Title: Integrated English and Marketing
Length of Course: Full Year (2 semesters; 3 trimesters; 4 quarters)
Subject Area – Discipline: English (“b”)
UC Honors designation: No
CTE Sector: Marketing, Sales and Services
CTE Pathway: Marketing
Grade Level(s): 10-12

Overview:
In Integrated English and Marketing, students gain foundational knowledge in marketing
within the framework of year three or four high school English, so that they will be
equipped for the challenges in the workplace and in their pursuit of post-secondary
education. Whether a student is interested in exploring the field of Marketing as a career
or whether they just want to become better acquainted with understanding how
marketing works, this course provides an opportunity for students to fulfill their English
course requirement while pursuing a career pathway and developing critical reading,
writing, speaking, and thinking skills geared towards the business field.
In this course, students analyze print, TV, and web advertisements, gain an
understanding of tone, style, and diction, and learn to decode marketing and advertising
materials for the purposes of understanding the structural and rhetorical devices that
make these campaigns effective. To develop an understanding of how the study of
practical and academic English is translated into the practice and language of business,
students read and analyze a variety of texts–essays, journal articles, advertisements,
blogs, plays, business communications, and full-length literary works, including Tortilla
Curtain, Ogilvy on Advertising, and Fast Food Nation. Students refine their skills in
rhetorical reading, writing, and speaking, and polish their presentation skills, so that they
can successfully market not only the businesses that they may work for but also
themselves.
Course Content:
Unit 1: The Marketing Concept
Unit 1 Overview:
In this unit, students use primary resources to research and analyze data-driven
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business decisions to understand the “marketing concept” as a way of doing business in
an increasingly competitive and global economy. Through reading company marketing
plans, students compare and contrast the interrelationships of product, price,
promotion, and place decisions in determining a firm’s marketing plan and present their
findings to a targeted audience. Students also read and analyze the contemporary
business tale FISH!, by Stephen C. Lundin, Harry Paul, and John Christensen, to compare
the similarities and differences between the corporate and personal philosophies
inherent in the marketing concept.
Unit 1 Key Assignments:
1) Students read and analyze two companies’ profiles and marketing communications to
identify key elements of market orientation (e.g. Nordstrom, Southwest Airlines). Students
then produce a chart that delineates each of the critical elements of market orientation
for the two companies and write a report outlining the key elements for a company’s
marketing orientation with reference to primary sources to support a conclusion.
2) Working in collaborative groups, students choose two similar companies or firms in the
same industry (e.g. Google and Yahoo, McDonald’s and Starbucks). Using public
company profiles and primary source marketing materials, students analyze the
marketing mix decisions of each company to determine which decisions have led to a
competitive advantage in the industry. In a timed writing, students identify the decisions
for each company and analyze the effects of those decisions within the competitive
industry, providing specific examples from primary sources that highlight analysis of
company decisions.
3) Students read the contemporary business tale FISH!, by Stephen C. Lundin, Harry Paul
and John Christensen, and write a short Summary Reaction Essay drawing parallels
from the personal philosophy of the business tale and the corporate philosophies
gleaned from primary sources.
Unit 2: Market Analysis
Unit 2 Overview:
Students read selected chapters from You Just Don’t Understand Me, by Deborah
Tannen, to gain an understanding of how communication styles differ and write a
reflective or humorous essay on the selected reading. Students will read different types
of expository texts, analyze and synthesize the way they are utilized by verifying and
clarifying facts for market analysis. Students then use this information to write a critical
essay on their analysis. Reading Assignments include, “You Just Don’t Understand:
Women and Men in Conversation,” by Deborah Tannen (select chapter/s), Prentice Hall
Writing and Grammar (Chapter 2, “Writing Process,” and Chapter 3, “Paragraphs and
Composition”), Marketing Essentials (Chapter 2), and annual reports of public
companies, alongside those same companies’ marketing and communications
materials.
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Unit 2 Key Assignments:
1) Students write a reflective or humorous essay on the chapter they selected and read
in Deborah Tannen’s book, You Just Don’t Understand, including how the different
communication styles of men and women affect marketing and advertising decisions.
2) Students conduct a market analysis of a company and write a Critical Essay of their
findings, drawing information from the Company Profile and website, including:
➔ The market share the company has in its industry sub-sector and its marketing
implications.
➔ A classification, with justification, of the company's market position.
➔ Main market segments.
➔ Key marketing objectives of the company.
➔ A clear definition of the marketing function and what it aims to do.
➔ How the company meets the aims of the marketing function.
➔ Type of market structure and how it affects their marketing strategies.
➔ The success of the marketing strategy adopted by the company in meeting their
objectives.
Unit 3: Market Research
Unit 3 Overview:
Students read Annual Reports, company profiles, marketing communications
documents, and find relevant resources on the internet, for the purposes of determining
the target audience for these communications and analyzing the rhetorical devices used
to reach that audience. Students utilize effective speaking, listening, and writing skills
and techniques to conduct relevant market surveys and perform research that they
ultimately present in a marketing research report and oral presentation they will deliver
with supporting visuals. Reading Assignments include Prentice Hall Writing and
Grammar (Chapter 13, “Research Papers,” and Chapter 32, “Citing Sources”), and
Marketing Essentials (Chapters 28 and 29).
Unit 3 Key Assignments:
1) Students write research findings in a research paper on an “infant” company in
narrative form, including:
➔ Information from company Annual Reports, company profiles, marketing
communications documents, and relevant internet resources.
➔ A description of product, purpose, and product benefits to a specific target
market/audience.
➔ Evidence from primary and secondary resources with proofs, charts, and graphs
and supporting surveys.
In their research papers, students are expected to:
➔ Use industry-specific vocabulary accurately and effectively
➔ Critique expository documents
➔ Write a final narrative summary demonstrating feasibility of product or service
UCCI integrated course: Integrated Marketing and English | Page 3 of 10

