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STANDARDS CORRELATING PAGES 

Channel Management 
•  Describe the use of technology in the channel 
management function  

pg. 400−405 

•  Explain the nature and scope of channel management  pg. 34, 36, 392−399, 408, 412−414 

•  Explain the nature of channels of distribution  pg. 392−399, 408−414 

•  Explain the relationship between customer service 
and channel management  

pg. 34, 36, 395−396, 408, 412−414 

Market Planning 
•  Explain the concept of market and market 
identification  

pg. 6, 32, 118, 128, 224−227, 228−237 

•  Explain the concept of marketing strategies  pg. 63, 73−74 

Marketing 
•  Demonstrate connections between company actions 
and results  

pg. 7−8 
Special Feature: Case, pg. 16, 27, 66, 97, 111, 130, 170, 
298 

•  Describe marketing functions and related activities  pg. 33−36, 188−194, 196−202, 346−350, 356−360, 
408−413, 534−544 

•  Explain marketing and its importance in a global 
economy  

pg. 168−174, 410−412 

•  Discuss actions employees can take to achieve the 
company’s desired results  
 

pg. 82−85, 532, 534−545, 546−550 
Special Feature: Ethics, pg. 53 

Marketing-Information Management 
•  Assess appropriateness of marketing research for the 
problem/issue (e.g., research methods)  

pg. 196−202 

•  Describe data-collection methods (e.g., observations, 
mail, telephone, Internet discussion groups)  

pg. 190−193, 196−198 

•  Describe methods used to design marketing research 
studies (i.e., descriptive, exploratory)  

pg. 191, 188−197, 232 

•  Describe options businesses use to obtain marketing-
research data  

pg. 190−193, 196−198 

•  Describe techniques for processing marketing data  pg. 34−35, 200 

•  Describe the need for marketing information  pg. 34−35, 200 

•  Describe the regulation of marketing-information 
management  

pg. 85−87 

•  Describe the use of technology in the marketing-
information management function  

pg. 194, 428−431 



2 
 

•  Describe types of rating scales (including Likert scales, 
semantic differential scales)  

pg. 191, 232 

•  Discuss the nature of marketing-research 
problems/issues  

pg. 34−35, 201−202 

•  Discuss the nature of sampling plans (i.e., who, how 
many, how chosen)  

pg. 189, 201, 324 

•  Evaluate questionnaire design (e.g., types of 
questions, question wording, routing, sequencing)  

pg. 191−192, 232−233 

•  Explain characteristics of effective data-collection 
instruments  

pg. 191−194, 198 

•  Explain the nature and scope of the marketing-
information management function  

pg. 34−35, 188, 196−200 

•  Explain the nature of marketing research  pg. 34−35, 188−194, 196−202 

•  Explain the role of ethics in marketing-information 
management  

Special Feature: Ethics, pg. 17, 287 

•  Explain the use of descriptive statistics in marketing 
decision making  

pg. 198-202 

Special Feature: Case, pg. 244 

•  Identify data monitored for marketing decision 
making  

pg. 34−35, 188−193, 198, 200−201 

•  Identify sources of error in a research project 
(response errors, interviewer errors, non-response)  

pg. 201−202 

Pricing 
•  Describe the role of business ethics in pricing  pg. 356−360 

•  Explain factors affecting pricing decisions  pg. 64, 226, 363−384, 386 

•  Explain the nature and scope of the pricing function  pg. 366−369, 370−376 

•  Explain the use of technology in the pricing function  pg. 376, 428−432 

Product/Service Management 
•  Describe factors used by businesses to position 
corporate brands  

pg. 69, 324−328, 330−335 

•  Describe factors used by marketers to  

position products/businesses  

pg. 69, 282−290 

•  Describe the nature of product bundling pg. 372−373 

•  Describe the uses of grades and standards in  

marketing  

pg. 284 

•  Explain business ethics in product/service  

management  

pg. 82−91, 95−96,  
Special Feature: Ethics, pg. 88, 174, 246, 409, 480, 533 

•  Explain the concept of product mix  pg. 291−292 

•  Explain the nature and scope of the  

product/service management function 

pg. 36, 294, 298 

•  Explain the nature of corporate branding  pg. 69, 324−328, 330−335 

•  Explain the nature of product/service  

branding  

pg  324−328, 330−335 

•  Explain warranties and guarantees pg. 287 

•  Identify consumer protection provisions of 
appropriate agencies  

pg. 85−87, 210−211 

•  Identify methods/techniques to generate a pg. 667−671 
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venture/product idea  Special Feature: Case, pg. 660 

•  Identify product opportunities pg. 291−294  282−287 

•  Identify the impact of product life cycles on 
marketing decisions 

pg. 296−300, 351−352 

Professional Development 
•  Explain career opportunities in marketing  pg. 11−18, 532, 573−577, 604, 615−620 

Special Features: Careers, pg. 13, 96, 140, 218, 426, 
520, 609 

Promotion 
•  Explain the role of promotion as a marketing function  pg. 29, 36, 299−300, 355 

•  Explain the types of promotion  pg. 29, 36, 299−300, 355 

•  Coordinate activities in the promotional mix pg. 299−300,  474−486 

•  Describe the use of business ethics in promotion  pg. 82-90, 485,468−472 
Special Feature: Ethics, pg. 88, 480 

•  Describe the use of technology in the promotion 
function  

pg. 90, 481−486 

•  Describe word-of-mouth channels used to 
communicate with targeted audiences  

pg. 247, 483−484 

•  Discuss internal and external audiences for public-
relations activities  

pg. 29, 295, 480  

•  Explain considerations used to evaluate whether to 
participate in trade shows/expositions  

pg. 216, 317−318, 480 

•  Explain how businesses can use trade-
show/exposition participation to communicate  

pg. 216, 317−318, 480 

•  Explain the components of advertisements  pg. 36, 468−472, 474−481 

•  Explain the importance of coordinating elements in 
advertisements  

pg. 36, 468−472, 474−481 

•  Explain the nature of a promotional plan  pg. 468-486 

•  Explain the nature of direct marketing channels  pg. 224-236 

•  Explain the types of advertising media  pg. 474−481 

•  Identify communications channels used in sales 
promotion  

pg. 474−478 

•  Identify the elements of the promotional mix  pg. 474−486 

•  Identify types of public-relations activities pg. 36, 480−481 

Selling 
•  Acquire product information for use in selling  pg. 534-540 

•  Explain company selling policies  pg. 91, 534-545 

•  Explain the nature and scope of the selling function  pg. 91, 530−531 

•  Explain the role of customer service as a component 
of selling relationships  

pg. 536−544, 546−547, 548−550 

•  Explain the selling process  pg. 536−545 

•  Acquire product information for use in selling  pg. 534−540 

 


