mode of transportation would you use to ship fresh 

flowers from Hawaii to New York and why? 
 Explain four reasons why merchandise is stored 
 How does a distribution center different from a warehouse? 
 What are the advantages of a bonded warehouse 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12.A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.E 
9.4.12.I 
9.4.12.J 
9.4.12.K 
9.4.12.N 
9.4.12.P 

Students will know:  

 Customers will not be satisfied unless they can obtain a product or 
service when they want it in a convenient location.  

 Each member of the distribution channel has its own marketing 
strategy, so members should choose distribution partners wisely. 

 Channels adjust for difference in quantity, assortment, location, and 
the timing between producers and consumers. 

 In a direct channel, wholesalers, retailers, and others perform some 
marketing functions. 

 Wholesalers often provide marketing services more effectively at a 
lower cost because they specialize and achieve economies of scale by 
working with many producers and channel members.  

 Wholesalers provide access to new markets with less risk and serve 
as conduits for new technologies.  

 Retailers provide the consumer contact for all channel members.  The 
products that retailers carry and their locations distinguish retailers.  
 

 

Students will be able to: 

 Explain why the distribution function is so important to 
effective marketing 

 Illustrate how a well planned distribution system supports the 
marketing plan 

 Identify the differences between producers and consumers 
that are addressed by channels of distribution 

 Describe the differences between direct and indirect 
channels of distribution 

 Describe the benefits that wholesalers provide to the other 
members of a channel of distribution and to final consumers.  

 Explain how the role of wholesalers is changing in an 
economy where many of their traditional retail customers  

 Explain the concept of channel distribution 

 Identify channel members 

 Compare channels of distribution for consumer and industrial 
products 

 Explain distribution planning 

 Discuss distribution planning for international markets  and 
describe the challenges of distribution planning for international 
markets 

 Identify transportation systems and services that move products 
from manufacturers to consumers 

 Explain the concept and function of inventory storage 
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Unit VI: Pricing Decisions 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

 Prices largely determine how customers value an exchange and how 
satisfied they are with purchase decisions. 

 Price is central to the economic concepts of supply and demand 
 The main ways that government influences prices are by regulating 

competition, taxation, and discouraging detrimental activities or 
encouraging beneficial activities.  

 Price begins with establishing price objectives. 
 Demand determines the maximum price and breakeven analysis fins 

the minimum price.  
 Some businesses set prices by applying markups to entire ranges of 

merchandise 
 The amount of the markup is the gross margin. 
 Determining the best price is a response to competitive conditions in 

the target market.  
 Depending on the type of market being targeted and the expectations of 

the customers, various criteria can be used to adjust the final price for 
each transaction.    

 Credit is a price component that can facilitate transactions and enable 
customers to make purchases they otherwise might not be able to.  
 

 How pricing is related to a firm’s image and promotion? 
 What means, other than price, do marketers have to accomplish the goal of improving 

market share or market position? 
 How do businesses compete when not competing on price? 
 Why does an increase in price not always mean an increase in revenue? 
 How does demand elasticity work? 
 In response to increased costs and expenses, what four pricing options might a business 

consider? 
 What are some legal and ethical considerations for pricing? 
 What are the most common methods of cost-oriented pricing? 
 What is key to demand-oriented pricing 
 How does the product life cycle work? 
 What are the steps in determining price? 
 What are some pricing strategies used for various items? 
 What can a business do to make sure its prices are competitive? 
 When is the initial markup the same as maintained markup? 
 What are the basic formulas used to calculate cost and markup? 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12.A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.E 

9.4.12.N. 

Students will know: 

 Prices get a great deal of attention because they are easily 
changed, unlike the other elements of the marketing mix.  

 Elasticity of demand describes the relationship between 
changes in price and corresponding changes in quantity 
consumers’ demand.   

 Three common objectives are maximizing profits, increasing 
sales, and supporting a carefully planned brand image.  

 The maximum and minimum prices form the endpoints of the 
price range and the selling price is set somewhere in between.  

