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You will observe various changes in
this issue of Teaching Business and
Economics, in the content as well as
the design. This results from the
EBEA’s review of all its publications to
ensure that they are as informative and
interesting as possible. Other changes
will be announced early in the new
year.
This issue is primarily concerned with
teaching approaches. I am very grateful
to all the contributors who have been
participating in the process of change.
Their efforts are crucial to the success
of this evolutionary development.
The familiar section headings are
changing. Some of the old ones were
not helping readers to find their areas
of interest. The present section
headings are provisional and may
change according to the needs of the
moment. Look at the thumbnail
descriptions in the content list to see
which items are relevant for you.
We are aware that some elements of
the design may make photocopying of
student sheets more difficult. To help,
we will be looking to put both pdf and
word files on the members-only
website soon after publication.
The editorial team is expanding.You
may have seen the advert for specific
roles within the team in the
September Beeline. If you want to help
but aren’t quite sure what your role
might be, just get in touch with me by
phone or e-mail.
Comments on both individual
contributions and the overall style will
be most welcome. Write to me!
Speak your minds, be forthright! A
number of members have been
consulted about the new design and
their comments have done much to
influence the outcome. Join in and be
part of the debate.
Nancy Wall
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BY ANDREW ASHWIN

Guerrilla marketing
Imagine walking down the street and seeing a wallet
on the floor.You pick it up, and inside is a £5 note.
What do you do? Hand it in to the police? Keep it?
You look for some details to identify the owner, but
the only other thing in the wallet is a business card
with the name and address of a pizza delivery
company.
This story has a basis of truth, strange as it may
sound. A similar situation faced New York shoppers
during Christmas 1999. Some 8,000 wallets were found
on the streets of the Big Apple. In this case, there was
just a card inside with the slogan “get out of hell free”
and a web address – CharityCounts.com. The card
prompted shoppers to donate
money for different charities
during the Christmas period.
The New York wallets did
not contain any money, but why
not leave some cash inside the
wallets? Why not stage a mock
fight at a bar between two people
who are arguing about the merits
of your product? Why not buy a
Chinese Red Army rocket and
launcher truck, and park it next
to a busy main road to advertise
your website?

small businesses as it is for giant corporations, if not
more so. But how does a small business compete and
get noticed when it is faced with competition from
companies with multi-million pound marketing budgets?
Television and radio advertising, as well as billboard
space, can be way too expensive. So firms have had to
develop more creative ways to put across their message
and tell consumers that they exist. The answer is
guerrilla marketing.
As guerrilla marketing has become more popular
in recent years, and is seen to be successful, the ideas
are being taken on by larger organisations. It is
becoming more difficult to separate out the tactics
being used by small businesses
with limited marketing budgets
and the large players who have
millions to use for marketing.
As a result, guerrilla marketing
approaches are becoming
increasing prevalent.

The use of posters, often illegally sited, is a
popular method for guerrilla marketers

How about buying a
London Routemaster bus and driving it around to
advertise your company – you could stop and welcome
people on board to get a taste of your products and
services. Why not get people to have a go at
rearranging Michael Jackson’s face via the internet? Or
how about going around and sticking Post-it notes on
every door in a neighbourhood to advertise your
business?

Pages 6 and 7 are
designed as a handout for
students that introduces and
sets out the main principles of
guerrilla marketing. It contains a
short activity that can be
carried out individually or in
small groups depending on the
way the teacher wishes to use
the exercise.

Andrew Ashwin is content developer at Biz/ed and
chief examiner for the GCSE Nuffield Business and
Economics.

These are all actual examples of marketing
techniques that have been used by real businesses in
attempts to attract customer attention and push their
products. It is a far cry from the typical marketing
strategies that the vast majority of students might offer
as suggestions in response to an exam question.
These approaches have been largely pioneered by
small businesses. Marketing is as important for many
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Guerrilla marketing
The term “guerrilla marketing” was first used in
1984 by J Conrad Levinson, an academic and
marketing expert. It can be defined as the use
of unconventional marketing tactics
designed to extract the maximum
exposure, attention and results
from minimal use of
resources.
There are a number of key
principles that characterise
guerrilla marketing. These
can be remembered by the
acronym NEAPS.
◆ Networks – businesses
should constantly look to make
contacts and build relationships.
◆ Energy – remember that every contact and
every day is an opportunity to market your company.
This is called 360 degree marketing.
◆ Activity – be aware that there are always
opportunities to make your product known and find
ways of doing this when the opportunity arises.
◆ Presence – find ways to make your business known
to the market. This could be through chat rooms, email, forums, discussion boards, radio, magazine, street
posters, graffiti and so on.
◆ Smart – make sure that you do not offend
customers. (Some businesses have in fact turned this
rule on its head by deliberately offending people they
know are unlikely to be customers, and they then use
the controversy to create awareness in their target
audience.)
Guerrilla marketing has a number of key advantages,
especially for small businesses that have limited
marketing budgets.
◆ Flexibility – it can be changed easily because it is
small scale. As a result, the campaign can respond to
changing conditions and circumstances quickly.
◆ Cost – because of the types of activities, it is a very
low-cost way of marketing.
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◆ Targeted – activities can be targeted at the market
that is most likely to buy the product or service. This
improves the efficiency of the marketing campaign and
improves returns.
◆ Simplicity – many guerrilla marketing methods are
simple and easy to implement, and they do not require
massive financial outlay.

Guerrilla marketing methods
The very nature of guerrilla marketing means that it has
no bounds. There is no limit, it is up to the imagination
of the business. This is a list of some methods that can
be used.
◆ The internet:
●

pop up advertising

●

logging details of visitors and users

●

improving rankings on search engines
such as Google

●

blogs

●

banner advertising and
sponsored links on
websites and search
engines

◆ Stickers and badges
◆ Spray paint logos
◆ Pavement chalking
◆ Biodegradable tree posters
◆ Product give-aways, including
free demonstrations and
consultations
◆ Intrigue – generating mystery
to engage customers
◆ Peer marketing – bringing
people with similar interests
or ages together to build up
interest in the product (an
approach adopted in building
interest in the Arctic
Monkeys, for example)

Graffiti is not only long lasting
but also reflects an image that
might appeal to certain market
segments
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◆ SMS text and video messaging – this approach
helped create interest in the Crazy Frog
◆ Roach baiting and buzz marketing – using actors to
behave as normal customers to create interest,
controversy or curiosity in a product or service
◆ Live commercials – using people to do live
commercials in key places such as clubs and pubs

quite in the category of guerrilla marketing by our
definition, but it shows how similar ideas are being used
by larger organisations as a means of
generating competitive advantage. Of
course, if you have a large marketing
budget the “stunts” you can afford to do
can be more spectacular.

◆ Bill stickers – an approach used to promote DJs and
club events, for example

Websites
These websites will give you some more ideas of the
different ways devised by marketers to get their
products and services known. Look at these sites to get
a feel for how guerrilla marketers have operated.
◆ http://www.indiainfoline.com/nevi/abir.html
◆ http://www.blitzthenet.com/viral.html
◆ http://www.economist.com/displaystory.cfm?
story_id=393109
Note that some of the examples in the article on
The Economist website involve very large organisations
using stunts to promote their products. This is not

Activity:

Guerrilla marketing developed to give
small businesses a competitive
advantage, but larger firms are now
employing similar tactics to attract
attention to their products and services

This activity can be done individually or in small groups.
● Choose a business. This should be a small business, possibly
drawn from your local area or perhaps a business owned by
parents. Avoid using large businesses like McDonald’s or Tesco.
● Think of a marketing activity that this business might use to help
make its products more noticeable to its target market.
● Create a presentation to describe this marketing activity to the
rest of the class. In your presentation, refer to the principles of
guerrilla marketing. Discuss the advantages that your marketing
proposals are likely to bring to the business.
You can be as creative and as outrageous as you like. However, you
have to keep within the law and you must avoid offending
customers!

Teaching Business & Economics
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KARL SHUTES

Risk management
In all aspects of our lives, we face risk. In many
cases, we try to minimise the impact of risk through
insurance or contractual clauses to deal with poor
outcomes. For businesses, there is another approach
– companies can turn to the financial markets to
hedge their risks using derivative instruments.
There are many financial instruments that can be
used to hedge, or deal with, risks. Instruments such as
futures and options can be used to hedge many different
risks, including commodity prices, stocks, interest rates,
exchange rates and even the weather.
Carefully used, these instruments can help to
minimise the risks faced by business. However when it
goes wrong, the consequences can be severe. In 1995,
the derivatives trader Nick Leeson brought down
Baring’s Bank with loses of £827 million. In 1998, Long
Term Capital Management, with two Nobel laureates on
the board, lost $4.6 billion in four months through
trading in interest rate derivatives and emerging market
investment instruments.
Movie buffs may recall Trading Places. Eddie
Murphy and Dan Ackroyd show what damage can be
done if you know which way a market is going. (I would
really recommend this as a fun example.) The market
can be a dangerous place to make a living.

Futures
Futures and forwards are contracts to buy or sell a
fixed amount of a product at a set price at a specified
point in the future. Consider the example of a big farm
business that produces orange juice. It might want to
hedge the risk of a low price by selling its harvest
forward at a set price. Depending on the weather, the
overall harvest, and other conditions of demand and
supply, the price of orange juice on the exchange can
vary. The farm business gives up some of the profit that
it might realise if prices rise, but limits the downside
risk if there is, for example, a massive harvest and prices
collapse. The business is happy to forego some possible
profit for the certainty that the futures contract brings.

8

Orange juice storage tanks in Ghent harbour, Belgium – the
biggest centre for orange juice imports in Europe

On the other side of the contract, firms using orange
juice as an input might be happy to lock in a price. They
are willing to risk prices falling if there is a glut, for the
security of fixing their input costs well in advance.

