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Introduction

Background

A new structure of assessment for A Level has been introduced, for first teaching from September 2008. Some of the changes include:

· The introduction of stretch and challenge (including the new A* grade at A2) – to ensure that every young person has the opportunity to reach their full potential
· The reduction or removal of coursework components for many qualifications – to lessen the volume of marking for teachers
· A reduction in the number of units for many qualifications – to lessen the amount of assessment for learners
· Amendments to the content of specifications – to ensure that content is up-to-date and relevant.

OCR has produced an overview document, which summarises the changes to Business Studies. This can be found at www.ocr.org.uk, along with the new specification.

In order to help you plan effectively for the implementation of the new specification we have produced this Scheme of Work and Sample Lesson Plans for Business Studies. These Support Materials are designed for guidance only and play a secondary role to the Specification.  

Our Ethos

All our Support Materials were produced ‘by teachers for teachers’ in order to capture real life current teaching practices and they are based around OCR’s revised specifications. The aim is for the support materials to inspire teachers and facilitate different ideas and teaching practices.

Each Scheme of Work and set of sample Lesson Plans is provided in:
· PDF format – for immediate use
· Word format – so that you can use it as a foundation to build upon and amend the content to suit your teaching style and students’ needs.

The Scheme of Work and sample Lesson plans provide examples of how to teach this unit and the teaching hours are suggestions only. Some or all of it may be applicable to your teaching. 

The Specification is the document on which assessment is based and specifies what content and skills need to be covered in delivering the course. At all times, therefore, this Support Material booklet should be read in conjunction with the Specification. If clarification on a particular point is sought then that clarification should be found in the Specification itself.

A Guided Tour through the Scheme of Work

 SHAPE  \* MERGEFORMAT 



	Business Studies H430: Marketing F293

	Suggested teaching time
	5 hours
	Topic area
	The market

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	[image: image2.png]Role of marketing (1 hour)


	· Assess the role of marketing in business. Discuss its relative importance in terms of achieving a variety of objectives e.g. profit levels, cost cutting, market share, brand identification, growth and survival
· Group work on how a variety of businesses may use marketing to achieve objectives
	· An Integrated Approach to Business Studies 4th Jewell Ed Chapter 14

· AS Business Studies Mottershead et al  Chapter 20

· Business Studies Hall et al 3rd Ed Chapter 18

· www.bized.co.uk The Role of Marketing Staff
	· This role will vary depending on the size `of the business, type of organisation and the product/services that it makes and sells
· It is important to emphasise that marketing is a dynamic process and cannot be approached in isolation from the external and internal forces acting on the business
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Relationship of marketing to business decision making

(2 hours)


	· Identify other factors which impact on the marketing of a business e.g. costs, law, skilled workforce and time
· Analyse and evaluate these factors in terms of the relative importance of marketing when making decisions
· For example, a business may have to decide whether to continue a product line. Decide which will be the main factors at work when making the decision
	· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 23

· Mottershead et al AS Business Studies Chapter 21

· Business Studies Hall et al 3rd Ed Chapter 22

· www.bbc.co.uk/workinglunch  Series 4 Lunch Lesson 12 


	· Decisions in business must take account of finite resources and the unlimited wants of a sophisticated and well-informed global market. This requires a balance of costs, benefits and priorities 

	Relationship of marketing to other departments ( 2 hours)


	· Discuss ways in which marketing objectives may differ form those of other departments within a business
· Discuss to what extent marketing is dependent on and independent of other departments in a business
	· Business Studies Hall et al 3rd Ed Chapter 18, 8


	· Relationship will depend upon the type of business organisation, its size and its culture


	Business Studies H430: Marketing F293

	Suggested teaching time
	8 hours
	Topic area
	Market segmentation

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note
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Market segmentation (2 hours)


	· Analyse different ways in which different businesses may use market segmentation 

· Discuss in groups why businesses use market segmentation
· Evaluate the use of market segmentation in a variety of marketing situations e.g. market research, advertising, cost reduction, extension strategies and expansion into a global market
	· Business Studies 3rd Ed Hall et al  Chapter 20

· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 17

· AS Business Studies Mottershead et al Chapter 22

· www.bized.co.uk Mind Your Business 26.1.04
	· Market segmentation is a tool which enables the business to target sections of the market in order to reduce the risk of failure in the market
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Market share and market growth (3 hours)


	· Demonstrate the ability to calculate market share and market growth
· Interpret and analyse market share by: 

· using a variety of resources and data both present and historic to suggest reasons for changes in market share and to measure the relative success of one business’ marketing strategy against its competitors
· Interpret and analyse market growth by:

· investigating factors such as changes in consumer incomes, new markets, technological change, fashion and type of market

	· Business Studies 3rd Ed Hall et al  Chapter 21

· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 20

· AS Business Studies Mottershead et al Chapter 22

· www.bized.co.uk Competition and Market Share – In the News 26.10.06
	· Market share can be measured in a number of ways e.g. sales, profit or number of goods/services produced and sold
· Different markets grow at different annual rates
· A variety of factors need to be considered e.g. previous market share, changes in the market, product portfolio, national or global markets
· A successful business needs to know which market they are operating in, who their consumers are, whether the market is growing or shrinking and what their market share is
· It is important to define the market precisely when making comparisons about market growth
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Buyer behaviour (1 hours)


	· Demonstrate understanding of factors which affect buyer behaviour e.g. economics, sociology and psychology
· Analyse and assess the factors influencing buying behaviour. Specific examples such as how pricing can be used to affect buying behaviour (psychological pricing), how changes in income levels /changes in rate of interest can affect buying behaviour
	· An integrated approach to Business Studies 4th Ed Jewell Chapter 17.

· Business Studies 3rd Ed Hall et al  Chapter 4, 26

· www.bized.co.uk The Internet Food Channel
	

	Marketing and the law (2 hours)


	· Demonstrate an understanding on the legislation acting upon the marketing function in a number of given situations

	· Business Studies 3rd Ed Hall et al  Chapter 102, 103

· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 8

· AS Business Studies Mottershead et al Chapter 16
	· The law needs to be considered in relation to the specific organisation shown in the case study. It is important to be selective rather than stating all legislation acting on the marketing function


	Business Studies H430: Marketing F293

	Suggested teaching time
	11 hours
	Topic area
	Market research

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note
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Nature of Market Research/Methods of Market Research (3 hours)
	· Demonstrate understanding of the nature and purpose of market research and assess how different methods can be used by different businesses and for different products/services
· Students should be encouraged to investigate and develop                research strategies and to          evaluate each in terms of              several criteria
	· Business Studies 3rd Ed Hall et al  Chapter 19

· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 15

· AS Business Studies Mottershead et al Chapter 23

· www.bized.co.uk Market Research PowerPoint 
	· It is important that this does not become a paper exercise based around questionnaires. Market research strategies are based on criteria such as time, costs, type of product or service, external constraints etc

	Sources of Information (2 hours)
	· Demonstrate an understanding of different sources of information and how they are gathered
· Assess the appropriateness of each source of information in terms of all the criteria mentioned and in terms of the overall objectives of the business
	· The Times 100 (12th Ed.) Nivea case study
· www.bbc.co.uk/workinglunch Series 5, Lunch Lesson 6
	· Collecting information is time consuming and costly. Many businesses employ experts to do this. Students must understand that market research is just one tool in assessing the market. Each situation will require an ongoing assessment of the market research strategy. Case studies can be used to investigate different situations

	Sampling Methods (2 hour)
	· Describe, exemplify, analyse and assess random, stratified, cluster, systematic, quota and convenience sampling methods
	· Business Studies 3rd Ed Hall et al  Chapter 19

· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 15

· AS Business Studies Mottershead et al Chapter 24
	· It is important that students understand that the need for sampling is to increase the chance of successful and relevant research. It is only a tool to hopefully reduce the risk of failure


	Business Studies H430: Marketing F293

	Suggested teaching time
	11 hours
	Topic area
	Market research

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	Costs and Benefits of market Research (2 hours)
	· Analyse and assess the costs and benefits of market research
· Students may approach this from the standpoint of new/existing products and look at the advantages and disadvantages of market research in terms of small and large businesses
	· Business Studies 3rd Ed  Hall et al  Chapter 19
	· It is difficult to generalise about the costs and benefits of market research. Emphasis should be on assessing the situation in the case study

