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Introduction

Background

OCR has produced a summary brochure, which summarises the Applied Business GCSE.  This can be found at www.ocr.org.uk, along with the new specification.

In response to reforms announced by the Government and in response to Ofqual mandated changes to GCSEs, unitised assessment of this qualification is being replaced by linear assessment. This means that candidates commencing a two year course from September 2012 will take all of their GCSE units at the end of the course in June 2014.
From September 2012 assessment tasks may be undertaken at any point between release of the task and the examination series for which the task must be submitted. Centres must ensure that candidates undertake a task that is valid for submission in the year in which the candidate intends to submit it. 
In order to help you plan effectively for the implementation of the specification we have produced these Schemes of Work and Sample Lesson Plans for GCSE in Applied Business. These Support Materials are designed for guidance only and play a secondary role to the Specification.  
Our Ethos

OCR involves teachers in the development of new support materials to capture current teaching practices tailored to our new specifications. These support materials are designed 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.  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
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	GCSE in Applied Business Unit A242 Making Your Mark in Business 

	Suggested teaching time
	70 hours
	Topic
	Making your mark in business

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

	2.2.1
Getting organised 

Action planning – introduction

(1 hour)
	Theory:
Introduce idea of time management and action planning.  Stress the importance of time management in order to complete the controlled assessment.  Candidates will have set time allowances for completion of tasks. 

Class:
Group discussion on the tasks that they would have to complete during a normal day.  

Ideas on how each candidate plans their day.

Candidate:

Write out what they have to achieve each day.

Prioritise what must be done.

	Examples of tools used to facilitate time management – candidate planner.

Electronic calendar.

Simple tables to allow people to plan their day.


	

	2.2.1
Getting organised

Action planning – the final template

(1 hour)
	Teacher:
Introduce a range of different action plans.

Candidate:  
In groups discuss which action plan they think is the best – state why. 
[image: image1.emf]
All groups feed ideas back to class.

Class design the action plan they will use for the controlled assessment.
	At least 3 different action plans.

Template to facilitate discussion – what is good/bad about each action plan.

Large paper for candidates to design group action plan.

ICT facilities - projection on to white board for final design.


	

	2.2.2
Understanding the market

Primary/field research

(1 hour)
	Teacher:

Theoretical teaching – what is primary/field research?  Identify the different methods used:

interviews;

surveys;

observation;

questionnaires.

Class:

Discuss the advantages and disadvantages of each of the above methods.

Groups:

Discuss occasions where they have been involved in market research.  What information were they asked?  How did they feel about this?

Homework:

Collect a range of different surveys, questionnaires.  Candidates to bring these into class for use in 3.2.3 – Customers and competitors.
	PowerPoint presentation to cover theory of primary research.

Range of surveys used by different organisations – discuss their value, what was the business hoping to achieve.  Link to theory covered.  

Facilitate class discussion about advantages/disadvantages of methods of research.  Ensure all class members contribute in some way.


	Consider bias and reliability of results especially of small sample numbers.  This will be a useful reflection for candidates to make when reviewing their action plans.  

	2.2.2
Understanding the market

Secondary/desk research

(1 hour)
	Teacher:

Theoretical teaching - what is secondary/desk research?  Identify the different methods used:

newspapers;

magazines;

internet;

text books;

BBC News (TV or radio).
Class:

Discuss the advantages and disadvantages of each of the above methods.  Introduce a topic that is currently headline news.

Candidates: 

Candidates to research via the internet, the headline news story you introduced.  Use as many different sources as possible.  Candidates to cut and paste what you have found into a word document and ensure they source each article. 
[image: image2.emf]
Homework:

Candidates to listen to the BBC News and note what is being reported on the chosen headline news story.  Candidates to write this out and look in at least one national newspaper and write out what is being reported.
	PowerPoint presentation on secondary research to include advantages and disadvantages of different methods.

Range of newspaper articles on headline news story.

ICT facilities – internet enabled for candidates to research headline news story.
	

	2.2.2
Understanding the market

Correct use of internet

(30 minutes)


	Teacher:

Discuss the correct use of the internet – go back to time management.  Emphasise that a lot of time can be wasted aimlessly searching the internet.

Discus how to source work and the consequences of plagiarism.