Options
Options are perhaps the most well-known – and
infamous – method of managing risk. They come in
many “flavours” – there are European, American, binary
and Asian options. An option gives the person who
buys it a type of insurance. And just like any insurance,
an option contract has a price. By buying an option, the
owner acquires the right to buy or sell an underlying
asset at a specified date in the future at a fixed price.
(This price is called the strike by Americans.)
Where options differ from forwards and futures
contracts is that the person who owns the option does
not need to use it. If the price moves against the holder
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Figure 1: Payoff on a call option
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of the option, the holder can simply ignore the option.
In this way option holders are not locked in to a deal,
they just have an “option” to exercise the contract.
An option to buy is known as a “call” option:
holding, or buying, a European call gives you the right
but not the obligation to buy the underlying asset at a
given price at a specified point in the future. The writer
of the call sells the option. If the option is dealing with
selling the underlying asset, then it is a “put”. The holder
of the put has the right, but again not the obligation, to
sell the underlying asset at a specified price some time
in the future.
But why would you want to use these
instruments? The answer comes down to what you
believe the market is going to do and how you want to
hedge any risk. For example, if you think that the price
of orange juice is going to rise significantly in three
months time, and you need to buy orange juice, then
you might buy a call option. Let us say that you buy the
option with a strike price of £100 per tonne. If the price
goes up to £110 per tonne, then you can use the option
to buy the orange juice at £100.You can sell the juice
for a profit of £10 per tonne, so the option is also
worth £10 a tonne. However if the price of the orange
juice falls to £90 per tonne, you would not exercise the
option because it would be cheaper to buy juice on the
market. In this case the option is worth nothing: you
would lose the price you paid for the option, but
nothing else.
We can use a payoff diagram (see Figure 1) to
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show this scenario. A holder of a call, who owns the
right to buy the underlying asset in the future, gains
when the market price rises above the strike price and
breaks even when this is equal to the cost of the option.
The writer of the option, on the other hand, loses when
the price of the underlying asset rises. Note that if the
market price of the underlying asset rises significantly
above the strike price, the writer faces substantial loses;
conversely, the holder makes substantial gains. This is a
zero sum game.
The call option gives the opportunity for
investors to hedge against the variation in price to some
extent. Calls are useful for businesses that want to have
some protection against significant increases in the price
of their inputs. But why would you write a call option?
Well, if you expect market prices to stay lower than the
strike price, then you are getting the price of the option
for offering the insurance that the option gives the
holder.
The put option completes the pair. This gives the
holder the right to sell at a given strike price. This
means that if the market price falls below the strike
price, the holder of the put can sell at the strike price
rather than the market price. Put options therefore
become more valuable to holders as prices fall. The
payoff diagram (Figure 2 on following page) is similar to
that of a call.
It is easy to see that put options might be very
useful to farmers (or other producers), who might be
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Figure 2: Payoff on a put option
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worried that prices for their products might fall. Again,
because this is a zero sum game, writers of put options
want prices to remain above the strike level to ensure
that they make the price of the option.
Call and put options can be combined in any way
you like.You can buy a call with one strike, along with a
put with another. The combination will be based upon
how you, as a hedger or investor, think that the market
is going to move.

A practical example
Options might seem excessive to the average farmer,
but think about the energy companies that provide gas
to homes and schools. They have seen gas prices
fluctuating massively over the past months on the
wholesale gas markets. The energy companies faced a
degree of uncertainty that has now been passed on to
customers.
Maybe the price rises for consumers might have
been greater if the companies had not been hedging
some of their exposure both to the price of wholesale
gas and to the impact of the weather, which has an
impact on demand. Risk management is not the most
glamorous part of an energy company’s activities, but it
has a significant impact on the prices customers pay.

Managing risk
Suppose you work for a gas supply company. What
information would you need to use to help you
decide what position to take in the market? What
other kinds of businesses need to consider risk
management strategies?

Glossary
Hedging – trading to reduce any possible losses and
reduce risk.
Zero sum game – when the winnings of one party are
exactly equal and opposite to that of the losing party.
Futures contract – an instrument that obliges the
holder to buy or sell an asset at a given price at a
specified point of time in the future.
Option – a derivative instrument that allows the holder
to buy or sell an underlying asset in the future for a set
price.
Call option – an option that allows the holder to buy
an asset at a specified strike price.
Put option – an option that allows the holder to sell an
asset at a specified strike price.
Strike price – the price at which the underlying asset
of an option is traded if the option is used. Also known
as an exercise price.
Maturity – the time when a European option has to be
exercised or used by the holder.
Shorting – selling an asset before acquiring it.

Karl Shutes is a lecturer at Leeds Business School.
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JOHN SLOMAN

Asymmetric information and
market failure
In a world of perfect competition, all buyers and
sellers have perfect information. In practice,
information is often highly imperfect. This can
result in decision-making that is socially inefficient.
One aspect of this problem is that the different
parties in an economic relationship may have different
amounts of information. One party may have more or
better information than another. This is known as
asymmetric information. For example, the seller may
know more about the product than the buyer. When
you buy something off eBay, unless the product is brand
new, you may well find that it is in a poorer condition
than you expected.
This problem of buyer ignorance allows rogue
traders to operate. The greater the information
asymmetry between sellers and consumers, the greater
the scope for deception and fraud, and in these
circumstances rogue traders are more likely to thrive.
Take the case of builders: by cutting corners and using
inferior materials, “cowboy” builders can undercut
higher quality builders. Consumers, however, because of
information asymmetry, may simply believe that all
builders are much the same and may go with the
cheapest quote. As a result, reputable builders will feel
pressured into cutting their costs, and hence reducing
the quality of their work, simply to stay in business.

Moral hazards
Many economic relationships involve contracts. For
example, you might sign a contract with a builder to
have your roof repaired. But given information
asymmetry, the problem of moral hazard is now likely to
occur. This is where a person seeks to gain from a
situation which is not prevented in the contract. The
building company may repair your roof, but unless every
small detail is covered in the contract, it can make more
profit by using inferior tiles or felting, or by using
shoddy workmanship.You may not discover this until
much later when the roof starts leaking – long after the
builder has “disappeared”.
Moral hazard can work the other way round. For
example, if a person buys property insurance, they then
may take more risks with their property, knowing that
the insurance company will pay up if the property is
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stolen or damaged. Here it is the insurance company
that has limited information. It does not know just how
careful or responsible each individual policyholder is
likely to be. Just as moral hazard may result in rogue
traders driving down the quality of products and forcing
reputable companies out of business, so moral hazard in
this case may drive up insurance premiums. As
insurance policyholders taking unnecessary risks make
more claims, the insurance companies will be forced to
raise their premiums, and all policyholders, including
those careful people that look after their property, will
have to pay more.
A related problem is that of adverse selection.
As we have seen, information asymmetries can result in
consumers choosing poorer suppliers, not realising that
a low price signifies low quality. In other words, there is
an adverse selection of a supplier by the consumer.
Similarly, poor information on the part of insurance
companies can result in higher-risk consumers being
more likely to buy insurance. The insurance company
ends up with an adverse mix of customers.

The principal-agent problem
Asymmetric information lies at the heart of the
principal-agent problem. One of the features of a
complex modern economy is that people (principals)
have to employ others (agents) to carry out their
wishes. If you want to go on holiday, it is easier to go to
a travel agent to sort out the arrangements than to do
it all yourself. Likewise, if you want to buy a house, it is
more convenient to go to an estate agent.
The crucial advantage that agents have over their
principals is specialist knowledge and information. This
is frequently the basis upon which agents are employed.
But given the asymmetry of information, it will be very
difficult for the principal to judge in whose interest the
agent is operating. The estate agent may try to convince
the vendor that it is necessary to accept a lower price,
while the real reason is to save the agent time, effort
and expense. A second-hand car dealer may “neglect”
to tell you about the rust on the underside of the car,
or that it has a history of unreliability.
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senior managers through attending annual general
meetings. The managers could be questioned by
shareholders and ultimately replaced if their
performance is seen as
unsatisfactory.

Has this car been in an accident?

In firms too, agents frequently do not act in the
best interests of their principals. For example,
companies employ managers (their agents) for their
specialist knowledge of a market or their understanding
of business practice. But managers may pursue different
goals to those of the shareholders (the owners).
Similarly, employees may be able to get away with not
working very hard, preferring instead a quiet life. Office
workers may spend time surfing the internet or sending
personal e-mails rather than working.
So what is the answer to the problems arising
from information asymmetry? The obvious solution is to
obtain better information. Consumers might talk to
other people who have purchased a product or used a
particular supplier. If you want building work done, you
may well talk to friends and neighbours who have
employed particular builders in order to establish the
quality of their work. Or you may use the internet.
Consumers might use shopping search engines, such as
Kelkoo and Froogle, to search out the cheapest supplier
of a product and compare the specifications of products
online. Indeed the internet has gone a long way to
counter the problem of information asymmetry.
Another solution is to employ an agent to find
out the information! If a company has issued a tender to
construction firms to build its new plant, it may well
employ a specialist agent to investigate the bidding firms
to ensure that the specifications in the contracts are
sufficiently tightly drawn.
Agents will also often need monitoring to check
that they are doing what the principal is paying them for.
A company might employ efficiency experts to examine
the operation of its management. Auditors, acting on
behalf of the taxpayer and the service user (the
principals), check on public services such as the NHS
and the Ministry of Defence. Ofsted checks on teachers
(the agents) on behalf of parents (the principals) – the
asymmetry of information being that parents often
know little of what goes on in the classroom.
Shareholders could monitor the performance of their
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Another part of the
solution is to establish a
series of incentives to
ensure that agents act in the
principals’ best interest. For
example, managerial pay is often
closely linked to business
performance. Consumers could be
given stronger rights to get their money back if
products prove to be shoddy.

Using these ideas in your A level
teaching
Asymmetric information is a key element in
imperfect information. As such, it has relevance to
many aspects of market failure. It relates to the
regulatory framework and to consumer protection
issues in particular. It offers insights into some kinds
of externalities. It underpins the logic for merit
goods, because they are made available to everyone
regardless of their own evaluation of need.
The principal-agent problem crops up wherever
decision-takers are relying on agents to provide
information. So it applies to the divorce of ownership
and control in firms, which can explain why managers
do not always act according to the priorities of
shareholders.
Do you have a recording of the television
programme, Rogue Traders? It illustrates some of the
issues mentioned in the article perfectly.