based on research.
➔ Create an MLA-formatted Works Cited.
2) Students present their report in multimedia format.
Unit 4: Marketing Environment
Unit 4 Overview:
Students learn to define a “Marketing Environment,” distinguishing between
international, national, regional, and local marketing environments, and learn to
recognize the role of multinational corporations (such as Starbucks and McDonald’s) in
an increasingly globalized market. Students analyze the global economy and its impact
on the marketing environment, focusing on how this environment is shaped by various
forces at the Macro-Level (PEST= Political leaders, Economic factors, Socio-cultural,
Technology), Micro-Level (consumers, suppliers, and stakeholders), and Internal-Level
(“Men, money, machines, materials, and minutes”). Students recognize market
opportunities and challenges as a result of SWOT (Strengths, Weaknesses,
Opportunities, Threats) Analysis. In this unit, students also read Fast Food Nation, for one
author’s view on the global societal impact of one company’s marketing strategies. In
addition to reading Fast Food Nation, students also read Prentice Hall Writing and
Grammar (Chapter 11, “Exposition”) and Marketing Essentials (Chapter 34).
Unit 4 Key Assignments:
1) Students write a cause-and-effect essay summarizing how the U.S. has become a
“fast food nation” and what effect the fast food trend has on people.
2) Timed Response Prompt: Students imagine they have been asked to help plan a mall
to be built near their school. Working collaboratively in groups, students brainstorm ideas
for businesses, answering the following questions:
What types of businesses would do well in this location? Choose one potential business
and do a SWOT analysis (strengths, weaknesses, opportunities, threats). Which ideas
have the most potential? The least? Why? Students share their results in a brief
presentation with visuals.
3) Given a real or simulated company, students research the competition in at least two
different countries, conduct an analysis of opportunities and threats, make and rank
recommendations supported by research, and create a display outlining their findings
and recommendations.
4) Prepare a global environmental SCAN. Through this Environmental SCAN, research
and evaluate various countries and each country’s competition. Supported by this
research, make recommendations and rank them to determine appropriate product
placement and services. Create a one page memo report outlining findings and
recommendations.
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5) In an expository essay, students analyze the difference in labor markets for the same
product in different locations – locally, nationally, or globally. In this paper, students must
demonstrate: how wages and benefits are determined by supply and demand; worker
productivity is determined by demand; economic fluctuations affect employment; and
unemployment rate and government policies impact the labor market.
6) Students research an aspect of ethics, such as how businesses communicate ethics
policies, the effects of peer pressure on ethical choices, or how ideas about ethics have
changed over time and write a reflective paper on how this aspect of ethics affects
ethics in business.
Unit 5: Marketing Communication and Branding
Unit 5 Overview:
Students read Ogilvy on Advertising, by David Ogilvy, for foundational knowledge on
marketing and branding. Students research, analyze, and critique major corporate
marketing communications campaigns, comparing and contrasting a variety of brands,
as well as the use and implementation of branding, to produce customer loyalty,
awareness, and recognition. In addition to doing primary research and analysis in this
unit, students also produce their own original marketing material, doing so to
demonstrate their understanding of key marketing and branding concepts, including:
1. How an audience is persuaded by organized ideas and precise and relevant
examples.
2. How to develop a call for action that incorporates visual aids and rhetorical devices.
3. How to select the appropriate medium to produce a desired effect and revise
presentation based on audience response.
In addition to the Ogilvy text, students also read Prentice Hall Writing and Grammar
(Chapter 7, “Persuasion”) and Marketing Essentials (Chapter 31).
Unit 5 Key Assignments:
1) Students produce an industry-appropriate a press release for one of the people,
products, vacation destinations, or corporations that they explored in the branding unit.
2) Students read a “Types of Advertising” article and Ogilvy on Advertising, by David
Ogilvy before editing the press release they created. Students create a simple, one page
print advertisement for the person, product, vacation destination, or corporation based
on concepts in reading. The ad should include a headline, subhead, body copy, visual
image, call to action, logo, and contact information. Students write a one page reflection
about how their advertisement demonstrates understanding of the ad model from
“Types of Advertising” and how it reflects creativity based on Ogilvy’s work.
3) Students will create a 10 to 20 slide PowerPoint presentation comparing and
contrasting the following: branding of two politicians in the same election and race; two
vacation destinations in a similar price range, two simple consumer products, and two
