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Message from the Editor

Welcome to the Spring issue 
of Teaching Business and 
Economics as the ‘business 
end’ of the academic year 
approaches.  Catch-up and 
revision classes, past paper 
practice and feedback, panicky 
students, endless talk of what 
to wear to the leavers’ ball – 
we love it. It’s an intense and 
stressful time for all but can also 
be a rewarding one as even the 
previously disengaged students 
get fully involved in class 
activities.

In this issue you should find plenty of 
ideas for inspiring your students to 
push on and achieve their potential. 

Our focus for business teachers this 
time is on understanding and using 
context effectively. This issue includes 
two real-life case studies both with 
lots of real contextual information, 
written not by teachers but by 
practitioners with direct involvement 
in each. Alison Jelfs and Hilary 
Thomson provide a unique insight 
into running a digital marketing 
agency and challenge students to 
advise their client on an appropriate 
strategy.

Lynne Butler, a Management 
Consultant specializing in HRM, invites 
students to advise a hospital trust on 
managing change following a critical 
inspection from the Care Quality 
Commission. With support and 
guidance from David Butler, both case 
studies come with sample questions 
and potential responses written with 
a range of specifications in mind. 

Polly Glegg shares two great 

teaching resources, one focusing on 
developing student’s use of contextual 
information, another on developing 
analysis and evaluation skills. Both 
would be great revision resources as 
exams approach. 

If your students wondered what 
it was like for David Cameron 
negotiating a ‘new deal’ with the EU, 
Roberta Keys and Fiona Hardy from 
Bromsgrove School may be able to 
help as they discuss the usefulness 
and practicalities of attending a 
Model United Nations conference.

Charlotte Meierdirk provides some 
practical ideas for encouraging 
our business students to develop a 
growth mindset underpinned by what 
we have learnt in recent years about 
neuroplasticity.

In our economics classroom Paul 
Rapley challenges students to identify 
how to improve UK competitiveness. 
And Ruth Corderoy throws the 
gauntlet down to economics teachers 
to better understand and teach 
microeconomics by challenging the 
validity and usefulness of some of its 
models.

As the EU referendum approaches, 
David Floyd sets out some of the 
arguments for and against Brexit and 
Russel Wareing and Sara Coldwell 
encourage business departments, 
perhaps disgruntled with the new 
A level specs to look again at the  
Cambridge Pre-U in Business and 
Management.

Together with our excellent resource 
reviews, I hope you will find 
something in there to top up your 
energy bank. 

Message from the Editor Gareth Taylor

Deadline for contributions to Summer 16 Journal - 10th May 2016

All magazine contributors please note that submissions and materials for 
review should be sent, via e-mail, to the EBEA office, office@ebea.org.uk. 
Please supply files including any relevant charts, images, suggestions for 
images, graphs etc. Images should be hi-res where possible. 

Teaching Business & Economics
General Editor: Gareth Taylor, Email: taylorg@ntlworld.com 

Materials for review should be sent to Nancy Wall (enwall@aol.com)
or email: office@ebea.org.uk

Front cover Photograph

See ‘Marketing small and 
medium sized enterprises in the 
digital age’ on page 4.

Be part of our  
‘Collective Brain’

In their paper: Innovation and 
the Collective Brain, Michael 
Muthukrishna and Joseph Henrich 
argue that innovation is not the 
product of a talented few but of 
social groups that develop a ‘collective 
brain’. They publicise their paper with 
a great Youtube video of the same 
title that is well worth sharing with 
your students. So perhaps it follows 
that reading Teaching Business and 
Economics and sharing your ideas 
through its pages is the secret of 
accessing our profession’s collective 
brain and being an innovative 
business and economics teacher? 
Throughout these pages you’ll find 
teachers feeding off and contributing 
to our collective energy. Why not join 
them? All published articles receive an 
honorarium of £50-100.

We are particularly keen to ensure 
all subject areas and qualifications 
are covered in the journal so if you 
specialize in anything not recently 
covered we’d be particularly delighted 
to hear from you. If you have found 
an effective approach to any aspect of 
what we do – write it down and share 
with the World!  And if you have an 
opinion its time to air, let us hear it.

I hope you enjoyed your Easter break 
and good luck in the forthcoming 
exams.

Gareth can be contacted at  
office@ebea.org.uk
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Marketing small and medium sized enterprises 
in the digital age: opportunities and challenges
The last 20 years have seen a 
revolution in marketing brought 
about by the extremely rapid rise 
in the use of the internet and 
social media and this is reflected 
in the new A level specifications.  
While traditional forms of 
advertising remain important, 
few businesses, whether they 
are multinationals or one person 
businesses, can hope to compete 
successfully if they are not 
making effective use of digital 
media. Arguably, the digital 
revolution has had the greatest 
impact on small and medium size 
businesses (SMEs). In theory at 
least, even the smallest business 
can now reach global markets 
at relatively low cost when 
even reaching a regional market 
could have been prohibitively 
expensive in the past. However, 
in practice it is not always as 
straightforward as it might 
appear, as the following article 
and case study of a real business 
illustrate.

two Lizards marketing and 
advertising agency  

Two Lizards is a UK marketing and 
advertising agency specialising 
in SMEs (small and medium size 
enterprises). Our clients are typically 
small scale entrepreneurs without any 
marketing background or specialist 
expertise. (www.twolizards.co.uk) 

While bigger companies can afford 
a marketing manager, with smaller 
companies you are usually sitting 
down with the actual business 
owner. We have to listen carefully 
to their opinions, work out whether 
they know what they are talking 
about, then provide marketing 
guidance that’s right for their 
situation and budget. Being small, 
a high percentage are focused 
on selling to clients in a particular 
catchment area rather than 
marketing themselves nationwide. 

