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Marketing is a comprehensive activity that has a wide range of usage for business as well as personal applications.  It is most often misunderstood by laypersons who frequently use the term “marketing” to define promotional activities.  To the professional, marketing has a much broader meaning.  In its most simple form marketing covers the manipulation of the four P’s: product, price, promotion, and place (distribution).  There are marketing professionals who maintain that there are six to eight P’s relative to the field of marketing.  However, since the focus of this paper is on teaching an introductory course, the basic marketing mix of product, price, place, and promotion will be addressed.    

The interactive exercises and the reference materials provided serve as a means for instructors to provide student experiences that illustrate the interplay between product, price, place, and promotion when developing a marketing plan.  This field is one that requires the development of skills that include information gathering, critical thinking, data analysis, and decision-making.  There is no one answer to “the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational goals.”  This is the universally accepted definition of marketing.  Many of these activities, strategies, and resources can be implemented in a secondary and post-secondary curriculum.  Instructors are encouraged to use the suggested materials to lead to the ever-growing body of materials that today’s technology provides. 

Professional Memberships

Professional business education associations are an important source of “state-of-the-art” teaching and training techniques through their journals, workshops, conferences, and net-working opportunities. Marketing educators are strongly encouraged to become active in one or more professional organizations as a means of staying current in this segment of business education. 

Listed in this paper are a number of suggested activities for instructors to use who wish to increase their knowledge of marketing and enhance their teaching in this field.

Suggested Activity 1

Explore the opportunities and benefits provided by

 your professional organizations.

Check these sites:

                                           The American Marketing Association
                                                      http://www.ama.org
                                              Marketing Educators Association

                                                      http://MEA/mea.htm
                                National Business Education Association (NBEA)

http://www.nbea.org/
                             California Business Education Association (CBEA)

http://www.cbeaonline.org/
International Society for Business Education (ISBE/SIEC)

http://www.siec-isbe.org
                                  Professional Business Women of California

http://www.pbwc.org
Skills, Competencies & Standards for Marketing Education

All curriculum development efforts, including a single lesson, a course, or an entire program must begin with the basic understanding of what students need to learn and know, as well as how students learn. Many governmental agencies, professional organizations, and business and industry groups have collaborated to develop materials to assist in this task.  The marketing instructor’s goal is to provide a variety of experiences that will help students to increase their awareness, understanding, and appreciation of the marketplace, its people, and the opportunities that exist locally, nationally, and internationally. 

There are standards and competencies that have been established and recognized as essential for business employees in the 21st century business environment.  This information should serve as a basis of all instructional efforts in order to provide the relevant preparation for students seeking careers in marketing.

Suggested Activity 2

What standards and competencies have been established and recognized 

as essential for those seeking careers in marketing?

Check these resources:

The Goals 2000 SCANS Competencies

http://www.scans.jhu.edu/NS/HTML/SkillDet.htm
Challenge Standards: Career Preparation—Business Education

http://www.edu.ca.gov/challenge/BusEd.pdf
21stCentury Skills

http://www.ncrel.org/engage/skills/indepth.htm
National Standards for Business Education, 2nd Edition. NBEA, 2001

http://www.nbea.org



Accredited Colleges of Business and Marketing Departments

http://mkt.cba.cmich.edu/aacsbmkt
Educational Performance Accountability

Many states have established outcome measures for students trained and educated in vocational areas.  In California the Vocational and Technical Education Act (VTEA) Core Indicators measure student and program success.  The Federal funding that vocational programs receive is determined by the degree of progress made on the core indicators.  These core indicators can serve as guidelines for the development of instructional experiences that will increase opportunities for student success.

Suggested Activity 3

Explore the Performance Accountability Reports for the marketing program 

offered at your community college as published by the 

State of California Chancellor’s Office.

Check these sites:

                              Vocational and Technical Education Act (VTEA)

                                                Core Indicator Performance

  http://www.rsccd.org/research/pdf/VTEA%20Core%20Indicators%202002-03.pdf
                                                 Core Indicator Reports

                             http://webdata2.cccco.edu/VTEA_RPTS.htm
What can you do or provide in your classes to help students succeed?

