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8130.344. Entrepreneurship (One-Half to-0ne-Credit).

TEKS with edits

Committee Comments

(@) General requirements. This course is recommended for students in Grades9-12 Grades 10- Students will be required to take Principles
12. Recommended-Required-prerequisite: Principles of Business, Marketing, and Finance. of Business, Marketing, and Finance, as
the core concepts have been omitted from
the course. Recommendations were made
to increase rigor of the course and provide
students with the application of writing a
business plan.
(b) Introduction.
1) CTE instruction provides content aligned with challenging academic st ds and relevant tech
knowledge and skills for students to further education and succeed i i
professions.
(2) The Marketing Career Cluster focuses on planning, managing, and per
reach organizational objectives.
(3) In this course, students will gain the knowledge and ski
Students will learn the principles necessary to begin and Qpe A 8SS. ary focus of the
course is to help students understand the process of analy. f ity, preparing a
business plan, determining feasibility of an idea usmg resea evelop| g a plan to organize
and promote the business and its products . , students understand the capital
required, the return on investment desite
4 Students are encouraged to participd ences such as career and technical
student organizations and other Ieader
(5) Statements that contain tj3
containing the phrase
(©) Knowledge and
1) The student demon
industry. The student
(A) demonstrate skills such
leadership.
(1) (2) | The student demonstrates an understanding of entrepreneurship and the entrepreneurial way of life.
The student is expected to:
(A) clarify the terms entrepreneurship and entrepreneur;
(B) define small business; and
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Hlustrate- why semeene-may-wantto-be-an-entreprenedr; analyze the advantages and disadvantages of

entrepreneurship;

Provide clarity in wording

B} In TEKS #19
& depict franchising and research franchise opportunities online. Moved to TEKS #2 — See 2A justification
(2) (3) | The student visits local small businesses franchises and-obtain nehise-formation Broaden statement to include small
pamphlets-and-brechures-to investigate business opportunities. The student is expecteg business to afford students an opportunity
to gain knowledge about all small
businesses.
(A) obtain-advertisements-of franchises-inlocal-newspapers-a jodicalédentify and ang Eliminated franchising as a means to
the four functions of the small business; and broaden the scope. Changed wording to
small businesses which includes
franchising.
=} See 2A justification
<) acaarch tha Eaderal Trade Commissionreauirements o See 2A justification
) investigate state-requirerments-fordisclosure-stateren See 2A justification
&) (B) explore evaluate the issues involved with s tartmg, taklng Provides a broad approach to
existing family small business er-expanding-an-existing fatatky-bus understanding all types of small businesses
m. ‘v including franchises, home-based, etc.
(3) (4) | The student identifies the importance of gwell- busineSsplan. The student is expected to:
(A) categorize-a-businessplan-and-identiithe need fgliind the chalgeristics of for a well-orchestrated | Provide clarity in wording
business plan;
(B) research business plan outlines, resourcgspafid’templates; and tsing-web-search-engines; Deletion recommended: broaden statement

to provide opportunities for students to use
resources other than web search engines

Moved to TEKS #14

Moved to TEKS #4A

Moved to TEKS #5B

Moved to TEKS #6A

Moved to TEKS #26B

create and present a well-orchestrated business plan and critically explain the contents.
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4) (5

The student e omer-explains the goal of a

business and its unigue proposition. The student is expected to:

Aligned TEKS to SBA.gov model for
writing a business plan

(A) portray-how-to-build-customer-relationships:-describe the nature of your business and list the Moved to TEKS #14C

marketplace needs that you are trying to satisfy;

(B) explain-product-management;-explain how your products and services meet these needs; Moved to TEKS #27A

(©) describe-supply-chain-management:-list the specific consumers, organizations or busj Moved to TEKS #27B

company targets or will target;

(D) demonstrate-how-to-caleulate prices-markups—and-discounts:-explain the compe Moved to TEKS #13C

you believe will make your business a success; and

(E) depict-how-to-determine-consumercredit-decisions;-create a well-orchg@éted company description Deletion recommended: Extends scope of
course

) Moved to TEKS #14B

) cate-alocationpla Moved to TEKS #4E

H asearch-the-financis ing al regu AR Moved to TEKS #26A

(5) (6) | The student explains and demonstrates how to meet the ne&

is expected to:

(s explain Deletion recommended: knowledge should
be acquired in Principles course

8} expoun uding Deletion recommended: knowledge should

acrui _sexua be acquired in Principles course
.(A) describe the role of opg Illiul anizatigniin the growing business; and

) defend-the need n-the i including-insurance-and-legal-adviceand Deletion recommended: knowledge should

consultation- be acquired in Principles course

(B) create an organization$ giWhe structure of your company;

6) he-sty ing-terms-and-form hestudentis-expected-to: Deletion recommended: knowledge should
be acquired in Principles course. TEKS #7
provides application of concept.

A

0V}
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Duplicated in TEKS #8

feikERREEEEEEEEE

The student knows that entrepreneg#se investrg@t and financk@lsesources to achieve business Aligned TEKS to SBA.gov model for a

goals and objectives. The student i ected ig business plan
v
(A) determine the financial plan, including al requirements and sources of financing;
(B) explain the idea of a g SO Clud prizontal and vertical growth strategies; and,
© explain the idea o EXi atvestplarincluding selling the business, going Updated verbiage
public, releasing WS tvat@Bauity, and liquidating the business.;-and
(6) (8) | The student is expected t@demonstrate explain financial and accounting terms and forms. The
student is expected to:
(A) explain and define basic accot ting nctions and terms, including assets and types of assets, cash,
accounts receivable, fixed, liquidglliquid, and inventory goods on hand;
(B) identify liabilities and types of liabilities such as accounts payable, long-term debt, and short-term
debt;
(©) calculate owners' equity or net worth;
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(D)

evaluate ereate a balance sheet understanding the balance sheet equation (A = L + OE);

(E) analyze profit and loss statement;

(F) evaluate revenues and types of revenues;

(G) determine expenses and types of expenses;

(H) analyze alternative accounting and internal accounting controls;

0 discuss the importance of budgeting and cash flow;

©) use common accounting forms to demonstrate an understanding of their functions'and resul

(K) explain how to evaluate and measure financial performance and analyze g@St"'and profit relations
to guide business decision making, including return on investment, re on assets, return on equit
and debt ratios;

L) analyze impact of specialization and division of labor on productivity;

(M) explain the impact of the law of diminishing ef returns; and

(N) deseribe-the-concept-of-econemies-ofscale: create proje QR ia| stateme Deletion recommended: knowledge should

be acquired in Principles course
©) ha ctudent tsas lag Replace by TEK #1
A 0 nata in-leade

©) he-student-knows-that offering-copSiifm dit eRgourages-thesale of goods,services,-and-ideas. Revision recommended: Combined TEK
The-studentis-expected-to-The st W i Won price and profit, The student is | #9 & #12
expected to:

(A) identify types of consu

(B) recommend types o ight offer; and

© explain risks and when accepting and extending credit; and

(D) pgotiated price.

) Deletion recommended: Extends scope of

course

&9 Deletion recommended: Extends scope of
el Lo course

A j

B8)
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©)
B}
>
)
(10) Insertion recommended: previous TEKS
customer. The student is expected to: omitted product strategies content
(A) explain product management;
(B) describe supply chain management;
© create product-mix strategies to meet customer needs, including brangd lements and extended
product features
(11) The student knows that pricing has policies, objectives, and strategies: t is expected to:
(A) develop and analyze pricing objectives;
(B) compare and contrast pricing policies for an entreprene
(€) recommend appropriate pricing strategies.
&2) Move to TEKS #9
A | explainrisks and benefits to-entrenrencu@IRorGER i o IR i o
B8)
3)(12)
(A) uctures for goods, services, and ideas; and
(B) develop a pricing struct 3 e venture, and
© demonstrate how : ups ans@scounts.
&4 (13) The student knows ses of product planning. The student is expected to:
(A) explain the nature and scope of product planning; Revision recommended: Extends scope of
concept
(B) define the term product mix;
(©) identify stages of the product life cycle for rew-orexisting your products.
&5) (14) The student knows the process for development, implementation, and evaluation of Revision recommended: extended scope to
a prometional marketing plan. The student is expected to: imng:‘lligteirggep?::]/elopmem of an overall
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Hlustrate-the-conceptof-prometional-mbe-identify market penetration strategies

explain how market penetration strategies contribute to successful marketing; and,

apply evaluation strategies to determine the effectiveness of market penetration strategies

and—sales—pmneﬂen—m%h—adveﬁmng—ldentlfy communlcatlon stratecues:

illustrate the concept of promotional mix;

use appropriate technology to create promotional materials; and,

apply evaluation strategies to determine promotional campaign effectivenggsend

nd- define yous@Bfes strategies:

describe the development of a sales force; and,

v

apply evaluation strategies to determine the effectiveness of sales activI¥

ala' a aVa a¥alla ap’ - "~ilalalfak u fa aYala

The student knows that purchasing usually occurs in a c@ sle. The studenb,is expected to:

ﬁ%@ﬁc@[ﬁc CRSESEE

explain-how-entrepreneurs-identify-needs; Included in TEKS #4B

(B) demonstrate the process of selecting supplig 0urces; )

(€) analyze and discuss selection of goods 68 Dased on afi@ybusiness' operational needs. Revision recommended: Students may
evaluate operational needs of existing
businesses.

