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Teacher Certification Requirements

Requirement for State Certification (Proposed)

Adopt & 507.06 to read as follows:

Ed 507.06 Teacher of Marketing Education.
(a) An individual shall have the following entry level requirements to be certified as a teacher of marketing education:

(1) Have completed a bachelor's degree or higher educational program approved by the state board of education in marketing education; or

(2) Have acquired the competencies, skills and knowledge as itemized in (e) below through experience in comparable positions, as specified in Ed 505.03, alternative 3: demonstrated competencies and equivalent experiences.

(b) In addition to the entry-level requirements in (a) above, an individual shall meet the qualifications for certification as a teacher of career and technical education as provided in Ed 507.02.

(c) The application procedures for a candidate with the entry level requirements specified in (a)(1) above shall be as follows:

(1) The candidate may obtain the necessary forms and information from the Bureau of Credentialing;

(2) The candidate shall file the following materials with the Bureau of Credentialing:

a. Completed application forms;

b. Previous work record;

c. Education record; and

d. A minimum of 3 but no more than 5 confidential references from persons attesting to the candidate's proficiencies in the area of marketing education; and

(3) Upon receipt and review of the materials described in (2) above attesting to the candidate's successful completion of the requirements for certification, the candidate shall receive initial certification as a teacher of marketing education from the Bureau of Credentialing.

(d) The application procedures for a candidate seeking to qualify under (a) (2) above under Ed 505.03 shall be as follows:

(1) The candidate may obtain the necessary forms and information from the Bureau of Credentialing;

(2) The candidate shall file the following materials with the Bureau of Credentialing:

a. Completed application forms;

b. Previous work record;

c. Education record; and

d. A minimum of 3 but no more than 5 confidential references from persons attesting to the candidate's proficiencies in the area of marketing education;

(3) The candidate shall be reviewed by a board of examiners comprised of 3 persons appointed by the Bureau of Credentialing;

(4) The board of examiners appointed under (3) above shall make its recommendation based on one or more of the following:

1. Materials submitted under (2) above;

2. Results of written examinations;

3. On‑site observations; and

4. Personal interviews by the Bureau of Credentialing; and

(5) Upon recommendation for certification by the board of examiners under (4) above, the candidate shall receive initial certification as a teacher of marketing education from the Bureau of Credentialing.

(e) Qualifications for teachers of marketing education shall include the following skills, competencies, and knowledge:

Standard (1) Ability to teach leadership skills and organization, and to manage and implement an effective co‑curricular student organization that is an integral part of instruction;

Standard (2) Ability to plan, develop, and operate a marketing school or community based enterprise;

Standard (3) Ability to work with colleagues, the community, business/industry, and postsecondary institutions to extend learning opportunities available to students;

Standard (4) Competency in public relations skills;

Standard (5) Knowledge of economic theories and systems;

Standard (6) Ability to enhance knowledge and skills in marketing through professional development activities to be a lifelong learner; and

Standard (7) Ability to teach concepts in advertising, finances, marketing information management, pricing, product or service management, promotion, and selling.

Mission Statements

Marketing Mission Statement

To develop competent workers in and for the major occupational areas within marketing, to assist in the improvement of marketing techniques and to build understandings of the wide range of social and economic responsibilities that accompany the right to engage in marketing in a free enterprise system and in a global economy.

DECA Mission Statement

The mission of DECA is to enhance the co-curricular education of students with interest in marketing, management, and entrepreneurship.

DECA helps students develop skills and competence for marketing careers, build self-esteem, experience leadership and practice community service.

DECA is committed to the advocacy of marketing education and the growth of business and education partnerships.

Introduction
MARKETING EDUCATION

Introduction:

The American Marketing Association defines marketing as 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 objectives.

Marketing principles and techniques encompass such diverse activities as product service managing, distributing, advertising, marketing‑information managing, pricing, purchasing, selling, promoting, financing, business management, and entrepreneurship. The function of marketing occurs in all industries and businesses of all types and sizes.

Marketing is therefore, a multi‑faceted business function where emphasis is placed on the development of competence in marketing functions and foundations, economic foundations, and human resource foundations. The application of skills in reading, writing, mathematics, communication, problem solving, and critical thinking are also essential skills. Combined with these areas is the knowledge and use of technology which is essential if one is to succeed in the workplace.

In this 21st century individuals face a competitive environment that demands resourceful, inventive solutions to new problems and new opportunities. Students must be prepared to demonstrate and apply a skill that understands the demands and needs of others, be a team player, be able to adapt to the ever-changing workplace and be able to strategize, and approaches to decision-making are rational and proactive.

The Mission of Marketing Education is to enable students to and apply marketing, management, and entrepreneurial principals; to make rational economic decisions; and to exhibit social responsibility in a global economy. The New Hampshire Marketing Education Guideline provides an organizational system for instruction. The Marketing Education Curriculum should:

· Integrate academics and technology.
· Promote critical thinking, decision making, and teamwork.
· Include functions of marking supported by its foundation.
· Enable students to apply marketing principles and techniques in domestic and international businesses.

· Enable students to obtain a broad understanding of marketing concepts and skills in order to transfer these skills between and among industries.

· Foster an understanding and appreciation of business ethics.

· Enable students to efficiently utilize technological resources.

· Develop articulation with universities and colleges.

· Meet the needs of all students. 

· Enable students to utilize all aspects of communication and demonstrate the interpersonal skills to effectively interact with others in all business environments. 

· Foster a realistic understanding of work.

· Develop personal and professional leadership skills through participation in co‑curricular activities of DECA, a career technical student organization. 

· Demonstrate business and marketing skills in an actual school business.

· Enable students to understand the value of the “customer” and develop the skills necessary for successful customer service satisfaction.

The New Hampshire Employment Projections (by Industry and Occupations, 1998‑2008) in the area of Marketing and Sales Occupations, indicates that New Hampshire employment opportunities will increase by 15.8 percent. New Hampshire's growth within this industry will surpass the national projected growth. This growth could bring 13,614 new jobs to the State of New Hampshire.

The Marketing Education Resource Center in conducting an industry needs study to meet the potential demand for an educated labor pool, developed a Curriculum Planning Guide identifying five levels for curriculum planning:

1. Entry-Level (prerequisite) is focused on the development of employability and job‑survival skills and concepts.

2. Career Sustaining level involves performing more complex duties, having a foundational understanding of marketing principles and experience in making routine business decisions.

3. Marketing Specialist level involves having a solid understanding and skill development in all marketing functions including the ability to make complex business decisions and exhibit leadership skills.

4. Marketing Supervisor level involves mastery of the specialist skills plus planning, coordinating, and supervising staff.

5. Manager/Entrepreneur level involves exhibiting strategic decision-making skills in owning or managing a department within an organization. Individuals at this level are fully responsible for the success or failure of a unit within an organization or a small-business enterprise. To perform in this role, a comprehensive understanding of marketing and management competencies is required.

These levels represent a continuum of instruction that could lead to an articulation between high school and postsecondary marketing courses.

New Hampshire Frameworks Guide 

New Hampshire Frameworks Guide – Marketing Education Key

· New Hampshire Frameworks and All Aspects of Industry associated with the comprehensive standards apply to all achievement indicators within each standard.  

· Frameworks and All Aspects of Industry that relate only to a specific achievement indicator are noted by the individual indicator.
The following key identifies and describes the alignment of the standard to the Academic Frameworks and All Aspects of Industry.

New Hampshire Frameworks

Science Standards

1 Science As Inquiry

2 Science, Technology, and Society

3 Life Science

4 Earth/Space Science

5 Physical Science

6 Unifying Theme and Concepts

Math Standards

1 Problem Solving and Reasoning

2 Communication and Connections

3 Numbers, Numeration, Operations, and Number Theory

4 Geometry, Measurement, and Trigonometry

5 Data Analysis, Statistics, and Probability

6 Functions, Relations, and Algebra

7 Mathematics of Change

8 Discrete Mathematics

English Standards

1 Reading

2 Writing

3 Speaking, Listening, and Viewing

4 Literature

5 English Language Uses

New Hampshire Frameworks Guide – Marketing Education Key (cont.)

Social Studies Standards

1 Civics and Government

2 Economics

3 Geography

4 History

History Standards

5 Civics and Government

6 Economics

7 Geography

8 History

Art Standards

1 Dance 

2 Music

3 Theatre

4 Visual Arts

a. Apply appropriate media, techniques, and processes

b. Identify and apply the elements of visual art and principles of design

c. Select and apply a range of subject matter, symbols, and ideas

d. Analyze the visual arts in relation to history and culture

e. Analyze, interpret and evaluate their own and others’ artwork

f. Connect visual arts, other disciplines, and daily life

g. Identify careers associated with this field

Career Development Standards

1 Interactive languages and communication

2 Computational skills

3 Active role in learning

4 Characteristics/behaviors for success

5 Working cooperatively/collaboratively with others

6 Skills and attitudes for successful transition from school to work and adult life

7 Relating individual qualities, education/training, and work

Statement of Standards
MARKETING EDUCATION

Statement of Standards for the Foundations of Marketing Education

The following foundations are fundamental to a solid awareness of the economic environment in which businesses operate. The developing Marketing student will display an awareness of these foundations in order to apply specific Marketing concepts to business decisions and activities. These foundations also supply Marketing students with the tools required to evaluate business activities and become responsible economic citizens regardless of their career selection. Mastery of these foundations ensures that students will see the relevance of content-specific Marketing concepts, and, as such, can be considered prerequisite and inclusive to the study of Marketing.

ECONOMICS

Students will learn the market fundamentals of price determination, supply and demand, the interaction of the capital, labor and consumer markets, and the role of government in the marketplace. Since all business activity is affected by economic conditions, students will demonstrate their understanding of economic trends and indicators as they would apply to marketing decisions. Students will also learn the implications of the business cycle relative to economic health and what marketing opportunities or cautions exist relative to the specific cycle.

BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

The existence of businesses as entities established to deliver profit to the owners will be learned here especially as these entities relate to financial risk, regulation, and organization in a market economy. The role of management within the business organization will be developed with emphasis upon the task of motivating employees and planning for future business activities Students will learn the role of profits and business expansion, economies of scale, productivity increases though the use of technology, and the importance of business efficiencies in a competitive marketplace.

PROFESSIONAL DEVELOPMENT

Crucial to the development of an effective future employee, students will learn the basics of self-knowledge and the tools of self-development in order to choose a satisfying and productive vocation. Students will review careers and the skills and interests that are engaged for each career area. Emphasis will also be on learning the job seeking skills required to pursue a job in a chosen field and job keeping skills including employer/employee relations and continuing skill development as an employee.

COMMUNICATION AND JOB SEEKING SKILLS

As a follow-up to professional development, students will learn the importance of effective communication when dealing with customers, employees, and supervisors. Students will evaluate communications fundamentals and apply these fundamentals to the importance of group/team relationships, conflict resolution, and professionalism in the workplace.

MARKETING EDUCATION (cont.)

Statement of Standards for the Functions of Marketing Education

The functions of Marketing Education refer to the concepts and disciplines of marketing as it applies to business activity and the vital role marketing plays in the success of business in a free enterprise economy. As a vastly encompassing endeavor, marketing includes all of the activities that occur from product production to consumption. The knowledge and coordination of all these activities requires the student to be versed in each one and understand the implications of each one as it may apply to another and the entire marketing effort.

PRODUCT/SERVICE MANAGEMENT

Central to the production function of any business, students must know the relative maturity of the product/service being considered as well as its position relative to the competition. Students will demonstrate their understanding of product planning as it relates to profitability, distribution, life cycle, and strategies to maintain sales and its relation to other products within the business' product portfolio. Students will also identify sources of product ideas, services necessary to support the product offering, and future plans for adjusting the product offering as it may relate to innovations or new product introductions.

FINANCING

As the lifeblood of business, students will recognize the importance of raising capital as it relates to financial decisions as well as the ongoing importance of funding business activities. Students will identify prudent accounting basics and be able to explain the concepts of net worth and business valuation including the concept of brand equity, goodwill, and the importance of retained earnings. Students will also be able to explain the strategies behind the financing of consumer purchases, bulk purchasing, and time valuation in relation to vendor purchases.

MARKETING INFORMATION MANAGEMENT

Students will demonstrate the importance of research as it relates to business success in a highly competitive market. They will demonstrate a variety of the types of information available, how to gather it, and how to interpret it in a usable fashion. They will then explain how to use this information for the purposes of marketing, planning, and risk management.

PRICING

Students will be able to explain the need for profits and how the pricing function is directly related to return-on-investment. They will understand the concept of perceived value, mark-up, and price reductions as they relate to product planning (life cycle), positioning, and the marketplace. Students will also demonstrate an understanding of how price helps determine what is produced and how a business uses price leadership to build success or failure in the marketplace.

DISTRIBUTION

In a convenience oriented market, students will demonstrate their understanding of packaging and portioning to the distribution process as well as their knowledge of relative costs in the distribution process. Using the concept of perceived value, they will identify the three basic distribution strategies and identify which products fit each strategy. They will also identify the concepts of inventory management, transportation costs, and the operations of order fulfillment.

PROMOTION

Probably the most visible of marketing activities, students will be able to discern the differences between advertising, publicity, and sales promotion as well as the strategic elements of an overall promotional plan. Students will identify the strategies of reaching target markets through the use of media, the value of positive PR, and the importance of sales promotion to support advertising expenditures. Students will demonstrate the value of advertising and promotional efforts in relation to brand equity, consumer awareness, and the support of premium prices.

SELLING

Personal Selling, as a unique part of promotional efforts, will be explained by students as an effort to communicate the benefits of a product/service to the potential customer on a person to person basis. Students will be able to explain the importance of product knowledge and its use in a need benefit analysis when determining customer needs. Presentation and questioning/answering techniques will be explained by students as a means to build customer interest, confidence, and conviction in the purchase of a product as well as the importance of suggestion selling to promote customer satisfaction.

Competency Program Profile

Career Technical Education

High Performance / Employability Skills

COMPETENCY PROGRAM PROFILE CAREER TECHNICAL EDUCATION
HIGH PERFORMANCE / EMPLOYABILITY SKILLS

PROGRAM:
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STUDENT:











	CORE COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	Decision-Making and Problem Solving
	
	
	

	Self-Management
	
	
	

	Communication Skills
	
	
	

	Ability to Work with Others
	
	
	

	Information Use

Research, Analysis, Technology
	
	
	

	Safety
	
	
	

	Career Development
	
	
	


	CORE COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	1. Decision-Making and Problem Solving
	
	
	

	1.1
	
	
	

	•
Outline issues involved in situation, problem, or challenge

•
Determine, collect and organize information needed to formulate a solution

•
Identify solution options available

•
Develop and test strategies or options that might work
	
	
	

	1.2

•
Provide examples of the strategies or options tested or tried

•
Compare and analyze pros and cons of identified strategies or options

•
Through teamwork, arrive at a decision or determine a solution that is well suited to the task
	
	
	

	1.3

•
Independently arrive at a decision or determine a solution that is well suited to the task

•
Communicate, in a clear format how the solution was formed

•
Justify or describe how and why a particular solution option was chosen
	
	
	

	CORE COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	2. Self-Management
	
	
	

	2.1

•
Adhere to regulations in school, classroom, and everyday settings

•
Build trust by being consistent, dependable, and verbally positive with others

•
Ask questions and listen to others

•
Keep track of assignments and/or responsibilities

•
Have work done on time
	
	
	


	2.2

•
Follow through on commitments

•
Respond positively to constructive feedback

•
Show respect for others and their points of view
	
	
	

	2.3

•
Set individual goals and document progress toward achieving those goals

•
Take initiative to pursue learning

•
Adapt as necessary to create a positive outcome for self and others

•
Advocate appropriately for him/her self
	
	
	

	CORE COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	3. Communication Skills
	
	
	

	3.1
	
	
	

	•
Develop a topic

•
Include details to support a main point

•
Use appropriate grammar and sentence structure

•
Organize writing and/or presentation materials

•
Use constructive feedback to improve skill

•
Participate in discussion and conversation by listening, entering in, taking turns, responding to

others remarks, asking questions, summarizing, and closing, as appropriate to the given context
	
	
	

	3.2

•
Use varied vocabulary for clarity and effectiveness

•
Support his/her ideas in a public forum using the appropriate visual/audio aides
	
	
	

	3.3

•
Select and use the appropriate media and method(s) to communicate the subject effectively

•
Adapt writing, speaking, and/or visual representations effectively to a particular audience

•
Act on or respond appropriately to verbal and non-verbal cues from the audience
	
	
	


	CORE COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	4. Ability to Work with Others
	
	
	

	4.1

•
Demonstrate knowledge of individual strengths he/she brings to a group

•
Demonstrate knowledge of and respect for cultural and individual differences

•
Demonstrate beginning skills in conflict management by outlining the issues involved and others points of view
	
	
	

	4.2

•
Demonstrate knowledge of the possible roles and responsibilities that individuals assume while working with others

•
Demonstrate knowledge of group skills: listening, brainstorming, clarifying information, showing initiative, acknowledging contributions, defining group tasks, and responding positively to constructive feedback

•
Demonstrate increasing skills in conflict management by brainstorming a variety of solutions and their possible outcomes
	
	
	

	4.3

•
Apply his/her individual strengths to enhance a group's performance

•
Assume responsibilities within a group

•
Demonstrate the use of group skills in a way that enhances a group's performance

•
Demonstrate skills in conflict management by describing, justifying, and applying a resolution process, and reflecting on the outcome
	
	
	

	CORE COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	5. Information Use

    Research. Analysis. Technology
	
	
	

	5.1

•
Show use of a plan for gathering information

•
Gather information from a variety of sources, using a variety of technologies

•
Use sources that are current and appropriate to the topic

•
Evaluate sources for correct and trustworthy information

•
Document sources of information appropriately
	
	
	


	5.2

•
Use a filing organization system for information, such as notebook, disk, etc.

•
Justify the use of a particular organizational system for a particular product
	
	
	

	5.3

•
Develop a topic from thesis statement to conclusion

•
Develop a clear and useful outline

•
Use the appropriate amount and type of evidence to support thesis

•
Demonstrate knowledge of the relationship between thesis, supporting evidence, and conclusion

•
Effectively present a thesis supporting evidence and conclusion, using writing, speaking/discussing, and audio/visual aides

•
Target presentation to the audience
	
	
	

	TECHNICAL COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	Safety
	
	
	

	•
Demonstrates knowledge of safety and sanitation practices and procedures

•
Identifies and reports hazardous conditions and safe working procedures

•
Uses personal protective equipment and clothing
	
	
	

	Career Development
	
	
	

	•
Make appropriate choices in pursuit of post-secondary education or training and/or direct entry into the world of work

•
Demonstrate self-awareness as it relates to personal development and will complete a career  plan relating to career choices using a variety of sources

•
Plan an experiential senior experience to review and evaluate a variety of career choices
	
	
	

	•
Demonstrates knowledge of safety and sanitation practices and procedures

•
Identifies and reports hazardous conditions and safe working procedures

•
Uses personal protective equipment and clothing
	
	
	


	TECHNICAL COMPETENCY
	Not Yet

Proficient
	Proficient
	Surpasses

Proficiency

	Safety
	
	
	

	
	
	
	

	Career Development
	
	
	

	
	
	
	


COMPETENCY PROGRAM PROFILE

FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services
COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services
Program Name: Marketing

	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry

(AAI)
	NH Curriculum

Frameworks

Science (S)

Math (M)

English (E)

Social Studies (SS)

Art (A)

Career Development

(CD)
	Competency Skill Level

Rating:

0 = no exposure​

1 = not yet proficient: able to

perform indicator(s) additional

supervision/training required

2 = proficient: able to perform

indicator(s) requires minimal

supervision/training

3 = surpasses proficiency: able

to perform indicator(s) without

supervision/training

	
	
	1- Planning

2- Management

3- Finances

4- Technical-Production Skills

5- Principles of Technology

6- Labor Issues

7- Community Issues

8- Health, Safety, Environment

9- Personal Work Habits
	
	

	
	
	AAI Summary
	Standards

Summary
	

	1. FOUNDATIONS:

Business, Management,

and Entrepreneurship
	Understand fundamental Business, Management, and

Entrepreneurial concepts that affect business decision

making
	1, 2, 3, 4, 5, 6, 7, 8, 9
	CD:   1, 2

E:      1, 3, 5

SS:    1, 2

S:       2
	

	1.1 Business Fundamentals
	1.1.1 Compare and contrast the types of business ownership

1.1.2 Explain the legal and capital requirements of each type

of business organization
	1, 2, 3, 4, 5, 6, 7, 8, 9
	MA: 1, 8
	

	1.2 Business Regulation
	1.2.1 Explain the role of legal issues and regulations in e-

commerce, the workplace, and internationally
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	

	1.3 Business Risks
	1.3.1 Identify and explain types of risks and methods of

preventing them
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	

	1.4 Leading (Leadership)
	1.4.1 Identify, explain, and demonstrate the role of leadership

of a business or organization in its community and

internationally

1.4.2 Explain the importance of motivating employees
	1, 2, 3, 4, 5, 6, 7, 8, 9
	SS: 3, 4
	

	1.5 Organizing
	1.5.1 Explain the planning process and develop an

organizational plan as it pertains to various business

situations
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	

	1.6 Staffing
	1.6.1 Describe human resource needs and construct an

organization chart for a business
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	

	1.7 Technological Tools
	1.7.1 Identify and demonstrate the technology tools in

marketing and e-commerce activities
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	


COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services
	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of Industry

(AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:

	1.8 Controlling
	1. 8.1 Explain the nature of costs and cash flow patterns
	1, 2, 3, 4, 5, 6, 7, 8, 9
	MA: 1, 8
	

	1.9 Planning
	1. 9.1 Explain the nature of business plans and develop a 
            business plan.
	1, 2, 3, 4, 5, 6, 7, 8, 9
	MA: 1, 8
	

	1.10. Safety
	1.10.1 Follow and maintain safety precautions and procedures
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	

	2. Communication and Interpersonal Skills
	Understand concepts, strategies, and systems needed to

interact effectively with others
	2, 4, 5, 9
	CD:  5, 6, 3, 4, 7

E:     1, 3, 5

SS:   1, 2

S:      2
	

	2.1 Information
	2.1.1 Use communication technology systems
(e-mail, voicemail, cell phones, etc.)
2.1.2 Describe ethical considerations in providing information
	2, 4, 5, 9
	
	

	3. Economics
	Understand the economic principles and concepts

fundamental to marketing
	1, 2, 3, 4, 6, 7
	E:    1, 3, 5

SS:  1, 2

S:     2
	

	3.1 Cost/Profit Relationships
	3.1.1 Identify the importance of productivity/selling and its

impact on government and organized labor as they relate

to the economy
	1, 2, 3, 4, 6, 7
	SS:  3, 4
	

	3.2 Indicators/Trends
	3.2.1 Define Gross Domestic Product, Inflation, Consumer

Price Index and Consumer confidence

3.2.2 Identify marketing opportunities for each of the Four

Business Cycles
	1, 2, 3, 7
	M:  1, 8
	

	3.3 Economic Systems
	3.3.1 Explain the types of economic systems and the

relationship between government and business of each

3.3.2 Explain the importance of price and non-price

competition and profit as it relates to the marketplace
	1, 2, 3, 7
	SS:  3, 4

M:   1, 8
SS:  3, 4
	

	3.4 International Concepts
	3.4.1 Explain the nature of international trade and the impact

of cultural and social environments in a global

marketplace
	1, 2, 6, 7
	SS:  3, 4
	

	4. Professional

    Development
	Understands concepts and strategies needed for career

exploration, development and growth
	1, 4, 5, 6, 9
	E:    1, 3, 5

SS:  1, 2

S:     2
	


COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services

	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of Industry

(AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:

	4.1 Self /Career Growth
	4.1.1 Analyze employer expectations in the business field.

4.1.2 Identify career opportunities in business and marketing.

4.1.3 Utilize resources, networking strategies, and contacts that
         contribute to professional development.
	1, 4, 5, 6, 9
	
	

	5. Functions: Distribution
	Understands the concepts and processes needed to move,

store, locate, and/or transfer ownership of goods and services.
	1, 2, 3, 4, 5, 6, 8
	E:   1, 3, 5

SS: 1, 2, 3, 4,

S:    2
	

	5.1 Management of Distribution
	5.1.1 Explain the strategies of and how they relate to product

planning, packaging, and price (added value) both in the

traditional and e-commerce environments
	1, 8
	
	

	5.2 Nature and Scope
	5.2.1 Identify the different channels of distribution and what

products/services are appropriate for each
	1, 2, 4
	
	

	5.3 Order Fulfillment
	5.3.1 Explain the relationships among customer service,

product availability, and distribution
	1, 2, 4
	
	

	5.4 Warehouse/Stock
          Handling
	5.4.1 Explain and demonstrate shipping/receiving and

warehousing process

5.4.2 Explain the financial implications of inventory

management and computerized inventory control (FOB,

Discount, ROG).
	1, 3, 4
	M:   1, 3, 8

M:    1, 8
	


COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services
	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of Industry

(AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:

	6. Financing
	Understand the financial concepts used in making business

decisions
	1, 2, 3, 4, 5, 7
	MA:  1, 8
E:       1, 3, 5

SS:     1, 2, S: 2
	

	6.1 Nature and Scope
	6.1.1 Explain the importance of raising capital and identify the

 importance and sources of funding for business success

6.1.2 Demonstrate the basis of accounting and an

 understanding of net worth and business valuation

 including the concept of brand equity, goodwill and

 retained earnings
	1, 2, 3, 4, 5, 7
	
	

	6.2 Extending Credit
	6.2.1 Identify the strategies for extending consumer credit,

 layaway purchases, and credit/debit card acceptance

6.2.2 Explain the importance of vendor relationships as they

 relate to: bulk purchases, time valuation, and negotiation

 of terms
	1,2, 3, 4, 5, 7
	
	

	6.3 Obtaining Business

          Credit
	6.3.1 Explain the importance of prudent accounting and

 financial behavior as it relates to credit and raising

 capital
	1, 2, 3, 4, 5, 7
	
	

	7. Marketing-Information

    Management
	Understand the concepts, systems, and tools needed to

gather, access, synthesize, evaluate, and disseminate

information for use in making business decisions
	1, 2, 3, 4, 5, 6, 7, 8, 9
	E:    1, 3, 5

SS:  1, 2

S:     1, 2
	

	7.1 Research
	7.1.1 Explain, develop, and prepare, information to assist on

recommendations based on research results.
	1, 2, 3, 4, 5, 6, 7, 8, 9
	
	


COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services
	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of Industry

(AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:

	8. Pricing
	Understand concepts and strategies utilized in

determining and adjusting prices to maximize return and

meet customers’ perceptions of value
	1, 2, 3
	M:    1, 8
E:     1, 3, 5

SS:   1, 2

S:      2
	

	8.1 Nature and Scope
	8.1.1 Explain the need for profits and how pricing is directly

related to return on investment

8.1.2 Explain the importance of perceived value as it relates

to: Price, Product Life Cycle, and Position
	1, 2, 3
	
	

	8.2 Price Determination
	8.2.1 Explain pricing strategies and provide examples of how

business may use pricing for: Penetration, Prestige, and

(Market Share) Leadership
	1, 2, 3
	
	

	9. Product/Service Management
	Understand the concepts and processes needed to obtain,

develop, maintain, and improve a product or service mix

in response to market opportunities
	1, 2, 3, 4, 5, 7, 8
	E:      1, 3, 5

SS:    1, 2

S:      2
	

	9.1 Nature and Scope
	9.1.1 Explain the product development process and the

impact of the product life cycle on packaging and

position within the product portfolio
	1, 2, 3, 4, 5, 7, 8
	
	

	9.2 Positioning
	9.2.1 Describe how customer perceptions may be affected by

packaging, branding, and image management
	1, 2, 3, 4, 5, 7, 8
	A: 4
	

	9.3 Product Mix
	9.3.1 Explain the strategy of products that compliment,

contrast and extend features relative to other products

within a business product portfolio
	1, 2, 3, 4, 5, 7, 8
	
	

	9.4 Quality Assurance
	9.4.1 Explain the use of standards, testing, and customer

feedback for ongoing product quality maintenance

9.4.2 Explain use of warranties and guarantees as they relate

to real and perceived quality
	
	
	


COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services

	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of Industry

(AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:

	10. Promotion
	Understand the concepts and strategies needed to

communicate information about products, services,

images, and/or ideas to achieve a desired outcome
	1,
	2, 3,
	4,
	5,
	7
	E: 
	1, 3, 5
	

	
	
	
	
	
	
	
	SS:        1, 2

S:          2

A:         4
	

	10.1 Nature and Scope
	10.1.1 Explain the difference between advertising, publicity,

and sales promotion

10.1.2 Identify strategies of reaching target markets through

the use of media and promotional activities and its link to ROI
	1,
	2, 3,
	4,
	5,
	7
	M: 1, 8
	
	

	10.2 Advertising
	10.2.1 Describe the strategies of different advertising

techniques and the importance of the media mix in an

advertising campaign

10.2.2 Prepare print advertisements
	1,
	2, 3,
	4,
	5,
	7
	M: 1, 8
	
	

	10.3 Management

            Promotion
	10.3.1 Identify the elements of a promotional plan
	1,
	2, 3,
	4,
	5,
	7
	M: 1, 8
	
	

	10.4 Publicity/Public

            Relations
	10.4.1 Develop and submit publicity and describe the impact

of both positive and negative public relations
	1,
	2, 3,
	4,
	5,
	7
	
	
	

	10.5 Sales Promotion
	10.5.1 Develop a sales promotion plan including personal

selling that is related to an advertising campaign
	1,
	2, 3,
	4,
	5,
	7
	M: 1, 8
	
	

	11. Selling
	Understand the concepts and actions needed to determine

client needs and wants and respond through planned,

personalized communication that influences purchase

decisions and enhances future business opportunities
	1,
	3, 4,
	5,
	7,
	9
	E: 
	1, 3, 5
	

	
	
	
	
	
	
	
	SS:        1, 2

S:           2
	

	11.1 Nature and Scope
	11.1.1 Explain the selling function and the importance of

customer relationships
	1,
	3, 4,
	5,
	7,
	9
	
	
	

	11.2 Product Knowledge
	11.2.1 Explain the importance of product knowledge and

sources for product information
	1,
	3, 4,
	5,
	7,
	9
	
	
	

	11.3 Process / Techniques
	11.3.1 Sell a product using all the steps in the selling process
	1,
	3, 4,
	5,
	7,
	9
	
	
	

	11.4 Support Activities
	11.4.1 Calculate miscellaneous charges and process sales

documentation
	1,
	3, 4,
	5,
	7,
	9
	M: 1, 8
	
	


COMPETENCY PROGRAM PROFILE
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Marketing, Sales, and Services: e-marketing

COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services: e-marketing
	Strands

Technical Core Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry

(AAI)

1- Planning

2- Management

3- Finances

4- Technical-Production

    Skills

5- Principles of Technology

6- Labor Issues

7-Community Issues

8- Health, Safety,

    Environment

9- Personal Work Habits


	NH Curriculum

Frameworks

Science (S)

Math (M)

English (E)

Social Studies (SS)

Art (A)

Career Development (CD)
	Competency Skill Level

Rating:

0 = no exposure​

1 = not yet proficient: able to perform indicator(s) additional supervision/training required

2 = proficient: able to perform

indicator(s) requires minimal

supervision/training

3 = surpasses proficiency: able to perform indicator(s) without supervision/training

	
	
	AAI Summary
	Standards Summary
	

	1. FOUNDATIONS:

Business, Management,

and Entrepreneurship
	Understand fundamental Business, Management, and

Entrepreneurial concepts that affect business decision

making
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	CD:   1, 2

E:      1, 3, 5

SS:    1, 2

S:       2
	

	1.1 Business Fundamentals
	1.1.1 Compare and contrast the types of business ownership

1.1.2 Explain the legal and capital requirements of each type

of business organization
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	MA:   1, 8
	

	1.2 Business Regulation
	1.2.1 Explain the role of legal issues and regulations in e-

commerce, the workplace, and internationally
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	
	

	1.3 Business Risks
	1.3.1 Identify and explain types of risks and methods of

preventing them
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	
	

	1.4 Leading (Leadership)
	1.4.1 Identify, explain, and demonstrate the role of leadership

of a business or organization in its community and

internationally

1.4.2 Explain the importance of motivating employees
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	SS:    3, 4
	

	1.5 Organizing
	1.5.1 Explain the planning process and develop an

organizational plan as it pertains to various business

situations
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	
	

	1.6 Staffing
	1.6.1 Describe human resource needs and construct an

organization chart for a business
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
	
	

	1.7 Technological Tools
	1.7.1 Identify and demonstrate the technology tools in

marketing and e-commerce activities
	1,
	2,
	3, 4,
	5, 6,
	7,
	8,
	9
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Marketing, Sales, and Services: e-marketing
	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry (AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:


	1.8 Controlling
	1. 8.1 Explain the nature of costs and cash flow patterns
	1, 2,
	3,
	4,
	5,
	6,
	7,
	8,
	9
	MA: 1, 8
	
	
	

	1.9 Planning
	1. 9.1 Explain the nature of business plans and develop a

business plan
	1, 2,
	3,
	4,
	5,
	6,
	7,
	8,
	9
	MA: 1, 8
	
	
	

	1.10 Safety
	1.10.1 Follow and maintain safety precautions and procedures
	1, 2,
	3,
	4,
	5,
	6,
	7,
	8,
	9
	
	
	
	

	2. Communication and

Interpersonal Skills
	Understand concepts, strategies, and systems needed to

interact effectively with others and online
	2, 4,
	5,
	9
	
	
	
	
	
	CD: 5, 6,

E: 1, 3, 5

SS: 1, 2

S: 2
	3,
	4, 7
	

	2.1 Information
	2.1.1 Use communication technology systems

(e-mail, voice mail, cell phones, etc)

2.1.2 Describe ethical considerations in on-line

communications
	2, 4,
	5,
	9
	
	
	
	
	
	
	
	
	

	3. Economics
	Understand the economic principles and concepts
	1, 2,
	3,
	4, 6,
	7
	
	
	
	E: 1, 3, 5
	
	
	

	
	fundamental to marketing and e-commerce
	
	
	
	
	
	
	
	SS: 1, 2
	
	
	

	
	
	
	
	
	
	
	
	
	S: 2
	
	
	

	3.1 Cost/Profit
	3.1.1 Identify the importance of productivity/selling and its
	1, 2,
	3,
	4,
	6,
	7
	
	
	
	SS: 3, 4
	
	
	

	        Relationships
	impact on government and organized labor as they

relate to the economy

3.1.2. Explain the economic impact of e-commerce
	
	
	
	
	
	
	
	
	
	
	
	

	3.2 Indicators/Trends
	3.2.1 Define Gross Domestic Product, Inflation, Consumer
	1, 2,
	3,
	7
	
	
	
	
	
	M: 1, 8
	
	
	

	
	Price Index and Consumer confidence

3.2.2 Identify marketing opportunities for each of the four

business cycles
	
	
	
	
	
	
	
	
	
	
	
	

	3.3 Economic Systems
	3.3.1 Explain the types of economic systems and the
	1, 2,
	3,
	7
	
	
	
	
	
	SS: 3, 4
	
	
	

	
	relationship between government and business of each

3.3.2 Explain the importance of price and non-price
	
	
	
	
	
	
	
	
	M: 1, 8
	
	
	

	
	competition and profit as it relates to the marketplace
	
	
	
	
	
	
	
	
	SS: 3, 4
	
	
	

	3.4 International Concepts
	3.4.1 Explain the nature of international trade and the impact
	1, 2,
	6,
	7
	
	
	
	
	
	SS: 3, 4
	
	
	

	
	of cultural and social environments in a global

marketplace
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	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry (AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:


	4. Professional

       Development
	Understands concepts and strategies needed for career

exploration, development, and growth
	1, 4, 5, 6, 9
	E:    1, 3, 5

SS:   1, 2

S:      2
	

	4.1 Self /Career Growth
	4.1.1 Analyze employer expectations in the business fields

4.1.2 Identify career opportunities in business, marketing and

e-commerce

4.1.3 Utilize resources, networking strategies, and contacts

that contribute to professional development
	1, 4, 5, 6, 9
	
	

	5. Functions: Distribution
	Understands the concepts and processes needed to move,

store, locate, and/or transfer ownership of goods and

services
	1, 2, 3, 4, 5, 6, 8
	E:    1, 3, 5

SS:  1, 2, 3, 4,

S:     2
	

	5.1 Management of

          Distribution
	5.1.1 Explain the strategies of distribution and how they

relate to product planning, packaging, and price (added

value) both in the traditional and e-commerce

environments
	1, 8
	
	

	5.2 Nature and Scope
	5.2.1 Identify the different channels of distribution and what

products/services are appropriate for each
	1, 2, 4
	
	

	5.3 Order Fulfillment
	5.3.1 Explain the relationships among customer service,

product availability, and distribution
	1, 2, 4
	
	

	5.4 Warehouse/Stock

          Handling
	5.4.1 Explain and demonstrate shipping/receiving and

warehousing process

5.4.2 Explain the financial implications of inventory

management and computerized inventory control

(FOB, Discount, ROG)
	1, 3, 4
	M: 1, 3, 8

M: 1, 8
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	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry (AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:


	6. Financing
	Understand the financial concepts used in making

e-commerce decisions
	1, 2, 3, 4, 5, 7
	MA:   1, 8

E:         1, 3, 5

SS:       1, 2, S: 2
	

	6.1 Nature and Scope
	6.1.1 Explain the importance of raising capital and identify

the importance and sources of funding for business

success

6.1.2 Demonstrate the basis of accounting and an

understanding of net worth, business valuation

including the concept of brand equity, goodwill, and

retained earnings
	1, 2, 3, 4, 5, 7
	
	

	6.2 Extending Credit
	6.2.1 Identify strategies for electronic payment

6.2.2 Explain the importance of vendor relationships as they

relate to: bulk purchases, time valuation, and

negotiation of terms
	1,2, 3, 4, 5, 7
	
	

	6.3 Obtaining Business

          Credit
	6.3.1 Explain the importance of prudent accounting and

financial behavior as it relates to credit and raising

capital
	1, 2, 3, 4, 5, 7
	
	

	7. Marketing
    Information

    Management
	Understand the concepts, systems, and tools needed to

gather, access, synthesize, evaluate, and disseminate

information for use in making business decisions
	1, 2, 3, 4, 5, 6, 7, 8, 9
	E:     1, 3, 5

SS:   1, 2

S:      1, 2
	

	7.1 Research
	7.1.1 Explain, develop, and prepare information to assist on

recommendations based on research results
	1, 2, 3, 4, 5, 6, 7, 8, 9
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	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry (AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:


	8. Pricing
	Understand concepts and strategies utilized in

determining and adjusting prices to maximize return and

meet customers’ perceptions of value
	1, 2, 3
	M:     1, 8

E:        1, 3, 5

SS:      1, 2

S:         2
	

	8.1 Nature and Scope
	8.1.1 Explain the need for profits and how pricing is directly

related to return on investment

8.1.2 Explain the importance of perceived value as it relates

to: Price, Product Life Cycle, and Position

8.1.3 Describe Internet pricing models
	1, 2, 3
	
	

	8.2 Price Determination
	8.2.1 Explain pricing strategies and provide examples of how

business may use pricing for: Penetration, Prestige, and

(Market Share) Leadership

8.2.2 Describe the impact of the Internet on pricing decisions
	1, 2, 3
	
	

	9. Product/Service

    Management
	Understand the concepts and processes needed to obtain,

develop, maintain, and improve a product or service mix

in response to e-commerce opportunities
	1, 2, 3, 4, 5, 7, 8
	E:      1, 3, 5

SS:    1, 2

S:       2
	

	9.1 Nature and Scope
	9.1.1 Explain the product development process and the

impact of the product life cycle on packaging and

position within the product portfolio
	1, 2, 3, 4, 5, 7, 8
	
	

	9.2 Positioning
	9.2.1 Explain personalization strategies in e-commerce

activities

9.2.2 Explain and demonstrate how to optimize a businesses
web site placement with major search engines and

directories

9.2.3 Explain and demonstrate how to use the Internet to

build brand equity

9.2.4 Explain customer-service issues in e-commerce

9.2.5 Evaluate e-customer experience
	1, 2, 3, 4, 5, 7, 8
	A:       4
	

	9.3 Product Mix
	9.3.1 Explain the use of customization strategies in e-

commerce activities.
	1, 2, 3, 4, 5, 7, 8
	
	

	9.4 Quality Assurance
	9.4.1 Explain the use of standards, testing, and customer

feedback for ongoing product quality maintenance.