Textbook Selection
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Although a plethora of resources exist that provide information on marketing theory and practices, selecting an appropriate textbook is critical to the success in teaching marketing.  Textbooks serve as a unifying factor from which all other activities can be derived.   Selecting the appropriate textbook for the type of class and level of student can be quite challenging.  There are literally dozens of marketing textbooks from which to choose.  

Suggested Activity 4

Examine the following publisher Websites offering marketing textbooks.
McGraw Hill/Irwin

http://www.nhhe.com
Prentice Hall

college_marketing@prenhall.com
www.prenhall.com/custombusiness
Thomson/South Western

http://marketing.swcollege.com
http://www.swlearning.com
Wiley

www.wiley.com/college
What texts seem to be most promising for use in your marketing class?

Textbook Evaluation

[image: image3.wmf]Before evaluating a marketing text for adoption, it is important for the instructor to develop a list of criteria necessary taking into consideration the type and level of course, the special needs of students, and the outcomes that must be met based on established standards and competencies.  A good marketing text should contain the following features:

· A reading level suitable for the level of instruction;

· Current cases and application examples;

· Activities that employ the use of technology and require the development of research skills;

· Directory of Websites for a variety of companies and agencies;

· Supplements that include interactive simulations, PowerPoint visuals, and video cases;

· Content that is easily adapted to different learning styles;

· Coverage of essential marketing concepts including consumer buying behavior and demographics, business ethics, and globalization. 

Suggested Activity 5

Develop a textbook evaluation checklist of features that are needed 

for your marketing course and your students.

Check these sites for assistance:

Textbook Evaluation

www.tefiweb-j.org/garinger.html
General Textbook Readability Checklist

Http://www.hope.edu/academic/education/wessman/Secondary Block Revised/assignments/textbookchecklist.htm
Using your established checklist, examine and evaluate the textbooks you are considering to use.  Which one would you select and why?

There are many other reference materials that can be used to supplement textbook materials.  These references have the advantage of bringing current events into classroom theoretical discussions.  The following are some excellent resources that can make classroom learning more relevant and real:

Other Suggested Resources:

Trade/Business Papers


Advertising Age  

www.AdAge.com


with subscription code  AdAge.comQwikFINDNEWS

            The Wall Street Journal

 www.WSJ.com
Business Newspapers (accessed by city)

            San Francisco Business Times

          www.Sanfrancisco.bizjournals.com
            East Bay Business Times 

eastbay@bizjournals.com   or   

                        eastbay.bcentral.com


eCollege eNewsletter

eCollege_eNewsletter.UM.A.1918.17664@news.ecollege.com
Consumer Publications 


Business Week Magazine

 www.businessweek.com

Inc. Magazine

             www.inc.com
Developing a Course Syllabus

The course syllabus is a contract between the instructor and the student.  It establishes the “ground rules” for the class and must be distributed at the first meeting of the class.  A well written, comprehensive syllabus will help minimize future misunderstandings and outline expectations and outcomes. A comprehensive syllabus will: describe the course, list the major objectives, state any policies and procedures the instructor sets forth.  These may include, but are not limited to, method of grading, whether or not late work will be accepted and if so, under what circumstances, the number and frequency of assignments and exams.  The syllabus may also include an outline of the major topics to be covered or this can be a separate attachment.  Below is a sample course syllabus for an introductory marketing class.
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Sample Course Syllabus

Principles of Marketing    Business XXXX

Fall 20XX

Instructor:

Name:

Contact Information:

Office Location and/or Hours:

E-mail:

Course Description:

Introduction to the marketing system that delivers goods and services to a society.  Marketing combines many human activities such as research, product development, distribution, pricing and promotion in order to deliver the desired satisfaction to individuals and/or groups involved in the exchange process. 

Textbook:

Text:  XXXXX                                          Website:
Prerequisite/Advisory

Advisory: Eligibility for English 122

Objectives:

After completing this course, the student should be able to:

. Synthesize key marketing principles that are supported by research and 

fundamentals from: economics, the behavioral sciences, and modern management 

theory.


