
This is a low-resolution printable version of the teacher-presentation information.  The
original PowerPoint slides are clearer and animated to assist the teacher in delivering

quality content to the students.

All contents of this file are Copyright 2005, all rights reserved.

Licensed users of the EST Foundations curriculum have access to:
• the original animated PowerPoint files
• accompanying handouts
• detailed homework assignments
• lesson plans including online reading and research assignments, and
• suggestions on integrating this project-based curriculum.
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To pic 5 (ver 1.0) Basic Project Skills-Ma rke tingBasic Project Skills-Ma rke tingBasic Project Skills-Ma rke tingBasic Project Skills-Ma rke ting

Content of this module

❚ Bell  work  5.1   (to be determined by teacher)
❚ Independent investigation into the world of marketing
❚ Bell  work  5.2
❚ Overview the role of marketing in industry
❚ Bell  work  5.3
❚ Review example project plan to market a product
❚ In small groups, create a marketing project plan
❚ Bell  work  5.4
❚ Prepare to present marketing plan to class
❚ Bell  work  5.5
❚ Small group presentations

5.1 Independent Investigation
into the World of Marketing

Intentionally left  b lank
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Bell Work  5.1

❚ St udents should prepare fo r independent r esearch today ...
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Today’s AgendaToday’s AgendaToday’s AgendaToday’s Agenda

❚ Independent  study in areas r ela ting to
marketing.

❚ Teacher:  This day is intended to be spent in the
library or online.  There are many onl ine resources
available.  If the class does not have internet
resources, then you’ ll have to print out some of the
background reading resources for the class (but
that approach will  be far less fun than doing the
research themselves)
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Research Topics
❚ Individual ly resea rch one of the fol lowing topics.  Wri te a one page

summary of your findings and turn i t in  tomorrow.
❚ Option 1: Wha t do peop le in these  ca reer s do? Advertising/PR

Manager, Graphic Art Director, Company Buyer, Copywriter, Management
Consultant, Market and Survey Researcher.

❚ Option 2: Wha t are Mark eters responsib le  fo r?
❚ Option 3: G o to KnowThis.com  (http://www.knowthis.com/), choose the

most interesting “Topic Area,” choose an article in that category, print it
out (use the printable versions only!) and turn in with your one page
summary.

5.2 Introduction to Marketing

Intentionally left  b lank
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Bell Work  5.2

❚ In your journal…
❚ Record one thing that you learned about  Marketing ye ste rday that

you are wil ling t o share  with the class (and ha s a r easonable
chance of being intere sting to the  othe r students).
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Today’s AgendaToday’s AgendaToday’s AgendaToday’s Agenda

❚ Ove rview the role of ma rketing in industry

Fresh  Lemon ade     $  1 

Pond Scum   

in  Wine  Glass 
$ 2 

Mmmm,  pond  scum
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Marketing: Definition
❚ Marke ting is the process of planning and executing the deve lopment,

pricing, promotion and distribution of ideas, goods o r services to satisfy
customers:

❙ Effecti ve communication is i nherently required (using any means  available).
❙ It shoul d be customer centered as you try to make customers aware of products,

attrac t new customers, and keep existing customers interes ted.
❙ Should go beyond customer needs and also address wants .

❙ Required research to find out what the needs  and wants  are. (The customer may
not even know until you tell them.)

❚ Some emphasize the customer even more:
❙ Marketing consists of the strategies and tac tic s used to identify, create and

maintain satisfying rel ations hips with customers that result in value for both the
customer and the marketer. (K now Th is. com  t uto rial sectio n at htt p: //www .kn owth is.com)
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Marketers: Responsibilities

❚ An alyze and Define Target Markets

❚ Propose product of ferin gs that are likely to be accepted
in the market place

❚ Promote the product to potential buyers

❚ Strateg ically distribute the product

❚ Determine pricing strategies to maxim ize market share
and overall company benefit

❚ Con ceive services that enhance the solu tions overall
value
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Marketing: More Career
Choices Than You First Think

❚ Advertising/PR Manager
❚ Graphic Art Director
❚ Company Buyer
❚ Copywriter
❚ Management Consultant
❚ Market and Survey Researcher
❚ Sales Supervisor
❚ Top Executive
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Marketing: Useful Skills

❚ Team Leader

❚ Team Player
❚ Strong Comm unication (written and verbal)

❚ Com puter

❚ Planning
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Marketing: Foundational
Principles
❚ For success, there must  be a fi rm commitment to remain ing custom er

centered.
❙ Know your Audience!!
❙ People buy more than just a product, even i f they don’t real ize it.  Identi fy

what that extra “something” is and then convince them that your product
has it.

❚ Planning is paramount.  A good m arketing plan is invaluab le.
❙ T he writ ten  pla n sh ou ld a ddress:

❘ th e cu rr en t sit uat ion  (market , cu sto mer , and  int ernal fact or s)
❘ m ark et rese arch  (ap pro ach and  r esult s)

❘ m ark etin g st ra teg y (produ ct ana lysis, sale s ob ject ives, prom otio n b ud get , d istr ibut ion  pla n)
❘ im plem en tat ion plan  (sched ule,  r equ ire d r esou rce s and  b udg et )

❙ Plan to employ methods that bui ld a large loyal  group of customers
❙ Plan to use a variety of communication tools
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Marketing: What Are You
Buying?