 Use of markups is most common among retailers and 
wholesalers 

 Where a product is in its life cycle and how customers regard 
it helps marketers tailor prices to the competitive environment.  

 Some credit accounts will always be uncollectible, when they 
become too much, profits start to decrease. 

Students will be able to: 
 Explain the nature and scope of price planning 

 Demonstrate how the economic concept of elasticity of demand 
relates to pricing decisions. 

 Describe three ways in which government influences prices 

 Explain factors affecting price decisions 

 Discuss the legal considerations of pricing 

 Identify the three components that must be covered by the selling 
price. 

 Explain why extending and managing credit is important to 
marketing 

 Describe the pricing concepts and policies for products in various 
stages of the life cycle 

 Use pricing terminology and techniques correctly and effectively 

 Use pricing math to calculate markups and markdowns 

 Plan and implement a pricing strategy 
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Unit VII: Promotional Decisions 
ENDURING UNDERSTANDINGS ESSENTIAL QUESTIONS 

  Promotion is only one element of the marketing mix 
 The communication process is the transfer of a message from a sender to a receiver.  
 The two types of communication commonly employed in marketing are interpersonal 

and mass communication.  
 Types of promotion include advertising, publicity, personal selling, and sales 

promotion.   
 Personal selling is person to person communication with potential customers to 

inform, persuade, or remind them to purchase an organization’s products or services.  
 Sales promotions are activities or materials that offer consumers a direct incentive to 

buy a good or service.  
 Marketers usually combine types of promotion in a promotional mix to take 

advantage of each.  
 The seven step promotional planning process helps develop and implement 

successful, focused, consumer driven promotions based on achievable goals.  
 Advertising is any form of non-personal promotional communication by an identified 

sponsor. 
 Ads come in two basic types, organizational advertising and product advertising.  
 Advertisements must be truthful and ethical, as they are monitored by government 

agencies.  
 An advertising plan describes the activities and resources needed to prepare and 

present a series of related advertisements focusing on a common objective.  
 The four primary considerations in selecting the types of media in which to run an 

advertisement are cost, reach, frequency, and lead time. 
 Various common formats of advertising focus on different elements or techniques to 

catch the consumer’s attention and make the message stick in their mind.  
 Evaluation should take place before, during, and after ads run so that adjustments 

can be made to keep the plan on target based on the objectives.  

 How do the elements in a promotional mix work together? 
 What kind of news goes into a press release? 
 Why do businesses use sales promotions? 
 Explain the difference between trade and consumer promotions. 
 Describe the purposes of promotional tie-ins. 
 Why would a company display a new product at a trade show? 
 Describe the two main types of advertising. 
 Define the six different kinds of print media and give an example of each. 
 Why is media planning so important? 
 Explain the cost per thousand measurements 

 What determines the rates television and radio stations charge for advertising 
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NJCCS  KNOWLEDGE SKILLS 

8.1.12. A 
8.1.12.E 
8.2.12.B 
8.2.12.C 
9.4.12.E 

9.4.12.N 
9.4.12.R 

Students will know: 

 To be used effectively, promotion must be blended with decisions made about 
product, price, and distribution.   

 Promotion is designed to inform, persuade, and remind consumers.  

 Interpersonal communication is characterized by a person to person exchange 

 Mass communication is a one-way exchange from a sender to a large number 
of receivers. 

 Advertising is any paid form of non personal communication sent through a 
mass medium by an organization about its products and services.    

 Publicity is a nonpaid form of communication about a business or its products 
that is transmitted through mass media.  

 The specific types of promotion included in the promotional mix depend on 
factors like the target market, the marketing mix, the business’s promotional 
policies and objectives and costs.  

 Advertising has several distinct advantages over other types of promotion, 
including that it can reach large numbers of people in diverse locations at a 
relatively low cost per a person.  

 Organizational advertising focuses on a company rather than a product or 
service while product advertising highlights a specific product or service that a 
business wants consumers to use.  

 Sanctions used by the government to regulate advertising include requiring full 
disclosure, issuing cease and desist orders, ordering corrective advertising, 
and levying fines.  