Show the candidates some useful websites – what information they contain that could be used within the controlled assessment. 

www.statistics.gov.uk
www.upmystreet.com
www.bized.co.uk
Set quiz on Cadbury’s.  Use the Fuse bar case study found under Learning Zone. http://www.cadbury.co.uk/EN/CTB2003/learning_zone/
Candidates: 

Complete the set quiz on Cadbury’s.
[image: image3.emf]
	Use of computers – internet

Access to internet sites outlined in suggested teaching and homework activities.

Handout on websites quoted – list of questions for candidates to find out whilst investigating them.

Access to Cadbury’s website.
	The websites quoted are only ideas and the centre may wish to investigate a wider variety of websites.  

	2.2.8
Sourcing work

(30 minutes)
	Teacher:

Using a handout show candidates how to compile a bibliography.  
	Handout on how to compile a bibliography.


	

	2.2.3
Customers and competitors

Market segmentation

(1 hour 30 minutes)
	Teacher:

Bring in a number of different products and ask the candidates to guess what type of person would purchase each item.  This then leads into the theory.

Theory of market segmentation.  Consider:

age;

socio-economic group;

income;

gender;

family life style.

Group work:

Consider the people who would use a local food superstore.

Decide which type of market segmentation would be the most suitable for the people who use the local food superstore. 

Design a grid that could be used to observe the different types and different groups of customers.

Homework:

Identify a range of different products/services that would be used by a wide variety of people.  Identify which market segment they would best fit into according to the product/services selected.
	Variety of different products that would be purchased by different types of customers.  

PowerPoint presentation to cover the different methods of market segmentation.  


	The bullet point list outlined in suggested teaching and homework activities is not meant to be exhaustive. 

	2.2.3
Customers and competitors

Power of customers

(1 hour)


	Group discussion:

Candidates to consider the power that customers have and the choices they are able to make about where they spend their money.

Group: 

Divide the class into small groups.  Give them a prepared shopping list.  Use a full range of products and prices.
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Candidates need to consider in their group where they would purchase each item and explain how they came to their decision.  Include:

price;

quality;

value for money;

pre and after sales service;

compliance with legislation.

Each group to feedback their ideas to the class.

Teacher:

Ensure that candidates fully understand the implications of the bullet points listed under ‘Power of customers’ after the group discussion.


	Newspaper articles where businesses have been losing or gaining customers.  Ask the group to consider why this might have happened. 

Prepare a shopping list with a variety of products and price ranges.  This could be paper based or through the use of props.  Candidates should be aware of the range of shops that the items would be available from.  

Whiteboard to draw points together.


	

	How businesses remain competitive

(1 hour)
	Teacher:

Theory of how business compete in terms of:

pricing strategies;

promotional activities;

places where products are sold;

remaining innovative with new ideas.

Candidate:

Candidates to select a business which they are familiar with and describe which strategies it uses to remain competitive.
	PowerPoint presentation to cover theory of bullet points.

Pre-recorded television advertisements.

Range of items that have been sold as part of special offers.

A new or re-released product – Wispa recently re-released again by Cadbury’s.


	‘Power of customers’ and ‘How businesses remain competitive’ have been taken out of order from section 3.2.3 as they fit neatly together and are linked.  It demonstrates how businesses try and meet customer needs in order to retain repeat business.



	2.2.3
Customers and  competitors

Market segmentation observation 

How businesses compete

(2 hours)
	Teacher:

Organise a visit to a local food superstore so that candidates can observe the different type of customers who visit.  This combines with different methods of research.  Candidates can also observe and make notes on how the food store competes using the bullet points:
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pricing strategies;

promotional activities;

places where products are sold;

remaining innovative with new ideas.
Candidates need to consider the type of decisions they see different customers making.  For example, do elderly customers generally go for the cheaper range of products?

Candidates:

Using the market segmentation grid completed in a previous lesson, categorise the different people observed within the superstore.  Candidates are also required to consider how the business remains competitive.  Make reference to the bullet points above.  

Homework:

Candidates write up their findings.  

	Trip to the local food superstore.

Ensure that all candidates have their own copy of the market segmentation grid.  
	The trip can be to any kind of business.  Candidates just need to apply the same theory.  The centre may be able to arrange a visit to a similar business as one of those outlined in the Controlled Assessment Material.  