Where in the specifications?
● AQA

– AS Module 1, Markets and market failure,
merit goods and market imperfections

●

OCR – AS Module 2, Market failure and
government intervention,Why markets may not
work efficiently

●

Edexcel – AS Unit 2, Markets – why they fail

●

Edexcel – A2 Unit 4, Industrial economics

●

Nuffield Economics and Business – Option 3,
Business responsibility

John Sloman is director of the Economics Network
at the University of Bristol. His book, Essentials of
Economics, published by FT Prentice Hall, is widely
used by teachers of A level economics.
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ROB THOMAS

Foreign direct investment:
an activity to assess country risk
According to The Economist
(24 February 2001), “foreign direct
investment (FDI) is globalisation in
its most potent form.”The main
concerns of companies involved in
FDI are similar to those of
companies investing in their home
country. However, the uncertainties
of setting up abroad can be much
greater: there is less information
and often less familiarity with the
non-resident country. Assuming a
company contemplating FDI is
seeking to maximise the rate of
return on the investment, it will
need to assess the potential risks
including those relating to “country
risk”. This requires making an
assessment of the economic policies
followed by the target country, as
well as its political structure,
stability (including the ability of the
government to meet its external
financial obligations) and some
social dimensions.

Oil may make a difference

This article presents an activity
which can be used by students to assess country risk.
The exercise is probably best suited to students near
the end of an A2 course. It is multi-layered and multidimensional, and it can be used with students from
different subject backgrounds (business studies or
economics). It can be undertaken on an individual or
group basis, and the data provided can be set to the
level of the ability and knowledge of the students.

Selecting a country
It would be possible to require different groups or
individuals to assess different countries, with the plenary
discussion incorporating the comparisons. The
assumption here, however, is that students all assess the
same country.
You can choose a less developed, developing or
developed country. Much will depend on the knowledge
and preferences of the teacher. Less developed
countries, particularly from sub-Saharan Africa, tend to
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display characteristics that indicate why they receive
small amounts of FDI. For business students, both China
and India are likely to be of interest because of the large
amounts of FDI they receive. This introduction uses
Nigeria as the example because it is relatively easy to
see the main factors involved, though there is a hidden
factor (namely oil) to be “teased out”. However, you
can select any country for which you have access to
suitable data.
So, for the purposes of illustration, the data and
supporting material presented below is designed to
enable students to address this task.
You are a member of a consultancy that has been
employed by a multinational company which is
considering whether to invest in Nigeria.Your
consultancy is to provide a critical assessment of the
security of the investment in respect of the economic,
international financial, political and social risks involved.
Your research – and your report – should be based
upon the provided data for Nigeria.
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Table 1: Economic, financial and social indicators for Nigeria
1984

1994

2003

2004

GDP (US$ billions, current prices)

28.2

23.7

58.3

72.1

Consumer prices (% change)

39.6

57.0

14.0

15.0

Current account balance (% of GDP)

–3.8

–6.8

–2.4

4.8

Agriculture (% of GDP)

37.8

28.6

26.4

16.6

Industry (% of GDP)

27.8

50.2

49.4

56.9

Services (% of GDP)

34.4

21.2

24.2

26.5

Government’s budget surplus (% of GDP)

n.a.

3.8

4.2

14.0

Outstanding external debt (US$ millions)

17,771

33,092

34,963

n.a.

Population (mid-year, millions)

139.8

Life expectancy at birth (years)

45

Literacy (% of population age 15+)

67

Source:The World Bank

It should be noted that students are being asked
to make a general assessment of the county. The
precise nature of the investment does not need to be
considered.

Economic, financial and social data
The guidance and data provided to help assess the
political, financial and social dimensions of the country
can be selected to suit the abilities of the students. It
can be kept uncomplicated, and teachers could simply
provide a small amount of data covering factors such as
economic growth, inflation, balance of payments, the
government’s budget balance, total external debt and
some social indicators like life expectancy.

Table 1 presents some data on Nigeria available from the
World Bank. (See the end of this article for detailed
notes on how to access data sources.)
The World Bank also provides snapshot and
10-year averages that are sufficient to give a historical
context for the exercise. Table 2 presents some of this
data for Nigeria. Teachers might invite students to think
about what might have happened in the intervening
years.
Exploring the World Bank website will provide
plenty of other economic, financial and social data that
could be included in the exercise. The website can also
be searched for reports on the selected country if
background information is required.

Table 2: Additional indicators for Nigeria
Average annual growth in real terms
1984-94

1994-04

2003

2004

GDP

5.0

3.4

10.7

6.0

GDP per capita

2.0

0.8

8.0

3.5

Industry

3.6

2.2

22.4

4.6

Services

7.4

3.8

6.9

6.9

Source:The World Bank
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Political data
The CIA’s World Factbook contains basic information
on every country’s political structure and systems.
This material can be combined with information from
The Economist website to produce a short report on the
political structure. Using these two sources, a short
statement of Nigeria’s political system can be
constructed and included in the brief.
Nigeria is a federal republic with an elected President
and a two-house national assembly. Representatives are
elected every four years. When democracy was
restored to the country in 1999, a new constitution was
introduced but this has been subject to review due to
political disagreements about the right balance of
power between the central government and the
36 states that comprise the country. The constitution
states that Nigeria is a secular country, but 12 states
have introduced sharia (Islamic) law.

Trade and Development’s FDI statistics. The Human
Development Index is used to classify countries
according to whether they are high (greater than 0.8),
medium (0.5 to 0.8) or low (less than 0.5) in terms of
human development. For Nigeria, the 2003 index
measure was 0.453. Table 4 shows recent inward FDI
statistics for Nigeria.

Interpretation and conclusions
From this data for Nigeria, several points can be made.
● There is variable economic growth and income per
capita growth with upsurge in 2003 – why?
● Inflation is more under control, but still too high at
15%.
● There is a large government budget surplus – why?
● The balance of payments current account suddenly
moves into surplus in 2004 – why?

The exercise could also include information on
governance. For more information on this concept, see
publications from the World Bank (no date), Institute on
Governance (no date) and UNDP (2004) referenced in
the bibliography. The article by Kaufman, Kraay &
Mastruzzi (2005) provides useful data together with an
explanation of the variables used. Six measures are
provided for different elements of governance. The
measures need to be interpreted carefully because each
is a constructed statistic which “implies that virtually all
scores lie between –2.5 and 2.5, with higher scores
corresponding to better outcomes”. Table 3 is perhaps
of particular interest for Nigeria as it shows the
“control of corruption” measure.

● The economy is becoming more industrially based,
but with a relative lack of growth in services.

Further useful data is available from the United
Nations Development Programme’s measure of human
development and the United Nations Conference on

● There is a low life expectancy and poor literacy rate
– which raises questions for any investment that
might rely on local labour now and in the future.

● Nigeria’s human development index indicates a low
level of development/less developed country.
● There was rapid growth in the industrial sector in
2003 – why?
● External debt is 60% of GDP, so not insignificant.
● Inward FDI is healthy – almost doubling 2001 to 2004
– so the country is attractive to investors despite
corruption being a problem.
● Democracy has only been restored relatively recently,
and civil unrest remains a possibility due to the
constitution and ethnic tensions.

Table 3: Control of corruption: Nigeria
Measure

1996

2000

2002

2004

–1.20

–1.06

–1.32

–1.11

Source: Kaufman, Kraay & Mastruzzi (2005)

Table 4: Inward foreign direct investment: Nigeria

FDI (US$ millions, current prices)

1985-95
(annual average)

2001

2002

2003

2004

1,004

1,277

2,040

2,171

2,127

Source: UNCTAD

Teaching Business & Economics

15

A Level Economics

It is not easy, without prior knowledge, to spot
the influence of oil on the country’s economy. However
by asking students to explain some apparent anomalies
in Nigeria’s economic performance, and getting them to
think about developments in the world economy, it
should be possible to get to the impact of a major
export commodity, and then to oil.
A conclusion on whether to advise for or against
the investment is to some extent open ended. It
requires balancing out the several factors that might pull
in different directions. In this case, class discussion tends
to identify the risk-loving and risk-averse students.

Data sources
Most countries publish some of the data needed to
carry out the exercise, but the most useful sources are
those such as the World Bank which hold data together
for many countries and thereby facilitate collection and
comparison.
These websites were checked at the end of
August 2006 to provide the data for this article. Note
that data is subject to change and revision as well as
updating. (Some of the URLs are very long and so the
convention of using “▼” to indicate “click on” is
adopted.)

World Bank
www.worldbank.org
▼ Data & Research ▼ Data by country
▼ At A Glance, then select country.

United Nations Development Programme
www.undp.org
▼ Human Development Data ▼ Get Data ▼ Data by
country, then select country.
United Nations Conference on Trade and
Development
www.unctad.org
▼ main publications ▼ World Investment Report, FDI
database ▼ FDI Statistics Website
▼ seven separate domains ▼ Country/Economy-based
data ▼ World Investment Directory
▼ Country Fact Sheets, then select country.
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PAMELA MACKENZIE

Hitting the ground running
Whalley Range 11-18 High School is an inner city
school: over 40 per cent of students receive free
school meals, a majority of students come from
ethnic minorities and, for many, English is not their
first language. As business studies ideally requires
students to have an understanding of the world of
business, to listen to current affairs and to have
some familiarity with the wide vocabulary used in
business, we start from way back down the field.

A research project
One of the ways we have attempted to meet this
challenge is by setting students a research project within
their first few weeks in Year 10. Students work in small
teams of four or five to solve a business problem. This
involves a variety of tasks, and the project can only be
completed through primary and secondary research.
In the first three-to-four weeks, to help students
prepare, we practise drawing up questionnaires, doing
spreadsheets, making graphs and interpreting results.
This work uses similar data to that which students are
likely to collect when we do our first field trip.
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There is a frenzy of activity in the classroom.
The atmosphere is lively and noisy, desks are rearranged
into team bases, and students are on task within their
teams. The emphasis is on “learning through doing”, and
within the first half-term students develop ICT, teamplaying and communication skills.
By week 5 we are out on our first field trip,
armed with questionnaires for the public, and a list of
other data to gather about the area. Photographs are
taken to create a visual display of the work when we
return to school.
We then spend the next few weeks back in the
classroom, with a small input of business studies
teaching combined with time for students to work on
the report of their findings. Students can use the data
gathered by both their group and the whole class, but
prepare their own reports individually. They are
encouraged to use the internet and to access textbooks
(from GNVQ Foundation level to A level standard).
Students are also given access to census data, and this is
often taken up by the more able students who can use
it to support their findings.
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Weaker students can be given writing frames or
shown exemplar materials to help them produce their
reports, and because their data is collated by the team,
they are supported by their peers.

