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I. Bulletin Description: 

 
Methods for teaching business, management, marketing and technology subjects.  Must be 
taken prior to student teaching. 

 
 
II. Prerequisites: 
 

Listed on a signed major and admission to Teacher Education. 
 
 
III. Rationale for Course Level:   
            Course must be taken prior to student teaching.   

 
 
 
IV. Textbooks and Other Materials to be Furnished by the Student: 

None 
 
 
V. Special Requirements of the Course: 
 

A student must receive a C+ in this course. 
Student must satisfactorily complete a teaching demonstration in order to pass the course. 

 Student must visit a secondary school store. 
 

 
VI. General Methodology Used in Teaching the Course: 

Discussion, field trips, simulation, role playing, teaching demonstrations, hands-on experience, 
lecture, questions and answers, resource file. 

 
 
VII. Course Objectives: 



This course reflects the components, both content and structure of CMU’s CLEAR model for 
professional education through content of pedagogy and a unit on diverse settings (cultures). 
 

 C- Concept- and knowledge-driven: A professional educational practice  
that is concept and knowledge-driven has, as its foundation, content knowledge. This 
knowledge base is acquired through serious study and developed through research. 
 

LEA- LEArner centered: A professional educational practice that is learner-centered 
focuses on the cognitive, affective, and physical needs, and characteristics of each 
learner. It is based on the belief that all learners grow and develop throughout life and 
that all learners can learn. 

 
R- Reflective practice relevant to diverse settings and roles: Educators will work in 

diverse settings – from the large, urban high school to the small, rural school. 
Communities and schools are comprised of diverse people from a wide variety of 
cultural, ethnic, racial and socioeconomic backgrounds. Best educational practice 
requires recognition of and provisions for these differences. 

 
Upon completion of this course, the student will be able to:  
  
1. Demonstrate content knowledge (C), pedagogical knowledge, and knowledge of the  
      learner (LEA) related to office and marketing education as outlined in the BMMT    
      curriculum, including a model office and managing and coordinating a school store.  

 
2. Develop the ability to prepare, evaluate, and organize materials for a   

variety of instructional strategies and situations (R) within the BMMT program. 
 

3. Students will develop the ability to organize, to prepare and evaluate materials for, and to 
operate an integrated BMMT program (C, LEA, R). 

 
 
VIII. Course Outline: 
  
        Week Topic 

1. State Standards and Performance Objectives 
A. Explanation of meanings 
B. How to implement 

 
            2. BMMT Curriculum 

A.  Requirements, program design, content issues 
Curriculum in marketing education 
A. MarkEd 
B. PRIDE 



C. Text and materials 
 
          3. Teaching Methods 

A. Individualized instruction 
B. Simulation 
C. Classroom organization 

 
         4. Laboratory 

A. School store 
B.  Mock store 
C.  Model office 
C. Financing 

 
            5. Student organizations 

A. DECA 
B.  BPA 

 
IX. Evaluation: 

 
Group research project    20% 
Teaching demonstration    20% 
School store visit     10% 
Course materials/lesson plans    20% 
Curriculum project     20% 
Course reference notebook    10%      

 Total                 100% 
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