9.4.2 Maintain and update a web site
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	Strands

Technical Core

Competencies
	Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry (AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:


	10. Promotion
	Understand the concepts and strategies needed to

communicate information about products, services,

images, and/or ideas to achieve a desired outcome
	1,
	2,
	3, 4,
	5,
	7
	E:     1, 3, 5

SS:   1, 2

S:      2

A:     4
	

	10.1 Nature and Scope
	10.1.1 Explain the difference between advertising, publicity,

and sales promotion

10.1.2 Identify strategies of reaching target markets through

the use of media and promotional activities and their

link to ROI
	1,
	2,
	3, 4,
	5,
	7
	M:   1, 8
	

	10.2 Advertising
	10.2.1 Describe the strategies of different advertising

techniques and the importance of the media mix in an

advertising campaign

10.2.2 Prepare print advertisements

10.2.3 Execute targeted e-mails

10.2.4 Select strategies for online advertising
	1,
	2,
	3, 4,
	5,
	7
	M:    1, 8
	

	10.3 Management

            Promotion
	10.3.1 Identify the elements of a promotional plan and

incorporate e-commerce within the plan
	1,
	2,
	3, 4,
	5,
	7
	M:    1, 8
	

	10.4 Publicity/Public

            Relations
	10.4.1 Develop and submit publicity and describe the impact

of both positive and negative public relations

10.4.2 Create interactive public relations
	1,
	2,
	3, 4,
	5,
	7
	
	

	10.5 Sales Promotion
	10.5.1 Describe sales promotion techniques for e-commerce
	1,
	2,
	3, 4,
	5,
	7
	M:    1, 8
	


COMPETENCY PROGRAM PROFILE FOR CAREER TECHNICAL EDUCATION
Marketing, Sales, and Services: e-marketing
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Technical Core

Competencies
	 Comprehensive Standards

Achievement Indicators
	All Aspects of

Industry (AAI)
	NH Curriculum

Frameworks
	Competency Skill Level

Rating:


	11. Selling
	Understand the concepts and actions needed to determine

client needs and wants and respond through planned,

personalized, and electronic communication that

influences purchase decisions and enhances future

business opportunities
	1,
	3,
	4, 5,
	7,
	9
	E:    1, 3, 5

SS:  1, 2

S:     2
	

	11.1 Nature and Scope
	11.1.1 Explain the selling function and the importance of

customer relationships as they relate to Internet sales
	1,
	3,
	4, 5,
	7,
	9
	
	

	11.2 Product Knowledge
	11.2.1 Explain the importance of product knowledge and

sources for product information
	1,
	3,
	4, 5,
	7,
	9
	
	

	11.3 Process / Techniques
	11.3.1 Distinguish between online consumer and

organizational buying behavior

11.3.2 Develop a plan for online suggestion selling
	1,
	3,
	4, 5,
	7,
	9
	
	

	11.4 Support Activities
	11.4.1 Calculate miscellaneous charges and process sales

documentation

11.4.2 Evaluate online prospects
	1,
	3,
	4, 5,
	7,
	9
	M:   1, 8
	

	11.5 Management of

            selling activities
	11.5.1 Develop a plan for selling online

11.5.2 Train sales staff in the use of the Internet
	1,
	3,
	4, 5,
	7,
	9
	
	


Competency Program Profile for Career Technical Education

Marketing, Sales, and Services
 1      2     3    4
     
 Comprehensive Standards

                        1     2    3     4    Employability Skills
	(
	(
	(
	(
	Understand fundamental Business, Management, and Entrepreneurial concepts that affect business decision making
	(
	(
	(
	(
	Decision-making and problem solving

	(
	(
	(
	(
	Understand concepts, strategies, and systems needed to interact effectively with others
	(
	(
	(
	(
	Self-management

	(
	(
	(
	(
	Understand the economic principles and concepts fundamental to marketing
	(
	(
	(
	(
	Communication skills



	(
	(
	(
	(
	Understand concepts and strategies needed for career exploration, development, and growth
	(
	(
	(
	(
	Ability to work with others

	(
	(
	(
	(
	Understand the concepts and processes needed to move, store, locate, and/or transfer ownership of goods and services
	(
	(
	(
	(
	Information use: Research, Analysis, and Technology

	(
	(
	(
	(
	Understand the financial concepts used in making business decisions
	(
	(
	(
	(
	Safety



	(
	(
	(
	(
	Understand the concepts, systems, and tools needed to gather, access, synthesize, evaluate, and disseminate information for use in making business decisions
	(
	(
	(
	(
	Career Development

	(
	(
	(
	(
	Understand concepts and strategies utilized in determining and adjusting prices to maximize return and meet customers’ perceptions of value
	Competency Performance Skill Level Rating 

0 = No exposure

1 = Not Yet Proficient: able to perform indicator(s) additional supervision/training required

2 = Proficient: able to perform indicator(s) requires minimal supervision/training required

3 = Surpasses Proficiency:  able to perform indicators(s) without supervision/training



	(
	(
	(
	(
	Understand the concepts and processes needed to obtain, develop, maintain, and improve a product or service mix in response to market opportunities
	

	(
	(
	(
	(
	Understand the concepts and strategies needed to communicate information about products, services, images, and/or ideas to achieve a desired outcome
	

	(
	(
	(
	(
	Understand the concepts and actions needed to determine client needs and wants and respond through planned, personalized communication that influence purchase decisions and enhances future business opportunities
	


Days/Hrs Attended____________________Days/Hrs Absent________________________
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               Career Technical Director






          Instructor’s Signature
Competency Program Profile for Career Technical Education

Marketing, e-commerce

 0      1     2    3
     
 Comprehensive Standards

                        0     1     2     3   Employability Skills
	(
	(
	(
	(
	Understand fundamental Business, Management, and Entrepreneurial concepts that affect business decision making
	(
	(
	(
	(
	Decision-making and problem solving

	(
	(
	(
	(
	Understand concepts, strategies, and systems needed to interact effectively with others and online
	(
	(
	(
	(
	Self-management

	(
	(
	(
	(
	Understand the economic principles and concepts fundamental to marketing and e-commerce
	(
	(
	(
	(
	Communication skills



	(
	(
	(
	(
	Understand concepts and strategies needed for career exploration, development, and growth
	(
	(
	(
	(
	Ability to work with others

	(
	(
	(
	(
	Understand the concepts and processes needed to move, store, locate, and/or transfer ownership of goods and services
	(
	(
	(
	(
	Information use: Research, Analysis, and Technology

	(
	(
	(
	(
	Understand the financial concepts used in making e-commerce decisions
	(
	(
	(
	(
	Safety



	(
	(
	(
	(
	Understand the concepts, systems, and tools needed to gather, access, synthesize, evaluate, and disseminate information for use in making business decisions
	(
	(
	(
	(
	Career Development

	(
	(
	(
	(
	Understand concepts and strategies utilized in determining and adjusting prices to maximize return and meet customers’ perceptions of value
	Competency Performance Skill Level Rating 




 

0 = No exposure

1 = Not Yet Proficient: able to perform indicator(s) additional supervision/training required

2 = Proficient: able to perform indicator(s) requires minimal supervision/training required

3 = Surpasses Proficiency:  able to perform indicators(s) without supervision/training



	(
	(
	(
	(
	Understand the concepts and processes needed to obtain, develop, maintain, and improve a product or service mix in response to 

e-commerce opportunities
	

	(
	(
	(
	(
	Understand the concepts and strategies needed to communicate information about products, services, images, and/or ideas to achieve a desired outcome
	

	(
	(
	(
	(
	Understand the concepts and actions needed to determine client needs and wants and respond through planned, personalized, and electronic communication that influence purchase decisions and enhances future business opportunities
	


Days/Hrs Attended____________________Days/Hrs Absent________________________
________________________________________














          Student’s Signature

_________________________________________

________________________________________________

               Career Technical Director






          Instructor’s Signature
All Aspects of Industry

All ASPECTS OF THE INDUSTRY

“All aspects of the industry” means strong experience in, and comprehensive understanding of, the industry that the individual is preparing to enter.  Providing this instruction to students will lead them to a better understanding of what is involved in each aspect of an industry before entering the workforce.  The Perkins and School to Work Acts identify eight aspects; however, a ninth has been stressed by employers and is critical for success in the workplace.

	Planning:
	how an organization plans; type of ownership (private, public); relationship of the organization to economic, political, and social contexts.

	Management:
	structure and process for accomplishing the goals and operations of the organization effectively using staff, facilities, resources, equipment, and material.

	Finance:  
	accounting and financial decision process; method of acquiring capital to operate; management of financial operations, including payroll.

	Technical and Production Skills:  
	basic academic, communication, and computer skills; time management; thinking; specific skills for production; interpersonal skills within the organization.

	Underlying Principles of Technology:
	technological systems being used in the workforce and their contributions to the production of the organization.

	Labor Issues:  
	rights of employees and related issues; benefits, wages, and working conditions.

	Community Issues:  
	impact of the company on the community; impact of the community on the company.

	Health, Safety, and Environmental Issues:  
	laws and practices affecting the employee, the surrounding community, and the environment.

	Personal Work Habits:  
	non-technical skills and characteristics expected in the workplace.



All Aspects of the Industry                                                           Guided Questions

	
	      

	Planning
	What are the industry's goals/objectives?

What are the key elements of strategic planning?

How can a political organization impact how a company operates?

	Management
	What are the key elements of how an industry is managed?

What is the significance of a company’s “corporate culture"?

What are the key components of a company’s mission statement?

	Finance
	What are the ways a business obtains capital?

How are paycheck deductions determined?

What are “hidden” labor costs?

	Technical and Production Skills
	What academic skills are needed to get the job done?

What specific production/technical skills are needed?

What is the importance of deadlines and schedules?

	Underlying Principles of Technology
	What technology is needed/used in the occupation?

Why is it important to continuously upgrade one’s occupational skills related 

to technology?

	Labor Issues
	What is the role of labor organizations?

What are the employees’ rights and responsibilities?

What are management’s responsibilities? 

	Community Issues
	In what ways can a company impact its community and in what ways can a 

community impact a company?

What is the importance of providing access for the physically challenged?

What is the importance of public perception to a company?

	Health, Safety, and Environmental Issues
	Why must companies have safety plans?

What is the management’s responsibility for a safe workplace?

What actions can employees take to maintain a safe workplace?

	Personal Work Habits
	What work habits does an employer look for in an employee?

What is the importance of good personal finance management?


National
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Marketing Education Standards
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Standards for Marketing Education

Marketing Education is a distinct discipline that integrates academic concepts and technology applications throughout the curriculum.

· Academic Concepts: The study of marketing incorporates many academic understandings, including mathematics, reading, writing, speaking, sociology, psychology, geography, etc.

· Technology Applications: The successful implementation of marketing activities requires the use of technology.

Broad-based standards that identify what students should know and be able to do as a 
result of instruction in marketing are:
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Business, Management, and Entrepreneurship

Understands fundamental business, management, and entrepreneurial concepts that affect business decision making

Communication and Interpersonal Skills

Understands concepts, strategies, and systems needed to interact effectively with others

Economics

Understands the economic principles and concepts fundamental to marketing
Professional Development

Understands concepts and strategies needed for career exploration, development, and growth


[image: image8]
Product/Service Management Understands the concepts and processes needed to obtain, develop, maintain, and improve a product or service mix in response to market opportunities

Promotion

Understands the concepts and strategies needed to communicate 

Distribution

Understands the concepts and processes needed to move, store, locate, and/or transfer ownership of goods and services

Financing

Understands the financial concepts used in making business decisions

Marketing-Information Management

information about products, services, images, and/or ideas to achieve a desired outcome

Selling

Understands the concepts and actions needed to determine client needs and wants and respond through planned, personalized communication that influences purchase decisions and enhances future business opportunities

Understands the concepts, systems, and tools needed to gather, access, synthesize, evaluate, and dissemi​nate information for use in making business decisions

Pricing

Understands concepts and strategies utilized in determining and 
adjusting prices to maximize return and meet customers' perceptions of value

© 2000, Marketing Education Resource Center,  Columbus, Ohio

Marketing Course Outline
SAMPLE
Marketing Course
Marketing I will introduce students to the basic concepts of economics and the fundamentals of marketing. Students will learn to make realistic management decisions as they apply what they have learned in the classroom to the operation of the school store. Students will also participate in the Boston Globe stock market game. This year long course is ideal for any student who intends to study marketing after high school or enter the business and commerce field.

Marketing II emphasizes entrepreneurial studies and managerial skills. Topics covered in this course will include a marketing plan and a business plan that will be incorporated into an in-depth franchise project. Students will also participate in the Boston Globe stock market game.

Students successfully completing Marketing I & II will satisfy one economics requirement toward graduation.

SAMPLE 
MARKETING COURSE OUTLINE

Textbook: Marketing Essentials, 2nd edition, Glencoe

Learning from the Market: Integrating the Stock Market Game Across the Curriculum, National Council on Economic Education

Simulation: Music Gallery, South-Western Publishing

FOUNDATION
Basic Skills – reading, writing, mathematics, speaking, and listening.

Thinking Skills – creative thinking, decision making, problem solving, knowing how to learn, and reasoning.

Personal Qualities – individual responsibility, self-esteem, self-management, sociability, and integrity.

SCANS COMPETENCIES
Resources – allocate time, money, materials, space, and staff.
Interpersonal skills – work in teams, teach others, serve customers, lead, negotiate, and work with people from culturally diverse backgrounds.

Systems – understand social, organizational, and technological systems; monitor and correct performance; design and improve systems.

Technology – select equipment and tools, apply technology to specific tasks, and maintain and troubleshoot technologies.

DECA – AN ASSOCIATION OF MARKETING STUDENTS
DECA is an association of marketing students. It is a co-curricular club with chapters in more than 6,000 high schools. The membership includes representation from all 50 states, four U.S. territories, the District of Columbia, and two Canadian provinces.

Leadership skills – The structure of a DECA chapter encourages leadership development among its members.

Competitive events – One part of the DECA program of student activities is the competitive events program. The events are both competency and curriculum based and assist students in the refinement of workplace skills required for entry and/or advancement in the field of marketing.

Civic consciousness – Students learn the meaning of helping others by doing fundraisers and volunteering to work for those less economically fortunate.

Marketing Course Outline

SAMPLE
Essentials of Marketing, 2nd edition, Glencoe
Marketing I

Unit 1 – The World of Marketing
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Describe the scope of marketing. - Explain the economic value and benefits of marketing.

· Discuss the reasons for studying marketing.

· State the marketing concept.

· Define what constitutes a market, as well as how to identify one.

· Identify key methods used to reach potential customers, including developing a customer profile, target marketing, and positioning.

UNIT 2 – Economic Essentials
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Summarize the key principles on which a modified free enterprise system is based.

· Explain how supply and demand interact to set prices.

· Discuss the consumer's role in a market economy.

· Identify the factors of production and relate them to the three basic questions that all economies must answer.

· List the goals of a healthy economy and explain how they are measured.

· Describe the four phases of the business cycle.

UNIT 3 – Business and Marketing Essentials
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Tell what a business is and explain its basic functions.

· Discuss business ethics and areas in which businesses are thought to have social responsibility.

· Identify demographic, geographic, and psychographic trends in the U.S. consumer market.

· Distinguish the consumer and industrial markets.

· Discuss the importance of international trade to nations and describe the ways governments can both thwart and encourage it.

· Explain how businesses can get involved in international trade and what factors they should consider before doing so.

Unit 4 – Human Resource Essentials
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Perform essential math functions with whole numbers, fractions, and decimal numbers.

· Effectively communicate by speaking, listening, writing, and reading. Discuss the uses of computers in business and in marketing.

· Facilitate understanding of others through personal attitude and interpersonal skills.

· Explain the basic functions of management and discuss effective management techniques.

SAMPLE
Unit 5 – Selling

Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Use the eight steps of the sales process on the job.

· Explain the techniques that are applicable to both retail and industrial selling.

· Evaluate sales as a profession for career-planning purposes.

· Perform the functions of a cashier in a retail sales setting.

· Plan and perform a sales demonstration to include script, objection analysis chart, and product benefits chart.

Marketing II

Unit 6 – Promotion
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Explain the role of promotion in marketing.

· Explain the purpose and types of advertising media.

· Prepare print advertising.

· Explain how to design, prepare, maintain, and dismantle displays.

· Tell what public relations specialists do.

· Plan and demonstrate a radio and television broadcast advertisement.

Unit 7 – Buying and Distribution
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Diagram the channels of distribution for consumer and industrial products. - Explain the nature and scope of physical distribution.

· Distinguish purchasing agents and buyers.

· Describe the buying process.

· Trace the stock-handling process from receiving and checking to ongoing inventory management.

· Discuss the impact of technology on inventory systems.

· Calculate the major entries in a merchandise plan.

· Figure stock turnover rates.

Unit 8 – Pricing
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Use pricing terminology correctly and effectively.

· Perform computations related to pricing theory and practice. - Plan and implement a pricing strategy.

Unit 9 – Marketing Information Management
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Discuss the importance of marketing research in planning and implementing marketing strategies.

· Explain the function of a marketing information system.

SAMPLE
· Describe four important areas of marketing research.

· Describe the five steps in conducting market research.

· Write research instruments.

Unit 10 – Product Planning
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Explain how businesses plan what products to produce and sell and how they position and manage these products.

· Identify key product mix strategies.

· Explain the nature and scope of branding in product planning.

· Explain the importance of warranties and credit to product planning.

Unit 11 – Entrepreneurship
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Identify the risks, rewards, advantages, and disadvantages of entrepreneurship.

· Explain the scope of small business in the U.S. economy.

· Identify business risks and tell how businesses handle them.

· Explain each section of a business plan and prepare the appropriate documentation for each franchise project

Unit 12 – Career Planning
Unit Objectives: After completing this unit, students will be able to achieve the following outcomes:

· Discuss the importance of marketing careers to the U.S. economy.
· Describe current employment trends.

· Describe the 12 marketing occupational areas.

· Develop a plan to reach their career goals.

· Write a letter of application, a resume, and cover letter.

· Prepare for and conduct themselves properly during a job interview.

· Follow up a job interview.

School/Community Based Enterprise

A School Business

· Expense Journal Sheet

· Stock Inventory Sheet (one for each product)

· Profit/Loss Statement with Top 5 Best Sellers

· Profit/Loss Statement for End of Month

· Sales Journal - Students will keep track of their sales each week

· Graph Paper - Sales graph, graph for volume of sales for each product, and a goal graph. (Goal graph - have students take the average of three weeks of sales and project 10 weeks or more into the future. Have them plot sales to see if they are making their goals.)

Students should count once a week and fill in all areas of the Order Book. The teacher should give orders to the vendors so the teacher has control over what is being ordered. It works best when you order exactly what the students say to order so they learn and will feel they are running the store. Only adjust orders when absolutely necessary.

The students work can be counted as a test grade each week.

Store Managers

Assign one or two of your best students to run the school store. You will never regret it. Duties of a store manager would be:

· Fill out register schedules for the week

· Assign shift managers for all labs

· Control behavior of students while working in store - professional behavior for employees

· Check student inventory folders - math - orders - etc.

Shift Managers

Have shift managers in charge of labs. They will hand out cash drawers, assign work in store, assign students to count cash drawers, etc.

Procedure for Counting Cash Drawers

When Counting a Cash Drawer
· Sign drawer out.
· Make a $30 cash drawer.
· Sign new Proof of Cash with new $30 drawer totals on it, leave in new $30 cash drawer.
· Sign name on old Proof of Cash Sheet.
· Count left over money with old Proof of Cash Sheet – filling in totals.
· Write on register receipt – name, date, period, receipt tape total, actual money in cash bag for deposit, and if the person is balanced, over, or short.

· Put money in a moneybag, and write the totals on the cash drawer sign-out sheets.

· Be sure two people have counted all money and checked all necessary entries.
When Double Counting Cash Drawer
· Re-count $30 drawer and sign new Proof of Cash Sheet making any necessary corrections.
· Count money in the cash bag carefully to see if it matches the 1st counters count.
· Check the 1st counters math.
· Sign used Proof of Cash form when everything matches.
· Sign receipt as a double counter, making sure everything is correct on the receipt.
· Place Proof of Cash sheet in the right period file.
· Sign the drawer and the money bag back in on the sign-out sheet.
· Give cash drawer and money bag to shift manager or store manager to put into safe.
When on Cash Register
· Sign drawer out on sign-out sheet.
· Count the money in the drawer to be sure it is a $30 drawer. If it is wrong tell the shift manager or store manager to make it correct.
· Sign the Proof of Cash sheet that is in the drawer to show that you agree with the count before you start your shift.
· When the shift is over; print a cash register close receipt for the shift, sign the receipt with your name - period and date. Circle the amount on the receipt that indicates the sales for that shift.

· Give the cash register drawer to the shift manager for shift manager to lock in safe.
Where to Buy Equipment

Equipment - Cash register - Fixtures - Pricing Guns - Etc. 

M.E.D.E. Supply Company

P.O. Box 1200 - Langhorne, PA 19407

e-mail: MEDESupply@AOL.COM  

Website: www.medesupplycompany.com
Telephone Number: 800-656-8590

Also, check Office Max and Staples

	Suppliers/Vendors
	

	Pepsi Cola
	800-562-6286
	

	Coke Cola 
	603-898-5916
	Salem, NH

	Great State Beverage
	603-644-2337
	Manchester, NH

	Otis Spunk Meyer
	800-804-2453
	

	TBI Corp. (Candy)
	603-668-6223
	Manchester, NH


Gift Items:

The Center – (Over 100 vendors/showrooms in one location)
59 Middlesex Turnpike

Bedford, Mass. 01730

Call information for the number

Will need three business references to establish credit (example: Coke, Pepsi, TBI)

Security System:

EXXIS Observation System - cameras, monitor, VCR Can buy the system at Sam's Club (approx. $1,000)

EXXIS

1220 Champion Circle, #100 Carrollton, TX 75006

800-683-9947

FAX 214-2809680

SAMPLE
Lab/Store Evaluation Guide

Block


Employee


Box #

Job

Date

Possible

Points





Sub. for:








5

Appearance: A nice shirt and pants. No holes or tears, or references to drugs, alcohol, or tobacco.

5      Punctuality: Be at your station after the bell rings. (cashiers need to count their drawer while stock is out on register) Help out, it is very important.

10
Professionalism: No throwing, no eating, no swearing, no loud voices, no negative comments, and no drinking.

10 Attitude: Taking initiative, giving and taking instructions, properly handling customer inquiries/complaints, treating customers and fellow employees with respect.

10
Cashier: Using proper procedure, discounts, filling out over ring slips, bills facing the same way, fill out deposit envelope correctly, filling out an evaluation sheet. Off. .01-.25'. -5pts .26-1.001 -l0pts 1.00 or more -l5pts Over:
 Short:
 Proved:


10
Stock: Completing all tasks, prepare products, stock, empty trash, vacuum, clean all areas, wear gloves when handling food, fill out an evaluation sheet.


Total points earned

Evaluated by: 






CURRICULUM DEVELOPMENT TEMPLATE

Strand:

Technical Core Competency:

Comprehensive Standard:

Achievement Indicators:

Objectives:

· The student will:

Activities:

Evaluation Procedure: (Observation, Test, Demonstration)
Resources: (Materials needed)
Marketing Education Resource Center
Core Performance Indicators 

Core Performance Indicators
The following pages include all core performance indicators currently utilized by the Marketing Education Resource Center for a variety of products and services including LAPs, Student Performance Records, and Training Plans. These performance indicators are specific learning outcomes that define the broad-based content standards for Marketing Education identified in the National Curriculum Planning Guide 2000.
Related performance indicators are grouped together and identified by a label known as Major Topics. Within instructional areas, the Major Topics are sequenced in their recommended order of instruction. Within Major Topics, performance indicators are also sequenced in their recommended order of instruction. Instructional areas, however, are not sequenced.
Several codes are indicated after each performance indicator. The first of the codes contains a two-letter abbreviation for the instructional area in which the statement appears and a three-digit number (e.g., EC: 001). This code is the statement's performance indicator number and is referenced in tests and instructional materials and is used to access information about the performance indicator in MarkED's databases. If instructional modules, known as Learning Activity Packages (LAPs), are available to support a performance indicator, their code is then referenced with the instructional area's two-letter abbreviation and a number (e.g., EC LAP 3). This code relates to publication sequence, not to instructional sequence. The last two-letter code identifies the curriculum-planning level to which the performance indicator has been assigned (e.g., CS). There are five curriculum-planning levels: Prerequisite (PQ), Career-Sustaining (CS), Specialist (SP), Supervisor (SU), and Manager/Entrepreneur (M/E).
The curriculum-planning levels represent a continuum of instruction from simple to complex. They can serve as building blocks for curriculum development in that students should know and be able to perform the performance indicators at one level before tackling more complex skills and knowledge at the next level. The levels can also be used to assist in developing an unduplicated sequence of instruction for articulation between high school and postsecondary marketing courses.

Copyright © 2000, by Marketing Education Resource Center 
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(9/00) 
Instructional Areas (MarkED)
BA
Business Administration
CO
Communications
DS
Distribution
EC
Economics
FI
Financing
IM
Marketing-Information Management
IS
Interpersonal Skills
MN
Management
PD
Professional Development
PI
Pricing
PM
Product/Service Management
PR
Promotion
SE
Selling
	 ECONOMICS

	Topic
	Basic Concepts

	Performance
Indicators
	Distinguish between economic goods and services (EC:002, EC LAP 10) (CS)
Explain the concept of economic resources (EC:003, EC LAP 14) (CS)
Describe the nature of economics and economic activities (EC:001, EC LAP 6)(CS)
Determine forms of economic utility created by marketing activities (EC:004,EC LAP 13) (CS)
Explain the principles of supply and demand (EC:005, EC LAP 11) (CS)
Describe the concept of price (EC:006, EC LAP 12) (CS)  

	Topic
	Economic Systems

	Performance
Indicators
	Explain the types of economic systems (EC:007, EC LAP 17) (CS)
Determine the relationship between government and business (EC:008, EC LAP 16) (CS)
Explain the concept of private enterprise (EC:009, EC LAP 15) (CS) 

Identify factors affecting a business's profit (EC:010, EC LAP 2) (CS)
Determine factors affecting business risk (EC:011, EC LAP 3) (CS)
Explain the concept of competition (EC:012, EC LAP 8) (CS) 

	Topic
	Cost-Profit Relationships

	Performance
Indicators
	Explain the concept of productivity (EC:013, EC LAP 18) (CS) 

Analyze the impact of specialization/division of labor on productivity (EC:014, EC LAP 7) (SP)
Explain the concept of organized labor and business (EC:015, EC LAP 5) (SP)

Explain the law of diminishing returns (EC:023) (SP) 

	Topic
	Economic Indicators/Trends

	Performance
Indicators
	Explain measures used to analyze economic conditions (EC:043) (SP)
Explain the role of the Consumer Price Index in business (EC:044) (SP)
Explain the concept of Gross Domestic Product (EC:017, EC LAP 1) (SP)
Determine the impact of business cycles on business activities (EC:018, EC LAP 9) (SP)
Describe the nature of current economic problems (EC:038) (SP) 

	Topic
	International Concepts

	Performance
Indicators
	Explain the nature of international trade (EC:016, EC LAP 4) (SP)
Identify the impact of cultural and social environments on world trade (EC:045) (SP)

Evaluate influences on a nation's ability to trade (EC:042) (M/E)  


	COMMUNICATION AND INTERPERSONAL SKILLS

	Topic
	Fundamentals of Communication

	Performance
Indicators
	Explain the nature of effective communications (CO:015) (PQ) 

Apply effective listening skills (CO:017) (PQ)
Use proper grammar and vocabulary (CO:004) (PQ)

Reinforce service orientation through communication (CO:018) (CS)

Explain the nature of effective verbal communications (CO:147) (PQ)

Address people properly (CO:005) (PQ)
Handle telephone calls in a businesslike manner (CO:114) (CS)
Persuade others (CO:024) (SP)
Make oral presentations (CO:025) (SP)

Explain the nature of written communications (CO:016) (CS)

Write business letters (CO:133) (CS)

Write informational messages (CO:039) (CS)
Write inquiries (CO:040) (CS)
Write persuasive messages (CO:031) (SP)

Prepare simple written reports (CO:094) (SP)
Prepare complex written reports (CO:009) (M/E)

Use communications technologies/systems (e.g., e-mail, faxes, voice mail, cell phones, etc.) (CO:041) (CS)

 

	Topic
	Staff Communications

	Performance
Indicators
	Follow directions (CO:119) (PQ)
Explain the nature of staff communication (CO:014) (CS) 

Explain the use of interdepartmental/company communications (CO:011) (CS)

Give directions for completing job tasks (CO:139) (SU)
Conduct staff meetings (CO:140) (SU)

 

	Topic
	Ethics in Communication

	Performance
Indicators
	Respect the privacy of others (CO:042) (PQ)
Describe ethical considerations in providing information (CO:043) (SP) 



	Topic
	Group Working Relationships

	Performance
Indicators
	Treat others fairly at work (IS:001, HR LAP 24) (PQ) 

Develop cultural sensitivity (IS:002) (CS)

Foster positive working relationships (IS:003, HR LAPs 1,9) (CS)
Participate as a team member (IS:004) (CS)

 

	Topic
	Self-Development

	Performance
Indicators
	Assess personal interests and skills needed for success in business (PD:013, HR LAP 2)(PQ) 

Explain the concept of self-esteem (PD:014, HR LAP 12) (PQ)

Use feedback for personal growth (PD:015, HR LAP 3) (PQ)
Adjust to change (PD:016, HR LAP 8) (PQ)
Make decisions (PD:017) (CS)
Set personal goals (PD:018, HR LAP 6) (CS)

Use time-management principles (PD:019, PD LAP 1) (SP) 

	Topic
	Career Planning

	Performance
Indicators
	Analyze employer expectations in the business environment (PD:020) (PQ)
Explain the rights of workers (PD:021) (PQ)
Identify sources of career information (PD:022) (CS)
Identify tentative occupational interest (PD:023) (CS)
Explain employment opportunities in business (PD:025) (CS)
Explain employment opportunities in marketing (PD:024, CD LAP 2) (CS) 

 



	Topic
	Job-Seeking Skills

	Performance
Indicators
	Utilize job-search strategies (PD:026) (PQ)
Complete a job application (PD:027) (PQ)
Interview for a job (PD:028) (PQ)
Write a follow-up letter after job interviews (PD:029) (CS)
Write a letter of application (PD:030) (CS)
Prepare a résumé (PD:031) (CS) 

 

	Topic
	Continuing Development

	Performance
Indicators
	Describe techniques for obtaining work experience (e.g., volunteer activities, internships) (PD:032) (PQ)
Explain the need for ongoing education as a worker (PD:033) (PQ)
Explain possible advancement patterns for jobs (PD:034) (PQ)
Identify skills needed to enhance career progression (PD:035) (SP)
Utilize resources that can contribute to professional development (e.g., trade journals/periodicals, professional/trade associations, classes/seminars, trade
shows, and mentors) (PD:036, CD LAP 1) (SP)
Use networking techniques for professional growth (PD:037) (SP) 

 


	BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

	Topic
	Business Fundamentals

	Performance
Indicators
	Explain the role of business in society (BA:001, MB LAP 6) (CS)
Describe types of business activities (BA:002, MB LAP 10) (CS) 

Explain marketing and its importance in a global economy (BA:003,MB LAP 1) (CS)

Describe marketing functions and related activities (BA:004, MB LAP 2) (CS)

Explain the nature and scope of purchasing (BA:005) (CS)

Explain company buying/purchasing policies (BA:006) (SP)
Explain the nature of the buying process (BA:007) (SP)
Explain the nature of buyer reputation/vendor relationships (BA:008) (SP)
Conduct vendor search (BA:009) (SP)
Choose vendors (BA:010) (M/E)
Negotiate contracts with vendors (BA:011) (M/E)
Review performance of vendors (BA:012) (M/E)

Explain the concept of production (BA:013, BA LAP 1) (CS)
Explain the concept of accounting (BA:014, MB LAP 9) (CS)

Calculate net sales (BA:015) (SP)
Describe the nature of cash flow statements (BA:016, MN LAP 60) (SP)

Prepare cash flow statements (BA:017) (M/E)

Explain the nature of balance sheets (BA:018) (SP)

Prepare balance sheets (BA:019) (M/E)

Explain the nature of profit-and-loss statements (BA:020, MN LAP 61) (SP)

Prepare profit-and-loss statements (BA:021) (M/E)

Explain the concept of management (BA:022, MB LAP 8) (CS)

Describe the nature of business records (BA:023, MN LAP 58) (SP)
Describe the nature of budgets (BA:024, MN LAP 59) (SP)
Describe crucial elements of a quality culture (BA:025) (SP)
Describe the role of management in the achievement of quality (BA:026) (M/E)
Explain the nature of managerial ethics (BA:027) (M/E)

Explain types of business ownership (BA:028, MB LAP 7) (CS)
Describe current business trends (BA:029) (SP)

 

	Topic
	Technological Tools

	Performance
Indicators
	Identify ways that technology impacts business (BA:030) (CS) 

Demonstrate basic word-processing skills (BA:031) (CS)
Demonstrate basic presentation software skills (BA:032) (CS)
Demonstrate basic database skills (BA:033) (CS)
Demonstrate basic spreadsheet skills (BA:034) (CS)
Demonstrate basic search skills on the Web (BA:035) (CS)

 


	Topic
	Business Risks

	Performance
Indicators
	Explain types of business risk (BA:036) (CS) 

Identify speculative business risks (BA:037) (M/E)

Describe the concept of insurance (BA:038) (CS)

Obtain insurance coverage (BA:039) (M/E)
Settle insurance losses (BA:040) (M/E)

Explain routine security precautions (BA:041, RM LAP 4) (CS)

Develop strategies to protect digital data (BA:042) (M/E)
Establish policies/procedures for preventing internal theft (BA:043) (M/E)
Develop policies and procedures for preventing vendor theft (BA:044) (M/E)
Develop procedures for preventing burglary (BA:045) (M/E)

Follow safety precautions (BA:046, RM LAP 2) (CS)

Explain procedures for handling accidents (BA:047, RM LAP 3) (CS)
Explain procedures for dealing with workplace threats (BA:048) (CS)
Correct hazardous conditions (BA:049) (M/E)
Establish fire-prevention program (BA:050) (M/E)
Establish safety policies and procedures (BA:051) (M/E)

Explain the nature of risk management (BA:052, RM LAP 1) (M/E)

	Topic
	Business Regulation

	Performance
Indicators
	Describe legal issues affecting businesses (BA:053) (SP) 

Describe the nature of legally binding contracts (BA:054) (SP)
Explain the nature of personnel regulations (BA:055) (SU)
Explain the nature of workplace regulations (including OSHA, ADA) (BA:056) (SU)
Explain the nature of trade regulations (BA:057) (M/E)
Explain the nature of environmental regulations (BA:058) (M/E)
Explain the nature of tax regulations on business (BA:059) (M/E)
Explain the nature of businesses' reporting requirements (BA:060) (M/E) 

	Topic
	Organizing

	Performance Indicators
	Develop project plan (MN:153) (SP)
Describe ethics in personnel issues (MN:154) (SU)
Plan and organize the work efforts of others (MN:723) (SU) 

Schedule employees (MN:044) (SU)

Delegate responsibility for job tasks (MN:119) (SU)
Establish standards for job performance (MN:122) (SU)
Develop a personnel organizational plan (MN:042) (M/E)

Develop job descriptions (MN:043) (M/E)

Establish personnel policies (MN:039) (M/E)
Explain the nature of wage and benefit programs (MN:027) (M/E)

Develop compensation plan (MN:123) (M/E) 

	Topic
	Staffing

	Performance Indicators
	Determine hiring needs (MN:734) (SU)
Recruit new employees (MN:017) (SU)
Select new employees (MN:018) (SU)
Conduct exit interviews (MN:133) (SU)
Dismiss/fire employees (MN:134) (SU)
Maintain personnel records (MN:033) (M/E) 

	Topic
	Leading

	Performance
Indicators
	Orient new employees (MN:078) (CS) 

Orient new employees (management's role) (MN:691, MN LAP 44) (SU)
Explain the role of training and human resource development (MN:019, MN LAP 42) (SU)

Explain the nature of management/supervisory training (MN:024, MN LAP 50) (SU)
Conduct training class/program (MN:020) (SU)

Explain the nature of leadership in organizations (MN:030, MN LAP 41) (SU)

Explain ways to build employee morale (MN:025, MN LAP 40) (SU)
Explain the concept of staff motivation (MN:029, MN LAP 47) (SU)

Explain the relationship between communication and employee motivation (MN:031, MN LAP 54) (SU)
Explain the concept of employee participation in decision making (MN:041) (SU)

Provide feedback about work efforts (MN:130) (SU)
Encourage team building (MN:132) (SU)
Handle employee complaints and grievances (MN:034, MN LAP 45) (SU)
Ensure equitable opportunities for employees (MN:084, MN LAP 55) (SU)
Assess employee morale (MN:155) (SU)

Assess employee performance (MN:021) (SU)

Explain the nature of remedial action (MN:047, MN LAP 53) (SU) 

	Topic
	Controlling

	Performance Indicators
	Explain the nature of overhead/operating costs (MN:081) (SP) 

Explain employee's role in expense control (MN:016, MN LAP 56) (SP)

Control use of supplies (MN:156) (SU)

Describe the nature of managerial control (control process, types of control, what is controlled) (MN:135) (SP)

Identify routine activities for maintaining business facilities and equipment (MN:157) (SP)

Plan maintenance program (MN:158) (M/E)

Negotiate service and maintenance contracts (MN:159) (M/E)
Negotiate lease or purchase of facility (MN:160) (M/E)

Explain the nature of operating budgets (MN:083) (SU)

Develop company's budget (MN:653) (M/E)
Use budgets to control operations (MN:063) (M/E)