When companies approach us they 
usually express their marketing and 

advertising needs as a fairly basic 
problem such as:

“We don’t get enough customers 
through our door”.

“We don’t seem to come up on 
Google, whatever the search 
term”.

“We need customers who are 
prepared to spend more money.”

“Our marketing materials all look 
different – we don’t really have a 
proper brand”.

They will often have fixed on a single 
solution: a better website, a new 
brochure, a series of emailings.

Whatever their initial thoughts, we 
always ask them to first talk in more 
detail about their company, their 
customers and their aspirations, 
using their answers to complete our 
Marketing Brief form. This asks them 
basic questions such as:

• What is your existing customer 
base and where do they live/
work?

• Why should customers choose 
you and why might they not?

• Which companies do you regard 
as your main competitors?

It should be noted that these 
preliminary questions are no different 
from the ones we would have been 
asking before the so called digital 
revolution. 

One result of the digital revolution 
is the widespread belief that a fully 

optimised website (one which is 
Google-friendly and includes a 
strategy to attract visitors through 
the skilled use of specific key words 
and search terms) will attract 
sufficient traffic to quickly build a 
viable business. In some cases this is 
true but it depends very much on the 
strength of competition and the type 
of products or services the client is 
selling. A completely new, innovative 
product, for example, needs other 
media to drive visitors to the site: 
public relations, social media, press/
online advertising for example. 
People won’t search for a product if 
they don’t know it exists, however 
effective the client’s new website is. 
SEO (Search Engine Optimisation) is 
always important but in many cases, 
other marketing media are needed as 
part of the overall strategy.

This belief in the ‘magic’ ability of a 
website to generate sales without 
the support of any other marketing 
media is partly fuelled by the online 
and television promotion of ‘do-it-
yourself’ website construction. A 
number of businesses have come 
to us after finding that while this 
type of website has enabled them 
to create a web presence, more and 
different marketing activity is needed 
to generate actual sales. This is true 
not only when it comes to selling an 
innovative product but also when 
competing in a crowded mass-market 
sector such as home improvements, 
property or beauty – as our case 
study illustrates.  

However, on the plus side, the digital 
revolution has meant there is now 
a wealth of free media and this 
particularly benefits smaller, more 
‘local’ businesses. Social media, 
blogs, chat sites and local business 
listings where customers can rate or 
review the company can all help swell 
the volume of traffic to the website, 
improve Google rankings, resulting 
in yet more visits to the website and 
(if the site is doing its job) plenty of 
enquiries, bookings or sales. 

Having worked with smaller 

Alison Jelfs and Hilary Thomson
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businesses for many years, I would 
say understanding where the client is 
coming from is almost as important 
as the strategy you recommend for 
them. There is no point in asking 
a frenetically busy business owner 
in the middle of a crisis to make 
a choice of photography for a 
brochure. There is every point in 
suggesting a social media-confident 
client makes ambitious use of Twitter 
and Pinterest. To a large extent you 
have to adapt your strategy and its 
execution to their capabilities. 

The following case study of one of 
our long-standing clients illustrates 
some of the typical challenges facing 
SMEs in marketing their services. 

Beauty and the Beach salon, 
twickenham, London
Background: We were approached 
in 2008 by the Beauty and the Beach 
Salon, an independent beauty salon 
specialising in tanning, laser hair 
removal and facials but with a wide 
range of other beauty treatments 
such as facial peels, massage and 
packages of treatments such as 
‘Holiday Countdown’. The salon was 
not new, but had been recently taken 
over by a woman in her early 20s 
who came from an entrepreneurial 
family, saw its potential and was 
determined to build it into a 
successful business. As is common 
with many salons, the tanning and 
laser equipment is leased on a rolling 
basis and the therapists working 
there are self employed. The business 
cannot afford to employ its own 
marketing manager.    

Market: We gathered the following, 
mainly anecdotal information about 
the business’s customer base:

50% 45-60 year old women who 
had been loyal customers for 10 
years or more.

30%  20-45 year old women 
working mainly in local shops and 
offices. 

20%  20-40 year old male and 
female tanning bed customers who 
tended not to buy any other beauty 
therapies.

About 50% of these customers’ 
details were held on a database but 
the owner believed much of the data 
was out of date. 

Marketing challenges as 
expressed by the owner

• The salon needs a higher volume 
of customers – ‘we could be 
busier – other salons round here 
seem to be doing better than us’.