. Define marketing and identify impact of marketing environment forces on 

product, price, place, and promotional decisions.

. Apply marketing practices relevant to the development and implementation of 

marketing strategies.

. Explain a wide range of marketing activities such as the strategic marketing 

process, marketing planning, consumer behavior, target marketing, and the 

marketing mix.

. Relate marketing principles to real companies in real situations.

Course Work:


Students are expected to attend class sessions on a regular basis and to be prepared to participate in class discussions.  There will be a minimum of one chapter of assigned reading from the text per week.  Consult the class schedule for assigned reading, written assignments and other pertinent dates.  Outside reading is required from suggested sources such as: The Wall Street Journal, Business Week, area daily newspapers and other trade/business journals deemed appropriate to the subject matter.  Online research will also be required.  It is suggested that you plan three to four hours per week of outside preparation for this class.  
Method of Evaluation:


There will be four exams and one comprehensive final exam.  There will be a minimum of ten written assignments and the development of a marketing plan as a semester project.   Your final grade will depend on the quality of work completed on the assignments, exams and marketing plan.  Late work will not receive full credit.  Ten percent of the maximum grade will be deducted for each class session or part of that the assignment is late regardless of the reason.  Exams are to be taken on schedule.

Grading:

This course will result in a Letter Grade.  The Credit/No Credit option is available.  For this option a declaration must be signed and submitted to the Admissions Office no later than (date).

Examinations (4@ 100 points each) There will be an exam on each major section of the text. Each exam will therefore cover three to four chapters of material.

Written Assignments and Class Participation (Ten @ 20 points each) these assignments will aid in the development of your semester project, The Marketing Plan.  

Marketing Plan (200 Points) The development of a marketing plan is a demonstration of your ability to combine all the elements of the marketing mix in order to satisfy a given goal or set of objectives.  The marketing plan can be written on a company, a product or an individual.

Comprehensive Final Exam (200 Points)

Final Grade will be based on the following scale of total points earned:

90%  =  A       80% =  B     70% =  C    60% =  D    Below 60%  = F

Note:  For the Cr/NCr option, you must  earn  70% or a C to receive Credit for this course. 

Course Content:


Marketing’s Role in Society


The Strategic Marketing process


The Changing Market Environment


Marketing Information and Research


Consumer Buying Behavior


Segmentation, Targeting, and Positioning


Developing and Managing Products


Pricing Considerations, Objectives, and Strategies


Marketing Channels and Physical Distribution


Wholesale and Retail


Promotional Process, Sales Promotion, and Public Relations


Advertising


Personal Selling and Sales Management

Suggested Activity 6

Develop a course syllabus for your marketing class that is pedagogically

 sound and provides students with a clear description of course content,

 expectations, and outcomes.

Check the following sites:

Developing a Course Syllabus

http://www.hcc.hawaii.edu/intranet/committees/FacDevCom/guidebk/teachtip/develsyl.htm
Teaching Tips

http://www.hcc.hawaii.edu/intranet/committees/FacDev/Com/guidebk/teachtip/teachtip.htm
Developing a Pedagogically Sound Course Syllabus

http://www.hamptonu.edu/CTE/pedagogical.htm
Teaching and Learning Strategies

The following material is taken from a session presented at the 2002 Annual Conference of Marketing Educators in San Diego, CA, entitled: “Maximizing the Marketing Education Process for Contemporary Students: How Marketing Educators Can Benefit from New Educational Theories.”  The panelists for this session included:

Shirley M. Stretch-Stephenson, California State University, Los Angeles

H. Rika Houston, California State University, Los Angeles

Debra A. Haley, Southeastern Oklahoma State University

There have been major shifts in how intelligence is measured.  The growing national movement is to include assessment as part of the educational process.  Cognitive skills in 3 R’s (reading, writing, and arithmetic), once a predicable indicator of intellectual ability, are no longer deemed adequate for comprehensive assessment purposes.  The panelists indicated that there is a need to better relate the evolving educational theories to the marketing education process.  The incorporation of such theories may help marketing educators to maximize their contributions in the classroom setting and to produce the typed of students that contemporary corporations and organizations require. 