Develop expense-control plans (MN:059) (M/E)
Analyze cash-flow patterns (MN:099) (M/E) 

	Topic
	Controlling

	Performance Indicators

	Calculate financial ratios (MN:161) (M/E)
Interpret financial statements (MN:162) (M/E)
Analyze operating results in relation to budget/industry (MN:069) (M/E)
Prepare financial statements for audit (MN:163) (M/E) 

 

	Topic
	Planning

	Performance
Indicators
	Explain the nature of business plans (MN:101) (M/E) 

Determine technical assistance needed by business owners (MN:087) (M/E)
Develop company objectives (for a strategic business unit) (MN:074) (M/E)
Develop strategies to achieve company goals/objectives (MN:100) (M/E)
Explain external planning considerations (MN:035, MN LAP 43) (M/E)
Identify assumptions for creating projected cash flow statements (MN:164) (M/E)
Identify assumptions for creating projected profit-and-loss statements (for a new business) (MN:165) (M/E)

Develop business plan (MN:102) (M/E)

 

	DISTRIBUTION

	Topic
	Nature and Scope

	Performance
Indicators
	Explain the nature and scope of distribution (DS:001, DS LAP 1) (CS)
Explain the nature of channels of distribution (DS:055, MB LAP 3) (CS)
Describe the use of technology in the distribution function (DS:054) (CS)
Explain legal considerations in distribution (DS:058) (SP)
Describe ethical considerations in distribution (DS:059) (SP) 

 

	Topic
	Order Fulfillment

	Performance
Indicators
	Explain the relationship between customer service and distribution (DS:029) (CS)
Prepare invoices (DS:030) (CS)
Use an information system for order fulfillment (DS:056) (CS) 

 



	Topic
	Warehousing/Stock Handling

	Performance
Indicators
	Explain the receiving process (DS:004, DS LAP 5) (CS)
Explain shipping processes (DS:057) (CS)
Explain storing considerations (DS:013) (CS)
Explain the nature of warehousing (DS:032) (CS) 

 

	Topic
	Management of Distribution

	Performance
Indicators
	Coordinate distribution with other marketing activities (DS:048) (SP)
Explain the nature of channel-member relationships (DS:049) (SP)
Explain the nature of channel strategies (DS:028) (M/E)
Select channels of distribution (DS:050) (M/E)
Evaluate channel members (DS:051) (M/E) 

 

	FINANCING

	Topic
	Nature and Scope

	Performance
Indicators
	Explain the nature and scope of financing (FI:001) (CS)
Describe the use of technology in the financing function (FI:038) (SP)
Analyze critical banking relationships (FI:039) (M/E) 

 

	Topic
	Extending Credit

	Performance
Indicators
	Explain the purposes and importance of credit (FI:002, FI LAP 2) (CS) 

Make critical decisions regarding acceptance of bank cards (FI:040) (M/E)

 

	Topic
	Obtaining Business Credit

	Performance
Indicators
	Explain the purpose and importance of obtaining credit (business) (FI:023) (M/E)
Identify risks associated with obtaining business credit (FI:041) (M/E)
Describe sources of financing for businesses (FI:031) (M/E)
Explain loan evaluation criteria used by lending institutions (FI:034) (M/E)
Determine financing needed for business operations (FI:043) (M/E) 

Determine financing needed to start a business (FI:036) (M/E)

Complete loan application package (FI:033) (M/E)

 

	  MARKETING-INFORMATION MANAGEMENT

	Topic
	Nature and Scope

	Performance
Indicators
	Describe the need for marketing information (IM:012) (CS) 

Assess marketing-information needs (IM:182) (M/E)

Explain the nature and scope of the marketing-information management function (IM:001, IM LAP 2) (SP)

Develop marketing-information management system (IM:163) (M/E)

Explain the role of ethics in marketing-information management (IM:025) (SP)
Describe the use of technology in the marketing-information management function (IM:183) (SP)

 



	Topic
	Information Gathering

	Performance Indicators
	Identify information monitored for marketing decision making (IM:184) (SP) 

Describe sources of secondary data (IM:011) (SP)

Search the Internet for marketing information (IM:185) (SP)
Monitor internal records for marketing information (IM:186) (SP)
Collect marketing information from others (e.g., customers, staff, vendors) (IM:187) (SP)
Conduct an environmental scan to obtain marketing information (IM:188) (SP)

Explain the nature of marketing research in a marketing-information management system (IM:010, IM LAP 5) (SP)

 

	Topic
	Information Processing

	Performance
Indicators
	Describe techniques for processing marketing information (IM:062) (SP) 

Explain the use of databases in organizing marketing data (IM:063) (SP)

Design a database for retrieval of information (IM:189) (SP)
Use database for information analysis (IM:190) (SP)

Interpret descriptive statistics for marketing decision making (IM:191) (SP)

 



	Topic
	Information Reporting

	Performance Indicators
	Write marketing reports (IM:192) (SP)
Present report findings and recommendations (IM:193) (SP) 

 

	Topic
	Marketing Planning

	Performance Indicators
	Explain the concept of marketing strategies (IM:194, MB LAP 4) (CS) 

Identify considerations in implementing international marketing strategies (IM:195) (M/E)

Explain the concept of market and market identification (IM:196, MB LAP 5) (CS)

Select target market (IM:160) (M/E)

Explain the nature of marketing plans (IM:197) (SP)

Explain the role of situational analysis in the marketing-planning process (IM:140) (SP)

Conduct SWOT analysis for use in marketing planning process (IM:141) (M/E)

Explain the nature of sales forecasts (IM:003, IM LAP 3) (SP)

Forecast sales (IM:009, IM LAP 4) (M/E)

Develop marketing plan (IM:198) (M/E)

Describe measures used to control marketing planning (IM:145) (M/E)

Evaluate performance of marketing plan (IM:199) (M/E)
Conduct marketing audits (IM:162) (M/E)

 



	PRICING

	Topic
	Nature and Scope

	Performance
Indicators
	Explain the nature and scope of the pricing function (PI:001, PI LAP 2) (SP)
Describe the role of business ethics in pricing (PI:015) (SP)
Explain the use of technology in the pricing function (PI:016) (SP)
Explain legal considerations for pricing (PI:017) (SP)  

	Topic
	Determining Prices

	Performance Indicators
	Explain factors affecting pricing decisions (PI:002, PI LAP 3) (SP) 

Select approach for setting a base price (cost, demand, competition) (PI:018) (M/E)

Determine cost of product (breakeven, ROI, markup) (PI:019) (M/E)
Calculate break-even point (PI:006, PI LAP 4) (M/E)

Identify strategies for pricing new products (for imitative new products, for   innovative new products) (PI:020) (M/E)
Select product-mix pricing strategies (product line, option-product, captive-product, by-product, product bundle) (PI:021) (M/E)
Determine discounts and allowances that can be used to adjust base prices (PI:022, PU LAP 3) (M/E)
Use psychological pricing to adjust base prices (PI:005, PI LAP 1) (M/E)
Select promotional pricing strategies used to adjust base prices (PI:023) (M/E)
Determine geographic pricing strategies to adjust base prices (PI:024) (M/E)
Identify segmented pricing strategies that can be used to adjust base prices (PI:025) (M/E)

Set prices (PI:007) (M/E)
Adjust prices to maximize profitability (PI:008) (M/E)

.

	PRODUCT/SERVICE MANAGEMENT

	Topic
	Nature and Scope

	Performance Indicators
	Explain the nature and scope of the product/service management function (PM:001, PP LAP 5) (SP)
Identify the impact of product life cycles on marketing decisions (PM:024) (SP)
Describe the use of technology in the product/service management function (PM:039) (SP)
Explain business ethics in product/service management (PM:040) (SP)

	Topic
	Quality Assurances

	Performance Indicators
	Describe the uses of grades and standards in marketing (PM:019, PM LAP 8) (CS)
Explain warranties and guarantees (PM:020, PP LAP 4) (CS)
Identify consumer protection provisions of appropriate agencies (PM:017, PP LAP 7) (SP) 



	Topic
	Product Mix

	Performance
Indicators
	Explain the concept of product mix (PM:003, PP LAP 3) (SP)
Describe the nature of product bundling (PM:041) (SP)
Plan product mix (PM:006) (M/E)
Determine services to provide customers (PM:036) (M/E) 

 

	Topic
	Positioning

	Performance Indicators
	Describe factors used by marketers to position products/businesses (PM:042) (SP)
Explain the nature of branding (PM:021, PP LAP 6) (SP)
Explain the role of customer service in positioning/image (PM:013, PP LAP 1) (M/E)
Develop strategies to position product/business (PM:043) (M/E) 

 



	PROMOTION

	Topic
	Nature and Scope

	Performance Indicators
	Explain the communication process used in promotion (PR:084) (CS)
Explain the role of promotion as a marketing function (PR:001, PR LAP 2) (CS)
Explain the types of promotion (PR:002, PR LAP 4) (CS)
Identify the elements of the promotional mix (PR:003, PR LAP 1) (SP)
Describe the use of business ethics in promotion (PR:099) (SP)
Describe the use of technology in the promotion function (PR:100) (SP)
Describe the regulation of promotion (PR:101) (SP) 

 

	Topic
	Advertising

	Performance
Indicators
	Explain the types of advertising media (PR:007, PR LAP 3) (SP)
Explain components of advertisements (PR:014, PR LAP 7) (SP) 

Write promotional messages that appeal to targeted markets (PR:016, PR LAP 9) (SP)

Explain the nature of direct advertising strategies (PR:089) (SP)

Describe considerations in using databases in advertising (PR:091) (SP)

Create web site (PR:102) (SP)

Develop web site design/components (PR:103) (M/E)

Calculate media costs (PR:009, PR LAP 6) (SP)
Select advertising media (PR:010, PR LAP 5) (M/E)

Buy advertisements (PR:104) (M/E)

Evaluate effectiveness of advertising (PR:013) (M/E)

 

	Topic
	Publicity/Public Relations

	Performance
 Indicators
	Write a news release (PR:057, PR LAP 10) (SP)
Obtain publicity (PR:055, PR LAP 8) (M/E)
Analyze costs/benefits of company participation in community activities (PR:056) (M/E)
Develop a public relations plan (PR:088) (M/E) 

 

	Topic
	Sales Promotion

	Performance
 Indicators
	Design frequency marketing program (PR:105) (M/E)
Analyze use of specialty promotions (PR:106) (M/E)
Develop a sales promotion plan (PR:094) (M/E) 

 

	Topic
	Management of Promotion

	Performance Indicators
	Explain the nature of a promotional plan (PR:073) (SP) 

Coordinate activities in the promotional mix (PR:076) (SP)
Use past advertisements to aid in promotional planning (PR:075) (M/E)
Prepare promotional budget (PR:098) (M/E)

Manage promotional allowances (PR:071) (M/E)

Explain the use of advertising agencies (PR:081) (M/E)

Develop an advertising campaign (PR:079) (M/E)

Develop promotional plan for a business (PR:097) (M/E)

 


	SELLING

	Topic
	Nature and Scope

	Performance
Indicators
	Explain the nature and scope of the selling function (SE:017, SE LAP 117) (CS)
Explain the role of customer service as a component of selling relationships (SE:076) (CS) 

Explain key factors in building a clientele (SE:828, SE LAP 115) (SP)

Explain company selling policies (SE:932, SE LAP 121) (CS)
Explain business ethics in selling (SE:106) (SP)
Describe the use of technology in the selling function (SE:107) (SP)
Describe the nature of selling regulations (SE:108) (SP) 

	Topic
	Product Knowledge

	Performance
Indicators
	Acquire product information for use in selling (SE:062) (CS) 

Analyze product information to identify product features and benefits (SE:109) (SP) 

	Topic
	Process and Techniques

	Performance
Indicators
	Explain the selling process (SE:048, SE LAP 126) (CS) 

Prepare for the sales presentation (SE:067) (SP)

Establish relationship with client/customer (SE:110, SE LAP 101) (CS)

Address needs of individual personalities (SE:810, SE LAP 112) (SP)

Determine customer/client needs (SE:111, SE LAP 114) (CS)

Identify customer's buying motives for use in selling (SE:883, SE LAPs 102,109) (SP)
Facilitate customer buying decisions (SE:811, SE LAP 108) (SP)
Differentiate between consumer and organizational buying behavior (SE:112) (SP)
Assess customer/client needs (SE:113, SE LAP 120) (SP)

Recommend specific product (SE:114, SE LAP 111) (CS)

Demonstrate product (SE:893, SE LAP 103) (SP)
Prescribe solution to customer needs (SE:115, SE LAP 113) (SP)

Convert customer/client objections into selling points (SE:874, SE LAP 100)(SP)

Close the sale (SE:895, SE LAP 107) (SP)
Demonstrate suggestion selling (SE:875, SE LAP 110) (SP)

Sell good/service/idea to individuals (SE:046) (SP)
Sell good/service/idea to groups (SE:073) (SP)
Plan follow-up strategies for use in selling (SE:057, SE LAP 119) (SP) 

	Topic
	Support Activities

	Performance
Indicators
	Calculate miscellaneous charges (SE:116) (CS)
Process sales documentation (SE:117) (SP)
Prospect for customers (SE:001, SE LAP 116) (SP) 

Write sales letters (SE:118) (SP)

Create a presentation software package to support sales presentation (SE:119) (SP) 

	Topic
	Management of Selling Activities

	Performance
Indicators
	Plan strategies for meeting sales quotas (SE:864, SE LAP 118) (SP)
Analyze sales reports (SE:056) (SU)
Explain the nature of sales management (SE:079) (SU)
Explain the nature of sales training (SE:055, SE LAP 123) (SU)
Analyze technology for use in the sales function (SE:120) (M/E)  
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Planning, managing, and performing marketing activities to reach organizational objectives.

	S

A

M

P

L

E

C

A

R

E

E

R

S

P

E

C

I

A

L

T

I

E

S


	· Entrepreneurs

· Owners

· Small Business Owners

· Presidents

· Chief Executive Officers

· Principals

· Partners

· Proprietors

· Franchisees

· Independent X’s (e.g., distributor)

· Customer Service Representatives

· Administrative Support Representatives (e.g., human resources, clerical, finance,  technical)


	· Inbound Call Managers

· Channel Sales Managers

· Regional Sales Managers

· Client Relationship Managers

· Business Development Managers

· Territory Representatives / Managers

· Key Account Managers

· National Account Managers

· Account Executives

· Sales Engineers

· Sales Executives

· Technical Sales Specialists

· Retail Sales Specialists (big  ticket)

· Outside Sales Representatives

· Industrial Sales Representatives

· Manufacturer’s Representatives

· Salespersons

· Field Marketing Representatives

· Brokers

· Agents

· Field Representatives

· Solutions Advisors

· Sales/Marketing Associates

· Telemarketers

· Customer Service Representatives Administrative Support Representatives (e.g., human resources, clerical, finance, technical)


	· Store Managers

· Retail Marketing Coordinators 

· Merchandising Managers Merchandise Buyers

· Operations Managers

· Visual Merchandise   Managers

· Sales Managers

· Department Managers

· Sales Associates

· Customer Service

· Representatives

· Clerks (e.g., stock, receiving, etc.)

· Administrative Support Representatives (e.g., human resources, clerical, finance, technical)


	· Advertising Managers

· Public Relations Managers

· Public Information Directors

· Sales Promotion Managers

· Co-op Managers

· Trade Show Managers

· Circulation Managers

· Promotions Managers

· Art/Graphics Directors

· Creative Directors

· Account Executives

· Account Supervisors

· Sales Representatives

· Marketing Associates

· Media Buyers/Planners

· Interactive Media Specialists

· Analysts

· Contract Administrators

· Copywriters

· Research Specialists

· Research Assistants

· Customer Service Representatives

· Administrative Support     Representatives (e.g., human resources, clerical, finance, technical) 
	· Database Managers

· Research Specialists / Managers

· Brand Managers

· Marketing Services Managers

· Customer Satisfaction Managers

· (Research) Project Managers

· CRM Managers

· Forecasting Managers

· Strategic Planners, Marketing

· Product Planners

· Planning Analysts

· Directors of Market Development

· Database Analysts

· Analysts

· Research Associates

· Frequency Marketing Specialists 

· Knowledge Management Specialists

· Interviewers

· Customer Service Representatives

· Administrative Support Representatives (e.g., human resources, clerical, finance, technical)


	· Warehouse Managers

· Materials Managers

· Traffic Managers

· Logistics Managers

· Transportation Managers

· Inventory Managers / Analysts

· Logistics Analysts/ Engineers

· Distribution Coordinators

· Shipping / Receiving Administrators

· Shipping / Receiving Clerks 

· Customer Service Representatives

· Administrative Support Representatives (e.g., human resources, clerical, finance, technical
	· Fulfillment Managers

· e-Merchandising Managers

· e-Commerce Directors

· Web Site Project Managers

· Internet Project Directors

· Brand Managers

· Forum Managers

· Web Masters

· Web Designers

· Interactive Media  Specialists

· Internet Sales Engineers

· Site Architects

· User Interface Designers

· On-line Market Researchers  

· Copywriters-Designers

· Account Supervisors

· Customer Support Specialists

· Customer Service

Representatives

· Administrative Support Representatives (e.g., human resources, clerical, finance, technical)



	
	· Management and Entrepreneurship
	· Professional Sales and Marketing
	· Buying and Merchandising
	· Marketing Communications and Promotion
	· Marketing Information Management and Research
	· Distribution and Logistics
	· e-Marketing


Cluster Knowledge and Skills
~ Academic Foundations ~ Communications ~ Problem Solving and Critical Thinking ~ Information Technology Applications ~ Systems
~ Safety, Health and Environmental ~ Leadership and Teamwork ~ Ethics and Legal Responsibilities
~ Employability and Career Development ~ Technical Skills
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Cluster Knowledge and Skill Statement

Academic Foundations

Statement: Integrate social-studies skills into marketing, sales, and service to better understand customers and the economic environment in which they function.

Performance Element: Acquire an understanding of fundamental economic concepts to obtain a foundation for employment in marketing careers.

Measurement Criteria: Differentiate between goods and services.

Measurement Criteria: Identify economic resources.

Measurement Criteria: Recognize reasons for scarcity.

Measurement Criteria: Delineate society's economic questions.

Measurement Criteria: Categorize economic activities.

Measurement Criteria: Determine economic utilities created by marketing activities. 

Measurement Criteria: Recognize conditions needed for demand's existence. 

Measurement Criteria: Analyze the impact of the law of supply and demand on business. 

Measurement Criteria: Identify factors affecting supply, demand, and elasticity. 

Measurement Criteria: Differentiate among price, relative price, equilibrium price, and market price.

Measurement Criteria: Determine the relationship between relative prices and economic questions.

Measurement Criteria: Recognize functions of relative prices.

Measurement Criteria: Analyze price determination.

Measurement Criteria: Predict producers' responses to excess supply and demand.

Performance Element: Differentiate among economic systems to understand the environments in which businesses function.

Measurement Criteria: Identify the importance of economic systems.

Measurement Criteria: Delineate characteristics of traditional, communist, socialist, and market economic systems.

Measurement Criteria: Analyze ways that economic systems answer economic questions. 

Measurement Criteria: Evaluate strengths and weaknesses of economic systems. 

Measurement Criteria: Identify factors affecting business profit. 

Measurement Criteria: Calculate profit.

Measurement Criteria: Identify profit's significance.

Measurement Criteria: Analyze ways businesses increase profit. 

Measurement Criteria: Defend a businesses' need to make a profit. 

Measurement Criteria: Identify types of economic risks. 

Measurement Criteria: Compare pure and speculative economic risks. 

Measurement Criteria: Analyze ways businesses minimize risk.
Measurement Criteria: Identify direct and indirect, price and non-price competition. 

Measurement Criteria: Delineate businesses' market structures.

Measurement Criteria: Recognize effects of competition on businesses, consumers, and society.

Measurement Criteria: Endorse need for competition in a market economy.

Cluster Knowledge and Skill Statement

Performance Element: Analyze business productivity to determine its effect on business success.

Measurement Criteria: Identify effects of productivity

Measurement Criteria: Measure productivity.

Measurement Criteria: Recognize factors enhancing productivity. 

Measurement Criteria: Identify factors hindering productivity.

Measurement Criteria: Determine ways to increase productivity. 

Measurement Criteria: Delineate consequences of non-productivity.

Measurement Criteria: Analyze impact of specialization/division of labor on productivity.

Measurement Criteria: Determine involvement of resources in productivity. 

Performance Element: Analyze cost/profit relationships to guide business decision-making.

Measurement Criteria: Identify types of specialization.

Measurement Criteria: Recognize advantages and disadvantages of specialization. 

Measurement Criteria: Overcome disadvantages of specialization overcome. 

Measurement Criteria: Recognize reasons unions formed.

Measurement Criteria: Identify labor issues.

Measurement Criteria: Delineate levels and types of union organization. 

Measurement Criteria: Analyze collective bargaining process.

Measurement Criteria: Identify types of union and management negotiation strategies. 

Measurement Criteria: Recognize effects of unionism.

Measurement Criteria: Identify stages of production.

Measurement Criteria: Analyze impact of law of diminishing returns. 

Measurement Criteria: Determine relationships between total revenue, marginal revenue, output, and profit.

Performance Element: Identify economic trends/indicators to measure economic conditions.

Measurement Criteria: Compare unemployment rate and employment conditions. 

Measurement Criteria: Recognize a nation's unemployment costs. 
Measurement Criteria: Determine inflation's causes.

Measurement Criteria: Analyze inflation's economic impact.

Measurement Criteria: Predict economic impact of interest-rate fluctuations. 

Measurement Criteria: Determine the relationship between inflation and Consumer Price Index.

Measurement Criteria: Evaluate Gross Domestic Product's impact. 

Measurement Criteria: Determine impact of business cycles.

Cluster Knowledge and Skill Statement

Performance Element: Ascertain international trade's impact to guide business decision-making.

Measurement Criteria: Determine reasons for international trade.

Measurement Criteria: Identify trade barriers.

Measurement Criteria: Analyze economic effects of international trade. 
Measurement Criteria: Recognize techniques to improve international trade. 

Measurement Criteria: Evaluate business subculture's impact on business behavior. 

Measurement Criteria: Investigate culture's influence.

Performance Element: Employ sociological knowledge to facilitate marketing activities.

Measurement Criteria: Analyze and interpret complex societal issues, events, and problems.

Measurement Criteria: Analyze researched information and statistics. 

Measurement Criteria: Reach reasoned conclusions.

Measurement Criteria: Examine social beliefs, influences, and behavior. 

Measurement Criteria: Analyze group dynamics.

Measurement Criteria: Assess human behavior.

Performance Element: Apply psychological knowledge to facilitate marketing activities.

Measurement Criteria: Recognize factors influencing perception. 

Measurement Criteria: Identify sources of attitude formation. 

Measurement Criteria: Assess methods used to evaluate attitudes. 

Measurement Criteria: Identify basic social and cultural strata.

Measurement Criteria: Determine behavioral effects of social and cultural strata.

Measurement Criteria: Analyze effects of others on individual behavior. 

Measurement Criteria: Predict likelihood of conformity and obedience. 

Measurement Criteria: Determine significance of aggression. 

Measurement Criteria: Recognize factors affecting personality. 

Measurement Criteria: Evaluate the nature of change over a lifetime. 

Measurement Criteria: Identify sources of stress.

Measurement Criteria: Detail reactions to stress.

Measurement Criteria: Employ strategies for dealing with stress. 

Measurement Criteria: Investigate factors affecting motivation. 

Measurement Criteria: Analyze cues to basic drives/motives.

Statement: Solve mathematical problems to obtain information for decision making in marketing, sales, and service.

Performance Element: Employ numbers and operations to understand and solve mathematical problems in marketing.

Measurement Criteria: Recognize relationships among numbers. 

Measurement Criteria: Employ mathematical operations. 

Measurement Criteria: Perform computations successfully. 

Measurement Criteria: Predict reasonable estimations.
Cluster Knowledge and Skill Statement

Performance Element: Apply algebraic skills to make business decisions. 

Measurement Criteria: Recognize patterns and mathematical relations. 

Measurement Criteria: Use algebraic symbols to represent, solve, and analyze mathematical problems.

Measurement Criteria: Create mathematical models from real-life situations. 

Measurement Criteria: Represent changes in quantities mathematically. 

Measurement Criteria: Determine rate of change mathematically. 

Measurement Criteria: Interpret graphical and numerical data.

Performance Element: Employ measurement skills to make business decisions. 

Measurement Criteria: Recognize measurable attributes of objects. 

Measurement Criteria: Take measurements correctly.

Performance Element: Perform data analysis to make business decisions. 

Measurement Criteria: Formulate questions effectively.

Measurement Criteria: Collect relevant data.

Measurement Criteria: Organize useful data.

Measurement Criteria: Answer questions appropriately.

Measurement Criteria: Employ appropriate statistical methods in data analysis. 

Measurement Criteria: Develop and evaluate inferences and predictions. 

Measurement Criteria: Apply basic concepts of probability.

Performance Element: Implement problem-solving techniques to evaluate the accuracy of mathematical responses.

Measurement Criteria: Identify problem-solving techniques.

Measurement Criteria: Apply a variety of problem-solving strategies. 

Measurement Criteria: Adjust problem-solving strategies, when needed.

Statement: Apply language arts skills to enhance business opportunities in marketing, sales, and service.

Performance Element: Apply writing skills and strategies to communicate with targeted business audiences in marketing, sales, and service.

Measurement Criteria: Employ a variety of prewriting skills.

Measurement Criteria: Implement a variety of drafting and revision strategies. 

Measurement Criteria: Use strategies to write to different audiences. 

Measurement Criteria: Write a variety of composition types.

Performance Element: Employ writing skills to create a specific tone and style of writing for marketing communications.
Measurement Criteria: Use precise, descriptive language.

Measurement Criteria: Organize information into logical progression of ideas. 

Measurement Criteria: Employ a variety of sentence structures and sentence lengths. 

Measurement Criteria: Use transitional devices.

Measurement Criteria: Supply supporting detail.

Measurement Criteria: Convey personal style and voice.

Cluster Knowledge and Skill Statement

Performance Element: Apply grammatical and mechanical conventions to clarify written marketing communications.

Measurement Criteria: Write complete sentences.

Measurement Criteria: Employ parts of speech appropriately. 

Measurement Criteria: Use capitalization conventions properly. 

Measurement Criteria: Spell words correctly.

Measurement Criteria: Employ correct punctuation.

Measurement Criteria: Use varied sentence structures.

Performance Element: Compile and use information to support writer's position or topic in marketing communications.

Measurement Criteria: Use research methods appropriately. 

Measurement Criteria: Analyze a variety of sources.

Measurement Criteria: Implement a variety of criteria to evaluate source's validity and reliability.

Measurement Criteria: Synthesize information properly. 

Measurement Criteria: Reach correct conclusions.

Performance Element: Employ general reading skills and strategies to obtain information for use in marketing activities.

Measurement Criteria: Determine the meaning of words from context. 

Measurement Criteria: Extend vocabulary.

Measurement Criteria: Recognize techniques used to influence readers. 

Measurement Criteria: Identify factors influencing reader's response to text.

Performance Element: Practice reading skills and strategies to understand and interpret information for use in marketing.

Measurement Criteria: Apply criteria for evaluating text's accuracy. 

Measurement Criteria: Make connections between the reader's life and the text. 

Measurement Criteria: Identify writer's point of view correctly.

Measurement Criteria: Extract relevant information.

Measurement Criteria: Reach logical conclusions.

Performance Element: Speak and listen to acquire, provide, and understand marketing information.

Measurement Criteria: Apply verbal and nonverbal strategies appropriately to the situation.

Measurement Criteria: Ask relevant questions.

Measurement Criteria: Provide legitimate responses.

Measurement Criteria: Employ active-listening techniques.

Measurement Criteria: Adjust wording and delivery of messages to audience. 
Measurement Criteria: Give oral presentations effectively.

Measurement Criteria: Incorporate technology smoothly into presentations. 
Measurement Criteria: Defend ideas objectively.

Cluster Knowledge and Skill Statement 

Communications

Statement: Use communication skills to facilitate information flow in marketing, sales, and service.

Performance Element: Apply verbal skills to communicate effectively in marketing, sales, and service.

Measurement Criteria: Demonstrate effective listening skills.

Measurement Criteria: Employ proper grammar and vocabulary. 

Measurement Criteria: Reinforce service orientation through communication. 

Measurement Criteria: Address other communicants professionally.

Measurement Criteria: Perform telephone/cell phone calls professionally. 

Measurement Criteria: Use voice mail.

Measurement Criteria: Apply persuasion appropriately. 

Measurement Criteria: Make oral presentations, when needed

Performance Element: Write effectively to enhance marketing, sales, and service communications.

Measurement Criteria: Prepare and send written messages electronically. 

Measurement Criteria: Write informational messages.

Measurement Criteria: Write inquiry messages.

Measurement Criteria: Write persuasive messages.

Measurement Criteria: Prepare simple written reports.

Performance Element: Communicate with staff to clarify workplace objectives. 

Measurement Criteria: Follow others' directions.

Measurement Criteria: Provide directions for completing job assignments.

Measurement Criteria: Read interdepartmental/company communications in a timely manner.

Measurement Criteria: Conduct staff meetings effectively.

Performance Element: Communicate with customers to enhance company image. 

Measurement Criteria: Demonstrate customer-service mindset.

Measurement Criteria: Process customer inquiries.

Measurement Criteria: Adapt communication to the cultural and social differences among clients.

Measurement Criteria: Respond to client's communication according to company policy. 

Measurement Criteria: Handle interruptions professionally when working with clients. 

Measurement Criteria: Respond to client's special requests.

Cluster Knowledge and Skill Statement

Problem Solving and Critical Thinking

Statement: Apply problem-solving and critical-thinking skills to help grow the business and/or to resolve workplace conflict.

Performance Element: Deal with conflict to minimize disruptions in the workplace.

Measurement Criteria: Show empathy.

Measurement Criteria: Exert appropriate assertiveness.

Measurement Criteria: Demonstrate problem-solving skills. 

Measurement Criteria: Apply negotiation skills.

Measurement Criteria: Interpret business policies to customers/clients. 

Measurement Criteria: Resolve customer complaints.

Measurement Criteria: Handle situations when the customer is at fault. 

Measurement Criteria: Adjust to change.

Measurement Criteria: Adjust work practices to respond to client needs.

Measurement Criteria: Make personal and service adjustments that balance organizational goals and needs with those of clients. 

Measurement Criteria: Explain the nature of organizational change.

Measurement Criteria: Minimize organizational conflict

Measurement Criteria: Apply stress-management techniques. 

Performance Element: Employ skills to promote self-development. 

Measurement Criteria: Use feedback for personal growth.

Measurement Criteria: Implement decision-making skills.

Measurement Criteria: Set personal goals that further company goals. 

Measurement Criteria: Apply time-management principles.

Performance Element: Acquire organizational knowledge to solidify commitment to business.

Measurement Criteria: Explain company mission and/or vision.

Measurement Criteria: Describe company's goals, objectives, rewards, and incentives.

Measurement Criteria: Identify options for employees to contribute to process and/or product improvement.

Measurement Criteria: Describe measures used to determine success of process changes on service improvement.

Cluster Knowledge and Skill Statement Information Technology Applications

Statement: Apply technological tools in marketing, sales, and service to expedite work flow.

Performance Element: Use e-mail functions to expedite work. 

Measurement Criteria: Identify components of e-mail messages. 

Measurement Criteria: Write and send e-mail messages.

Measurement Criteria: Employ e-mail etiquette.

Measurement Criteria: Answer e-mail message promptly.

Measurement Criteria: Forward e-mail messages.

Measurement Criteria: Add signature file.

Measurement Criteria: Append attachments.

Measurement Criteria: Designate message priority.

Measurement Criteria: Manage address book.

Measurement Criteria: Set up distribution list.

Measurement Criteria: Sort mail.

Measurement Criteria: Search for and locate messages.

Measurement Criteria: Apply e-mail shortcuts.

Measurement Criteria: Implement auto-responder.

Measurement Criteria: Post messages on a listserv.

Measurement Criteria: Create and use e-mail folders to compile related messages. 

Performance Element: Employ web search skills to obtain information. 

Measurement Criteria: Identify components of a URL.

Measurement Criteria: Explain importance of search engines in locating information. 

Measurement Criteria: Use search engines and directories. 

Measurement Criteria: Implement search techniques.

Measurement Criteria: Locate specified topics on the Web.

Measurement Criteria: Access specked topics through web-page links. 

Measurement Criteria: Download web-page information to a disk.

Performance Element: Demonstrate word-processing skills to prepare text documents. 

Measurement Criteria: Identify word-processing capabilities. 

Measurement Criteria: Enter and store text.

Measurement Criteria: Search for, find, and replace text in a document. 

Measurement Criteria: Retrieve, edit, and print documents.

Measurement Criteria: Employ cut and paste functions.

Measurement Criteria: Create text document containing columns. 

Measurement Criteria: Insert graph into document.

Cluster Knowledge and Skill Statement

Performance Element: Demonstrate presentation software skills to prepare visual support for presentations.

Measurement Criteria: Identify capabilities of presentation software programs.

Measurement Criteria: Determine characteristics of effective presentation software documents.

Measurement Criteria: Enter and store text in a presentation software document. 

Measurement Criteria: Import graphics into a presentation software document.

Measurement Criteria: Develop builds and transitions for screens in a presentation software document.

Measurement Criteria: Retrieve and edit presentation software screens. 

Measurement Criteria: Add/Delete screens in a presentation software document.
Performance Element: Employ database skills to store, search, analyze, and retrieve information.

Measurement Criteria: Identify capabilities of database software. 

Measurement Criteria: Create database structure.

Measurement Criteria: Enter and save data in a database software document. 

Measurement Criteria: Retrieve and modify data in a database software document. 

Measurement Criteria: Delete database records.

Measurement Criteria: Sort data in a database given predetermined criteria. 

Measurement Criteria: Create chart or graph using database file. 

Measurement Criteria: Print labels from database.

Measurement Criteria: Print database list/report.

Performance Element: Apply spreadsheet skills to expedite mathematical calculations and to display that data in meaningful ways.

Measurement Criteria: Identify components of spreadsheets.

Measurement Criteria: Explain capabilities of spreadsheet software. 

Measurement Criteria: Format spreadsheets.

Measurement Criteria: Enter and store data in a spreadsheet software file. 

Measurement Criteria: Retrieve, edit, and print data in a spreadsheet file. 

Measurement Criteria: Create charts and graphs using spreadsheet data.

Cluster Knowledge and Skill Statement

Performance Element: Create and post basic web page to demonstrate a web presence. 

Measurement Criteria: Identify basic structure of web page. 

Measurement Criteria: Recognize limitations associated with web-page creation. 

Measurement Criteria: Analyze importance of tags in structuring web pages. 

Measurement Criteria: Identify naming conventions for web files.

Measurement Criteria: Name and save web files.

Measurement Criteria: Recognize information in HTML documents that will be ignored by browsers.

Measurement Criteria: Set up HTML documents. 

Measurement Criteria: Format text of a web page.

Measurement Criteria: Sped considerations in selecting graphics format. 

Measurement Criteria: Add graphic elements to a web page. 

Measurement Criteria: Add attributes to a tag on a web page. 

Measurement Criteria: Create hypertext links in a web page. 

Measurement Criteria: Display document within a web browser.

Measurement Criteria: Upload web page files the Web.

Cluster Knowledge and Skill Statement 

Systems

Statement: Implement, modify, and improve business and marketing systems to facilitate business activities.

Performance Element: Determine a businesses social responsibilities to understand how business can enhance public relations.

Measurement Criteria: Identify types of social responsibility.

Measurement Criteria: Specify importance of exhibiting social responsibility.

Measurement Criteria: Designate individuals, groups, or agencies to which businesses are socially responsible.

Measurement Criteria: Identify ways for businesses to demonstrate their social responsibility.

Performance Element: Determine the relationship between government and business to ascertain government's role in a market economy.

Measurement Criteria: Analyze government's involvement in business. 

Measurement Criteria: Determine ways that government regulates business. 

Measurement Criteria: Analyze impact of government regulation on business. 

Measurement Criteria: Identify methods for financing government regulation.

Performance Element: Analyze marketing to identify its role in a global economy.

Measurement Criteria: Designate extent to which a business implements the marketing concept.

Measurement Criteria: Recognize ways marketing affects consumers and business. 

Measurement Criteria: Determine impact of a global economy on marketing activities.

Performance Element: Appraise the marketing functions to understand their interdependence.

Measurement Criteria: Explain the purposes of each marketing function. 

Measurement Criteria: Describe the importance of each function to marketing. 

Measurement Criteria: Analyze the interrelationships among the marketing functions.

Performance Element: Evaluate a businesses purchasing system to determine its role in business.

Measurement Criteria: Identify purchasing activities.

Measurement Criteria: Recognize importance of purchasing in business operations.

Measurement Criteria: Analyze process for purchasing materials, equipment, and
supplies for business operations.

Performance Element: Analyze a businesses production system to determine its importance in business.

Measurement Criteria: Identify inputs used by businesses for production. 

Measurement Criteria: Differentiate between tangible and intangible outputs. 

Measurement Criteria: Recognize importance of production in business operations. 

Measurement Criteria: Identify production activities and their purposes. 

Measurement Criteria: Investigate goals of production activities.

Cluster Knowledge and Skill Statement

Performance Element: Analyze accounting systems to examine their contribution to the fiscal stability of businesses.

Measurement Criteria: Identify purposes of accounting.

Measurement Criteria: Designate requirements that the accounting system should fulfill.

Measurement Criteria: Differentiate between cash and accrual accounting. 

Measurement Criteria: Analyze steps in the accounting process.

Performance Element: Determine the role of management to understand how managers staff, organize, direct, control, and plan business activities.

Measurement Criteria: Categorize resources managed by business. 

Measurement Criteria: Identify levels of management.

Measurement Criteria: Recognize the role of managers.

Measurement Criteria: Identify management functions and their purposes. 

Performance Element: Evaluate quality systems to determine their effectiveness. 
Measurement Criteria: Identify the effects of improved quality.

Measurement Criteria: Recognize the impact of a global economy on quality standards. 

Measurement Criteria: Value the importance of having a customer focus. 

Measurement Criteria: Analyze the continuous quality improvement process. 

Measurement Criteria: Implement quality management tools and techniques. 

Measurement Criteria: Apply continuous improvement strategies. 

Measurement Criteria: Evaluate projects.

Performance Element: Assess human-resource systems to determine their role in a business organization.

Measurement Criteria: Identify components of human-resource system. 

Measurement Criteria: Determine the roles and responsibilities of human resource personnel.

Measurement Criteria: Evaluate the goals of human-resource systems. 

Measurement Criteria: Ascertain the security of personnel information. 

Measurement Criteria: Examine the employee-selection process. 

Measurement Criteria: Establish and evaluate the staff-development process. 

Measurement Criteria: Scrutinize employee-benefits package.

Performance Element: Analyze data systems to improve their effectiveness. 

Measurement Criteria: Identify importance of data systems.

Measurement Criteria: Designate components of a data system.

Measurement Criteria: Determine effectiveness of data flow/manipulation. 

Measurement Criteria: Detail roles and responsibilities of data-systems' personnel. 