	Quantitative understanding of Sampling (2 hours)
	· Demonstrate a quantitative understanding of sampling
· Students should understand how the normal distribution, standard deviation and sampling error are used to increase the accuracy and validity of the research
	· Business Studies 3rd Ed Hall et al Chapter 13

· An Integrated Approach to Business Studies4th Ed  Jewell Chapter 5


	· This is a difficult area for many students. Teaching should concentrate on the use of these tools rather than too much     emphasis on their calculation
· The focus here should be on the              use of sampling error within market research. 


	Business Studies H430: Marketing F293

	Suggested teaching time
	7 hours
	Topic area
	Marketing planning

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	Market Plan (1 hour)
	· Demonstrate understanding and assess the significance of the market plan
	· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 31

· 3rd Ed Business Studies Hall et al Chapter 23

· www.bized.co.uk Business Planning – marketing planning
	· Much of this part of the specification needs to be looked at using a portfolio of businesses and in particular in relation to the specific organisations shown in the case studies

	Marketing Objectives (2 hours)
	· Describe, formulate, analyse and assess marketing objectives
· Students may investigate a number of businesses in the local area and identify their key marketing objectives. Students should identify criteria on which judgements as to the success of the objectives should be made
	· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 2

· AS Business Studies Mottershead et al Chapter 21

· Business Studies Hall et al 3rd Ed Chapter 22

· The Times 100 (12th Ed.) Experion case study
	· These will differ in priority for all businesses. It is difficult to teach in isolation from the market plan and market strategy

	Marketing Strategies (2 hours)


	· Demonstrate an understanding of marketing strategies
· Assess the development of marketing strategies by looking at the relative importance of factors such as finance, economy, market alongside models such as Boston Matrix, SWOT and the Product Life Cycle

	· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 14

· AS Business Studies Mottershead et al Chapter 20

· Business Studies Hall et al 3rd Ed Chapter 18

· Times 100 (12th Ed.)  3 (Hutchison 3G)  case study
	· Market strategies are continually evolving. They represent one of the most dynamic areas of business studies incorporating all areas of business from objectives to external factors
· It may be useful to come back to this when the marketing mix has been addressed and allow students to assess how strategies will change in terms of the relative weightings of each factor


	Business Studies H430: Marketing F293

	Suggested teaching time
	7 hours
	Topic area
	Marketing planning

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	International Marketing (2 hours)
	· Demonstrate an understanding of the role of international marketing
· Assess the usefulness of international marketing to business with specific reference to the role of the EU
	· An Integrated Approach to Business Studies 4th Ed Jewell Chapter 22

· Business Studies 3rd Ed Hall et al Chapter 34

· www.bbc.co.uk/workinglunch -        Expanding Overseas 3.11.03

· www.bbc.co.uk/workinglunch Series 14, Lunch Lesson 12 

	· It has to be emphasised that in many cases it would be difficult for business to exist in a competitive environment if they are not willing to operate on an international level
· Even the smallest of entrepreneurs use other countries with cheaper costs to source and produce their products


	Business Studies H430: Marketing F293

	Suggested teaching time
	3 hours
	Topic area
	Models of Marketing

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	Marketing Models (3 hours )
	· Demonstrate understanding of AIDA, DAGMAR and SWOT in terms of how and why these models are used to aid marketing
· Explain how these models can be used in different situations by different businesses
	· Business Studies Ed Hall et al 3rd Chapter 28

· An Integrated Approach to Business Studies Jewell Chapter 19

· AS Business Studies Mottershead et al Chapter 19

· www.bbc.co.uk/workinglunch Series       15, Lunch Lesson – Quool business                      advice to succeed
	· These are theoretical models which are used to aid business decision-making. They may reduce the risk of failure but they are not conclusive and have to be used with caution alongside the objectives of the business


	Business Studies H430: Marketing F293

	Suggested teaching time
	17 hours
	Topic area
	The marketing mix

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	Product – Value Analysis (2 hours)
	· Explain the different requirements of a ‘good’ product using value analysis

