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for the approved designation(s). It is the responsibility of the chair/director to ensure that all faculty 
teaching the course are aware of the General Studies designation(s) and adhere to the above guidelines. 

Chair/Director Initials  
 
KLA (Required) 

Requested designation: Literacy and Critical Inquiry–L  
Note- a separate proposal is required for each designation. 

Mandatory Review: No 

Eligibility: Permanent numbered courses must have completed the university’s review and approval process. For the rules governing approval of 
omnibus courses, contact Phyllis.Lucie@asu.edu. 

Submission deadlines dates are as follow:   
For Fall 2018 Effective Date: October 1, 2017 For Spring 2019 Effective Date: March 10, 2018  

Area(s) proposed course will serve:  
A single course may be proposed for more than one core or awareness area. A course may satisfy a core area requirement and more than one 
awareness area requirements concurrently, but may not satisfy requirements in two core areas simultaneously, even if approved for those areas.  
With departmental consent, an approved General Studies course may be counted toward both the General Studies requirement and the major 
program of study.  
Checklists for general studies designations: 
 Complete and attach the appropriate checklist 

 Literacy and Critical Inquiry core courses (L) 
 Mathematics core courses (MA) 
 Computer/statistics/quantitative applications core courses (CS) 
 Humanities, Arts and Design core courses (HU) 
 Social-Behavioral Sciences core courses (SB) 
 Natural Sciences core courses (SQ/SG)  
 Cultural Diversity in the United States courses (C) 
 Global Awareness courses (G)  
 Historical Awareness courses (H)  

A complete proposal should include: 
 Signed course proposal cover form 
 Criteria checklist for General Studies designation being requested 
 Course catalog description 
 Sample syllabus for the course 
 Copy of table of contents from the textbook and list of required readings/books 

It is respectfully requested that proposals are submitted electronically with all files compiled into one PDF.  
Contact information: 

Name Kathleen Andereck E-mail kandereck@asu.edu Phone 602-496-1056 

Department Chair/Director approval: (Required) 

Chair/Director name (Typed): Kathleen Andereck Date: 1/26/18 

Chair/Director (Signature):       
 

https://webapp4.asu.edu/catalog/
mailto:Phyllis.Lucie@asu.edu
https://provost.asu.edu/sites/default/files/page/1617/checklist_l_2014_2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-ma-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-ma-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-cs-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-hu-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-sb-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-sbsq-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-c-2014-2015.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-g-reviewed-april-2014.doc
https://provost.asu.edu/sites/default/files/page/1617/checklist-h-2015-2016.doc
https://provost.asu.edu/curriculum-development/gsc/designation-request-forms


 
 

Arizona State University Criteria Checklist for 
 

LITERACY AND CRITICAL INQUIRY - [L] 
 

 
Rationale and Objectives  
 
Literacy is here defined broadly as communicative competence—that is, competence in written and oral 
discourse. Critical inquiry involves the gathering, interpretation, and evaluation of evidence. Any field of 
university study may require unique critical skills that have little to do with language in the usual sense 
(words), but the analysis of written and spoken evidence pervades university study and everyday life. Thus, 
the General Studies requirements assume that all undergraduates should develop the ability to reason 
critically and communicate using the medium of language. 
 
The requirement in Literacy and Critical Inquiry presumes, first, that training in literacy and critical inquiry 
must be sustained beyond traditional First Year English in order to create a habitual skill in every student; 
and, second, that the skill levels become more advanced, as well as more secure, as the student learns 
challenging subject matter. Thus, two courses beyond First Year English are required in order for students 
to meet the Literacy and Critical Inquiry requirement. 
 
Most lower-level [L] courses are devoted primarily to the further development of critical skills in reading, 
writing, listening, speaking, or analysis of discourse. Upper-division [L] courses generally are courses in a 
particular discipline into which writing and critical thinking have been fully integrated as means of learning 
the content and, in most cases, demonstrating that it has been learned. 
Notes:  
 
1. ENG 101, 107 or ENG 105 must be prerequisites  
2. Honors theses, XXX 493 meet [L] requirements  
3. The list of criteria that must be satisfied for designation as a Literacy and Critical Inquiry [L] course 

is presented on the following page. This list will help you determine whether the current version of 
your course meets all of these requirements. If you decide to apply, please attach a current syllabus, 
or handouts, or other documentation that will provide sufficient information for the General Studies 
Council to make an informed decision regarding the status of your proposal.  
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Proposer:  Please complete the following section and attach appropriate documentation. 
 