&+ .(16) The student knows that entrepreneuria sfthe possibittty@afToss or failure. The student is
expected to:

(A) categorize business ri and economic;

(B) classify business i feollable or uncontrollable, and insurable or

uninsurable;

(©) explain security precal th, safety, and worker welfare regulations; and

(D) analyze examples of busine@ss ki ommend and defend risk-management strategies.

@8 (17) The student knows the importaR€e’of social responsibility of business to society. ervirenmental Revision recommended: social
eoncerns: The student is expected to: _rlgé?(onsibility broadens the scope of the

(A) discuss the responsibility of business to shareholders, employees, customers, the community, and the | Revision recommended: social

environment; en-the-local-environment:

responsibility broadens the scope of the
TEK
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Deletion recommended: TEK covered in #
17A

(] Deletion recommended: TEK covered in #
17A
<19} (18)
(A)
confidence of others by:
(i) explaining ethical considerations in providing information;
(i) protecting confidential information; and
(iii) determining information appropriate to obtain from a client o
(B) manage internal and external business relationships to fost
(i) explaining the nature of human resources regulations;
(i) explaining the nature of workplace regulations;
(iii) discussing employment relationships; and
(©) analyze the impact of ethical decisions.
€20y (19) The student acquires foundational knowledg egulations to understand their
nature and scope. The student is expecteg
(A) identify the legal issues affecting b
(B) investigate the impact of the legal I
25 (20) The student explains the civi e legal environment of business to demonstrate
knowledge of contracts
(A) identify the basic tg
(B) describe the natu
22 (21) The student explores ment of business to understand the diversity of
regulations. The student
(A) describe the nature of legal p
(B) discuss the nature of debtor-creditor relationships;
(©) explain the nature of agency relationships;
(D) discuss the nature of environmental law; and
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(E) identify the role of administrative law- ; and

(F) identify regulatory requirements affecting your business. Insertion recommended: previous TEKS
omitted application of concept

Revision recommended: Broaden the
scope of the concept of distribution.

23) (22) The student knows the scope and nature of that distribution i

expected to:

Insertion recommended: previous TEKS

(A) define effective channels of distribution strategies, including identify activities as
omitted application of concept

transportation, storage, product handling, and inventory control;

(B) explain how distribution can add value to goods, services, and intellectual Corrected verbiage

© determine costs associated with distribution.

24} (23) The student knows that marketing research is a specific inquiry to
expected to:

(A) identify benefits and limitations of marketing research;

(B) identify components of the marketing research process; -

(©) explain how to use the marketing research process in ordéfto : s, potential Revision recommended: Previous TEKS
markets, analyze demand, forecast sales, and make other d& 0 omitted market research on industry trends

&) use-appropriate-technology-to-deseri i ftercha i Deletion recommended: No longer

information-and-research-activities: relevant.
(D) identify sources of primary and secg
25).(24) The student knows the process of cO on to facilitate decision making. The
student is expected to:
identify sources-of prindfiee aclary-d onduct a market analysis Moved to TEKS #24D
ropriate technology to obtain information about | Deletion I{ecommended: TEKS #25A
the industry, cust§ covers skill
axnlainweh loa dats on: conduct an analysis of strengths, Deletion recommended: no longer relevant

weaknesses, opportuniti®

BE ¥ T2
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8130.346. Sports and Entertainment Marketing (One-Half te-0ne Credit).

examples-understand the forms of business; an

TEKS with edits Committee Comments

(@) General requirements. This course is recommended for students in Grades 9-12. Recommended
prerequisite: Principles of Business, Marketing, and Finance.

(b) Introduction.

1) CTE instruction provides content aligned with challenging academic standards
technical knowledge and skills for students to further education and succeed 4
emerging professions.

(2) The Marketing Career Cluster focuses on planning, managing, and pe ing marketing
activities to reach organizational objectives.

(3) Fhis-eeurse Sports and Entertainment Marketing will provide sgudents with adh@erough
understanding of the marketing concepts and theories that apply t@ Sports ##8Sperting-events and
entertainment. The areas this course will cover include basic marke cepts, target
marketing-and-segmentation, publicity, sponsorship, gndorsements, liCS@8R0, branding, event
marketing, promotions, spensership-proposals, and@EE N0 Hnplement@iin-of sports and
entertainment marketlng plans trategle his-coursEiil 3 dde studeRESan-oppo iy-to

4 Students are encouraged to participaigiFesa@licd learni periences such as career and
technical student organizations ang ip or ex rricular organizations.

(5) Statements that contain the wg i erence coni@ll that must be mastered, while
those containing the phrase "SHERg j L€ illustrative examples.

(©) Knowledge and skills.

1) The student demong 5 ] dards/employability skills as required by business
industry. Thes i :

(A) demonstrate < ion, time management, work ethics, professionalism, and
leadership.

D 2 The student knows § and explains how business satisfies economic needs. The
student is expected to

(A) categorize business activitiegsuch as production, marketing, management, or finance

(B)

© Moved to TEKS #14E

Sports and Entertainment Marketing
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A

and-understand the concept of economic impact;

Moved to TEKS #2H

S} i HApa fversity i Recommended deletion: Discussed in
B R e TEKS #15

(2) (3) The student knows the importance of marketing, as well as the functions of marketi
student is expected to:

(A) explain the marketing concept as it relates to sports and entertainment;

(B) describe each marketing function and how it relates to sports and entertaig

©

(D)

(E)

(F) Moved to TEKS #14F
explain the importance of market research and anal

©) illustrate the concept of positioning, and

(H) describe how international marketing haseiifected the sy 0 entertainment industry

) : impact-3 ek is-expected-to: Recommended deletion: Discussed in

TEKS #15

A) -

(B) de

4 : 0 Replace by TEK #1

A) -

) b3 ons-ane-lo

©) ations—ane-abe

©)(4) The student knows that distribution channel members facilitate the movement of products. The

student is expected to:

(A) explain channels of distribution for sports and entertainment marketing products; and

Sports and Entertainment Marketing
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(B)

describe activities of each channel member.

products.

6).5) The student knows that-finaneial-planning-is-necessary-for-the-marketer's-sueecessand Recommended change: financial
selveney—how sports and entertainment businesses achieve profitability. The student is expected | planning is not as relevant to the scope
to: of the course as is understanding how

to achieve profitability
(A) Recommended change: students
should apply their existing knowledge
of financial statements
B8) Recommended change: deleted TEK is
combined with TEK #6A, added TEK
that offers knowledge on how to
achieve profitability
(©) explain the relationship of perishability-te profit and loss to nment products Provide clarity in wording
H-(6) The student knows the marketing-information system. The student is
(A) explain-characteristicsand-purposes-of use a marke Recommended change: Reflects
business decisions; application
(B) identify bene Similar to TEKS #2F
7 explainthe useo Recommended deletion: Exceeds
decisions—and scope of course
) (B) analyze data used to make acc informed N@Biness decisions. Extends scope
@) The student knows pricing pehe . The student is expected to: Use “strategies” consistently
throughout TEKS
(A) compare and con Use “strategies” consistently
throughout TEKS
B) develop ertainment marketing strategy: | Recommended deletion: Exceeds
and scope of course
€ (B) analyze the price o ainment marketing products.
9.8 The student knows the & d processes of product planning. The student is expected to:
(A) describe stages of new-prodUet planning;
(B) define illustrate the product mix; and Reflects application of concept
©) identify stages of the product life cycle for new or existing sports or entertainment marketing

Sports and Entertainment Marketing

13




6).(9)