· Demonstrate understanding of the advantages and disadvantages of using value analysis in given situations

· Analyse and discuss the usefulness of value analysis in given situations
	· Business Studies Hall et al 3rd Ed Unit 16  

· An integrated approach to Business Studies Jewell 4th Ed  Chapter 18


	· Value analysis is a ‘tool’ that allows an organisation to assess different products at different times

	Product – Product Life Cycle, Boston Matrix, Product Portfolio, Product differentiation (3 hours)
	· Demonstrate understanding of how the life of a product may be measured

· Describe, exemplify analyse and discuss the product life cycle in given situations

· Discuss methods that could be used to extend the life of a product in given situations
	· www.bized.co.uk Product life cycle PowerPoint  

· AS Business Studies Mottershead et al Chapter 25

· Business Studies Hall et al 3rd Ed Unit 16
	· The product life cycle needs to be considered in relation to the specific organisation shown in the case study. Focus on the use, rather than slavish consideration of content recall of stages etc

	
	· Demonstrate understanding of the Boston Matrix

· Describe, exemplify, analyse and discuss the Boston Matrix in given situations

· Differentiate between the product life cycle and the Boston Matrix
	· www.bized.co.uk Boston Matrix PowerPoint 

· AS Business Studies Mottershead            et al Chapter 25
	· The Boston Matrix is used to assess the marketing requirements. Avoid focussing on the ‘labels’ and more on planning for the future. Remember, it always relates to a specific situation

	
	· Demonstrate understanding 

· of product portfolio analysis

· Describe, exemplify, analyse and discuss the use of product portfolio analysis in given situations
	· Business Studies Hall et al 3rd Ed Units 16, 24


	· Try to ensure that a product portfolio is viewed as much more than a list of products or a product catalogue. Focus on the uses of a portfolio to a business

	
	· Demonstrate understanding of product differentiation 

· Describe, exemplify, analyse and discuss the use of product differentiation in given situations
	· Business Studies for AS Marcouse et al 2nd Ed Unit 6

· Business Studies Hall et al 3rd Ed Unit 94
	· Focus on the advantages of differentiation and the possible problems of trying to differentiate

	Pricing – Elasticity (1 hour)
	· Explain, analyse and discuss elasticity and its appropriateness in different situations
· Students could look at different aspects of elasticity such as advertising elasticity              to see how this concept can be used                   to influence a variety of decisions
	· Business Studies Hall et al  3rd Ed Chapter 25

· An Integrated Approach to Business Studies Jewell 4th Ed Chapter 9

· AS Business Studies Mottershead et al Chapter 27
	· Calculation is important. However, it is more important to be able to interpret the calculation in terms of its possible impact on the decision making of the business. In particular, in terms of pricing a product or service

	Pricing Strategies ( 3 hours)
	· Analyse and discuss different pricing strategies in terms of their impact on buyers and sellers and on the long/short term objectives of the business
· Pricing strategies can be looked at as market based, competition based and cost based. In this way students can distinguish between them and come to conclusions as to how the strategy will change over time
	· Business Studies Hall et al 3rd Ed Chapter 26

· An Integrated Approach to Business Studies Jewell 4th Ed Chapter 20

· AS Business Studies Mottershead et al Chapter 26

· www.bized.co.uk Pricing Strategies PowerPoint
· www.bbc.co.uk/workinglunch Tickets Going for a Song 18.05.07
· Times 100 (12th Ed.) Revision Theory; Marketing Mix
	· It is important to emphasise that a business will rarely adopt one strategy and that there may be a package of strategies dependent on a portfolio of products, their position and performance in the market 

	Promotion (3 hours)
	· Analyse and discuss methods of promotion, e.g. advertising, sales promotion, personal selling, branding and above and below the line methods, in terms of their impact on the market
· Analyse and discuss advertising elasticity in terms of its contribution to the creation of a promotional strategy

