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Introduction
Take a look around—you are surrounded by 

marketing messages. No matter where you look, 
you will probably see or hear a message that was 
strategically placed by a marketer to get your atten-
tion. Marketing is all around you and affects almost 
everything you do.

Marketing Dynamics will help guide you in 
understanding how marketing will affect your 
personal decisions as a consumer, as well as the 
career you might choose. You will learn about the 
four Ps of marketing—product, price, place, and 
promotion—as well as how research is conducted 
and applied to make solid business decisions.

One of the major goals of this text is for you to 
create your own marketing plan. Most units end 
with a project-based activity called Building the 
Marketing Plan that is designed to lead you through 
the creation of a unique marketing plan. A template 
is available on the G-W Learning companion 
website to assist in the completion of this project.

In addition, most units end with an experien-
tial, hands-on activity called PBL: Project-Based 

Learning. These activities will help you connect 
real-world learning to the classroom as you step 
into the role of a marketer to make business deci-
sions. You will get the opportunity to practice 
critical-thinking and problem-solving skills while 
completing projects that link chapter topics to the 
real world.

DECA Emerging Leaders features will expand 
your professional knowledge base and help you 
prepare for competitive events. In addition, you 
will learn how to prepare for college and career 
by perfecting your soft skills and learning the 
importance of ethics in business. In the last unit, 
the Portfolio Development activity will guide you 
in the creation of a portfolio to use as you pursue 
volunteer, education and training, or career 
opportunities.

Marketing Dynamics provides an opportunity 
for you to maximize and refine your knowledge. As 
you explore and discover marketing concepts, you 
will learn life-long skills that will follow you wher-
ever your interests may lead.

New to This Edition
The fifth edition of Marketing Dynamics has 

been updated to make it more relevant for today’s 
marketing students, with an increased emphasis on 
real-world applications. Some of the major changes 
to the text include the following.

• Chapter 3: Targeting a Market has been moved 
from Chapter 9 to introduce this important 
concept earlier.

• Chapter 9: Business Management (formerly, 
Marketing Management) has been expanded to 
include coverage of marketing management, fi-
nancial management, and project management. 

• Chapter 21: Social Media Marketing is a new 
chapter that covers topics including types of so-
cial media used in marketing, the social media 
marketing plan and process, and analytics.

• Chapter 24: Marketing Communications (for-
merly, Communication in the Workplace) has 

been revised to include a discussion of content 
writing in modern terms (i.e., e-mails, blogs, 
social media, etc.).

• Chapter 25: Marketing Pitch is a new chapter 
that discusses the components of a pitch, pre-
sentation basics, the audience, and persuasion 
techniques.

• Real-World Connection features at the start of 
each chapter highlight how real companies 
apply marketing concepts to their business.  

• PBL: Project-Based Learning activities at the end of 
the units provide the opportunity to step into the 
role of a marketer and use critical-thinking and 
problem-solving skills to make business decisions.

• Marketing Plan Writing Checklist appendix has 
been added as a guide in completing the market-
ing plan that will be developed throughout the 
text in the Building the Marketing Plan activities. 
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Guided Tour
The instructional design includes student-focused learning tools to help students succeed. This visual 

guide highlights the features designed for the textbook.

360

Chapters
 19 Promotion
 20 Advertising
 21 Social Media 

Marketing
 22 Visual Merchandising 

and Display
 23 Personal Selling

PBL: Project-
Based Learning

After reviewing the chapters in 
this unit, apply what you have 
learned in the PBL: Project-
Based Learning activity at the 
end of the unit. Step into the 
role of a marketer and make 
real-world business decisions.

UNIT 

9 Marketing Mix: 
Promotion

Developing a Vision
Marketers are challenged daily to find new 
ways to communicate with customers. 
Without knowledge, customers will not 
know a product exists. Without customers, 
a business will not make money.

Customers learn about products 
through promotion. Product promotion 
informs, persuades, and reminds customers 
to buy a good or service. Marketers use all 
the promotional mix elements to provide 
information. Advertising, sales promotions, 
public relations, and personal selling make 
up the mix. By combining these elements 
in a coordinated manner, marketers can 
push product information to customers. 
This is known as integrated marketing 
communications (IMC).

Copyright Goodheart-Willcox Co., Inc.

382382

Sections
20.1 Advertising 

Basics
20.2 Creating an 

Advertising 
Campaign

Reading Prep
Before you 
begin reading 
this chapter, 
preview the 
section heads and vocabulary lists. Make a list of questions that you have before reading. Search for answers to your questions as you continue reading the chapter.

College
and Career
Readiness

Advertising
CHAPTER 20

Real-World ConnectionAirbnb
Airbnb is an online community that allows travelers to book 
accommodations in the homes of other people all over the world. 
The company’s goal has been to provide a sense of belonging and 
comfort and community wherever customers may travel. Airbnb 
has grown to approximately 6 million listings in more than 100,000 
cities around the world. Airbnb achieved its success through care-
ful planning and research. The company founders understood that the Internet and social 
media offered the perfect way to market their new company. The 
company launched the #OneLessStranger campaign and social 
experiment in 2015 to promote the Airbnb brand. The campaign en-
couraged people to do random acts of kindness for strangers and 
to post a picture including the hashtag. The goal of the campaign 
was for every participant to get to know someone new and create 
one less stranger in the world. In less than three weeks, over 3 mil-
lion people worldwide had contributed to or were talking about the 
campaign. 

Since then, Airbnb has launched several other marketing 
campaigns to meet the needs of consumers. During the COVID-19 
pandemic, Airbnb started the Frontline Stays program to help pro-
vide accommodations for medical personnel. Airbnb also created 
the Online Experiences program, which uses a video conference 
platform to host live events around the world, allowing people to 
have memorable experiences without leaving their home.