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corporations in similar or same industry.
4) In a timed writing, students reflect on how their advertisement demonstrates
understanding of the ad model from “Types of Advertising” and how it reflects creativity
based on Ogilvy’s work.
Unit 6: Promotional Plan
Unit 6 Overview:
In this unit, students analyze and differentiate between the promotional mix concepts in
marketing. They research the nature and scope of public relations and discuss trade
and consumer sales promotion, conducting a historical investigation incorporating
rhetorical strategies to analyze and encompass research information that leads to a
Promotional Plan that incorporates industry-specific vocabulary and effective rhetorical
strategies. Students also read Tortilla Curtain, by T. C. Boyle, analyzing how Boyle
explores the notion of conspicuous consumption in America. Other reading assignments
include Prentice Hall Writing and Grammar (Chapter 8, “Persuasion”) and Advertisement
Marketing Essentials (Chapters 17, 18, 19, and 20).
Unit 6 Key Assignments:
1) Students will write a Reflective Essay on the insights gained through T.C. Boyle’s
Tortilla Curtain, and how those insights can be utilized in creating an advertising/
marketing plan or positioning.
2) Students will write a 3-5 minute persuasive speech and create and present a
promotional campaign, including an executive summary, descriptions, objective(s) of the
campaign, identification of the target market, primary markets and secondary markets,
advertising media, budget, schedules of all advertising planned, schedules of all sales
promotion activity(ies) planned, statement of benefits to the client/advertiser, MLA works
cited page, and appendix.
Unit 7: Selling
Unit 7 Overview:
In this unit, students recognize and demonstrate the steps and techniques of selling,
employing effective communication skills to address the needs of their intended
audience. They also examine and analyze buying motivations and the consumer
decision-making process. Students read two plays, Glengarry Glen Ross, by David
Mamet, and The Death of a Salesman, by Arthur Miller for comparison and
characterization of key elements of sales psychology from a literary perspective.
Unit 7 Key Assignments:
1) Students examine the selling model and techniques employed by the Apple
Corporation, including Steve Job’s Product Reveal Speech for the iPhone. Students will
specifically analyze the various persuasive techniques utilized by this corporation, with a
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specific focus on commercials and public events. Students will identify the rhetorical
devices utilized to sell and market a new product. They will then “blueprint” the various
types of rhetorical devices and marketing strategies utilized in a story board.
2) Students examine and analyze the following speeches: John F. Kennedy’s Inaugural
Address, Patrick Henry’s Speech in the Virginia Convention, Thomas Jefferson’s
Declaration of Independence, and Steve Job’s Product Reveal Speech for iPhone.
Students select one of the before-mentioned speeches and write a literary analysis,
addressing the effectiveness of the structure, logic, and persuasive techniques utilized to
lead the targeted audience to agree with the writer’s point of view. Further, students
creatively compare and contrast all four speeches in a chart or Venn diagram.
3) Students research, formulate interview questions, and contact a local business in
order to conduct an interview with the Marketing and Sales personnel to gain a
real-world insight into the world of Marketing and Sales and to connect classroom
learning with real life.
4) Students sell and market a “never before seen” product that they have formulated on
their own. They will be accountable to identify the functions, benefits, and features of
their product that will address a specific target audience. Students present organized
and logical persuasive-selling speeches that appeal to the emotional needs of the
audience and employ effective visual aids.
5) Students will write a word Compare and Contrast or Critical Analysis Essay on the
main characters in the two plays, Glengarry Glen Ross and Death of a Salesman.
Unit 8: College and Career Planning
Unit 8 Overview:
In this unit, students complete a career options research project and an employment
portfolio in which they develop a career plan that is designed to reflect career interests
and options. They also participate in mock job interviews and include each of these
components in their final employment portfolio.
Unit 8 Key Assignments:
1) Students produce a research paper on a career in the industry of their choice.
2) Students complete an employment portfolio, which includes the following:
➔ Job application
➔ Resume
➔ Letters of recommendation
➔ Work samples
➔ Cover letter
➔ Special certifications or awards
➔ Interview critique
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Texts:
Title: Marketing Essentials
Publication Date: 2006, Publisher: Glencoe
Author(s): Lois Schneider Farese, Grady Kimbrell, Carl A. Woloszyk
Usage: Read in entirety or near entirety
Title: Prentice Hall Writing and Grammar Communication in Action – Ruby Level
Publication Date: 2002, Publisher: Pearson – Prentice Hall
Author(s): Joyce Armstrong Carroll, Edward E. Wilson, Gary Forlini
Usage: Read in entirety or near entirety