ASU - [L] CRITERIA 
TO QUALIFY FOR [L] DESIGNATION,THE COURSE DESIGN MUST PLACE A MAJOR EMPHASIS 
ON COMPLETING CRITICAL DISCOURSE--AS EVIDENCED BY THE FOLLOWING CRITERIA: 

YES NO  Identify Documentation 
Submitted 

  
CCRRIITTEERRIIOONN    11::    At least 50 percent of the grade in the course should 
depend upon writing assignments (see Criterion 3). Group projects are 
acceptable only if each student gathers, interprets, and evaluates evidence, and 
prepares a summary report. In-class essay exams may not be used for [L] 
designation. 

Syllabus 
Marketing plan assignment 
Case study assignment   

1. Please describe the assignments that are considered in the computation of course grades--and indicate the proportion of the 
final grade that is determined by each assignment. 

2. Also: 
 
 
 
 
 
        C-1 

  
CCRRIITTEERRIIOONN    22::    The writing assignments should involve gathering, 
interpreting, and evaluating evidence. They should reflect critical inquiry, 
extending beyond opinion and/or reflection. 

 Maketing plan assignment 
Case study assignment    

1. Please describe the way(s) in which this criterion is addressed in the course design. 

2. Also: 
 
 
 
 

 
 C-2 

  

CCRRIITTEERRIIOONN    33::    The syllabus should include a minimum of two writing 
and/or speaking assignments that are substantial in depth, quality, and 
quantity. Substantial writing assignments entail sustained in-depth 
engagement with the material. Examples include research papers, reports, 
articles, essays, or speeches that reflect critical inquiry and evaluation. 
Assignments such as brief reaction papers, opinion pieces, reflections, 
discussion posts, and impromptu presentations are not considered substantial 
writing/speaking assignments. 

 Syllabus 
Marketing plan assignment 
Case study assignment     

1. Please provide relatively detailed descriptions of two or more substantial writing or speaking tasks that are included in the  
course requirements 

2. Also: 
 
 
 
 
 
 C-3 

Please circle, underline, or otherwise mark the information presented in 
the most recent course syllabus (or other material you have submitted) that 
verifies this description of the grading process--and label this information 
"C-1". 

Please circle, underline, or otherwise mark the information presented in 
the most recent course syllabus (or other material you have submitted) that 
verifies this description of the grading process--and label this information 
"C-2". 

Please circle, underline, or otherwise mark the information presented in 
the most recent course syllabus (or other material you have submitted) that 
verifies this description of the grading process--and label this information 
"C-3". 
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ASU - [L] CRITERIA 
YES NO  Identify Documentation 

Submitted 

  
CCRRIITTEERRIIOONN    44::  These substantial writing or speaking assignments should 
be arranged so that the students will get timely feedback from the instructor 
on each assignment in time to help them do better on subsequent assignments. 
Intervention at earlier stages in the writing process is especially welcomed. 

Syllabus 
Marketing plan assignment 
Case study assignment      

1. Please describe the sequence of course assignments--and the nature of the feedback the current (or most recent) course 
instructor provides to help students do better on subsequent assignments 

2. Also: 
 
 
 
 
 
 C-4 

 

Please circle, underline, or otherwise mark the information presented in 
the most recent course syllabus (or other material you have submitted) that 
verifies this description of the grading process--and label this information 
"C-4". 
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Course Prefix Number Title General Studies 
Designation 

CRD/CSM/ 
PRM/TDM     

350      Tourism, Recreation and Sports Marketing       L     

 
 

Explain in detail which student activities correspond to the specific designation criteria. 
Please use the following organizer to explain how the criteria are being met. 

 
Criteria (from 
checksheet) 

How course meets spirit 
(contextualize specific 

examples in next column) 

Please provide detailed evidence of how course 
meets criteria (i.e., where in syllabus) 

 C-1     The class includes two individual 
writing assigments that account 
for 54% of the student's grade.      

Students are required to do a marketing plan for 40% of 
their grade (draft=20% and final plan=20%), and a case 
study for 14% of their grade. See the rubric for the 
course grade in the syllbus and the two assignments.    

 C-2     The marketing plan includes 
gathering and using research and 
other information for each plan 
component though some 
components are more research 
oriented than others.  
The case assignment uses the 
content of the case which must be 
interpreted and evaluated.       

