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Sections
17.1 Channels of 

Distribution
17.2 Supply Chain

Reading Prep
Before reading 
this chapter, 
look at all the 
illustrations. 
Illustrations 

help readers visualize 
the concepts and topics 
presented in the content. 
What information can you 
deduce from the chapter 
illustrations?

College
and Career
Readiness

Place
CHAPTER  

17

Real-World Connection
Amazon Prime Air
Advances in technology impact many areas of business, including 
channels of distribution. Many companies are testing the use of 
remote-controlled drones to make product deliveries. This technol-
ogy can drastically reduce the cost of delivering products on the 
last leg of distribution, such as from a warehouse or distribution 
center to the customer’s door. Currently, drones are a cost-effective 
delivery option for packages that weigh less than five pounds and 
can be delivered in less than one hour, round trip.

In 2016, Amazon created an experimental drone-delivery 
service called Prime Air. This service automates small deliveries 
from Amazon facilities to customers who live nearby. The company 
made its first commercial drone delivery to a shopper in England 
in December of 2016. This initial drone flight delivered an Amazon 
Fire streaming video device and popcorn. The trip, from the local 
Amazon warehouse to the consumer’s home, was two miles long 
and took 13 minutes. The company celebrated this event as a sig-
nificant achievement in automated shipping.

Since then, Amazon has worked to improve its drone technol-
ogy in order to expand its drone delivery system. Amazon has 
created drones with the capability to sense and avoid other aircraft 
and obstacles, such as people and animals. The drones can also 
operate at greater distances. Amazon has worked closely with 
the Federal Aviation Administration (FAA) to receive approval to 
operate these high-tech drones. This technology has many excit-
ing possibilities and the potential to greatly change the channels of 
distribution.

Critical Thinking
1. What are the advantages of using drones to deliver products?
2. What are some of the drawbacks of using drone delivery?
3. How does the use of drones benefit both Amazon and its 

customers?

Copyright Goodheart-Willcox Co., Inc.Copyright Goodheart-Willcox Co., Inc.
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Essential 
Question

Why is place an 
important P in the 
marketing mix?

320

17.1-1 Place
Place is one of the four Ps of marketing. Place 
refers to the activities involved in getting a good 
or service to the end user. It involves determining 
when, where, and how products get to customers. 
Place is also known as distribution.

A supply chain consists of the businesses, 
people, and activities involved in turning raw 
materials into products and delivering them to end 
users. Physical distribution is a part of the larger 
process of the supply chain. The supply chain can 
be very long for some businesses or very short for 
others.

A major decision involving place is selecting the 
channel of distribution. A channel of distribution 
is the path that goods take through the supply 
chain. Channel members are the organizations that 
help move products from their origination to the 
consumer. Channel members include producers 
and intermediaries. A supply chain is more effec-
tive when channel members form affinity partner 

SECTION 17.1

relationships, meaning all channel members 
share a common goal—selecting the most efficient 
and cost-effective way to get products to more 
customers to increase profits. 

Channels of Distribution
Learning Outcomes
17.1-1 Explain place as one of the four Ps of marketing.
17.1-2 Identify distribution channels for B2C and B2B markets.
17.1-3 Explain how to manage the channel of distribution.
17.1-4 Discuss ethical and legal issues in product distribution.

Key Terms
supply chain
channel of distribution
intermediary
bulk-breaking
nonstore retailer
e-tailer
multi-channel retailer
direct channel
indirect channel

retailer channel
wholesaler channel
agent/broker channel
industrial goods
industrial distributor channel
agent/broker industrial distributor 

channel
channel conflict
slotting fee

JL IMAGES/Shutterstock.com

Place refers to the activities involved in getting a good 
or service to the end user. What companies can you 
name that help facilitate distribution?

Copyright Goodheart-Willcox Co., Inc.
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• Essential Questions keep students on track as they learn new content.

• Learning Outcomes and Key Terms begin each section.

• Photo Captions ask critical-thinking questions.
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17.1-4 Ethical and Legal 
Issues
Producers are generally allowed to select the 
channel of distribution and channel members 
of their choice. However, there are situations 
involving product distribution where potential 
ethical and legal issues must be monitored 
closely by managers. These may include exclusive 
dealings, full-line forcing, and slotting fees.