The student knows that successful marketers must develop, implement, and evaluate a
promotional plan. The student is expected to:

industry and how it relates impacts te today's marketplace;

(A) Identify, create, and demonstrate elements eompeonents of the promotional mix; such-as Reflects application of concept
ivertising visual handising. | seling:
8} demonstrate-visual-merchandising-techni Recommended deletion: Exceeds
seprecsedensond scope of course
€ (B) analyze a promotional plan for effectiveness.
&t he-studentknows-that-purchasing-o Recommended deletion: Exceeds
to: scope of course
A SRS RSSO AR E e RS0
8} explain-the-importance-ofidentifying-need
S demonstrate knowledge-ofthe-buying
and e imvices.
&2) (10) The student knows that various types of risks impa:
to:
(A) categerize-businessrisks identify business risks that ar d with sports and Recommended change: Reflects
entertainment business; and application specific to sports and
entertainment
(B) explain methods a sports and eni trol risks such-as-surveillance-and
5 ining.
&3) (11) The student identifies the role of importance in a private-enterprise
econemy sports and eg i \ss. The student is expected to:
(A) explain demen Q economic activity;
(B) describe the erchandising sports and entertainment products; and
(©) demonstrate stef 5 using sports and entertainment products-;
(D) understand the impd les; and
(E) develop a ticket sales stra a sports and entertainment product
&4 (12) The student identifies the nature and scope of sports and entertainment marketing. The student is
expected to:
(A) research and explain demenstrate knewledge-of- the history of sports and entertainment as an

Sports and Entertainment Marketing
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(B) distinguish-ameng identify sports and entertainment marketing terms;
©) list major environmental influences on sports and entertainment demand;
(D) research-sports-and-entertainment-marketing-formationand-define sports marketing and
entertainment marketing
(E) explain topics that impact legistation-that-tmpacts sports and entertainment marketi
legislation and ethics;
(F) research trends and emerging technologies affecting the sports and entertai Revision recommended: Students
industry; and should understand industry trends
©) explain the concept of competition for discretionary income
&5) (13) The student knows that a career in sports and entertainment mar,
demographics. The student is expected to:
(A)
(B)
© Recommended deletion: In TEKS
#14F
6 (14) The student knows that a career in sports and entertain
industry. The student is expected to:
(A) research careers in the sports and ; and
(B) list and describe businesses re
©) entertainme arketing.
&hH dership-and-organizationa 2 Replaced by TEK #1
A
(B)
5)
(B}
(£}
€F) 1 1 b
(S}
)

Sports and Entertainment Marketing

15




Replaced by TEK #1

Replaced by TEK #1

Replaced by TEK #1

aldaYalala RV allda) aman
SAv mivam A v

%w slogs 2 g 3 g°

The student identifies reasons a spo ] ainment QUSiness preperty would use marketing.
The student will be expected to:

(A) describe and simulate activitié 2 SP0ksmashcnicrtPment product property;
€ (B) understand why spQ d 2inMeE sinesses use marketing; and
B)(C) understand whyd88¥ns 1se marR8HRe |indcNd the importance of and key components of a
&) distinguish-the OfiiBrent roles-in-spo Moved to TEKS#
(D) explain and give exa W ng using sports and entertainment
(E) explain and give examplg of IT eting of sports and entertainment
%—(1_6) alal '=ll 'A' elle'- elleel-l e alal -'-l 'lsl'l= 'llll' Q0 l'lel e
each-The student understands the impact event marketing has on the sports and entertainment
industry. The student is expected to:
(A) probe-the-compenents-of-the-eventtriangle-define event marketing.

Sports and Entertainment Marketing
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(B)

deseribe-the-exchanges-developed-in-the-eventtriangle;—explain and provide examples of how

event marketing attracts all three components of the event triangle (event, sponsor, and

spectator), and

© explain-the-efects-of-media-broadeasting-on-the-event-triangle—develop an effective event

marketing strategy for a sports and entertainment product.
©23)(17) The student has an understanding of sponsorship proposals and contracts. The st

to:

(A) identify components and content for a sponsorship proposal;

(B) define and explain sponsorship issues;

(©) categorize costs associated with a sponsorship;

(D) identify types of sponsorship sales and relationship developm

(E) examine benefits of sponsorship opportunities; and

(F) explain laws that may effect affect a sponsorship ag

24 (18) The student has an understanding of endorsement co ed to:

(A) identify components of endorsement contracts;

(B) discuss issues related to celebrity behayi

(©) research the rationale for a business { contracts.

define branding;

differentiate between

The student understa i ce of licensing. The student is expected to:

define licensing;

distinguish between licensor & licensee;

explain the advantages & disadvantages; and

B 6| E | B B B B &l Bk

identify examples of licensing in sports and entertainment

Sports and Entertainment Marketing
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@

The student knows the effect the fan experience has on the success of a sports business. The
student is expected to:

(A) explain how promoting and implementing a positive fan experience impacts revenues;

(B describe situations that impact the fan experience;

© describe the concept of the fan/ spectator experience;

(D) define the term game operations;

(E) explain the role of game entertainment in the sports business;

(F) define game attractiveness;

©) Identify game involvement activities that enhance fan experience;

(H) create a game operations plan to increase game attractiveness.

(22) The student understands the importance of effectively communica ation with
customers, media, and fans. The students is expected, to:

(A) explain why communications in sports and entertai

(B understand issues that impact the business of sports a

© define media;

(D) understand the importance of media

(E) define publicity;

(F) differentiate between publicity § ns and community relations;

©) create a press release;

(H) create a press Kit;

0] simulate a pre

(23) The student urs DT successful entertainment marketing. The student is
expected to:

(A) discuss the different ¥ glrnment distribution

(B) identify strategies to mark tainment products

©) explain the promotional value of entertainment awards.

Sports and Entertainment Marketing
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Social Media Marketing (One-Half Credit)

TEKS with edits Committee Comments
(a General requirements. This course is recommended for students in Grades 11-12. Recommended
prerequisite: Principles of Business, Marketing, and Finance or any Marketing course
(b) Introduction.
1) CTE instruction provides content aligned with challenging academic standards and re technical
knowledge and skills for students to further education and succeed in current or e
professions.
2 The Marketing Career Cluster focuses on planning, managing, and performy arketing activi
reach organizational objectives.
(3) Social Media Marketing is designed to look at the rise of social medj
integrating social media tools in their overall marketing strategy. Th
marketing community measures success in the new world of social med
how to manage a successful social media presence for an oranlzatlon tec
customer and consumer buy-in to achieve their marketin
social media platforms to engage consumers, monitor and
(4) Students are encouraged to participate in extended learning
student organizations and other leadership or ex )
(5) Statements that contain the word "includi ¥l must be mastered, while those
containing the phrase "such as" are intg i N examples.
() Knowledge and skills.
1) The student demonstrates professional standards/employability skills as required by business
industry. The student is expected to:
(A) demonstrate skills such on, i nagement, work ethics, professionalism, and
leadership.
2 The student knows the nature and scope of social media marketing. The student is expected to:
(A) differentiate between i d out-bound marketing;
(B) explain the nature of in-bo
©) identify the various social medi orms and purposes;
(D) define social media marketing;
(E) identify and describe significant trends in the development of social media;
(F) understand how the development of social media has shaped online media and communications; and

Social Media Marketing
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describe the social media marketing ecosystem and its impact on traditional marketing strategy.

B b

The student knows the legalities, ethical implications, and risks associated with social media
marketing. The student is expected to:

(A) apply legal boundaries and concepts affecting social media;

(B analyze ethical guidelines and codes of ethics to explain how or why they are important al
media organizations;

© identify risk factors associated with social media marketing;

(D) explain the concept of real time marketing; and

E) discuss the ramifications of real time marketing. /

(4) The student knows how to critically evaluate social media and digital marketing tools. The student is
expected to:

(A) evaluate and understand how social media has influenced the function of

(B evaluate and understand how social media has evolved a

© analyze and evaluate social media’s influence on others a

(D) identify potential risks, advantages, and limitations of digita

©) The student knows that strategic planning is essential to the success of social media marketing. The
student is expected to:

(A) define the social media marketing

(8 understand participation as a key ele

© understand how to integrat i i ting into the Integrated Marketing Plan to promote
brand/company awaren

(D) develop a social m

(6) The student demonstrates how to use social media as a marketing tool. The student is expected to:

(A) analyze, evaluate, and ¢ tion effectively through social media.