A portion of the grade for the business plan is based on 
the use of research and evidence--see assignment 
description and grading rubric. 
A portion of the grade for the case study is based on the 
analysis of information and evidence included in the 
case--see assignment grading rubric.      

 C-3     The two major assignments are 
substantial in nature and require 
the students to gather, evaluate 
and use information. The 
marketing plan is very in-depth 
and uses course content 
throughout the semester. The 
specific case study changes 
peridically but is always focused 
on the marketing of a real-world 
example and allows students to 
see and evaluate an application of 
marketing principles to an 
organization. 

See the course grading rubric in the syllbus as well as 
the assignments and the associated grading rubrics.     

C-4      The marketing plan is submitted 
in sections throughout the 
semester with feedback provided 
on each section. A final revised 
plan is presented and turned in at 
the end of the semester. 
The case study assignment is 
turned in as a draft for feedback 
specifically on the writing. A re-
write is turned in later.       

The marketing plan assigment notes due dates for first 
drafts as does the case study assignment. Both incude 
grades for the drafts and the final product (see the 
syllabus and assignment rubrics).      

 



 
 

Course Information 
 
CRD/CSM/PRM/TDM 350 Tourism, Recreation & Sports Marketing 
Semester 
3 credits 
 
Instructor Information 
 
Christine Buzinde 
School of Community Resources & Development 
College of Public Service and Community Solutions 
Arizona State University 
UCENT 515 
411 N. Central Avenue, Phoenix AZ  85004 
Email Address: cbuzinde@asu.edu 
(602) 496-2429 
 
Office Hours   
 
Tuesdays and Thursdays 12:00 pm – 1:00 pm or by appointment 
 
Course Catalog Description  

 Critical examination of marketing principles in leisure and related industries in diverse settings, including 
local, national and international. 

 
Course Overview 
 
This course is designed to introduce tourism marketing concepts with a practical 
management approach. The concepts are grounded in economics, consumer behavioral 
science, and current management theories. In addition, this course examines demand and 
supply of tourism and community based assets with a focus on marketing tourism in 
Arizona and beyond. Students are expected to comprehend the special characteristics of marketing to 
be able to apply marketing principles to practical situations in recreation and tourism. 
  
Course Prerequisites  
 
CRD 210 or CSM 201 or TDM 205; ENG 102 or ENG 108 or ENG 105 with C or better; MAT 142 or higher 
with C or better; minimum 45 hours. 
 

mailto:cbuzinde@asu.edu


 
 

Course Textbook and Materials 
 
Required 
 
Janes, P. Marketing in Leisure and Tourism: Reaching New Heights.  (2006). State College, PA: Venture 
Publishing.  (Available both in print and as an ebook) 

 
Learning Objectives 
 
Course Objectives 
 
After completing the course, the students should be able to: 

1. Explain the primary terminology and concepts in marketing. 
2. Apply contemporary marketing concepts and their principles to the travel and leisure industries. 
3. Apply service industry characteristics to marketing. 
4. Generalize consumer behavior and customer satisfaction concepts to leisure industries. 
5. Explain the significance of strategic planning in marketing. 
6. Explain the application of research in the marketing process. 
7. Discuss the concepts of brand identity, brand personality, relationship marketing, and brand loyalty. 
8. Assess the influence of current trends on tourism marketing. 
9. Develop appropriate marketing strategies to promote, advocate, interpret and articulate the 

objectives of socially responsible and sustainable tourism.  
10. Articulate the role of marketing within the context of Arizona tourism. 
11. Examine the role and significance of digital and mobile tools in marketing. 
12. Create a basic and well written marketing plan which will demonstrate an ability to analyze the 

macro and micro environment, examine and analyze prospective markets, and apply the four main 
components (Product, Price, Distribution and Promotion) of the marketing mix. 

 
Course Requirements 
 
Email and Internet 
You must have an active ASU e-mail account and access to the Internet. All instructor correspondence 
will be sent to your ASU e-mail account. Please plan on checking your ASU email account regularly for 
course related messages. 
 
This course uses Blackboard for the facilitation of communications between faculty and students, 
submission of assignments, and posting of grades. The myASU/Blackboard Course Site can be accessed 
at http://my.asu.edu 
 
Preparation/Attendance/Participation 
Preparation for class means reading the assigned readings and reviewing all information required for 
that week. Attendance means being in class and on time participating in the all of activities and 
assignments that are part of the course. Attendance to class is expected. By registering for this class you 
have made a commitment to be here. Attendance is taken at each class period. You may miss two 
classes with no consequences. Each additional absence with result in 2 points being deducted from your 
final grade. Students are excused from class to attend university sanctioned events or activities, as well 

http://my.asu.edu/


 
 

as for religious observances or practices, in accord with university policy. Assignments are still due on or 
before the date noted in the syllabus.  
 