Supplemental Materials:

FISH!, by Stephen C. Lundin, Harry Paul, and John Christensen
In Fish! the heroine, Mary Jane Ramirez, recently widowed and mother of two, is asked to
engineer a turnaround of her company's troubled operations department, described as
a "toxic energy dump." Most reasonable heads would cut their losses and move on.
Instead, she's left to sort out this mess with the help of head fishmonger, Lonnie. Based
on a bestselling corporate education video, Fish! aims to help employees find their way
to a fun and happy workplace."Choose Your Attitude," "Make Their Day," and "Be
Present" are worthwhile motivational management techniques. This real-life account will
give students insights as they begin learning about the marketing concept in Unit 1.
Ogilvy on Advertising, by David Ogilvy
David Ogilvy is generally known as the father of advertising. This book provides a great
insight into his philosophy of marketing, advertising, and consumer relations. It will
provide students with a structural framework for understanding the world of advertising.
This reading assignment complements the contents of Units 1, 5, 6, and 8.
Fast Food Nation, by Eric Schlosser
This book provides an overall picture of how large corporations affect the lives of
individuals, communities, and, to an extent, the culture. Students will find this book
enlightening. This reading assignment complements the contents of Units 2 and 4.
Tortilla Curtain, by T.C. Boyle
This book focuses on the Hispanic Americans and provides insight into their culture. With
California slated to be a Hispanic-majority state in the next few decades and with the
economic emergence of Latin American/Spanish-speaking cultures throughout the
world, this book will provide students with helpful glimpse into the world of marketing to
minorities. Further T.C. Boyle’s style, voice, and tone of writing will be interesting for
students to analyze and contrast with the works of other writers. This reading
assignment complements the contents of Units 4 and 6.
Crucible, by Arthur Miller
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Students will be asked to reflect upon the work and make connections with the
contemporary culture and marketing issues. Crucible depicts an event which occurred
hundreds of years ago. Can you make any correlation between current events, which
occurred in today’s business market and in Arthur Miller’s play? This reading assignment
complements the contents of Unit 5.