• Fridays and Saturdays tend to be 
overbooked while Mondays and 
Tuesdays are extremely quiet, 
often making it uneconomical to 
staff the salon.

• We want to build up the laser 
hair removal side of the business 
as we can charge a premium 
price for these treatments, which 
are usually purchased as a series 
of three or more sessions.   

• We run offers every month, 
publicising them with posters 
in the window of the salon and 
flyers on the reception desk, 
but feel the take up of the 
offers is not as good as it could 
be, weighed against the cost 
and time spent organising the 
printing. 

• Our existing website is not fit 

for purpose: the whole look is 
dated and has a downmarket 
image. It is also difficult to keep 
it updated as the web managers 
are based overseas and not easily 
contactable.

• The name ‘Beauty and the 
Beach’ is beginning to sound 
dated, since sunbeds have 
attracted some adverse publicity 
because of their possible link 
with skin ageing and cancer.

• The marketing budget is limited 
and our salon’s cashflow 
necessitates a ‘drip feed’ 
approach rather than significant 
expenditure in one go.

the immediate challenges we 
identified:
• To work out why the salon had 

insufficient bookings.

• To look at the salon’s name and 
brand and decide if this needed 
improving and/or changing.

• To decide the marketing and 
advertising priorities for the next 

Beauty and the Beach
YOU R I MA GE  I S  OUR  PA SS ION

www.beautyandthebeachsalon.co.uk

020 8892 7999   
info@beautyandthebeachsalon.co.uk

Beauty and the Beach rebranded with a fresher, more contemporary look
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3, 6 and 12 months.

• To create a strategy that would 
deliver some ‘early wins’, in order 
to win the client’s confidence.

What we did 

First stage: a new website and a 
digital, offer-led strategy

In order of execution we:

• Researched the competition by 
evaluating their websites and 
posing as ‘mystery shoppers’, 
analysed the salon’s strengths 
and weaknesses compared with 
their local competitors and made 
recommendations for key words 
and search terms, using this as 
the basis for …

• … a new website that was fully 
optimised, featured our selected 
search terms, made use of the 
existing content where relevant, 
improved navigation and 
featured an Offer of the Month 
every month. We also introduced 
online booking. As part of the 
website development we gave 
a fresher, more modern look to 
the Beauty and the Beach brand, 
including more contemporary 
typography, lighter, softer 
colours, better quality and more 
up to date photography in order 
that it could compete more 
effectively with other local salons 
and salon groups.

• Set up Google Analytics for 
the new site and included 
the resulting SERP* data in 
a monthly marketing report, 
which also gives details of click-
throughs from the featured 
offers and recommendations 
for the next month’s marketing 
activity. (* Search Engine Results 
Page)

• Started a monthly Latest News 
feature on the website to ensure 
the regular addition of new 
and relevant content, using this 
to promote new therapies or 
products available in the salon.

• Promoted a constant ‘Happy 
Mondays’ offer on the new 
website and in the salon giving 
20% off all treatments.

• Helped the client to use their 
existing digital newsletters to 
their customer database to 

promote the Offer of the Month, 
with a link to the website for 
more information, thus building 
traffic to the site. 

• Set up a micro site (a one-page 
or small website designed to 
attract more specialist searches 
which then clicks through to the 
main website) featuring laser 
hair removal, designed to build 
the client’s reputation for this 
specialist treatment and build 
traffic to the main website.

• Encouraged the client to set up 
pages on free business listing 
and ratings sites such as  
www.freeindex.co.uk and 
www.cylex-uk.co.uk/    

Outcomes

• From a low threshold, traffic to 
the website had doubled by the 
end of the first year and trebled 
by the end of the second. It then 
continued to increase by around 
60% year on year. 

• The monthly marketing report 
enabled us to track the search 
terms/key words used by site 
visitors and compare Beauty and 
the Beach’s rankings against 
those of local competitors. This 
enabled us to focus our SEO on 
specific terms and also evaluate 
the success of the salon’s 
monthly promotions. 

• The Happy Mondays helped 
to even out the appointments 

schedule and build customer 
loyalty since it offered a 
substantial discount. The offer 
was subsequently extended to 
Tuesdays on a tactical basis, for 
example to stimulate bookings 
during quieter months such as 
January. 

• Bookings relating to the 
Offer of the Month increased 
substantially. 

• Bookings for profitable laser 
treatment increased as the 
microsite gradually drew in more 
specialist searches. 

Second stage: rebranding of the 
salon as True Beauty Salon & 
Medispa.

• With the continuing decline in 
the tanning business, the salon 
owner decided to re-launch 
the salon in late 2014, taking 
the opportunity to change the 
name to True Beauty salon and 
Medispa. 

• We developed a new website 
for the relaunch, with a new 
branding reflecting the silver 
and white interior of the 
new-look salon and reflecting 
developments in the beauty 
market including the move 
towards a health or ‘clinic’ 
culture and the idea of a holistic, 
relaxing salon ‘experience’. As 
part of this process we made 
navigation simpler and faster 
and also made the online 

Rebranding of the salon as True Beauty Salon and Medispa
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booking feature more prominent 
throughout.