L using social networks asam , such as Facebook, LinkedIn, Twitter

ii. using social publishing as a mark&hg tool, such as Instagram, Pinterest, Tumblr

lii. using social entertainment as a marketing tool, such as YouTube, Flickr, Vine

Iv. using social commerce as a marketing tool, such as Groupon, Yelp!, 4Square

V.

using emerging social media

Social Media Marketing
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The student knows how to use mobile marketing as a marketing tool. The student is expected to:

understand the nature and scope of mobile marketing

identify advantages and disadvantages of mobile marketing

olREE

demonstrate an understanding and the ability to use mobile marketing tools, such as SMS/ . OR
codes, phone applications (“Apps’™), and mobile optimized websites.

()] The student will be able to measure the success of a social media marketing plan. The student is
expected to:

A . . L. . v

(A) explain the role of social media in marketing research

(B) understand the nature and scope of social media analytics

©) measure the success of social media marketing strategies using anal data l

©)] The student knows that a career in social media marketing requires knowledge of the industry. The
student is expected to:

(A) research and describe careers in the field of social media

(B) research employment trends in the field of social media m4
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8130.342. Advertising and-Sales-Prometion (One-Half to-One-Credit).

TEKS with edits Committee Comments
(@) General requirements. This course is recommended for students in Grades 9 — 42 10. Recommended Encourage students to not wait to get credits
prerequisite: Principles of Business, Marketing, and Finance. in at the last minute.

(b) Introduction

1) CTE instruction provides content aligned with challenging academic standards and relev
knowledge and skills for students to further education and succeed in current or emerqi

(2) The Marketing Career Cluster focuses on planning, managing, and performing m
reach organizational objectives.

(3 Advertising and-Sales-Prometion is designed as a comprehensive introducti

overview of how communlcatlon tools can be used to reach té

knowledge.
(4 Students are encouraged to participate in extended Iearnmq expe
student organizations and other leadership or extr
(5) Statements that contain the word "including”
containing the phrase "such as" are intendeg
(©) Knowledge and skills.
(1) The student demonstrates professional star® / Pas required by business industry.
The student is expected to:
(A) demonstrate skills suc
leadership.
@ he ctudent knaws by ntis | Taught in Principles of Business, Marketing
Crmpetodbios and Finance.
(A) ategorize-business-a Taught in Principles of Business, Marketing
and Finance.
(B) axnlain-the interdenendence ea i activityv-has-with-marketing: Taught in Principles of Business, Marketing
and Finance.
©) Taught in Principles of Business, Marketing
and Finance.
) ; Move to (7).
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&) Move to (8).
) The student knows the importance of marketing as well as the functions of marketing. The student is
expected to:
& explain-the-marketing-coneept; Covered in (2)(B).
BX(A) recognize marketing functions and how they relate to advertising;
€ (B) explain how each component of the marketing mix contributes to successful i tising; Fits course name.
b3 (C) identify the importance of target markets; and
&) describe-advantages-and-disadvantages-of-market segmentation-and-ms Covered between (2)(D) and (2)(F).
¢ (D) research trends and emerging technologies affecting advertising marketi
©) The student knows the impact and value of diversity. The student is expé to:
(A) differentiate express elements of culture and discuss the need for underste ding [tural diversity; update wording
and
(B) identify how diversity affects sports-ane-entertai RS crtising st Looks like former typo. Not SEM class.
4 he-student-knows-ho Covered in a Practicum Course such as
“Practicum in Marketing | or 11.”
[ explainandp 2 Covered in a Practicum Course such as
customers: “Practicum in Marketing | or II.”
B) Da pate-in-leade E Covered in a Practicum Course such as
chambers of commerce—and “Practicum in Marketing I or I1.”
©) identify-the roleofp Move to (9).
T
€ (4) | The student knows that di el membe ilitate the movement of advertisement plans. Specific to advertisement.
The student is expecteg
(A) explain channels of d g marketing plans including print, broadcast, and Specific to advertisement. Strike out
digital media; and ambiguity.
(B)
6) Covered in Entrepreneurship.
) Covered in Entrepreneurship.
B Covered in Entrepreneurship.
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© discover-the relationship-of perishability to-profit and-loss. Covered in Entrepreneurship.
€ (5) | The student knows the nature and scope of advertising marketing. The student is expected to:
(A) demonstrate knowledge of the history of advertising as an industry and how it relates to today's
marketplace;
8 distinguish-among-advertising marketing-terms; Ambiguous
() (B) st discuss major environmental influences that impact advertising; Clarify purpose/wording.
demand:
b3 (C) research the advantages and disadvantages of the types of advertising + Clarify purpose/wording.
) (D) explain-legistation-that-impacts-advertising—illustrate how international egislation is an environmental influence.
advertising industry. epeats (7)(C).
) (6) | The student knows that a-career-in advertising rarketing requires knowle Delete unnecessary words.
student is expected to:
(A) explain how the use of demographics has influenced the ig
(B)
<) odu¥ Move to (21)(B).
©) dvertising marketing activities. | Moved from (1)(E).
) (1) | The student analyzes knows that a career in ires knowledge of the industry. Clarify meaning and aim.
The student is expected to:
(A) research careers in the advertising Delete unnecessary word.
(B) Clarify
©) Moved from (4)(C).
€0} (8) | The student demonstra Clarification
staff-turnever—The studen
(A) introduce employ the of selling including prospecting, pre-approach, approach, Update to reflect current terminology.
presentation, overcoming ob Pse, and follow-up; and
th approach-thecustomer; Clarification/Breakout not needed here.
€ determineneeds; Clarification/Breakout not needed here.
tih present-the product; Clarification/Breakout not needed here.
) overcome-objections; and Clarification/Breakout not needed here.
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Clarification/Breakout not needed here.

Does not belong.

Does not belong.

/D RCIR

Does not belong.

B

—~
~

Moved from (21)(C) Fits better here.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

T E P 3 B OB B F P E

VA: Standards pertinent to a work-based
learning program.

VA: Standards pertinent to a work-based
learning program.

S
B

rces to research careers in advertising and
e student is expected to:

The student evaluates and
Sales -n. h she

CRS

z

use multimedia resources suU¥ net to research careers in advertising and

Sales Nformationalte es—and-te hnical materia o-review and annhs infg

seumes—ter—eeeupaﬂenal—tasks ane

CRS

(B)

|dent|fy busmesses related to advertlsmq and sales eva#uate—the—mhabﬂ%rd—em&b#ﬁy—ef

CRS
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2).(10) | The student develops and delivers formal and informal presentations using appropriate media to engage
and inform audiences. The student is expected to:

(A) prepare oral presentations to provide information for specific purposes and audiences;

(B) identify and prepare support materials that will enhance an oral presentation; and

(©) deliver an oral presentation that sustains listener attention and interest.
&4 (11) | The student applies active listening skills to obtain and clarify information. The student j d to:

(A) interpret a given verbal message of information; and

(B) respond with restatement and clarification techniques.
&5} (12) | The student knows the marketing-information system. The student is expe

(A) explain characteristics and purposes of a marketing-information sys

(B) identify benefits and limitations of marketing research; and

) explain-the-use-of inventory-control-information:and Not pertinent to advertising or sales.
63 (C) analyze data used to make accurate forecasts.
€6} (13) | The student knows pricing policies, objectives, and strategies.

(A) compare and contrast pricing policies; and

8} i i Not pertinent to advertising or sales.
() (B)
&4 (14) | The student knows the elements and proce e student is expected to:

(A) describe stages of new-prod

(B) analyze define produc Increased Bloom’s Taxonomy Level.

(©) identify stages of new or existing advertising marketing plans.
€8} (15) | The student knows that sU@ t develop, implement, and evaluate a promotional plan.

The student is expected to:
(A) identify components of the p iX such as advertising, visual merchandising, and personal
selling;

(B) demonstrate visual merchandising techniques for advertising marketing goods, services, or ideas; and

©) analyze a promotional plan for effectiveness.

£9) No longer applicable to industry

terminology.
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No longer applicable to industry
terminology.

No longer applicable to industry
terminology.

No longer applicable to industry
terminology.

(A) categorize business risks; and
(B) explain methods a business uses to control risks such as surveillance and sa
5 (17) | The student knows the role of selling in a private enterprise economy. The
(A) explain how selling contributes to economic activity;
4B} Pertains to retailing.
© | demen Move to (10). Fits better there.
(18) The student knows how technology affects advertising. The s Reflect current trends.
(A) examine how social media contributes to adverting. Reflect current trends.
(B) research the use of technology in advertisin Reflect current trends.
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8130.343. Fashion Marketing (One-Half to-Ore-Credit).