If a centre is unable to take candidates out on a visit this task could be set as homework.  Candidates could accompany their parent or guardian when they do the weekly food shop. 

The idea of the visit is to try and get the candidates to use some form of market segmentation – eg age.  They should then observe the number of people which would fit into each category.  The next part of the observation is to try and observe the kind of decision the different categories make.  



	2.2.3
Customers and competitors

Surveys, questionnaires

How do businesses monitor customer satisfaction? 

(1 hour)
	Class discussion:

In 3.2.2, candidates were asked to collect a range of different surveys, questionnaires.  

As a class, ask candidates to discuss the purpose of the surveys they have collected, and if they felt they would have been successful.  They need to consider who the survey was aimed at, how they were distributed/how was the information collected. 

Teacher:

Theoretical coverage of how businesses gauge levels of customer service:

surveys;

mystery shoppers;

repeat customers – increase in sales turnover.


	Copies of surveys, questionnaires to use as examples.

Use PowerPoint to cover theoretical aspects, could revisit surveys – covered under types of primary research.
	

	2.2.3
Customers and competitors

Impact of poor customer service

(1 hour)
	Group discussion:

As a class come up with a definition of ‘what is customer service?’

Candidates:

Describe one occasion where candidates have received excellent customer service.

Describe one occasion where candidates have received poor customer service.

Groups:

Working in small groups each candidate explains when they received good and bad customer service.
From the discussion, ask candidates how this made each of them feel.  Identify what they think are the impacts of good and poor customer service.
Feed back ideas to the class.

Teacher:

Ensure that the candidates have covered the following points within their discussions:

loss of revenue – reduction in sales;

falling profits;

loss of market share;

impact on long term survival.
	Whiteboard to make notes of candidates’ ideas and suggestions.

Flip chart paper and pens 

PowerPoint presentation to cover theory outlined.


	

	2.2.3
Customers and competitors

The need to monitor competitors’ activity

(1 hour 30 minutes)
	Teacher:

Discuss the methods used to monitor the impact of competitors.  This should include:

market data;

surveys;

monitoring the actions of actual and 
potential competitors.

Candidates: 

Using the internet to identify recent market trends in healthy eating.  Research the trends in the purchase of organic food – has it recently been increasing or decreasing?  Using the analysis of your findings consider what businesses could do to alter their products to meet customers’ changing tastes.  
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Group homework: 

Identify a business that has obvious competitors within your locality.  Each member of the group investigates one business. Find out the range and availability of products, prices being charged, latest promotions and offers.  Next lesson will be comparing their findings.
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	PowerPoint presentation to cover theory.

Worksheet outlining research task.  Teacher may wish to identify some suitable websites in order to keep candidates on task. 

Handout to explain requirements of task.  


	

	2.2.3
Customers and competitors

Consequences of not remaining competitive 

(1 hour)
	Teacher:

Theory of consequences of failing to remain competitive and listening to the wants and needs of customers.

What action should businesses take to remain competitive?

Candidate:

Using an article provided by the teacher, summarise the mistakes that the business made and why it failed to remain competitive.  


	Newspaper articles of businesses that are currently struggling – focus should be failure to meet customer needs.

Newspaper/magazine articles on businesses that have been very successful because they have kept up with customer trends.
	http://www.times100.co.uk website or hardcopy may have some case studies that could be useful for this section.



	2.2.5
The marketing mix/promoting an idea

Product and Place

(1 hour)
	Teacher:

Theoretical coverage of product – looking at how products can be modified to meet the needs of customers – could include the product lifecycle.

Theoretical coverage of distribution channels. 

Candidate:

Complete quiz on different distribution channels. 
	PowerPoint presentation to cover theory of product and distribution channels.  

Quiz on different products.  Candidates to identify how they would get from the manufacturer to the consumer

http://www.thetimes100.co.uk has a case study on Ben Sherman which covers each section of the marketing mix.  
	

	2.2.5
The marketing

mix/promoting an idea

Price

(1 hour)
	Teacher:

Theoretical coverage of the different pricing strategies:

penetration;

destroyer;

cost plus;

skimming;

competitive;

consider the image of the product.