The benefits
Overall, the project occupies the autumn term to early
November. Obviously, this is a big time commitment, but
we have found that it has brought wonderful benefits.
Our students settle well because they have been so
active; they like their new subject. For many, going out
on a field trip is quite exciting given the relative paucity
of their experiences. They also make some friends in
the class, and the business knowledge they have
acquired has a relevance because it has been applied.
An additional benefit is that the project is kept
and marked as coursework. Obviously some of the
grading criteria (such as analysis) cannot gain many
marks, but it does mean that one piece has been
“banked” in case of a crisis in Year 11. (This proved
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valuable, for example, when one student had glandular
fever and was unable to submit any work in Year 11.)
The other major advantage we have found is that when
we come to do the “proper” piece of coursework in
Year 11, students know exactly what is required – our
research project has been a dress rehearsal for the real
thing. Consequently, this coursework is often of higher
quality than we might otherwise have expected.
If the decision is made to drop coursework from
the business studies specification, I can understand that
many staff will feel relieved to be free of the burden of
coursework marking. However, whatever the final
decisions from DfES and the examination boards, we will
try to retain our research project approach in some
form because we believe it puts the learner at the
centre of what we are trying to achieve.
Pamela MacKenzie is academic team leader at
Whalley Range 11-18 High School, a business and
enterprise college.
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JAWAAD VOHRA

Stop right now, thank you very much
Have you ever experienced the fly in jelly state?
Imagine teaching a class of GCSE pupils accounting
ratios.You’ve covered the ratios, you’ve given them
copious examples and now you ask them a
question. Not any question but the question: “does
everyone understand?” Given that your blood, sweat
and tears went into delivering the lesson, you would
like to be met with a chorus of “yes we
understand”. Instead you’re met with a wall of
silence.You can hear the bird’s chirping outside, a
SMS message going off in the adjacent classroom,
but virtually nothing from your GCSE class. What
do you do? Do you continue teaching or repeat the
material. This indecisiveness – to continue teaching
or to repeat a concept – is the fly in jelly state.You
are suspended in uncertainty.
Even on a good day, when you might get a some
shouts of “yes”, you still have a problem. A few shouts
of yes should not deflect from the fact that the majority
of the class are quiet. A couple of dominant voices
urging the teacher to continue is
certainly not representative.
Given that this is the only
response, there may be a
reluctant temptation to
continue teaching, but
what should you do?
Fear not fellow
teacher, I have
discovered a way
to free the fly
(which
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does not involve eating the jelly) and for getting a
response from the whole class. This is the “traffic light”
way. Pupils are given three coloured cards – green,
amber and red – each around the size of cards wielded
by football referees. Each colour represents a level of
understanding:
● green – I understand
● amber – I think I
understand but I’m
not sure
● red – I definitely do not
understand.
By getting pupils to display these cards at
strategic points during the lesson, you can help avoid
the fly in jelly state.

The traffic lights
The traffic light cards help to prevent hijacking of the
question. Pupils display cards according to their level of
understanding. These are clearly visible to the teacher,
enabling clear and accurate inferences to be made about
the group’s learning. Seeing a field of green cards allows
the teacher to continue teaching with confidence; seeing
more amber and red cards alerts the teacher to
problem areas. In this way, a teacher gets a much better
feel for the level of learning of pupils.
The amber card is particularly useful. The
question “does everyone understand?” traditionally
triggers two responses: yes or no. Pupils with some
appreciation but not yet completely confident that they
have grasped the material are often unsure how to
respond. A prudent pupil might opt to say no, an
optimistic pupil is likely to say yes. In either case, the
aggregate response of the whole class might be
biased. This is a clearly unproductive. It might, for
example, result in topics being repeated from the
beginning or a teacher moving on before material
has been properly digested by pupils. The amber
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a truly satisfying and rewarding experience. It is an
accomplishment – you have helped pupils to learn a
concept.
The cards promote forward thinking and
planning. Teachers can speculate where problem areas
might arise and have contingency plans in place.

card allows unsure pupils – both the optimistic and the
prudent – a category to register their doubt. In this way,
the teacher will gain a more accurate view of the class’s
learning and can implement remedial strategies
accordingly.
The cards allow pupils to take responsibility for
their own learning. Creating an ethos of honesty and
support, where all opinions are valued and respected,
allows pupils to appraise themselves and unreservedly
express whether they truly understand a topic or issue.
I have had a class in which one pupil displayed the red
card on every occasion despite all her peers showing
green cards. This clearly shows the pupil is concerned
and has taken responsibility for her own learning.
The cards should be used at strategic points
throughout the lesson and not just at the end in some
kind of plenary. For example, when teaching profit
margins, the cards should be introduced after the
teaching of the formula, after the application of a
question and after the interpretation of the ratio. This
ongoing use of the cards will enable problems to be
addressed as they arise rather than later, and both pupils
and teachers will know the areas that require further
attention.

The cards also help in developing soft skills. Being
unashamed to say “I do not understand”, and accepting
assistance is surely a good trait to have. The pupil who
displayed the red card when her classmates are holding
up green cards, clearly exhibits a degree of courage and
confidence, and an ability to withstand peer pressure.
Having these traits is vital for a pupil’s progression and
attainment, and invaluable within the labour market.
The traffic light cards have the ability to remove
indecisiveness from the classroom. Indecisiveness
creates a wedge between teaching and learning. The
cards enable pupils to appraise and take responsibility
for their own learning. From a teaching perspective, it
promotes effective and efficient teaching, by ensuring the
teaching is tailored to desired learning outcomes –
teach to the green.
Although the fly in jelly state is a generic problem
– one faced by all teachers from all disciplines – it takes
on particular importance in business and economics.
These subjects are laden with buzz words, and a failure
to understand basic concepts leads to future problems.
Jawaad Vohra teachers at Chelmsford High School.

How will you feel?
Observing a sea of red cards should not be viewed by
the teacher as a failure but as a challenge. How can the
red cards be converted into green cards without
reverting to the approaches of the likes of Paul Daniels
or alchemists? Teachers will be encouraged to think of
innovative ways and effective strategies of addressing the
problem area from another direction. Asking pupils to
display their cards after implementing this new strategy
and seeing the sea of red turning into a field of green is
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CHARLOTTE DAVIES

Running a school shop...
watching the cash and preventing problems before they arise
One of the most high profile and easily accessible
enterprise projects for a school to undertake is running
a shop. Enterprise projects have been set up to run a
wide variety of shops, including tuck shops, sports
shops, outdoor equipment hire centres (especially
useful in schools with Duke of Edinburgh Award
schemes), ticketing agencies and stores selling school
clothing and stationery.
Common to all mini-enterprise shops is a financial
challenge. Each business is dealing with a large number of
cash transactions, and it is very easy for students to lose
control of their funds and run into all kinds of problems.
There are many examples of what can go wrong: one team
could not be bothered to count small change so they kept
throwing it in a bucket under the counter, eventually they
could not pay their bills; another group failed to keep
accurate records of receipts and payments, and then team
members started accusing each other of theft.
It is vital that the teacher responsible for the minienterprise group sets up very clear cash accounting
procedures. There should be checks and balances which
reduce the risk of individuals being falsely accused of theft,
or of being tempted to help themselves to the cash.You
cannot reduce all risks, but good procedures mean that
students would have to go out of their way to conspire
together to defraud the business.
This article sets out the controls and systems
required for recording cash receipts and payments.

Cash receipts
Cash should be counted every day the business trades.
The takings should be listed and double checked by
another student, and both students should sign the listing.
The cash should then be bagged, with the listing, and
deposited in the school/college safe.
At least once a week another pair of students
should organise the banking of the cash. This involves
opening the bags of cash, checking them against the cash
count sheet, listing all the week’s cash and ensuring that
the total matches the total of the daily cash listings, and
completing the bank paying-in slip.
When the bank statement arrives, it should be
checked against the deposits listed in the cash paying-in
book and the record of weekly cash listings.

Payments
If possible, avoid all cash payments. All payments, whether
by cash or cheque, should be supported by third party
documentation such as a receipt or an invoice. All
payments should be approved by two members of the
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team, such as the finance director and the chairman. Large
payments, over a set amount, should also be signed for by
the teacher in charge.
For small cash payments, a petty cash box with an
imprest account should be operated. An imprest system is
where a petty cash box has a balance of say £100 at the
start of a period, and during the period cash payments are
made against supporting documentation. At anytime, the
cashbox can be opened and the total of cash plus
supporting documentation should equal £100. At the end
of the period, the supporting documentation is taken out
of the box and an equal amount of cash is replaced in the
box, and the box once again contains £100 in cash.
All cheque payments should be checked against the
bank statement. Statements should be reconciled monthly.

Rotation of responsibilities
Students involved in cash handling should be rotated
weekly. No pairings of the same students should be
allowed to become established.

Double checking calculations and
reconciliations
Students should get into the habit of double checking
each others’ calculations and reconciliations. A
calculator with a printout is really useful, so that
another student can go back and check for “full and no
false inclusion”.