	· Business Studies Hall et al  3rd Ed Chapter 19

· An Integrated Approach to Business Studies 4th Jewell Ed Chapter 15

· AS Business Studies Mottershead et al Chapter23

· www.bized.co.uk Promoting,        Advertising Agencies and Media

· www.bbc.co.uk/workinglunch The           Big label Rebrand 08.06.07

· www.bbc.co.uk/workinglunch Series        10 Lesson 8
	· Advertising is only a small part of marketing and will only be successful if a whole promotional strategy is created which can reach and respond to the needs of the target market
· Focus on specific scenarios in case studies are essential


	Business Studies H430: Marketing F293

	Suggested teaching time
	17 hours
	Topic area
	The marketing mix

	Topic outline
	Suggested teaching and homework activities 
	Suggested resources
	Points to note

	Distribution (3 hours)


	· Analyse and discuss location, patterns of distribution, physical distribution and distribution channel in order to optimise the efficiency of reaching the market
· Assess possible methods of blending the marketing mix in order to create an overall marketing strategy
	· Business Studies Hall et al  3rd Ed Chapter 30

· An Integrated Approach to Business Studies Jewell 4th Ed Chapter 21

· AS Business Studies Mottershead et al Chapter 29
	· This is a dynamic and ever changing area of marketing with an increasing number of businesses grasping opportunities of sourcing the factors of production and the finished products from abroad 

· In an increasingly global market distribution plays a key role in getting the right goods to the right place at the right time

	Blending the Marketing Mix 

(2 hours)
	· Consider each part of the marketing mix as a separate strategy and its impact on the success of the business
· Students can look at the marketing mix in relation to the product life cycle. Each stage would give different weighting to each element of the marketing mix. Students can assess how these weightings might change over time
	· www.bbc.co.uk/workinglunch Series 3 Lunch Lesson 4

· Business Studies Hall et al  3rd Ed Chapter 22

· An Integrated Approach to Business Studies Jewell 4th Ed Chapter 23

· www.bbc.co.uk/workinglunch Series 4 Lunch Lesson 12 

· www.bized.co.uk Market Analysis PowerPoint
	· An overall strategy must include other aspects such as research in order to be a success. Case studies can be used to identify particular individual strategies e.g. promotional strategy


Sample GCE Lesson Plan: 
Business Studies H430: Marketing F293

Using marketing theory to devise marketing strategy

OCR recognises that the teaching of this qualification will vary greatly from school to school and from teacher to teacher. With that in mind, this lesson plan is offered as a possible approach but will be subject to modifications by the individual teacher.

Lesson length is assumed to be one hour. 

Learning objectives for the lesson

	Objective 1
	Students to use knowledge of marketing mix and product life cycle

	Objective 2
	Students to be able to analyse the product life cycle in relation to the marketing mix for a number of different products and services.

	Objective 3
	Students to make judgements to what extent the weighting of each component of the marketing mix will change over the life of the product/service.


Recap of previous experience and prior knowledge

· Short discussion regarding prior knowledge of the marketing mix and the product life cyle. There should also be a question and answer session to discuss the make up of the marketing strategy.

Content

	Time
	Content

	5 minutes
	Students to select two products and one service. One product should be from a large company selling a wide portfolio of products, one product should be a business to business product/raw material and one service from the private sector.

	15 minutes

20 minutes
	Teacher to recap on stages of the product life cycle and explain how the marketing strategy will change throughout the life of the product or service dependent on criteria such as type of product/service, whether it is business to consumer, business to business etc.  Teacher will introduce the idea of a marketing budget and explain that any strategy will need to operate within the budget. Another constraint on how marketing mix will be allocated would be the company objectives. Teacher will use question and answer to identify such objectives e.g. increase sales by 20%.

Class will form pairs and are given sheets showing blank Product Life Cycles. Each pair will decide on which products/services they will use from those they have chosen at the beginning of the lesson. Each pair will make decisions as to how much of each part of the mix will be weighted in each stage. Each example should show how the strategy would change over the life of the product/service and students should be able to explain how they arrived at their decisions.

For example, at the development stage of a new machine for processing chocolate the main weighting will be on the product, with a very limited weighting on advertising, distribution and price. The main marketing objective would be to develop a machine which fits the needs of an increasingly technological workplace.

	5 minutes
	Teacher to recap on what the class should have achieved and ask students to prepare to present their product/services to the class.