❚ Name some products that might b e bought not only for th e
sake of the product,  but for some oth er psychological
need.

❚ Examples:
❙ A person might buy a repli ca of an antique doll, not because they want the doll but

because it reminds them of their childhood.
❙ A person might by a mus cle car, not becaus e they need a fast c ar but because they

want the prestige ass oc iated with the car’s manufacture or want to be a part of an
elite group.

❙ Why do sports-drink manufacturers i ncorporate extreme athletic  achievem ents in
their TV commerc ials…is it to show examples of when you need the drink?   Or, is  it
to suggest we can be associated with such accomplishments  if we buy the drink?

❚ People don’t simply b uy prod ucts.  They buy a p ackage
th at includes  all the benef its and satisfact ions  th at they
th ink they will obtain if they buy the product.
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Marketing: Foundational
Principles
❚ Though the general popula tion thinks of marketing as simply

“prom oting a product,” there  is more to  it…
❚ The four “P”s of ma rketing r epresent the core  concerns o f marke ting:

❙ Product: What  prod uct s to  prod uce,  wha t new produ cts t o desig n, var iety or  prod ucts
to  of fe r, wha t b ra nd nam es t o use, ho w t o in tr odu ce t he produ ct to th e m arket,  et c.

❙ Price: How  m uch to charge , wh at  ar e t he com pet ito rs p rice s, sho uld  pr ices v ary  across
m ark ets,  ho w t o b alan ce t he fina ncial goa ls of  th e co mp an y ver sus rea lities of th e m arket
pla ce, shou ld p sycho logica l pr icing  be  use d, etc.

❙ Promotion: Plan ning  an d bud get ing  th e p ro mo tion al m ix (ad ver tising , per sona l
sellin g, sales p ro mo tion s, a nd pu blicity ).

❙ Placement: Wha t d istr ibut ion  veh icles sh ould  be  use d, where it sh ould  b e m ade
ava ilable , sh ould  th ere b e a  var iet y of  o ffe rin gs (who lesale , r eta il, o nline ..) , etc.
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Marketing Practice (12+ m inutes)

❚ In groups of 4 -5 student s addre ss the fol lowing:
❚ The team obje ctive is to  eventual ly develop a p lan to sell  T- sh irts as

a cla ss fundra iser (you can make  up your own cause if you wish)
❚ For now,  decide what  group o f peop le (or groups) you wi ll  try to

sell  them  to and why? Then address each of the four “P”s and
record your group thoughts.

❚ On Friday, ea ch group wil l make a 5 minute presentat ion to the
cla ss.

❚ You should include visual a ids like cha rts, tables, and graphics e.g.,
how data d iffers for  d iffer ent customer groups, Gantt  chart o f t asks,
expected sales per  r egion, e xpected sa les at d ifferent pr ices...

Exa mple  Ga ntt  Chart
Pl anning
Des ign
Cons tr uct
T est
Market

Week      1    2    3    4    6    7    8    9   10   11

5.3 Practical Marketing Plan

Intentionally left  b lank

Copyright Michael Wienen, 2005
Do not distribute withou t permission

Bell Work  5.3

❚ In your Journal…
❚ Based on previous discussions about projects and pro je ct  p lanning,

how would you exp lain the di fference bet ween a Project Manager’ s
and a Supe rvisor ’s role and responsib il itie s?
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Today’s AgendaToday’s AgendaToday’s AgendaToday’s Agenda

❚ Review an exam ple  project p lan to Marke t a
product

❚ Dev elop a project plan to  market  a  T-sh irt

Pr oj ect
D ef in it i on

- obj ect i ve

- schedu le

- needs
assessm ent

- r isk
assessm ent

A ssem bl e
T eam

- based on
need s

- opt i m ize
avai l abl e
hum an
r esour ce

1 2

C oncep tua l
D es i gn

- i dent if y
pr ob lem

- gener at e
sol ut i ons

- r ef ine
sol ut i ons

- eval uat e
sol ut i ons

3

E mb odi m ent
D es i gn

- i dent if y
pr ob lem

- gener at e
sol ut i ons

- r ef ine
sol ut i ons

- eval uat e
sol ut i ons

4

Pr od uct io n

- subassem bl i es

- i nte gr ati on

5

T es ti ng

- subassem bl i es

- f in al assem bl y

6

C lo sur e

- i mp lem en t
m ar ket i ng pl an

- debr i ef  t eam

7

cycl e th r ough pr ocess  unt i l  accep tab le  pr od uct  i s  crea ted

D el ive rab les :