Spot checks by the teacher
The teacher in charge of the group (or a business
adviser) needs to establish that he or she has the right
to check all aspects of the business from the start. In
particular, all bank reconciliations should be checked and
signed. There should be spot checks on the students
when they are counting the cash and preparing banking,
and on the petty cash payments system to ensure that
the imprest system always adds up to the value of the
initial float. Checks should be made to ensure that all
payments have supporting documentation and that all
the files recording receipts, payments, banking and so on
are up to date.
Running a shop in school can be a lot of fun and
a life-changing experience for students. Have fun, let
students make mistakes, but protect them from
adopting practices that could result in serious
accusations. Following this approach can meet many of
the requirements of GCSE Applied Business Unit 3.
Charlotte Davies is an enterprise education project
manager.
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Give your students a taxing time
Have you ever wondered how to excite your
students’ interest in the subject of taxation? This
might seem hopeless task, yet taxation has a huge
impact on business. Approximately one-third of all
UK business profits are paid to the government in
tax. Not only that, but UK businesses are expected
to administer a large part of the UK’s tax and
benefits system free of charge. In economics, tax is
an important component of any public finance
curriculum – what the government spends, it must
first collect in tax.
For several years now, the Chartered Institute
for Taxation and Bournemouth University have been
running competitions aimed at GCSE, GNVQ and
sixth-form students to raise their awareness of tax
issues. These are designed to be fun, easy to administer
and, in the case of the GCSE/GNVQ competition,
capable of being completed in a single session.You can
find the competitions on the Biz/ed website
(www.bized.ac.uk/current/challenge). In both the
GCSE/GNVQ and the sixth-form competitions,
students work in groups of three or four; schools can
enter as many teams as they like.
The competition for Year 10/11 students is
called “Being the Boss”. Students are asked to advise an
entrepreneur who is planning to employ a small
number of staff about the related tax and benefits
responsibilities. It’s designed not only to raise
awareness of the personal tax and national insurance
liabilities which we all face, but also to provide a
non-technical introduction to the PAYE system and the
role of the employer as tax collector.
The competition for sixth-formers requires
students to devise a new tax policy, which they must
sell to the public through a short (800 words)
newspaper article along with visuals. They need to
show awareness of the impact of their proposals,
setting out the theory behind their ideas and
acknowledging the practical and administrative
implications, and offer some balance to their argument.
Some students choose a new target for tax: popular
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examples in recent years have been “fat” taxes and
environmental taxes. Many proposals display plenty of
imagination. One group proposed taxes on nightclubs
to assist with clean-up costs, with the amount of tax to
be decided by the density of blobs of chewing gum on
the pavement outside the club. (This entry was
accompanied by photographs of strategically placed
measuring rods at sample locations.) Another favourite
of mine was the “large dog” tax aimed at tackling the
costs imposed on society by dog ownership and dog
mess – the idea here being that the larger the dog, the
greater the volume of waste to clear up. However,
students need not focus on a new tax. Good entries
have been received in past years suggesting alterations
to the income tax rate structure and proposing
changes to the VAT system to lessen the impact on
poorer families.
There are cash prizes of £1000 and £300
respectively for the winning schools in the sixth-form
and GCSE/GNVQ competitions, as well as spending
vouchers of up to £100 for each member of a winning
team. The real treat is the annual prizegiving for the
four winning and runner-up teams. This is usually held
at a lunch at the House of Commons, with the prizes
presented by Dawn Primarolo, the paymaster general.

The sponsors
The Chartered Institute of Taxation has sponsored the
competitions for several years because part of its
charitable remit is the encouragement of tax education
for school and college students. The institute also
provides a useful free package of tax education
materials for use in schools. The “Tax Talking” materials
will be available as a web-based resource in the next
few months replacing the old paper-based pack. Details
are on the institute’s website (www.tax.org.uk). The
other sponsor is the tax and accountancy firm BDO
Stoy Hayward.
The competition is organised in partnership
with Bournemouth University – the first, and still the
leading, university in the country in the field of

Teaching Business & Economics

Current Developments

www.bized.ac.uk/current/challenge

undergraduate tax education. We don’t teach our
students how to fill in tax returns, but we do encourage
the academic study of tax from many angles: policy,
economics, politics, small businesses, multinational
businesses, the impact on the rich and the poor, and the
EU. Tax is generally taken as a joint honours with either
accounting, law or business studies.

copies of last year’s winning entries and full reports of
the latest prizegiving at the competition pages on Biz/ed.
Who knows, maybe the tax competition teams today
will become the tax experts of tomorrow?
Angharad Miller is a senior lecturer in taxation at
Bournemouth University. She may be contacted at
amiller@bournemouth.ac.uk.

The tax competitions can be entered at any time
between October and mid-March. Many teachers and
lecturers prefer to wait until March to enter so they can
tie in the competition with the chancellor’s budget
statement and their own work programmes. All types
of schools enter from all over the UK.You can find
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JOHN MAY

Career Academies:
employer engagement in action
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The remaining third of the programme consists
of subject-specific units, depending on the flavour of the
particular Career Academy (finance, IT, or marketing and
communications). This enables students to explore an
area of interest while being exposed to a wide range of
education and career possibilities. An additional
employability unit also forms a key part of the
curriculum offer.

Le

● BTEC National Certificate
● Applied A level double award
● A level Business + A level in a business-related
subject (such as economics, IT or maths).

u

Career Academy students follow a rigorous
curriculum equivalent to three A levels, fully accredited
within the national qualifications framework and, just as
importantly, industry-validated. Two-thirds of the
curriculum is generic business studies. For example,
students might follow one of these three options:

ur

Each Career Academy can enhance its
programme to meet local need, but all operate within a
clearly defined framework (see Figure 1), bringing the
worlds of business and education together to powerful
effect.

3 A Level
Business Studies
Curriculum

G

From a pilot in three institutions, 40 UK schools
and colleges currently run the Career Academy
programme, targeting middle-achieving 16-19 year olds,
often from socially disadvantaged backgrounds. It’s no
coincidence that this predominantly urban programme
grew from Citigroup’s Canary Wharf offices, in view of –
but psychologically out of reach from – one of the
poorest and ethnically diverse areas in the country,
Tower Hamlets.

Figure 1:The Career Academy framework
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Set up by the business community in 2002, the UK
Career Academy Foundation is a registered charity
with 11 full-time staff and a formidable advisory
board of senior business leaders, chaired by
Sir Winfried Bischoff, chairman of Citigroup Europe.
The Career Academy model has been transforming
young people’s lives in the United States for
20 years. Now it’s proving its worth here too;
breaking down perceived barriers between
vocational and academic pathways, boosting
student aspirations, and encouraging businesses to
share in curriculum development.

Training, networking and
technical support for teachers

The most exciting thing for the college was the
impact of the programme throughout the
organisation. The Career Academy enabled the
college to think differently about employer
engagement linked to curriculum delivery.
Angela O’Donoghue, principal,
City of Sunderland College
What makes the Career Academy programme
particularly special is that it mainstreams business
support for education in the young people’s
coursework, something that few education-business link
activities succeed in doing. During 2006, some 1000
company volunteers from over 80 organisations around
the UK will contribute time and skills to a Career
Academy. Some time-poor executives offer just an hour
or so a year, but make a big impact as guru lecturers –
innovatively delivering a specialist part of the curriculum
to a Career Academy year group of say 12-15 students
in their classroom. Some companies host Career
Academy groups in the workplace, providing tours and
space for presentations or business simulations. Other
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business volunteers mentor a student one-to-one,
meeting regularly to discuss life skills and coursework
over an 18-month period. Some senior managers
commit to joining a local advisory board, steering and
championing individual Career Academies within their
own communities.
The jewel in the crown of the Career Academy
model is the summer internship. Students spend six
weeks – paid – in a supporting company, putting into
practice the skills they have been developing and
amassing data for coursework in the following year. The
internship, a “carrot” during the students’ first year and
remotivating them for the second year, also contributes
to the high retention rates for Career Academy
students, bucking the dropout trend for this age group.
The UK Career Academy Foundation does
something quite unique – it brings the future into
the present. Fellow educators working in inner-city
contexts will be acutely aware of the superb career
opportunities which go unclaimed by large sections
of our communities because common belief is that
such jobs belong to someone else. The opportunity
to study an industry-designed curriculum, to put
classroom learning into practice in a real, paid job,
and being valued by first-class managers
transforms what young people achieve – and,
importantly, what they believe they can achieve.
Richard Chambers, principal,
Lambeth College
Supporting companies also report a positive
impact. Working with Career Academy students can
enhance staff development, for example, or approaches
to employee diversity. As one employer said: “I’d never
seen the team all go to a coffee shop rather than the
pub on a Friday evening. Welcoming a young Muslim
woman into the team for six weeks really made them
think.”
Some 500 students have participated in the
programme to date. Another 20 schools and colleges
are following a carefully structured year of planning,
preparing – individually and with the support of each
other – to launch a Career Academy in September
2007. By 2010, the expectation is that there will be a
network of Career Academies in 110 schools and
colleges, serving nearly 5000 students a year.
I enjoy meeting new people, and contacting
potential business partners is actually fun and
quite different from my “normal” job. It uses
different skills to those in the classroom. So the
year of planning has been useful from a
self-development point of view too.
Kathy Baugh, Luton Sixth Form College
Judging by GCSE grades prior to starting the
programme, 33 per cent of the students were likely to
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go on to higher education. To date, 85 per cent actually
progress to university (often being the first person in
their family to do so) on courses such as business,
accounting, marketing and law. The remaining students
all progress directly into employment or further
education. Career Academies are a striking example of
employer engagement in action. They are broadening
the number of genuine choices students have about
their future education and career pathways.
The UK Career Academy Foundation has instilled
not just a desire in my students to succeed, but a
self-belief; an expectation that higher education and
the corporate world are both destinations open to
them.
Ian Williams,Thomas Tallis School
There had always been that doubt at the back of
my mind that a job like this was not for people like
me, from my kind of background... I discovered this
was my kind of work.
Career Academy graduate
John May is chief executive of the UK Career
Academy Foundation.
The UK Career Academy Foundation
is a registered charity and not-forprofit organisation. It raises most of
its finance from the private sector
through direct contributions or
donations in kind.
Schools and colleges are requested to make a donation to
participate in the programme. Currently they donate £1500
for the year of planning, and then £100 per Career Academy
student per year.
For more information contact:
UK Career Academy Foundation
25 Canada Square, Canary Wharf, London E14 5LB
Tel: 020 7986 5494
info@careeracademies.org.uk
www.careeracademies.org.uk
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ICT in the Classroom

JIM RILEY

Using tutor2u
Like the world of business and economics,
educational publishing is constantly changing. This
is particularly true in the digital learning arena,
where teachers and students can call on a vast
variety of resources and technologies.
The tutor2u website has long been a favourite of
business educationalists in the UK and around the
world. Recent data from Google and Nielsen confirm
that the site is one of the most popular educational
sites in the world, attracting over 750,000 user visits
per month and serving over 75 million pages of
materials each year.
This article sets out some of the ways tutor2u is
using exciting new methods of content creation and
delivery to adapt and improve its service.

the moment new content is added. The increasing
adoption of RSS technology means that educational
content can be written once and then distributed in
numerous ways to multiple platforms.
So how do you find out when a new article is
published on the Economics in the News blog?
● You can access the blog webpage and see if there is
anything new.
● You can subscribe to tutor2u’s free Feedburner
service, which will send you an e-mail with a
summary of the article and a hyperlink.
● You can opt to receive notification to your mobile
phone, or via one of many social networking services
appearing online.