 In 2020, Airbnb became a publicly traded company. This kind 
of success does not happen without detailed, well-thought-out 
marketing plans that are relevant in today’s marketplace.Critical Thinking

1. In addition to a series of successful marketing campaigns, 
what else do you think has led to Airbnb’s success?

2. Who do you think is Airbnb’s target market?3. How is Airbnb staying relevant in today’s marketplace? 

Copyright Goodheart-Willcox Co., Inc.
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Essential Question
What role does 
advertising play in promotion?

384

20.1-1 Advertising and Society
Advertising is one element of the promotional mix. It is any nonpersonal communication used 

for promotional purposes that is paid for by an identified sponsor. Nonpersonal means the message is delivered through a media channel, not 
in person. The message is the same for everyone 
who receives it.

Advertising is a daily influence in our lives. It 
is everywhere—on the street, on the Internet, in 
smartphone apps, and on television and the radio. 
Advertising can change people’s beliefs and atti-
tudes about products and help them make buying 
decisions. It may create positive or negative feel-
ings about a product, brand, or company. The main 
purposes of advertising are to inform customers 
about products, persuade them to buy a product or 
accept an idea, or remind them to take action.
Advertising BenefitsWhile advertising clearly benefits business, it also 

can benefit society. Advertising can:

SECTION 20.1

• inform consumers and businesses about prod-uct choices
• encourage consumers to seek a higher standard 

of living
• stimulate competition among businesses so they offer better products at lower prices• help increase employment needed to keep up with demand for advertised products

Advertising Basics
Learning Outcomes20.1-1 Describe advertising as an element of the promotional mix.

20.1-2 Cite common types of traditional advertising media.
20.1-3 Discuss common types of new advertising media.
20.1-4 Identify considerations in media selection.

Key Terms
outbound marketing
new advertising media
inbound marketing
media planning
advertising agency
creative plan

reach
frequency
cost per thousand (CPM)circulation

lead time

S AQUIZETA/Shutterstock.com

Advertising can be found everywhere you look, such as 
these streetside digital billboards promoting Valentine’s 
Day. Where do you encounter ads in your daily life?

Copyright Goodheart-Willcox Co., Inc.
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Functions of Marketing

 Market planning

 Pricing

 Promotion

 Selling

Marketing Core Functions Covered in This Unit

Marketing Matters
Promotion is the heart of marketing. It is 
drawing positive attention to the product and 
increasing awareness. Often, that means 
thinking outside the box. For example, 
sports teams often use mascots. Lucky the 
Leprechaun represents the Boston Celtics 
basketball team. Mr. Red, Rosie Red, and 
Gapper are the mascots of the Cincinnati 
Reds baseball team. These colorful mascots 
promote the sports teams at many events 
and functions. They are fun, happy, and 
effective marketing representatives for the 
team.

Bill Florence/Shutterstock.com

Copyright Goodheart-Willcox Co., Inc.

Marketing Core Functions as identified by the MBA Research and Curriculum 
Center are important to the presentation of content. Each unit opener identifies 
which of the seven specific marketing core functions are presented in that unit.

Developing 
a Vision 
provides a 
preview of the 
unit content. 

Marketing 
Matters 
features at the 
start of each 
unit illustrate 
real-world 
applications of 
the concepts 
covered in the 
chapters.

Reading Prep  
activities 
incorporate 
English/
Language Arts 
standards for 
reading, writing, 
speaking, and 
listening.

Real-World Connection features at the start 
of each chapter highlight how real companies 
apply marketing concepts in their business to 
help you understand the connection between 
marketing theory and application.

Learning Outcomes clearly identify the knowledge 
and skills to be obtained from the chapter content and 
are aligned with the main headings in each section. In 
addition, the Learning Outcomes are repeated in the 
chapter summary and applied in the review questions.

Key Terms provide a list of important marketing and business 
terms to create a framework for you to build a personal glossary.

The Essential 
Question at the 
beginning of 
each section will 
engage you as 
you uncover the 
important points 
presented in the 
content.
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Chapter 1 Introduction to Marketing

Check Your Understanding

1. What is the goal of marketing? (1.1-1)

2. Explain the difference between a good, a service, and an idea. (1.1-1)

3. What is the broad term applied to a person who works in marketing? (1.1-1)

4. How does learning about marketing make a person a better consumer? (1.1-2)

5. Provide an example of a situation in which you might need to market yourself through personal 

branding. (1.1-2)

Build Your Vocabulary

As you progress through this text, develop a personal glossary of key terms. This will help you build 

your vocabulary and prepare you for a career. Write definitions for all the following terms and add 

them to your personal glossary.

consumer

good
idea
marketing

marketing professional

need
personal branding

product

service

want

Section 1.1 Review

Exploring Marketing Careers

Marketing Manager

A company’s marketing policies play a large role in the products or services it offers. People who work in 

marketing identify potential customers and develop strategies to market the company’s products or ser-

vices effectively to these customers. In addition, marketing professionals help keep the company on track 

by monitoring customer wants and needs and suggesting new products or services to satisfy those needs. 

Typical job titles for these positions include marketing manager, marketing director, marketing coordinator, 

brand manager, commercial lines manager, and market development manager.

Some examples of tasks that marketing professionals perform include:

• Coordinate marketing activities and policies to promote the company’s products or services

• Develop marketing and pricing strategies

• Perform market research and analysis and analyze the findings

• Monitor trends that indicate the need for a new product or service

Marketing professionals need a strong background in sales and marketing strategy, as well as in prin-

ciples of customer service and employee management. They need a solid knowledge of the English lan-

guage, business and management principles, and media production and communication. Marketing profes-

sionals must also be able to think creatively and use critical-thinking skills to solve problems. A bachelor 

degree in marketing, advertising, communications, or a related field is required. Management positions 

generally require one to five years of work experience. 

The job outlook for marketing managers is expected to grow by 10 percent through 2030. The median 

annual wage for marketing managers was $135,030 in 2021. For more information, access the Occupational 

Outlook Handbook online.