Pr oj ect
D ef in it i on

- obj ect i ve

- schedu le

- needs
assessm ent

- r isk
assessm ent

A ssem bl e
T eam

- based on
need s

- opt i m ize
avai l abl e
hum an
r esour ce

1 2

Mar ket
A nal ys i s

- des i gn a pla n

- col l ect t he dat a

- anal yze t he
r esul ts

3

D ef in e T ar get
Mar ket

-

4

D evel op
Mar ket i ng
Pr og ra m

- m any   m edi a

- m axi m um
i m pact

5

Pr om o te and
D is t r i but e

- i n t he schoo l

- i n co m m uni ty

- at  ev ent s

6

Mai nt ai n
C us t om er
R ela ti ons

- sol ici t
f eedba ck

- docu m ent
f eedba ck f or
nex t year

7

D el ive rab les :
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Robot Marketing Project:
Example Phases and Deliverables

1.  de taile d lif e- cycle d escr iptio n in clud ing tim eline , ch ar ts, and  che cklists, for  e ach pha se

2.  orga nizat iona l cha rt  wit h d efin ed resp on sib ilitie s fo r a ll t he team  m em be rs
3.  solid  da ta indica tin g a ctua l m ark et cond itio ns an d market  vo ids

4.  clea rly def ined  ta rg et ma rke t t hat  m at ches co mp any /p ro duct  str en gth s t o n eed s and  d esire s
5.  che cklist of activit ies a nd re quir ed  re sour ces to com mu nicat e w ith targe t m arket  (using  all

ava ilable  m edia )
6.  br an d n am e r ecog nit ion,  ge nerally associat ed with  en th usiasm , p ro fessio nalism , a nd qu ality
7.  de taile d n ot es on  t he eff ective ness of th is year ’s st rat egie s at  ach ievin g cu stom er  sat isfact ion  ( in

ou r schoo l, t he gen eral p ublic and  t he jud ges)

Pr oject
Defi nitio n
-o bjec tiv e

-sc he du le

-n eed s ass essm en t

-risk  a sse ssme nt

Assem ble
T eam
-b ase d on  ne ed s

-o ptimize
av ailab le hu ma n
res ou rce

1 2

Market
Analy sis
-d esig n a p la n

-co llect the  da ta

-an aly ze  th e resu lts

3

Defi ne Tar get
Market
-

4

Develop
Marketi ng
Pr ogr am
-ma ny    m ed ia

-ma xim um  im pac t

5

Pr omot e and
Dis tr ibute
-in th e sch oo l

-in c om mun ity

-at ev en ts

6

Maintain
Cus tomer
Relation s
-so lic it fe ed ba ck

-d oc ume nt
fee db ac k fo r n ex t
y ear

7
Deliverables:
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Exercising Your New Knowledge
❚ In your T-shirt group from yesterday, develop a project plan to market T-

sh irts as a team fundraiser.
❚ Your group wil l have to make a presentation on Friday discussing your

project plan, and your actual del iverables that you generate for each
defined phase in the project…(i .e., you wil l not only define each phase of
the project, but you wi ll pretend to “do” each phase and create appropriate
deliverables).

❚ Today, on ly focus on your project plan:
❙ Define the phases and deliverables of each phase.
❙ Estimate the time you will need to spend in each phase. (You wil l be

given time in class tomorrow to work on your presentation…the
rest is homework.)

❙ On Friday, every student must submit their own copy of the team’s
project plan.  It wil l be graded for neatness, how well you explain each
phase, organization of information.

5.4 Organizing a Presentation
for Management

Intentionally left  b lank
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Bell Work  5.4

❚ In your Journal…
❚ Question: Make a  list of the top ics that  y ou would include  in a five

minut e pre sentation on your groups pro je ct p lan and resul ting
design so lut ion.
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Today’s AgendaToday’s AgendaToday’s AgendaToday’s Agenda

❚ Get into  your  4-5  person T- sh irt group.
❚ Dev elop the  presentation that your group wi ll  make to  the cla ss

tom orrow.
❙ Every person must have equal share in the presentation.
❙ The presentation must be between 4 and 6 minutes (points taken off for

shorter or longer presentations).
❙ Don’t forget to open with an introduction and close with a summary.
❙ Visual aids must ei ther be large posters or drawn on overheads for the

projector.
❙ Don’t forget you are presenting your entire Marketing Plan.
❙ You will NOT be given any time to get ready tomorrow.  Plan

today!
❚ Homework: Each person should write  out wha t they p lan to say,

practice i t, and m ake sure  it fit s in the  amount o f t ime that the group
has a llo tted fo r the ir topic.
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5.5 Practice Presenting to
Management

Intentionally left  b lank
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Bell Work  5.5

❚ Si lently  practice your par t of your group ’s presentation.
❚ Make sure your par t of the  visual  aids is ready and avai lab le…

groups wil l have to  quickly take  the “st age” as soon a s the previous
group has fin ished.
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Today’s AgendaToday’s AgendaToday’s AgendaToday’s Agenda

❚ Groups wil l make  4-6  m inute presenta tions
❚ Quickly and quietly take your positions when it is

your turn.
❚ If you de lay, your grade  may suffer.

❚ At five minutes per  presentation we will  barely have
time to hear from ever y group.

❚ Teache r: it is r ecommended that you video tape the
presenta tions fo r la ter eva luation.


