Wisconsin Marketing Core Curriculum Framework

Wisconsin Marketing Education Program Framework consists of a coherent and sequential programming which includes (a) fundamental marketing content followed by advanced marketing content, and (b) work-based learning.

Definitions:

Fundamental marketing: curriculum covered in any first year marketing course(s)

Advanced marketing:  curriculum covered in any second or third year marketing course(s)

Curriculum Planning Levels

The performance indicators are assigned to one of six curriculum-planning levels that represent a continuum of instruction ranging from simple to complex.  The levels 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.  These levels can also be used as a basis for developing an unduplicated sequence of instruction for articulation between high school and postsecondary marketing courses.  The six curriculum-planning levels are:

Prerequisite (PQ) 

Content develops employability and job-survival skills and concepts, including work ethics, personal appearance, and general business behavior.

Students should be coming into the fundamental marketing course with this information as prior knowledge.  OR   Students should be learning/developing these skills in the fundamental level marketing course (s).

Career-Sustaining (CS)

Content develops skills and knowledge needed for continued employment in or study of marketing based on the application of basic academics and marketing skills.

Students should be learning/developing these skills in the fundamental marketing course(s).

Specialist (SP)

Content provides in-depth, solid understanding and skill development in all marketing functions.

Students should be learning/developing these skills in the fundamental marketing course(s).

Supervisor (SU)

Content provides the same in-depth, solid understanding and skill development in all marketing functions as in the marketing-specialist curriculum, and in addition, incorporates content that addresses the supervision of people.

Students should be learning/developing these skills in the advanced marketing course(s).

Manager (MN)

Content develops strategic decision-making skills in all marketing functions needed to manage a business or department within an organization.

Students should be learning/developing these skills in the advanced marketing course(s).

Owner (ON)

Content develops strategic decision-making skills in all aspects of marketing that are needed to own and operate a business.

Students should be learning/developing these skills in the advanced marketing course(s).

How the Marketing Core should be taught

in a quality Wisconsin Marketing Education Curriculum

FUNDAMENTAL LEVEL MARKETING COURSE

Instructional Area:

Channel Management
(function)

Performance Element:
Acquire foundational knowledge of channel management to understand its role in marketing.

Performance Indicators:

Explain the nature and scope of distribution (DS:001, DS LAP 1) (CS)

Explain the relationship between customer service and distribution (DS:029) (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)

Performance Element:
Manage distribution activities to minimize costs and to determine distribution strategies. 

Performance Indicators:

Coordinate distribution with other marketing activities (DS:048) (SP)

Explain the nature of channel-member relationships (DS:049) (SP) 

INSTRUCTIONAL AREA:
MARKETING-INFORMATION MANAGEMENT

(FUNCTION) 

Performance Element:
Acquire foundational knowledge of marketing-information

management to understand its nature and scope. 

Performance Indicators:

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

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

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) 

Performance Element:
Collect marketing information to ensure accuracy and adequacy of data for decision-making. 

Performance Indicators:

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

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

Performance Element:
Process marketing information to test hypotheses and/or to resolve issues. 

Performance Indicators:

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

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

Performance Element:
Employ marketing information to plan marketing activities. 

Performance Indicators:

Explain the concept of marketing strategies (IM:194, IM LAP 7) (CS) 

Explain the concept of market and market identification (IM:196, IM LAP 9) (CS) 

Explain the nature of marketing planning (IM:238) (SP) 

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

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

INSTRUCTIONAL AREA:

PRICING

(FUNCTION)

Performance Element:
Develop a foundational knowledge of pricing to understand its role in marketing. 

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)

Performance Element:
Employ pricing strategies to determine prices. 

Performance Indicators:

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

INSTRUCTIONAL AREA:

PRODUCT/SERVICE MANAGEMENT

(FUNCTION) 

Performance Element:
Acquire a foundational knowledge of product/service management to understand its 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) 

Performance Element:
Generate product ideas to contribute to ongoing business success. 

Performance Indicators:

Identify product opportunities (PM:134) (SP)

Identify methods/techniques to generate a product idea (PM:127, PM LAP 11) (SP) 

Performance Element:
Develop an understanding of quality assurances to enhance 

product/service knowledge. 

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) 

Performance Element:
Employ product-mix strategies to meet customer expectations. 

Performance Indicators:

Explain the concept of product mix (PM:003, PP LAP 3) (SP)

Describe the nature of product bundling (PM:041) (SP)

Performance Element:
Position products/services to acquire desired business image. 

Performance Indicators:

Describe factors used by marketers to position products/businesses (PM:042) (SP) 

Explain the nature of branding (PM:021, PM LAP 6) (SP) 

INSTRUCTIONAL AREA:
PROMOTION

(FUNCTION)

Performance Element:
Acquire a foundational knowledge of promotion to understand its nature and scope. 

Performance Indicators:

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) 

Performance Element:
Advertise to communicate promotional messages to targeted

audiences. 

Performance Indicators:

Explain the types of advertising media (PR:007, PR LAP 3) (SP) 

Explain components of advertisements (PR:014, PR LAP 7) (SP)

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

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

Performance Element:
Manage promotional activities to maximize return on promotional efforts. 