Measurement Criteria: Analyze data-storage security.

Cluster Knowledge and Skill Statement

Performance Element: Evaluate administrative-support systems to improve their effectiveness.

Measurement Criteria: Determine role and responsibilities of employees in administrative-support systems.

Measurement Criteria: Establish standards of performance for administrative-support personnel.

Measurement Criteria: Institute procedures for work flow.

Measurement Criteria: Measure productivity of administrative-support personnel. 

Measurement Criteria: Activate corrective measures in administrative-support system.

Performance Element: Evaluate finance systems to enhance their impact on business operations.

Measurement Criteria: Identify importance of finance systems. 

Measurement Criteria: Determine finance activities. 

Measurement Criteria: Select cash flow streams.

Measurement Criteria: Interpret cash flow statements. 

Measurement Criteria: Analyze cash flow patterns.

Measurement Criteria: Use financial statements (i.e., balance sheets and profit-and-loss statements), for decision-making. 

Measurement Criteria: Calculate financial ratios.

Measurement Criteria: Develop operating budgets.

Measurement Criteria: Use operating budgets to control operations. 

Measurement Criteria: Analyze operating results in relation to budget/industry. 

Measurement Criteria: Apply investment criteria.

Measurement Criteria: Analyze financial equity.

Measurement Criteria: Scrutinize financial-reporting activities.

Performance Element: Evaluate types of business ownership to determine the systems used for structuring business organizations.

Measurement Criteria: Identify advantages/disadvantages of each type of business ownership (i.e., sole proprietorship, partnership, and corporation).

Measurement Criteria: Recognize reasons for choosing to form each type of business ownership.

Measurement Criteria: Describe types of partnership arrangements. 

Measurement Criteria: Explain the process for forming a corporation. 

Measurement Criteria: Identify types of corporations.

Measurement Criteria: Discuss ways in which corporations grow (i.e., merger, consolidation, and expansion). 

Measurement Criteria: Determine the role of franchises.

Measurement Criteria: Explain factors affecting the choice of ownership form.

Cluster Knowledge and Skill Statement 

Safety, Health, and Environmental

Statement: Implement safety, health, and environmental controls to enhance productivity in marketing, sales, and service.

Performance Element: Acquire knowledge of federal and state health and safety regulations to support a safe working environment in marketing, sales, and service. 

Measurement Criteria: Identify applicable regulations.

Measurement Criteria: Recognize penalties for noncompliance with the regulations. 

Measurement Criteria: Describe procedures for reporting noncompliance with regulations.

Performance Element: Analyze security issues to minimize loss in marketing, sales, and service.

Measurement Criteria: Identify causes of business risk.

Measurement Criteria: Take routine security precautions.

Measurement Criteria: Address client concerns about workplace security. 

Performance Element: Evaluate safety issues to minimize loss in marketing, sales, and service.

Measurement Criteria: Follow safety precautions.

Measurement Criteria: Maintain a safe environment.

Measurement Criteria: Handle accidents in the workplace appropriately. 

Measurement Criteria: Adhere to procedures for handling and reporting unexpected health issues, violent and threatening behavior, and other emergency situations.

Measurement Criteria: Follow regulations for use of equipment, tools, and machinery. 

Measurement Criteria: Adhere to policies regarding maintenance of equipment, tools, and machinery.

Measurement Criteria: Report unsafe or defective equipment, tools, or machinery. 

Measurement Criteria: Operate company's equipment safely.

Measurement Criteria: Apply appropriate technology to specific tasks.

Cluster Knowledge and Skill Statement Leadership and Teamwork

Statement: Employ leadership and teamwork skills to facilitate workflow in marketing, sales, and service.

Performance Element: Enhance group-working relationships to improve the work environment in marketing, sales, and service.

Measurement Criteria: Foster positive working relationships. 

Measurement Criteria: Participate as a team member. 

Measurement Criteria: Adhere to company policies. 

Measurement Criteria: Motivate self.

Performance Element: Organize work efforts and staff to enhance work flow in marketing, sales, and service.

Measurement Criteria: Document and maintain records in accordance with operational policies.

Measurement Criteria: Develop project plans.

Measurement Criteria: Plan and organize work efforts of staff. 

Measurement Criteria: Schedule employees.

Measurement Criteria: Delegate responsibility for job assignments.

Measurement Criteria: Establish standards for job performance. 

Performance Element: Staff the business operation to expedite work efforts.

Measurement Criteria: Determine hiring needs. 

Measurement Criteria: Recruit new employees. 

Measurement Criteria: Select new employees. 

Measurement Criteria: Conduct exit interviews. 

Measurement Criteria: Dismiss/Fire employees, as needed 

Measurement Criteria: Maintain personnel records.

Performance Element: Lead staff to achieve company goals. 

Measurement Criteria: Orient new employees. 

Measurement Criteria: Conduct training class/program. 

Measurement Criteria: Employ techniques to build employee morale.

Measurement Criteria: Implement techniques to motivate staff. 

Measurement Criteria: Provide feedback about work efforts. 

Measurement Criteria: Encourage team building.

Measurement Criteria: Resolve employee complaints and grievances.

Measurement Criteria: Assess employee morale. 

Measurement Criteria: Assess employee performance. 

Measurement Criteria: Take remedial action with staff.

Performance Element: Maintain fiscal control of business operations to limit expenses. 

Measurement Criteria: Identify overhead/operating expenses. 

Measurement Criteria: Control business expenses. 

Measurement Criteria: Control use of supplies.

Cluster Knowledge and Skill Statement 

Ethics and Legal Responsibilities

Statement: Exhibit ethical behavior in marketing, sales, and service to create goodwill and trust.

Performance Element: Employ ethical communications to acquire others' confidence in marketing, sales, and service.

Measurement Criteria: Respect the privacy of others. 

Measurement Criteria: Protect confidential information.

Measurement Criteria: Determine information appropriate to obtain from a client or another employee. 

Measurement Criteria: Demonstrate honesty and integrity.

Performance Element: Take ethical actions to inspire others' trust in marketing, sales, and service.

Measurement Criteria: Recognize personal biases and stereotypes.

Measurement Criteria: Treat others fairly at work. 

Measurement Criteria: Exhibit cultural sensitivity. 

Measurement Criteria: Employ ethical work habits.

Performance Element: Adhere to regulations and organizational ethics to foster trust and goodwill.

Measurement Criteria: Identify organizational ethics and integrity standards.

Measurement Criteria: Recognize organizational and legal consequences of aiding or participating in illegal or inappropriate behavior. 

Measurement Criteria: Uphold legally binding contracts.

Measurement Criteria: Adhere to personnel regulations. 

Measurement Criteria: Enforce trade regulations

Cluster Knowledge and Skill Statement 

Employability and Career Development

Statement: Implement employability and career-development skills to obtain and progress in marketing, sales, and service careers.

Performance Element: Plan career to enhance potential for job success in marketing, sales, and service.

Measurement Criteria: Determine employer expectations. 

Measurement Criteria: Analyze career information. 

Measurement Criteria: Select career interest.

Performance Element: Implement job-seeking skills to obtain employment in marketing, sales, and service.

Measurement Criteria: Apply job-search strategies. 

Measurement Criteria: Prepare resume.

Measurement Criteria: Write letter of application. 

Measurement Criteria: Complete job-application form. 

Measurement Criteria: Implement job-interview strategies. 

Measurement Criteria: Write follow-up letter to employer.

Performance Element: Participate in activities to enhance career success in marketing, sales, and service.

Measurement Criteria: Assess personal interests and skills needed for career success. 

Measurement Criteria: Identify skills needed to enhance career progression.

Measurement Criteria: Analyze resources that can contribute to professional development.

Measurement Criteria: Identify company sources containing information about company policies, procedures, and special events. 

Measurement Criteria: Implement networking strategies.

Performance Element: Employ personal skills to succeed in marketing, sales, and service.

Measurement Criteria: Exhibit positive attitude.

Measurement Criteria: Display interest and enthusiasm.

Measurement Criteria: Demonstrate orderly and systematic behavior. 

Measurement Criteria: Take initiative at work.

Measurement Criteria: Exhibit responsible behavior.

Measurement Criteria: Show self-control.

Measurement Criteria: Maintain appropriate personal appearance. 

Measurement Criteria: Demonstrate appropriate creativity.

Cluster Knowledge and Skill Statement 

Technical Skills
Statement: Employ technical skills to understand and perform marketing, sales, and service activities.

Performance Element: Apply knowledge of fundamental business concepts to purchase equipment/materials/supplies for business operations.

Measurement Criteria: Explain company buying/purchasing policies. 

Measurement Criteria: Describe the buying/purchasing process.

Measurement Criteria: Recognize the connection between buyer reputation and vendor relationship.

Measurement Criteria: Conduct vendor search.
Performance Element: Acquire knowledge of financial records to understand a businesses financial position.

Measurement Criteria: Calculate net sales.

Measurement Criteria: Research the needier cash flow statements. 

Measurement Criteria: Explain the purposes of balance sheets.

Measurement Criteria: Describe the importance of profit-and-loss statements.

Performance Element: Acquire knowledge of management tools to understand methods used to control business operations.

Measurement Criteria: Explain the use of business records. 

Measurement Criteria: Discuss the use of budgets.

Measurement Criteria: Describe crucial elements of a quality culture.

Performance Element: Identify current business trends to recognize changes needed in business operations.

Measurement Criteria: Describe the impact of current business trends on business.

Measurement Criteria: Explain the importance to business of identifying current business trends.

Performance Element: Utilize distribution knowledge and skill to manage supply-chain activities.

Measurement Criteria: Identify channels of distribution.

Measurement Criteria: Recognize technology usage in distribution.

Measurement Criteria: Ascertain legal and ethical considerations in distribution. 

Measurement Criteria: Discern receiving processes.

Measurement Criteria: Recognize storing/warehousing role.

Measurement Criteria: Analyze relationship between customer service and distribution. 

Measurement Criteria: Prepare invoices.

Measurement Criteria: Use an information system for order fulfillment. 

Measurement Criteria: Identify advantages/disadvantages of shipping processes. 

Measurement Criteria: Coordinate distribution and other marketing activities. 

Measurement Criteria: Investigate channel-member relationships.

Performance Element: Employ financial knowledge and skill to make business decisions.

Measurement Criteria: Recognize role of financing in marketing. 

Measurement Criteria: Explore technology usage in financing 

Measurement Criteria: Identify credit's purpose and importance.

Cluster Knowledge and Skill Statement

Performance Element: Gather, access, synthesize, evaluate, and disseminate marketing-information to make business decisions.

Measurement Criteria: Determine the need for marketing information. 

Measurement Criteria: Describe marketing-information management.

Measurement Criteria: Recognize the need for ethics in marketing-information management.

Measurement Criteria: Investigate technology usage in marketing-information management.

Measurement Criteria: Identify information monitored for marketing decision making.
Measurement Criteria: Recognize secondary-data sources.

Measurement Criteria: Search Internet for marketing information. 

Measurement Criteria: Monitor internal records for marketing information.

Measurement Criteria: Collect marketing information from others (e.g., customers, vendors, and staff). 

Measurement Criteria: Conduct environmental scan.

Measurement Criteria: Describe marketing research.

Measurement Criteria: Identify marketing-information processing techniques.

Measurement Criteria: Evaluate database usage in marketing-information management. 

Measurement Criteria: Design database.

Measurement Criteria: Apply databases to information analysis. 

Measurement Criteria: Interpret descriptive statistics. 

Measurement Criteria: Write marketing reports.

Measurement Criteria: Present report findings and recommendations. 

Measurement Criteria: Describe marketing strategies.

Measurement Criteria: Explain market and market segmentation. 

Measurement Criteria: Identify marketing plan components.

Measurement Criteria: Use situational analysis in marketing planning. 

Measurement Criteria: Describe the nature of sales forecasts.

Performance Element: Utilize pricing strategies to maximize return and meet customers' perceptions of value.

Measurement Criteria: Analyze the pricing function.

Measurement Criteria: Investigate pricing ethics.

Measurement Criteria: Describe technology usage in pricing. 

Measurement Criteria: Explain legal considerations in pricing.

Measurement Criteria: Recognize factors affecting pricing decisions. 

Measurement Criteria: Describe methods to determine pricing.

Cluster Knowledge and Skill Statement

Performance Element: Obtain, develop, maintain, and improve a product/service mix to respond to market opportunities.

Measurement Criteria: Describe the product/service management function. 

Measurement Criteria: Identify the impact of product life cycles on marketing decisions. 

Measurement Criteria: Determine technology usage in product/service management. 

Measurement Criteria: Recognize the need for ethics in product/service management. 

Measurement Criteria: Explain grades and standards usage in marketing 

Measurement Criteria: Explain and carry out warranties and guarantees.

Measurement Criteria: Discern consumer protection provided by government agencies. 

Measurement Criteria: Identify components of product mix.

Measurement Criteria: Explain product bundling.

Measurement Criteria: Describe factors used to position products/businesses. 

Measurement Criteria: Ascertain the nature of branding.

Performance Element: Utilize promotional knowledge and skill for communicating information to achieve a desired outcome.

Measurement Criteria: Determine the communication process used in promotion. 

Measurement Criteria: Identify roles and types of promotion. 

Measurement Criteria: Identify elements of the promotional mix. 

Measurement Criteria: Investigate ethics usage in promotion. 

Measurement Criteria: Determine technology usage in promotion. 

Measurement Criteria: Analyze promotional regulations. 

Measurement Criteria: Explain types of advertising media. 

Measurement Criteria: Identify advertisement's components. 

Measurement Criteria: Write targeted promotional messages. 

Measurement Criteria: Describe direct advertising strategies. 

Measurement Criteria: Explain database usage in advertising. 

Measurement Criteria: Design web site.

Measurement Criteria: Calculate media costs.

Measurement Criteria: Write news releases.

Measurement Criteria: Explain the nature of promotional plans. 

Measurement Criteria: Coordinate promotional-mix activities.

Performance Element: Utilize sales knowledge and skill to determine client needs and wants and to respond through planned, personalized communication. 

Measurement Criteria: Explain the sales function.

Measurement Criteria: Describe the relationship between customer service and selling. 

Measurement Criteria: Identify clientele-building factors. 

Measurement Criteria: Describe sales policies. 

Measurement Criteria: Investigate sales ethics. 

Measurement Criteria: Explain technology usage in selling. 

Measurement Criteria: Identify sales regulations. 

Measurement Criteria: Obtain product knowledge. 

Measurement Criteria: Analyze the sales process. 

Measurement Criteria: Implement sales support activities. 

Measurement Criteria: Plan strategies to meet sales quotas.

Pathway

Knowledge and Skills
PATHWAY: Management and Entrepreneurship 

Pathway Topic: Career Development

Pathway KS Statement: Assess entrepreneurship/small-business management-career information to enhance opportunities for career success.

Performance Element: Analyze sales careers to determine careers of interest.

Measurement Criteria: Describe entrepreneurship's/small businesses impact on a market economy.

Measurement Criteria: Identify career opportunities in small business ownership. 

Measurement Criteria: Ascertain educational requirements/backgrounds for entrepreneurs/small-business owners.

Measurement Criteria: Determine income ranges for entrepreneurs/small-business ownership.

Measurement Criteria: Determine perquisites (perks) associated with entrepreneurs/small-business owners.

Measurement Criteria: Identify the entrepreneurship's risks and rewards. 

Measurement Criteria: Describe the lifestyles of entrepreneurs/small-business owners. 

Measurement Criteria: Explain the personal characteristics associated with entrepreneurial success.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with entrepreneurial success to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with entrepreneurship.

Measurement Criteria: Discern between desired benefits and those associated with entrepreneurship.

Measurement Criteria: Contrast personal characteristics with those associated with entrepreneurial success.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for entrepreneurship.

Pathway Topic: Business Administration

Pathway KS Statement: Use staffing, organizing, leading, controlling, and planning to manage business activities.

Performance Element: Plan for organizational development and growth to facilitate business success.

Measurement Criteria: Determine technical assistance needed by business owners.

Measurement Criteria: Identify sources of assistance for entrepreneurs/small-business owners.

Measurement Criteria: Develop company objectives.

Measurement Criteria: Develop strategies to achieve company goals/objectives. 

Measurement Criteria: Describe the role of management in the achievement of quality. 

Measurement Criteria: Identify external factors that affect planning.
Measurement Criteria: Identify assumptions for creating projected financial statements.

Measurement Criteria: Develop a business plan.

Performance Element: Organize work efforts and staff to enhance work flow.

Measurement Criteria: Develop organizational plan.

Measurement Criteria: Develop job descriptions.

Measurement Criteria: Establish personnel policies.
Pathway Topic: Business Administration

Performance Element: Staff the business operation to expedite work efforts.

Measurement Criteria: Create orientation program. 

Measurement Criteria: Explain wage and benefit programs. 

Measurement Criteria: Develop compensation plan. 

Measurement Criteria: Maintain personnel records.

Performance Element: Plan and evaluate purchasing activities to minimize expenses. 

Measurement Criteria: Choose vendors.

Measurement Criteria: Negotiate contracts with vendors. 

Measurement Criteria: Review performance of vendors.

Performance Element: Maintain fiscal control of business operations to limit expenses.

Measurement Criteria: Negotiate service and maintenance contracts. 

Measurement Criteria: Negotiate lease or purchase of facility. 

Measurement Criteria: Develop company's budget.

Measurement Criteria: Use budgets to control operations. 

Measurement Criteria: Develop expense-control plans. 

Measurement Criteria: Analyze cash flow patterns.

Measurement Criteria: Prepare cash-flow statements. 

Measurement Criteria: Calculate financial ratios.

Measurement Criteria: Prepare balance sheets.

Measurement Criteria: Prepare profit-and-loss statements. 

Measurement Criteria: Interpret financial statements.

Measurement Criteria: Analyze operating results in relation to budget/ industry. 

Measurement Criteria: Prepare financial statements for audit.

Pathway KS Statement: Implement business ethics, regulations, and safeguards to protect the business and to create trust.

Performance Element: Apply ethics and government regulations to protect the business.

Measurement Criteria: Implement managerial ethics.

Measurement Criteria: Apply trade regulations.

Measurement Criteria: Analyze environmental regulations. 

Measurement Criteria: Comply with tax regulations.

Measurement Criteria: Fulfill businesses reporting requirements.

Performance Element: Create safety and security plans to minimize loss and to maximize return.

Measurement Criteria: Identify speculative business risks.

Measurement Criteria: Obtain insurance coverage.

Measurement Criteria: Develop strategies to protect digital data.

Measurement Criteria: Establish policies/procedures for preventing internal theft.

Pathway Topic: Business Administration

Measurement Criteria: Develop policies/procedures for preventing vendor theft. 

Measurement Criteria: Develop procedures for preventing burglary.

Measurement Criteria: Establish fire-prevention program.

Measurement Criteria: Establish safety policies and procedures.

Measurement Criteria: Explain risk management.

Performance Element: Resolve safety and security breaches to create safe working environment and to minimize loss.

Measurement Criteria: Correct hazardous conditions. 

Measurement Criteria: Settle insurance claims.

Pathway Topic: Communication and Interpersonal Skills

Pathway KS Statement: Implement communication and interpersonal skills to manage a business operation.

Performance Element: Communicate and apply interpersonal skills to manage a business.

Measurement Criteria: Prepare complex written reports.

Measurement Criteria: Fulfill management's role in customer relations.

Pathway Topic: Marketing Functions

Pathway KS Statement: Manage marketing activities to facilitate business development and growth.

Performance Element: Utilize distribution knowledge and skill to manage supply-chain activities.

Measurement Criteria: Interpret channel strategies.

Measurement Criteria: Select channels of distribution.

Measurement Criteria: Evaluate channel members.

Performance Element: Employ financial knowledge and skill to make business decisions.

Measurement Criteria: Make critical decisions regarding acceptance of bank cards. 

Measurement Criteria: Explain the importance of business credit.

Measurement Criteria: Identify risks associated with obtaining business credit. 

Measurement Criteria: Recognize sources of business financing.

Measurement Criteria: Explain loan evaluation criteria used by lending institutions. 

Measurement Criteria: Determine financing needed for business operations. 

Measurement Criteria: Determine financing needed to start a business. 

Measurement Criteria: Complete loan application package.

Performance Element: Manage marketing-information to make business decisions.

Measurement Criteria: Assess marketing-information needs.

Measurement Criteria: Develop marketing-information management system.

Measurement Criteria: Identify considerations in implementing international marketing strategies.

Measurement Criteria: Select target market.

Measurement Criteria: Conduct SWOT analysis for use in marketing planning process. 

Measurement Criteria: Forecast sales.

Pathway Topic: Marketing Functions

Measurement Criteria: Develop marketing plan.

Measurement Criteria: Identify measures used to control marketing planning. 

Measurement Criteria: Evaluate performance of marketing plan.

Measurement Criteria: Conduct marketing audits.

Performance Element: Utilize pricing strategies to maximize return and meet customers' perceptions of value.

Measurement Criteria: Select approach for setting a base price (cost, demand, competition).

Measurement Criteria: Determine cost of product (breakeven, ROL markup). 

Measurement Criteria: Calculate break-even.

Measurement Criteria: Identify strategies for pricing new products (for imitative new products, for innovative new products).

Measurement Criteria: Select product-mix pricing strategies (product line, option-product, captive product, by-product, product bundle). 

Measurement Criteria: Determine discounts and allowances that can be used to adjust base prices.

Measurement Criteria: Use psychological pricing to adjust base prices.

Measurement Criteria: Select promotional pricing strategies used to adjust base prices.

Measurement Criteria: Determine geographic pricing strategies to adjust base prices. 

Measurement Criteria: Identify segmented pricing strategies that can be used to adjust base prices.

Measurement Criteria: Set prices.

Measurement Criteria: Adjust prices to maximize profitability.

Performance Element: Obtain, develop, maintain, and improve a product/service mix to respond to market opportunities.

Measurement Criteria: Plan product mix.

Measurement Criteria: Determine services to provide customers.

Measurement Criteria: Explain the role of customer service in positioning/image. 

Measurement Criteria: Analyze factors that contribute to business success.

Measurement Criteria: Develop strategies to position product/business.

Performance Element: Utilize promotional knowledge and skill for communicating information to achieve a desired outcome.

Measurement Criteria: Conceptualize web-site design/components.

Measurement Criteria: Select advertising media.

Measurement Criteria: Buy advertisements.

Measurement Criteria: Evaluate effectiveness of advertising.

Measurement Criteria: Obtain publicity.

Measurement Criteria: Analyze costs/benefits of company participation in community activities.

Measurement Criteria: Develop a public relations plan.

Measurement Criteria: Design frequency-marketing program.

Measurement Criteria: Analyze use of specialty catalogs.

Measurement Criteria: Develop a sales promotion plan.

Pathway Topic: Marketing Functions

Measurement Criteria: Use past advertisements to aid in promotional planning. 

Measurement Criteria: Prepare promotional budget.

Measurement Criteria: Manage promotional allowances.

Measurement Criteria: Explain the use of advertising agencies.

Measurement Criteria: Develop an advertising campaign.

Measurement Criteria: Develop promotional plan for a business.

Performance Element: Manage the sales function to determine client needs and wants and to respond through planned, personalized communication.

Measurement Criteria: Analyze technology for use in the sales function.

PATHWAY: Professional Sales and Marketing Pathway Topic: Career Development

Pathway KS Statement Assess sales-career information to enhance opportunities for career success.

Performance Element: Analyze sales careers to determine careers of interest.

Measurement Criteria: Describe selling's impact on a market economy. 

Measurement Criteria: Identify career opportunities in selling.

Measurement Criteria: Ascertain educational requirements for sales careers. 

Measurement Criteria: Determine income ranges associated with sales careers. 

Measurement Criteria: Assess working conditions associated with sales careers. 

Measurement Criteria: Determine perquisites (perks) associated with sales careers. 

Measurement Criteria: Describe the lifestyles of salespeople.

Measurement Criteria: Identify opportunities for advancement in sales careers. 

Measurement Criteria: Explain the personal characteristics associated with sales success.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with sales success to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with sales careers. 

Measurement Criteria: Discern between desired benefits and those associated with sales careers.

Measurement Criteria: Contrast personal characteristics with those associated with sales success.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for sales careers.

Pathway Topic: Selling Process and Techniques

Pathway KS Statement: Employ processes and techniques to sell goods/services/ideas.

Performance Element: Acquire product knowledge needed to perform professional selling.

Measurement Criteria: Synthesize information accompanying product.

Measurement Criteria: Read promotional literature from manufacturers/service providers.

Measurement Criteria: Obtain product information available on the Web.

Measurement Criteria: Identify geographic area in which company provides products.

Measurement Criteria: Recognize company's product lines. 

Measurement Criteria: Identify ways that customers will use products.

Measurement Criteria: Determine ways products will perform in different circumstances.

Measurement Criteria: Master techniques to access additional information or training efficiently.

Measurement Criteria: Determine sources of and information about competitors' products.

Pathway Topic: Selling Process and Techniques

Measurement Criteria: Compare product with those of competitors. 

Measurement Criteria: Identify product promotions or sales.

Measurement Criteria: Determine product benefits.

Performance Element: Prospect to maintain or increase client numbers in professional selling.

Measurement Criteria: Select prospecting techniques.

Measurement Criteria: Construct prospect list.

Measurement Criteria: Qualify leads.
Measurement Criteria: Maintain prospect list.

Measurement Criteria: Demonstrate prospecting procedures.

Performance Element: Complete preparation needed to make a sales presentation.

Measurement Criteria: Identify needed sales preparation.

Measurement Criteria: Write sales letters.

Measurement Criteria: Obtain/Create sales aids.

Measurement Criteria: Organize sales talk and materials.

Performance Element: Establish initial relationship with clients to sell goods/services/ideas.

Measurement Criteria: Analyze client information.

Measurement Criteria: Choose techniques to establish client relationships. 

Measurement Criteria: Implement sales openings.

Measurement Criteria: Identify client's personality.

Measurement Criteria: Establish relationships with different types of clients. 

Measurement Criteria: Maintain courteous, professional treatment throughout interaction.

Performance Element: Determine client needs/wants to increase the likelihood of making immediate and repeat sales.

Measurement Criteria: Question clients to obtain information useful in satisfying their needs.

Measurement Criteria: Identify client's buying motives as emotional, rational, or patronage.

Measurement Criteria: Ascertain extent of client's purchase decision making. 

Measurement Criteria: Use probing techniques to obtain client information. 

Measurement Criteria: Assess client's needs.

Performance Element: Employ recommendation processes and techniques to educate client and to sell goods/services/ideas.

Measurement Criteria: Base product recommendations on client buying motives and needs.

Measurement Criteria: Recommend product substitutions, when appropriate. 

Measurement Criteria: Select product to demonstrate.

Measurement Criteria: Demonstrate product.

Measurement Criteria: Implement feature-benefit selling.

Measurement Criteria: Demonstrate cost/benefits/value to client.

Measurement Criteria: Communicate product improvements to client, when appropriate.

Pathway Topic: Selling Process and Techniques appropriate.

Measurement Criteria: Provide accurate pricing information.

Performance Element: Convert objections into benefits to continue sales process. 

Measurement Criteria: Compare objections and excuses.

Measurement Criteria: Recognize the importance of converting client objections into benefits.

Measurement Criteria: Provide rationale for product prices and about comparative advantages/disadvantages of differently priced offerings, when appropriate.

Measurement Criteria: Generate alternative solutions to client's expectations. 

Measurement Criteria: Use techniques to convert client objections into benefits. 

Performance Element: Close sales to conclude sales process.

Measurement Criteria: Make accurate judgments as to whether a client is ready to complete a sale.

Measurement Criteria: Evaluate verbal signals and body language to judge client's intentions.

Measurement Criteria: Use sales close appropriate to situation.

Measurement Criteria: Recommend additional products, as appropriate. 

Measurement Criteria: Determine inventory availability. 

Measurement Criteria: Negotiate sales agreement. 
Measurement Criteria: Calculate client's charges. 

Measurement Criteria: Process paperwork associated with sale.

Measurement Criteria: Provide clients with information, including accurate order numbers and properly completed paperwork, to enable them to check on status of delivery.

Measurement Criteria: Explain customer-service policies when closing sales. 

Measurement Criteria: Process/Accept client's payment. 

Measurement Criteria: Take equipment shortcuts to expedite transactions.

Performance Element: Develop and implement a sales follow-up plan to enhance client satisfaction and build sales.

Measurement Criteria: Identify types of follow-up activities. 

Measurement Criteria: Determine occasions to follow up sales activities. 

Measurement Criteria: Contact client in a timely fashion.

Measurement Criteria: Use appropriate follow-up activities that conform to company policies for sales situations.

Measurement Criteria: Communicate accurate information about product delivery, when appropriate.

Measurement Criteria: Take corrective measures, when needed. 

Measurement Criteria: Resolve complaints.

Measurement Criteria: Maintain ongoing support and communication with client. 

Measurement Criteria: Obtain feedback from clients.

Measurement Criteria: Treat customer courteously throughout follow-up.

Measurement Criteria: Provide suggestions for future purchases, including information on products that complement part purchases as well as information on new products.

Pathway Topic: Selling Process and Techniques

Measurement Criteria: Educate client as to changes in standard procedure. 

Measurement Criteria: Train client's personnel, when needed.
Measurement Criteria: Expand collaborative involvement between companies. 

Measurement Criteria: Meet client's customer-service expectations.

Pathway Topic: Sales Management

Pathway KS Statement: Use staffing, organizing, leading, controlling, and planning to manage sales activities.

Performance Element: Staff sales force to meet company needs.

Measurement Criteria: Determine sales force size.

Measurement Criteria: Establish structure of sales organization. 

Measurement Criteria: Develop profile of desired sales people.

Measurement Criteria: Select sales staff.
Performance Element: Organize sales-force and its activities to maximize effectiveness.

Measurement Criteria: Design sales territories.

Measurement Criteria: Assign staff to sales territories.

Measurement Criteria: Set up system for covering sales territories. 

Measurement Criteria: Establish sales-call reporting activities.

Measurement Criteria: Design sales force compensation plans and rewards. 

Performance Element: Lead sales force to improve staff's sales abilities.

Measurement Criteria: Design sales-training program. 
Measurement Criteria: Train sales force.

Measurement Criteria: Motivate sales teams.

Measurement Criteria: Conduct sales meetings.

Measurement Criteria: Coordinate efforts of multinational teams. 

Performance Element: Control sales staff and activities to maximize sales. 
Measurement Criteria: Prepare sales quotas.

Measurement Criteria: Prepare sales-territory analysis. 

Measurement Criteria: Establish prospecting standards.

Measurement Criteria: Monitor ethical and legal conduct of sales force.

Measurement Criteria: Justify accounts through territory screening.

Measurement Criteria: Review and evaluate group sales performance, according to company policies and procedures for measuring and tracking sales goals.

Measurement Criteria: Review and evaluate individual sales performance, according to company policies and procedures for measuring and tracking sales goals.

Performance Element: Control sales staff and activities to minimize expenses.

Measurement Criteria: Develop expense-control plan for sales force. 

Measurement Criteria: Analyze use of time by sales force. 

Measurement Criteria: Monitor sales budgets.

Pathway Topic: Sales Management

Performance Element: Plan sales activities and strategies to guide sales force.

Measurement Criteria: Develop sales strategy. 

Measurement Criteria: Implement sales tactics. 

Measurement Criteria: Prepare sales budget.

Pathway Topic: Marketing-Information Management

Pathway KS Statement: Monitor marketing information to enhance sales opportunities.

Performance Element: Predict sales to guide business activities.

Measurement Criteria: Estimate market and sales potentials. 

Measurement Criteria: Project sales forecasts realistically.

PATHWAY: Buying and Merchandising Pathway Topic: Career Development

Pathway KS Statement: Assess buying and merchandising-career information to enhance opportunities for career success.

Performance Element: Analyze buying and merchandising careers to determine careers of interest.

Measurement Criteria: Identify career opportunities in buying and merchandising.

Measurement Criteria: Investigate the role and responsibilities of retail buyers and merchandisers.

Measurement Criteria: Recognize factors that affect the scope of buyers’/ merchandisers' responsibilities.

Measurement Criteria: Compare and contrast buying for a single store with buying for multiple stores.

Measurement Criteria: Ascertain educational requirements for buying and merchandising careers.

Measurement Criteria: Determine income ranges associated with buying and merchandising careers.

Measurement Criteria: Assess working conditions associated with buying and merchandising careers.

Measurement Criteria: Determine perquisites (perks) associated with buying and merchandising careers.

Measurement Criteria: Describe the lifestyles of buyers and merchandisers. 

Measurement Criteria: Identify career paths in buying and merchandising careers.

Measurement Criteria: Explain the personal characteristics associated with buying and merchandising success.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with buying and merchandising success to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with buying and merchandising careers.

Measurement Criteria: Discern between desired benefits and those associated with buying and merchandising careers.

Measurement Criteria: Contrast personal characteristics with those associated with
buying and merchandising success.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for buying and merchandising careers.

Pathway Topic: Communication and Interpersonal Skills

Pathway KS Statement: Employ communication and interpersonal skills to facilitate interactions with others.

Performance Element: Communicate and apply interpersonal skills to manage buying and merchandising and to provide customer assistance.

Measurement Criteria: Give directions to other locations.

Measurement Criteria: Verify customer's identification when providing age-restricted products.

Pathway Topic: Communication and Interpersonal Skills

Measurement Criteria: Prepare complex written reports.

Measurement Criteria: Fulfill management's role in customer relations.

Pathway Topic: Business Administration

Pathway KS Statement: Acquire foundational knowledge of retailing to understand its scope and impact on the economy.

Performance Element: Investigate the retail industry to understand the background of retailing.

Measurement Criteria: Identify reasons for changes occurring in retailing. 

Measurement Criteria: Determine classifications of retailers.

Measurement Criteria: Ascertain advantages/disadvantages associated with each classification of retailer.

Measurement Criteria: Identify types of non-store retailers. 

Measurement Criteria: Explain the growth of non-store retailing. 

Measurement Criteria: Describe the evolution of retail competition. 

Measurement Criteria: Analyze the impact of technology on retailing.

Measurement Criteria: Recognize the effects of international trade on buying and merchandising.

Measurement Criteria: Identify issues and trends in retailing.
Performance Element: Compare and contrast in-store merchandising with online merchandising to determine their similarities and differences.

Measurement Criteria: Distinguish between merchandising and marketing.

Measurement Criteria: Ascertain the importance of merchandising to retailers and to e-tailors.

Measurement Criteria: Distinguish between merchandising for brick-and-mortar retailers and for online retailers. 
Measurement Criteria: Identify merchandising activities.

Performance Element: Place orders/reorders to maintain appropriate levels of materials/equipment/supplies.

Measurement Criteria: Identify factors to consider when placing orders/reorders. 

Measurement Criteria: Describe the use of smart cards in placing orders/reorders. 

Measurement Criteria: Calculate amount of order/reorder. 

Measurement Criteria: Write purchase orders.

Performance Element: Plan and evaluate purchasing activities to minimize expenses. 

Measurement Criteria: Analyze the use of central buying. 

Measurement Criteria: Choose vendors.

Measurement Criteria: Negotiate terms with vendors. 

Measurement Criteria: Follow up orders.

Measurement Criteria: Evaluate performance of vendors.

Pathway KS Statement: Implement business ethics, regulations, and safeguards to protect the business and to create trust.

Performance Element: Apply ethics and government regulations to protect a retail business.

Measurement Criteria: Implement managerial ethics.

Pathway Topic: Business Administration

Measurement Criteria: Apply trade regulations.

Measurement Criteria: Analyze environmental regulations.

Measurement Criteria: Comply with tax regulations.

Measurement Criteria: Fulfill businesses reporting requirements.

Measurement Criteria: Record and report sales tax, when appropriate.

Performance Element: Plan and implement security measures to minimize loss and to create trust.

Measurement Criteria: Identify policies and procedures for handling shoplifters. 

Measurement Criteria: Implement procedures for reducing bad-check losses. 

Measurement Criteria: Establish policies/procedures for preventing internal theft. 

Measurement Criteria: Develop policies/procedures for preventing vendor theft. 

Measurement Criteria: Recognize procedures for handling robbery situations. 

Measurement Criteria: Open/close business facility.

Measurement Criteria: Develop procedures for safeguarding cash.

Measurement Criteria: Complete bank deposits/records.

Measurement Criteria: Select security systems for the business.

Measurement Criteria: Conduct risk assessments.

Performance Element: Implement measures to maintain a safe working environment. 

Measurement Criteria: Clean service and work areas.

Pathway KS Statement: Use leading, controlling, and planning to manage buying and merchandising activities.

Performance Element: Lead store/department staff to improve their job performance.

Measurement Criteria: Coordinate efforts of multifunctional teams.

Measurement Criteria: Coordinate activities with other departments/stores. 

Measurement Criteria: Recognize management's role in the achievement of quality. 

Measurement Criteria: Update staff on business and economic trends.

Performance Element: Maintain fiscal control of retail operations to minimize expenses and maximize profit.

Measurement Criteria: Develop expense-control plans.

Performance Element: Plan and implement activities and strategies to guide staff.

Measurement Criteria: Identify factors that affect planning.

Measurement Criteria: Develop strategies to achieve company goals/objectives. 

Measurement Criteria: Implement tactics to accomplish strategies.

Pathway Topic: Marketing Functions

Pathway KS Statement Manage marketing activities to facilitate businesses development and growth.

Performance Element: Utilize distribution knowledge and skill to manage supply-chain activities.

Measurement Criteria: Explain distribution issues and trends. 

Measurement Criteria: Process incoming merchandise.

Measurement Criteria: Resolve problems with incoming shipments. 

Measurement Criteria: Process returned/damaged product.

Pathway Topic: Marketing Functions

Measurement Criteria: Establish receiving schedules.

Measurement Criteria: Select bar-code system.

Measurement Criteria: Route stock to sales floor.

Measurement Criteria: Store merchandise.

Measurement Criteria: Select appropriate storage equipment.

Measurement Criteria: Plan storage space.

Measurement Criteria: Fulfill orders.

Measurement Criteria: Select best shipping method.

Measurement Criteria: Analyze shipping needs.

Measurement Criteria: Analyze capabilities of electronic business systems to facilitate order fulfillment.

Measurement Criteria: Assess order fulfillment processes.

Measurement Criteria: Maintain inventory levels.

Measurement Criteria: Complete inventory counts.

Measurement Criteria: Plan/organize inventory counts.

Measurement Criteria: Monitor merchandise classification system.

Measurement Criteria: Describe inventory control systems.

Measurement Criteria: Identify types of unit inventory-control systems. 

Measurement Criteria: Determine inventory shrinkage.

Measurement Criteria: Maintain inventory-control systems.

Measurement Criteria: Develop inventory-control systems.

Measurement Criteria: Implement category management process.

Measurement Criteria: Develop collaborative relationships with channel members. 

Measurement Criteria: Interpret channel strategies.

Measurement Criteria: Evaluate channel members.

Measurement Criteria: Establish system for processing dead/excess merchandise. 

Measurement Criteria: Value inventory (LIFO, FIFO).

Measurement Criteria: Evaluate inventory (stock turnover, gross margin, return on inventory, open to buy, etc.).

Performance Element: Employ financial knowledge and skill to make retail decisions.