An exclusive distribution agreement occurs 
when a producer chooses to distribute exclusively 
through certain channel members. The situation 
becomes exclusive dealing when the producer does 
not allow a channel member to handle the products 
of competitors. For example, McDonald’s formed 
an exclusive dealing agreement with Coca-Cola 
to sell only its products when serving soft drinks. 

Exclusive dealings are not illegal if they are agreed 
to by both parties and the agreement does not form 
a monopoly that violates antitrust laws.

Full-line forcing occurs when the producer of a 
well-known brand will sell the product to a channel 
member only if it also agrees to buy the other 
items in the producer’s product line. This practice 
becomes illegal if competition is greatly decreased 
because of the agreement.

A slotting fee is a one-time fee paid by a 
producer to a retailer for shelf space and preferred 
placement. Higher fees paid earn better placement 
and more shelf space. While legal, some consider 
this practice unethical since it causes a competitive 
disadvantage for small manufacturers who may not 
be able to pay large slotting fees. Retailers argue 
that slotting fees protect against the financial risk 
that comes from shelving products that may fail.

Check Your Understanding
1. What is a major decision involving place? (17.1-1)
2. Identify examples of nonstore retailers. (17.1-1) 
3. Why might some producers choose to use an agent/broker channel? (17.1-2)
4. List examples of standards on which a channel member may be evaluated. (17.1-3)
5. List three situations that should be monitored by managers to avoid legal and ethical issues 

during product distribution. (17.1-4)

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.

agent/broker channel
agent/broker industrial distributor channel
bulk-breaking
channel conflict
channel of distribution
direct channel
e-tailer
indirect channel
industrial distributor channel

industrial goods
intermediary
multi-channel retailer
nonstore retailer
retailer channel
slotting fee
supply chain
wholesaler channel

Section 17.1 Review

Preview from

• Section Review asks Check Your Understanding questions for students to 
verify they understand the learning outcomes, while Build Your Vocabulary 
asks students to build a personal glossary of key terms before moving on.
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• Exploring Marketing Careers introduces business and marketing-related careers 
including key responsibilities, personality traits, current job outlook, and median salary.

• You Do the Math features offer scenario-based problems that integrate mathematical 
skills. The online course includes the Math Skills Handbook, which students can review 
before completing these problems.
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• Social Media features are found in each chapter to remind students how social media 
is integral to modern marketing strategies.

• Mobile Strategies and Modern Business Technology have been updated throughout 
the fifth edition.
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Sections
21.1 Social Media 

Marketing 
Fundamentals

21.2 Social Media 
Marketing 
Planning

Reading Prep
Before reading 
this chapter, 
read the essen-
tial questions for 
each of the two 

sections. Keep these ques-
tions in mind as you read 
and review the chapter 
content. 

College
and Career
Readiness

Social Media 
Marketing

CHAPTER  

21

Real-World Connection
Sociallyin
Using social media platforms is an important part of a highly effec-
tive marketing campaign. This is true for businesses of all sizes. 
However, some businesses do not have the resources or know-
how to promote their brand or products on social media. These 
companies may need to rely on the expertise of social media mar-
keting agencies. These agencies can provide the type of service, 
strategies, and support to help a business develop a strong social 
media presence.

Sociallyin is a social media firm that specializes in the chang-
ing nature of social media marketing. The company uses propri-
etary software specifically designed to generate customer leads 
through the popular social media platform LinkedIn. These leads 
are then used to maximize the business’s outreach to its target 
audience. 

Sociallyin works with its clients to learn about their target mar-
ket, or “buyer persona,” based on the demographics of customers 
the business wants to attract. This process also helps the agency 
understand the brand identity the business wants to project. Then 
Sociallyin’s collaborators, made up of artists, designers, photog-
raphers, writers, and strategists, work closely with the business to 
create a personalized social media campaign. Not only will Sociallyin 
launch the campaign using the contact list generated, but it will 
also track customer reply rates to determine which campaigns are 
successful and which ones are not.

Businesses may want to look to a social media marketing 
agency when developing their marketing strategies. Doing so can 
help them stay on top of the latest social media trends. 

Critical Thinking
1. What are the advantages to a business of using a social 

media marketing agency such as Sociallyin to connect with 
customers?