 An advertising plan is usually part of a larger overall promotional plan that 
includes several promotional mix elements.  

 Each advertising medium offers particular strengths and weaknesses in terms 
of cost, reach, frequency, and lead time as well as other factors that determine 
how effective an ad can be.  

 Popular formats of advertising include slice of life, fantasy, musical, technical 
expertise, testimonial, lifestyle, mood or image, character, and scientific 
evidence.  

 Methods of evaluating effectiveness include focus groups, recall testing, and 
recognition testing.  

 

Students will be able to: 
 Explain the promotional mix concept and its role in marketing 

 Describe how the communication process works in marketing  

 Define types of communication that are important in marketing  

 Describe the advantages and disadvantages of publicity as types of 
promotion 

 Explain the advantages and disadvantages of personal selling as a 
type of promotion 

 Define sales promotion and describe its advantages and 
disadvantages as a type of promotion 

 Explain the major factors that affect the promotional mix 

 Describe the steps in the promotional planning process 

 Explain the advantages and disadvantages of advertising as a type 
of promotion 

 Define organizational advertising and product advertising and 
distinguish between the two types 

 Describe the ways in which advertising is regulated by the 
government 

 Describe the process of setting objectives, determining a budget, 
and developing an advertising theme. 

 Explain the four major characteristics of various types of media that 
are analyzed in determining which media are best for a particular 
campaign. 

 Describe various creative formats for advertisements and define the 
two main strategies of scheduling when they run 

 Explain the need to evaluate the effectiveness of advertising and 
the methods used to do so. 
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Suggested Pacing Chart and Activities 

TIME FRAME UNIT TOPICS 
PERFORMANCE TASKS 
SUGGESTED ACTIVITIES/PROJECTS  and ASSESSMENTS 

RESOURCES/INTERDISCIPLINARY 
CONNECTIONS 

September / 
October 

Unit I: Marketing Today 
What is Marketing? 
Understanding the Marketing Concept 
Marketing Impacts Society 
Social Responsibility 
Marketing Begins with Economics 

Identify three examples from each of the marketing eras- explain how each company’s marketing efforts are characteristic of the era 
and way of thinking in terms of marketing.  Locate one example of a modern company and how they still use a particular era’s way of 
thinking. Research a retail firm to identify its target market and develop a strategy for expanding that target market. Create a SWOT 
analysis for any business.  Outline ideas for increasing the firm’s strengths and decreasing its weaknesses.   

Websites and Resources 
Marketxtra.swlearning.com 
www.DECA.org 
www.forbes.com 
www.marketing.org 
www.marketingpower.com/ 
www.ana.net/  
themarketingfoundation.org 
www.marketingeducationreview.com 
www.stepsmarketing.com 
www.marketingprofs.com 
www.greatideasforteachingmarketing.com 
webmarketingtoday.com 

businesscasestudies.co.uk/teacher-resources/ 
http://www.bized.co.uk/ 
www.merlot.org 
www.nfib.com 

hbsp.harvard.edu/discipline/marketing 
www.uen.org 
Evaluation/Activities 
Written tests and quizzes 
Text and teacher made worksheets 
Project rubrics 
Article summaries 
Notebook assessments 
Responses to discussion questions  
Marketing Missions-writing assignments 
Instructional Resources 
DECA simulations and projects 
Publication software 
Games 
Simulations 
Advertisements/promotions to analyze 
Teacher contacted speakers/ guest speaker  
Teaching Strategies 
Lecture and class discussion 
Collaborative work 
Analyze real life marketing activities  
Math simulations related to various topics 
-Use of Internet to research and complete projects 
-Independent work on simulations 
Media Resources 
Multi-media presentations 
Internet Labs 
Teacher designed Internet resources and activities. 