All bloggers now
The blogsphere is one area of development. It seems
that everyone is blogging now. Bloggers write about
themselves – their hobbies, politics, cooking recipes and
favourite subjects. There are many excellent business
education blogs that provide a fresh source of ideas,
information and opinion.
Tutor2u has launched a series of blogs in a wide
range of subjects, all designed to help teachers keep in
touch with their specialist interests. Already over 1000
teachers per day download material from our
Economics in the News blog. They are downloading
free PowerPoint presentations, Excel spreadsheets,
Word worksheets and many other resources.To expand
this service, we have recruited expert teachers to
develop and launch blogs about enterprise education, ebusiness, business studies, marketing, retailing and
accounting.
The beauty of blogs is their simplicity. Blogs are
easy to write and easy to access. Ideas and resources
can be easily shared amongst teachers. Anyone with an
internet connection can access the content, and by using
a Really Simple Syndication (RSS) reader, teachers can
track their favourite blogs and get instant notification
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Economics Blog at Tutor2u.com
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The Biz Quiz at Tutor2u.com

Because tutor2u understands the complex
database technology needed to deliver this new service,
the result is a simple solution for teachers to save time
and gain access to resources that are just minutes old –
not years old as in so many textbooks.

Powerful presentations
Virtual learning environments are increasingly being used
by schools and colleges, but the systems they use vary
greatly. In response to this, tutor2u has created new
resources that comply with industry standards rather
than tie into a particular learning platform.
For example, tutor2u’s new range of interactive
presentations has recently been launched for economics
and business studies. These include an extended and
updated series of economics presentations for AS/A2
available through the website. This takes the collection
to over 125 topics in all. For business studies, a suite of
over 250 revision presentations has been commissioned,
with the core collection of marketing, accounting and
strategy resources now live.
To deliver these new truly interactive, Flash-based
presentations, tutor2u has partnered with the US-based
technology leaders Articulate. The presentations can
even be imported to allow resource tracking in learning
environments.
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Quiz time
Articulate also provides the technology that powers one
of tutor2u’s most popular new features – The Biz Quiz.
This free weekly quiz provides teachers with an
opportunity to test whether students have been keeping
up to date with the big business news stories and
personalities. You can take a Flash-based quiz online, or
simply download a pdf version for use as a handout.
The expansion of tutor2u’s resources and
services for economics and business studies has been
significant within the past year. In addition to our online
services via our website, tutor2u now offers a
comprehensive programme of teacher and student
conferences, digital magazines and subscription-based
revision guides. However, the provision of free materials
and information via the internet remains at the core of
what tutor2u does. As teachers change the way they
use the web, so tutor2u will stay at the forefront of the
technologies used to create and distribute content. We
aim to simplify delivery to teachers and improve
learning opportunities – a challenge we rise to with
relish.
Jim Riley runs tutor2U and is the EBEA’s vice chair
(marketing).
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ECONOMICS
Economics, Alain Anderton, Causeway Press Ltd,
fourth edition, May 2006, paperback £24.99,
ISBN 1902796926
As you would expect of one of the UK’s leading A level
textbooks in the subject, the fourth edition of Economics
is a weighty tome. Students new to the subject are
either going to be impressed or daunted by 755
jammed-packed pages of dense type and rainbow
colour. Transporting this text between school and home
will improve fitness and stimulate a debate on health
economics.
Comprehensive, clear writing is what we have
come to expect from Anderton, and this new edition
does not disappoint. There is plenty to stretch the able
student – game theory has its own unit, for example –
yet enough to aid the understanding of low attainers.
The book is divided into 11 sections and 106 units. The
first third is given over coverage of the AS syllabus.
Teachers must be prepared to offer advice on which
pages to read and which to skip – is cobweb theory
(pp 80-3) really still required by AS examiners?
The two topics which are guaranteed to confuse
my Year 12 students are economies of scale and
aggregate supply. Both are covered clearly, with the
reader taken step-by-step through theory and practice
at great length – almost exhaustively. There are set
questions and case studies to test understanding which
will be supported by a Teachers’ Guide not yet
published. I particularly like the scene-setting summaries
which open each unit and give a valuable overview of
what is to come.
At £24.99, the colourful new edition comfortably
sees of its closest rival, Maunder’s Economics Explained,
which is now six years old and overpriced at £35.
Anderton’s new rivals are the leaner, meaner textbooks
carefully targeted at specific A level syllabuses such as
Heinemann’s separate economics AS texts for Edexcel,
OCR and AQA, and Philip Allan’s AQA offerings. These
books focus the user on the narrow requirements of
the syllabus and it is very hard to get lost along the way.
Not so Anderton, where the uninitiated may have a
problem seeing the wood for the trees. This generic
one size fits all approach does not really matter in the
early AS sections – there are minimal differences
between boards – but the challenge becomes apparent
when seeking to use the textbook for a specific A2
course.
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For example, at first glance there is little to
stimulate the interest of a student taking the OCR
transport module. Unit 60 on transport and the market
runs to a meagre five pages. However tucked away in
many other chapters are useful data questions on
congestion charges and SUVs and applied economics
sections that, for example, relate supply and demand to
transport markets, taxes and congestion. The transport
related material is there, it just take some finding. Staff
adopting this work must be prepared to fillet the text,
or rely on the index and the “look-up” ability of their
students. Of course, Anderton’s pick-and-mix approach
is going to be seen by many colleagues as a major
strength of the text: staff can mix-and-match from over
100 units to create their own course structure.
Undoubtedly the new edition will consolidate
Economics as one of the leading A level texts. I expect
the work is likely to excite a strong love-it or hate-it
response. Departments that use the third edition and
love the Anderton approach will be delighted to get
their hands on the updated version of a tried-and-tested
traditional A level textbook. Other will wonder if
Economics is just too overwhelming and demanding, and
might be tempted to opt for a shorter, more focused
text specific to a board. The absence of any supporting
website is a major failing.
Still, nice to have a real choice. Certainly, every
economics department will want access to at least one
reference copy.
Richard Young, director of ICT and business
education, Wood Green School, Witney