Studying and Preparation Time 
The course requires you to spend time preparing and completing assignments. A three-credit course 
normally requires 135 hours of student work. Therefore expect to spend approximately 9 hours a week 
preparing for and actively participating in this course.  
 
Late or Missed Assignments 
All assignments must be finished and turned in to complete the course.  Unless the instructor is notified 
BEFORE the assignment is due and provides an opportunity for the student to submit his/her assignment 
late, points may be taken off for a late assignment.  
 
Rewrites  C-4 
This class meets the upper division literacy requirement for ASU’s  general education requirement. 
Students will submit at least one draft of their writing assignments for feedback before the final 
assignment is due. The instructor will provide feedback on the assignment for consideration by the 
student.  
 
Summary of Assignments 
 
Grading Rubric: 

Three Exams      36%  
In Class Exercises     10% 
Marketing Plan Draft     20%   
Final Marketing Plan     20% C-1, C-3  
Final Case study      14% 
Total       100% 

 
Examinations.  Three exams will cover all material contained in handouts, lectures, discussions, and 
student presentations.   

In class exercises. Each student is expected to take an active role in class.  This means quality 
participation, not simply showing up and making a comment now and then. Throughout the 
semester we will have several in class exercises. You must be in class and participated to get 
credit for these exercises. 

Marketing plan. You will do a marketing plan for a small tourism, recreation or sports business/ 
organization of your choice. A draft of each component of the plan will be submitted with a final plan 
turned in at the end of the semester. A short presentation of our plan will also be required. More 
information will be provided later.    C-3, C-4  

Case study.  One case study will be completed during the semester. The case will have questions 
attached.  You will write and turn in a draft and then a final analysis of the case with thorough and 
thoughtful answers to each question. More information will be provided later. The case will be discussed 
at the end of the semester.  C-3, C-4 



 
 

Course Grading 
 
Grades and Grading Scale 
Assignment of letter grades is based on a percentage of points earned. The letter grade will correspond 
with the following percentages achieved.  All course requirements must be completed before a grade is 
assigned. 
 

A+ 99 or more 
A 93 – 98.9    C+ 77 – 79.9 
A- 90 – 92.9    C 70 – 76.9 
B+ 87 – 89.9    D 60 – 69.9 
B 83 – 86.9    F Less than 60 
B- 80 – 82.9 

 
Student Policies 
 
Review the more detailed policy document posted on the course BlackBoard site. 
 
Classroom Atmosphere 
Please turn off the sound on your phones. If necessary they may be place on vibrate but the sound must 
be off. If you must leave class, please do so quietly with minimal disruption.  
 
Drop and Add dates 
If you feel it is necessary to withdraw from the course, please see http://students.asu.edu/drop-add for 
full details on the types of withdrawals that are available and their procedures. Additional information is 
also on the document posted on the course BlackBoard site. 
 
Subject to change notice 
All material, assignments, and deadlines are subject to change with prior notice.  It is your responsibility 
to stay in touch with your instructor, review the course site regularly, or communicate with other 
students, to adjust as needed if assignments or due dates change. 
 
Syllabus Disclaimer 
The instructor views the course syllabus as an educational contract between the instructor and students. 
Every effort will be made to avoid changing the course schedule but the possibility exists that 
unforeseen events will make syllabus changes necessary. The instructor reserves the right to make 
changes to the syllabus as deemed necessary. Students will be notified in a timely manner of any 
syllabus changes face-to-face, via email or in the course site Announcements. Please remember to check 
your ASU email and the course site Announcements often. 
 
Academic Integrity/Behavior 
ASU expects and requires all its students to act with honesty and integrity, and respect the rights of 
others in carrying out all academic assignments. For more information on academic integrity, including 
the policy and appeal procedures, please visit http://provost.asu.edu/academicintegrity and the Student 
Conduct page (https://eoss.asu.edu/dos/srr/codeofconduct). 
 