Group:

Working in small groups, candidates identify a range of products that they think have been priced using each of the techniques covered above. 

Homework:

Collect a range of different types of advertisements.   Provide a written description of your favourite TV advertisement.  This should include what happens in the advertisement, who it is aimed at, when it is shown, on what TV channel.  
	PowerPoint presentation to cover theory.
	The different pricing strategies listed is not exhaustive and centres may wish to include others that they feel are relevant.

	2.2.5
The marketing

mix/promoting an idea

Promotion 

(2 hours)


	Teacher:

Theoretical coverage of the main types of promotional activity used by a range of businesses.  This should include:

television;

leaflets;

posters;

advertisements  - national against local newspapers, 
magazines;

story boards;

radio jingles.

Candidates:

Analyse the benefits and disadvantages of each type of promotional media.
	PowerPoint presentation to cover theory.

Examples of range of different types of promotional media to include pre-recorded television advertisements.


	

	2.2.6
Costing implications

(1 hour)


	Teacher:

Theoretical coverage of the potential cost implications of the different types of media.

Discuss effectiveness of different types of promotion in reaching the correct target market:  Different types to include:

television audience figures, 

newspapers;

circulation figures. 
Groups:

Working in small groups, investigate the potential audience and costs of the different types of promotional media outlined above.  Feed back findings to the class.
Teacher:

Draw together the group findings.  Discuss gaps in their knowledge.
	Resource sheet which covers potential costs of different types of promotional media and potential audiences.  


	

	2.2.4
Presenting data effectively 

(3 hours)
	Teacher:

Describe, using a range of examples, how candidates should present their work effectively.  This should include:

how to lay out a report correctly;

how to write a short summary;

how and when to use graphs;

how and when to use tables;

how and when to use charts.
Candidates:

Write up the notes provided on the above points.  Make sure that candidates are familiar with the different methods of presenting data.


	Provide examples of each of the bullet points.  
	Encourage candidates to proof read their work before printing and certainly before submission for final assessment.  



	2.2.7
Reflection and review

Own skills

(1 hour)
	Candidates:

Candidates need to describe their skills and qualities.

Describe their hobbies and interests – what skills have these helped them to develop?

What skills do they think they will need to work well independently or in a team?

Do they like being a leader?
Group Discussion:

What are the problems of working in small groups?  How can these be overcome?
	A questionnaire which helps candidates to identify the strengths and weaknesses of their own skills.  
	Candidates need to reflect on the skills they currently think they have.  This is often very difficult and they may need encouragement.  

	2.2.7
Reflection and review 

Analysis and evaluation 

(1 hour)
	Group discussion:

Explain the skills of analysis and evaluation.
Teacher:

Set case study which focuses on a group of four people working together.  It should emphasise problems with time keeping, meeting deadlines and arguments over who does what.  

Candidates:

Analyse what is happening in the case study.  Analyse the impact these problems would have on the completion of the task.  Make suggestions for how the problems could be resolved.  
	Exercise which looks at the skills of analysis and evaluation.
Case study which focuses on a group of people working together and not getting along.  
	

	Controlled assessment

Task 1 (2 hours allowed)

2.2.1
Getting organised


	Teacher:

Go through the different scenarios contained within the controlled assessment.  

Group Discussion:

Encourage group to discuss the advantages and disadvantages of each of the scenarios.

Teacher:

Divide the class into distinct groups.  These will be the groups that candidates will work in for the duration of the research phase of controlled assessment. 

Groups:

The first task, candidates need to undertake within the group is to match local businesses with those in the scenarios.  This exercise should help them select which business they want to work with. 

Candidates are now ready to complete part of task 1 – create their action plan.

They should have decided on a template within the section 3.2.1 Getting organised.
	Copies of the controlled assessment.

Master copies of the action plan agreed by the class in 3.2.1. 

Whiteboard to make notes of comments and ideas being raised.

One to one discussions with each group to ensure that they are fully aware of the implications of each scenario and that they do have a suitable business in the locality to use as the context for this unit. 


	It is not expected that the creation/revision of the action plan will be carried out under controlled conditions as candidates will need to review/amend their action plan throughout this unit.