	10 minutes


	Each pair will pick one example and present their suggestions with reasons for their decisions. Each presentation should explain how the strategy might change over time. Class to ask questions about the decisions made in a constructive manner in order that the optimum solution can be found. 

Teacher will explain the way in which each response achieves a different skill level. Identification of varieties of mix applied to a product/service is knowledge an understanding. Selecting weightings and explaining why, and identifying the implications to the business are analysis. Making judgements about how the mix will change over time dependent on other factors is evaluation. 


Consolidation

	Time
	Content

	5 minutes
	Students to re-examine the conclusions they have come to regarding their other products and services in the light of the presentations and discussions.


Other forms of Support

In order to help you implement the new Business Studies specification effectively, OCR offers a comprehensive package of support. This includes:

OCR Training
Get Ready…introducing the new specifications
A series of FREE half-day training events are being run during Autumn 2007, to give you an overview of the new specifications.

Get Started…towards successful delivery of the new specifications

These full-day events will run from Spring 2008 and will look at the new specifications in more depth, with emphasis on first delivery.

Visit www.ocr.org.uk for more details.

Mill Wharf Training

Additional events are also available through our partner, Mill Wharf Training. It offers a range of courses on innovative teaching practice and whole-school issues - www.mill-wharf-training.co.uk. 

e-Communities
Over 70 e-Communities offer you a fast, dynamic communication channel to make contact with other subject specialists. Our online mailing list covers a wide range of subjects and enables you to share knowledge and views via email.

Visit https://community.ocr.org.uk, choose your community and join the discussion!

Interchange

OCR Interchange has been developed to help you to carry out day to day administration functions online, quickly and easily. The site allows you to register and enter candidates online. In addition, you can gain immediate a free access to candidate information at you convenience. Sign up at https://interchange.ocr.org.uk
Published Resources

OCR offers centres a wealth of quality published support with a fantastic choice of ‘Official Publisher Partner’ and ‘Approved Publication’ resources, all endorsed by OCR for use with OCR specifications.

Publisher partners

OCR works in close collaboration with three Publisher Partners; Hodder, Heinemann and Oxford University Press (OUP) to ensure centres have access to:

· Better published support, available when you need it, tailored to OCR specifications 

· Quality resources produced in consultation with OCR subject teams, which are linked to OCR’s teacher support materials

· More resources for specifications with lower candidate entries

· Materials that are subject to a thorough quality assurance process to achieve endorsement

Hodder Education is the publisher partner for OCR GCE Business Studies 
Hodder Education is producing the following resources for OCR GCE Business Studies for first teaching in September 2008, which will be available in Spring 2008.
Marcouse, I, Williams, R, Surridge, M, Gillespie, A, Martin, B, Watson, N, Hammond, A, Harrison, S. OCR Business Studies for A Level (2008) ISBN: 9780340958636
Marcouse, I, Williams, R, Surridge, M, Gillespie, A, Martin, B, Watson, N, Hammond, A, Harrison, S. OCR Business Studies Dynamic Learning Network Edition (2008) ISBN: 9780340968109

Approved publications

OCR still endorses other publisher materials, which undergo a thorough quality assurance process to achieve endorsement.  By offering a choice of endorsed materials, centres can be assured of quality support for all OCR qualifications.

Endorsement

OCR endorses a range of publisher materials to provide quality support for centres delivering its qualifications. You can be confident that materials branded with OCR’s “Official Publishing Partner” or “Approved publication” logos have undergone a thorough quality assurance process to achieve endorsement. All responsibility for the content of the publisher’s materials rests with the publisher.

These endorsements do not mean that the materials are the only suitable resources available or necessary to achieve an OCR qualification. Any resource lists which are produced by OCR shall include a range of appropriate texts.




































= ICT Opportunity 


This icon is used to illustrate when an activity could be taught using ICT facilities.





= Stretch & Challenge Activity 


This icon is added at the end of text when there is an explicit opportunity to offer


Stretch and Challenge.





= Innovative Teaching Idea


All the teaching idea contained in the SOW are innovative, but the icon is used to 


Highlight exceptionally innovative ideas.
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