Disability Accommodation 
Students requesting special accommodation for a disability must be registered with the Disability  

http://students.asu.edu/drop-add
http://provost.asu.edu/academicintegrity
https://eoss.asu.edu/dos/srr/codeofconduct


 
 

Resource Center (DRC) and submit appropriate documentation from the DRC https://eoss.asu.edu/drc. 
 
Title IX 
Title IX is a federal law that provides that no person be excluded on the basis of sex from participation 
in, be denied benefits of, or be subjected to discrimination under any education program or 
activity.  Both Title IX and university policy make clear that sexual violence and harassment based on sex 
is prohibited.  An individual who believes they have been subjected to sexual violence or harassed on 
the basis of sex can seek support, including counseling and academic support, from the university.  If 
you or someone you know has been harassed on the basis of sex or sexually assaulted, you can find 
information and resources at https://www.asu.edu/titleIX/. 
 
As a mandated reporter, I am obligated to report any information I become aware of regarding alleged 
acts of sexual discrimination, including sexual violence and dating violence.  ASU Counseling Services, 
https://eoss.asu.edu/counseling, is available if you wish discuss any concerns confidentially and 
privately. 
 
  

https://eoss.asu.edu/drc
https://www.asu.edu/titleIX/
https://urldefense.proofpoint.com/v2/url?u=https-3A__eoss.asu.edu_counseling&d=DwMFAg&c=l45AxH-kUV29SRQusp9vYR0n1GycN4_2jInuKy6zbqQ&r=8iQBy8XHS-_mAAF66L_TZWJVWZ3mSNZDZg81y0Ptua0&m=TtvQZOfQ0Y3dFRLs7O1-SaaFgVwG_IXXl_OUSwBVcww&s=nR8bpOa7Z7Q6oRMhWvQW87az3aoou8B8VZq7TLtYhBY&e=


 
 

 
DATES 

 
TEXT & SUPPLEMENTAL SUBJECTS 

 
CHAPTERS AND EXAMS 

Class 1 (Th)  Course Overview  
 

 

Class 2  Introduction to Marketing 
 

 Chapter 1 

Class 3  Marketing Plans—Plan assignment overview  

Class 4  The Marketing of Experiences 
 

 Chapter 2 

Class 5  Quality Service Foundation  Chapter 3 

Class 6  Quality Service Foundation 
 

 Chapter 3 

Class 7  Marketing Research—Situation analysis  Chapter 5 

Class 8  Marketing Research 
 

 Chapter 5 

Class 9  Marketing Research - Documentary 
 

 Chapter 5 

Class 10  Market Segmentation and Target Marketing  Chapter 7 

Class 11  Case study assignment 
 Review Session for Midterm I 

 Chapters 1, 2, 3, 5, 7 
 

Class 12  Midterm  Chapters 1, 2, 3, 5, 7 
 

Class 13  Developing the Market Strategy  
 

 Chapter 6 

Class 14  Developing the Market Strategy  
 

 
 Chapter 6 

Class 15  Brand Positioning  Chapter 8 

Class 16  Fall Break, no class  

Class 17  Brand Positioning - Documentary  Chapter 8 

Class 18  Promotional Brand  Chapter 11 

Class 19  Socially responsible marketing 
 Review Session for Midterm II 

 Chapters 6, 8, 11 and Midterm I Chapters 

Class 20  Midterm II  Chapters 6, 8, 11 and Midterm I Chapters 

Class 21  Advertising, PR and Pricing 
 

 Chapter 12 

Class 22  Advertising, PR and Pricing 
 

 Chapter 12 

Class 23  Advertising, PR and Pricing – Documentary 
 Draft Case due 

 

 Chapter 12 

Class 24  Relationship Marketing  Chapter 13 

Class 25  Relationship Marketing  Chapter 13 

Class 26  Internet Marketing 
 

 Take your own notes in class 

Class 27  Discussion of Case—Final Case due 
 Review Session for Midterm III 

 All Chapters & Internet Marketing 

Class 28  Midterm III (20% of final grade)  All Chapters & Internet Marketing 

Class 29 Thanksgiving Break!  No Classes!! 

Class 30 • Marketing Plan Presentations 
• Competition between groups on theme 
• Three groups per day! 
• Four members per group 
• Business attire required of ALL presenters 

 

 Very Competitive Marketing Presentations 
 Peer evaluations of presenters 
 Instructor’s evaluation of presenters 

 

Class 31 • Marketing Plan Presentations 
• Competition between groups on theme 
• Three groups per day! 
• Four/Five members per group 
• Business attire required of ALL presenters 
• Final Marketing Plan due! 