Copyright Goodheart-Willcox Co., Inc.
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Chapter 20 Advertising

Streaming Media
Streaming media include video or audio programs 

accessible over the Internet. Popular streaming 

services include Netflix, Amazon, Hulu, and Spotify. 

Although streaming services are considered new 

advertising media, they are taking a somewhat 

traditional approach to advertising. Many of these 

services insert commercials periodically throughout 

the programs based on the target market most likely 

to watch or listen to them. Those services that do 

not currently have commercials are considering 

adding them. After the advertising message airs, the 

content being streamed by the viewer continues. 

These run-time advertisements reach a large number 

of viewers. However, those who pay for a premium 

subscription may opt to skip advertisements, 

depending on the streaming service.

20.1-4 Media Selection
The process of selecting the best media to meet 

the goals of an advertising campaign is known 

as media planning. Factors to consider when 

selecting media for a campaign include the target 

market and the type, or types, of media that will 

be available in the demographic area. The pros 

and cons of each type of media, as shown in 

Figure 20-2, should also be considered to ensure 

the appropriate choice is made.

Advertising is an expensive part of the promo-

tional mix. For that reason, budgetary and sched-

uling considerations must be evaluated. These 

include the cost of creating the advertisement, cost 

of placement, and lead time.

Cost of Creation
Many people are involved in the development 

of an advertising campaign, including writing, 

designing, and physically creating the final pieces. 

All those involved must be paid for their time and 

talent. Some companies have professionals on staff 

to create the various elements in the promotional 

mix. Other businesses, both large and small, 

may choose to use outside resources to create 

their promotions. For example, freelance graphic 

designers and copywriters may be hired to perform 

those services.

Some companies use an advertising agency 

to create promotions. An advertising agency is a 

firm that creates advertisements, commercials, 

and other parts of promotional campaigns for its 

clients. Typically, the advertising manager from the 

marketing team is the client, or primary contact, 

for the advertising agency. The manager works 

with an agency account representative to produce 

advertising campaigns. The client makes agency 

assignments through the account representative 

who manages the agency staff. The staff creates and 

delivers the assigned creative services.

sitthiphong/Shutterstock.com

E-mail can be an effective way to reach customers. 

What are the drawbacks of using an e-mail advertising 

campaign?

Social Media
Twitter

Twitter is a free microblogging service that allows its users to publish short posts called tweets. Twitter can 

be a useful tool for conversations with customers. Businesses can connect in real time with customers. 

Tweeting for marketing takes careful planning because the message is limited to 280 characters.

Being able to send messages directly to consumers is just one benefit of Twitter. Marketing research is 

another valuable benefit. Twitter is useful in finding out what people think about a certain topic or trend. The 

Twitter Explore page provides an updated list of topics trending among Twitter users. By viewing this page, 

marketers can learn what is relevant to consumers in their target market. Marketers can also see what cus-

tomers are saying about the company itself as well as gather marketing intelligence about the competition. 

Having access to customer insights can help companies make important marketing mix decisions. 
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Chapter 22 Visual Merchandising and Display

for sales transactions. When designing the selling 
area, a planogram may be needed. A planogram is 
a diagram showing how products should be placed 
on shelves or in displays to maximize store space 
and increase customer sales.The sales support area contains employee areas, 

such as offices, lockers, and a breakroom. Sales 
support areas are clearly marked so customers 
do not enter these areas by mistake. Storage space 
may be used to receive and store merchandise. 
Customers never see these areas.An additional area containing amenities for 

customers, such as restrooms, lounges, and cafés, 
is referred to as customer comfort space. Many stores have added luxury comfort areas to appeal 

to customers. For example, Starbucks cafés can be 
found inside many Target stores. 

influences a store image. Stores located in a high-
rent district create an image of upscale merchandise. 
Stores located in a mall may reflect family shopping 
and reasonable prices.

Store Layout
A store layout is a floor plan that shows how the 
space inside a store will be used. A store layout is 
usually divided into four sections: the selling area, 
sales support area, storage space, and customer 
comfort space. Figure 22-1 shows an example of a 
store layout.

The selling area is where the merchandise is presented to the customer. This area includes 
shelves or racks holding merchandise, displays 
of merchandise, and counters with cash registers 

Shelves

Checkout stations

S
he

lv
es

S
el

lin
g 

ar
ea

S
he

lv
es

S
he

lv
es

S
he

lv
es

S
he

lv
es

Customer
comfort space

Storage
area

Sales support
area

Goodheart-Willcox Publisher

Figure 22-1 A store layout is usually divided into the selling area, sales support area, storage space, and customer comfort space.

You Do the Math
Area

When creating retail displays, the designer must 
know how much space is available for the items 
in the display. The area of a two-dimensional shape considers measurements of its perimeter. 
The area of a rectangle, for example, is cal-culated by multiplying the length by the width. The area of a circle is calculated by multiplying 

the constant pi (3.14) by the radius of the circle 
squared. Area is always expressed in square units, such as square feet.Solve the following problems.1. The store for which you work plans to have a parking lot sale. You must calculate the area of the parking lot in order to estimate the room 

available for various outdoor displays. The 

parking lot measures 75 feet by 125 feet. What 
is the area of the parking lot?2. Enough plywood must be purchased to cover the floor in a space to be used for store displays. 

The space is 12 feet by 25 feet. One sheet of plywood is 4 feet by 8 feet. How many sheets of 
plywood must be purchased? Round up to the nearest whole sheet.3. You are creating a display in the shape of a circle. You must calculate the area of the circle to determine how much fabric will be needed to cover the surface. The circle has a radius of 3 feet. How many feet of fabric will you need? Round up to the nearest whole.
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Chapter 15 Price
15.2-2 Infl uence of Costs on Price

There are expenses related to the production, marketing, and distribution of all products. In addition, there are many costs related to the daily 
operations of a business. These costs influence the 
price set for products because a profit is made only 
after all of the expenses are paid. There are two 
basic types of expenses: fixed and variable.A fixed expense is an amount paid on a regular 

basis related to the operation of a business. Once 
fixed expenses are paid, typically monthly or yearly, nothing is due until the next billing cycle. 