Glengarry Glen Ross, by David Mamet
This 1982 play shows two days in the lives of four desperate Chicago real estate agents
who are prepared to engage in any number of unethical, illegal acts to sell undesirable
real estate to unwitting prospective buyers. This play is influenced by Mamet's
experiences of life in a Chicago real estate office, where he worked briefly in the late
1960s. This reading assignment complements the contents of Unit 7.
The Death of a Salesman, by Arthur Miller
Death of a Salesman is a tragedy, which offers a counter view of the classic definition of
tragedy by which an audience witnesses the downfall of a great man. Willy Loman, the
eponymous salesman, is an everyman; in fact he is a ‘low man’, as Miller indicates with
the character’s name. The play premiered in February 1949 and ran for 742
performances. It has since become an American classic. The play examines the fall of an
American household through the protagonist’s misinterpretation of both himself and of
the ingredients to success. This reading assignment complements the contents of Unit 7.
Inaugural Address – John F. Kennedy
Speech in the Virginia Convention – Patrick Henry
The Declaration of Independence – Thomas Jefferson
Product Reveal Speech for iPhone – Steve Jobs: http://www.apple.com/apple-events or
http://www.apple.com/quicktime/qtv/mwsf07
Various Case Studies in Marketing:

Annual Reports Library: http://www.zpub.com/sf/arl/index.html
Business Research Assistant: http://library.uvm.edu/guides/subjectguides/BIZ/
Case studies on real companies, written by leading business studies textbook authors:
http://www.thetimes100.co.uk/

Business magazines: http://www.world-newspapers.com/business.html
Business news: http://www.world-newspapers.com/business-news.html
Business & finance publications: http://www.findarticles.com/p/articles/tn_bus
You Just Don’t Understand: Women and Men in Conversation, by Deborah Tannan
A professional in the marketing and advertising field has a “pulse” on the demographics
of the target population/market in order to successfully advertise and market their
products. It is being more widely accepted and recognized that women’s share of
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purchasing power is increasing. It is important that future marketers understand the
different ways in which men and women communicate. Select chapters will be used per
teacher’s discretion. This reading assignment complements the content of Unit 2 and 7.
Selected chapters in:
Title: Prentice Hall Literature, The American Experience
Publication Date: 2002, Publisher: Prentice Hall
Authors: Kate Kinsella, Kevin Feldman, Colleen Shea Stump, Joyce Armstrong Carroll,
Edward E Wilson

Supplemental Resources:
Marketing Charles W. Lamb, Joseph H. Hair, Carl McDaniel, Thompson South-Western,
8th Ed. (2006).
www.bized.co.uk
This is a web site for students and educators in business studies, economics,
accounting, leisure, sport and recreation, and travel and tourism
http://www.bized.co.uk/educators/16-19/business/marketing/lesson/analysis.htm
This page gives information and resources for the Market Analysis work in Unit 2.
www.MarketingTeacher.com
Marketing Teacher has popular lessons on marketing topics, including: SWOT Analysis,
Marketing Mix and Price, the Marketing Environment, and PEST Analysis information for
Unit 4; and Marketing Definitions used throughout the course.
www.VirtualEnterprise.org
Virtual Enterprise is a simulated business, partly funded by the California Department of
Education, which links students in a global business network. This website is a portal to
the simulation and network, but also provides access to lessons and activities
appropriate for this course, including Business Communications, Business and
Marketing Plans, Career Essentials, and other relevant information.

MLA Handbook 7th Edition
Inc. Magazine
Fast Company Magazine
Wall Street Journal
Business Week Magazine
Marketing Communications Briefs

DECA Instructional Materials
Ad Age Journal
Advertising Weekly Journal
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