 Very Competitive Marketing Presentations 
 Peer evaluations of presenters 
 Instructor’s evaluation of presenters 
 



 
 

Small Business Marketing Plan—Final Plan Due Class #31  C-1, C-2, 
C-3, C-4 

A well-designed marketing plan can help you raise awareness of your business or organization, attract 
more customers and boost sales. Use this guide to develop a 12-month marketing plan. 

Step 1: Situation Analysis—Draft due class #10 C-2, C-4 

Your plan needs an introductory section – a description of where your business stands today 
and how you intend to put your marketing plans in place (or change them) and what this will 
mean to your business the next 12 months.  
 
Your introductory section will contain: 
 

• A description of your business - What products or services do you offer?  
• Does your business benefit from any distinct marketing advantages? 

o Are you different from other business—how and why? 
• The marketing challenges you face: 

o Do you lack brand recognition? 
o Do you face a limited budget? 

• The current location of your competition: 
o Does the competition within this market leave room for you to be competitive?  
o Is your geographic location a positive or a negative? 

• What are your competition’s weaknesses? How can you use those weaknesses to your 
advantage? 

o Your competitor’s failure to provide flexible service may be an area you can 
exploit. 

o Does the competition ignore the local market? 

Step 2: Overview of Your Target Customer—Draft due class #18  C-4 

Your plan must contain some information about your customers (either existing customers or 
prospective customers). Your overview should use research about various kinds of clients such 
as ecotourists, sports participants, recreation facility users, etc.  C-2  

• Who they are? 
• What do they want? 
• What motivates them to buy? 

 
Here, you can include a simple list of information about your customer, some basic 
demographic info and some more detailed information as it relates to your product, such as: 

• Age 
• Gender 
• Any buying characteristics? 
• How does my customer normally purchase similar products? 
• Who’s the decision maker or primary buyer? 



 
 

• What is your target customer’s motivation for buying (do they want to look good, learn 
to save money, increase health, etc.)? 

• What kind of habits does your customer have, specifically where do they get their 
information (magazines, trade shows, newspapers, the web, etc.)? 

• Do you have a niche that you are trying to target or appeal to? 
• Are there any unifying criteria (they are all travelers, rugby players, hikers, etc.)? 

Step 3: Your Business Goals—Draft due class #22  C-4 

Very briefly, list your organization’s goals for the upcoming year: both marketing and sales 
goals. It’s important to put your goals down on paper. Make sure you include elements of your 
business that are possible to track so you can gauge your progress. Your goals should be: 

• Sensible  
• Measurable 
• Achievable 
• Realistic 
• Time Specific 

 
For instance, a goal of “increasing the number of customers” is not very specific or measurable. 
But a goal of “increasing number of tours purchased by 15% over the next six months” is much 
more specific and measurable.  
 
Your goal section should include information about your gross sales target for your business or 
organization, goals for your marketing efforts as well as plans for future growth. 

Step 4: Your Strategies and Tactics—Draft due class #26  C-4 

This section is the heart of your marketing plan. It details what your marketing message is, what 
you plan to do to market your materials, how you plan to achieve your marketing goals and 
what tactics you’ll use to meet them. 
 
Your marketing message determines how you want to communicate your message to the 
customer. What story about your business do you want to tell? Here are some of the key points 
to include in your strategy: 

• What it is that you do? 
• What’s special about your customer? 
• How do you perceive your potential customer’s problems? 
• Are these problems critical to your customer, if so how? How can you solve these 

problems?  
• What are the benefits that customers will receive from your products or services? 
• Do you have testimonials from customers about your products or services? 
• What details can you give about your pricing structure for your goods or services? 
• What kind of guarantee are you willing to offer customers? 

 



 
 

Your tactics are the means that you will use to inform your customer about your business and 
your products. Your tactical plan will include all the steps you need to take to meet your goals. 
Are you planning to advertise in a particular way? Will you be attending trade shows? Do you 
plan to offer a special promotion? Your tactics need to be carefully spelled out, with dates and 
actions associated with them, and what tools you’ll use to reach your customer.  
 
Your tactics will include the actual elements you will use to deliver your message to the 
customer. Of course, you want to use a method that is going to give you the highest return on 
your marketing dollar. You’ll use tactics that are going to get you in front of your target 
customer or niche market.  
 