These expenses are necessary to run a business 
and are usually predictable. They are not affected 
directly by the number of products produced or 
sold. Examples of a business’s fixed expenses may include rent, insurance, salaries, and loan 

payments.
A variable expense is a cost that ch anges based on factors related to producing and selling a 

product. Variable expenses will continue to occur 
as long as a business is producing product and generating sales. As production levels fluctuate, 

variable expenses will also change. The more a 
business produces and sells, the higher its costs 
will be. The less a business produces and sells, 
the lower its costs will be. Examples of variable 
expenses may include the cost of raw materials 
needed to produce goods, the cost of production 
labor, shipping costs, and sales commissions.  Pricing strategically is a balancing act because 

both profit and sales goals are important. To make 
a profit, prices must be set high enough to cover the 
costs. However, if the product is priced too high, 
customers and sales may be lost. If the price is set 
too low, the costs related to the products may not 
be covered, which means the company could lose 
money.

Cost-based pricing is a pricing strategy that 
sets the selling price by adding the desired amount 
of profit per unit to the cost of producing each unit. The first step in cost-based pricing is to accu-

rately determine the actual cost of the item for the 
business. The price of the product must cover the 
expenses related to a product for the company to 
make a profit. For manufacturers, price has to cover 
the cost of making goods and marketing them to customers. For retailers, the price has to cover 

the cost of buying goods and reselling them to consumers.

Markup is the desired amount of profit added 
to the cost of a product to determine the base price. 
The base price of a product is the general price at 
which the company expects to sell the product. 
The selling price, or the actual price the customer 
pays for a product, may differ from the base price if 
it is adjusted to remain competitive. The following 
equation expresses cost-based pricing.

cost + markup = base price
Markup can be expressed as a dollar amount 

or as a percentage. Percentage-markup, keystone-
pricing, and dollar-markup methods are three approaches that can be used.

Percentage-Markup MethodUsing a percentage markup is the most common 
way to determine a base price. Management decides 
the percent of profit necessary for each item. The 
percentage markup for each product is turned into 
a dollar figure and added to the cost. Most retail 
businesses use the percentage-markup method 
because it guarantees a consistent level of profit. The 
following formula is used to determine base price 
when using the percentage-markup method.

(cost × percentage of markup) + cost = base price

In the previous example, the cost for lawn mowers is $245 each. Suppose the company’s busi-
ness model states that it must make a 40 percent 
profit on all sales. To achieve a 40 percent markup, 
each $245 lawn mower needs to be priced at $343.$245 cost × 40% markup = $98

$98 + $245 cost = $343 base price

Marketing EthicsDeceptive PricingUnethical pricing occurs when a business loses 
focus of the customer. For example, businesses 
do not have the customers’ best interests in mind 
if they raise prices on staple products in low supply, promote discounts of products that are 
regularly priced, or temporarily lower prices to force out competition. 

Marketing Ethics features offer 
insight into ethical issues that arise 
for marketing professionals and tips 
on how to make ethical decisions.

Exploring Marketing Careers features present 
information about potential career opportunities in 
the Marketing career cluster. By studying these, 
you can explore career possibilities for your future.

Social Media features explore how companies 
can use social media as a marketing tool.

You Do the Math activities focus on skills 
that are important to your understanding 
of mathematics concepts.
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policies or make demands. Common customer 
service problems include:• a product is out of stock• a store does not have the right size or color• a salesperson does not speak the customer’s language
• a customer becomes angry or upset over a store 

policy
• there is not enough staff available to efficiently 

help customers
Customer service representatives are trained 

to be polite and communicate with customers in 
a professional manner. They should be trained to 
fully understand the company’s customer service 
policy so they can promptly respond to customers 
in a consistent manner that is approved by the business. A customer service policy is a set of guidelines created by a business that dictates how 

its employees should perform customer service. 

For example, a customer service policy may deter-
mine how employees should communicate with 
customers or handle any common customer service 
problems. Most businesses openly share their customer service policy with customers so they 

know what level of service to expect before, during, 
and after their purchase. If a customer service representative is unable 

to resolve a customer issue according to policy, the 
call will probably be transferred to a supervisor. 
A supervisor may have more options to offer the 
customer a solution. 

Putting extra effort into handling customer 
complaints appropriately is a courtesy that encour-
ages repeat business. When customers feel like 
their voices are heard and their problems are resolved, they often continue to give the company 

their business.

Check Your Understanding1. List methods used by businesses to collect customer service data. (23.3-1)

2. Explain why a customer support employee may ask for customer feedback. (23.3-2)

3. Explain why online support is convenient for customers. (23.3-3)
4. Describe the purpose of a frequently asked questions (FAQ) page. (23.3-3) 

5. Explain why customer service calls are sometimes transferred to supervisors. (23.3-4)Build Your VocabularyAs you progress through this text, develop a personal glossary of key terms. This will help you build 

your vocabulary and prepare you for a career. Write definitions for all the following terms and add 

them to your personal glossary.
customer service
customer-service mindsetcustomer service policy

customer support teamfrequently asked questions (FAQ) pagequality service

Section 23.3 Review
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Internet Research
Customer Service Policies Conduct an Internet 
search on customer service policies. Explain the 
importance of having a customer service policy. 
Describe the type of information typically included 
in these types of policies. 
Electronic Payments Search the Internet to fi nd the advantages and disadvantages of electronic payments. Write one paragraph outlining 

the top advantages and disadvantages for retailers 
who accept electronic forms of payment.Handling Objections Knowing how to overcome 

objections during a sales presentation is a key factor in making the sale. Conduct an Internet search for handling sales objections. After reading 
articles from several credible sources, create a top 
ten list of the best strategies for handling customer 
objections during a sales presentation.