• The website launch also gave 
us an opportunity to revisit and 
strengthen the salon’s digital 
marketing strategy with better 
targeted and more creative 
emailings to existing clients, 
linked to current salon offers.  

• This is part of an overall digital 
CRM (customer relationship 
management) strategy which 
aims to reward loyalty and repeat 
business and to drive clients 
towards booking the salon’s 
most profitable treatments.

• The new, second stage website 
can be viewed at www.
truebeautysalon.co.uk 

Outcomes

• With a fresh, more responsive 
and more contemporary website, 
combined with more effective 
and trackable emailings, our 
strategy continues to build sales 
for the salon. An important 
aspect of this process has been 
working closely with the client 
to identify offers and activities 
which work and are most 
profitable - and constantly 
building on learning from each 
month’s marketing results. 

• As time has gone on, the client 
has also become more confident 
in maximising the use of free 
local business listings and also 
social media, using both to 
complement the marketing of 
the salon, specific treatments 
and salon events.  

• Together, the client and Two 
Lizards have set in place a proven 
and successful strategy for future 
growth.

• More information: http://www.
twolizards.co.uk/case-studies/
true-beauty/ 

About the authors

Alison Jelfs founded Two Lizards 
in 1998 with the aim of providing 
SMEs with a broad, conceptual 
and strategic approach to 

marketing normally only 
available to larger companies. 
Alison was the Chair of the Direct 
Marketing Association Creative 
Council for five years and has 
won numerous advertising and 
marketing awards. 

Hilary Thomson is the senior 
copywriter at Two Lizards. She 
was formerly the Executive 
Creative Director at Sheard 
Thomson Harris, a full service 
marketing agency, and has 
lectured on Institute of Direct 
Marketing courses.  Hilary has 
won a range of advertising and 
marketing awards for her work. 

suggestions for using the 
article and case study 

(a). Issue students with the article 
and the first part of the case 
study (up to the ‘what we did’ 
sections) and ask them to devise 
a marketing strategy for the 
Beauty and The Beach Salon 
dividing this into short and 
longer term actions. (This could 
be done individually, in pairs or 
in small groups. Students could 
also be assigned different roles, 
for example, responsibility for 
the web development, market 
research, creative development).

(b). Provide students with the ‘what 
we did’ sections and ask them to 
evaluate their strategies against 
the one that Two Lizards devised. 
(Students could also discuss their 
different strategies prior to being 
given the Two Lizards’ one)

(c). Another approach would be to 
put students in the role of the 
Two Lizards agency who have 
been approached by Beauty 
and the Beach to take on their 
marketing in order to boost their 
customer numbers and revenue. 
Students are only issued with 
the background information on 
the client and have to devise 
questions to find out what the 
issues are and what the business 
is already doing. The teacher acts 
as the client, using the additional 
information provided in the case 

study to answer the questions. 
Students can then be given the 
other information in the first part 
of the case study and proceed as 
in (a) and (b) above.  

(d). Suggested follow up questions 
and exercises depending on 
which awarding body course is 
being studied:  

• How has the digital revolution 
influenced the nature of 
marketing and advertising?

• ‘Arguably, the digital revolution 
has had the greatest impact 
on small and medium sized 
businesses’. Evaluate this 
statement in relation to 
marketing and advertising.

• What are the particular 
challenges facing small 
businesses in marketing their 
products or services?

• Explain how social media might 
be used to complement the 
use of a website to promote a 
business.

• Evaluate the usefulness of a 
marketing and advertising model 
(for example, AIDA, DAGMAR, 
the Four Ps) in developing a 
marketing strategy for Beauty 
and The Beach.   

• ‘One result of the digital 
revolution is the widespread 
belief that a fully optimised 
website will attract sufficient 
traffic to quickly build a viable 
business. In some cases this is 
true but it depends very much on 
the strength of competition and 
the type of products or services 
the client is selling.’  Explain and 
evaluate this statement. 

Additional resources on 
marketing sMes 

http://www.bmmagazine.co.uk/market-
ing/marketing-strategies-for-smes/
http://blog.hootsuite.com/11-marketing-
ideas-for-small-businesses/ 

http://www.twolizards.co.uk/startup-tips-
getting-to-know-social-media/ 

http://www.twolizards.co.uk/seo-for-
organic-growth-two-lizards-seo-and-
websites-update-programmes/ 
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The new A and AS level business 
specifications place increased 
emphasis on human resource 
management (HRM), particularly 
the management of change. OCR, 
for example, requires students 
to evaluate techniques which 
can be used to help businesses 
manage change. AQA focuses 
on decision making to improve 
human resource management. 
Edexcel/Pearson has a section on 
managing change, for example, 
managing resistance to change. 
This topic very much gives itself 
to being taught through a case 
study approach which requires 
students to apply their theoretical 
knowledge to a specific example. 
The following case study, written 
by an HRM consultant and 
practitioner, is fictitious but based 
around the sort of common issues 
she encounters when working 
with different organisations in 
the public and private sectors.    