November/December Unit II: Marketing Research 
Understanding the Need for 
Information 
Finding and Using Information 
Understanding Consumer Behavior 
What Motivates Buyers? 
Types of Decision-Making 

Create a consumer profile and presentation, include key demographics, psychographics, behaviors, status symbols, reference groups, 
and items those consumers would be most likely to buy. Write about three buying decisions that you have recently made, classify 
each as emotional, rational, or patronage motives. Explain why each decision was classified as such and briefly explain the decision 
making process.  Track personal consumer purchasing decisions as they relate to income, and decisions made during the school year 
and summer Choose a luxury brand and create an advertisement for the product that seeks to change consumer attitudes about value 
and shows it would make a good purchase. 

December/January Unit III: Competition and Marketing 
Strategies 
Targeting Market Segments 
Positioning for Competitive 
Advantage 
Competing for Market Segments 
Learning about the Competition 
E-Commerce and Social Media 
 
 

Select a television commercial or print advertisement for any product or service.  Create a Power point showing how this traditional 
marketing effort could be transformed into social media marketing.  Customize the plan for a specific target market.   Make a list of a 
popular model of car, brand of jeans, restaurant, retail chain, and line of consumer electronics, and write a one line description of each 
comparing it to competitors. Assume the role of a product manager who introduced a product that failed, defend your decision to 
introduce the product in order to save your job, explain why the product failed, and why the product was a good idea in the first place, 
by presenting a review of the target market, intended product usage, and product positioning.  Locate three 
advertisements/companies that use price competition and three that stress non price competition.   Find an example of a business 
website for each of the three stages.  Print Screen the page into a word document and explain why the website is in the stage that it 
is. Locate and compare three like business websites.  Rank them from 1-5 with 1 being the lowest and 5 being the highest according 
to the common criteria. 

Mid Term Examination 

 
February-April 
 

Unit IV: Product Decisions 
Developing New Successful Products 
What Are Services? 
Classifying Types and Evaluating 
Quality 
Developing a Service Mix 
Unit V: Distribution Decisions 
Wholesaling and Retailing 
Physical Distribution Keeps Things 
Moving 
 

Locate a product that could benefit from new or updated package design, sketch out a new package design, identify and explain 
reasons for the changes, and present the new package to the class.  Choose a new product idea or a variation on an existing product 
and devise a test marketing plan for it; determine where it will be tested, and which variables will be assessed, such as price and 
promotional activities. Select a product of interest and trace its distribution system.  Choose a franchise that is of interest and research 
the company website to learn more about the distribution system, create a chart outlining the physical distribution system. Visit a local 
Wal-Mart store and observe product placement, shelf placement, inventory levels on shelves, traffic patterns, customer service, and 
checkout efficiency.   Discuss what makes Wal-Mart the world’s most successful retailer. Develop a retailing strategy for an Internet 
retailer. Identify a target market and then suggest a mix of merchandise, promotion, service, and pricing strategies that would help a 
retailer reach that market via the Internet. Research outlet malls to compare and contrast types of stores, product selection, and price 
comparison with typical stores.  

April-June Unit VI: Pricing Decisions 
The Economics of Price Decisions 
Develop Pricing Procedures 
Pricing Based on Market Conditions 
Unit VII: Promotion Decisions 
Promotion as a Form of 
Communication  
Types of Promotion  
What is Advertising? 
Developing an Advertising Plan 
 

Choose a product and create a slogan representing each of the six positioning approaches for the product.  Choose an existing 

restaurant and an existing cartoon character to create an advertising campaign with.  Include images of the restaurant, target market, 

demographics, and geography information.   Create advertising material and promotions to go along with your pairing.   Locate an 

advertisement for a product that illustrates an especially effective brand name, brand mark, packaging, and overall trade dress, 

explain why the product has a strong brand identity.  Research a firm to find out what kinds of consumer-oriented promotions the 

company is conducting for various brands and products.  Identify the promotions that seem most appealing and give reasons why. 
Research several travel sites and compare prices for the trip, including airfare, hotels, car rental, etc.  Note if bundling gives price 

breaks, note any coupons, promotions for restaurants, and attractions as well.    Decide which trip is the best deal and explain. 
Consider prices at amusement parks and list things that parks offer patrons in return for their money.  Identify which items are directly 

related to the price of admission.  

 

Final Examination 

http://www.nfib.com/
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