Teamwork
Working with a team, create a sales presentation for 
a product of your choice. First, research the product 
to obtain useful information that can be used during the sales process, such as product features 

and benefi ts. Use this knowledge to determine how 
to address customer needs and wants during the 
sales presentation. Consider how to use suggestion 
selling for related products or optional features that 
might interest the customer. Use slide presentation 
software or another medium to prepare visual aids that will enhance the oral presentation and 

integrate the elements of AIDA (attention, interest, 
desire, and action). Deliver the presentation to your 
class. Respond to any questions or objections from 
the audience. When appropriate, take action to 
close the sale. 

2. The Hernandez family has moved into a new home and must buy new furniture for their living room. Sales tax is 6 percent. You are able to give the Hernandezes a $50 discount on shipping and assembly, which normally costs $200. What is the final price of the new furniture? You will earn a 10 percent commission on the sales price before tax and shipping expenses. How much is your commission for this sale?
Item

Quantity PriceSofa
1 $999End table
2 $1008′ × 10′ accent rug 1 $21570″ television stand 1 $500

Communication Skills
Speaking To provide quality customer service, employees must speak in a professional and intelligent manner. Partner with a classmate and take on the roles of a customer service representative and an upset customer. 

Th e customer feels that a cell phone recently purchased is defective. Role-play the situation to 
demonstrate techniques for solving the customer’s 
complaint. Each person should take turns playing 
the role of the customer service representative. Writing Create a sales script for utilizing the steps 

in the sales process to sell a laptop computer to 
an adult consumer. Th e script should be clear and 
developed so it is appropriate to the task of selling 
to the target audience. Select a member of your 
class to whom you will make the sales presentation.Listening Deliberative listening is determining 

the quality or validity of what is being said. Volunteer to listen to a sales script created by a classmate for the previous activity from the perspective of the customer. Listen to the sales presentation carefully using deliberative listening. Cite which points the person made that 
would convince you to purchase the product. Alternatively, cite reasons the sale could be lost.

College
and Career
Readiness
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Emergin g Leaders
• You will have up to 10 minutes to make your presentation to the judge (you may have more than one judge).• You will be evaluated on how well you demonstrate the 21st century skills and meet the performance indicators of this event. • Turn in all your notes and event materials when you have completed the event.Event Situation

You will assume the role of the marketing manager 
for GABRIEL FOODS, a grocery store located in a 
city of 20,000 people. It is the only grocery store in 
the small city, with a big-box retail chain located 10 
miles away. The store manager (judge) wants you 
to determine the best way to remind customers that, 
as of last month, the store is back to its normal 24-hour 
operating hours after being shortened to 7:00 a.m. to 
11:00 p.m. when the COVID-19 pandemic hit in 2020. GABRIEL FOODS announced its return to 24-hour service by hanging signs and banners inside and outside the store and printing it on store 

receipts. Previously, GABRIEL FOODS consistently 
reported 10 percent of sales between 10:00 p.m. 
and 7:00 a.m. Sales between these hours are less 
than half this since the store’s return to 24-hour 
service. The manager (judge) has asked you how 
to effectively expand communications about the 
operating hours, considering the store serves the 
entire community, from Gen Z to senior citizens. You will present your ideas to the store manager 
(judge) in a role-play. The store manager (judge) will 
greet you and ask to hear your ideas. After presenting 
your ideas and answering the store manager’s 
(judge’s) questions, the meeting will be concluded. Critical Thinking

1. Determine which performance indicators relate to marketing communication.2. Identify the types of marketing communication needed for successful implementation of this event.3. How does communication ethics impact this scenario?
4. What are potential barriers to effective marketing communication in this scenario?Visit www.deca.org for more information.Published by DECA Inc. Copyright © by DECA Inc. No part of this publication may be 

reproduced for resale without written permission from the publisher.

Marketing Communications Series Event
Career Cluster: MarketingInstructional Area: Customer Relations21st Century Skills

• Critical Thinking – Reason effectively and use systems thinking.• Problem Solving – Make judgments and decisions and solve problems.• Communication – Communicate clearly.• Creativity and Innovation – Show evidence of creativity.

Performance Indicators• Differentiate between service marketing and product marketing. • Generate marketing communications ideas. • Reinforce service orientation through communication.
• Interpret business policies to customers/clients. • Adapt communication to the cultural and social differences among clients.Purpose

Designed for first-year DECA members who are 
enrolled in introductory-level principles of marketing/
business courses, this event measures the student’s 
proficiency in those knowledge and skills identified 
by career practitioners as common academic and 
technical content in marketing. This event consists 
of a 100-question, multiple-choice, business administration core exam and an event situation 
role-play with a business executive. Participants 
are not informed in advance of the performance 
indicators to be evaluated. For the purpose of this 
text, sample performance indicators are given.Participant Instructions• The event will be presented to you through your reading of the 21st century skills, performance indicators, and event situation. You will have up to 10 minutes to review this information to determine how you will handle the event situation. You may make notes to use during the presentation.
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Review Your Knowledge1. Explain the value of personal selling. (23.1-1)2. Describe skills needed for a career in sales. (23.1-2)3. Summarize tasks to complete when preparing to sell. (23.2-1)
4. List steps in the sales process. (23.2-2)5. Identify options for completing sales transactions in B2B and B2C sales. (23.2-3)6. Explain how a lost sale can be a learning experience. (23.2-4)

7. Discuss the concept of customer service in business. (23.3-1)
8. Describe the role of a customer support team. (23.3-2)