TEKS with edits Committee Comments

(@) General requirements. This course is recommended for students in Grades 9-12 9- Change to grades 9 — 10
10. Recommended-prerequisite: Principles of Business, Marketing, and Finance. Remove recommended

ntroduction. Fashion Marketing is designed to provide students with knowledge of the vari
(0) | Introduction. Fashion Marketing is designed t de students with knowledge of th

functions in the fashion industry. Students in Fashion Marketing will gain a working know
promotion, textiles, merchandising, mathematics, selling, visual merchandising, and car

(©) Knowledge and skills.

1) The student demonstrates professional standards/employability skills as requirceg@ business and

industry. The student is expected to:

demonstrate skills such as communication, time management, work: ICs, professd@@@lism, and
leadership.

ud OWS-busi and-how-busi isfi i ) i Taught in Principles of Business, Marketing
and Finance.

Taught in Principles of Business, Marketing
and Finance.

explain-the-interdependencees i activd as-with-ekkefie:- Taught in Principles of Business, Marketing
and Finance.

Taught in Principles of Business, Marketing
and Finance.

Move to (15)(G).

atiopakize-the-ma i P Covered in (2)(B)

(a)
&
A
B8)
©)
(2) The student knows the importance.and functic marketing. The student is expected to:
A
8} (A)
©)
B}

describe each mar it relatesito the fashion industry;
avnlain how e uecessful-marketing: Covered in (2)(B)
employ-concep eting-strategies-to-a-selectaudience | Repeats (2)(E) and may be too ambiguous.
- order tofacilits 3 1g setivities,
& (B) describe advantages and disadvantages of market segmentation and mass marketing; and
i (®)] research trends and emerging technologies affecting fashion marketing.
®3) The student knows the impact and value of diversity. The student is expected to:
(A) explain elements of culture and the need for understanding cultural diversity; and
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(B) identify how diversity affects fashion.
(4) The student demonstrates the use of oral and written communication skills in creating, expressing, and
interpreting information and ideas, including technical terminology and information. The student is
expected to:
) A —J are removed because they are
demonstrated in K
VA; standards are taught unintentionally
within other standards and do not need to be
taught separately on their own.
B Same as above
€S ocateo Same as above
&) evaluate Same as above
5 HSE-€0 Same as above
) develop Same as above
S Aterpre Same as above
= app Same as above
V) develop Same as above
& en-an Same as above
< (A)
5 he-studen OV 0-3CComp Employability skills already covered in
arkating-ob beginning.
8) Darticip
© explain or-unionsih-the-fashion Does not exist in Fashion Marketing.
e
€6} (5) | The student knows that distribution chiannel members facilitate the movement of products. The student is
expected to:
(A) explain channels of distribution for fashion products;
(B) describe activities of each channel member in the fashion industry;
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(©) acquire knowledge of distribution systems to understand their role in retailing; and
(D) assess distribution strategies to improve effectiveness and minimize costs.
32; Taught in Principles of Business, Marketing
and Finance.
Ay Taught in Principles of Business, Marketing
and Finance.
8} Taught in Principles of Business, Marketing
and Finance.
€8} (6) | The student knows the marketing-information system. The student is expected
(A) clarify-characteristies-and define the purpose of a marketing-informati larification
(B) identify benefits-and limitations of marketing research; Clarification
(©) explain the use of inventory control information Clarification
deeisions:-and
(D) analyze data used to make accurate retail forecasts.
€ ()| The student knows concepts and strategies used in determining : ximize return
and meet customer's perceptions of value. The student is expecte
(A) employ pricing strategies to determine pri
(B) develop a sample credit policy that co
(©) analyze the price of a fashion prod
€0} (8) | The student knows merchandising concepts'e ’esses used In obtaining, developing, maintaining,
and improving a product or servi espond
(A)
8) Merchandising is separate from Marketing.
c) (B)
) (C)
& (D) position products and services e desired business image.
&5 (9) | The student knows that a successful marketer must communicate information on retail products, services,
images, and ideas to achieve a desired outcome. The student is expected to:
(A) demonstrate methods of advertising to communicate promotional messages to targeted audiences;
(B) use special events to increase sales;
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(©) display visual merchandising techniques to increase interest in product offerings;
(D) implement display techniques to attract customers and increase sales potential; and
(E) manage promotional activities to maximize return on promotional efforts.
€2} (10) | The student knows that purchasing occurs as steps in a continuous cycle. The student is expecteg ?
(A) distinguish between buying for resale and buying for organization use;
8 i i ifvi i Repeats (12)(C)
3 (B) demonstrate knowledge of the fashion buying process such as preparing a buyiag plan, comple
purchase orders, and processing invoices.
3 he-student-knows-tha oUStynes-o Faught in Principles of Business, Marketing
and Finance.
(] categorize-businessrisks:and Taught in Principles of Business, Marketing
and Finance.
) axnlain-methods a business uses to-controlri . Irrelevant to course.
&4 (11) | The student demonstrates an understanding of concepts and ac mine clientineéeds and wants Condense language
and responds through planned, personalized communication to decisions and enhance
future retail opportunities. The student is expected to:
(A) acquire product knowledge to communicatg genefits a |t ensure appropriateness of product
for the customer; and
(B) employ sales processes and technig 0 enhancegustomer relati ips and to increase the
likelihood of making sales.
< describe supportactiviti Repeats in (14)(B)
B ollect navmen io1a “ actions—and Irrelevant to course. Important to retailing.
auide-s3 1&\ andSOPhinimize staff turnove Repeats in (14)(B)
&5} (12) | The student knows the na bn. The student is expected to:
(A) explain the importance 0
(B) demonstrate knowledge of fa y and how it relates to today's fashions;
(©) distinguish among fashion terms as fashion, style, and design;
(D) list major environmental influences on fashion demand;
(E) research fashion information; and
(F) explain legislation that impacts the fashion industry-: and
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describe how international marketing has affected the fashion industry. Moved from (1)(D).

Irrelevant to this course. Relevant to
Fashion Design.

Irrelevant to this course. Relevant to
Fashion Design.

Irrelevant to this course. Relevant to
Fashion Design.

Irrelevant to this course. Relevant to
Fashion Design.

Irrelevant to this course. Relevant to
ashion Design.

B B 8 F P gl

Irrelevant to this course. Relevant to
Fashion Design.

&4 (13) | The student knows that a career in fashion marketing requires knowledge of th
expected to:

stry. The student is

A

(A) research careers in the fashion industry;
(B) list and describe businesses related to the fashion industry; a
(©) delineate components of softlines such as sp A footwea anc men's and children's fashions.
8 he-student-knows-that apre i iniEReducs ication-to Limited/No Certifications and/or
orepare for emoloviment in m m ad-to: certifications are not accepted by fashion
industry
s identifytraining—ed i ements-foroteupational-choice: Same as above
B barticip . Hrogra and Same as above
© Drepare mm ea- Same as above
9} (14) | The student demonstra ge and skills required to pursue the full-range of
postsecondary education a 5. The student is expected to:
N demonstrate use of relatioF . oS o-hotegqual-to—greater-than—andless-than: Unrelated to Fashion Marketing.
B} (A) apply data and measurements te a problem; and
3} (B) analyze mathematical problem statements for missing or irrelevant data;
B} . . : Unrelated to Fashion Marketing.
=) analyze-data-when-interpreting-operational-documents. Unrelated to Fashion Marketing.
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Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

Addressed in employability skills sections.

BEE BT P ORI 3P EoEE B

Addressed in employability skills sections.

Move to 20
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§130.347. Practicum in Marketing | Bynamics (Two to Three Credits). ﬂCommented [TC1]: Change name to “Practicum in Marketing I”

to be consistent with other career cluster practicums.

TEKS with edits i omments
@ General requirements. This course is recommended for students in Grades 11-12. Recommended i
Prerequisite: Principles of Business, Marketing, and Finance.
(b) Introduction.
all school districts.
(@) CTE instruction provides content aligned with challenging academic standards and releva

technical knowledge and skills for students to further education and succeed in current or
emerging professions.

(@) The Marketing Career Cluster focuses on planning, managing, and performing marketing activiti
to reach organizational objectives.