2. Why are customer demographics important when developing 
a target market for social media?

Copyright Goodheart-Willcox Co., Inc.Copyright Goodheart-Willcox Co., Inc.
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• An all-new Social Media Marketing chapter offers current information on 
popular social media platforms used in marketing, including planning social 
media campaigns, key performance indicators (KPIs), and content marketing.
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Sections
25.1 Persuading an 

Audience
25.2 Delivering a 

Marketing Pitch

Reading Prep
Before reading 
the chapter, 
examine the list 
of key terms in 
each section. 

What clues do they convey 
about the chapter topics 
you will study?

College
and Career
Readiness

Marketing PitchCHAPTER  

25

Real-World Connection
Mary Kay
The direct sales industry is growing. Direct sales companies have 
sales or marketing representatives who sell products in a location 
other than a traditional retail setting. Often, these representatives 
will visit customers’ homes to make their marketing pitch.

Mary Kay is a highly profitable direct sales company. The 
cosmetics and skin care company was founded by Mary Kay Ash 
in 1963. The company started with only four skin care products and 
one makeup foundation. Today, Mary Kay has over 1,600 patents 
for various skin care products, cosmetics, and packaging designs. 
It has more than 3.5 million representatives, called Independent 
Beauty Consultants, selling the company’s products worldwide. 
The Direct Selling Association presented Mary Kay with the Hall of 
Fame Award in 1976.

Mary Kay consultants host in-home parties to sell their prod-
ucts. To ensure a successful marketing pitch, the consultants must 
be knowledgeable about the company’s products as well as skin 
care regimens and makeup application. The pitch includes a dem-
onstration of the products. Showing how the products can be used 
to address skin care problems helps customers see the benefits. 
As the proverb says, “seeing is believing.” However, the marketing 
pitch is about more than selling the products—it provides a learn-
ing experience for the customer, which helps build brand loyalty. 

The Independent Beauty Consultants are behind the enor-
mous success of Mary Kay. In return, Mary Kay rewards their hard 
work and dedication through various incentive and recognition 
programs. The top sales producers can even earn the use of a pink 
Cadillac! Pink is the signature color of Mary Kay.

Critical Thinking
1. Why is the marketing pitch a key factor to the success of 

direct sales?
2. Do you think a visual or verbal marketing pitch is more 

effective? Explain your answer.
3. Why should marketers focus on meeting customer needs just 

as much as making the sale?

Copyright Goodheart-Willcox Co., Inc.Copyright Goodheart-Willcox Co., Inc.
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• The Marketing Pitch chapter focuses on key communication and selling skills, 
DECA and other CTSO competitions, persuasion techniques, and structuring a pitch.
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25.2-1 Structuring a 
Marketing Pitch
When developing a marketing pitch, a marketer 
should use a pitch structure that presents the 
contents effectively and strategically. Pitch 
structure refers to the formation and sequence 
of the content presented in a marketing pitch. 
Guidelines for creating the pitch structure are 
shown in Figure 25-2. 

When structuring a marketing pitch, there 
are typically four steps in the process. Prior to the 
presentation, marketers should prepare a script for 
each step to ensure no key points are overlooked.

Make an Attention-
Getting Introduction
The beginning of a marketing pitch should be 
designed to quickly grab the target audience’s 
attention. Typically, this must be done in 30 
seconds or less. The introduction is crucial as it sets 
the stage for why the audience should care about 
the issue, product, or topic being presented. Various 
strategies may be used, such as asking a question 
or using a famous quote to get the audience 
thinking. Another strategy is to use pathos, or more 
specifically, the storytelling technique, to establish 
an emotional connection. Telling a compelling 

Pitch Structure Guidelines
Steps Content Suggestions
Make an 
attention-
getting 
introduction

• Use pathos (storytelling 
technique) to persuade others.

• Hold to 30 seconds or less.

Describe the 
problem

• Explain key points of the 
problem.

• Use logos (provide evidence and 
reasoning) to persuade others.

• Use credible sources.
• Use analogies when appropriate.

Present the 
solution

• Explain key points of the solution.
• If the solution is a product, 

provide features and benefits 
and a value proposition.

Make a call 
to action

• Briefly remind the audience of 
the emotional connection made 
in the introduction.

• Summarize key points of the 
solution.

• State the call to action.
• Thank the audience and answer 

questions.
Goodheart-Willcox Publisher

Figure 25-2  By following pitch structure guidelines, 
marketers can effectively and strategically prepare a 
script for the marketing pitch.

Delivering a Marketing 
Pitch
Learning Outcomes
25.2-1 Discuss the structural components of a marketing pitch.
25.2-2 Identify effective presentation skills.