	Controlled assessment

Task 2 (30 hours allowed)

No marks are allocated for this task.

2.2.2
Understanding the market

2.2.3
Customers and competitors

2.2.8
Sourcing work


	Teacher:

Go through the task with candidates ensuring each group fully understands what they are required to do.  

Candidates – in groups:

Individually produce first draft of questionnaire.

As a group decide the final version of the questionnaire.

Carry out primary research using the questionnaire.

Analyse and summarise the results.

Candidates – individually:

Investigate two competitors to ascertain:

prices charged;

main features of products/services;

how competitors promote themselves;

places where product/service is sold.

Throughout the task, ensure candidates keep a bibliography of all the resources they have used.
	Copies of the controlled assessment.

Access to computers.
	Ensure that candidates remember to update their action plan continually throughout the completion of this task.  

Candidates/groups may need one to one guidance to ensure that they remain focused on the task and do not go off down the wrong route.



	Controlled assessment

Task 3 (5 hours)

2.2.2
Understanding the market

2.2.3
Customers and competitors

2.2.4
Presenting data effectively


	Teacher:

Explain the requirements of the task.

Ensure that candidates have all the information they need to meet the criteria for this task.  

Candidate:

Complete task 3 
	Copies of the controlled assessment.

Access to computers.
	Ensure that candidates cover all of the bullet points contained within this task.  These may need further explanation to ensure that all candidates fully understand the demands of the task.  

	Controlled assessment

Task 4 (6 hours)

2.2.5
The marketing

mix/promotion an idea


	Teacher:

Explain the requirements of the task ensuring that all candidates fully understand what they are required to do. 

Candidate:

Complete task 4 – Candidates are required to produce an item of promotional material. 
	Software programmes that enable candidates to design promotional material.

Materials suitable for the creation of promotional material.
	

	Controlled assessment

Task 5 (2 hours)

2.2.7
Reflection and review


	Teacher:

Explain the requirements of the task ensuring that all candidates fully understand what they are required to do.

Candidate:

Complete task 5 – Candidates will need to make reference to their original and updated action plan.  
	Copies of the controlled assessment.

Access to computers.


	Candidates may require help to reflect on their own performance.  Teachers may wish to discuss with each group how they felt the group worked together.


GCSE in Applied Business Unit A242 Making Your Mark in Business 
2.2.5 The marketing mix/promoting an idea – Product and Place 
OCR recognises that the teaching of this qualification above 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
	To be able to identify the different components of the marketing mix

	Objective 2
	To be able to describe the Product element of the marketing mix

	Objective 3
	To gain an understanding of how products can be modified to better meet the needs of customers

	Objective 4
	To be able to describe a range of distribution channels


Recap of Previous Experience and Prior Knowledge
Within section 2.2.3 Customers and Competitors, candidates will have already considered how businesses remain competitive and will therefore have limited prior knowledge of some elements of the components of the marketing mix.  
Content

	Time
	Content

	5 minutes
	Group discussions – candidates to identify the different components of the marketing mix.  Ensure candidates use examples to illustrate their ideas.

	20 minutes
	PowerPoint presentation to include:

· What are the main features of a product?

· Why businesses modify their products to meet the changing needs of customers?

· How do businesses distribute their products to their customers?

Use a variety of different examples to illustrate the points above.

Using one of the examples discussed above illustrate the product life cycle.  Examples that could be used are chocolate, washing powder, washing up liquid.  These are all items that are regularly updated in order to extend their product life cycle.  Explain how this particular product would be distributed to the customer.

	20 minutes
	Working in groups candidates select a business.  They then choose a product that the business manufactures and has undergone a revamp/re-launch.  Candidates describe the product of their choice – how it has been revamped and where it would currently fit on the product life cycle of the relevant business.   Candidates to explain the distribution channels for their selected product.

	10 minutes
	Each group feeds back their ideas clearly explaining how their chosen goods have been revamped/re-launched and where they have placed the product on the product life cycle and how they think it would be distributed to their customers. 


Consolidation
	Time
	Content

	5 minutes
	Explain the focus for the next lesson – Price.  Ask candidates to research five different products (one item of food, one item of clothing etc) and the prices being charged for each one.  They will use this information in the next lesson.