Performance Indicator:

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

Coordinate activities in the promotional mix (PR:076) (SP)

INSTRUCTIONAL AREA:

SELLING

(FUNCTION) 

Performance Element:
Acquire a foundational knowledge of selling to understand its 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)

Performance Element:
Acquire product knowledge to communicate product benefits and to ensure appropriateness of product for the customer. 

Performance Indicators:

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

Analyze product information to identify product features and benefits (SE:109, SE LAP 113) (SP)

Performance Element:
Employ sales processes and techniques to enhance customer

relationships and to increase the likelihood of making sales. 

Performance Indicators:

Explain the selling process (SE:048, SE LAP 126) (CS) 
ADVANCED MARKETING LEVEL

Instructional Area:

Channel Management
(function)

Performance Element:
Manage distribution activities to minimize costs and to determine 

distribution strategies. 

Performance Indicators:

Explain the nature of channel strategies (DS:028) (MN)

Select channels of distribution (DS:050) (MN)

Evaluate channel members (DS:051) (MN)
INSTRUCTIONAL AREA:
MARKETING-INFORMATION MANAGEMENT

(FUNCTION) 

Performance Element:
Acquire foundational knowledge of marketing-information

management to understand its nature and scope. 

Performance Indicators:

Assess marketing-information needs (IM:182) (MN) 

Develop marketing-information management system (IM:163) (MN) 

Performance Element:
Collect marketing information to ensure accuracy and adequacy of

data for decision-making. 

Performance Element:
Employ marketing information to plan marketing activities. 

Performance Indicators:

Identify considerations in implementing international marketing strategies (IM:195) (MN) 

Identify market segments (IM:239) (MN) 

Select target market (IM:160) (MN) 

Conduct market analysis (IM:240) (MN) 

Conduct SWOT analysis for use in marketing planning process (IM:141) (MN) 

Assess global trends and opportunities (IM:244) (MN) 

Conduct competitive analysis (IM:241) (MN) 

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

Set marketing goals and objectives (IM:242) (MN) 

Set a marketing budget (IM:243) (MN) 

Develop marketing plan (IM:198) (MN) 

Describe measures used to control marketing planning (IM:145) (MN) 

Monitor and evaluate performance of marketing plan (IM:199) (MN) 

Conduct marketing audits (IM:162) (MN) 

INSTRUCTIONAL AREA:

PRICING

(FUNCTION)

Performance Element:
Develop a foundational knowledge of pricing to understand its role in marketing. 

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)***
Performance Element:
Employ pricing strategies to determine prices. 

Performance Indicators:

Explain factors affecting pricing decisions (PI:002, PI LAP 3) (SP) ***
INSTRUCTIONAL AREA:

PRODUCT/SERVICE MANAGEMENT

(FUNCTION) 

Performance Element:
Generate product ideas to contribute to ongoing business success. 

Performance Indicators:

Generate product ideas (PM:128) (MN) ***

Determine initial feasibility of product idea (PM:129) (MN) 

Create processes for ongoing opportunity recognition (PM:136) (MN) 

Performance Element:
Develop an understanding of quality assurances to enhance 

product/service knowledge. 

Performance Indicators:

Evaluate customer experience (PM:138) (MN) 

Performance Element:
Employ product-mix strategies to meet customer expectations. 

Performance Indicators:

Identify product to fill customer need (PM:130) (MN)

Plan product mix (PM:006) (MN)

Determine services to provide customers (PM:036) (MN)
Performance Element:
Position products/services to acquire desired business image. 

Performance Indicators:

Explain the role of customer service in positioning/image (PM:013, PM LAP 1) (MN) 

Develop strategies to position product/business (PM:043) (MN) 

Build brand (PM:126, PM LAP 10) (MN) 

INSTRUCTIONAL AREA:

PROMOTION

(FUNCTION)
Performance Element:
Acquire a foundational knowledge of promotion to understand its

nature and scope. 

Performance Indicators:

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) ***
Performance Element:
Advertise to communicate promotional messages to targeted

audiences. 

Performance Indicators:

Explain the types of advertising media (PR:007, PR LAP 3) (SP) ***

Explain components of advertisements (PR:014, PR LAP 7) (SP) ***

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

Describe considerations in using databases in advertising (PR:091) (SP) ***
Performance Element:
Manage promotional activities to maximize return on promotional efforts. 

Performance Indicator:

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

Coordinate activities in the promotional mix (PR:076) (SP) ***
INSTRUCTIONAL AREA:

SELLING

(FUNCTION) 

Performance Element:
Acquire a foundational knowledge of selling to understand its 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) ***
Performance Element:
Acquire product knowledge to communicate product benefits and to ensure appropriateness of product for the customer. 

Performance Indicators:

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

Analyze product information to identify product features and benefits (SE:109, SE LAP 113) (SP) ***

Performance Element:
Employ sales processes and techniques to enhance customer

relationships and to increase the likelihood of making sales. 

Performance Indicators:

Explain the selling process (SE:048, SE LAP 126) (CS) ***
Performance Element:
Manage sales activities to meet sales goals/objectives. 

Performance Indicator:

Explain the nature of sales management (SE:079) (SU)
***performance indicators are taught at bought levels