9. List types of online customer support. (23.3-3)10. Identify the importance of handling customer complaints. (23.3-4)

Apply Your Knowledge1. Select a well-known company. Determine if its 
sales force is selling mostly to the B2B or B2C market. Explain your reasoning. (23.1-1)2. Write one to two paragraphs explaining why a career in sales would or would not be a suitable 

choice for you. (23.1-2)3. Assume you are a salesperson for the company 
you selected in question 1. You plan to use the feature-benefit selling approach. Analyze information about one of the main products the 

company sells. Identify and list the features and 
benefits of this product. (23.2-1)4. Select a retail store in your community. As a salesperson for this store, explain how you would use the service, greeting, and merchandise approaches for a customer who entered the store. (23.2-2)5.  Determine the forms of payment you would accept if you were the owner of a small clothing 

boutique located in your community. Explain your decision. (23.2-3)6. Think of a time you did not purchase a product 
after being assisted by a salesperson. Explain why you did not make the purchase. Analyze the situation and provide feedback to help the salesperson improve the execution of the sales 

process. (23.2-4)

7. Think of a time you received exceptional customer service. Describe your customer experience, and explain how it affected your buying behavior or relationship with the business. (23.3-1) 
8. Assume you are a member of the customer support team for a popular retailer. Your company has a policy not to issue a refund for a product return without a sales receipt. If the customer does not have a receipt, only a store credit can be issued. Script your response to the customer. Be sure to explain the company policy while maintaining professionalism. (23.3-2)

9. Select a business that interests you and determine the types of online customer service 
it offers. Which service do you think customers 
use most often to solve problems? Should any new types of online customer support be added? (23.3-3)

10. Describe how excellent customer service can help resolve complaints and build positive relationships with customers to enhance the company’s image and encourage repeat business. (23.3-4)

Apply Your Math SkillsYou are a salesperson at a furniture warehouse. 
You made the following sales and need to fi nd the 
fi nal price each customer must pay. You will earn a 
commission for each sale. Apply your math skills to 
solve the following problems.1. Smith Insurance Company remodeled its small office. The company is purchasing the following items. Sales tax is 6 percent. Shipping 

and assembly is an additional $200. What is the 
final price of the new office furniture? You will 
earn a 5 percent commission on the sales price 
before tax and shipping expenses. How much is 
your commission for this sale?
Item

Quantity PriceCorner desk
6 $339Executive desk
2 $275Two-drawer file 

cabinet 8 $190
Adjustable desk chair 8 $149

Guided Tour continued

Build Your 
Vocabulary 
activities review 
the key terms 
presented in 
each section. By 
completing these 
activities, you 
will be able to 
demonstrate your 
understanding of 
marketing terms.

Check Your Understanding questions at the end of 
each chapter section provide an opportunity to review 
what you have learned before moving on to additional 
content. Each question is tied to a Learning Outcome.

Review Your Knowledge questions cover the 
basic concepts presented in the chapter so you 
can evaluate your understanding of the material. 
Each question is tied to a Learning Outcome.

Apply Your Knowledge activities challenge you 
to relate what you learned in the chapter with 
your own ideas, experiences, and goals. Each 
question is tied to a Learning Outcome.

Apply 
Your Math 
Skills 
problems 
relate 
basic math 
skills to the 
concepts 
covered 
in the 
chapter.

Communication 
Skills activities 
provide ways 
for you to 
demonstrate 
the literacy and 
career-readiness 
skills you have 
mastered.

Internet Research activities give 
you the opportunity to put your 
marketing research skills to work 
to learn more about various topics.

Teamwork activities encourage a collaborative 
experience to help you learn how to interact with 
other students in a productive manner.

DECA Emerging 
Leaders features 
provide first-hand 
opportunities to 
explore learning 
activities that will 
help prepare you 
for college and 
career. Discover 
what it means 
to become an 
academically 
prepared, 
community-
oriented, 
professionally 
responsible, and 
experienced leader 
through DECA®. 
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Business and Our SocietyUnit 2

Building the Marketing Plan 
As a famous philosopher said, “A journey of a thousand miles begins with a single step.” The first step of 
your journey as a marketing professional is your marketing plan. You will make many revisions to the plan 
as you proceed through the text. Remember, there are no right or wrong answers to any of the activities 
that you complete. You have reviewed the parts of the marketing plan in Unit 1 and are now ready to 
continue writing your own plan. Keep in mind that you are writing a draft as you complete each section 
of your marketing plan. You will revise each section or subsection multiple times as you conduct more 
research and learn more about your business and industry.

P art 1 Analyze Your Competition
Objectives

• Conduct a competitive analysis for your company.
• Evaluate your company’s competitive advantage.

Directions
In this activity, you will begin d eveloping the 
competitive analysis and positioning section of the 
marketing plan. A competitive analysis is a tool 
used to compare the strengths and weaknesses of a 
product or company with its competitors. 

Access the Marketing Dynamics companion 
website at www.g-wlearning.com/marketing/3144. 
Download and complete the activity file as indicated 
in the following steps. Use the Marketing Plan Writing 
Checklist as a guide. The checklist is available in the 
back of the text or on the companion website.

1. MP Unit Activity 2-1—Conduct a Competitive 
Analysis In this activity, you will select two 
direct competitors in your company’s market 
and research them. Learn how your competitors 
are different from and similar to your company. 
Find out what products they offer. Based on what 
you learn, construct the competitive analysis 
matrix in MP Unit Activity 2-1. 

2. Next, you will analyze the competitive analysis 
matrix by answering the questions in MP Unit 
Activity 2-1. This will help determine each 
company’s competitive advantage. Consider 
how you will use your company’s competitive 
advantages to your benefit and improve in 
areas where your competitors may have the 
advantage. This information will help you learn 
the best way to compete with your competitors. 

3. Open the marketing plan document you saved 
in Unit 1. 

4. Locate the competitive analysis and positioning 
section in the marketing plan. Use the 
information you gathered in MP Unit Activity 2-1
to construct Section III (Competitive Analysis 
and Positioning), Part A (Competitive Analysis 
Matrix) of your marketing plan. 

5. Conduct a final check to ensure you have followed 
all directions for completing this section as 
outlined in the Marketing Plan Writing Checklist.