©) Marketing is a series of dynamic activities that focus on the customer to gengra
exchange. Students gain knowledge and skills that help them to be proficient
marketing functional areas associated with distribution, financing, marketing i
management, pricing, product planning, promotion, purchasing, risk manageme
skills. Students integrate skills from academic subjects, information technology,
communication, and management training to make responsi s. Fhis-cod

paid-or-unpaid-career-preparation-experience- e pracii paid or unp

for students participating in a coherent sequence of ourses in m ing.

4) Students are encouraged to participate in extendg ¥ such as career
technical student organizations and other leaders

(5) Statements that contain the word "including" referert Pt must be masteresr, while those
containing the phrase "such as" are intended as possiblé pLive examples.

(c) Knowledge and skills.

(@) The student demonstrates profg ; ability as required by business
industry. The student is exg

(A demonstrate skills sucf ement, work ethics, professionalism,
and leadership.
& he-studen j reeds—Fhe | VA: Covered in prerequisite course.
) ategori VA: Covered in prerequisite course.
B explain-the-interdependenceea j activity e VA: Covered in prerequisite course.
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GGG

@ The student knows the nature of business and shows its contribution to society. The student is
expected to:
) comprehenc the ramifications of business-conduict
(B) distinguish ways that businesses contribute to society theicommunity;
©) : e repetitiveness between (2)(B)
)(C)
) (B) explain the importance of social responsibility date TEK to reflect current
y
£ (©C) describe types of business activities;
& (D) explain the organizational design of businesses;
©(E) discuss the global environment in which businesses op
() depict factors that affect the business environme Condense repetitiveness between (2)(H)
and (2)(I)
o Condense repetitiveness between (2)(H)
and (2)(1)
©) The student demonstrates the importance of marketing
student is expected to:
(A) explain the marketing concep
(B) describe each marketing pg concept
Q) The student analyzes the ombination of the decisions about
product, price, place, promo
(A) explain how each componen tributes to successful marketing; and
(B) illustrate the importance of mark
®) The student knows the concepts and strate 0 determine target markets and market

identification. The student is expected to:
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(A) explain the importance of target markets;
(8 compare and contrast advantages and disadvantages of market segmentation and mass
marketing;
© distinguish among geographic, demographic, psychographic, and behavioral
segmentation; and
(D) explain the nature of marketing planning:.
& perform-market-analysis: oved to “Practicum in Marl
(Intended 2" year course) for V.
& Het-a Wea acticum in Marketing |
rrarketing-planning-process:-and " year course) for VA
©) create-a-marketing-plan: d to “Practicum in Marketing 11
ended 2" year course) for VA
(6) The student applies mathematical concepts in marketing. The student is exp,
(A) execute calculations involving money, time, space, materials, and data;
(B) interpret charts and graphs to make informed marketing decisions;
© use formulas and equations to determine price, profit, costs, and break-even
By recognizerelationships-among-numbers; VA: Repeated TEK from curriculum
taught in earlier year of school.
Committee also felt this is not significant
to marketing.
(5 (D) perform mathematical operations;
) E) predict reasonable estimations;
© (B) create mathematical models from rea
¢ (G)
Ul Covered in “Practicum in Marketing 11
(Intended 2" year course) for VA
& Covered in “Practicum in Marketing 11
(Intended 2" year course) for VA
S VA: Repeated TEK from curriculum
taught in earlier year of school.
U] The student integrates listening, reading, Wwriting, and nonverbal communication skills
effectively. The student is expected to:
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(A)

communicate effectively in a business setting;

)
) (B) use technology in receiving and sending business communication such as email, business
letter using correct grammar, spelling, punctuation, and format;
(=@ apply written directions to achieve tasks;
& (D) analyze company resources to ascertain policies and procedures;
) E) employ communication styles appropriate to target audience;
©) (R handle telephone calls in a businesslike manner;
S R Se repetitiveness between (7)(H-
4 (©G) Prepare and present effective oral presentations to provide information f cific purposes se repetitiveness between (7)(H-
and audiences; and
@ identify-support-materials that witl-enhance-an-oral-presentation: titiveness between (7)(H-
5] se repetitiveness between (7)(H-
L)
& Condense repetitiveness between (7)(H-
L)
M) (H) Better terminology
®) The student knows how to use self-developmentt
marketing objectives. The student is expected to:
(A)
(B)
©
(D)
9)
(A) CRS
(B)
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describe-the-scope-of-the-Internet-inthe-marketing-function;

3 (C) perform web-search skills;
& (D) demonstrate word-processing skills;
©) (R Use understand database applications; and
HH-G) execute spreadsheet applications.
(10) The student recognizes that careers are ever changing and require continual self-assessment,
research, and preparation to develop and implement responsible decisions. The student is €,
to:
N ed components into three new
)
© ponents into three new
&) ed components into three new
portfolio standard
S Combined components into three new
portfolio standard
| usemultipleresources tolocate job-oppe Combined components into three new
portfolio standard
) Combined components into three new
portfolio standard
) Combined components into three new
portfolio standard
o Combined components into three new
portfolio standard
(A) Portfolio contains components covered in
A-1
B) Portfolio contains components covered in
A-l
& © Erstand interview skills. Combined components into three new

portfolio standard
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Wl

three new

&) ts into three new
(1) The student knows the importance of emerging trends and technologies in marketing. The student
is expected to:
A) discuss trends affecting marketing; and
(B research emerging technologies in marketing.
(12) The student knows the impact and value of diversity. The student is expected to:
*) identify-the-effectof languages-other-than-English-on-marketing; repetitiveness between (12)(A)
6B} (A) explain how diversity affects marketing; and
©}(B) probe the impact of multiculturalism and multigenerationalism on mar
(13) The student knows that marketing begins with a working knowledge of econg@
student is expected to:
A) expound on characteristics of economic goods and services;
(B) identify economic needs and wants;
© explain the concept of utility and cite examples o
(D) describe the function of prices in markets; angd
(B) clarify how the interaction of supply and de
(14) The student knows that a nation's economic system | by at is produced, how it is
produced, and how it is distributed. The ent i
(A) compare and contrast how ecg a si C guestions;
(8 explain why most econog
© determine the relatio
(15) The studen bndent decisions by businesses Eliminate repetitive wording
exerers&eensumer—eheleewmand is0.c } i Ii| , i nt. Thé studnt i’s epece o:
(A) determine characteristics of a private
(B) expound-on explain the advantages and digsadvantages of private enterprise; and Better terminology
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Condense repetitivel tween (15)(A)
and (15)(C)

) listexamples-of competitive business situations-and Similar/same
& ©) identify examples of competitive business situations such as price or nonprice competition.
(16) The student knows that economic factors gross domestic product, standard of living, consumer
price index, and unemployment figures help influence a company’s marketing strategies measure
whether an economy/business is accomplishing its goals. The student is expected to:
(A) identify economic measurements used to analyze an economy;
(B) research how economic measures are used in a market economy;
© describe the concept of price stability as an economic measure;
) interpret the measure of consumer spending as an economic indicator;
® examine the impact of a nation's unemployment rates; and
() describe the economic impact of inflation on business;.
() iHustrate-unemployment-and-inflation-tradeoffs: petitiveness between (16)(A)
(16)(F)
= portray-the economicimpactof-interest rate-fluctuations; Condense repetitiveness between (16)(A)
through (16)(F)
0 determine-the-impact-of b Covered in 17
= Mmarize the concent o Condense repetitiveness between (16)(A)
through (16)(F)
an The student knows that changes in the economy i S on, and
recovery that may be collectively referred to as the bl 8. The student Is €Xpected to:
(A) explain the concept of business
(B) describe the impact that pha m\ g have 0 gconomys. ane
= illustrate economic indi ¥ that can impact matkebing activig covered in 16
&8) he-student-kno h uden Moved to Practicum Marketing 2
e
(AY distinauish-between-imbo Moved to Practicum Marketing 2
B) arify the interdenendence o Moved to Practicum Marketing 2
© analyze-advantage Moved to Practicum Marketing 2
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2
@iﬁﬁﬁﬁ

The student knows that distribution systems facilitate the movement of products. The student is
expected to:

BFOCESS

QY understand channels of distribution; ane
(B) evaluate-a distribution-plan:
€26 (19) The student knows the characteristics of distribution and the that involves activities involved.
associated with the physical movement or transfer of ownership of products from producer to
consumer. The student is expected to:
(A) identify physical distribution activities; and
(B) determine costs associated with distribution.
24 (20) The student knows that distribution involves stock handling and inventory contrg
expected to:
A) describe the receiving process; Collapse in 20
(B) relate types of inventory systems; Collapse in 20
© evaluate inventory shrinkage; and Collapse in 20
(D) rationalize the impact of technology on invento Collapse in 20
()} VA with Principles of Business,