Key Terms
pitch structure
visual aid

slide presentation
master slide

SECTION 25.2

Essential 
Question

How do marketers 
effectively deliver a 
marketing pitch?

Copyright Goodheart-Willcox Co., Inc.
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story, or placing the audience in the story, is an 
effective way to get the audience’s attention at the 
start of a marketing pitch.

Describe the Problem
Once a connection with the audience has been 
established, it is time for the marketer to describe 
the problem, or the purpose of the presentation. 
When describing the problem, the marketer can 
strategically incorporate the logos technique by 
using evidence and reasoning to help persuade 
the audience. This can be done by providing facts 
and statistics that support the magnitude of the 
problem. Any evidence presented to the audience 
should come from a credible source and be cited 
verbally during the pitch. Where appropriate, 
an analogy should be used to help the audience 
visualize statistical evidence.

Present the Solution
After the problem has been described, the marketer 
should present the solution. The solution may 
vary depending on the purpose of the pitch. For 
example, if the pitch is a sales presentation to 
customers, the marketer should explain why the 
product will solve their problem by presenting key 
features and benefits. The marketer should also 
provide a value proposition, which is a statement 
that describes how the customer’s life will improve 
by using the product. If the pitch is to a company 
executive to get approval of a promotional plan, the 

marketer should describe key marketing strategies 
and explain how they will meet marketing goals.

Make a Call to Action
The final step of a marketing pitch is the call to 
action. Once the solution has been shared, the 
marketer should close the pitch. This includes 
briefly reminding the audience of the emotional 
connection established during the introduction 
of the pitch. It also involves summarizing key 
points from the presentation. Finally, the marketer 
must state the action or behavior desired from the 
audience. This request is commonly referred to as 
the call to action. A call to action is a request that 
urges an audience to take a specific action. 

The marketer should thank audience members 
for their time and consideration at the conclu-
sion of the pitch. Marketers should be prepared to 
answer questions from the audience. They should 
anticipate the types of questions that may be asked 
and have well-thought-out, yet concise, answers 
prepared in advance. The answers given should 
be accurate and to the point and not cause confu-
sion. Instead of making up an answer when it is 
unknown, marketers should simply say, “Thank 
you for your question. I will need to investigate 
this further and will provide an answer as soon 
as possible.” If all their questions are addressed, 
audience members may be more likely to take 
the desired actions. The marketer should provide 
contact information to the audience for additional 
questions or inquiries that may occur later.

FabrikaSimf/Shutterstock.com

Presenting key product 
features and benefits helps 
explain how the product 
can solve the customer’s 
problem. Which do you 
think a customer might 
find more persuasive—
product features or product 
benefits? 



Copyright Goodheart-Willcox Co., Inc.

Chapter Summary
Section 3.1 Identifying the Market
3.1-1 Differentiate between mass marketing and 
target marketing. 

A mass market is a large group of undifferentiated 
customers who might buy a good or service. A 
target market is the specific group of customers 
to whom a company aims to sell its goods and 
services.

3.1-2 Define variables used for market 
segmentation. 

Market segmentation is the process of dividing 
a large market into smaller groups, which can 
help in accurately selecting a target market. 
Segmenting a market based on where customers 
live is geographic segmentation. Demographic 
segmentation is dividing the market of 
potential customers by their personal statistics. 
Psychographic segmentation is dividing the 
market by certain preferences or lifestyle choices. 
Behavioral segmentation divides a market based on 
how a customer interacts with a good or service.

3.1-3 Explain the importance of a customer 
profile. 

A customer profile is a detailed description 
of the typical consumer in a market segment. 
Accurate customer profiles help determine the 
best promotional strategies. This allows goods or 
services to be promoted specifically to those within 
the target markets.

Chapter 3 Review and Assessment

Section 3.2 Evaluating 
the Competition
3.2-1 Identify types of competition that 
businesses encounter. 

Direct competitors are companies that sell identical 
or very similar goods or services. Indirect competitors 
offer different, but similar, goods or services that meet 
customer needs. Price competition occurs when a 
lower price is the main reason for customers to buy 
from one business instead of another. Nonprice 
competition is a competitive advantage based on 
factors other than price.

3.2-2 Describe a competitive analysis.  