GCSE in Applied Business Unit A242 Making Your Mark in Business 

2.2.5 The marketing mix/promoting an idea – Price
OCR recognises that the teaching of this qualification above 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
	To gain an understanding of the different pricing strategies that businesses can use 

	Objective 2
	To be able to understand how the image of a product will impact on the pricing strategy used


Recap of Previous Experience and Prior Knowledge

In the previous lesson, candidates identified the different components of the marketing mix.  Candidates then gained an understanding of the components Product and Place.  
Content

	Time
	Content

	10 minutes
	Question and answer session – what are the four components of the marketing mix?  What is the difference between a product and a service?  Give an example of a business that has modified its product in order to meet the needs of its customers.

	20 minutes
	PowerPoint presentation to deliver theory on pricing strategies.  Presentation to include:

· penetration;

· destroyer;

· cost plus;

· skimming;

· competitive.

Consider the image of a product and how this could impact on the pricing strategy selected – low quality equals bargain price, high quality equals premium price.  

	20 minutes
	Candidates to work in groups.  They need to discuss how they think the products they have researched have been priced.  What pricing strategies have been used?

	5 minutes
	Set homework task – candidates to provide a written description of their favourite TV advertisement.  This must include what the product is, what happens in the advertisement, who it is aimed at, when it is shown, on what TV channel, use of images, colour and sound.  


Consolidation
	Time
	Content

	5 minutes
	Using a product that the class would be familiar with, ask candidates who the product is aimed at, the image it is portraying, in what ways has it been adapted/revamped, and what pricing strategy they think was used to set the price.


GCSE in Applied Business Unit A242 Making Your Mark in Business 

2.2.5 The marketing mix/promoting an idea – Promotion
OCR recognises that the teaching of this qualification above 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
	To gain an understanding of the different ways a business can promote its products/services

	Objective 2
	To understand how product and price can influence the decision of where and when to promote a particular product/service


Recap of Previous Experience and Prior Knowledge

In the previous lesson, candidates looked at the component of Price.  They will have also considered how the image of a product could influence the pricing strategy selected.  
Content

	Time
	Content

	10 minutes
	Group discussion – identify all the different ways that a business can promote a product

	15 minutes
	From their homework task given in the previous lesson, candidates describe their television advertisement and what attracted them to it. 

	30 minutes
	Candidates research the different types of promotional activity analysing the advantages and disadvantages of each one.  Within this session they should cover:

· television;

· leaflets;

· posters.

To be continued for homework if not finished within class.


Consolidation
	Time
	Content

	5 minutes
	Using a product from the last lesson (consolidation) ask the candidates how they think it should be promoted justifying their choice of media.  


GCSE in Applied Business Unit A242 Making Your Mark in Business

2.2.5 The marketing mix/promoting an idea – Promotion
OCR recognises that the teaching of this qualification above 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
	To gain an understanding of the different ways a business can promote its products/services

	Objective 2
	To be able to understand the reasons why a business promotes particular products or services

	Objective 3
	To understand how product and price can influence the decision of where and when to promote a particular product/service


Recap of Previous Experience and Prior Knowledge

In the previous lesson, candidates were introduced to the component of Promotion.

	Time
	Content

	10 minutes
	Question and answer session – ask candidates to give one advantage and disadvantage of the different types of promotional activity that they researched last week – television, leaflets and posters.

	20 minutes
	PowerPoint presentation on the reasons why a business promotes its products/services.  Powerpoint to include:

· bringing forward a decision to buy;

· encourage repeat business;

· encourage stock-piling – buy one get one free, 3 for the price of 2;

· encourage customers to try a new product;

· encourage long term loyalty – loyalty cards.


	Time
	Content

	25 minutes
	Candidates continue independent research into the different types of promotional activity analysing the advantages and disadvantages of each one.  Within this session they should cover:

· advertisements – national against local newspapers;

· magazines;

· story boards;

· radio jingles.

To be continued for homework if not completed in task.


Consolidation
	Time
	Content

	5 minutes
	Question and answer session – ask candidates to rank the different promotional activity in terms of cost.  The highest cost should be placed first. 


= Innovative Teaching Idea


This icon is used to highlight exceptionally innovative ideas.





= ICT Opportunity 


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