Which tools or medium you use should be the correct blend of market, message, and medium. 
For instance, if you’re marketing your Yoga fitness center and the benefits to triathlon training, 
you wouldn’t place an ad in a magazine targeted at senior citizens. 
 
Some of the tools you may choose to use are: 

• Flyers  
• Brochures  
• Business cards  
• Gift certificates 
• Catalogs  
• Posters  
• Postcards  
• Door hangers  
• Newsletters 
• Banners 
• Signs  
• Window display  
• Billboards  

• Newspaper ads 
• Television ads  
• Infomercials 
• Radio ads  
• Magazine ads  
• Movie ads  
• Articles  
• Sales letters  
• Media releases  
• Trade shows  
• Public speaking  
• Social Media 
• Online Advertising 

• Charity events  
• Networking  
• Contests 
• Seminars  
• Sweepstakes  
• Special events  
• Agents  
• Word-of-mouth  
• Classified ads  
• Yellow pages  
• Door-to-door  
• Website  
• Email  

Step 5: Your Budget—Draft due class #26  C-4 

The last section of your plan will break down the projected expenses of your marketing efforts. 
This section includes any estimated expenses for the creation, development and distribution of 
your materials. Your budget plan should include the estimated purchase cost of raw materials, 
printing and postage. If you plan to take part in any trade shows, your travel costs, booth fees, 
setup costs plus any other particular expenses should be accounted for. 
 
You develop a marketing budget initially by simply calculating your initial marketing expenses. 
Once you have that information down on paper, you can go back and either do more research 
or add more details to further refine your calculations.  
 
If your business has been running for a while, you know how much money your current sales 
are generating. You can use that information to divide into your past marketing expenses and 
calculate your “cost of marketing.” That will also tell you what it cost you to sell one unit or 



 
 

what it cost to acquire one customer. If you haven’t been in business long, or are just starting 
out, you can use your initial sales goals as the basis for developing your marketing budget. Of 
course, you’ll have to revise these figures once you get actual sales.  
 
Calculate Your Cost of Acquiring Each New Customer 
1. Distribute ____________ (quantity of promotional effort) by ________ (medium) 

2. At a total cost of $__________  

3. Acquire ______ new customers as a result 

4. Divide the money spent by the number of new customers: $______ divided by _____ = 
$______ 

5. By using this media message to reach this target market, the cost to acquire 1 new customer 
is: $_______ 

6. To get _____ (goal) customers the budget would be: ____ (number of customers) x $_______ 
(cost per customer) = $______________ 

 
After you have an estimate of the cost to sell an item or acquire a customer, you’ll have a good 
understanding of how much money you should budget to increase your sales and meet your 
sales goals.  
 
Your plan should never be set in stone. If you make changes to a tactic you can always update 
your marketing plan to reflect those changes.  
 
A solid, well thought out marketing plan will help you focus on how you need to expend your 
efforts. It might take some work to find the initial information, but once you have a plan in 
place, you can invest your time, energy and motivation into making your business a success. 
 
 
Grading for each section:  

20%  Writing quality  
20% Use of research and other evidence  C-2 
50% Major components addressed 
10% Presentation 
 
 
 
 
 
 
 
 



 
 

Case Study Assignment   C-1, C-3 

Students will be required to read a case study and turn in written answers to several questions. 
Cases change from semester to semester. An old example: 

Carefully read the Case “San Francisco Opera” 

Using the information and evidence provided in the case study, answer the following question 
using substantial depth and detail. C-2  A draft will be due *Class 24* specifically to assess your 
writing, with a rewrite due *Class 27*   C-4 

 

1.  How has Mansouri contributed to the on-going success of the Opera? 

2.  How is funding different from a 100% for-profit company? 

3.  How has the U.S. opera market changed in recent years and how is it different from the 
market of other types of performing arts? 

4.  How has Gulick's experience, background and vision contributed to the Opera's success? 

5.  What made the Opera's web site particularly successful? 

6.  Look at the web site yourself. (www.sfopera.com)  What do you think of it now? What are 
some upcoming performances?  What are some upcoming special events?  Look at the BRAVO 
Club--do you find it appealing, and why or why not? 

7.  What was the Opera's strategy for penetrating the Silicon Valley market? 

 

 

 

Grading:  

20% Draft assignment turned in  C-4  
20% Writing quality   
30% Use of information/evidence provided in the case  C-2 
20% Thoroughness of answers  C-3  
10% Discussion participation 

http://www.sfopera.com/
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