Measurement Criteria: Make critical decisions regarding acceptance of bankcards. 

Measurement Criteria: Select strategies for electronic payment.

Measurement Criteria: Identify legal considerations for granting credit. 

Measurement Criteria: Recognize factors affecting the extension of credit. 

Measurement Criteria: Determine creditworthiness of customers/clients. 

Measurement Criteria: Collect payments.

Measurement Criteria: Close credit accounts.

Measurement Criteria: Establish collection procedures.

Measurement Criteria: Explain the importance of business credit.

Measurement Criteria: Identify risks associated with obtaining business credit 

Measurement Criteria: Recognize sources of business financing.

Performance Element: Manage marketing-information to make retail decisions.

Measurement Criteria: Identify information helpful to retailers in planning.

Pathway Topic: Marketing Functions

Measurement Criteria: Identify data available through online tracking methods. 

Measurement Criteria: Assess marketing-information needs.

Measurement Criteria: Assess trading area.

Measurement Criteria: Identify factors to consider when selecting a store site. 

Measurement Criteria: Conduct a location feasibility study.

Measurement Criteria: Investigate competitors' environments, activities, and product offerings.

Measurement Criteria: Identify trends.

Measurement Criteria: Identify considerations in implementing international marketing strategies. 
Measurement Criteria: Select target market.

Measurement Criteria: Assess product categories using spreadsheets. 

Measurement Criteria: Predict patterns of demand.

Measurement Criteria: Forecast sales.

Measurement Criteria: Develop marketing plan.

Measurement Criteria: Evaluate performance of marketing plan.

Performance Element: Utilize pricing strategies to maximize return and meet customers' perceptions of value.

Measurement Criteria: Select approach for setting a base price (cost, demand, competition).

Measurement Criteria: Determine cost of product (breakeven, ROI, markup). 

Measurement Criteria: Calculate break-even.

Measurement Criteria: Identify strategies for pricing new products (for imitative new products, for innovative new products).

Measurement Criteria: Select product-mix pricing strategies (product line, option-product, captive-product, by-product, product bundle).
Measurement Criteria: Determine discounts and allowances that can be used to adjust base prices.

Measurement Criteria: Use psychological pricing to adjust base prices. 

Measurement Criteria: Select promotional pricing strategies to adjust base prices. 

Measurement Criteria: Determine geographic pricing strategies to adjust base prices.

Measurement Criteria: Identify segmented pricing strategies that can be used to adjust base prices.

Measurement Criteria: Set prices.

Measurement Criteria: Adjust prices to maximize profitability. 

Measurement Criteria: Evaluate pricing decisions.

Performance Element: Obtain, develop, maintain, and improve a product/service mix to respond to market opportunities.

Measurement Criteria: Plan product mix.

Measurement Criteria: Determine services to provide customers.

Measurement Criteria: Recognize the role of customer service in positioning/image. 

Measurement Criteria: Establish merchandise standards.

Measurement Criteria: Develop strategies to position product/business. 

Measurement Criteria: Determine the feasibility of having a web presence.

Pathway Topic: Marketing Functions

Measurement Criteria: Explain environmental factors conducive to customer satisfaction.

Measurement Criteria: Determine space requirements and allocation. 

Measurement Criteria: Design store's layout.

Measurement Criteria: Create desired atmosphere.

Measurement Criteria: Explain the nature of merchandise plans (budgets). 

Measurement Criteria: Plan stock.

Measurement Criteria: Plan reductions.

Measurement Criteria: Plan purchases.

Measurement Criteria: Determine what to buy.

Measurement Criteria: Determine quantities to buy. 

Measurement Criteria: Determine when to buy. 

Measurement Criteria: Plan gross margin.

Measurement Criteria: Prepare merchandise plan (budget). 

Measurement Criteria: Select resident buying office.

Measurement Criteria: Compare and contrast buying from domestic sources with that of foreign sources.

Measurement Criteria: Determine final cost of purchases from domestic and international sources.

Measurement Criteria: Plan and make market trips.

Measurement Criteria: Negotiate special buying situations with vendors.

Performance Element: Utilize promotional knowledge and skill for communicating information to achieve a desired outcome.

Measurement Criteria: Prepare request for advertising.

Measurement Criteria: Evaluate effectiveness of advertising. 

Measurement Criteria: Obtain publicity.

Measurement Criteria: Analyze costs/benefits of company participation in community activities.

Measurement Criteria: Plan special events.

Measurement Criteria: Prepare store/department for special event.

Measurement Criteria: Investigate the use of visual merchandising in retailing. 

Measurement Criteria: Identify types of display arrangements. 

Measurement Criteria: Maintain displays.

Measurement Criteria: Dismantle/store displays/display fixtures/forms. 

Measurement Criteria: Create promotional signs.

Measurement Criteria: Select and use display fixtures/forms. 

Measurement Criteria: Set up point-of-sale displays and handouts. 

Measurement Criteria: Create displays.

Measurement Criteria: Inspect/approve displays.

Measurement Criteria: Plan/schedule displays/themes with management. 

Measurement Criteria: Plan visual merchandising activities. 

Measurement Criteria: Develop promotional campaign.

Measurement Criteria: Use past advertisements to aid in promotional planning.

Measurement Criteria: Manage promotional allowances.

Pathway Topic: Marketing Functions

Performance Element: Manage the sales function to determine client needs and wants and to respond through planned, personalized communication.

Measurement Criteria: Acquire product information for use in selling. 

Measurement Criteria: Analyze product information to identify product features and benefits.

Measurement Criteria: Facilitate retail sales.

Measurement Criteria: Recognize the use of brand names in selling. 

Measurement Criteria: Establish relationship with customer. 

Measurement Criteria: Address needs of individual personalities. 

Measurement Criteria: Determine customer needs.

Measurement Criteria: Identify customer's buying motives for use in selling. 

Measurement Criteria: Facilitate customer buying decisions. 

Measurement Criteria: Assess customer needs.

Measurement Criteria: Recommend specific product. 

Measurement Criteria: Demonstrate product.

Measurement Criteria: Prescribe solution to customer needs. 

Measurement Criteria: Convert customer objections into selling points. 

Measurement Criteria: Close the sale.

Measurement Criteria: Demonstrate suggestion selling. 

Measurement Criteria: Plan follow-up strategies for use in selling. 

Measurement Criteria: Process cash and credit sales. 

Measurement Criteria: Accept checks from customers. 

Measurement Criteria: Prepare cash drawers/banks. 

Measurement Criteria: Open/close register/terminal. 

Measurement Criteria: Arrange delivery of purchases. 

Measurement Criteria: Pack and wrap purchases.

Measurement Criteria: Process special orders.

Measurement Criteria: Sell gift certificates.

Measurement Criteria: Process telephone orders.

Measurement Criteria: Process returns/exchanges. 

Measurement Criteria: Analyze and interpret sales reports.

PATHWAY: Marketing Communications and Promotion 

Pathway Topic: Professional Development

Pathway KS Statement: Assess marketing communication and promotion career information to enhance opportunities for career success.

Performance Element: Analyze marketing communication and promotion careers to determine careers of interest.

Measurement Criteria: Identify career opportunities in marketing communication and promotion.

Measurement Criteria: Investigate the role and responsibilities of marketing communication and promotion employees.

Measurement Criteria: Recognize factors that affect the scope of responsibilities of marketing communication and promotion employees. 

Measurement Criteria: Ascertain educational requirements for marketing communication and promotion careers. 

Measurement Criteria: Determine income ranges associated with marketing communication and promotion careers. 

Measurement Criteria: Assess working conditions associated with marketing communication and promotion careers.

Measurement Criteria: Determine perquisites (perks) associated with marketing communication and promotion careers.

Measurement Criteria: Describe the lifestyles of marketing communication and promotion employees.

Measurement Criteria: Identify career paths in marketing communication and promotion careers.

Measurement Criteria: Describe traits important to marketing communication and promotion success.

Measurement Criteria: Assess the services provided by professional organizations in marketing communication and promotion.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with marketing communication and promotion success to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with marketing communication and promotion careers.

Measurement Criteria: Discern between desired benefits and those associated with marketing communication and promotion careers.

Measurement Criteria: Contrast personal characteristics with those associated with marketing communication and promotion success.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for marketing communication and promotion careers.

Pathway Topic: Communication and Interpersonal Skills

Pathway KS Statement Employ communication and interpersonal skills to facilitate interactions with others.

Performance Element: Communicate with staff to clarify workplace objectives and maximize workflow.

Measurement Criteria: Participate in meetings and problem-solving groups.

Measurement Criteria: Resolve complaints.

Pathway Topic: Communication and Interpersonal Skills

Performance Element: Communicate and apply interpersonal skills to manage marketing communication and promotion activities.

Measurement Criteria: Apply ethics to online communication.

Measurement Criteria: Employ communication and interpersonal skills appropriate to the culture and audience.

Pathway Topic: Business Administration

Pathway KS Statement: Acquire foundational knowledge of marketing communication and promotion to understand its scope and impact on business.

Performance Element: Investigate the marketing communication and promotion industry to understand its background.

Measurement Criteria: Describe the advertising industry. 

Measurement Criteria: Identify types of advertising agencies.

Measurement Criteria: Explain departmental divisions of advertising agencies.

Measurement Criteria: Identify reasons for changes occurring in marketing communication and promotion.

Measurement Criteria: Recognize types of marketing communication and promotion activities.

Measurement Criteria: Identify factors affecting the development and growth of the advertising industry.

Measurement Criteria: Explain the economic and social effects of advertising.

Measurement Criteria: Analyze the impact of technology on marketing communication and promotion.

Measurement Criteria: Recognize the effects of international trade on marketing communication and promotion.

Measurement Criteria: Identify issues and trends in marketing communication and promotion.

Measurement Criteria: Determine types of technology needed by agency/ business. 

Measurement Criteria: Determine the impact of the Internet on marketing. 

Measurement Criteria: Identify issues and trends in e-commerce.

Performance Element: Place orders/reorders to maintain appropriate levels of materials/equipment/supplies.

Measurement Criteria: Identify factors to consider when placing orders/reorders. 

Measurement Criteria: Describe the use of smart cards in placing orders/reorders. 

Measurement Criteria: Calculate amount of order/reorder.

Measurement Criteria: Write purchase orders.

Pathway KS Statement: Apply technological tools in the workplace to expedite workflow and to prepare professional looking materials.

Performance Element: Demonstrate basic desktop publishing functions to prepare promotional materials.

Measurement Criteria: Identify examples of desktop publishing programs.

Pathway Topic: Business Administration

Measurement Criteria: Recognize the capabilities of desktop publishing programs. 

Measurement Criteria: Determine the benefits of using desktop publishing software.

Measurement Criteria: Employ elements of design in desktop publishing (Le., lines, shapes, mass, texture, and color).

Measurement Criteria: Apply principles of design when using desktop publishing (i.e., balance, proximity, alignment, repetition, contrast, and white space).

Measurement Criteria: Identify considerations in selecting fonts/typefaces for use in documents.

Measurement Criteria: Recognize the importance of desktop publishing planning. 

Measurement Criteria: Select grids to use in desktop publishing.

Measurement Criteria: Scan images.

Measurement Criteria: Wrap text around images.

Measurement Criteria: Add color to document/image.

Measurement Criteria: Employ repurposing tools.

Measurement Criteria: Edit photographs.

Measurement Criteria: Manipulate graphics to achieve desired image. 

Measurement Criteria: Arrange text and graphics on page.

Measurement Criteria: Overlap graphics and text elements.

Measurement Criteria: Add frame/box/border to a text document.

Measurement Criteria: Prepare documents using desktop publishing program.

Performance Element: Integrate software applications to prepare professional looking materials.

Measurement Criteria: Identify situations in which integration of software applications is appropriate.

Measurement Criteria: Move and copy information between applications. 

Measurement Criteria: Embed information in applications. 

Measurement Criteria: Link objects between applications.

Measurement Criteria: Prepare documents that require software applications integration.

Performance Element: Recognize tools used in web-site creation to understand their capabilities.

Measurement Criteria: Recognize capabilities of web-site creation tools. 

Measurement Criteria: Explain typography used in web-site creation.

Measurement Criteria: Identify graphics options for web-site creation. 

Measurement Criteria: Describe navigation tools/requirements in web-site creation. 

Measurement Criteria: Determine features/benefits of shopping carts.

Measurement Criteria: Explain reasons and considerations in using hyperlinks and buttons on web pages.

Measurement Criteria: Recognize the use of drop down menus.

Measurement Criteria: Describe the use of site templates to facilitate page creation. 

Measurement Criteria: Determine the purpose of text editors.

Measurement Criteria: Identify software applications that can be used to create mock-ups of web pages.

Pathway Topic: Business Administration

Measurement Criteria: Compare and contrast the capabilities of software applications in web-page creation.

Pathway KS Statement: Implement business ethics, regulations, and safeguards to protect the business and to create trust.

Performance Element: Apply ethics and regulations to protect an agency/business. 
Measurement Criteria: Implement managerial ethics. 
Measurement Criteria: Identify legal considerations in e-commerce.

Performance Element: Plan and implement security measures to minimize loss and to create trust.

Measurement Criteria: Maintain data security.

Measurement Criteria: Develop strategies to protect digital data.

Measurement Criteria: Identify strategies for protecting businesses web site. 

Measurement Criteria: Identify strategies for protecting online customer transactions.

Pathway KS Statement: Use organizing, leading, and planning to manage marketing communication and promotion activities.

Performance Element: Organize work efforts and staff to enhance workflow. 

Measurement Criteria: Coordinate efforts of multifunctional teams.

Measurement Criteria: Coordinate activities with other departments.

Performance Element: Lead staff to improve their job performance.

Measurement Criteria: Recognize management's role in the achievement of quality. 

Measurement Criteria: Mentor/coach staff members.

Performance Element: Plan and implement activities and strategies to guide staff. 

Measurement Criteria: Identify factors that affect planning.

Measurement Criteria: Implement tactics to accomplish strategies.

Pathway Topic: Marketing Communication and Promotion 

Activities Pathway KS Statement: Manage marketing communication and promotion activities to facilitate businesses development and growth and to contribute to customer satisfaction.

Performance Element: Acquire foundational knowledge of marketing communication and promotion activities to gain an understanding of their nature and scope.

Measurement Criteria: Explain the nature and scope of marketing communication and
promotion in the advertising industry.

Measurement Criteria: Identify factors affecting international marketing communication and promotion.

Performance Element: Advertise to communicate with targeted audiences.

Measurement Criteria: Describe the use of color in advertisements.

Measurement Criteria: Develop advertising headlines. 

Measurement Criteria: Select illustrations for advertisements. 

Measurement Criteria: Determine copy strategies.

Measurement Criteria: Select type style and font for advertisements.

Measurement Criteria: Create advertising layouts.
Pathway Topic: Marketing Communication and Promotion Activities

Measurement Criteria: Prepare advertisements. 

Measurement Criteria: Check advertising proofs. 

Measurement Criteria: Write direct-mail letters.

Measurement Criteria: Compare and contrast online advertisements with traditional advertisements.

Measurement Criteria: Explain e-mail marketing.

Measurement Criteria: Write content to use on the Internet. 

Measurement Criteria: Explain e-mail marketing. 

Measurement Criteria: Execute targeted e-mails. 

Measurement Criteria: Select strategies for online advertising.

Measurement Criteria: Develop direct advertising strategies. 

Measurement Criteria: Conceptualize web-site design/components.

Measurement Criteria: Pre-test advertising. 

Measurement Criteria: Measure media audience. 

Measurement Criteria: Select advertising media. 

Measurement Criteria: Select placement of advertisements. 

Measurement Criteria: Buy advertising time/space. 

Measurement Criteria: Schedule media.

Measurement Criteria: Conduct advertising tracking studies. 

Measurement Criteria: Evaluate effectiveness of advertising.

Performance Element: Conduct publicity and public relations to create goodwill and to remind others about business activities.

Measurement Criteria: Obtain publicity. 

Measurement Criteria: Coordinate news releases.

Measurement Criteria: Analyze costs/benefits of company participation in community activities.

Measurement Criteria: Create interactive public relations.

Measurement Criteria: Develop a public-relations plan.

Performance Element: Employ sales promotion activities to inform or remind others. 

Measurement Criteria: Recognize the use of slogans in sales promotion.

Measurement Criteria: Create promotional signs. 

Measurement Criteria: Design company brochures. 

Measurement Criteria: Develop sales packets for clients. 

Measurement Criteria: Design catalogs.

Measurement Criteria: Design frequency-marketing program. 

Measurement Criteria: Analyze use of specialty promotions. 

Measurement Criteria: Create online sales promotions. 

Measurement Criteria: Develop a sales-promotion plan.

Performance Element: Manage promotional activities and staff to expedite work, to coordinate activities, and to maximize the value of marketing communication and promotion.

Measurement Criteria: Select techniques, for promoting web sites. 

Measurement Criteria: Use past advertisements to aid in promotional planning.

Pathway Topic: Marketing Communication and Promotion Activities

Measurement Criteria: Select techniques to improve online response rates. 

Measurement Criteria: Predict and control promotional expenditures.

Measurement Criteria: Prepare promotional budgets.

Measurement Criteria: Employ a computerized promotional budget system. 

Measurement Criteria: Develop an advertising campaign.

Measurement Criteria: Develop promotional plan for a business.

Measurement Criteria: Incorporate e-commerce considerations into promotional plan. 

Measurement Criteria: Select strategies for delivering promotional materials to clients.

Measurement Criteria: Determine effectiveness of promotional efforts.

Pathway Topic: Marketing Functions

Pathway KS Statement: Manage marketing activities to facilitate business development and growth.

Performance Element: Utilize distribution knowledge and skill to manage supply-chain activities.

Measurement Criteria: Interpret channel strategies.

Measurement Criteria: Select channels of distribution.

Measurement Criteria: Evaluate channel members.

Performance Element: Employ financial knowledge and skill to make business decisions.

Measurement Criteria: Identify strategies for electronic payment.

Measurement Criteria: Explain the importance of business credit.
Measurement Criteria: Identify risks associated with obtaining business credit. 

Measurement Criteria: Recognize sources of business financing.

Measurement Criteria: Explain loan evaluation criteria used by lending institutions. 

Measurement Criteria: Determine financing needed for business operations. 

Measurement Criteria: Complete loan application package.

Performance Element: Manage marketing-information to make business decisions.

Measurement Criteria: Recognize privacy issues in e-commerce.

Measurement Criteria: Identify data available through online tracking methods. 

Measurement Criteria: Use web-site tracking methods for decision-making. 

Measurement Criteria: Employ online marketing research tools/techniques to collect primary and secondary data.

Measurement Criteria: Maintain customer database.

Measurement Criteria: Recognize the value of data mining in marketing communication and promotion.

Measurement Criteria: Use results of data mining to make marketing decisions. 

Measurement Criteria: Develop customer/client profile.

Measurement Criteria: Assess trading areas.

Measurement Criteria: Identify factors to consider when selecting a business site. 

Measurement Criteria: Conduct location feasibility study.

Measurement Criteria: Implement target marketing for marketing communication and promotion activities.

Measurement Criteria: Identify online target market.

Pathway Topic: Marketing Functions

Performance Element: Manage pricing strategies to maximize return and meet customers' perceptions of value.

Measurement Criteria: Identify factors affecting marketing communication and promotion services prices.

Measurement Criteria: Set prices for marketing communications and promotion services.

Performance Element: Manage product/service management activities to assist in obtaining, developing, maintaining, and improving a product/service mix that responds to market opportunities.

Measurement Criteria: Describe marketing communication and promotion services. 

Measurement Criteria: Maintain/update web site.

Measurement Criteria: Identify customization strategies for e-commerce activities. 

Measurement Criteria: Evaluate effectiveness of advertising services. 

Measurement Criteria: Select personalization strategies for e-commerce activities.

Measurement Criteria: Optimize businesses web-site placement with major search engines and directories.

Measurement Criteria: Use the Internet to build brand equity. 

Measurement Criteria: Identify customer-service issues in e-commerce. 

Measurement Criteria: Develop strategies to position product/business. 

Measurement Criteria: Evaluate e-customer experience.

Performance Element: Manage the sales function to determine client needs and wants and to respond through planned, personalized communication.

Measurement Criteria: Identify unique aspects of Internet sales.

Measurement Criteria: Recognize the nature of customer support for online sales. 

Measurement Criteria: Determine strategies for online customer support.

Measurement Criteria: Explain the use of brand names in selling.

Measurement Criteria: Distinguish between online consumer and organizational buying behavior.

Measurement Criteria: Develop a plan for online suggestion selling. 

Measurement Criteria: Train sales staff in use of the Internet. 

Measurement Criteria: Analyze technology for use in the sales function. 

Measurement Criteria: Develop plan for selling online.

PATHWAY: Marketing Information Management and Research Pathway Topic: Career Development

Pathway KS Statement: Assess marketing information and research career information to enhance opportunities for career success.

Performance Element: Analyze marketing information and research careers to determine careers of interest.

Measurement Criteria: Identify career opportunities in marketing information and research.

Measurement Criteria: Investigate the role and responsibilities of marketing information and research employees.

Measurement Criteria: Recognize factors that affect the scope of responsibilities of marketing information and research employees.

Measurement Criteria: Ascertain educational requirements for marketing information and research careers.

Measurement Criteria: Determine income ranges associated with marketing information and research careers.

Measurement Criteria: Assess working conditions associated with marketing information and research careers.

Measurement Criteria: Determine perquisites (perks) associated with marketing information and research careers.

Measurement Criteria: Describe the lifestyles of marketing information and research employees.

Measurement Criteria: Identify career paths in marketing information and research careers.

Measurement Criteria: Explain the personal characteristics associated with marketing information and research success. 
Measurement Criteria: /dent types of marketing-research firms.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with marketing information and research success to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with marketing information and research careers.

Measurement Criteria: Discern between desired benefits and those associated with marketing information and research.

Measurement Criteria: Contrast personal characteristics with those associated with marketing information and research success.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for marketing information and research careers.

Pathway Topic: Communication and Interpersonal Skills

Pathway KS Statement: Employ communication and interpersonal skills to facilitate interaction with others.

Performance Element: Communicate with staff to clarify workplace objectives and maximize workflow.

Measurement Criteria: Participate in meetings and problem-solving groups.

Measurement Criteria: Resolve complaints.

Pathway Topic: Communication and Interpersonal Skills

Performance Element: Communicate and apply interpersonal skills to manage marketing information and research.

Measurement Criteria: Prepare complex written reports. 

Measurement Criteria: Write cover letter for surveys.

Pathway Topic: Business Administration

Pathway KS Statement Acquire foundational knowledge of marketing information and research to understand its scope and impact on business.

Performance Element: Investigate the marketing information and research industry to understand its background.

Measurement Criteria: Identify reasons for changes occurring in marketing-information management and research.

Measurement Criteria: Recognize types of marketing information and research activities.

Measurement Criteria: Analyze the impact of technology on marketing-information management and research.

Measurement Criteria: Recognize the effects of international trade on marketing information and research.

Measurement Criteria: Identify issues and trends in marketing information and research.

Pathway KS Statement: Implement business ethics and safeguards to protect the business and to create trust.

Performance Element: Apply ethics to protect a business. 
Measurement Criteria: Implement managerial ethics.

Performance Element: Plan and implement security measures to minimize loss and to create trust.

Measurement Criteria: Maintain data security.

Performance Element: Implement measures to maintain a safe working environment. 
Measurement Criteria: Clean service and work areas.

Pathway KS Statement: Use organizing, leading, and planning to manage marketing information and research activities.

Performance Element: Organize work efforts and staff to enhance work flow.

Measurement Criteria: Coordinate efforts of multifunctional teams. 

Measurement Criteria: Coordinate activities with other departments. 

Measurement Criteria: Manage cross-functional activities. 

Performance Element: Lead staff to improve their job performance.

Measurement Criteria: Recognize management 3 role in the achievement of quality. 

Measurement Criteria: Mentor/coach staff members.

Performance Element: Plan and implement activities and strategies to guide staff.

Measurement Criteria: Identify factors that affect planning. 

Measurement Criteria: Implement tactics to accomplish strategies.

Measurement Criteria: Provide input into strategic planning.

Pathway Topic: Marketing-Information Management

Pathway KS Statement Manage marketing-information and research activities to facilitate businesses development and growth and to contribute to customer satisfaction.

Performance Element: Acquire foundational knowledge of marketing-information and research to understand what information and equipment are needed to carry out marketing information and research activities.

Measurement Criteria: Assess information needs.

Measurement Criteria: Describe the use of electronic data interchange (EDI) in marketing information and research activities.

Measurement Criteria: Analyze capabilities of electronic business systems in marketing-information management and research.

Performance Element: Collect marketing information to facilitate decision-making.

Measurement Criteria: Differentiate between external and internal information monitoring.

Measurement Criteria: Identify sources of primary and secondary data. 

Measurement Criteria: Obtain information from customer databases.

Measurement Criteria: Employ computer search engines to locate marketing research information.

Measurement Criteria: Search online databases to access marketing information. 

Measurement Criteria: Data mine web log for marketing information.

Measurement Criteria: Purchase information services. 

Measurement Criteria: Collect information about the competition.

Measurement Criteria: Track technological changes. 

Measurement Criteria: Monitor consumer needs. 

Measurement Criteria: Track economic changes. 

Measurement Criteria: Track regulatory changes.

Measurement Criteria: Obtain and track information about domestic and foreign suppliers/manufacturers.

Measurement Criteria: Monitor sales data (by volume, product, territory, channel, time period, etc.)

Measurement Criteria: Collect and monitor transactional data through electronic means (e.g., bar coding, optical scanners, automatic replenishing systems, electronic data interchange [EDI] and reader-sorters).

Measurement Criteria: Monitor inventory data.

Measurement Criteria: Track cost data. 

Measurement Criteria: Collect product-quality data.

Measurement Criteria: Measure market size, composition, and structure. 

Measurement Criteria: Analyze purchasing behavior.

Measurement Criteria: Analyze market areas using spatial modeling techniques. 

Measurement Criteria: Evaluate product usage.

Measurement Criteria: Conduct SWOT analysis.

Pathway Topic: Marketing-Information Management

Performance Element: Design and implement marketing research activities to test hypotheses and/or resolve issues.

Measurement Criteria: Compare and contrast marketing-information management with marketing research.

Measurement Criteria: Distinguish between types of marketing research (e.g., quantitative vs. qualitative, ad hoc vs. continuous, etc.). 

Measurement Criteria: Diagnose the marketing-research problem/issue.

Measurement Criteria: Identify research approaches (e.g., observation, survey, experiment) appropriate to the research problem.

Measurement Criteria: Select data-collection methods (e.g., observations, mail, telephone, Internet, discussion groups, interviews, scanners). 

Measurement Criteria: Evaluate the relationship between the research purpose and the marketing research objectives.

Measurement Criteria: Estimate the value of research information. 

Measurement Criteria: Compare and contrast validity and reliability. 

Measurement Criteria: Distinguish between purposive and representative samples.

Measurement Criteria: Compare and contrast probability and non-probability sampling.

Measurement Criteria: Determine needed sample size.

Measurement Criteria: Develop sampling plans C. e., who, how many, how chosen). 

Measurement Criteria: Prepare research briefs and proposals.

Measurement Criteria: Control sources of error and bias (e.g., response errors, interviewer errors, non-response errors, sample design). 

Measurement Criteria: Develop rating scales.

Measurement Criteria: Prepare diaries (e.g., product, media-use, contact).

Measurement Criteria: Create and administer simple questionnaires (e.g., types of questions, question wording, routing, sequencing, length, layout).

Measurement Criteria: Conduct telephone interviews.

Measurement Criteria: Select attitudinal scaling format (e.g., Likert scales, semantic differential scales, behavior intention scales).

Measurement Criteria: Employ techniques to assess ongoing behavior (e.g., business records; manual record sheets; electronic recording devices for telephone, personal, and computer interviewing; smart cards; audio-visual equipment).

Measurement Criteria: Conduct experiments (e.g., lab and field experiments). 

Measurement Criteria: Conduct in-depth interviews.

Measurement Criteria: Conduct focus groups.

Measurement Criteria: Conduct continuous panel research.

Measurement Criteria: Conduct test markets.

Measurement Criteria: Evaluate marketing research studies.

Measurement Criteria: Assess quality of contracted research firms.

Performance Element: Process marketing information to translate data into useful information for decision-making.

Measurement Criteria: Edit research data. 

Measurement Criteria: Code research data.

Pathway Topic: Marketing-Information Management

Measurement Criteria: Conduct error detection/edit routines. 

Measurement Criteria: Tabulate data. 
Measurement Criteria: Create data matrix.

Measurement Criteria: Apply statistical methods and software systems to aid in data interpretation (e.g., testing for significant differences, testing for relationships, testing for association).

Measurement Criteria: Identify types of modeling techniques. 

Measurement Criteria: Apply mathematical modeling techniques.

Measurement Criteria: Use statistical inferences to make estimates or to test hypotheses.

Measurement Criteria: Create and use marketing decision support systems to evaluate alternative solutions to marketing problems.

Measurement Criteria: Analyze narrative text (e.g., sorting, classifying/categorizing, identifying patterns, interpreting selecting mechanical analysis approaches).

Measurement Criteria: Interpret research data into information for decision-making.
Measurement Criteria: Display data in charts/graphs or in tables.

Performance Element: Report findings to communicate research information to others.

Measurement Criteria: Provide sales analysis reports. 

Measurement Criteria: Provide simulators.

Measurement Criteria: Prepare and use presentation software to support oral reports. 

Measurement Criteria: Present findings to client orally. 

Measurement Criteria: Prepare written reports for decision-making.

Measurement Criteria: Post marketing results on web page.

Performance Element: Employ marketing information to plan marketing activities. 

Measurement Criteria: Select target market.
Measurement Criteria: Identify trends.

Measurement Criteria: Predict demand patterns. 

Measurement Criteria: Forecast sales.

Measurement Criteria: Predict brand share. 

Measurement Criteria: Estimate market share. 

Measurement Criteria: Conduct environmental forecasting.

Measurement Criteria: Prepare trend analyses. 

Measurement Criteria: Develop customer profiles. 

Measurement Criteria: Determine usage patterns.

Measurement Criteria: Identify measures used to control marketing planning. 

Measurement Criteria: Evaluate performance of marketing plan.

Measurement Criteria: Conduct marketing audits.

Pathway Topic: Marketing Functions

Pathway KS Statement: Manage marketing information to facilitate marketing functions.

Performance Element: Manage marketing-information to make and evaluate logistical decisions.

Pathway Topic: Marketing Functions

Measurement Criteria: Identify information helpful to supply chain members in planning.

Measurement Criteria: Identify data available through online tracking methods. 

Measurement Criteria: Assess bar-code data.

Measurement Criteria: Monitor inventory data.

Measurement Criteria: Track cost data.

Measurement Criteria: Collect product quality data.

Measurement Criteria: Conduct total cost analysis of logistics. 

Measurement Criteria: Analyze service sensitivity.

Measurement Criteria: Evaluate suppliers.

Measurement Criteria: Evaluate use of wholesalers in product distribution.

Performance Element: Manage marketing information to facilitate pricing strategies that maximize return and meet customers' perceptions of value.

Measurement Criteria: Conduct demand analysis. 

Measurement Criteria: Determine price sensitivity.

Performance Element: Manage marketing information to assist in obtaining, developing, maintaining, and improving a product/service mix that responds to market opportunities.

Measurement Criteria: Conduct product analysis.

Measurement Criteria: Conduct customer-satisfaction studies. 

Measurement Criteria: Conduct service-quality studies.

Measurement Criteria: Identify new-product opportunities.

Measurement Criteria: Test product concepts.

Measurement Criteria: Design and conduct product tests.

Measurement Criteria: Determine attitudes towards products and brands. 

Measurement Criteria: Provide information to launch new products. 

Measurement Criteria: Estimate repeat purchase rate.

Measurement Criteria: Estimate purchase cycle.

Performance Element: Manage marketing information to facilitate promotional activities.

Measurement Criteria: Pre-test advertising.

Measurement Criteria: Conduct advertising tracking studies.

Measurement Criteria: Measure media audience.

Measurement Criteria: Predict and control promotional expenditures. 

Measurement Criteria: Employ a computerized promotional budget system.

PATHWAY: Distribution and Logistics Pathway Topic: Career Development

Pathway KS Statement Assess distribution and logistics-career information to enhance opportunities for career success.

Performance Element: Analyze distribution and logistics careers to determine careers of interest.

Measurement Criteria: Identify career opportunities in distribution and logistics.

Measurement Criteria: Investigate the role and responsibilities of distribution/logistics employees.

Measurement Criteria: Recognize factors that affect the scope of responsibilities of distribution/logistics employees.

Measurement Criteria: Ascertain educational requirements for distribution and logistics careers.

Measurement Criteria: Determine income ranges associated with distribution and logistics careers.

Measurement Criteria: Assess working conditions associated with distribution and logistics careers.

Measurement Criteria: Determine perquisites (perks) associated with distribution and logistics careers.

Measurement Criteria: Describe the lifestyles of distribution and logistics employees. 

Measurement Criteria: Identify career paths in distribution and logistics careers.

Measurement Criteria: Explain the personal characteristics associated with distribution and logistics success.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with distribution and logistics success to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with distribution and logistics careers.

Measurement Criteria: Discern between desired benefits and those associated with distribution and logistics careers.

Measurement Criteria: Contrast personal characteristics with those associated with distribution and logistics success.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for distribution and logistics careers.

Pathway Topic: Communication and Interpersonal Skills

Pathway KS Statement: Employ communication and interpersonal skills to facilitate interactions with others.

Performance Element: Communicate with staff to clarify workplace objectives and maximize workflow.

Measurement Criteria: Participate in meetings and problem-solving groups. 

Measurement Criteria: Resolve complaints.

Performance Element: Communicate and apply interpersonal skills to manage distribution and logistics and to provide customer assistance.

Measurement Criteria: Prepare complex written reports.

Measurement Criteria: Fulfill management's role in customer relations. 

Measurement Criteria: Evaluate the use of real-time communications.

Pathway Topic: Communication and Interpersonal Skills

Pathway Topic: Business Administration

Pathway KS Statement: Acquire foundational knowledge of distribution and logistics to understand its scope and impact on the economy.

Performance Element: Investigate the distribution and logistics industry to understand its background.

Measurement Criteria: Identify reasons for changes occurring in distribution/ logistics.

Measurement Criteria: Recognize types of distribution/logistics activities. 

Measurement Criteria: Recognize trade-offs and relationships among functions in the supply chain.

Measurement Criteria: Analyze the impact of technology on distribution/logistics. 

Measurement Criteria: Recognize the effects of international trade on distribution/logistics.

Measurement Criteria: Explain the impact of ISO standards on distribution/logistics. 

Measurement Criteria: Identify issues and trends in distribution/logistics. 

Performance Element: Place orders/reorders to maintain appropriate levels of materials/equipment/supplies.

Measurement Criteria: Identify factors to consider when placing orders/reorders. 

Measurement Criteria: Calculate amount of order/reorder.

Measurement Criteria: Plan orders.

Measurement Criteria: Prepare purchase orders.

Performance Element: Plan and evaluate purchasing activities to minimize expenses.

Measurement Criteria: Solicit competitive proposals to functional bid specifications. 

Measurement Criteria: Choose vendors.

Measurement Criteria: Negotiate terms with vendors.

Measurement Criteria: Follow up orders.

Measurement Criteria: Evaluate performance of vendors.

Pathway KS Statement: Implement business ethics, regulations, and safeguards to protect the business and to create trust.

Performance Element: Apply ethics and government regulations to protect a business. 

Measurement Criteria: Implement managerial ethics. 

Measurement Criteria: Identify tariff and trade restrictions. 

Measurement Criteria: Adhere to transportation law. 

Measurement Criteria: Identify and adhere to labeling regulations. 

Measurement Criteria: Explain export and import legislation. 

Measurement Criteria: Apply trade regulations. 

Measurement Criteria: Analyze environmental regulations. 

Measurement Criteria: Adhere to environmentally correct distribution/logistics practices.

Measurement Criteria: Negotiate and administer logistics contracts.

Pathway Topic: Business Administration

Performance Element: Plan and implement security measures to minimize loss and to create trust.

Measurement Criteria: Establish policies/procedures for preventing internal theft. 

Measurement Criteria: Develop policies/procedures for preventing vendor theft. 

Measurement Criteria: Inspect incoming/outgoing containers for tampering. 

Measurement Criteria: Maintain data security.

Measurement Criteria: Obtain insurance coverage for shipments.

Measurement Criteria: Conduct risk assessments.

Performance Element: Implement measures to maintain a safe working environment.

Measurement Criteria: Clean service and work areas.

Measurement Criteria: Follow procedures to ensure OSHA compliance.

Measurement Criteria: Conduct environmental and safety inspections.

Measurement Criteria: Conduct safety orientations for employees.

Measurement Criteria: Analyze potential terrorist threats posed by inbound/ outbound container traffic.

Measurement Criteria: Implement pattern recognition techniques to identify high risk shipments/containers.

Measurement Criteria: Correct unsafe conditions.

Measurement Criteria: Adhere to requirements of global hazardous materials packaging.

Measurement Criteria: Implement security measures in the hazmat supply chain.

Pathway KS Statement: Use organizing, leading, controlling, and planning to manage distribution and logistics activities.

Performance Element: Organize work efforts and staff to enhance workflow.

Measurement Criteria: Coordinate efforts of multifunctional teams. 

Measurement Criteria: Coordinate activities with other departments. 

Measurement Criteria: Manage cross-functional projects.

Performance Element: Lead staff to improve their job performance.

Measurement Criteria: Recognize management's role in the achievement of quality. 

Measurement Criteria: Cross train staff to perform a variety of tasks.

Measurement Criteria: Mentor/coach staff members.

Performance Element: Maintain fiscal control of logistical operations to minimize expenses and maximize profit.

Measurement Criteria: Develop expense-control plans.

Measurement Criteria: Explain supply management's contribution to cost reduction. 

Measurement Criteria: Apply learning curves to reduce costs.

Performance Element: Plan and implement activities and strategies to guide staff.

Measurement Criteria: Identify factors that affect planning.

Measurement Criteria: Develop strategies to achieve company goals/objectives. 

Measurement Criteria: Implement tactics to accomplish strategies.

Pathway Topic: Supply Chain Management

Pathway KS Statement: Manage distribution/logistics activities to facilitate businesses development and growth and to satisfy customers.

Performance Element: Acquire foundational knowledge of distribution/logistics.

Measurement Criteria: Explain distribution issues and trends.

Measurement Criteria: Describe the use of electronic data interchange [EDI] in
distribution/logistics activities.

Performance Element: Utilize warehousing and stock-handling knowledge and skill to expedite supply-chain activities.

Measurement Criteria: Process incoming shipments.

Measurement Criteria: Process imported goods through U.S. customs. 

Measurement Criteria: Resolve problems with incoming shipments.

Measurement Criteria: Process returned/damaged produce.
Measurement Criteria: Maintain loss and damage claim records.

Measurement Criteria: Establish procedures for handling, inspecting, and allowing claims on returned materials.

Measurement Criteria: Identify product labeling.

Measurement Criteria: Explain functions of packaging.

Measurement Criteria: Recycle/dispose of discarded packaging and containers. 