Marketing/Finance and Entrepreneur
Course

VA with Principles of Business,
Marketing/Finance and Entrepreneur
Course

VA with Principles of Business,
Marketing/Finance and Entrepreneur
Course

VA with Principles of Business,
Marketing/Finance and Entrepreneur
Course
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E)
)
)
&+
& | investigatenrocesses-used-to-acauire-adegua rinciples of Business,
inance and Entrepreneur
& determine-a-venture's-human-resource-needs; Principles of Business,
arketing/Finance and Entrepreneur
Course
< VA with Principles of Business,
Marketing/Finance and Entrepreneur
Course
S VA with Principles of Business,
Marketing/Finance and Entrepreneur
Course
23) (21) The student knows that marketers used ent and fina ervices to achieve goals and ?
objectives. The student is expected
(A) illustrate types of financi vices; and
(B) explain the purpose o edit contract.;-and
© j j Covered in Banking / Finance Course
@24 (22) The student knows the concept of g and strategie d in determining and adjusting price.
The student is expected to:
QY state goals of pricing;
(B) identify factors affecting pricing;
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©

explain how pricing affects product, place, and promotion decisions;

(D) compare and contrast pricing policies;
® calculate a product's price;
F describe the role of business ethics in pricing;
(G) explain the use of technology in the pricing function; and
(H) analyze legal considerations for pricing.
25) (23) The student understands the promotional concepts and strategies needed to communicate
information about products, services, images, and ideas to achieve a desired outcome. The
is expected to:
(A) explain the communication processes as used in promotional activities;
(B) evaluate types of promotion;
© consider understand the concept of promotional mix; oom’s Taxonomy level
(D) define the role of promotion as a marketing function;
& Hist the-elements-of the-promotional-mix: ication of 25 (C)
) E) describe the use of business ethics in promotion;
() j i Covered in 9
= (F)
o Covered in 26 (A)
& Covered in 25 (K)
< (G)
5 (H)
o4 (1)
26) (24) The student knows that ad 8ing i i munication about an
identified sponsor's produ e
(A)
(B)
©
27 (25) The student knows that business risk is the passibility of loss or failure. The student is expected to:
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(A)

categorize business risks; and

(8 interpret how various types of risks impact business activities.
28} (26) The student knows that marketers responsible for risk management follow a process to decide the
best strategy to deal with each risk. The student is expected to:
(A) evaluate security precautions; and
(B) demonstrate knowledge of safety precautions and-skills related-to-health-and safety in the and clean up.
workplace.
29 (27) The student knows what influences customers before they make a purchase. The student is
expected to:
(A) differentiate among a feature, an-advantage; and a benefit; arketing terminology
(B) compare and contrast between consumer and organizational buying behavior;
© determine customer needs and wants;
(D) classify buying motives; and
® analyze how customers and organizations apply the decision-making proc
& identify-major-influences-on-buying behavior-and din 29 (A) thru (E)
S acquire-information-about-customerneeds: Covered in 29 (A) thru (E)
30)-(28) The student knows how marketers use the selling proce
(A) locate product information; and
(B) illustrate the sale process. 2 Condensed 30 (C-G) into (A-B)
..... Condensed 30 (C-G) into (A-B
©) densed [
Condensed 30 (C-G) into (A-B
(=} densed [
& Condensed 30 (C-G) into (A-B)
Condensed 30 (C-G) into (A-B
> densed [
Condensed 30 (C-G) into (A-B
) densed i
65 (29) The student understands the techn I to foster positive, ongoing
relationships with customers to enha " The student is expected to:
A) explain the nature of positive custome
(B) describe a customer service mindset;

Practicum in Marketing

44



©

explain the management role in customer relations;

(D) identify a company brand promise;
® explore ways of reinforcing company image through employee performance; and
>
(&} red in 32 (A-1)
th (F) describe the use of technology in customer relationship management.
32) (30) The student knows the responsibility of businesses to know and abide by workplace laws, tra
regulations, and ethical behavior that affect business operations. The student is expected to;
(A) apply ethics to demonstrate trustworthiness;
B) explain the nature of business ethics;
&y demonstrateresponsible-behavior_honestyintegrity:
(>1(@)] describe legal issues affecting businesses;
5 (D) defend the nature of human resources regulations;
B explain the nature of workplace regulations such as Occupational Safety an
Administration and statutes such as the Americans with Disabilities Act;
©) (F) discuss employment relationships;
H (G) illustrate the nature of trade regulations; and
& (H) describe the impact of antitrust legislation.
£33 (3L The student applies ethical reasoning to a variety 6 e ethical
decisions. The student is expected to:
) analyze alternative-responses-to-y Covered in 33 (B)
employer-policies;
B} (A) evaluate alternative respg
ethical responsibilitie
©}(B) identify personal and lo
) depict personal-and-long-terh Covered in 33 (C)
& ©) investigate the most appropriate
considerations; and
() explain-the-most-approp g Covered in 33 (E)
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demonstrate responsible behavior, honesty, integrity, and ethical work habits.

Moved from 32 (C)

8432 The student completes required training, education, and certification to prepare for employment in
a particular career field. The student is expected to:
A identify training, education, and certification requirements for occupational choice; and
B) participate in career-related training or degree programs;. ané
<) prepare-for-licensure-orcertification-in-a-chosen-oceupational-area: e...no certifications
(33) The student knows the elements and processes of product planning. The student is expected to: dded from Practicum in Mark
(A) explain the nature and scope of product planning; racticum in Marketing
(B) relate product-mix strategies to meet customer expectation; Practicum in Marketing 2
© define the product life cycle. from Practicum in Marketing 2
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§130.348. Practicum in Marketing 11-Dynamies (Two to-Fhree Credits).

TEKS with edits ments
@) General requirements. This course is recommended for students in Grade 12. Prerequisite: Practicum in site is for the student
Marketing | Marketing-Dynamics. Recommended corequsisite: Practicum in Marketing Field that has a fi outside of the
Experience. school se
(b) Introduction.
(€] CTE instruction provides content aligned with challenging academic standards and relevant technical
knowledge and skills for students to further education and succeed in current or emerging professions.
2 The Marketing Career Cluster focuses on planning, managing, and performing marketing activities
reach organizational objectives.
(€] Through course required employment, students gain knowledge and skills that help them become
proficient in one or more of the marketing functional areas. Students will illustrate appropriate
management and research skills to create the marketing mix. This course covers techngleg
communication, and customer-service skills. The practicum is designed to give stud
practical application of previously studied knowledge and skills. Practicum experience
variety of locations appropriate to the nature and level of experience. The practicum cot
unpaid experience for students participating in a coherent sequence of career and techni
courses in marketing education.
4 Students are encouraged to participate in extended learning experieg
student organizations and other leadership or extracurricular orgg
(5) Statements that contain the word "including" reference conteg
containing the phrase "such as" are intended as possible il
© Knowledge and skills.
(€] The student demonstrates professional standards/employabilit
The student is expected to:
(A) demonstrate skills such as communic s, professionalism, and
leadership.
(1) | Thestudent knows business-concent@BRel how by Covered in prerequisite classes.
A) Covered in prerequisite classes.
(B) Covered in prerequisite classes.
2 clarification
A) explain the relationship among goals, tactics, and gies pertaining to the marketing mix; and
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research HHustrate factors that may cause marketing strategies to change.

Increase Bloom’s Level

The student knows the concepts of market and market identification. The student is expected to:

ElEzge

perform market analysis;

(B) conduct a Strengths, Weaknesses, Opportunities, and Threats (SWOT) analysis for use in the
marketing planning process; and
©) create a marketing plan.
4
(]
)
%) (4)
(A) differentiate among levels of management;
(B) compare and contrast management styles;
© identify effective recruitment, selection, training and
techniques;
(D)
(E) Found in (30).
(E) Moved from (23) (better fit).
€6) (5) | The student identifies the need for p ent. The student is expected to:
(A) identify types of media available su bpecific publications jeurnals-and Reflect current resources and terminology.
periodicals-af-use-to-marketers-and
(B) Reflect current resources and terminology.
& Covered in 33.
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make-aceurate-estimates-and-projections;-and

Covered in 33.

Covered in 33.