A competitive analysis is a tool used to compare the 
strengths and weaknesses of a product or company 
with its competitors. Information obtained 
during a competitive analysis can help a business 
develop the strategies necessary to maintain its 
current market share or to take business away 
from the competition. The competitive advantage 
of a product or business is offering better value, 
features, or service than the competition.

3.2-3 Define product positioning. 

Product positioning is the process used to influence 
the customer’s perception of a brand or product 
in relation to the competition. It is a marketing 
strategy that positions the product as better than 
the competition in some specific way.

3.2-4 Discuss steps taken to create a sales analysis.

The sales analysis begins with a review of current 
and past sales to help determine the market 
potential. Determining the market potential will 
confirm whether the market segment selected 
will be profitable. If the market potential exists, 
the business will forecast its portion of the market 
share in comparison to its competitors.

54 
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• Chapter Review and Assessment includes multiple methods to assess students 
and opportunities for them to apply knowledge in activities and projects.

• Chapter Summary offers a quick review of each learning outcome from the 
chapter and highlights the important topics for students to study.
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Review Your Knowledge
1. Explain how the concept of a market applies to 

marketing products. (3.1-1)
2. Differentiate between mass marketing and 

target marketing. (3.1-1)
3. Explain the concept of market segmentation. (3.1-2)
4. Define variables used for market segmentation. 

(3.1-2)
5. Explain the importance of a customer profile. 

(3.1-3)
6. Identify types of competition that businesses 

encounter. (3.2-1)
7. Differentiate between price and nonprice 

competition. (3.2-1)
8. Explain the importance of having a competitive 

advantage. (3.2-2)
9. Define product positioning. (3.2-3)

10. Discuss steps taken to create a sales analysis. 
(3.2-4)

Apply Your Knowledge
1. Find an example of a product that is promoted 

using mass marketing. Explain why a mass 
marketing strategy is appropriate for the 
product. (3.1-1)

2. Describe the target market for a product of your 
choice. Be sure to incorporate demographic, 
geographic, psychographic, and behavioral 
factors in your description. (3.1-2) 

3. Think about each of the generational cohorts 
described in Figure 3-1. If you were going to 
launch a new digital marketing firm, determine 
which of the generational cohorts you would 
target as customers. Explain your decision. (3.1-2)

4. The 80/20 rule states that 80 percent of the 
sales for a business come from 20 percent of 
its customers who are brand loyal. Develop 
a new loyalty program for a business in your 
community. Provide an overview of how it will 
work. (3.1-2) 

5. Find a customer profile online. Conduct an 
Internet search for customer profile examples. 
(Hint: Search the Internet for images of customer 
profiles.) Determine the promotional strategies 
you would use to best reach this target market if 
you were in charge of the marketing campaign. 
(3.1-3) 

6. Select a product that is located in your 
classroom. Construct a list of features and 
consumer benefits for the product. (3.2-1)

7. Develop a unique selling proposition (USP) 
statement for the product you selected in the 
previous question. (3.2-1) 

8. Select a well-known company. Create a 
competitive analysis matrix for the company 
using two of its direct competitors. After 
conducting the competitive analysis, determine 
at least one competitive advantage for the 
company. (3.2-2)

9. Using the Internet, find an example of a 
product that had to be repositioned in the 
marketplace to be successful. Analyze the 
product positioning strategy before and after 
the repositioning. In your opinion, why did the 
repositioning of the product renew company 
growth? (3.2-3)

10. Research the carbonated soft drink market. 
Compile a list of the current top three market 
share leaders. What is the market share 
percentage for each of the companies? (3.2-4) 

Apply Your Math Skills
Market share is the percentage of the total sales 
that one business has in a specific market. Market 
share is based on the size of the market. Market size 
is the total sales per year for a specific product held 
by all the competition. The market share formula is 
as follows. 

(company sales ÷ total sales in market) × 100 
= percent market share

Assume that total sales for bottled water for the 
year are $50 million. The three top sellers of bottled 
water are shown in the table below. Apply your 
math skills to solve the following problems. 

1. What is the market share for Mineral Water 
Company? 

2. What is the market share for Sparkling Springs?
3. What is the market share for Mineral Choice? 

Rank Company Annual Sales
1 Mineral Water 

Company
$30 million

2 Sparkling Springs $15 million

3 Mineral Choice $ 5 million

Preview from

• Review Your Knowledge includes activities aligned to each learning outcome.

• Apply Your Knowledge offers hands-on activities for students to practice new skills.