6. Proofread and save your marketing plan 
according to your instructor’s directions.

P art 2 Determine 
Product Positioning
Objective

• Determine your company’s product positioning 
strategy. 

Directions
In this activity, you will fi nish developing the 
competitive analysis and positioning section of the 
marketing plan. Product positioning is the process 
used to infl uence the customer’s perception of a 
brand or product in relation to the competition.

Access the Marketing Dynamics companion 
website at www.g-wlearning.com/marketing/3144. 
Download and complete the activity file as 
indicated in the following steps. Use the Marketing 
Plan Writing Checklist as a guide.

1. MP Unit Activity 2-2—Determine Product 
Positioning Strategy  In this activity, you will 
determine your company’s product positioning. 
Research examples of the company’s efforts to 
influence customer perception to support its 
product positioning strategy. Use the questions in 
MP Unit Activity 2-2 to help guide your research. 
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Preparing for the Future
Unit 12

Portfolio Development
When you apply for a job or college, or volunteer for community service, you will need to tell 

others why you are qualified for the position. To support your qualifications, you can create 

a portfolio. A portfolio is a collection of materials that shows your qualifications, skills, and 

talents. A portfolio supports a career or personal goal. For example, a certificate that shows 

you have completed lifeguard and first-aid training could help you get a job at a local pool as 

a lifeguard. An essay you wrote about protecting native plants could show your commitment 

to the environment and help you get a volunteer position at a park. A transcript of your school grades 

could help show that you are qualified for college. A portfolio is a living document, meaning it should be 

reviewed and updated on a regular basis.

Complete the steps in this activity to construct a portfolio you can use to help obtain future 

employment, volunteer positions, or college acceptance.

Step 1: Objective Before you begin collecting 

information for your portfolio, write an objective 

for the fi nished product. An objective is a complete 

sentence or two that states what you want to 

accomplish.

The language in your objective should be clear 

and specific. Include enough details so you can 

easily judge when it is accomplished. Consider 

this objective: “I will try to get into college.” Such 

an objective is too general. A better, more detailed 

objective might read: “I will get accepted into the 

communications program at one of my top three 

colleges of choice.” Creating a clear objective is a 

good starting point for beginning to work on your 

portfolio.

Directions
1. Think about your future goals. Decide the 

purpose of the portfolio you are creating, such 

as short-term employment, career, community 

service, or college application.

2. Write an objective for your portfolio.

Step 2: Research Two formats of portfolios 

commonly used are print portfolios and digital 

portfolios. A digital portfolio may also be called an 

electronic portfolio, or e-portfolio. Th e contents of 

a print portfolio should be compiled and presented 

in a professional-looking binder. A digital portfolio 

may be constructed using a professionally designed 

web page or a social media platform such as 

LinkedIn. Th e format in which a portfolio is shared 

during the interview process may depend on the 

position you are seeking. For example, a link to 

your digital portfolio may be shared with a college 

admissions team or in a cover letter to an employer. 

A print portfolio may be shared with the hiring 

manager during a face-to-face job interview.

It is helpful to identify which format of portfolio 

is appropriate for your objective.  Research to 

learn more about how and when print and digital 

portfolios are used by professionals.

Directions
1. Use the Internet to search for print portfolio and 

digital portfolio. Read articles about each type 

of portfolio.

2. Compare and contrast a print portfolio with a 

digital portfolio.

3. Determine if a print or digital portfolio is best 

for your needs to meet your objective. 

Step 3: Checklist Once you have written your 

portfolio objective and decided on a format, it is 

time to determine the components that will be 

included in your portfolio. The components you 

select to include in your portfolio will reflect your 

portfolio’s purpose and objective. For example, 

if you are seeking employment as a marketing 

intern, create a portfolio that includes your résumé, 

samples of marketing plans or promotional 

materials constructed, letters of recommendation, 

list of references, school transcripts, certificates or 

diplomas earned, and DECA awards.

College
and Career

Readiness
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Marketing Plan Writing Checklist
Topic

Evaluation Criteria Check When 
Complete

Title Page and 
Table of Contents

Did you insert . . . 
• the company name?• selected product?
• your name?
• the date?

Are all page numbers listed in the table of contents accurate?

________

________

I. 

Executive 
Summary

Start your executive summary with an introductory paragraph that 
will entice the reader to review the entire document. Include key 
information from Section II (Business Description). Additionally, identify 

the company product you selected. If appropriate, write a sentence that 

describes the problem that the marketing plan will solve.
Next, give an overview of the topics the marketing plan addresses. 

Briefly describe each of the topics below. Because the individual 
sections of the marketing plan will go into detail, the information about 

these topics in the executive summary is just an overview.
•  Discuss briefly the competitive analysis and product positioning.
• Show evidence of the situation analysis.• SWOT analysis

• Environmental scan (PESTLE analysis)• Summarize the sales analysis information.• Sales history and forecasts• Best opportunities• Sales goals
• Identify the marketing strategies that will be used.

• Marketing goals
• Target market

• Geographics
• Demographics
• Psychographics
• Behavioral

• Marketing mix
• Product
• Price
• Place
• Promotion

• Outline the action plan.• Timeline
• Budget
• Metrics

Remember, this is a summary, not detailed information. Only list 
the highlights of your plan. The goal is to provide a snapshot that will 

motivate the reader to review the entire marketing plan. Be sure to 
use topic sentences, diagrams, and pictures where appropriate.
Use the information you compiled in MP Unit Activity 10-1 as a 
resource to help write this section of the marketing plan.

________
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2. Open your saved marketing plan document. 

3. Locate the competitive analysis and positioning 
section in the marketing plan. Use the 
information you compiled in MP Unit Activity 2-2
to construct Section III (Competitive Analysis 
and Positioning), Part B (Product Positioning) 
of your marketing plan. Describe your product’s 
positioning in the market and provide examples 

of how your company supports its product 
positioning strategy.