 

Case study: Luther Bank 
hospital trust, an organisation 
in crisis

Despite the pressing need for 
organisations to continually adapt 
and improve their performance, 
bringing about change effectively 
often causes many people working 
in organisations considerable 
discomfort, difficulty and  stress. 
Why should this be when the need 
to bring about change is certainly not 
something new?  The following case 
study illustrates some of the typical 
problems facing an organisation 
attempting to bring about change to 
raise its performance. 

Part 1

Luther Bank Hospital is situated in 
the county of Midshires.  It is a 600 

bed hospital offering the full range 
of hospital services to the local 
community.  It has 6,300 members 
of staff.   

In its recent inspection, carried 
out by the Care Quality Commission 
(CQC), the following issues were 
identified as requiring urgent action 
at Luther Bank Hospital Trust:

• The Trust is not meeting its 
national waiting time targets and 
some patients are experiencing 
delays of more than 18 weeks 
from referral to treatment.

• Operations are often cancelled 
due to a lack of available beds.

• There are many examples of 
delays in discharging patients 
from hospital because the correct 
documentation is not available.     

• Patient feedback is not being 
consistently acted upon by staff.   

• The perception of senior 
managers about the day to day 
effectiveness of the hospital does 
not match the realities facing 
managers, clinicians, health care 
practitioners and other staff.

• Despite a change programme 
being put in place 12 months 
ago, progress towards the 
achieving the agreed targets has 
been slow and several key target 
dates have been missed. 

The chief executive of Luther Bank 
Hospital Trust, John Smythe-Summer, 
was rather taken aback at the 
severity of the feedback from the 
CQC inspection report.  This was 
his first chief executive role and he 
knew that people had very high 
expectations of him.  He and his 
senior leadership team (SLT) had 
spent a lot of time considering the 
structural changes that they felt 
were necessary to improve patient 

services and at the same time 
reduce costs.  They had drawn up a 
comprehensive plan with outcomes 
and review dates.  They had been 
receiving regular reports on progress 
from key staff, but the whole change 
programme had taken much longer 
to get going than anticipated and 
there had been considerable delays 
on many actions. 

John Smythe-Summer was initially 
disappointed and rather puzzled that 
things had not gone as planned. He 
wondered if other staff shared the 
same sense of urgency that he and 
his SLT did about resolving these 
pressing issues.  At the time the new 
change programme was announced 
12 months ago, he thought he had 
made its importance very clear to 
all staff and felt that preparation 
and discussion about it all had been 
sufficient.  He asked himself why 
staff had not said more to him at 
the time or given him feedback since 
then.  

Reflecting further, John Smythe-
Summer now suspected that there 
were a number of things he and 
the SLT might have done differently.  
Life these days seemed to be a 
consistent round of meetings and he 
was becoming increasingly weary of 
them.  What he and the SLT team 
really needed was some breathing 
space to think things through but he 
thought that this was a luxury they 
could not now afford. 

As well as trying to keep other 
stakeholders happy, he probably 
should have spent more time talking 
with the different staff groups to 
find out what they really thought.  
He had always meant to do it but 
somehow other things seemed to get 
in the way. 

John Smythe-Sumer also wished he 
had listened more to the new Human 

human Resource Management:  
managing change
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Resources (HR) Director when she 
joined the hospital six months ago.  
She had quickly pointed out that 
greater effort and more resources 
were needed to help bring about 
the significant changes outlined in 
the plan.  He seemed to recall her 
saying quite a lot about the need for 
making provision to help staff shift 
behaviour and skills to support the 
required changes to the structure.  
He felt this oversight would probably 
be coming back to haunt him for 
some time to come.  Never mind, 
what was needed now was action 
using a different approach and he 
needed to initiate it fast…..  

Urgent discussion at the SLT meeting 
was scheduled for the following day 
to discuss the CQC report findings 
and to agree what needed to be 
taken to the Trust Board for approval.   
He had asked everyone coming to 
the SLT meeting to be honest about 
what was getting in the way of 
change.  He hoped that would make 
a difference.  Now was not the time 
to apportion blame - perhaps, he 
reflected, he had done this too much 
before.

Part 2 

The key issues John decided he was 
going to focus on at the SLT meeting 
were:

• Really understanding what was 
contributing to the failure to 
meet waiting times and patient 
discharge targets and how these 
barriers could be addressed.             

• Working out how to resolve the 
tensions between managers and 
some of the senior clinicians.  
There was disagreement 
about who should be taking 
responsibility for bringing about 
many of the changes, including 
changes to working practices 
and following up on patient 
feedback.  Although they had 
talked about this before SLT had 
not been able to agree in the 
past how best to tackle it.   

• Understanding managers in 
greater depth. He had heard that 
managers felt that too much of 
the onus was put upon them 
to bring about the changes 
required.  While some of these 
changes made perfect sense to 

managers other changes did 
not seem very feasible.  This 
was making it very difficult for 
managers to persuade staff to 
take on the changes.   