• Apply Your Math Skills includes real-world scenarios related to the chapter that 
require mathematical calculations to solve problems.
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Communication Skills
Reading After you read this 
chapter, select one topic you would 
like to investigate further.  Using the 
Internet, find a credible article that 
discusses the topic you selected. After 
reading, write the central theme of 

the article in one sentence. Next, summarize the 
additional knowledge you have gained about your 
selected topic. 

Writing Write a narrative to develop the steps you 
would take in identifying a target market. Focus 
on your writing style and tone while selecting the 
right words to express your thoughts. Use well-
chosen details and structure the events in a logical 
sequence.

Speaking Many situations will require you 
to persuade a listener. When you persuade, you 
convince a person to take a course of action or 
adopt a viewpoint you propose.  Select a common 
product with which you are familiar. Prepare a 
persuasive speech for marketing your selected 
product using either a mass marketing or target 
marketing approach. Provide evidence to justify 
why you selected either mass marketing or target 
marketing. Be prepared to share your speech with 
the class.

Internet Research
Generational Cohorts Select two of the 
generations in Figure 3-1 that interest you and 
conduct Internet research on your selections. 

College
and Career
Readiness

First, identify common characteristics of each 
generational group you selected. What significant 
historical events shaped each generation and 
in what ways? How do you think this shaped or 
shapes their buying preferences? Next, compare 
and contrast your selected generational groups. Are 
there any similarities in their buying preferences? 
How are their buying preferences different?

Targeting a Market Search the Internet to locate 
recent examples of mass marketing used to market 
a product. Select an example that interests you. How 
might the mass market for this product be segmented 
using geographic, demographic, psychographic, 
and behavioral segmentation? Why do you think the 
company chose to use a mass marketing strategy 
instead of a target marketing strategy?

Niche Marketing  A niche market is a portion of a 
market segment that is very narrow and specific. For 
example, the market for high-performance, exotic 
sports cars is a specific portion, or niche, of the sports 
car target market. Use the Internet to find an example 
of a product that serves a niche market. Explain why 
the product you selected can be classified as meeting 
the needs or wants of a niche market. 

Teamwork
Working in a team, choose a product that all 
team members know well. Collaborate to create a 
customer profile using geographic, demographic, 
psychographic, and behavioral variables for market 
segmentation. Describe the experience of creating 
a customer profile and the amount of work that is 
required.
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• Communication Skills activities integrate writing, speaking, and listening skills to 
chapter content.

• Internet Research encourages students to dig deeper into chapter content.

• Teamwork activities offer collaborative exercises as students work in groups.
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Emerging Leaders
• Recognition to its members is provided 

through a variety of recognition programs for 
distinguished achievement.

• Scholarships from DECA’s scholarship 
program provide more than $200,000 to 
DECA members each year.

• School-Based Enterprises reinforce and 
enhance career preparation through an 
entrepreneurial operation in a school setting 
that provides goods/services to meet the 
market needs.

Procedure
1. Use the following activities to learn about 

DECA, identify membership benefits, and 
apply DECA’s connection to college and 
career preparation. 

2. Visit the DECA website at www.deca.org 
to become familiar with the activities and 
opportunities available to you as a student 
and DECA member. Select the tab called 
High School. Then select High School 
Programs and click on Challenges.

3. Review the DECA Challenges described in 
the Challenges Overview.

Critical Thinking
1. Each DECA challenge addresses a unique 

market focus. Select one of the challenges 
that interests you. Review one of the winning 
presentations in the selected challenge.

2. Define the target market in the winning 
presentation.

3. What is the market segmentation in the 
winning presentation? What additional 
segmentations are relevant for success in 
the challenge?

4. What type of competition might an individual 
or chapter encounter conducting this 
challenge?

5. Share with your class how participating in a 
DECA challenge enhances your college and 
career preparation.

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.

College and Career 
Connection
Career Cluster: Marketing

Instructional Area: Market Planning

Performance Indicators
• Identify ways to segment markets for 

marketing communications.
• Describe the nature of target marketing in 

marketing communications.

Purpose
This activity helps individuals to understand 
opportunities available through DECA to 
connect to college and careers in marketing, 
finance, hospitality, and management. DECA’s 
Comprehensive Learning Program consists of 
all DECA activities by category and supports 
programs of study in the four career clusters.

• Challenges are highly engaging, relevant 
activities that encourage creativity and 
innovation.