Measurement Criteria: Establish receiving schedules.

Measurement Criteria: Store merchandise/materials.

Measurement Criteria: Recognize product stacking requirements.

Measurement Criteria: Select appropriate storage equipment/system.

Measurement Criteria: Plan storage space.

Measurement Criteria: Develop and maintain stock-location system.

Measurement Criteria: Maximize use of forklifts.

Measurement Criteria: Analyze warehouse space utilization.

Measurement Criteria: Adjust warehouse layout.

Measurement Criteria: Analyze warehousing capabilities in foreign markets. 

Measurement Criteria: Describe storage facilities used for international shipments. 

Measurement Criteria: Analyze capabilities of electronic business systems to facilitate warehouse operations.

Measurement Criteria: Develop warehouse contingency planning system. 

Performance Element: Utilize order-fulfillment knowledge and skill to expedite supply-chain activities and to satisfy customers.

Measurement Criteria: Pick and assemble orders.

Measurement Criteria: Plan/select order-picking system.

Measurement Criteria: Identify types of shipping containers.

Measurement Criteria: Plan loads for containers/trailers.

Measurement Criteria: Select dunnage, packing, materials.

Measurement Criteria: Estimate needed supplies of packing materials. 

Measurement Criteria: Pack and label goods/boxes/containers for domestic/international shipment.

Measurement Criteria: Evaluate label-application alternatives and methods. 

Measurement Criteria: Unitize loads for shipment.

Measurement Criteria: Stabilize unit loads for easy shipments and receipts.

Pathway Topic: Supply Chain Management

Measurement Criteria: Load outgoing shipments.

Measurement Criteria: Recognize shipping-label requirements.

Measurement Criteria: Explain international transportation and delivery terms (INCOTERMS).

Measurement Criteria: Employ cost-reduction techniques for duties and tariffs. 

Measurement Criteria: Apply for drawbacks.

Measurement Criteria: Determine duties on international shipments. 

Measurement Criteria: Determine customs requirements.

Measurement Criteria: Prepare documents for domestic and international transportation.

Measurement Criteria: Ship product to meet customer requirements. 

Measurement Criteria: Trace lost shipments.

Measurement Criteria: Estimate delivery times.

Measurement Criteria: Select best shipping method for domestic and international shipments.

Measurement Criteria: Schedule product transportation to meet customer needs. 

Measurement Criteria: Determine transfer points for cargo.

Measurement Criteria: Route freight.

Measurement Criteria: Direct terminal-traffic flow.

Measurement Criteria: Analyze shipping needs.

Measurement Criteria: Analyze capabilities of electronic business systems to facilitate order fulfillment.

Measurement Criteria: Assess order fulfillment processes.

Performance Element: Control inventory to minimize expenses and satisfy customer requests.

Measurement Criteria: Rotate stock to minimize old/outdated inventory. 

Measurement Criteria: Maintain inventory levels.

Measurement Criteria: Complete inventory counts.

Measurement Criteria: Plan/organize inventory counts.

Measurement Criteria: Assign and analyze ABC inventory rankings. 

Measurement Criteria: Perform cycle counts.

Measurement Criteria: Develop and implement cycle-counting system. 

Measurement Criteria: Monitor inventory turnover rates.

Measurement Criteria: Set order lead-time requirements.

Measurement Criteria: Recognize international inventory issues. 

Measurement Criteria: Describe inventory control systems. 

Measurement Criteria: Identify types of unit inventory-control systems. 

Measurement Criteria: Determine inventory shrinkage.

Measurement Criteria: Determine causes of inventory discrepancies. 

Measurement Criteria: Define tolerance levels for inventory accuracy. 

Measurement Criteria: Establish re-order points.

Measurement Criteria: Maintain inventory-control systems. 

Measurement Criteria: Develop inventory-control systems.

Measurement Criteria: Implement measures to control inventory costs.

Pathway Topic: Supply Chain Management

Performance Element: Manage distribution/logistics activities to minimize costs and to facilitate workflow.

Measurement Criteria: Coordinate stages of order cycle.

Measurement Criteria: Establish system for processing dead/excess merchandise. 

Measurement Criteria: Manage reverse distribution processes.

Measurement Criteria: Identify logistical benefits and constraints within a particular market.

Measurement Criteria: Determine value-added services to perform for customers. 

Measurement Criteria: Develop logistics mission statement. 

Measurement Criteria: Set and meet distribution/logistics goals. 

Measurement Criteria: Establish customer-service goals. 

Measurement Criteria: Correct customer-service deficiencies. 

Measurement Criteria: Set up processes for distribution/logistics activities. 

Measurement Criteria: Measure process performance. 

Measurement Criteria: Implement process-improvement techniques. 

Measurement Criteria: Explain distribution resource planning. 

Measurement Criteria: Select and implement bar-code system. 

Measurement Criteria: Apply cost allocation measures.

Measurement Criteria: Develop collaborative relationships with channel members. 

Measurement Criteria: Interpret channel strategies.

Measurement Criteria: Analyze just-in-time capabilities. 

Measurement Criteria: Evaluate channel members.

Measurement Criteria: Evaluate performance of distributors in foreign countries.

Measurement Criteria: Terminate relationships with domestic and foreign channel members.

Measurement Criteria: Develop distribution network for new products. 

Measurement Criteria: Develop distribution strategy for foreign markets. 

Measurement Criteria: Conduct strategic distribution network planning process. 

Measurement Criteria: Value inventory (LIFO, FIFO).

Measurement Criteria: Evaluate inventory (stock turnover, gross margin, return on inventory, open to buy, etc.).

Measurement Criteria: Plan and implement a warehouse management system (W MS).

Pathway Topic: Marketing Functions

Pathway KS Statement: Manage marketing activities to facilitate businesses development and growth.

Performance Element: Manage marketing-information to make logistical decisions.

Measurement Criteria: Identify information helpful to supply chain members in planning.

Measurement Criteria: Identify data available through online tracking methods. 

Measurement Criteria: Assess bar-code data.

Measurement Criteria: Monitor inventory data.

Measurement Criteria: Track cost data.

Pathway Topic: Marketing Functions

Measurement Criteria: Collect product quality data.

Measurement Criteria: Assess marketing-information needs.

Measurement Criteria: Research viability of using free trade zones (FTZ). 

Measurement Criteria: Conduct analysis of competitors' distribution/logistics activities.

Measurement Criteria: Identify trends.

Measurement Criteria: Data mine point-of-sale (POS) information.

Measurement Criteria: Perform customer follow-up activities (e.g., surveys, reviews, warranty tracking, etc.).

Measurement Criteria: Identify considerations in implementing international marketing strategies.

Measurement Criteria: Segment markets on basis of logistical needs. 

Measurement Criteria: Assess product categories using spreadsheets. 

Measurement Criteria: Interpret statistical process control (SPC) charts.

Measurement Criteria: Predict patterns of demand.
Measurement Criteria: Forecast sales.

Measurement Criteria: Plan and implement a distribution information system. 

Performance Element: Utilize pricing strategies to maximize return and meet customers' perceptions of value.

Measurement Criteria: Select approach for setting a base price (cost, demand, competition).

Measurement Criteria: Determine cost of product (breakeven, ROI, markup). 

Measurement Criteria: Calculate break-even.

Measurement Criteria: Identify strategies for pricing new products (for imitative new products, for innovative new products).

Measurement Criteria: Select product-mix pricing strategies (product line, option-product, captive product, by-product, product bundle). 

Measurement Criteria: Determine discounts and allowances that can be used to adjust base prices.

Measurement Criteria: Use psychological pricing to adjust base prices.

Measurement Criteria: Select promotional pricing strategies to adjust base prices. 

Measurement Criteria: Determine geographic pricing strategies to adjust base prices. 

Measurement Criteria: Identify segmented pricing strategies that can be used to adjust base prices.

Measurement Criteria: Set prices.

Measurement Criteria: Adjust prices to maximize profitability.

Measurement Criteria: Evaluate pricing decisions.

Performance Element: Obtain, develop, maintain, and improve a product/service mix to respond to market opportunities.

Measurement Criteria: Maintain product data files.

Measurement Criteria: Identify product classes.

Measurement Criteria: Determine services to provide customers.

Measurement Criteria: Recognize the role of customer service in positioning/image. 

Measurement Criteria: Determine customers' expectations of service level.

Pathway Topic: Marketing Functions

Measurement Criteria: Measure customer-service levels.

Measurement Criteria: Analyze competitors' customer-service standards. 

Measurement Criteria: Establish product standards.

Measurement Criteria: Develop strategies to position product/business. 

Measurement Criteria: Determine space requirements and allocation.

Measurement Criteria: Create warehouse layouts.

Measurement Criteria: Select warehouse site.

Measurement Criteria: Develop and implement procurement policies and procedures. 

Measurement Criteria: Plan stock.

Measurement Criteria: Plan reductions.

Measurement Criteria: Plan purchases.

Measurement Criteria: Determine what to buy.

Measurement Criteria: Determine quantities to buy.

Measurement Criteria: Determine when to buy.

Measurement Criteria: Plan gross margin.

Measurement Criteria: Determine final cost of purchases from domestic and international sources.

Measurement Criteria: Negotiate special buying situations with vendors.

PATHWAY: e-Marketing

Pathway Topic: Career Development

Pathway KS Statement: Assess e-marketingcareer information to enhance opportunities for career success.

Performance Element: Analyze e-marketingcareers to determine careers of interest.

Measurement Criteria: Describe e-marketing's impact on business.

Measurement Criteria: Identify career opportunities in e-marketing.

Measurement Criteria: Ascertain educational requirements/backgrounds of e-marketers.

Measurement Criteria: Determine income ranges for e-marketers.

Measurement Criteria: Determine perquisites (perks) associated with e-marketing. 

Measurement Criteria: Describe the lifestyles of-marketers.

Measurement Criteria: Explain the personal characteristics associated with e-marketingsuccess.

Performance Element: Compare individual's abilities, interests, and attitudes with those associated with e-marketingsuccess to determine the match between the two.

Measurement Criteria: Analyze desired lifestyle and that associated with e-marketing. 

Measurement Criteria: Discern between desired benefits and those associated with e-marketing.

Measurement Criteria: Contrast personal characteristics with those associated with e-marketingsuccess.

Measurement Criteria: Examine similarities and differences between personal educational goals and educational requirements for e-marketing.

Pathway Topic: e-Business Administration

Pathway KS Statement: Acquire foundational knowledge of the Internet and e-commerce to understand its scope and impact on business and the economy.

Performance Element: Investigate the retail industry to explore the relationship between retailing and e-commerce.

Measurement Criteria: Identify reasons for changes occurring in retailing. 

Measurement Criteria: Determine classifications of retailers.

Measurement Criteria: Ascertain advantages/disadvantages associated with each classification of retailer.

Measurement Criteria: Identify types of non-store retailers.

Measurement Criteria: Explain the growth of non-store retailing.

Measurement Criteria: Compare e-commerce with traditional commerce. 

Measurement Criteria: Determine issues and trends in retailing that impact e-commerce.

Performance Element: Explore the relationship between e-commerce and the Internet to understand the role of the Internet in e-commerce.

Measurement Criteria: Identify the process that enables different types of computers and different operating systems to communicate with each other.

Pathway Topic: e-Business Administration

Measurement Criteria: Recognize factors that affect the speed of an Internet connection.

Measurement Criteria: Describe Internet-access options.

Measurement Criteria: Explain the key components of the Internet.

Measurement Criteria: Discuss the primary applications of the Internet (e.g., network communications, market intelligence, promotion, etc.). 

Measurement Criteria: Differentiate among e-commerce models.

Measurement Criteria: Identify competitive advantages provided by the Internet. 

Performance Element: Analyze the economic impact of e-commerce.

Measurement Criteria: Determine investment opportunities associated with e-commerce.

Measurement Criteria: Discuss the results of media spending for e-commerce. 

Measurement Criteria: Recognize the relationship between e-commerce and inflation. 

Measurement Criteria: Determine the impact of e-commerce on a businesses efficiency and effectiveness.

Performance Element: Ascertain the impact of e-commerce on international trade to understand the global marketplace.

Measurement Criteria: Identify considerations in communicating with an international market.

Measurement Criteria: Analyze factors affecting a businesses ability to sell to an international market

Measurement Criteria: Determine how e-commerce enables small businesses to compete internationally with large businesses.

Performance Element: Determine the impact of the Internet on marketing to determine the Internet's usefulness in carrying out marketing activities.

Measurement Criteria: Distinguish between the WWW and the Internet.

Measurement Criteria: Compare and contrast the advantages/disadvantages of using e-mail as a marketing tool.

Measurement Criteria: Determine the advantages/disadvantages of the WWW as a marketing tool.

Measurement Criteria: Recognize the importance of Internet-use policies. 

Measurement Criteria: Scrutinize the impact of the Internet on each of the marketing functions.

Performance Element: Compare and contrast in-store merchandising with online merchandising to determine their similarities and differences.

Measurement Criteria: Distinguish between merchandising and marketing. 

Measurement Criteria: Ascertain the importance of merchandising to retailers and to e-toilers.

Measurement Criteria: Distinguish between merchandising for brick-and-mortar retailers and for online retailers. 

Measurement Criteria: Identify merchandising activities.

Performance Element: Identify the impact of the Internet on a businesses purchasing activities to appreciate the value added by the Internet.

Measurement Criteria: Investigate the online purchasing process. 

Measurement Criteria: Identify ways that the Internet facilitates purchasing activities. 

Measurement Criteria: Determine constraints associated with online purchasing.

Pathway Topic: e-Business Administration

Performance Element: Place orders/reorders to maintain appropriate levels of materials/equipment/supplies.

Measurement Criteria: Identify factors to consider when placing orders/reorders. 

Measurement Criteria: Describe the use of smart cards in placing orders/ reorders. 

Measurement Criteria: Identify the components of purchase orders.

Measurement Criteria: Calculate amount of order/reorder.

Pathway KS Statement: Implement e-business ethics, regulations, and safeguards to protect the business and to create trust.

Performance Element: Apply ethics and government regulations to protect the e-business.

Measurement Criteria: Take ethical actions with online communications. 

Measurement Criteria: Identify legal considerations in e-commerce. 

Measurement Criteria: Record and report sales tax, when appropriate.

Performance Element: Secure company and customer data to minimize loss and to create trust.

Measurement Criteria: Identify strategies for protecting businesses web site.

Measurement Criteria: Select strategies for protecting online customer transactions.

Pathway KS Statement Acquire needed skills to create a web presence.

Performance Element: Employ technological tools to create a web presence.

Measurement Criteria: Demonstrate basic desktop publishing functions. 

Measurement Criteria: Integrate software applications. 

Measurement Criteria: Identify tools used in web-site creation. 

Measurement Criteria: Explain basic programming languages. 

Measurement Criteria: Identify capabilities of Internet/Web programming. 

Measurement Criteria: Select web host.

Pathway KS Statement Organize, control and plan work efforts to manage e-business activities.

Performance Element: Organize work to facilitate e-business success.

Measurement Criteria: Develop an e-commerce project plan.

Performance Element: Control costs to minimize expenses and maximize return. 

Measurement Criteria: Identify costs associated with e-commerce.

Measurement Criteria: Determine return on investment (ROI) for e-commerce. 

Performance Element: Plan an e-business to maximize return and minimize expense. 

Measurement Criteria: Incorporate e-commerce considerations into a business plan.

Pathway Topic: Marketing Functions

Pathway KS Statement: Manage marketing activities to facilitate e-business development and growth.

Performance Element: Utilize distribution knowledge and skill to manage supply-chain activities.

Measurement Criteria: Explain distribution issues and trends in e-commerce.
Measurement Criteria: Process incoming merchandise. 

Measurement Criteria: Resolve problems with incoming shipments.

Measurement Criteria: Process returned/damaged product. 

Measurement Criteria: Establish receiving schedules. 

Measurement Criteria: Store merchandise.

Measurement Criteria: Select appropriate storage equipment. 

Measurement Criteria: Plan storage space.

Measurement Criteria: Explain the nature of e-CRM. 

Measurement Criteria: Fulfill orders.

Measurement Criteria: Select best shipping method. 

Measurement Criteria: Analyze shipping needs.

Measurement Criteria: Analyze capabilities of electronic business systems to facilitate order fulfillment.
Measurement Criteria: Assess order-fulfillment processes. 

Measurement Criteria: Maintain inventory levels. 

Measurement Criteria: Complete inventory counts. 

Measurement Criteria: Plan/organize inventory counts. 

Measurement Criteria: Describe inventory control systems. 

Measurement Criteria: Identify types of unit inventory-control systems. 

Measurement Criteria: Determine inventory shrinkage. 

Measurement Criteria: Maintain inventory-control systems. 

Measurement Criteria: Develop inventory-control systems.

Measurement Criteria: Develop collaborative relationships with channel members. 

Measurement Criteria: Establish system for processing dead/excess merchandise. 

Measurement Criteria: Value inventory (LIFO, FIFO).

Measurement Criteria: Evaluate inventory (stock turnover, gross margin, and return on inventory, open to buy).

Performance Element: Employ financial knowledge and skill to make e-business decisions.

Measurement Criteria: Identify strategies for electronic payment.

Performance Element: Manage marketing-information to make e-business decisions.
Measurement Criteria: Explain privacy issues in e-commerce.

Measurement Criteria: Identify data available through online tracking methods. 

Measurement Criteria: Use online marketing research tools/techniques to collect primary data.

Measurement Criteria: Maintain customer database.

Measurement Criteria: Explain the use of data mining.

Measurement Criteria: Use results of data mining to make marketing decisions. 

Measurement Criteria: Use web-site tracking methods for decision-making. 

Measurement Criteria: Identify online target market.

Measurement Criteria: Incorporate e-commerce considerations into marketing plan. 

Performance Element: Acquire knowledge of e-pricing strategies to maximize return and meet customers' perceptions of value.
Measurement Criteria: Describe the impact of the Internet on pricing decisions. 

Pathway Topic: Marketing Functions

Performance Element: Obtain, develop, maintain, and improve a product/service mix to respond to market opportunities.

Measurement Criteria: Maintain/update web site.

Measurement Criteria: Explain the use of customization strategies in e-commerce activities.

Measurement Criteria: Identify personalization strategies for use in e-commerce activities.

Measurement Criteria: Optimize businesses web-site placement with major search engines.

Measurement Criteria: Use the Internet to build brand equity.

Measurement Criteria: Identify customer-service issues in e-commerce. 

Measurement Criteria: Evaluate e-customer experience.

Measurement Criteria: Explain the nature of merchandise plans (budgets). 

Measurement Criteria: Plan stock.

Measurement Criteria: Plan reductions.

Measurement Criteria: Plan purchases.

Measurement Criteria: Determine what to buy.

Measurement Criteria: Determine quantities to buy.

Measurement Criteria: Determine when to buy.

Measurement Criteria: Plan gross margin.

Measurement Criteria: Prepare merchandise plan (budget).

Performance Element: Utilize promotional knowledge and skill for communicating information to achieve a desired outcome.

Measurement Criteria: Describe online advertisements.

Measurement Criteria: Explain e-mail marketing.

Measurement Criteria: Write content for use on the Internet.

Measurement Criteria: Execute targeted e-mails.

Measurement Criteria: Select strategies for online advertising.

Measurement Criteria: Create interactive public relations.

Measurement Criteria: Identify sales-promotion techniques for e-commerce. 

Measurement Criteria: Select techniques for promoting web site.

Measurement Criteria: Select techniques to improve online response rate. 

Measurement Criteria: Incorporate e-commerce into promotional plan. 

Performance Element: Manage the e-sales function to determine client needs and wants and to respond through planned, personalized communication.

Measurement Criteria: Identify unique aspects of Internet sales.

Measurement Criteria: Describe customer support for online sales.

Measurement Criteria: Manage online customer support.

Measurement Criteria: Determine strategies for online customer support. 

Measurement Criteria: Recognize the use of brand names in selling. 

Measurement Criteria: Distinguish between online consumer and organizational buying behavior.

Performance Element: Acquire knowledge of e-pricing strategies to maximize return and meet customers' perceptions of value.
Measurement Criteria: Describe the impact of the Internet on pricing decisions. 

Measurement Criteria: Develop a plan for online suggestion selling. 

Measurement Criteria: Evaluate online prospects.

Measurement Criteria: Train sales staff in use of the Internet. 

Measurement Criteria: Develop plan for selling online.

Credentials

Deliverable #2: Marketing, sales, and service Sample List of Existing Credentials (includes licenses, education and industry certificates, as well as postsecondary degree options)

Education and Industry Licenses
	Title/Type/Descriptor of Licensing

Program
	Licensing Organization
	Source for Contact Information

www.careertools.org

	Cashiers and Checkers
	States, Commonwealths, and Territories, Government Agencies
	Search under Licensed Occupations by specific Marketing,

Sales and Service occupations, by state, or by agency

	Demonstrators and Product Promoters
	States, Commonwealths, and Territories, Government Agencies
	

	Interior Designers
	States, Commonwealths, and Territories, Government Agencies
	

	Public Relations Specialists
	
	

	Real Estate Appraisers, Assessors, Brokers and Sales Agents
	States, Commonwealths, and Territories, Government Agencies
	

	Rental and Counter Clerks
	States, Commonwealths, and Territories, Government Agencies
	

	Retail Salesperson and Associates
	States, Commonwealths, and Territories, Government Agencies
	

	Sales Representatives
	States, Commonwealths, and Territories, Government Agencies
	

	Telemarketers
	States, Commonwealths, and Territories, Government Agencies
	

	Traffic, Shipping, and Receiving Clerks
	States, Commonwealths, and Territories, Government Agencies
	

	
	
	

	
	
	


Education and Industry Certificates

	
	
	

	Title/Type Description of 

Certification Program
	Issuing Organization
	Source for Contact Information

	Advertising Clerks & Agents

· Certified Professional Services
	
	www.careertools.org

	Auctioneers

· Accredited Auctioneer, Real Estate, Certified Auctioneers Institute Graduate, Personal Property Appraiser
	Society for Marketing Professional Services Auction Marketing Institute
	


	International Merchandising Managers,

International Marketing Managers,

Advertising and Promotions Managers,

Marketing Managers, Sales

Managers/Supervisors, Purchasing

Managers, and Property, Real Estate, &

Community Association Managers
	
	

	•
Certified Association Executive
	•
	American Society of Association Executives

	•
Associate Certified
	•
	Institute of Certified Professional Managers

	Administrative Manager,

Associate Certified Manager,

Certified Administrative

Manager, Certified Manager

•
Certified Apartment Manager,
	•
	National Apartment Association

	Certified Apartment Property

Supervisor

•
Public Housing Manager,
	•
	National Association of Housing and Redevelopment Officials

	Section 8 Housing Manager,

Senior Professional Housing

Manager

•
Certified Purchasing Manager
	•
	National Association of Purchasing Management

	•
Certified Manager of
	•
	National Board of Certification for Community Association Managers

	Community Associations

•
Certified Professional Property
	•
	National Property Management Association, Inc.

	Manager, Consulting Fellow

•
Certified Marketing Executive,
	•
	Sales & Marketing Executives International

	Certified Sales Executive
	
	


	International Salespersons, Retail

Salesperson/Associates, Advertising Sales

Agent, Sales Representatives,

Demonstrators & Product Promoters, and

Telemarketers
	
	

	•

•
	SME Certified Professional

Salesperson

Certification in Marketing and

Sales, Certification in Sales
	•

•
	Sales & Marketing Executives International

Certified Marketing Services International, Inc.

	Market Researchers and Marketing

Information Managers
	•
	Society for Marketing Professional Services

	•
	Certified Professional Services

Marketer
	
	

	Merchandise Displayers and Trimmers
	•
	Certified Marketing Services International, Inc.

	•
Certification in Marketing and

Sales, Certification in Sales
	
	

	Procurement Clerks, Order Clerks, Real

Estate Clerks, Rental Clerks, Cashiers &

Checkers, Adjustment Clerks, Counter

Clerks, Stock Clerks, and Marking Clerks

•
Certified Apartment Supplier,

National Apartment Leasing

Professional

•
Certified Purchasing

Professional
	.

•
	National Apartment Association

American Purchasing Society

	Public Relations Specialists/Writers
	•
	Society for Marketing Professional Services

	•
	Certified Professional Services
	
	

	•
	Marketer

Accredited Business
	•
	International Association of Business Communicators

	•
	Communicator

Certified Business
	•
	Business Marketing Association

	
	Communicator
	
	


	Real Estate Appraisers, Assessors,

Brokers, and Sales Agents
	

	•
Board Certified in Corporate

Real Estate

•
Certified Commercial

Investment Member

•
Accredited Buyer

Representative (ABR),

Accredited Buyer

Representative Manager

(ABRM)

•
Accredited Land Consultant

(ALC)

•
Certified International Property

Specialist (CIPS), General

Accredited Appraiser (GAA),

Graduate-REALTOR Institute

(GRI), REALTOR Association

Certified Executive (RCE),

Residential Accredited

Appraiser, Internet Professional

Certification (e-PRO)

•
Certified Property Manager

•
Certified Real Estate Brokerage

Manager (CRB), Certified

Residential Specialist (CRS)

•
Counselor of Real Estate

•
Society of Industrial and Office

REALTORS (SIOR)
	•
Board on Certification for Corporate Real Estate

•
Commercial Investment Real Estate Institute

•
Real Estate Buyer’s Agent Council

•
Realtors Land Institute

•
National Association of Realtors
•
Institute of Real Estate Management

•
Realtors National Marketing Institute

•
Counselors of Real Estate

•
Society of Industrial and Office REALTORS

	Route Salesperson

•
SME Certified Professional

Salesperson

•
Certification in Marketing and

Sales, Certification in Sales
	•
Sales & Marketing Executives International

•
Certified Marketing Services International, Inc.

	Sales Engineer

•
Certified Machine Tool Sales

Engineer
	•
American Machine Tool Distributors’ Association


	Scheduling & Recording Distribution

Workers, Wholesale Freight, Stocking,

Handling, Material Moving, & Handling

Workers, and Traffic, Shipping, and

Receiving Clerks
	
	

	•

•
	Certified Associate in Materials

Handling, Professional Certified

in Materials Handling

Certified Packaging

Professional, Certified

Professional in Training
	•

•
	Materials Handling and Management Society

Institute of Packaging Professionals

	Service Station Attendants and Parking

Lot Attendants
	•
	National Parking Association

	•
	Certified Parking Facility

Manager
	
	

	Wholesale and Retail Buyers
	•
	American Purchasing Society

	•
Certified Purchasing
	
	

	Professional

•
Certified Purchasing Manager
	•
	National Association of Purchasing Management

	Wholesale Distribution Managers,

International Distribution Managers, and

Warehouse Managers
	•
	Institute of Certified Professional Managers

	•
Associate Certified
	
	

	Administrative Manager,

Associate Certified Manager,

Certified Administrative

Manager, Certified Manager

•
Certified Fellow in Production
	•
	Educational Society for Resource Management

	and Inventory Management,

Certified in Integrated Resource

Management, Certified in

Production and Inventory

Management
	
	


	

	Postsecondary Degree Options

	
	
	

	Title/Type/Descriptor of Degree Program
	Degree Conferring Organization
	Source for Contact Information

	Advertising
	Colleges and Universities
	www.careertools.org

	
	
	Search under the topic Training & Education

	Apparel & Accessories Marketing

Management
	Colleges and Universities
	

	Business Administration and Management
	Colleges and Universities
	

	Business Communications
	Colleges and Universities
	

	Business Marketing Operations
	Colleges and Universities
	

	Business Marketing/Marketing

Management
	Colleges and Universities
	

	Enterprise Management & Operation
	Colleges and Universities
	

	Entrepreneurship
	Colleges and Universities
	

	Fashion Design/Merchandising
	Colleges and Universities
	

	Interior Design
	Colleges and Universities
	

	Marketing Management & Research
	Colleges and Universities
	

	Marketing Research
	Colleges and Universities
	

	Operations Management & Supervision
	Colleges and Universities
	

	Personal Services Marketing Operations
	Colleges and Universities
	

	Public Relations & Organizational

Communications
	Colleges and Universities
	

	Purchasing, Procurement & Contracts

Management
	Colleges and Universities
	

	Real Estate
	Colleges and Universities
	

	Retailing and Wholesaling Operations
	Colleges and Universities
	

	Sales Operations
	Colleges and Universities
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NH CTSO Guidelines for State and National Conferences

Preamble

NH CTSO and National CTSO Conferences are planned and designed to be educational activities.  These are the most significant meetings on their respective level each year and provide an opportunity for members from around the state and nation to meet, exchange ideas, customs, and life experiences.  School boards, school administrators, business and industry and parents support these organizations and their activities as an investment in our youth.

CTSO participation should be an enjoyable learning experience with every attention paid to safety and comfort.  All participants are expected to conduct themselves in a manner best representing their local chapters and schools.  Attendance is not mandatory.  By voluntarily participating you agree to follow the official conference rules set forth by respective CTSO (DECA, FBLA, FCCLA, FFA, HOSA, SkillsUSA-VICA, and TSA).  Signing this set of guidelines is reaffirming dedication to be the best possible representative at state and national conferences.  Violations will be brought to the attention of the State Advisor for the respective CTSO, Member & Advisor/Chaperone School Career and Technical Director, TEC-NH Board and the NH Department of Education – Bureau of Career Development.

NH CTSO GUIDELINES

1. All members, when not required to be in official dress, may wear neat casual dress.  No tee shirts or other clothing with logos or names representing tobacco, alcohol or illegal substances, or other inappropriate slogans shall be worn by members or advisors/chaperones at any time during their travel to, during the conference or upon return.

2. Members, advisors and chaperones shall attend general sessions, activities and opening and closing sessions to the best degree possible.

3. Members, advisors and chaperones shall follow the Code of Ethics for their respective CTSO and adhere to the proper dress code as stated in the official manual.

4. Members, advisors and chaperones will assist the state advisor when requested (during events, problems with members, etc) to provide assistance and adequate supervision at all times. 

5. Members, advisors, chaperones and other guests shall respect all public and private property.

6. Members shall respect and comply with requests of advisors and chaperones representing NH regardless of their school affiliation.

7. Members will follow the rules established concerning visiting individuals of the opposite gender. 

8. Members shall refrain from the use of tobacco, alcohol, or illegal substance.

9. Members will keep their advisor up-to-date on their whereabouts and advisor will keep an agenda in order to reach a member during the conference.

10. Advisors will conduct daily meetings with members to inform them of time schedules, progress reports, and other activities.

11. Advisors will be responsible for performing room checks and nightly curfew checks.  Advisors in attendance from the State will agree upon a common curfew to be the same for all members. 

12. Advisors are employees of the school in which the chapter is located and members attend.

I have read, understand and agree to the above guidelines and will abide by them while traveling to and from and while attending my CTSO convention. 
______________________________________


____________________

Signature of Member






Date

______________________________________


____________________

Signature of Parent/Guardian





Date

______________________________________


____________________

Signature of Advisor






Date
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INSTRUCTIONAL AREA Economics

PARTICIPANT INSTRUCTIONS

PROCEDURES

1. The event will be presented to you through your reading of these instructions, including the Performance Indicators and Event Situation. You will have up to 10 minutes to review this information to determine how you will handle the role-play situation and demonstrate the performance indicators of this event. During the preparation period, you may make notes to use during the role-play situation.

2. You will give an ID label to your adult assistant during the preparation time.

3. You will have up to 10 minutes to role-play your situation with a judge (you may have more than one judge).

4. You will be evaluated on how well you meet the performance indicators of this event.

5. Turn in all your notes and event materials when you have completed the role-play. PERFORMANCE INDICATORS

1. Explain the principles of supply and demand.

2. Explain the concept of competition.

3. Identify factors affecting a businesses profit.

4. Explain the concept of marketing strategies.

5. Explain the concept of market and market identification.

Published 2000 by DECA Related Materials. Copyright ® 2000 by DECA, Inc. No part of this publication may be reproduced for resale without written permission from the publisher. Printed in the United States of America.

MMS-00 State Event 3
EVENT SITUATION

You are to assume the role of manager of a location of HAPPY DAYS, a miniature golf business. The chain's owner (judge) has asked you to analyze a change in staffing policies for the chain and make a recommendation.

HAPPY DAYS is a miniature golf business with four locations in a popular, large, sprawling recreational area. The business is located in the southern U.S., and therefore operates year-round. The chain has been marginally profitable for the last two years, losing a large portion of its market share to two new miniature golf locations.

Your costs are increasing in relation to your customers, and the chain's owner (judge) has asked individual managers of the four courses to evaluate certain cost-cutting measures. One of the proposed measures is to reduce the number of full-time employees (those regularly scheduled to work less than 25 hours per week).

The part-time employees would be paid on a lower wage scale than the full-time employees. In addition, the chain would not be subject to the costs associated with fringe benefits such as medical insurance, vacation time or sick leave. Expenses paid by the employer, such as unemployment insurance, workman's compensation insurance and social security, would also be lower. The cost savings would be approximately 20% of the current personnel costs without measurably changing the total number of hours worked.

Using part-time employees would also allow for more flexibility in scheduling. Management feels constrained by the scheduling demands of the full-time employees. The businesses needs do not always match the seven- or eight-hour workdays of the full-time employees. Because there are several high schools and a junior college in the area along with some senior citizen communities, there is a large pool of potential part-time employees from which to choose. However, these new employees would have to be trained because they would have little or no marketing experience.

Most of the full-time employees have been with the business for a long period of time, averaging six years of service. They are loyal employees who look at their employment as career positions. They have knowledge of the customers, the management, and the businesses policies and procedures. However, this knowledge has been acquired by doing the same things in the same ways over the years. The full-time employees are resistant to change. Although they are loyal employees, they probably will not be able to take the cut in pay and benefits to assume part-time positions.

The businesses owner (judge) has asked you to examine the strengths and weaknesses of the proposed cost reduction plan to reduce the number of full-time employees by replacing them with part-time employees and make a recommendation.

You will present your analysis and recommendation to the businesses owner (judge) in a role-play to take place in the office of your golf-course location. The owner (judge) will begin the role-play by greeting you and asking to hear your ideas. After you have presented your ideas and have answered the owner's (judge's) questions, the owner (judge) will conclude the role-play by thanking you for your input.

MMS-00 State Event 3
JUDGE'S INSTRUCTIONS DIRECTIONS, PROCEDURES, AND JUDGE'S ROLE

In preparation for this event, you should review the following information with your event manager and other judges:

1.
Procedures

2. Performance indicators

3. Event Situation

4. Judge Role-Play Characterization

Participants may conduct a slightly different type of meeting and/or discussion with you each time; however, it is important that the information you provide and the questions you ask be uniform for every participant.

5. Judge's Evaluation Instructions

6. Judge's Evaluation Form Please use a critical and consistent eye in rating each participant.
JUDGE ROLe-PLAY CHARACTERIZATION

You are to assume the role of owner of HAPPY DAYS, a miniature golf business. You have asked the manager of one of your locations (participant) to analyze a change in staffing policies for the chain and make a recommendation.

HAPPY DAYS is a miniature golf business with four locations in a popular, large, sprawling recreational area. The business is located in the southern U.S., and therefore operates year-round. The chain has been marginally profitable for the last two years, losing a large portion of its market share to two new miniature golf locations.

Your costs are increasing in relation to your customers, and you have asked individual managers of the four courses to evaluate certain cost-cutting measures. One of the proposed measures is to reduce the number of full-time employees (those regularly scheduled to work less than 25 hours per week).

The part-time employees would be paid on a lower wage scale than the full-time employees. In addition, the chain would not be subject to the costs associated with fringe benefits such as medical insurance, vacation time or sick leave. Expenses paid by the employer, such as unemployment insurance, workman's compensation insurance, and social security, would also be lower. The cost savings would be approximately 20% of the current personnel costs without measurably changing the total number of hours worked.

Using part-time employees would also allow for more flexibility in scheduling. Managers feel constrained by the scheduling demands of the full-time employees. The businesses needs do not always match the seven- or eight-hour workdays of the full-time employees. Because there are

JUDGE ROLE-PLAY CHARACTERIZATION (continued)
MMS-00 State Event 3

several high schools and a junior college in the area along with some senior citizen communities, there is a large pool of potential part-time employees from which to choose. However, these new employees would have to be trained because they would have little or no marketing experience.

Most of the full-time employees have been with the business for a long period of time, averaging six years of service. They are loyal employees who look at their employment as career positions. They have knowledge of the customers, the management, and the businesses policies and procedures. However, this knowledge has been acquired by doing the same things in the same ways over the years. The full-time employees are resistant to change. Although they are loyal employees, they probably will not be able to take the cut in pay and benefits to assume part-time positions.

You have asked the manager of one of your locations (participant) to examine the strengths and weaknesses of the proposed cost reduction plan to reduce the number of full-time employees by replacing them with part-time employees and make a recommendation.

The manager (participant) will present his/her analysis and recommendation to you in a role-play to take place in the office of his/her golf-course location. You will begin the role-play by greeting the manager and asking to hear his/her ideas.

During the course of the role-play, you are to ask the following questions of each participant:

1. If we proceed with this plan, what time frame should we adopt for the implementation?

2. What are the primary economic and human resource considerations in this decision? How do they differ?

3. If the plan were implemented, how would you handle the potential staff motivation problems?

Once the manager (participant) has presented the analysis and recommendation and has answered your questions, you may conclude the role-play by thanking the manager (participant) for his/her input.

You are not to make any comments after the event is over except to thank the participant.

MMS-00 State Event 3
JUDGE'S EVALUATION INSTRUCTIONS 

Evaluation Form Information

The participants are to be evaluated on their ability to perform the specific performance indicators stated on the cover sheet of this event and restated on the Judge's Evaluation Form. Although you may see other performance indicators being demonstrated by the participants, those listed in the Performance Indicators section are the critical ones you are measuring for this particular event.

Evaluation Form Interpretation

The evaluation levels listed below and the evaluation rating procedures should be discussed thoroughly with your event chairperson and the other judges to ensure complete and common understanding for judging consistency.

Level of Evaluation
Interpretation Level

Excellent 
Participant demonstrated the performance indicator in an extremely professional manner; greatly exceeds business standards; would rank in the top 10% of business personnel performing this performance indicator.

Good 
Participant demonstrated the performance indicator in an acceptable and effective manner; meets at least minimal business standards; there would be no need for additional formalized training at this time; would rank in the 70-89th percentile of business personnel performing this performance indicator.

Fair 
Participant demonstrated the performance indicator with limited effectiveness; performance generally fell below minimal business standards; additional training would be required to improve knowledge, attitude and/or skills; would rank in the 50-69th percentile of business personnel performing this performance indicator.

Poor 
Participant demonstrated the performance indicator with little or no effectiveness; a great deal of formal training would be needed immediately; perhaps this person should seek other employment; would rank in the 0-49th percentile of business personnel performing this performance indicator.

DO NOT WRITE ON THIS PAGE. RECORD ALL SCORES ON THE SCANTRON SHEET PROVIDED.

JUDGE'S EVALUATION FORM
MMS-00

State Event 3
DID THE PARTICIPANT:

1. Explain the principles of supply and demand?

	POOR

0,2
	FAIR

4,6,8
	GOOD

10,12,14
	EXCELLENT

16, 18

	Attempts at explaining the principles of supply and demand were inadequate or weak.
	Adequately explained the principles of supply demand  
	Effectively explained the principles of supply and demand.