• Ensuring key support systems 
were working. Despite some 
initial ‘teething problems’, the 
new IT system was now up and 
running.  However he had heard 
rumours that not everyone was 
making full use of the system, 
preferring to stick to the one 
they trusted and already knew 
how to use. 

• Tackling rising staff absences, 
particularly among nurses, 
resulting in the use of expensive 
agency staff  to cover.  The 
Finance Director and the HR 
Director had already warned him 
that this was putting additional 
pressure on the already ‘over-
stretched’ staffing budget and 
causing other staff additional 
stress.  It could effectively ‘wipe 
out’ any cost savings they had 
made elsewhere   

• Discussing the results of the very 
recent staff survey which, he had 
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been told yesterday, showed a 
general lack of trust in him and 
in the SLT. 

John felt much better for having 
gathered his thoughts, although he 
could see there was still much to do.  
He now knew that it was absolutely 
critical for all concerned (including 
his own credibility as chief executive) 
that the new plan of action for 
change at Luther Bank Hospital Trust 
worked this time.

using the case study

Students could be issued with part 
1 of the case study and asked to 
discuss in pairs or small groups what 
they feel the key issues are for the 
Luther Bank Hospital Trust and what 
their priorities would be for the 
SLT meeting if they were in John’s 
position. They could compare their 
own responses and evaluate them 
in relation to the key issues John 
decides upon.  

Follow up questions and 
possible responses

1. Using Lewin’s force field 
model identify the key drivers 
and barriers for change at 
Luther Bank Hospital Trust. 

Drivers:  

• Cost/efficiency savings

• Improving effectiveness in 
the use of trust facilities (for 
example: operating theatres and 
hospital beds)

• Improving patient care - 
particularly meeting patient care 
targets  

• The need to meet CQC standards

Barriers: 

• Disconnect between perception 
of senior managers about the 
day to day effectiveness of the 
hospital and the realities facing 
managers, clinicians, health care 
practitioners and other staff

• Tensions between managers and 
some of the senior medical staff 

• Suggestions of a ‘blame culture’

• Staff having general lack of trust 
in chief executive and SLT

• Rising staff absence leading to 
increasing stress levels

• Failure to consistently embed the 
new IT system.    

2. What could be done to help 
managers manage change 
more effectively at Luther 
Bank Hospital Trust? 

• Clarify the change plan with 
managers and ensure they 
understand its rationale 

• Agree key actions and a realistic 
timetable for change with 
managers

• Agree managers’ role and the 
responsibilities of other key 
players for carrying them out 
(particularly senior clinicians).

• Ensure managers are kept 
informed of progress with 
change plan to feed this back to 
their own teams 

• Request feedback from 
managers on how change plan is 
progressing in their own teams

• Ensure managers have ongoing 
input to change programme 
- ask them to identify where 

problems/barriers remain and 
suggest what could be done to 
overcome them 

• HR to offer managers support as 
needed (for example: training, 
one to one coaching, guidance 
on having difficult conversations 
with staff, dealing with stress) 
to manage change effectively in 
their own teams.  

• Ask managers what other help 
they will need to implement the 
required changes.  

3. Using Kotter’s eight-step 
change model as a guide, 
identify what the chief 
executive of Luther Bank 
Hospital Trust needs to do 
differently to ensure there is 
wide ‘buy in’ to the change 
plan from now on.  Justify 
your answer.

Students need to justify each point 
they make. It is better to fully explain 
three or four key points and why 
these are important rather than 
simply listing a large number of 
points. 

Effective leadership is key to 
Kotter’s model and to the successful 
management of change. 

For example: Communication and 
engagement with all levels of staff at 
the hospital trust must be a priority 

Hospital staff will not be smiling unless change is managed effectively.
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if faith in the chief executive and his 
SLT are to be restored. Developing 
and communicating a powerful 
shared vision of the required change 
across the hospital trust will be 
critical to its future success.  This 
will be essential for gaining both 
manager and staff ‘buy in’. It will 
also help ensure this change keeps 
momentum.  In the first instance, 
focus would be on using steps one 
to four of Kotter’s model to develop 
suggestions of how each of these 
steps might be applied to Luther 
Bank Hospital Trust. 

In addition building blocks will need 
to be put in place over time at the 
trust enabling the culture to shift 
and match the planned changes to 
systems, processes and structures.  
This will require greater involvement 
of the HR Director in the ongoing 
change process and much more 
robust change strategy overall. 

4. What might the consequences 
be for a) all staff (in general) 
and b) patients at Luther 
Bank Hospital Trust if this 
change is not now managed 
effectively?  Justify your 
answer.

Students need to justify each point 
they make. It is better to fully explain 
three or four key points and why 

these are important rather than 
simply listing a large number of 
points. 

(a) Staff

Increases in:  Stress, staff absence, 
individual grievances, tensions 
between different staff groups, Trade 
Union disputes, staff turnover, staff 
costs (due to absence and stress).

