
   

 

  

 

 

 

 
  

 

 HUDSONVILLE HIGH SCHOOL COURSE FRAMEWORK 
COURSE / SUBJECT Sports and Entertainment Marketing A 

KEY COURSE OBJECTIVES/ 
ENDURING UNDERSTANDINGS 

Important ideas and core 
processes 

UNIT PACING 
Names of units and 
approximate pacing 

UNIT LEARNING TARGETS 
By the end of the unit, 

students will be able to... 

STANDARD 
Which standards (i.e. common 

core, MMC, etc.) does this 
address? 

Marketing Basics 

Sports, Entertainment, and 
Recreation Marketing 

Travel & Tourism Industry 

Creating and Promoting Products 

What is Sports and 
Entertainment Marketing? 
(3 weeks) 

Describe the basic concepts of marketing. 

Explain the marketing mix. 

Define the six core standards of marketing. 

Define sports marketing and its value to the economy. 

Explain the difference between sports, entertainment, and Explain the difference between sports, entertainment, and 
recreation activities. 

Standards match the Davenport, Baker 
College, Muskegon CC, and GRCC’s 
Articulation Agreement. 

(Students receive college credit with a 
B or higher in course) 

OVERARCHING/ESSENTIAL 
SKILLS OR QUESTIONS 

Ideas/skills that transcend 
discipline-specific learning 

Use creativity and critical thinking 
skills to fulfill a need 

Communication and presentation 
of ideas 

Sports and Entertainment 
Economics 

Risk Management 

Business Ethics 

Financial Analysis 

Industry Segments 

Sports and Entertainment 
Means Business 
(3 weeks) 

Define profit and explain profit motive. 

Describe types of economic utility. 

Define risk and describe the categories and classifications of 
risk. 

Name and describe four strategies of risk management. 

Define ethics and discuss the impacts of unethical behavior. 

Standards match the Davenport, Baker 
College, Muskegon CC, and GRCC’s 
Articulation Agreement. 

(Students receive college credit with a 
B or higher in course) 



   
 

 

 

 

  

 

 

KEY COURSE OBJECTIVES/ 
ENDURING UNDERSTANDINGS 

Important ideas and core 
processes 

UNIT PACING 
Names of units and 
approximate pacing 

UNIT LEARNING TARGETS 
By the end of the unit, 

students will be able to... 

STANDARD 
Which standards (i.e. common 

core, MMC, etc.) does this 
address? 

Special Marketing Tools 

Target Markets 

Customer Service 

The Wide World of Sports 
and Entertainment 
(2 weeks) 

Define industry and give examples of subdivisions of an 
industry. 

Explain why marketing decisions are based on industry 
standards, norms, and trends. 

Explain promotion methods of sports camps and clinics. 

Discuss the role of resorts and theme parks. 

Discuss the benefits and challenges of international 
marketing. 

Standards match the Davenport, Baker 
College, Muskegon CC, and GRCC’s 
Articulation Agreement. 

(Students receive college credit with a 
B or higher in course) 

OVERARCHING/ESSENTIAL 
SKILLS OR QUESTIONS 

Ideas/skills that transcend 
discipline-specific learning 

Hit a Home Run with 
Customers 
(1 week) 

Explain the central focus of the marketing concept. 

Explain the importance of understanding buyer behavior 
when making marketing decisions. 

Li t nd de ribe  of coll ti rketing inform ti List and describe means of collecting marketing information 
for use in decision-making. 

Define target market and market segment. 

Describe how businesses use market segmentation. 

Explain the importance of outstanding customer service. 

Standards match the Davenport, Baker 
College, Muskegon CC, and GRCC’s 
Articulation Agreement. 

(Students receive college credit with a 
B or higher in course) B or higher in course) 

Understanding of the importance 
of good customer service 

Ways to manage risk 

The importance and necessity of 
ethical behavior in business and in 
life 



  

  

KEY COURSE OBJECTIVES/ 
ENDURING UNDERSTANDINGS 

Important ideas and core 
processes 

UNIT PACING 
Names of units and 
approximate pacing 

UNIT LEARNING TARGETS 
By the end of the unit, 

students will be able to... 

STANDARD 
Which standards (i.e. common 

core, MMC, etc.) does this 
address? 

Marketing Research Process 

Managing Information 

Marketing Information 
Management 
(2 weeks) 

Explain the Purpose of Marketing information Management. 

List and describe the steps involved in marketing research. 

Discuss the human factors of marketing research. Discuss the human factors of marketing research. 

Explain the options for electronic data collection. 

Discuss the concept of data-driven decisions. 

Standards match the Davenport, Baker 
College, Muskegon CC, and GRCC’s 
Articulation Agreement. 

(Students receive college credit with a (Students receive college credit with a 
B or higher in course) OVERARCHING/ESSENTIAL 

SKILLS OR QUESTIONS 
Ideas/skills that transcend 
discipline-specific learning 

Process of gathering and analyzing 
data 

Making sound decisions based on 
information gathered 