	Very effectively explained the principles of supply and demand.




2. Explain the concept of competition?
	POOR

0,2
	FAIR

4,6,8
	GOOD

10,12,14
	EXCELLENT

16, 18

	Attempts at explaining the concept of compassion were inadequate or weak.
	Adequately explained the concept of competition
	Effectively explained the concept of competition.


	Very effectively and thoroughly explained the concept of competition.




3. Identify factors affecting a businesses profit?

	POOR

0,2
	FAIR

4,6,8
	GOOD

10,12,14
	EXCELLENT

16, 18

	Attempts at identifying factors affecting a businesses profit were inadequate or

weak.
	Adequately identified factors affecting a businesses profit 


	Effectively identified factors affecting a businesses profit.

	Very effectively and clearly identified factors affecting a businesses profit.




4. Explain the concept of marketing strategies?

	POOR

0,2
	FAIR

4,6,8
	GOOD

10,12,14
	EXCELLENT

16, 18

	Attempts at explaining the concept of marketing strategies were inadequate or weak.
	Adequately explained the concept of marketing strategies.
	Effectively explained the concept of marketing strategies.
	Very effectively explained the concept of marketing strategies.




5. Explain the concept of market and market identification?

	POOR

0,2
	FAIR

4,6,8
	GOOD

10,12,14
	EXCELLENT

16, 18

	Attempts at explaining the concept of market and market identification were inadequate or weak.
	Adequately explained the concept of market and market identification.
	Effectively explained the concept of market and market identification.
	Very effectively explained the concept of market and market identification.




6. Overall impression of the participant's skills and performance?

	POOR

0,1
	FAIR

2,3,4
	GOOD

5,6,7
	EXCELLENT

8,9,10

	Demonstrated few skills with little or no effectiveness.
	Demonstrated limited ability to link some skills effectively.
	Effectively demonstrated specific skills.
	Demonstrated skills in a confident, articulate, and integrated manner that meets the highest professional business standards.


Judges Initials: 
 Total Score: 
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Sponsored by

Seven Up (a division of Dr Pepper/Seven Up, Inc.)

and the

Muscular Dystrophy Association, Inc.
Purpose

The Civic Consciousness Project is a chapter project that provides an opportunity for DECA members to develop a better understanding of the role civic activities have in society, to make a contribution to a community service or charity, and to learn and apply the principles of the numerous components of marketing management. The purpose of the Civic Consciousness Project is to provide an opportunity for the participants to demonstrate the skills necessary in planning, organizing, implementing, and evaluating a civic con​sciousness project.

The project may be conducted anytime between the close of the previous state conference and the beginning of the next state conference. The project requires DECA chapter members to develop a manual on the procedures of planning, implementing, coordinating, and evaluating the project.

Objectives

The Civic Consciousness Project provides an opportunity for chapter members to

· demonstrate their understanding of the role of community service within their community

· plan and conduct a project to benefit a community service or charity

· evaluate the project’s effectiveness in meeting the stated goals

Major emphasis should be placed on

selecting the civic consciousness project implementing and coordinating the project evaluating the project

Procedure

· The project consists of two major parts: the written document and the oral presentation by chapter representatives. The written document will account for 70 points and the oral presentation will account for the remaining 30 of the total 100 points.

· This is a project for the entire DECA chapter. One to three chapter representatives may participate in the oral presentation. All chapter representatives must present the project to the judges. Each chapter representative must respond to questions.

· The body of the written entry must be limited to 30 numbered pages, including an appendix (if an appendix is attached), but excluding the title page and the table of contents.

· The Written Event Statement of Assurances must be signed and submitted with the entry. Do not include it in the page numbering.

· The oral presentation may be a maximum 15 minutes in length. The first 10 minutes will include an explanation and description of the project followed by 5 minutes for the judge’s questions.

· The judge will evaluate the presentation, focusing on the effectiveness of public speaking and presentation skills and how well the chapter representatives respond to questions that the judge may ask during the 5 minutes following the presentation.

Use of Local Sponsors and Suppliers

The Civic Consciousness Project is a joint project of Seven Up and the Muscular Dystrophy Association. Both organizations realize that chapters, for many good reasons, may wish to seek additional local spon​sors and may wish to support other good causes in the community. Seven Up is a major supporter of MDA and, therefore, strongly urges chapters to seriously consider joining the company in that support. However, no penalty is assigned to chapters that choose other good causes for a project beneficiary.

The company also encourages chapters to solicit the aid of local Seven Up bottlers in conducting activities and in promoting events. Seven Up bottlers will be more responsive than competitors when you ask for support for your Civic Consciousness Project. For the address of your nearest Seven Up bottler, please contact the Seven Up Corporate Consumer Relations Department (972-673-7807). You may request a letter about the company’s DECA sponsorship for your bottler.

Local bottlers carry many competing brands. Chapters are strongly encouraged to use Seven Up products when appropriate.

Project Originality

During the years that the Civic Consciousness Project has been conducted, many chapters have settled on a strategy that uses the same well-developed projects year after year. Succeeding chapter teams often take the previous year’s successful project and seek to improve it. If that strategy works in achieving a chapter’s goals for fund-raising and the experience that teaches the principles of DECA, the strategy serves the chapter, the community and DECA well.

Chapters submitting entries for these ongoing projects, however, should be challenged to do more than update the previous year’s written project. Project committees should avoid even reviewing the previous year’s entry. Judges (whose assignment is to evaluate a project according to established guidelines) will be impressed by the originality of a chapter’s project. Plagiarism of projects judged previously will automatically disqualify a chapter from competition and eligibility for prizes in the DECA Civic Consciousness Project.

Skills Developed

The participants will demonstrate skills described by the performance indicators for general marketing as well as learn/understand the importance of

· communications skills - the ability to exchange information and ideas with others through writing, speaking, reading, or listening

· analytical skills - the ability to derive facts from data, findings from facts, conclusions from findings, and recommendations from conclusions

· critical thinking/problem-solving skills

· production skills - the ability to take a concept from an idea and make it real

· teamwork - the ability to plan, organize, and conduct a group project

· the ability to evaluate group presentations

· priorities/time management - the ability to determine priorities and manage time commitments and deadlines

· economic skills

Complete lists of marketing performance indicators are available from DECA IMAGES or DECA’s Web site, www.deca.org.

Format Guidelines for the Written Entry

Your written entry must follow these specifications. Refer also to the Checklist and the Written Entry Evaluation Form.

Title page. The first page of the written entry is the title page, which lists the following in this order: 

CIVIC CONSCIOUSNESS PROJECT

Title of project

Name of DECA chapter

Name of high school

School address City/State/ZIP
Names of chapter representatives

Date

Title page will not be numbered.

Table of contents. The table of contents should follow the title page. It must list every heading of every section in the written entry and the page on which that section starts. The table of contents may be single-spaced and may be one or more pages long. The table of contents page(s) will not be numbered.

Body of the written entry. The body of the written entry begins with Section I, Executive Summary and continues in the sequence outlined here. The first page of the body is numbered 1 and all following pages are numbered in sequence. Page numbers continue through the bibliography (if appropriate) and the appendix (optional).

Follow this outline when you write your entry. Points for each section are included on the Written Entry Evaluation Form. Each section must be titled, including the bibliography and the appendix.

I. EXECUTIVE SUMMARY

One-page description of the project

II. INTRODUCTION

A. Historic background of the selected community service or charity

B. Description of the local DECA chapter, school, and community

III. CONTRIBUTIONS TO A NEEDED COMMUNITY SERVICE OR CHARITY

A. Description and purpose of the project

B. Rationale for selecting the community service or charitable project

C. Description of the benefits of the project to the chapter and chapter members’ understanding of leadership development, social intelligence, and civic consciousness

IV. ORGANIZATION AND IMPLEMENTATION

A. Organizational chart, member involvement, and job description

B. Description of the project and documentation

C. Impact goal for the beneficiary

V. EVALUATION AND RECOMMENDATIONS

A. Evaluation of the project

B. Impact of the community service or charitable project

C. Recommendation(s) for future projects

VI. BIBLIOGRAPHY (if appropriate)

VII. APPENDIX

An appendix is optional. Include in the appendix any exhibits appropriate to the written entry, but not important enough to include in the body. These might include sample questionnaires used, letters sent, and received, general background data, etc.

Please note: The disease muscular dystrophy is not capitalized, but Muscular Dystrophy Association is capitalized.

Checklist Standards

In addition to following the outline above, when preparing your written entry you must observe all of the following rules. The purpose of these rules is to make competition as fair as possible among participant teams. Refer to the Written Entry Checklist.

1. The Written Event Statement of Assurances must be signed and submitted with the entry or the entry will receive 15 penalty points.

2. The entry must be submitted in an official DECA written event folio. Folios are available from DECA IMAGES (WEF000). No markings, tape or other material should be attached to the folio. One photocopy or the original typed document must be submitted. Chapter representatives may keep a copy for use in the presentation.

3. Sheet protectors may not be used.

4. The body of the written entry must be limited to 30 numbered pages, including the appendix (if an appendix is attached), but excluding the title page and the table of contents page.

5. The pages must be numbered in sequence, starting with the executive summary and ending with the final page of the appendix. Do not use separate sheets between sections or as title pages for sections.

6. Major content of the written entry must be at least double-spaced (not space-and-a-half). The title page, table of contents, executive summary, bibliography, appendix, footnotes, long quotes (more than three typed lines), material in tables, figures, exhibits, lists, headings, sample letters, forms, etc., may be single-spaced.

7. The entry must be typed/word processed (not handwritten). Only material in exhibits and participant-created artwork, charts and graphs may be handwritten. Handwritten corrections to typed text will be penalized. (Judges will be instructed to ignore attempts to achieve a competitive advantage due to the quality of word-processing equipment available.)

8. All material must be shown on 81/2-inch x 11-inch paper. Pages may not fold out to a larger size. No extraneous information may be attached to the pages and tabs may not be used.

9. Illustrations (figures) used to enhance understanding of the text and scanned photographs are permitted in the main body of the document. Decorative artwork or desktop publishing decorative techniques must be confined to the appendix. See page 41 for a fuller explanation.

10. The entry must follow the sequence outlined. No sections may be added. Sections not included will be given zero scores by the judge. Page numbers of the sections must appear in the table of contents. Each section must be titled, including the bibliography (if appropriate) and the appendix (optional).

Presentation Guidelines

· Prior to the presentation, the judge will evaluate the written portion of the entry. The major emphasis of the written entry is on the content. Drawings, illustrations, and graphic presentations (where allowed) will be judged for clarity, not artistic value.

· The chapter representatives will present the project to the judge in a 15-minute presentation worth 30 points. (See Presentation Judging.)

· The presentation begins immediately after the introduction of the chapter representatives to the judge by the adult assistant. Each chapter representative must take part in the presentation.

· The chapter representatives will spend not more than 10 minutes, at the beginning of the presentation, focusing on an explanation and description of the chapter’s project. Each chapter representative may bring a copy of the written entry and refer to it during the presentation. Notes in the margin or on the back of the report pages are acceptable on the chapter representatives’ copies only. No note cards may be used.

(Continued on the next page)

· The judge will spend the remaining 5 minutes questioning the chapter representatives. (See Presentation Evaluation Form.) Each chapter representative must respond to at least one question posed by the judge.

· The chapter representatives may use as visual aids only display material mounted on posters/presentation boards. Only visual aids that can be easily carried to the presentation by the actual participants will be permitted, and the participants themselves must set up the visuals. Chapter representatives are allowed to make use of a personal or laptop computer and/or a handheld digital organizer they provide. No set-up time will be allowed. No sound may be used. If chapter representatives use a personal computer, they must bring their own battery power pack, as electrical power will NOT be supplied. No other materials may be brought to or used during the presenta​tion by the chapter representatives.

· No material of any kind may be passed to the judge.

· If any of these rules are violated, the adult assistant must be notified by the judge.

Written Entry Judging

Please familiarize yourself with all of the guidelines before starting to evaluate the written entry. Penalty points (see Written Entry Checklist) have already been assessed. The Written Entry Evaluation Form follows the outline shown in the section entitled Format Guidelines for the Written Entry, which explains in greater detail what should be discussed in each section. As you read, ask yourself, “Do the writers sound knowledgeable? Are the writers communicating clearly?”

The judge should complete the Written Entry Evaluation Form, making sure to

· place the name and identification number label on the Scantron sheet (unless it has already been done for you).

· fill in the appropriate score for each section.

· write the score given in the space provided at the right. No score filled in or extended means that the chapter representatives will receive a zero for that area.

· ignore attempts to achieve a competitive advantage due to the quality of word-processing equip​ment available.

· double-check to ensure that you have scored every category.

· total your score. The series director will double-check all addition.

A maximum score of “Exceeds Expectations” in any category means that, in your opinion, the information is presented effectively and creatively; nothing more could be expected of an employee.

A “Meets Expectations” rating means that the information is presented well. Though there may be a few minor problems or omissions, they are not significant. Creativity, however, is not shown to any great degree. A combined total score of 70 or better on the written and presentation sections will earn the par​ticipant team DECA’s Certificate of Excellence at the international conference.

A “Below Expectations” score means that the information presented does not meet minimum standards of acceptability.

A “Little/No Value” score means either that some major flaw has been noted that damages the effectiveness of the presentation (this may be a major omission, a serious misstatement, poor writing or any other major flaw) or that the information presented is of no value (does not help the presentation at all).

It may help to go through several entries before actually starting to score the entries. Take notes on a separate piece of paper if you wish to ask the writer about specific areas of the written entry during the presen​tation.

Presentation Judging

Chapter representatives will make a 15-minute presentation to you. You may refer to the written entry, or to your notes, during the presentation.

During the first 10 minutes of the presentation (after introductions), the chapter representatives will describe the project. Allow the chapter representatives to complete this portion without interruption, unless you are asked to respond. Each chapter representative must take part in the presentation.

During the final 5 minutes, you may question the chapter representatives. You must address at least one question to each chapter representative. To ensure fairness, you must ask each participant or group of par​ticipants the same four questions:

1. one question about the selection of the project

2. one question about the benefits of the project to the chapter

3. one question about the implementation and organization of the project

4. one question about the evaluation of the project and recommendations

These questions should be prepared following the written entry evaluation but before the presentation begins.

After asking the first four questions, you may ask any additional questions that may seem appropriate, based on your notes or on the written entry itself (to which you may refer during the presentation).

At the conclusion of the presentation, thank the chapter representatives. Then complete the Presentation Evaluation Form, making sure to record a score for all categories. Maximum score for the interview is 30 points.

We hope you are impressed by the quality of the work of these chapters and their representatives. If you have any suggestions for improving this project, please mention them to your series director.
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We thank you for your help. 

	Civic Consciousness Project, 2004   
	Participant(s):

	Written Entry Checklist
	I.D. Number:


Please refer to Format Guidelines for the Written Entry
for a more detailed explanation of these items.

	
	Checked
	Penalty Points Assessed
	Page No.

	1. The Written Event Statement of Assurances must be signed and submitted with the entry.
	
	15
	

	2. Official DECA written event folio
	
	5
	

	3. Sheet protectors may not be used.
	
	5
	

	4. Limited to 30 numbered pages (plus the title page and the table of contents).
	
	5 / page
	

	5. All pages are numbered in sequence starting with the executive summary and ending with the final page.
	
	5
	

	6. Major content must be at least double-spaced (not space‑and-a-half). Title page, table of contents, executive summary, bibliography, appendix, footnotes, long quotes, material in tables, figures, exhibits, lists, headings, sample letters, forms, etc., may be single-spaced.
	
	5
	

	7. Entry must be typed/word processed. Charts and graphs may be handwritten. Handwritten corrections will be penalized.
	
	5
	

	8. No fold-outs, attachments, tabs used. Paper is 81/2 inches x 11 inches.
	
	5
	

	9. Decorative artwork or desktop publishing decorative techniques are confined to the appendix.
	
	5
	

	10. Entry follows the sequence outlined in the guidelines (title page, table of contents, executive summary, introduction, contributions to a needed community service or charity, organization and implementation, evaluation and recommendations, bibliography (if appropriate) and appendix (if attached). Page numbers of sections must appear in the table of contents. Each section is titled.
	
	5
	

	Total Penalty Points Assessed
	
	
	


A check indicates that the item has been examined.
A circled number indicates that an infraction has been noted.
A page number indicates the location of the infraction.

	Civic Consciousness Project, 2004   
	Participant(s):

	Written Entry Evaluation Form   
	I.D. Number:


Please refer to Format Guidelines for the Written Entry
for a more detailed explanation of these items.

	
	Exceeds Expectation
	Meets Expectation
	Below Expectation
	Little/No Value
	Judged Score

	I. EXECUTIVE SUMMARY
	
	I. 
	
	
	

	A. One-page description of the project
	5
	4
	3-2
	1-0
	

	II.  INTRODUCTION
	
	
	
	
	

	A. Historic background of the selected community service or charity
	4
	3
	2
	1-0
	

	B. Description of the local DECA chapter, school, and community
	4
	3
	2
	1-0
	

	III. CONTRIBUTIONS TO A NEEDED COMMUNITY SERVICE OR CHARITY
	
	
	
	
	

	A. Description and purpose of the project
	6-5
	4
	3-2
	1-0
	

	B. Rationale for selecting the community service or charitable project
	6-5
	4
	3-2
	1-0
	

	C. Description of the benefits of the project to the chapter and chapter members’ understanding of leadership development, social intelligence, and civic consciousness
	
	
	
	
	

	IV. ORGANIZATION AND IMPLEMENTATION
	
	
	
	
	

	A. Organizational chart, member involvement, and job description
	6-5
	4
	3-2
	1-0
	

	B. Description of the project and Documentation
	6-5
	4
	3-2
	1-0
	

	C. Impact goal for the beneficiary
	5
	4
	3-2
	1-0
	

	V. EVALUATION AND RECOMMENDATIONS
	
	
	
	
	

	A. Evaluation of the project
	6-5
	4
	3-2
	1-0
	

	B. Impact of the community service or charitable project
	6-5
	4
	3-2
	1-0
	

	C. Recommendation(s) for future projects
	5
	4
	3-2
	1-0
	

	VI. APPEARANCE AND WORD USAGE
	
	
	
	
	

	A. Professional layout, neatness, proper grammar, spelling, and word usage
	5
	4
	3-2
	1-0
	

	
	
	
	
	
	

	Written Entry Total Points (maximum 70 points):
	
	
	
	
	


Judge: A B C D E F G H (circle one)

	Civic Consciousness Project, 2004   
	Participant(s):

	Written Entry Presentation Evaluation Form
	I.D. Number:


	
	Exceeds Expectation
	Meets Expectation
	Below Expectation
	Little/No Value
	Judged Score

	II. Opening presentation: description of the project; organization, clarity, and effectiveness of the presentation
	6-5
	4
	3-2
	1-0
	

	III. To what extent did the chapter representatives adequately explain the reason(s) for selecting the Civic Consciousness Project?
	4
	3
	2
	1-0
	

	IV. To what extent did the chapter representatives adequately explain the benefits of the project to the chapter?
	4
	3
	2
	1-0
	

	V. To what extent did the chapter representatives adequately explain the implementation and coordination of the project? 
	4
	3
	2
	1-0
	

	VI. To what extent did the chapter representatives adequately explain the evaluation of the Civic Consciousness Project and recommendations for future projects?
	4
	3
	2
	1-0
	

	VII. To what extent did the chapter representatives demonstrate professional standards?
	4
	3
	2
	1-0
	

	VIII. Overall performance, professional appearance, poise, confidence, presentation technique, effective use of visuals, and participation of all participants
	4
	3
	2
	1-0
	


Presentation Total Points (maximum 30 points):



RECAP:
WRITTEN ENTRY (70):



PRESENTATION (30):



SUBTOTAL (100):



LESS PENALTY POINTS:



TOTAL SCORE:


Judge: A   B   C   D   E   F   G   H (circle one)
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testing monitor. You will have minutes to complete all questions.
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1. What is the sum of these addends:

2,553
1,723
7,113
241
A. 10,630 C. 11,620
B. 11,530 D. 11,630
2. Determine the sum of the following:
1,932.26
867.981
3,399.878
229
485.885
A. 6,078.894 C. 6,708.895
B. 6,708.894 D. 67,088.94

3. The depariment supervisor has given an employese three checks in the amounts of $82.41, $11.83, and
$20.07. The total of the three checks is

A. $114.21. C. $115.21.
B. $114.31. D. $115.31.
4. Subtract the following, borrovﬁng when necessary:
3,006
=1,008
A. 1,989 C. 1,998
B. 1,995 D. 2,018
5. If your gross pay was $550.34 and your total deductions were $143.50, what was your net pay?
A. $406.84 C. $407.86
B. $407.85 D. $416.84

8. Caroline has been hired to manage Seedy's CD's for $340.00 per week. Her deductions will be $51.00 for
federal income tax, $20.00 for state income tax, and $21.00 for social security contributions. What amount
will she actually receive? ;

A. $246.00 C. $248.00
B. $247.00 D. $249.00
7. What is the product of the following multiplication problem:
38.74
x 16.05
A. 611.767 C. 622.717
B. 612.707 D. 621.777
8. If cases of merchandise cost $18.48 each, what would be the cost of 25 cases?
A. $376.80 C. $462.00
B. $443.52 D. $471.00

9. If a supermarket ordered 52 cases of chicken noodle soup at a cost of $7.60 per case, what would be the
total cost of the soup?

A. $348.40 C. $367.12

B. $359.60 D. $395.20
10. If an item is priced 3/$1.00, what is the price of a single item?

A $.32 C. $.34

B. $.33 D. $.35
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11,
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14,
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16.

17.

18.
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20.
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22,

23.

What is the quotient in the following division problem: $8,654 divided by 40
A. $216.15 C. $228.15
B. $216.35 D. $226.35

Good Foods Supermarket purchased cases of canned peaches for $9.96 per case. |f there were 12 cans
in each case, what was the cost per can?

A. $.79 C. $.83
B. $.80 D. $1.03
Determine the quotient when $24.36 is divided by 4.
A. $4.00 C. $6.09
B. $6.06 D. $8.08
ltems originally retailing for $7.50 each are on sale at half price. One item will cost the customer
A. $3.35. C. $3.75.

B. $3.50. D. $4.00.
What is the cost of a 2 1/4 pound steak that selis for $3.89 a pound?
A. $7.75 C. $8.75
B. $8.18 D. $8.80

Determine the product of the foliowing fractions: 1/8 x 1/2 =
A 1/4 C. 2/16
B. 12 D. 1116
What Is the sum of the following fractions: 5/12 + 3/12 + 3/12 =
A 172 C. 912
B. 102 D. 1112

Solve the following problem dealing with percents. Round to iwo decimal places.
3 is what percent of 307

A 1% C. 15%

B. 5% D. 10%
What is 18% of $420.00? Round to two decimal places.

A. $65.70 C. $75.60

B. $67.50 D. $76.50

A customer borrowed $500 from a bank at an annual interest rate of 10%. What is the total interest
charge if the loan is paid in six months?

A. $12.50 C. $25.00
B. $20.00 D. $50.00
\dentify the value of the variable in the following equation:
X =5
4
A. 5/4 C. -5/4
B. -20 D. 20

Use algebra to solve the following marketing situation: A local pizza outlet wants to sell a 16-inch, one-
item pizza for $6.00. The cost of making the pizza will be $2.00. How much is the gross profit on sach

pizza?
A. $4.00 C. $6.00
B. $5.00 D. $7.00
This algebraic problem involves more than one step to solve. What is the correct solution for this problem?
IMm-7=29
A . m=3 C. m=7
B. m=4 D. m=12
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A customer whose purchase totaled $455.15 gave the cashier five one-hundred-dollar bills. Using the least
number of coins and bills, what change should the cashier give the customer?

A. One dime, one quarter, four $1 bills, and four $10 bilis

B. Two nickels, one quarter, four $1 bills, and one $50 bili

C. One dime, three quarters, four $1 bills, and four $10 bills

D. One dime, three quarters, four $1 bills, and two $20 bills

If a customer's purchase total is $18.63 and s/he pays with a $50 bill, what is the correct amount of
change due using the smallest amount of bilis and coins?

A. Two pennies, one dime, one quarter, one $1 bill, one $10 bill, and one $20 bill

B. Two pennies, one dime, two quarters, one $1 bill, one $10 bill, and one $20 bill

C. Two pennies, two dimes, one quarter, one $1 bill, one $10 bill, and one $20 bill

D. Two pennies, two nickels, one quarter, one $1 bill, two $5 bills, and one $20 bill

A sale totaled $16.19, and the customer tendered $20.19. What is the amount of change due the
customer, using the largest denominations of bills and coins possible?

A. Two $1 bills C. Four $1 bills
B. Three $1 bills D. Five $1 bills
If the total sale is $118.19, and the amount tendered is $120.00, change due the customer is
A. $1.19, C. $3.73.
B. $1.81. D. $8.19.

Tom started the day with a cash drawer containing the following rolls of coins: quarters, three; dimes, four;
nickels, three; pennies, four. What was the total value of the rolled coins?

A. $29.00 C. $58.00

B. $45.00 - D. $88.00
What is the value of a roll of nickels?

A. $1.00 ) C. $3.00

B. $2.00 D. $4.00

A verification form for your cash drawer has the following amount of money indicated: 15 loose pennies,
32 looss nickels, 10 loose dimes, 41 loose quarters, 2 rolls of pennies, 1 roll of nickels, 2 rolls of quarters,
19 one-dollar bills, 3 five-dollar bills, and 3 ten-dollar bilis. If the beginning change fund is supposed to be
$100.00, what is the amount that your drawer is over or short, or is it in balance?

A. Over $2.00 C. Short $2.00
B. The change fund is in balance. D. Over $10.00
Determine the type of srror that has occurred in a sales transaction from the following information:
Prices of items bought Register tape
$ .39 $ .39
$ 1.59 $ 149
$ 2.29 $ 2.29
$ 235 $ 235
A. Refund C. Overring
B. Extension D. Underring

Compare the actual prices of merchandise purchased to the amounts rung on the register to determine if
an error occurred and, if so, the type of error which occurred:
Merchandise Register Tape
$ 25J $ 25J
$2.158 $2158
$359G $395G
$ 16 M $ 16 M

A. Overring C. No error was made. .
B. Underring D. Ring on wrong depariment

Joe entered a customer's $35 taxable purchase in the cash register as $53 plus 5% sales tax. What is the
difference between the amount Joe entered and the correct amount?

A. $16.25 C. $19.80

B. $18.90 D. $20.65
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Test 683
e-COMMERCE/e-BUSINESS
1

1. By saying that we live in an economy of abundance, we mean that

A. there are many consumers.

B. businesses produce more than people can use.

C. people use more than manufacturers are able to produce.

D. consumers are unable to buy the things that they need or want

2. Internet retailers and their suppliers try to develop and maintain good relationships by not

 each other.

A. bargaining fairly with
C. making positive comments about

B. making unreasonable demands on
D. negotiating on an equal basis with

3. Online businesses calculate their net sales by
gross sales.

A. subtracting returns/allowances from
C. adding cost of goods to

B. adding operating expenses to
D. subtracting net income from

4. Interest an online business earns from its bank accounts is included in which category of the profit-and-loss statement?

A. Assets
C. Revenue

B. Net income
D. Gross sales

5. Internet businesses keep records about goods that are ordered, the negotiated purchase price, the condition of the items when received, and the delivery date in order  to

A. satisfy suppliers.
C. monitor employees.

B. protect themselves.
D. organize departments.

6. What should online businesses do with budget information in order to make sure that their budgets are successful?

A. Send it to all stockholders
C. Post it on bulletin boards

B. Provide it to all top managers
D. Communicate it to all employees

7. As the use of marketing information systems continues to grow, it is important for Internet businesses to be •
concerned with their customers'

A. rights to privacy.
C. level of service.

B. access to credit.
D. need for information.

8. Netscape Navigator is an example of a web

A. cookie.
C. server.

B. bookmark.
D. browser.

9. Which of the following is not a safety hazard:

A. Using a knife to pry open a drawer
C. Using a hammer that has a loose handle

B. Using a letter opener to slit envelopes
D. Using a scissors blade to open a pop can

10. A businesses failure to keep an agreement to supply another business with a certain good or service is an example of a situation that is covered by law.

A. trade
C. contract

B. antitrust
D. property

11. Which of the following is an example of an online businesses making a reasonable accommodation for an employee in accordance with the Americans with Disabilities Act

A. Changing required skills
C. Eliminating necessary training

B. Modifying work schedules
D. Reducing educational requirements

12. Based on the wheel of retailing, which of the following would be most likely to happen once an Internet retail business has become established:

A. It decreases services and prices slowly.

B. It adds services and drops prices slowly.

C. It adds services and raises prices slowly.

Copyright © 2002 by Marketing Education Resource Center, Columbus, Ohio

D. It decreases services and raises prices slowly.

Post Secondary Agreement Samples
Sample Articulation Agreement

Project Running Start
SAMPLE
Academy of Finance
Articulation Agreement

Between

Secondary Schools:
Alvirne High School

Londonderry High School

Manchester School of Technology Merrimack High School

Nashua High School

Pinkerton Academy

Secondary Program:
Academy of Finance

And

Postsecondary School:

Daniel Webster College, Nashua, 
NH Postsecondary Program: 

Business and Management Division 
Programs Effective Dates

From: June 1, 2002
To: June 30, 2005

Daniel Webster College and National Academy of Finance
Area High Schools

Articulation Agreement Purpose
The purpose of this agreement is to establish program articulation between Daniel Webster College and the National Academy of Finance curriculum offered at area high schools. The area high schools currently include: Alvirne High School, Londonderry High School, Manchester School of Technology, Merrimack High School, and Nashua High School.

Agreement
Under this Agreement the following conditions of Articulation are hereby set forth:

1. Students who have successfully completed the Academy of Finance (AOF) curriculum, outlined by their high school, with a grade of “B” or better, and successfully completed the requirements for their high school diploma will be automatically accepted to Daniel Webster College.

2. Students who have successfully completed the requirements stated above will be accepted into the Business and Management Division programs at Daniel Webster College. When AOF students apply to Daniel Webster College, they will then have an interview with Dr. A. Reza Hoshmand who will assist with a smooth transition from secondary to post-secondary education.

3. After review of the high school outline curriculum for each Academy of Finance course, Daniel Webster College has agreed to give 3 Accounting college credits (AC 201) for any AOF student who completes both Accounting I and II with a grade of B or better at their respective high school. It should be noted that these credits are offered only to AOF high schools that offer both Accounting I and II as part of their AOF curriculum.

4. After reviewing the high school outlines for each Academy of Finance course, it is apparent there are sufficient similarities between the College's courses in Finance and Economics and the respective high school courses. While there are similarities, Daniel. Webster College needs to ensure that the AOF student attending the college graduates with information attained in these classes. Because of this concern, Daniel Webster College will design tests for two courses

- Finance (Fl 210) and Economics (EC 101). Students, who come from high schools that offer these courses as part of their AOF curriculum, will be able to attempt to earn credit by exam for these courses. If they receive a B or higher on the test, they will not need to take the class. Instead they will receive 3 credits for each class in which they have successfully "tested out." Those students who do not receive a B or higher on the test will need to take the course as part of their program at Daniel Webster College. This option is only offered to students who have taken these respective AOF courses in their high schools. Therefore, if their high school does not offer Finance or Economics as an AOF course, then they will be unable to attempt credit by exam for these courses.

5. Academy of Finance students will include an AOF certificate of completion to be added to the admission materials required by Daniel Webster College.

6. Students must have a recommendation from a teacher in the Academy of Finance program and/or the School-to-Career Coordinator included in the application for admission.

7. It is agreed that both Daniel Webster College and the high school will undertake to advise each other in writing of any substantive changes in curriculum design, instructional methodology, or personnel, which might affect the basis for the provisions set forth in this agreement.

8. Credits awarded by transfer or credit by exam are not included in the calculation of the student's GPA.

9. Daniel Webster College will offer a merit-based scholarship to a student from the National Academy of Finance who meets the established criteria for this scholarship.

10. This agreement is renewable each year.

Addendum

As of February 1, 2003, Pinkerton Academy will be included in the Articulation Agreement with the Academy of Finance area schools.

3/4/2003

ACADEMY OF FINANCE COURSES

Class Name
Londonderry – Alvirne - Merrimack – Manchester – Nashua - Pinkerton

	Introduction to Financial

Services
	X
	
	
	X
	
	

	Banking and Credit
	X
	X
	X
	X
	X
	X

	Securities and Insurance
	
	
	X
	X
	X
	

	Financial Planning
	*X
	X
	X
	X
	X
	X

	Economics and the World

of Finance
	
	
	
	X
	
	

	International Finance
	X
	
	X
	X
	X
	X

	Strategies for Success
	
	
	
	X
	
	

	Accounting I and II
	X
	X
	X
	
	X
	X

	Economics
	X
	X
	
	
	
	

	Business Law
	
	X
	
	
	
	

	Business Management
	
	X
	
	
	
	


Includes Securities and Insurance

Please note that the Manchester School of Technology students can take Accounting I at their home schools. The Manchester School of Technology does not have an Accounting II course, but they do teach the skills needed for Accounting II.

The New Hampshire Alliance Promoting Pathways for Learning and Employment

Career Pathways in: Financial Services
Career Focus: Academy of Finance (national model) 

What is it?

College and Employment Planning:

	Job Titles:

Financial Manager, Financial Analyst, Bank Teller, Accounts Clerk, Accountant, Auditor, Insurance Adjuster, Bookkeeper, Loan Officer,

Securities Broker, Retirement Planning Specialist, Claims Processor, Accounting Clerk, Real Estate Broker, Mutual Funds Clerk, Underwriter,

Budget Analyst, Certified Financial Planner

	Certificate Programs
	Post Secondary Associate Degrees
	Bachelors' Degrees

	
	Community Technical College - Nashua - Business

Administration: Accounting/Finance
	So. NH University - Business, Finance,

Accounting Major

Daniel Webster College - Business Major

Rivier College - Business Major


The level to which an advanced degree is required will vary from one employer to the next and one position to the next.

High School Course Planning:

	9 Grade
	10th Grade
	11th Grade
	12th Grade
	School-to-Career

Connections

	Generic Course plans

*Strategies for Success

(career Course) 9th/10th
grade
	Economics or Computer

Applications
	Accounting
	
	

	Specialized course plans:

i.e. Cisco, project lead the

way etc.
	
	Banking and Credit

Securities and Insurance

Intro. to Finance
	Financial Planning

International Finance
	


NOTE: Check with your guidance counselor to identify the comparable courses offered at your high school or vocational center. Sample course descriptions are listed on the back. *Course sequence is flexible. Some schools offer courses within another existing course. Ex. -  Securities and Insurance may be offered in Financial Planning.

Daniel Webster College

Business Management Bachelor of Science Degree

Suggested sequence of courses

Freshman Year — Fall
BM 101

Principles of Business Management **

DW 101

Strategies for Success (1 credit)

EN 101

College Writing

EX 101

Macroeconomics

IS 101

Introduction to Computers

MA 116

College Math for Business and Economics I - OR -
MA 122

College Algebra with Apps

Freshman Year — Spring
EC 102

Microeconomics **

EN 208

Public Speaking

EN 102

College Writing and Research - OR -
ID 110

Critical Inquiry

PY 101

Principles of Psychology Natural Science Elective

Sophomore Year — Fall
AC 201

Financial Accounting I **

BM 205

Human Resource Management *

MK 201

Principles of Marketing **

SS 240

American Social History

MA 310

Probability & Statistics

Sophomore Year — Spring
AC 203

Managerial Accounting *

BM 212

Operations Analysis and Management **

EN 215

Professional Writing

HU 240

Cultures in Transition

MA 216

College Math for Business and Economics II

Junior Year — Fall
BM 319

Managerial Decision Making **

BM 224

Introduction to Leadership *

BL 201

Business Law *

SS 340

American Cultural History


Business and Management Elective *

Junior Year — Spring
BM 333

Organization Analysis & Theory **

HU 340

Studies in Modern Culture



Business and Management Electives (6 credits) *



General Electives

Senior Year — Fall
BM 310

Business Policy *

BM 408

Business Ethics & Social Responsibility * Business and Management Elective * General Electives (6 credits)

Senior Year — Spring
BM 410

Seminar in Business Management *

ID 401

Senior Seminar



General Electives (9 credits)

*
 Major Course: Grade of C or higher required.

**
 Management Foundation Courses - 2.0 CGPA required

Project Running Start Program Information

How to get started
1. Contact the Community Technical College President or Academic Vice President within your regional area. Contact the System office at 800-247-3420 - they can assist you in locating the college nearest you. 

2. Clarify the academic requirements needed for faculty to teach the course. 

3. Discuss the range of courses to be offered. 

4. Identify the secondary teacher in your school who will teach the course. 

5. Schedule the course offering for high school students. 

Assessment Testing 
Students have the opportunity to take assessment testing, which will be offered at the high school. This assessment is required of any student who wishes to enroll in a college Math or English course, or core academic course.

Costs/Expenses 
The cost for high school students to enroll in a Project Running Start course is $100 per course, plus books and supplies. This represents a 2/3-tuition discount!

Project Running Start Faculty 
All Project Running Start teaching faculty are high school educators who meet or exceed the hiring qualifications for all NHCTC faculty.  The Community Technical College System supports professional development opportunities for all Running Start faculty (e.g., faculty mentors, NHCTCS Symposia and other college activities).  

Teaching a Running Start class entitles your school to a voucher for every 3-credit course offered in the NHCTC System. This voucher will be submitted to your high school's principal with the recommendation that it will be forwarded directly to the teacher. This voucher is good for one year and is fully transferable to a third party.

Procedures for offering a college course through Project Running Start in your high school
1.   Discuss Project Running Start with your principal and/or guidance department to seek internal approval to move forward.

2.   Identify a qualified teacher and an appropriate NH Community Technical College course to offer by comparing your curriculum with the course descriptions offered at the partnering Community Technical College.
3.   Contact the local Running Start Coordinator to request the syllabus and pertinent materials for the specific Running Start course you are planning to offer. It is the Running Start Coordinator's role to facilitate communication between the high school and college-teaching partners.

4.   High School Running Start Instructors will be required to submit a resume and, if requested, official transcripts that will be reviewed by the Vice President of Academic Affairs and Department Chair at the partnering College. This is absolutely essential in maintaining the quality and integrity of the NH Community Technical College courses and Running Start classes being offered by the qualified teachers throughout the state.

5.   Forward specific course information you will be using in the high school to the College. This includes your textbook (if different from the one used at NHCTC), syllabus, and other pertinent resource materials (i.e. exams and other assessment tools). Communication between both faculty members is more effective and concrete when both parties have each other's materials.

6.   Schedule a meeting for both teaching partners (high school and college) to review the specifics of the Running Start course being considered. If both teaching partners agree that the course's content, materials (textbooks and resources), and assessment criteria are consistent, the final step is to...

7.   Complete a "Running Start Course Approval Form" to formalize the contract. After all authorizing signatures have been provided, a CRN (Course Reference Number) will be assigned by the College.

*It is important that this process be completed prior to the beginning of the semester. 