Problems with: communication (for 
example: leading to inconsistent 
information being given to staff.  This 
can result in disenchantment and 
confusion about how the change 
might impact on patient and service 
priorities), ‘buy in to change’, staff 
motivation levels, staff meeting 
efficiency and effectiveness targets, 
inconsistent performance in teams, 
meeting patient and other trust 
targets, attracting new staff to fill 
vacant posts, IT system leading to 
errors with decision making about 
use of trust resources and patient 
care.      

(b) Patients

Longer waiting times for treatment 
and discharge from hospital. If 
clinicians and other key staff leave 
and cannot be replaced, quality 
of patient services in some service 
areas may be adversely affected 
which could then be potentially life 
threatening.  If all staff are not using 
the new IT system properly, patient 

information may be incomplete or 
inconsistent.  There could be further 
delays in scheduling appointments, 
and administering the correct 
treatment leading to serious medical 
errors, some of which could be 
potentially life threatening.   

 
Additional resources 

The Chartered Institute of Personnel and 
Development (CIPD) is the professional 
body for those working in human 
resources and people development. It has 
over 140,000 members worldwide. 
The CIPD website (www.cipd.co.uk) 
provides many useful resources, some of 
which are available free of charge to non-
members. These can be accessed through 
the resources section of the website. 

CIPD factsheet (2015) Change 
management.   CIPD. London.

CIPD (2011) Developing organisational 
culture - six case studies.   CIPD. London 

CIPD (2014) Landing transformational 
change.  CIPD. London

Leatherbarrow, C., and Fletcher, J. 
(2014) Introduction to Human Resource 
Management: A guide to HR in practice 
3rd Edition.  CIPD. London 

West, M., Armit, K., Loewenthal, L., 
Eckert, R., West, T. and Lee, A. (2015) 
Leadership and Leadership Development 
in Healthcare: The Evidence Base. 
London, Faculty of Medical Leadership 
and Management (Particularly the 
summary)
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Patients face longer waiting times for treatment or discharge from hospital.
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Brexit: how would withdrawal from the EU 
affect UK economic performance?
This paper sets out to evaluate 
the key debates taking place 
surrounding EU membership. It 
applies a theoretical framework 
including trade theories and 
Macroeconomic Policies in order 
to justify the main perspectives of 
the current debate. It also draws 
on macroeconomic data to further 
support current arguments that 
are being put forward.

Much of the argument for staying in 
the EU has been linked to the jobs 
attributed by the single European 
Market. Over three million jobs have 
been created and average families are 
stated to be three thousand pounds 
better off as a result of the creation of 
the Single European Market of over 
500 million people , See Floyd 1997.
Much of Europe has experienced a 
deep recession, however there are 
now signs of recovery, for example 
Spain and Ireland now have growth 
rates approaching 3%.Europe has 
also delivered well on low prices with 
inflation rates being the lowest in 
most of the World. Zero tariffs for 
member countries and the ability 
to negotiate as a large trading bloc 
has delivered additional benefits. 
Standardisation in product standards 
has also had a downward pressure on 
prices and a common energy policy 
has helped to develop new ways of 
reducing energy bills. The movement 
towards a single currency has further 
reduced the costs of trading goods 
and services. The openness of trade 
in Europe has helped create a more 
dynamic economy in the UK. 

Labour markets have been a 
potential issue of conflict

Labour markets have been a more 
contentious issue. Firstly EU policy 
supports the free movement of 
labour . This offers the benefit of 
improved skill and labour supply that 
has the potential to lower the costs 
of production. However there is no 
stipulation of skills attached to levels 
of mobility unlike policies adopted 

towards non EU labour flows.Policies 
to encourage skilled labour migration 
can have a more favourable impact on 
the economy according to Lotti 2014. 
There has also been further concern 
in the UK that welfare benefits are 
being paid to workers from other EU 
countries prior to work and benefits 
being transferred to children who are 
not living in the UK in some cases and 
some changes are being proposed 
in the future. At present the level 
of benefits varies across member 
states and in addition there are also 
variations in the health care systems. 

It is therefore difficult to provide a 
common standard of benefit due 
to the differing levels of income 
across member states as well as the 
opportunities for transferring money 
back to different countries.It must also 
be noted that figures for migration 
may be underestimated as people may 
later wish to bring in family members 
or start their own families. There have 
also been concerns about whether 
Europe can operate a common 
refugee policy in view of the problems 
in Syria and is also trying to develop a 
policy with Turkey on this issue.

As well as supporting labour mobility 
the EU requires member states to 
adopt specific labour market policy 
initiatives. These cover health and 
safety, limits on working hours, equal 
opportunities including legislation 
to rule out sex, age and race 
discrimination. These approaches 

may have the benefit of encouraging 
productivity by providing a good 
working environment. There may be a 
further focus on higher cost and high 
value added production to support 
the associated higher costs of labour. 
In a similar way the ruling out of 
age discrimination may help resolve 
skill shortages and provide increased 
productivity at a time when Europe is 
experiencing a demographic dip.