4. Conduct a final check to ensure you have followed 
all directions for completing this section as 
outlined in the Marketing Plan Writing Checklist.

5. Proofread and save your marketing plan 
according to your instructor’s directions.

PBL: Project-Based Learning
Solving the Case

You will assume the role of a public relations consultant who specializes in helping companies 
maintain a positive image by advising on ethical business dilemmas and corporate social 
responsibility (CSR). Your particular areas of expertise are advising on ethical marketing practices 
and developing ideas for generating positive public relations through social responsibility. Recently, 
First Care Cosmetics, a small beauty and cosmetics company, contacted you. It would like to hire you 
contingent upon your ability to research and analyze an unethical business situation that occurred 
at another company. The company executives want to see if your perspective on ethical business 
dilemmas will be compatible with their corporate vision. 

To complete this activity, access the Marketing Dynamics companion website at 
www.g-wlearning.com/marketing/3144. Download the activity files as indicated in the instructions 
below.

Part 1 Research and Analyze
Objectives

• Conduct research on unethical business 
practices.

• Recommend solutions to solve an ethical 
dilemma in business.

Directions
Using the Internet, conduct research about a 
historical case related to unethical business 
practices. Use PBL Unit Activity 2-1 to complete 
this step. Based on what you learned, analyze 
the situation and outline the actions you would 
have recommended the company to take had 
you been its consultant at the time. 

Part 2 Plan and Persuade
Objective 

• Plan corporate social responsibility actions 
for a real-world scenario.

Directions
Now that you have completed your research 
and demonstrated your ability to solve ethical 
situations in a manner consistent with the 
company’s vision, First Care Cosmetics has hired 
you as its new public relations consultant. Your 
fi rst task is to create a one-page proposal for the 
CEO that outlines your suggestions for how First 
Care Cosmetics can build goodwill through acts 
of corporate social responsibility (CSR). 

For your proposal, you must recommend 
four actions the company should take, with one 
pertaining to each of the following categories: 
philanthropy, local economy, environment, and 
socially responsible marketing. Provide detailed 
action plans. Consider using pictures, designs, and 
color to make your proposal visually appealing. 
Keep in mind, this is a small company working 
on a tight budget so you must be creative. Since 
you will not be able to deliver your suggestions in 
person, be sure your proposal explains why each 
action will build goodwill for First Care Cosmetics. 
Your reasoning should help persuade the CEO to 
implement your CSR plan as soon as possible.

Copyright Goodheart-Willcox Co., Inc.

PBL: Project-Based Learning activities at the end of the units will help you connect real-world learning to the 
classroom as you step into the role of a marketer to make business decisions. PBL activity files available on the 
companion website can be used in conjunction with the PBL activities.  

Building the Marketing Plan ongoing activities provide a project-based, hands-on learning experience at the 
end of the units. By the end of the text, you will have completed your own unique marketing plan. Activity files 
provided on the companion website will help guide you through the marketing plan process.

Portfolio Development is an activity at the end of the 
last unit that provides guidance in creating a personal 
portfolio for use when exploring volunteer, education 
and training, and career opportunities.

The Marketing Plan Writing Checklist works in 
conjunction with the Building the Marketing Plan project 
to guide you through the creation of your marketing plan.
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TOOLS FOR STUDENT AND INSTRUCTOR SUCCESS
Student Tools
Student Text

Marketing Dynamics provides 
a comprehensive framework 
to learn about the concepts 
of marketing. It includes an 
introduction to the four Ps 
(product, price, place, and 
promotion) as well as the 
marketing plan, marketing 
research, and target market 
identification, all of which provide the foundation 
needed to become a marketing professional. 

Companion Website
Activity files provide guidance in completing 

the Building the Marketing Plan project and PBL: 
Project-Based Learning activities.

Instructor Tools
G-W Ignite

G-W Ignite provides a seamless user experience for both 
you and your students. The easy-to-navigate interface and 
class rostering capabilities make setting up a course easy and 
intuitive. Instructors can quickly and easily share assignments 
with students. Auto-graded activities and assessments make 
grading easier than ever, and rubrics are provided for ease 
of grading when required. Extensive reporting capabilities 
allow instructors to view students’ progress and evaluate 
performance against learning outcomes and key standards. 
Students have their own My Progress dashboard where they 
can view grades and comments from their instructor. 

G-W Ignite provides a complete learning package for you 
and your students. The included digital resources help your 
students remain engaged and learn effectively:

• The Online Textbook is a reflowable digital textbook 
that works well on all devices. It also works well with 
screen readers and accessibility tools.

•  The Online Workbook content in digital format 
provides opportunities for students to reinforce 
understanding of learning outcomes in the text. 
Instructors can easily assign workbook activities and 
grade student work using the rubrics provided.

• Animations dive deeper into key concepts from 
the text. They aid students in visualizing important 
topics. Animation quiz questions help assess student 
comprehension in real time.  

• Drill and Practice Vocabulary Activities, which are 
provided for all key terms in every lesson, provide an 
active, engaging, and effective way for students to learn 
the required terminology.

• Use the Pretests, Posttests, and Exams to assess 
students’ knowledge of learning outcomes and key 
standards. These prebuilt assessments help you measure 
student knowledge and track progress in achieving 
learning outcomes. 

• The Instructor Resources provide instructors with time-
saving preparation tools such as answer keys, editable 
lesson plans, and other teaching aids.

• Instructor’s Presentations for PowerPoint® are fully 
customizable, richly illustrated slides that help you teach 
and visually reinforce the key concepts from each chapter.
See www.g-w.com/marketing-dynamics-2024 for a list of 

all available resources.

Professional Development
• Expert content specialists
• Research-based pedagogy and instructional practices
• Options for virtual and in-person Professional 

Development
• See www.g-w.com/pd for a full list of virtual and in-

person options. 
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