Economics AS Level, Alain Anderton, Causeway
Press Ltd, fourth edition, May 2006, £16.99,
ISBN 1902796934
Someone high up in Longman has faith in the future of
AS Economics and has bundled the first 270 odd pages
and last two units of Economics to form a separate book
providing a cost-effective resource for students taking
AS level. The cut-down version will appeal to visual
learners who like detailed explanation and colourful
content. And it is less bulky to carry. However in my
view spending £8 more for the full 755-page version
represents better value and an element of future proofing
if students decide to continue the subject at A2 level.
Richard Young
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The Undercover Economist,Tim Harford, Little
Brown, hardback £17.99, ISBN 0-316-73293-1
I have a dream that one day educators will spend more
time worrying about how we make children think than
on getting grades that falsely reflect how brilliant the
school is compared to others in the area. The idea of
thinking like an economist, or thinking like a
businessperson (in the sense of the academic subject),
will be at the forefront of curriculum design and
assessment. It may be fanciful but it is starting to appear
– the most recent drafts of the new subject criteria
issued by QCA speak of encouraging students to “think
like historians or biologists”.
To this end textbooks have their place but, to my
mind, they hardly inspire students to really get to grips
with a subject and arrive at the point where they start
asking questions for themselves. Some years ago I found
Real World Economics by Chris Huhne, which I bought as
a class set. It was a meritable attempt to put some key
economic issues of the day into context in a readable
style. My students enjoyed the book and felt it made
things easier to understand. It complemented their
standard textbooks.
Since that time, Huhne’s book has become a little
dated and so a replacement is well overdue. Today, I
would contemplate buying The Undercover Economist as
an alternative.You never know, it might just work –
students might actually read it and come to understand
something about the world they live in. They might
begin to ask questions themselves.
This, then, is not a standard textbook, but it has
importance and value. Is it proper economics? Very
much so, but there is not one economics diagram in the
whole book (there are a couple of charts), and there are
no supply and demand curves, no equations, no
breakeven charts and nothing about exchange rates or
business cycles. Instead, there is a great deal of insight
into how an economist sees the world, about the
questions they ask (and the answers they come up with)
about all sorts of everyday issues.
The book contains ten chapters each dealing
with a different aspect of familiar economic and business
theories. The content covers many areas that appear on
economics and business specifications – scarcity and
choice, competition, pricing – and other topics more
associated with pure economics syllabuses such as
poverty, externalities and globalisation. For example, it
goes into detail about scarcity, prices and the theories of
David Ricardo, including an explanation of why coffee
prices in the likes of Starbucks might be considered high
when explained in the light of Ricardo’s theories on
agricultural markets in the nineteenth century. Another
chapter looks at pricing strategies and discusses the idea
of targeted pricing – why and how a business can
maximise revenue through targeting the different needs
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of consumers. We get an exploration of perfect markets
and efficiency, market failure, the importance of
information in exchange, rationality, and wealth creation
in China.
All the chapters are presented in a chatty style
which not only makes the book easy to read – although
some sections which make a link with economic theory
might benefit from a second read – but at the same
time loses nothing of the fact that an economist looks
at the world in a slightly different way to the ordinary
person. The fact that all chapters cover many of the
issues that students will cover in a typical economics or
business course means that as a student book it has
some real value.
The book covers several concepts within the
same chapter, although many of these concepts are
revisited in other contexts in different chapters. For
example, chapter 4 titled Crosstown Traffic covers
positive and negative externalities, private and social
costs, marginal costs, utility and opportunity cost,
welfare, elasticity, taxes and the use of tax revenue,
government intervention in markets and market failure
amongst other things. The chapter reads very easily but
is stacked with powerful economic concepts.
The inclusion of so many economic concepts
might seem daunting, but the book is written for the
“non-economist” and most of our students are exactly
that when they first file into our classrooms in
September. I would use this book to begin to stimulate
discussion about issues that interest economists. It
certainly could have some use at the beginning of a
course when students are still relatively enthusiastic and
curious about the subject, and they have not been
beaten into submission with diagram after diagram.
In contrast, you could start the first week of
term teaching positive and normative economics,
introducing production possibility curves to establish the
credentials of the subject. Will students understand this
material? Some certainly will, but for many the learning
process goes downhill from that point onwards. By
starting with some of the ideas in this book, you might
help to inspire some interest and enthusiasm that lasts
well into the term and will be reflected in the quality of
the thinking and responses students are able to offer to
exam questions.
The problems, dilemmas and concepts that each
chapter raises start to move towards the approach that
AS and A2 study would aspire to – getting students to
think, to analyse, to evaluate and to apply knowledge and
understanding to different contexts. I would heartily
recommend this book as an addition to the required
reading of students of both economics and business.
Andrew Ashwin is content developer at Biz/ed and
chief examiner for the GCSE Nuffield Business and
Economics.
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AQA Advanced Economics, Ray Powell, Philip
Allan, 515 pages, full colour, £24.95, ISBN 0 86003 761 4
This textbook has been produced by an experienced
teacher, chief examiner and presenter of revision
courses to meet the needs of teachers delivering AQA
Economics AS and A2 units. The organisation of the
chapters reflects the specific remit, though teachers of
other specifications will find much useful material for
reference.
AQA Advanced Economics covers the specification
comprehensively and in a suitable format, though some
may find the writing style is a little dry and does not
flow in places. This is partly due to the attempt to deal
with all aspects of the course including some discussion
pieces. However the layout is clear, and the use of full
colour, bold headings and key terms creates interest.
Some students may find there is a heavy emphasis on
text as the diagrams tend to be small, but these are
accurate, carefully drawn and come with concise
explanations. There is no glossary and some omissions
which strike this reviewer, such as the lack of a diagram
to illustrate the Common Agricultural Policy. These are
more than offset by the inclusion of so many other
relevant illustrations. Other omissions include the lack
of case studies, data series, and extended questions and
assignments. (These may date a book quickly, of course,
and there is a wealth of case studies and up-to-date data
easily accessible from the internet and other published
resources.)
The chapters follow a coherent approach to the
subject and the specification, and the structure enables
students to build on previously acquired understanding.
Chapters are divided into paragraphs which clearly
develop topics, although it is sometimes not obvious
whether the paragraphs are dealing with new issues or a
series of points or factors relating to one issue.
A unique feature is the insertion at key points of
the “Examiner’s Voice”. These are small paragraphs
which highlight particular issues or important features of
a theory, and offer practical advice in relation to
examination questions and AQA expectations. Though
small, many of these contributions summarise exactly
what students need to prepare well. Each chapter
concludes with a series of one-sentence questions
which range from simple definitions to complex analysis
of an issue. These are designed for self-testing and
would enable students to pinpoint areas of strength and
weakness.
The book would be very suitable for a class text
or as reference material, and teachers of any level 3
economics course would find it useful. Students would
need to be given guidance about the level of
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understanding expected as most chapters contain
aspects of a topic dealt with at both AS and A2 level,
and sometimes beyond. The author indicates where this
occurs, and states that he has included difficult material
because of his interest in educating students in
economics not just in getting good examination passes.
This make the book less suitable for use as an
independent study text without close guidance. The
introduction gives some helpful suggestions for using the
book and a description of other Philip Allan publications,
and contains answers to the self-testing questions as
well as the objective tests, data response and essay
questions.
This is a serious textbook, and a student who
treats it as such will gain a detailed understanding of the
subject and how to succeed in the AQA examinations.
At £24.95, it is perhaps a little on the expensive side for
students who do not go on to A2 level. For those who
do, it offers a tailor-made approach to the AQA
specification, and a clear, positive resource to support
classroom sessions.
David Milner,Thomas Hardye School, Dorset.

BUSINESS STUDIES
Open for Business, Orange Education, free internet
resource
Open for Business is a business resource developed by
the education section of the mobile phone operator,
Orange. It is designed to support teachers and students
studying for level two or three business courses. It can
be accessed through the Orange website at
www.orange.co.uk/education.
These web-based resources are centred on four
themes: recruitment and selection; training and
development; customer care; and teamwork. They are
accompanied by a teacher’s guide that provides an
overview and a map of the materials, and suggestions on
how these might be used. The teacher’s guide gives a
list of syllabus links where the resource might support
teaching and learning of the business course and of
relevant key or core skills.
The resource provides a selection of documents
and correspondence that echo the theory students need
to understand in a realistic setting. Each section draws
on a scenario in which individuals and teams are
required to ensure a desired outcome is achieved
through a set of clearly defined targets and objectives.
The documents and supporting resources offer
students an opportunity to simulate a genuine working
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environment where they can question, make decisions,
solve problems, analyse and research ideas. The content
of each resource is simple and easy to follow, allowing
teachers to be flexible in the way the materials are used.
Although they have clearly been designed to meet the
requirements of level 3 courses where students must
show high-level analytical skills and autonomy in their
work, the resources could be adapted to provide
opportunities for students studying at level 2 or
intermediate level.
A key objective of Open for Business is to
empower students to take personal responsibility for
their own learning. The materials have certainly been
designed to set the scene, encourage further reading of
the resources provided, allow for debate and sharing of
ideas with peers, teachers and other professionals, and
then give opportunities for solutions to be found that
ensure a desired outcome is reached.
The resource bank is particularly useful as it gives
practical theoretical information in the context of a
large well-known organisation. There is information
about performance management posing the question
“what does the journey look like?” and setting out the
differences between appraisal and performance
management. Another useful document describes
particular behaviours and how they impact on the ability
of a team to work successfully. There are also fact
sheets about interview techniques, conflict resolution,
and employment and customer legislation.
Although limited in scope and only dealing with
specific aspects of business activity, this is undoubtedly
an extremely useful resource to help understand theory
in the context of real business situations. It has been
carefully developed to facilitate learning through a wide
variety of learning styles that are activity based and
learner centred. It provides good opportunities for
learners to develop team-building, decision-making,
problem-solving and target-setting skills.

still hard to believe that it is now 20 years ago since the
National Criteria for Business GCSE were first
published. In that time, the whole of education has
become a something of a political punch bag. However,
while ducking and weaving around a whole series of
doctrinaire upper cuts and hooks, “enterprise” beat the
defence in 2002.
Without dissecting the Howard Davies review,
which did refer to the strong ways in which many
schools and colleges provided partnership activities for
their students, these activities, whatever they involve,
have not just to be learner-centred and supportive but
also flexible in order to respond to the various needs of
individuals. Although there is no doubt that the different
setting created through placement can provide a young
person with a steep learning curve that encourages
them to reflect upon and evaluate their skills and
abilities to provide a realistic sense of what they have
got to offer, placements are a qualitative experience that
need managing in order to make sure that negative
influences do not harm the confidence of those
undertaking the placement. So, in order to minimise this
impact and provide a better and more consistent
experience for learners, teachers require resources as
well as all of the help that they can get, in order to turn,
as MBA’s resource suggests, “work experience into an
enterprise experience”.
The Student Booklet has 30 pages and is in full
colour. There is a lot of orange, but this is not garish,
nor is the publication sponsored by Stelios. A myriad of
diagrams, illustrations and tables help to break up the
text and the readability level is appropriate for the
targeted audience. The booklet is designed for students
to use and write on – starting with their personal
details on the inside of the cover jacket and this is
followed with supporting dialogue around a whole series
of exercises and activities.

Experience Enterprise,Teachers’ Guide,
MBA Publishing Limited, £10.00

The booklet helps students to think about and
ask questions in relation to their placement such as
“how enterprising are you” and “who is enterprising”.
As students work through the booklet, they are
provided with the opportunity to audit their personal
qualities and then be supported as they pose questions
not just about their placement organisation but also
about the sort of activities they may be asked to do.
The questions and activities are authoritative and
constructive, and they would be particularly good in
helping students to think and plan for things they may
be asked to do such as using a word processor, keeping
a secret, being punctual.

Even though many experienced colleagues have not
been partying to celebrate its “china” anniversary, it is

As students work through the booklet, they are
encouraged to think about how to improve their skills

Well done Orange. This is a sound resource that
will benefit students and should be welcomed by
business teachers.
Glynis Frater. Glynis has written and contributed to
a number of business textbooks and resources. She
can be contacted at glynisfrater@btinternet.com.
Experience Enterprise Student Booklet,
MBA Publishing Limited, £1.00.
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and, although other key skills are not cross-referenced,
there is considerable emphasis upon problem solving.
The strength of the resource is that it encourages users
to be reflective and helps them to relate their
placement experience in a constructive way to their
own thinking about themselves, while at the same time
creating an individual awareness of what activities
constitute enterprise. In providing the users with the
opportunity to win an iPod, the booklet looks and feels
a bit like a teen magazine.

There are also diagrams and charts to
supplement the text, but it has to be said that
Cheverton’s skills as a graphic artist and desktop
publisher are barely developed.You might feel the need
to spend some time on improving the graphics for your
own materials. Take a look at this!