• Chapter Campaigns engage members to 
develop chapter leadership and build lasting 
partnerships.

• Competitive Events Program provides 
authentic situations relating to current 
business practices.

• DECA Direct Online is a resource for news, 
tips on career insights, chapter strategy, 
college success, conferences, leadership 
advice, partner opportunities, and more.

• Educational Conferences provide targeted, 
highly focused learning experiences for 
members and advisors while connecting 
with corporate professionals.

• Emerging Leaders Series strives to 
empower DECA members to provide 
effective leadership through goal 
setting, consensus building, and project 
implementation.

• Partnerships with DECA’s partners provide 
scholarships, classroom presentations 
and career guidance, internships, work 
experience, and community service 
activities.
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• DECA Emerging Leaders activities are reviewed by the national DECA organization 
and connect students to Career and Technical Student Organization competitions and 
leadership practice. Activities include performance indicators, step-by-step procedures 
to review the opportunity, and critical-thinking practice.



Building the Marketing Plan
The best companies in the world make plans. They plan their marketing efforts, strategies for growth, and 
roadmaps for profitability. As a future marketing professional, you will need to learn the skill of planning. 
One way to begin planning is to assume the role of marketing manager for a company that interests you.

Marketing DynamicsUnit 1 

Part 1 Introduction
Objectives

• Review the marketing plan template.
• Review the marketing plan writing checklist.

Directions
In this textbook, you will be exploring the world 
of marketing. As you learn about marketing and 
progress through the chapters, you will write 
a marketing plan. Step one of the process is to 
become acquainted with the marketing plan 
template and writing checklist you will use. Access 
the Marketing Dynamics companion website at 
www.g-wlearning.com/marketing/3144. Complete 
the following.

1. Marketing Plan Template Download the 
activity file called Marketing Plan Template. 
Preview each section of the template in this file. 

2. Marketing Plan Writing Checklist To 
become familiar with the marketing plan 
content, download the Marketing Plan Writing 
Checklist and read the instructions and 
questions that will guide you throughout the 
writing process. The checklist is also available 
in the back of the text. As you progress through 
each unit of this text, you will be directed to 
complete each section of the Marketing Plan 
Template using the Marketing Plan Writing 
Checklist as a guide. Keep in mind that the 
executive summary section of the marketing 
plan will be completed last since it provides an 
overview of all other sections.

3. Ask your instructor where to save your documents. 
Save the marketing plan template as your own 
document to use for creating your marketing plan. 

Part 2 Identify Your Company/ 
Write Business Description 
In this activity, you will research potential 
companies and select one for which you will act as 

a marketing manager. Spend time now selecting a 
company that interests you and for which you will 
feel comfortable playing the marketing manager 
role. As you progress through this text, it will be 
your assignment to create a marketing plan for a 
product your company produces. For example, if 
you choose The Coca-Cola Company, you may write 
a marketing plan for its Powerade product line.

Objectives
• Identify a company for which you will assume 

the role as marketing manager.
• Research the selected company in depth.
• Create a title page for your marketing plan.
• Gather information about the company’s vision, 

mission, and goals to complete the business 
description section of your marketing plan.

Directions
1. MP Unit Activity 1-1—Research 

Company Identify a company and product 
for which you will write a marketing plan. 
Using credible sources, research your selected 
company in depth by answering the questions 
in MP Unit Activity 1-1. You will also perform 
research to find the business plan for the 
company you have chosen. Much of the 
information found in the business plan will be 
helpful when completing the marketing plan.

2. Open the Marketing Plan Template you saved in 
Part 1. Locate the title page of the marketing 
plan. Complete the title page using the 
information you gathered in MP Unit Activity 1-1. 
Key your company name, selected product, 
and your name. Leave the date blank until the 
marketing plan is completed. 

3. Locate the business description section of 
the marketing plan. The business description 
provides an overview of the company as 
described in the company’s business plan. 
Using the instructions in the Marketing Plan 
Writing Checklist, provide an overview of your 
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• Building the Marketing Plan activities at the end of each unit provide directions 
for students to apply their knowledge to build a comprehensive marketing plan for a 
company of interest throughout the course. Students will use an interactive Marketing 
Plan Template and a Marketing Plan Checklist online to help make sure they have 
completed a comprehensive plan including all information required.



Spark Student Success Online for Marketing, including:

Save Time with Online 
Instructor Resources 
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