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1. Course Description
The course describes the process of acquiring, classifying and interpreting primary and secondary marketing data needed. The course of study focuses on the system (planning, collecting, processing information, and implementing information) for conducting research to determine marketing strategies and decisions.

Topics covered: 
•	Process of acquiring, classifying and interpreting primary and secondary
	marketing data system
•	Conducting research
•	Determine marketing strategies
•	Making decisions

Prerequisites: 
· None

Length:
· 1/2 Credit, 1 Semester Course

Grade:
· 9-12 Grades

2. 	Instructional Philosophy
· Teachers create a positive learning environment in their classroom by identifying student expectations, classroom procedures and an engaging atmosphere. 
· Teachers create high-achieving learning environments for all students, where the most advanced curriculum and instruction techniques combine to support learning. In this high-achieving learning environment, teachers engage students in complex problem solving and exploring ideas and issues, and classroom activities draw on students' culture, experiences, and knowledge.
· Students have the opportunity to construct knowledge—not just memorize it. 
· Culturally responsive curricula and instructional practices foster understanding of and respect for students of different cultural backgrounds and make use of students' culture, language, and prior experiences.
· At-risk students will engage in authentic tasks and offer them significant opportunities to develop knowledge.

3. 	Core Technical Standards
1. Distinguish information for use in making business decisions from market research.
a. Assess marketing information needs to develop a marketing information management system.
b. Design quantitative and qualitative marketing research activities to ensure adequacy of data collection efforts.
c. Collect secondary marketing data to ensure accuracy and adequacy of information for decision making.
d. Implement primary marketing research strategy to test hypotheses and/or to resolve issues.
e. Correlate marketing data that aids in the decision making process.
f. Apply statistical methods and software systems to aid in data interpretation.
2. Interpret market research for use in making business decisions.
a. Report findings to communicate research information to others.
b. Manage marketing information to predict/analyze consumer behavior.
c. Manage marketing information to facilitate product/service management decisions.

4. 	Major Course Projects
· Marketing Plan
· Conduct Primary Research
· Develop Survey Instrument
· Conduct Secondary Research
· Interpret Data

5. 	Instructional Delivery Plan 
· Teaching methods include project-based and cooperative learning, simulations, real world experiences, out-of-class assignments, and guest speakers. Computer and technology applications assist students in gaining competencies needed to move securely and successfully into an independent lifestyle.
· High-achieving learning environments are used to involve students in a variety of learning activities that are challenging and aligned with learning goals, promote engaged learning, and draw on the culture, life experiences, and knowledge of all students. Students work in a variety of settings—independently, partnering, groups and teams. Students have the opportunity to discuss, argue, and analyze issues and concepts. Students explore, solve problems, and construct knowledge rather than just memorizing it. Their work is authentic, engaging, and important, and it builds understanding from in-depth investigation. 


6. Assessment Plan and Grading Scale
· Assessment:

Class work will be weighted according to the following:
Attendance/Participation			  5%
Class Activities & Assignments		45%
Projects					30% 
Tests						10%
Final Exam	           			10%
Total					         100%

· Grading Scale:
A	93-100%
B	85-92%
C	77-84%
D	70-76%
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