The Teachers’ Guide is instantly forgettable, but
you get one free if you order 100 Student Booklets.
Paradoxically, in stating the “bleedin’ obvious”, it almost
disenfranchises the user from using their own initiative
and enterprise skills. A number of basic lesson plans are
included for those who need them.
If you are involved in planning for and working
with placement students, buying sets of the Student
Booklet would help you to emphasise and reveal many
of the valuable learning experiences that take place
while on placement. It has the potential to be an
essential annual purchase.
Dave Needham, Nottingham Trent University
Understanding Brands, Peter Cheverton, Kogan
Page, 139 pages, £8.99, ISBN 0-7494-4665-X
This book is aimed both at people who own a brand
and at those who support a brand. It is not written
specifically for teachers and students. However, I think
there is much in this book to recommend to student
and teacher alike. It is a short book in three parts and
17 chapters.
● Part I: defining the brand – its purpose and benefits
discusses ideas such as the brand as an emotional
charge, a personality and a mark of loyalty.
● Part II: brand management – the strategy
discusses ideas such as branding and segmentation,
brand positioning and brand architecture.
● Part III: brand management – the implementation
considers issues such as positive associations,
advertising and its problems, and agencies and brands.
Essentially this is a fireside chat with slides.
Recognising that marketing is just a list of words and
phrases unless there are concrete examples, Cheverton
provides many examples to explain his ideas. The best
examples are given in the side bars: a greyed-out section
of text that gives a very short example or explanation
of the point being made. Well-known brands such as
Nike, Levi Strauss and Gillette are used as illustrations.
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Branding is not a major syllabus topic, although it
is to be found in business studies specifications under
headings such as the marketing mix and information
technology. However, branding is interesting to work
through as it integrates ideas like brand values,
psychology, retailing, strategy and the product life cycle.
It is a very rich area and I think students will take to this
resource really well. Consider, for example, the starter
activity from page 9:
Take a moment to flick through any magazine and try
to find an example of an advert that pleases you, then
perhaps one that annoys you, another that surprises
you, one that might intrigue you and you might even
find one that persuades you. If you compare notes with
someone else there’s a good chance you will start a
lively debate...
There are many similar activities. For example,
readers are invited to consider the impact of changing a
brand name, say from Marathon to Snickers, or from
Opal Fruits to Starburst, or Immac to Veet. Here is
another idea from page 25:
A useful exercise is to ask people to create a collage of
the pictures and words that represent their idea of the
brand in question. The purpose is to have people
express their perceptions of that brand without having
to use a vocabulary borrowed from the psychoanalyst
or anthropologist...
Right at the end of the book there is a brand
health check that might be used in a wide-ranging lesson
or assignment.
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Overall Cheverton has written a readable book,
although I did find myself feeling at times that I’d missed
something. I think it’s a matter of the flow of the
material. I feel the book lacks a bit of structure;
otherwise I felt fully engaged by it. However at just
£8.99 this book contains much good information, with
many ideas and examples. Busy teachers and students
will find this book a valuable resource.
This is not a key text for GCSE and A level but if
I were teaching business studies and marketing I would
have it on my bookshelf. It will provide stimulation for
some excellent lessons and presentations.
Duncan Williamson is a freelance teacher, trainer,
business consultant, author, webmaster and
spreadsheet modeller.

LEVEL 3 BUSINESS

reference learning and activities to other units, for
example in Unit 1 outcome AO8 it might be helpful to
refer learners and teachers to the content for delivering
presentations in Unit 3 AO6.
The book is well illustrated with photographs
and images, and set out in an easy-to-read and
pleasing-to-the-eye format with the right balance of text
to graphics. Although the use of colour is generally
beneficial, the monochrome style used in the book does
not detract from the impact of the graphics. There is
consistency of layout across the units so that learners
can easily identify case studies, portfolio tips, activities
and the glossary.
As this textbook provides all the information
needed to achieve the OCR National Certificate Level 3
in Business. I would certainly recommend that it be used
as a core text by both teachers and learners. It provides
excellent guidance and is very good value for money.
Linda Bickel, Education Consultant

OCR National Level 3 Business,
Karen Hough, Jackie Tye and Nick Colburn, Heinemann,
ISBN 978-0-435449-80-3
This very clearly written and well-presented textbook
should be the set textbook for learners studying the
OCR National Level 3 in Business. The authors have
designed the book to be written to meet the syllabus of
the six units for the certificate and have succeeded in
ensuring it is presented in an interesting and stimulating
way. The book is easy to understand and follow, and
provides a comprehensive resource for both teachers
and learners.
The book follows a clear and coherent structure
with each unit laid out in assessment objective order
and relevant “get you thinking” activities. This is
supported with up-to-date mini case studies for learners
to investigate and evaluate, guidance tips for planning
assignments, and a skills and knowledge check for each
unit. All these activities could be used very effectively
for group classroom activities or for homework
purposes. Learners are directed to carry out research
to develop their knowledge and understanding, as well
as being able to practise and apply skills in a business
context whilst reflecting on the learning gained.
As well as covering the four mandatory units, the
authors have elected to include four optional units. It is
always difficult to decide which optional units to feature,
but these selections are the most popular options, and
they provide learners with a balanced introduction to
the world of business. In fact, it’s a pity there aren’t
more optional units as the content is so well designed.
There are areas where it would be useful to cross
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Business and Administration S/NVQ Level 3,
Carol Carysforth, Maureen Rawlinson and Alison
Chadwick, Oxford: Heinemann, £20.99, June 2006,
ISBN 9780435463342
As would be expected, this book places emphasis on the
two mandatory core units of the award. In fact, half of
the entire text is devoted to these core units: Carry out
your responsibilities at work, and Work within your
business organisation.
Each unit is presented in sections which are
designed to guide a student through the award. Sections
such as “Evidence planning”, “How to...” and “Evidence
collection” provide useful insights into the practicalities
of constructing and undertaking the type of activities
that will be used for accreditation and that are to
included in the final portfolio of work. However, I found
the ordering of these sections a little confusing and
would prefer each unit to follow a uniform pattern with
sections appearing in a standard order, thus making it
easier to navigate one’s way around the text.
Of the optional units the book covers 12 units
with a further two options presented on the CD-ROM
that accompanies the book. However, given that there
are almost 30 optional units, any purchaser should
perhaps check that the text covers the optional units
that are planned to be taken by students or offered by
centres. Anecdotally, I feel that the optional units in the
book are likely to be the popular choices so this may
only be a minor concern.
The style of the book is bright, cheerful and it is
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written in a manner which does not leave the student
overwhelmed. My own feeling is that the content is
slightly patronising, and is more in line with a level 1 or
level 2 text. Similarly, I feel that many of photographs
that appear in text are unnecessary and serve little
purpose. Diagrams and charts are one thing, but generic
pictures of business meetings should not have a place in
a level 3 text.
I would imagine that any student working
individually for the NVQ qualification would benefit
from purchasing this text. It could easily be used for selfsupported study but I would have preferred to see
clearer guidance to be given on how a portfolio is to be
constructed and how activities can be generated. There
is some coverage but more practical guidance would
have been nice. Any assessor or tutor who wishes to
familiarise themselves with the requirements and
content of the NVQ qualification – especially if new to
vocational assessment – would benefit from purchasing
this text.
At £20 or thereabouts the book represents fairly
good value for money. The CD-ROM is a nice touch,
although these are often forgotten about and are
sometimes seen as a bit gimmicky. A trawl through
online booksellers suggests that, perhaps surprisingly,
there are not that many books that cater for this
particular qualification – a finding confirmed by a visit to
a well-known high street retailer. Out of the few books
that are available, this text was the most comprehensive
and had the widest coverage when considering the
optional units.
Overall I would recommend this as a text, it is
solid and reliable, and the lack of competition means
that it probably is one of the best currently available.
However, I feel it could have been more suited to the
target market then it currently appears at present.
David Horner, head of accounting, Colchester Sixth
Form College

KEY STAGE 4 BUSINESS
Business and Administration S/NVQ Level 2,
Carol Carysforth, Oxford: Heinemann, £18.99, March
2006, ISBN 9780435463335
Heinemann has been strong in the business field since
the early 1990s when Margaret Berriman, now retired
and playing lots of golf with a far lower handicap than
mine, transformed its list as a vocational editor. Carol
Carysforth is an experienced author who has developed
a good reputation within the field of business
administration. So, I inevitably have high expectations
when I see a new text from this list.
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The jacket of the book is aesthetically difficult to
like and probably impossible to lose. In motoring
parlance it is bright red, with an orange trim, almost the
colour of a Focus ST. Thankfully, the inside is more
tastefully designed. The text is full colour, nearly 400
pages long and is accompanied by a CD-ROM attached
by a jacket to the inside of the back cover. Use of
colour, as well as a wide margin, helps to highlight a
range of pedagogical tools as well as to lighten up the
text with artwork and images.
The text comprises two core units (units 201
and 202) and is accompanied by eight optional units
(units 110, 203, 204, 205, 206, 209, 219 and 220). The
CD-ROM comprises some further optional units (units
213, 214, 215, 216 and 217), an index, some notes on
punctuation and the use of English, which seemed too
brief and a little sententious, as well as answers to units
using Adobe Reader. If the book had published these
units, it would simply have been too large. The CDROM has, in this instance, complemented the text well:
it is a useful and constructive addition as a learning
resource.
As we would expect, the text is written at an
appropriate level for users, with relatively short
sentences, and well built and developed dialogue. Carol
is skilled as an auctorial communicator. There are a
range of tools that help students and teachers alike to
deliver or use the text, including Links to Option Units,
Did you Know activities, Find Outs, Remember, How To,
Over To You, Evidence Planning, Snapshot, and so on. If
anything there are too many types of activity, although I
am sure that some teachers would argue that there can
never be too many different types of activity as they
help to provide a broader framework for delivering
content and develop student comprehension.
As a contact lens wearer on selected days of the
week, I did notice that I kept adjusting my focus as I held
the text in front of me. The text is small and may be
difficult to read for some. Although a lot of text is
highlighted and coloured to make good use of the
full-colour format, I would like to have seen more visual
metaphors such as charts and tables and a better link
between these and the artwork. It strikes me that, given
Carol’s experience, she has delivered a huge amount of
content but needs to think more clearly about how it
can be used within the text as meat for the learning
process. The real issue, I suspect, is that content is at
the heart of these units and to embellish them better
would just increase the size of the book to create a
doorstop. If you can cope with the colour of the jacket
and have good eyesight, this is clearly an authoritative
and content-rich text from an experienced author that
is likely to lead the market.
Dave Needham, Nottingham Trent University
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