Project Running Start
Coordinators and Contact Information
Berlin
2020 Riverside Drive, Berlin, NH 03570
1-800-445-4525 or 752-1113
Danie McCrum
dmccrum@nhctc.edu
Claremont
1 College Drive, Claremont, NH 03743
1-800-837-0658 or 542-7744
Laurie Atwater
latwater@nhctc.edu
Concord
1 College Drive, Concord, NH 03301
1-800-247-0179 or 271-6484
Kevin Brungot
kbrungot@nhctc.edu
Laconia
379 Belmont Rd., Laconia, 03246
1-800-3577-2992 or 524-3207
Jay Plyler
jplyler@nhctc.edu
Manchester
1066 Front Street, Manchester, NH 03102
1-800-924-3445 or 668-6706 x 223
Betsy Stull
estull@nhctc.edu
Nashua
505 Amherst Street, Nashua, NH 03063
882-6923
Jeanne Gerard
jgerard@nhctc.edu
jgerardcpa@aol.com
Stratham
277 Portsmouth Ave., Stratham, NH 03885
1-800-522-1194 or 772-1194
Kathleen Totten
ktotten@nhctc.edu
ktotten@attbi.com
Resources

New Hampshire Department of Education
www.ed.state.nh.us
NHDECA an Association of Marketing Students
www.NHDECA.org


DECA  National  Association of Marketing Students
www.DECA.ORG
Burrus Research Assoc Inc.
www.burrus.com
Career Cluster Institute
www.careercluster.org
Marketing Communications
www.briefings.com
Econ-Exchange
www.rich.frb.org/econ
Federal Reserve Education
www.federalreserveeducation.org
Financial Planning Program
www.nefe.org
Financial Literacy 2001
www.fl2001.org
Insurance Education Foundation
www.ief.org
Marketing Teacher Homage
www.marketingteacher.edu
Consortium for Entrepreneurship Education web page 

is for teachers, instructors, program developers and others 

who assist students of all ages find their own entrepreneurial

opportunities.
www.entre-ed.org
Mark ED Marketing Education Resource Center 

is to support education for and about marketing.
www.mark-ed.org
Marketing Teacher Homage - Marketing Education Resources for Learners and Teachers 

Free lessons for marketing learners and teachers, including Boston Matrix, Ansoff's Matrix, Marketing Plans, PEST Analysis, SWOT analysis, and marketing research. Free marketing education and lessons.

Kathy Schrock's Guide for Educators - Critical Evaluation Surveys and Resources 

A categorized, annotated list of over 2000 sites to help educators, teachers, and parents enhance instruction and support the curriculum.

Industrial marketing, business and manufacturing links from Koch Group 

Industrial marketing, business, and manufacturing links. Koch Group is an industrial marketing ... scientists, engineers, sales professionals, educators, students interested in the ... 
 
T.H.E. Journal Educators Road Map To the Web 

T.H.E. Journal is the most widely read education technology publication, serving the educators for over 30 years! T.H.E. Journal magazine read by schools, colleges, and universities. T.H.E. ...

Workforce Preparation - Business and Marketing - Internet Links 

The following internet links are provided as a courtesy to business and marketing educators: Professional Associations/Organizations National Business Education Association (NBEA) ...
 
Marketing Educators Group 

Welcome to the home of the Marketing Educators Group.  Here's where it all begins. Visit the links you feel will be most useful, and remember, we have a lot of work ahead of us to make this site ... ... the Marketing Educators Group. About Us. Members. 2002-2003. Corporate Partners. You Can Help! Utah DECA. Related Links ... 
 
Marketing and International Business Links on the WWW 

Marketing and International Business Department Marketing Links on the Web: The Internet is a great place to explore commercial, professional, and academic sites related to ... ... annotated guide to current marketing resources for students, educators and business professionals. ... 
 
LINKS FOR EDUCATORS 

The plan is to locate particularly interesting, provocative, informative, etc., documents here in Kid's Internet Site Called a Marketing Tool ... 
 
Teaching Links by Subject 

One Teacher’s view of some of the Best Education and Teaching Resources available for teachers sorted by subject ... Home Economics/Tourism Resources. The Best Marketing Links on the Web ... exciting new innovation for students. These links are designed to help educators, parents, students and others, ... 
 
Marketing Research Web Resources, Langsdale Library 

Search Site 

Journal of Finance: Other Finance Related Sites 

Finance Site List - These web links are placed here for those interested in understanding and teaching financial ideas. Contact Robyn Scholl with the Charles A. Dice Center if you'd like your site ...
 
Marketing Education &, Teaching Ideas: KnowThis.com 

KnowThis.com offers information, resources, reference, and links for university marketing teachers and marketing educators looking for teaching ideas, marketing course guides and syllabus help. ... This site also has links to several marketing exercises found around the Internet. ... Site has many resources for marketing educators including cases, lecture materials, class ... 
 
Welcome to ACME 

ACME is a professional marketing organization founded to encourage exploration and development of superior marketing practices from both an academic and practitioner perspective. Since May, 2002 

Marketing & International Business Links
Marketing & International Business Links © ... International Business & International Marketing Links. Africa. Antitrust ... Accounting Firms. Marketing Links. Census Data & Statistical ... 
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Glossary

Glossary

Comprehensive Standards - board-based description of an area of study within a strand.

Strand - curricular clusters / group of related areas of study.

Technical core competency / Occupational knowledge - specific occupational and technical knowledge and skills that define the scope and intend of each standard.  

Achievement Indicators- identify what an individual needs to know and be able to do to successfully perform work-related functions (specific learning outcome).

Core Competency /Employability knowledge and skills - the applied knowledge and skills – such as decision-making, teamwork, problem solving - used to perform effectively across a board range of occupations.

SCANS - Secretary’s Commission on Achieving Necessary Skills, US Department of Labor identified the necessary competencies, skills, and personal qualities needed to succeed in the workplace.

New Hampshire Curriculum Frameworks - the knowledge and skills associated with the academic disciplines of math, language arts, science, social studies, and career development, and the arts that define specific curriculum and proficiency standards. 

Articulation Agreement - a signed document that indicates the specific responsibilities of the secondary, postsecondary institution, and the student.  It includes a course of study that leads to a two-year degree, two year certificate or two-year apprenticeship (6 year plan).

DECA – Association of Marketing Students.  High school youth group associated with marketing programs.

FOB – Free on Board

AAI – All Aspects of Industry

ROG – Return on Goods

ROI – Return on Investment

absolute advantage Advantage a nation has when it possesses natural resources or capabilities that allow it to produce a given commodity at a lower cost than any other nation in the world.

adjacent colors Colors located next to each other in the color wheel and contrast only slightly

ad layout A rough draft that shows the general arrangement and appearance of a finished ad.

advance dating Indicates a date other than the in voice date from which dating terms take effect.

advertising The non-personal presentation and pro-motion of ideas, goods, and services by an identified sponsor.

advertising agencies Companies that exist solely to help clients sell their products.

advertising proof A proof that shows exactly how an ad will appear when printed.

advertising research Research that focuses on the advertising message and media.

agents Intermediaries who negotiate title of goods but do not themselves take title.

agreements A specific commitment that each member makes with the group.

allowance Partial return of the sale price for merchandise that the customer has kept.

aptitude A knack, or a potential, for learning a certain skill.

Articles of Incorporation Identify the name and address of your business, its purpose, the names of the initial directors, and the amount of stock that will be issued to each director.

assertive Standing up for your rights, beliefs, and ideas.

asset Anything of monetary value that a person owns.

baby boomers People born between the years 1946 and 1964.

baby boomlet People born in the 1980s and early 1990s (this generation peaked in 1991).

balance of trade Difference in value between ex-ports and imports of a nation.

balance sheet A summary of a businesses assets, liabilities, and owner's equity.

bar graph A drawing made up of parallel bars whose lengths are proportional to the qualities being measured.

basic stock list Buying plan used for items that should always be in stock.

blind check method A method of checking merchandise using a list that is made from an invoice of only style numbers and descriptions.

blocks Interference to understanding a message.

body language The physical movements and position of the body that communicate thoughts.

bonded warehouse A warehouse that stores products that require the payment of a federal tax.

boomerang method Objection comes back to the customer as a selling point.

brand A name, design, or symbol that identifies the products of a company or group of companies.

brand extension A branding strategy that uses an existing brand name for an improved or new product in the product line.

brand licensing The legal authorization by a trade-marked brand owner to allow another company (the licensee) to use its brand, brand mark, or trade char​acter for a fee.

brand mark The part of the brand that is a symbol, design, or distinctive coloring or lettering.

brand name The word, group of words, letters, or numbers of a brand that can be spoken.

break-even point Point at which sales revenue equals the costs and expenses of making and distributing a product.

broadcast media Includes radio and television.

budget, or 90-day, accounts A type of credit plan that allows for the payment of a purchased item over a 90-day period without a finance charge.

business All of the activities involved in producing and marketing goods and services.

business cycle Movement of an economy through four recurring phases - prosperity, recession, depression, and recovery.

business philosophy Tells how you think the business should be run and shows your understanding of your firm's role in the marketplace.

business plan A proposal that describes every part of a new business to potential investors and lenders.
business risk The possibility of business loss or failure.

buyers People responsible for purchasing goods for resale.

buying behavior The process individuals use to decide what they will buy and from where and whom they will buy it.

buying signals Things a customer does or says to indicate a readiness to buy capital goods, such as equipment or processed materials, used in a production process; also, money needed to start and operate a business.
capitalism Economic system characterized by private ownership of businesses and marketplace competition.

career consultation An informational interview with someone who works in a career that interests you. career outlook The availability of jobs.

carload The minimum number of pounds of freight needed to fill a boxcar

cash flow statement A monthly plan that shows when cash is anticipated to come into the business and when cash is expected to be paid out.

cash on delivery (COD) sale Transaction in which the customer pays for merchandise at the time of delivery.

cash sale Transaction in which the customer pays for his or her purchase with cash or a check.

CD-ROM A drive that provides high resolution graphics, animations, video, and digital sound.

channel of distribution Path a product takes from producer or manufacturer to final user

channels The avenues by which the message is delivered.

circle graph A geometric representation of the relative sizes of the parts of a whole; also called a pie chart.

clip art Stock drawings, photographs, and headlines clipped from a printed sheet and pasted into an advertisement.

closing the sale Obtaining positive agreement from the customer to buy.

co-branding strategy A branding strategy that combines one or more brands to increase customer loyalty and sales for each individual brand.

cold canvassing Locating potential customers with little or no direct help other than a telephone directory.

collateral Something of value that a borrower pledges to a lender to ensure repayment of a loan.

command economy Economic system in which the government answers the three basic economic questions.

common carrier A motor carrier that provides transportation services to any business in its operating area for a fee.

communication The process of exchanging information, ideas, and feelings.

communications programs Software programs used to establish communication between your computer and other computers.

communist Describes a political system in which the government runs everything, and the Communist party runs the government.

community relations The activities that a business uses to acquire or maintain the respect of the community.

comparative advantage Advantage a nation gains by selling the goods it produces more efficiently than other goods.

competition Struggle between companies for customers. 

complementary color Colors that are found opposite each other in the color wheel and create the greatest contrasts.

consensus A decision that each member agrees to.

consignment buying Buying arrangement in which goods are paid for only after they are purchased by the final consumer.

consumer affairs specialists Specialists who handle customer complaints and serve as consumer advocates within the firm.

consumer market Market consisting of all people who make purchases for personal use.

Consumer Price Index (CPI) Measure of inflation based on change over a period in the prices of 400 goods and services used by the average urban family
consumerism Societal effort to protect consumer rights by putting legal, moral, and economic pressure on business.

consumers Those who actually use a product.

contests Games or activities that require the participant to demonstrate a skill.

contract carrier A motor carrier that provides transportation services on a selective basis, according to agreements between the carrier and the shipper.

controlling The process of comparing what was planned with actual performance; involves three basic activities - setting employee standards, evaluating performance, and solving problems.

cooperative advertising An arrangement whereby advertising is paid for by both a manufacturer and a local advertiser.

copy The selling message in a written advertisement.

corporation A business that is chartered by state and legally operates apart from the owner(s).

cost per thousand (CPM) The media cost of exposing 1,000 readers to an ad.

cost What a retailer pays for merchandise.

cost-plus pricing All costs and expenses are calculated and then the desired profit is added to arrive at a price.

cover letter A letter of application without the information on education and experience.

credit An arrangement whereby businesses or individuals can obtain products or money in exchange for a promise to pay later.

credit union A cooperative association formed by labor unions or groups of employees for the benefit of its members.

customer advisory boards Panels of consumers who make suggestions on new products.

customer benefits Advantages or personal satisfaction a customer will get from a good or service.

customer profile Picture of a prospective customer based on geographic, demographic, and psycho-graphic data.

customers Those who buy a product.

customs brokers Import specialists licensed by the U.S. Treasury Department.

DBA (Doing Business As) is a registration process by which your county government officially recognizes that your business exists.

data analysis The compiling, analyzing, and interpreting of the results of primary and secondary data collection.

database A computerized collection (or file) of related information about a specific topic.

database programs Software programs used to collect related data, which can he sorted, searched through, and printed as needed.

debit card Card that allows the amount of a purchase to be debited, or subtracted, from a customer's bank account.

debt capital Raising funds by borrowing money decimal number A fraction or mixed number whose denominator is a multiple of 10.

demand Consumer willingness and ability to buy products.

demographics Statistics that describe a population in terms of personal characteristics like age, gender, income, ethnic background, education, and occupation.

denominator The bottom number in a fraction; represents how many parts in a whole or how many total parts are being considered.

derived demand Demand in one market that is based on demand in another; for example, demand in the industrial market is based on demand for goods and services in the consumer market. desktop publishing programs Software programs used to design and produce professional printed materials.

Dictionary of Occupational Titles (DOT) A book that describes about 20,000 jobs in terms of their relationship with data, people, and things.

digits The ten basic symbols of our (Arabic) numbering system: 0, I, 2, 3, 4, 5, 6, 7, 8, and 9.

direct calling The process of contacting potential employers in person or on the telephone.

direct check method A method of checking merchandise by checking directly against the actual invoice or purchase order.

direct close Close in which the salesperson asks for the sale.

direct distribution Goods or services are sold by the producer directly to the final user; no intermediaries are involved.

disclaimer A statement that contains exceptions to and exclusions from a warranty

discount pricing Seller's offering reductions from the usual price.

discretionary income Money left after paying for basic living expenses such as food, shelter, and clothing.

disk drive Used to store information on a disk or read information from a disk.

display The visual and artistic aspects of presenting a product to a target group of customers.

disposable income Money left after taxes are taken out.

distractions Blocks to effective listening include noises and other environmental factors, interruptions by other people, and competing thoughts that creep into your mind.

distribution center A warehouse designed to speed delivery of goods and to minimize storage costs.

dollar control In inventory management, the planning and monitoring of the total inventory investment that a business makes during a stated period of time.

draft Exporter's authorization to a foreign bank to collect money owed for a shipment and release ship-ping documents to a foreign customer once payment is made.

dummy invoice check method A method of checking merchandise by counting on a form similar to an invoice, but sizes and styles are omitted.

e-mail Electronic mail prepared on a computer and sent to someone else who has a computer. economic risks Business risks that occur from changes in overall business conditions.

economy System by which a nation decides how to use its resources to produce and distribute goods and services.

elastic demand Describes a situation in which a change in the price of a product creates a change in the demand for it.

electronic retail outlets Retailers that sell goods to the ultimate consumer through special television programs and computer linkups.

embargo Total ban on specific goods coming into and leaving a country

emotional blocks Biases against the opinions expressed by the sender that block your understanding.

emotional motive Feeling experienced by a customer through association with a product.

empathize To understand a person's situation or frame of mind.

employee discounts Discounts given to workers to encourage them to buy the products they sell or manufacture.

empowerment Encouraging team members to con-tribute to and take responsibility for the management process.

end-of-month (EOM) dating Changes the date from which billing terms take effect to the end of the month.

endless chain method Asking previous customers for names of potential customers.

entrepreneurs People who attempt to earn money and make profits by taking the risk of owning and operating a business.

entrepreneurship 1. Factor of production consisting of the skills of people who are willing to risk their time and money to run a business. 2. The process of starting and managing your own business.

equilibrium Condition that exists when the amount of product supplied is equal to the amount of product demanded.

equity capital Raising money from within a company or by selling part of the interest in the business.

ethics Guidelines for good behavior, based on knowing the difference between right and wrong and doing what is right.

European Union (EU) Europe's trading bloc; in-tended as a political as well as an economic union.
exchange 1. Merchandise brought back to be re-placed by other merchandise. 2. Sale of something in the marketplace.

exclusive distribution Use of only one sales outlet for a product within a certain geographic area. excuses Insincere reasons for not buying or not seeing a salesperson.

exempt carrier A motor carrier that is free from direct regulation of rates and operating procedures.

experimental method A research technique in which a researcher observes under controlled conditions the results of changing one or mom marketing variables while keeping certain other variables constant.

Export-Import Bank (Eximbank) Independent agency of the U.S. government whose purpose is to foster trade between the United States and other countries.

exports Goods and services sold to other countries.

express warranty A warranty that is explicitly stated, in either writing or spoken words, to induce a customer to buy

extended coverage Optional insurance coverage on a basic property coverage policy

extension Result of multiplying the number of units by the cost per unit.

extensive decision making Form of decision making used when there has been little or no previous experience with an item because it is infrequently purchased.

extra dating Grants additional days before the dating terms take effect.

factors of production Economists' term for resources.

family life cycle Evolution of the family through traditional stages - single, newly married, full nest, empty nest, and sole survivor.

feature-benefit selling Matching the features of a product to a customer's needs and wants. feedback the receiver's response to the message. 

fidelity bonds Bonds that protect a business from employee dishonesty.

finance Money or anything that can he sold very quickly to get money; also, borrowing money fixtures Store furnishings, such as display cases, counters, shelves, racks, and benches.

flexible-price policy Pricing policy that permits customers to bargain for merchandise.

floor limit Maximum amount a salesperson may allow a customer to charge without getting special authorization.

forced-choice question A question that asks respondents to choose answers from possibilities given.

foreign corporation A corporation that is incorporated under the laws of a different state from the one in which it does business.

foreign trade zones Designated areas of a country where foreign businesses benefit from reduced tariffs.

form utility Value added by changing raw materials putting parts together to make them more useful. 

formal balance Placing large items with large items and small items with small items in a display. 

fractions Numbers used to describe a part of some standard amount.

franchise A legal agreement to operate a business in the name of a recognized company.

free enterprise system Economic system that encourages individuals to start and operate their own businesses without government involvement.

freight forwarders Private transportation service companies that combine shipments from several different businesses and deliver them to their destinations.

fringe benefits Benefits, privileges, or monetary payments beyond salary or wages that go with a job.

full warranty A warranty stating that if a product is found to be defective within the warranty period, it will be repaired or replaced at no cost to the purchaser.

General Agreement on Tariffs and Trade (GATT) International trade agreement designed to promote global free trade through the reduction of tariffs and the use of a common set of rules for trading.

general partnership A partnership in which each partner shares in the profits and losses.

Generation X People born between the years 1964 and 1980; also known as the baby bust generation. 

generic products "No frills" products that carry no brand name.

geographies Segmentation of a market based on where people live.

goods Tangible products.

graphics and design programs Software programs used to produce drawings and designs.

greeting approach method Salesperson simply welcomes the customer to the store.

gross profit Difference between sales revenue and the cost of goods sold.

gross sales The total of all sales for any period of time.

Gross Domestic Product (GDP) Measure of the goods and services produced using labor and property located in a country; now the principal way of measuring output in the United States.

Gross National Product (GNP) Measure of the goods and services produced by labor and property supplied by a country's residents, whether there or abroad.

Guide for Occupational Education (GOE) A reference that organizes the world of work into 12 interest areas, which it then further subdivides into work groups and subgroups.

T l hardware The equipment - the computer and all the other pieces attached to it that make up a computer system.

headline The lettering, slogan, or saying that gets the readers' attention, arouses their interest, and leads them to read the rest of the ad.

horizontal organization Nontraditional business structure characterized by self-managing teams, organization by process rather than function, and customer orientation.

human risks Risks caused by human mistakes and the unpredictability of employees or customers.

illustration The photograph or drawing used in a print advertisement.

implied warranty A warranty that exists automatically by state law whenever a purchase takes place. 

imports Goods and services purchased from other countries.

incentives Products that are more expensive than premiums that are earned and given through con-tests, or as sweepstakes awards.

income statement A summary of a businesses in-come and expenses during a specific period, such as a month, a quarter, or a year

indirect distribution Goods or services are sold indirectly, through one or more intermediaries.

industrial market Market consisting of all customers who make purchases for business purposes; also called the business-to-business market.

inelastic demand Describes a situation in which a change in the price of a product has very little effect on the demand for it.

inflation Rising prices.

informal balance Balancing a large item with several small ones.

information utility Value added by communicating with the consumer.

infrastructure A country's physical development, including the state of its roads, ports, sanitation facilities, and utilities. 

initiative Doing what needs to be done without being urged.

installment accounts A type of credit plan that al-lows for payment over a period of time.

institutional advertising Advertising that creates a favorable impression and goodwill for a business or an organization.

institutional promotion Promotion used to create a favorable image for a business or organization (especially in relation to competitors).

insurance policy A contract between a business and an insurance company to cover a certain business risk.

intensive distribution Use of all suitable sales out-lets for a product.

interest The money paid for the use of money borrowed or invested.

intermediaries Channel members that help move products from the producer or manufacturer to the final user.

International Monetary Fund (IMF) Multinational agency whose purpose is to help stabilize exchange rates among the currencies of its member nations.

international trade Exchange of goods and services between nations.

invoice Bill.

jargon Technical or specialized vocabulary used by members of a particular profession or industry.

job descriptions Written statements listing the requirements of a particular job.

job lead Information about a job opening.

joint ventures Partnerships between foreign and domestic firms, frequently used or required to conduct business abroad.

just-in-time (JIT) Inventory control system in which companies are linked by computer to their suppliers to guarantee frequent shipments of goods that keep pace with production.

label An information tag, wrapper, seal, or imprinted message that is attached to a product or its package.

layaway Merchandise is removed from stock and kept in a separate storage area until the customer pays for it; also known as will-call.

layman's terms Words the average customer can understand. 

letter of credit Guarantee of payment obtained by a foreign customer that allows a U.S. exporter to be paid by a U.S. bank as soon as goods have been shipped.

liability A debt owed by a business.

licensing A business arrangement whereby organizations license for a fee their logo, trademark, trade characters, names and likenesses, or personal endorsements to a business to be used in promoting the businesses products.

licensing agreement Agreement that protects an originator's name and products.

lifestyle goals Your vision of how you see yourself living in the future.

limited decision making Form of decision making used when a person buys goods and services that he or she has purchased before but not on a regular basis.

limited partnership A partnership in which each limited partner is liable for any debts only up to the amount of his or her investment in the company.

limited warranty A warranty that offers less cover-age than a full warranty.

line graph Graph that uses a line to join points representing changes in a variable quantity over a specific period of time.

local radio advertising Radio advertising done by a local business for its target market.

loss leader Item priced at cost to draw customers into a store.

mainframe The largest and most powerful type of computer.

maintained markup Difference between an item's final sale price and its cost.

management The process of achieving company goals by effective use of resources; involves planning, organizing, and controlling.

management training program Closely supervised on-the-job management training.

market The group of all potential customers who share common needs and wants, and who have the ability and willingness to buy the product.

market economy Economic system in which the market answers the three basic economic questions, without government involvement.

marketing Process of developing, promoting, and distributing products in order to satisfy customers' needs and wants.

marketing concept Idea that to make a profit a business must focus all of its efforts on satisfying the needs and wants of its customers. marketing Information system A set of procedures and methods that regularly generates, stores, ana​lyzes, and distributes marketing information.

marketing mix Combination of marketing decisions involving product, price, place, and promotion; also called the four P's.

marketing research The systematic gathering, recording, and analyzing of information about problems related to marketing goods and services.

marketplace Wherever a product is sold to a buyer.

market position A firms relative standing in relation to its competitors.

market research Research that focuses on the customer and the market.

market segmentation Dividing the total market into smaller groups of people who share specific needs and characteristics.

market share A firm's percentage of the total sales volume generated by all competitors in a given market.

markup Difference between the price of an item and its cost.

marquee A sign used to display the store's name.

mass-marketing Using a single marketing plan to reach all the consumers.

media The agencies, means, or instruments used to convey messages.

memorandum buying Buying arrangement in which the supplier agrees to take back any unsold goods by a certain date.

merchandise approach method Salesperson makes a comment or asks questions about a product that the customer is looking at.

microcomputer The smallest type of computer or personal computer

middle management In a traditionally organized company, the people who carry out top management's decisions and motivate supervisory personnel so the company can meet its goals.

mini-nationals Midsized and smaller companies that have operations in foreign countries.

mission statement Formal statement of a company's ultimate goals.

mixed-brand strategy The simultaneous offering of a combination of national, private, and generic brands.

mixed number A whole number and fraction together.

model stock list Buying plan used for fashionable merchandise and other items that change rapidly

monopoly Exclusive control over a product or the means of producing it.

most-favored-nation status (MFNS) Status the United States grants to countries with which it wants to encourage trade.

multinationals Large corporations that have operations in several countries.

national brand A brand owned and initiated by a manufacturer

national spot radio advertising Radio advertising used by national firms to advertise on a local station by-station basis.

nationalize To take ownership by government action and without compensation.

natural risks Risks resulting from natural causes. 

net income The difference between total expenses and gross profit.

net sales The total of all sales, after subtracting sales returns and allowances.

net worth The difference between the assets of a business and its liabilities.

network radio advertising Radio advertising broad-cast from a studio to all affiliated radio stations throughout the country

never-out list Buying plan used for best-selling products that make up a large percentage of sales volume. 

news release A prewritten story about a company that is sent to the various media.

nonprice competition Form of competition that focuses on factors that are not related to price, like product quality, service and financing, business location, and reputation.

nonprofit organizations Service organizations operated with no intention of earning a profit for those who initiate or manage them; all income earned goes to the charitable cause outlined in the organization's charter.

nonverbal communication Expressing oneself through body language.

North American Free Trade Agreement (NAFTA) International trade agreement among the United States, Canada, and Mexico.

numerator The top number in a fraction; represents the number of pans being considered.

objection analysis sheet Sheet that enumerates common objections and possible responses to them.

objections Concerns, hesitations, doubts, or other honest reasons a customer has for not making a purchase.

observation method A research technique in which the actions of people are observed and recorded. 

occupational area A category of jobs that involves similar interests and skills.

Occupational Outlook Handbook (OOH) A book that provides detailed information on more than two hundred occupations and is updated every two years.
on-approval sale Agreement that permits a customer to take merchandise (usually clothing) home for further consideration.

one-price policy Pricing policy under which all customers are charged the same price for goods and services offered for sale.

online computer services Research information that can be accessed through telephones and modems and allow users to communicate via computer.

online services Computer services that allow people to use their computers to access services and information.

open-ended questions Questions that require more than a yes or no answer.

open-to-buy (OTB) Amount of money available for buying goods.

opening cash fund Coins and currency designated for a cash register for a given day's business.

organization chart A diagram of the various jobs and functions that are found in a company

organizing A coordinated effort to reach a com​pany's planning goals; involves assigning responsibil​ity, establishing working relationships, staffing, and directing the work of employees.

package The physical container or wrapping for a product.

paraphrase Restating in a different way, not word for word.

parcel post Standard surface package delivery provided by the U.S. Postal Service.

parliamentary procedure A structure for holding group meetings and making decisions.

partnership A legal agreement between two or more people to he jointly responsible for the success or Failure of a business.

penetration pricing Pricing policy that sets a very low price for a new product to encourage as many people as possible to buy it.

percent Number of parts per hundred.

performance bonds Bonds insure against losses that might occur when work or a contract is not finished on time or as agreed.

perpetual inventory system A method of keeping track of the number of items in inventory on a constant basis. 

personal financial statement A summary of a per-son's current personal financial condition.

physical distribution The process of transporting, storing, and handling goods to make them available to customers.

physical inventory system A method of counting stock by visually inspecting or actually counting it to determine the quantity on hand.

pie chart Another name for a circle graph.

place utility Value added by having a product where customers can buy it.

planning The first step in the management process; involves deciding what will be done and how it will be accomplished.

planning goals The small steps you take to get from where you are now to where you want to be.

planogram Computer-developed diagrams that show retailers how and where products within a category should be displayed on a shelf at individual stores.

point-of-sale (POS) system A computerized system that uses light pens, hand-held laser guns, stationary lasers, or slot scanners to feed information directly from merchandise tags or product labels into a computer.

point-of-sale research A powerful form of research that combines natural observation with personal in​terviews to get people to explain buying behavior.

positioning Getting consumers to think of a product in a certain way.

possession utility Value added by exchanging a product for some monetary value.

preapproach Getting ready to sell.

premiums Prizes or rewards offered to a customer as an added inducement to make a purchase.

preretailing marking method A method of marking merchandise pricing information marked in advance by the seller, or the buyer, on the retailer's copy of the purchase order.

press conference A meeting in which media members are invited by a business or organization to hear an announcement about a newsworthy event.

press kit A folder containing articles, news releases, feature stories, and photographs about a company, product, or person.

prestige pricing Setting higher-than-average prices to suggest status and prestige to the consumer.

price competition Form of competition that focuses on the sale price of a product.

price discrimination Charging different prices to similar customers in similar situations.

price fixing Agreement of competitors to set their prices within a certain range.

price lining Offering all merchandise in a given cafe gory at certain prices (as offering all blouses at $25, $35, and $50).

price Value of money (or its equivalent) placed on a good or service

primary data Facts obtained for the first time and used specifically for the particular problem under study principal The amount of money borrowed.

print media Print means or instruments used to convey messages, such as newspapers, magazines, direct mail pieces, signs, and billboards.

private brand A brand owned and initiated by wholesalers and retailers.

private carrier A motor carrier owned and operated by an individual business that transports only its own goods.

private employment agencies Agencies not sup-ported by taxes and must earn a profit to stay in business. They charge a fee for their services, which is paid by either the job applicant or the employer.

private sector Businesses not associated with government agencies.

private warehouse A warehouse facility owned by a business for its own use.

privatization Process of selling government-owned businesses to private individuals.

problem definition Clearly identifying a problem and stating the information needed to solve the problem.

product depth The number of product items offered within each product line.

product feature Physical characteristic or quality of a good or service that explains what it is.

product item A specific model, brand, or size of a product within a product line.

product life cycle The stages that a product goes through in its life.

product line A group of closely related products manufactured and/or sold by a business.

product mix All the different products that a com​pany makes or sells.

product modification An alteration in a company's existing product.

product obsolescence Products that become outdated.

product planning All the decisions a business makes about the production and sale of its products.

product positioning The efforts a business makes to identify, place, and self its products in the marketplace.

product promotion Promotion used by a business to convince potential customers to buy products from it instead of from a competitor

product research Research that centers on evaluating product design and acceptance, competitive products, package design, and product usage. 

product width The number of different product lines a business manufactures or sells.

production Creating, growing, manufacturing, or improving on something produced by someone else.

productivity Output per worker hour. 

products Goods and services.

profit Money earned from conducting business after all costs and expenses have been paid.

promotion Any form of communication a business or organization uses to inform, persuade, or remind peo​ple about its products and improve its public image.

promotional advertising Advertising designed to in-crease sales.

promotional mix The combination of different types of promotion a business uses to persuade cus​tomers to buy its products.

promotional tie-ins Sales promotional arrangements between one or more retailers or manufacturers which combine their resources (advertising and sales promotional activities) to do a promotion that create additional sales for each partner.

proportion The relationship between and among objects in a display

prospect Potential customer; also called a lead.

psychographics Study of consumers based on their lifestyle, and the attitudes and values that shape it.

psychological pricing Pricing techniques that create an illusion for customers or that make shopping easier for them.

public employment agencies Employment agencies that are supported by state or federal taxes and offer services free to both job applicants and employers.

public relations Any activity designed to create goodwill toward a business.

public sector Government agencies and services that operate as businesses but are not intended to earn a profit.

public warehouse A warehouse facility available to any business that will pay for its use.

publicity Creating demand for a business or product by placing news about it in publications or on radio, television, or stage.

purchase order Legal contract between a buyer and a supplier that specifies the terms of the agreement.

purchasing agent Person responsible for buying goods used in service and manufacturing businesses.
quorum A proportion of the membership - usually more than half.

quota Limit on either the quantity or monetary value of a product that may be imported. 

rational motive Conscious, factual reason for a purchase.

realistic goal A goal that you have a reasonable chance of achieving.

rebates Discounts offered by manufacturers for purchasing items during a given time period.

receipt-of-goods (ROG) dating Terms begin when the buyer's firm receives the goods.

receiving record A form that is used to describe the goods received by a business - also called a log.

references People who know your work habits and personal traits so well that they will recommend you for the job.

referrals Names provided by satisfied customers of other people who might buy a product.

regular, or 30day, charge accounts A type of credit plan that allows customers to charge purchases during a month and pay in full within 30 days after they are billed.

relationship marketing Strategies businesses use to stay close to their customers.

resident buying offices Retailers' representatives in a central market.

resources All the things used in producing goods and services: land, labor, capital, and entrepreneurship; also called factors of production.

resume A brief summary of personal information, education, skills, work experience, activities, and interests.

retail Refers to what a retailer is paid for merchandise.

retailers Businesses that buy goods from wholesalers or directly from manufacturers and resell them to the final consumer.

return Merchandise brought hack for a cash refund or credit.

return on investment Calculation used to deter-mine the relative profitability of a product; profit divided by investment.

revolving accounts A type of credit plan where the retailer determines the credit limit and when payments are due.

risk Potential for loss or failure.

routine decision making Form of decision making used when a person needs little information about a product because of a high degree of prior experience with it or a low perceived risk.

sales associates Salespeople who know their products and how to sell.

salesclerks Salespeople who are simply order takers or cashiers.

sales incentives Awards given to managers and employees who successfully meet or exceed their company's set sales quota for a particular product or line of products.

sales promotion The use of marketing devices, such as displays, premiums, and contests to stimulate purchases.

sales research Research that focuses on sales data. 

sales transaction Process of recording a sale and presenting the customer with proof of payment.

sample A part of the target population that is assumed to represent the entire population.

scarcity Condition that exists when peoples wants and needs exceed their resources.

seasonal discounts Discounts offered to buyers who are willing to buy in advance of the customary buy​ing season.

secondary data Facts that have already been col​lected for some purpose other than the current study.

selective distribution Use of a limited number of sales outlets for a product in a given geographic area. 

selling Helping customers make satisfying buying decisions.

service approach method Salesperson asks the customer if he or she needs assistance.

service close Close that explains services that over-come obstacles to a sale.

services Intangible products; usually a series of tasks performed for a customer.

setting Where communication takes place. 

shortages Excesses of demand over supply

signature The distinctive identification symbol for a business.

six-month merchandise plan Budget that estimates planned purchases for a six-month period.

skimming pricing Pricing policy that sets a very high price for a new product to capitalize on the high demand for it during its introductory period.

slogan A catch phrase or small group of words that are combined in a special way to present an advertising message.

slotting allowance A cash premium paid by the manufacturer to a retail chain for the costs involved in placing a new product on its shelves.

socialist Describes a political system in which there is increased government involvement in people's lives and the economy

software Programs that control the functioning of the hardware and directs its operation.

sole proprietorship A business owned and operated by one person.

source marking A method of marking merchandise in which the seller or manufacturer marks the price before delivering merchandise to the retailer.

specialty media Relatively inexpensive, useful items with an advertiser's name printed on them.

specific goal The type of planning goal that moves you along toward your ultimate goal.

spreadsheet programs Software programs used to organize, calculate, and analyze numerical data.

spot check method A method of checking merchandise by randomly checking one carton in a shipment. 

standard English The formal style of writing and speaking that you have learned in school.

standard of living Measurement of the amount of goods and services that a nation's people have. standing-room-only close Close used when a product is in short supply or when the price will be going up in the near future.

start-up costs A projection of how much money a person will need the first year of business operation. 

stockholders The people who actually own the corporation.

stock keeping unit (sku) Each item or a group of related items in a unit control inventory system. 

stock turnover Number of times the average stock has been sold and replaced in a given period of time. 

storage The marketing function of holding goods until they arc sold.

storefront The total exterior of a business.

store layout The way floor space is allocated to facilitate sales and serve the customer.

Subchapter S corporation A small business that is taxed like a partnership or proprietorship. suggestion selling Selling additional goods or services to a customer.

supervisory-level management In a traditionally organized company, the people who carry out the plans of middle management by directly assigning work duties to and supervising employees on the job.

supply Amount of goods producers are willing to make and sell.

surpluses Excesses of supply over demand.

survey method A research technique in which information is gathered from people directly through the use of interviews or questionnaires.

sweepstakes Games of chance.

target marketing Focusing all marketing decisions on the specific group of people you want to reach. 

tariff A tax on imports; also called a duty. 

telemarketing Process of selling over the telephone. 

test marketing Placing a product in one or more selected geographic areas.

third party method Using a previous customer or neutral person to give a testimonial about a product. 

till Cash drawer of a cash register.

time draft Document that allows a foreign customer to take delivery of goods without payment; essen​tially a promise to pay in the future.

time utility Value added by having a product avail-able at a certain time of year or a convenient time of day.

ton-mile The movement of one ton of freight one mile.

top management In a traditionally organized company, the people with the greatest responsibility; includes the chief executive officer, president, and vice president(s).

trade character A personified brand mark (that is, one given human form or characteristics).

trade discounts Not really discounts but rather the way manufacturers quote prices to wholesalers and retailers.

trade name Identifies the company or a division of a particular corporation.

trademark A brand name, brand mark, trade character, or a combination of these that is given legal protection.

trading area The geographical area from which a business draws its customers.

transportation of goods The marketing function of moving goods from a seller to a buyer.

trial dose An initial effort to close a sale.

unit control In inventory management, plan​ning and monitoring the quantities of merchandise that a business handles during a stated period of time.

unit pricing Form of pricing that allows consumers to compare prices in relation to a standard unit or measure, such as an ounce or a pound.

Universal Product Code (UPC) Bar code used for electronic entry and recording of sales.

Universal Vendor Marketing (UVM) code Series of numbers on a price tag, designed to be read by an electronic wand.

unlimited liability Your financial liability is not limited to your investment in the business, but extends to your total ability to make payments.

utility Added economic value. 

value Personal satisfaction gained from use of a good or service.

values Things that are important to you.

vending service companies Retailers that buy manufacturers' products and sell them through machines that dispense goods to consumers.

vertical organization Traditional business structure characterized by three levels of management - top, middle, and supervisory level.

visual merchandising The coordination of all physical elements in a place of business so that it projects the right image to its customers.

warranty A promise, or guarantee, given to a customer that a product will meet certain standards.

warranty of fitness for a particular purpose An implied warranty arising when the seller advises a customer that a product is suitable for a particular use and the customer acts on that advice.

warranty of merchantability A promise from the seller that the product sold is fit for its intended purpose.

which close Close that encourages a customer to make a decision between two items.

wholesalers Businesses that obtain goods from manufacturers and resell them to industrial users, other wholesalers, and retailers.

whoopies Well-heeled older persons; the 50-plus generation.

word processing programs Software programs used to create text documents.
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