The implications of the Multiple Intelligence Theory (Nicholson-Nelson, 1998) in marketing education were presented.  It was noted that the traditional definition of intelligence is based on the student’s ability to respond successfully and apply knowledge appropriately in new environments and situations.  The philosophy of Multiple Intelligence Theory, however, notes that everyone possesses at least eight types of intelligence which operate in varying degrees.  Everyone is gifted in at least one type of intelligence.  The philosophy of Multiple Intelligence Theory indicates that eight types of intelligence exist which greatly affect the way students learn.  The challenge for marketing educators, therefore, is to develop curriculum that will focus on how each student learns best.  The eight intelligence types include:

· Verbal/Linguistic Intelligence

· Logical/Mathematical Intelligence

· Visual/Spatial Intelligence
· Musical/Rhythmic Intelligence

· Bodily/Kinesthetic Intelligence
· Interpersonal Intelligence
· Intrapersonal Intelligence 

· Naturalist Intelligence

Suggested Activity 7
Check this site for more information on Multiple Intelligence Theory:

Resources in Teaching Multiple Intelligences

http://www.harding.edu/~cbr/midemo/lin.html
The implications of the Multiple Intelligence Theory for marketing education are immense.  This theory infers that every class contains students holding different intelligences and learning styles.  Given that effective teaching is mixture of art and science, it is important to devise learning experiences that are both motivating and challenging.  Academic achievement improves dramatically when teaching methods and assessment address ALL intelligences and learning styles.  

So what can a marketing educator do?  The panelists identified a variety of teaching and assessment strategies that aim to best meet the learning strengths of students which include:


Teaching:

· Make use of multimedia tools
· Encourage ACTIVE learning strategies
· Use interactive teaching/learning approaches
· Continually mix teaching/learning strategies
Assessment:

· Take an early assessment of multiple intelligences and learning styles
· Use a variety of assessment methods to measure student success (not just written, standardized tests)
References on Multiple Intelligences

Books:


 Bishop, Joyce. (1998).  Keys to Success. Prentice-Hall Publishers.



jbishop@gwc.ccd.edu
Multiple Intelligence Approaches to Assessment. (1999). Zephyr.

Gardner, Howard.  (1993).  Multiple Intelligences: The Theory in Practice.

Basic Books, New York, New York.

Levine,  Mel D.  (2002).  A Mind at a Time.   Simon& Schuster Publishers.


New York, New York

Videos:


Levine, M.D.  (2002), “How Children Learn—And Why Some Don’t,”

“How Children Learn and Why Some Don’t,” March 27, 2002, The Oprah Show, 


www.oprah.com
Levine, M.D.  (2002). “Misunderstood Minds,”March 27, 2002, Public

 Broadcasting System, www.shoppbs.com
The State of California has defined the following Core Indicators that instructors in the community college are supposed to achieve.


Suggested Activity 8

Check these resources:

Vocational and Technical Education Act (VTEA)

Core Indicator Performance

http://www.rsccd.org/research/pdf/VTEA%20Core%20Indicators%202001-02.pdf
Core Indicator Reports

http://webdata2.cccco.edu/VTEA_RPTS.htm
What could you do or provide to help your college meet the 


standards as set by the State?
Another important area that needs to be addressed by business and computer educators is SCANS.  Most state-sponsored projects, such as writing these papers, requires that we educate instructors about this very important area of education.

Suggested Activity 9

What do Business and Computer Educators need to know about SCANS, 

and how do you teach to these competencies?

The Goals 2000 SCANS Competencies

http://www.tier.net/schools/tcenters/scans.htm
http://www.scans.jhu.edu/NS/HTML/SkillsDet.htm
The Secretary’s Commission on Achieving Necessary Skills (SCANS) goals of providing authentic and relevant materials for learners and developing decision-making, problem-solving, and critical-thinking skills are very applicable to the office administrative management curriculum.  Reflect on the importance of helping students to develop these “soft” skills as they prepare for success in today’s workforce. 
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