The student integrates listening, reading, speaking, writing, and nonverbal communication skills
effectively. The student is expected to:

communicate effectively in a business management setting;

understand demenstrate-rules-ef-order appropriate protocols in a business meeting;

expected to:

(A) discuss trends affecting marketing; and
(B) research emerging technologies in marketing.:ané
©) j i i Industry used resources unavailable such as
a server that tracks what consumers are
buying in stores.
&hH(8)
A | identifythe effectoflanguag Current marketing terminology covers this
standard in culture. Repetitive with (11)
(B).
B} (A) portray how cultural diversity affe
©(B) discover legal responsibilities of divel
&2 he-student-knrow i Taught in “Practicum in Marketing 1.”
(A) describefundamen Taught in “Practicum in Marketing I.”
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Taught in “Practicum i eting 1.”

in Entrepreneurship

£
S e Eoe

The student knows that gross domestic product, standard of living, consumer price index, and
unemployment figures help measure whether an economy is accomplishing its goals. The student is
expected to:

to:

(A) research and report on the current economic climate with regard to gross domestic product,
unemployment, standard of living, and other economic indicators; and

(B) depict why the gross domestic product is an accurate indicator of the economic health of a nation.

@5 pe cticum in Marketing I.”

) describe-the-impact-that-a-businesscycle-has-on-an-economy; in “Practicum in Marketing 1.”

=} explain-hew-businesses-react-to-economic-changes—and Taught’in “Practicum in Marketing 1.”

<) arify-the-impact-of government-on-busi vt Taught in “Practicum in Marketing 1.”
€6} (10) | The student identifies international economic factors that affe

expected to:

(A) identify strategies for entering international markets; 2

B) illustrate cultural, economic, and political factors consider8

© distinguish between imports and exports; Moved from “Practicum in Marketing 1.”

®) clarify the interdependence of nation Moved from “Practicum in Marketing I.”

® analyze advantages and disadva of international tra¥ Moved from “Practicum in Marketing I.”

(F) determine global trade's impact 8 iness decision making Moved from “Practicum in Marketing I.”

©) describe the determinants of exchang and their effects e domestic economy; Moved from “Practicum in Marketing I.”

(H) discuss the impact of cultural and social & Bl trade; and Moved from “Practicum in Marketing I.”

U] interpret labor issues associated with global {/'S Moved from “Practicum in Marketing 1.”
&4 (11) | The student identifies marketing research as a specifi Uiry to solve a problem. The student is expected

Practicum in Marketing Il
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(A) express the importance of marketing research;
(B) describe areas of marketing research such as advertising, product, market, and sales;
© explain the purpose of test marketing;
) identify trends affecting marketing research; and
® communicate benefits and limitations of marketing research.
&8} (12) | The student knows the components of the marketing research process in order to analyze demand,

forecast sales, and make other decisions. The student is expected to:

(A) state the marketing research process;

(B) identify methods of collecting data;

© describe ways technology is used in research;

(D) design and implement a study;

® analyze and interpret data collected;

(F) develop a research report; and

G) make recommendations based on the research report.

Move to “Practicum in Marketing I”

explain-the-pature-and-scope-of productplanning;

Move to “Practicum in Marketing I”

Chreprady eg o-meetcustomere Move to “Practicum in Marketing I”

Move to “Practicum in Marketing I”

Move to “Practicum in Marketing I”

&9
N
B
)
20) (13)

The student knows the importance of branding and.exte L atures. The student is expected to:
(A)
(B) Ambiguous terminology.
) (B)
= 1(O)] design a product package, brand, a

25 (14) | The student analyzes the laws and regulatio ts developrment. The student is Widen scope.

expected to:

(A) differentiate among laws, regulations, and sel 3 easures for rew Widen scope.

products development-and
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Repetitive with (21)(C)

) (B) clarify how business is affected by government regulation of consumer protection.
€22} (15) | The student knows that advertising is the paid form of nonpersonal communication of an identified
sponsor's products. The student is expected to:
(A) calculate the cost-effectiveness of media; and

create an advertising campaign.

The student is expected to:

(A) prepare publicity materials;
©(B) distinguish activities that would encourage positive public relations; and
B (C)
25) Taught in “Practicum in Marketing 1.”
() Taught in “Practicum in Marketing 1.”
) Taught in “Practicum in Marketing 1.”
€26) (17) | The student knows that the purchasing process 0 in a continQ yCle. The student is expected to:
A) explain the process of identifying needs
(B) describe the process of selecting s
© explain the negotiation proces!
D) explain how goods and services are
® distinguish strategies used in evaluating
@hH he-student kno hat businesses-need-good nected Covered in (26).
to:
) A e-the-selection-of-good Covered in (26).
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compare-and-contrast terms-offered-by suppliers:

Covered in (26).

€28) (18) | The student knows that a buying plan identifies products to be offered for sale for a particular period of
time. The student is expected to:
(A) describe and calculate merchandising-related discounts;
(B) interpret vendor terms and policies; and
© calculate the final cost of a product.
€29) (19) | The student knows methods to determine client needs and wants and responds through planned,
personalized communication to influence purchase decisions and enhance future business opportuniti
The student is expected to:
(A) acquire a foundational knowledge of selling to understand its nature and scope;
(B) explain how product knowledge is essential to communicate product benefits to ensure
appropriateness of product for the customer;
©) diagram sales processes and techniques to enhance customer relationships and to
likelihood of making sales; and
D) prepare and deliver a sales presentation.
(30) (20) | The student knows the important role each employee plays in providing ex
The student is expected to:
(A) identify employee management actions and attitudes that res
(B) describe how customer service and follow-up are majo
© demonstrate effective communication with customers
company image.
31 (21) | The student demonstrates the management of selli ent is expected to:
(A) explain sales and financial quotas;
(B) identify types of information contai
© exhibit proper procedures for
2} (22) | The student prepares for employment i . student is expected to:
(A) cupational choice;
(B)
) No industry demanded certifications.
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33 (23)

The student demonstrates mathematics knowledge and skills required to pursue the full-range of
postsecondary education and career opportunities. The student is expected to:

(A) demonstrate use of relational expressions such as equal to, not equal to, greater than, and less than;

(B) apply data and measurements to solve a problem;

© analyze mathematical problem statements for missing or irrelevant data;

(D) construct charts, tables, and graphs from functions and data; and

(E) analyze data when interpreting operational documents.

4 (24) | The student applies ethical reasoning to a variety of workplace situations in order to make ethical
decisions. The student is expected to:

(A) weigh alternative responses to workplace situations based on legal responsibilities and employer
policies;

(B) weigh alternative responses to workplace situations based on personal or professig
responsibilities;

© identify and explain personal and long-term consequences of unethical or illegal b

(D) identify the most appropriate response to workplace situations based on legal and eth
considerations.

€35) (25) | The student knows the importance of teamwork, leadership, and org
expected to:

(A) specify how teams function;

(B) use teamwork to solve problems;

© differentiate between the roles of team leaders and team

(D) analyze characteristics of good leaders;

B identify employers' expectations and priate wo

A define discrimination, harassme

(©)] demonstrate time-management te dintain schedules and meet deadlines;

(H) illustrate how teams measure their r

0] demonstrate methods to recognize and r
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8130.xx. Practicum in Marketing Field Experience (One Credit).

TEKS with edits Committee Comments
(a) General requirements. This course is the recommended corequisite course for students enrolled in
Practicum in Marketing | or 1l. Grades 11 or 12
(b) Introduction. .
1) CTE instruction provides content aligned with challenging academic standards and releva
knowledge and skills for students to further education and succeed in current or emergi
(2) The Marketing Career Cluster focuses on planning, managing, and performing magketMqg activiti
reach organizational objectives.
(3 Through course required employment, students gain knowledge and skills
proficient in one or more of the marketing functional areas. The practic
supervised practical application of previously studied knowledge and ski
occur in a variety of locations appropriate to the nature and level of experien
paid or unpaid field experience for students participating in a coherent sequenc
education courses in marketing education.
4) Students are encouraged to participate in extended learning exg
student organizations and other leadership or extracurricular ord
(5) Statements that contain the word "including” refergagacontent th'illu
containing the phrase "such as" are intended a
(9] Knowledge and skills.
1) The student demonstrates professional ¢ equired by business and
industry. The student is expected to:
(A) demonstrates punctuality;
(B) demonstrates appropriate d
©) takes initiative;
(D) properly maintains and h equipment;
(E) demonstrates dependability;
(F) completes assigned task with mini
((©) produces work according to employers expectations;
(H) communicates effectively with supervisors, other employees and customers;
0] handles feedback appropriately; and
Q) maintains acceptable employment.
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