The EU has also promoted improved 
rights for part time workers, this has 
led to an improved work environment. 
Minimum wages have also helped to 
motivate workers to search for jobs. 
Improved working conditions for part 
time workers including the provision 
of pension and welfare benefits has 
helped to raise the status of these 
types of workers. Countries have 
been given the flexibility from the EU 
in setting their own rates of pay and 
welfare benefits. The UK has also 
adopted very flexible work patterns 
and was one of the first in the EU to 
move towards Sunday trading. It is 
uncertain whether a withdrawal from 
the EU would result in a backwards 
direction movement from this and 
the improvement in workers’ rights 
that have taken place. Furthermore 
the government has set out policy to 
increase the minimum wage to nine 
pounds per hour by 2020.There is also 
a new living wage to be implemented 
in the future. The reaction of labour 
markets to specific policies has also 
been contentious. Lower taxes may 
encourage workers to work harder 
according to Says Law though in 
some cases workers may substitute 
the additional income for leisure time. 
In the same way higher taxes do not 
always generate more revenue as 
high taxes may encourage workers 
to leave the country and there could 
be a loss of investment. The Laffer 
curve concept illustrates this concept 
well. There has recently been the 
suggestion of withdrawal of tax 
credits. This is to be compensated by 
lower levels of taxation which should 
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help also lower the administrative 
burden of tax credits. However this 
does not always mean that every 
individual is better off now and that 
there is a guarantee that people will 
work harder and create more jobs as a 
result of these measures.

 
Additional Influences from eu 
Membership that go further 
than trade and the Labour 
Market

The EU influences business in other 
ways as well as its influence on the 
labour market.It can negotiate as 
one voice in global trade agreements 
such as the recent TTIP and is a very 
important  player at the World Trade 
Organisation. The EU has continued 
to expand to over 500 million people 
and now has 28 members. In addition 
more member countries have joined 
the Euro currency including Lithuania 
recently. This helps achieve certainty 
in order to enhance trade and there 
are further benefits associated with 
reduced transaction costs. Recent 
uncertainty over EU membership 
has partly led to a fall in the value of 
the pound. There is further progress 
being made on removing non tariff 
barriers and opening up the service 
sector. Inflation rates have become 
lower stimulated by the competition 
of opening up markets. The EU has 
an effective competition policy to 
break up monopolies and punish 
firms that engage in Price fixing , 
see Floyd 2015. Common standards 
make it possible for firms to produce 
products to one standard rather 
than having to make more costly 
adjustments to meet individual 
country standards .The EU also 
has an industrial policy with grants 
available to help establish new small 
businesses. There is also a database 
to help potential exporters and data 
on the harmonisation of standards 
and further links to supply chain 
networks.There is also a regional 
policy where grants are available to 
help improve infrastructure in the less 
developed regions and areas of the 
EU experiencing industrial decline, see 
Dearden 2005.  Member States pay 
in less than 2% of their GDP into a 
budget to help fund these activities 

which also includes agricultural 
subsidies to help farmers compete 
globally and reduce uncertainties 
associated with agricultural 
production. Furthermore Europe has 
developed common health and safety 
standards that are globally recognised. 
In a similar way Europe is developing 
a Common Environment and Energy 
Policy and this will be crucial in 
supporting the future economic 
development of the region. By being 
a member the UK can benefit from 
this and play a part in the future 
development of policy.

In addition the EU education budget 
has helped fund research and 
Science parks in the UK, Borysiewicz 
(2015) for example suggests that UK 
Universities may have to go abroad to 
develop these rather than building up 
more of a presence in the UK if the 
UK was to leave the European Union. 
In addition there are a number of 
arrangements on reciprocal healthcare 
provision and pension transfers which 
may no longer be honoured in the 
event of a country withdrawing from 
the EU. One final issue not to be 
ignored is the benefit of increased 
certainty in the European region. EU 
integration has been a powerful force 
to integrate countries and reduce the 
risks of conflict in the region. The 
decision making process in Europe 
has also been effective in allowing 
member states a degree of autonomy 
in decision making with the number 

of votes allocated to a member 
country depending on the population 
size of the country. So far countries 
have been able to set their own tax 
rates and welfare benefit systems 
providing there is no discrimination 
amongst citizens.
 

Conclusion

After lengthy negotiations, the UK 
has negotiated a new deal with its 
EU partners that will restrict migrant’s 
in-work benefits and child benefit 
entitlement, clarify Britain’s exemption 
from ‘ever closer union’ and go 
some way to protecting the City 
of London. Concessions have been 
made in the past, for example the 
UK successfully negotiated a rebate 
from the Common Agricultural Policy. 
There has also been a breakdown of 
the Shengen Policy of free movement 
recently to some degree which shows 
how difficult migration policy is to 
fully implement across the EU. In 
addition the uncertainty created by 
the Euro Crisis has helped to play 
down the associated benefits of EU 
membership. As the referendum 
debate gets underway, it is important 
to take into consideration the vast 
history and benefits that have and are 
being achieved. 

Dr David Floyd  
University of Lincoln
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Re-thinking Microeconomics
Much of the backlash against 
the economics establishment has 
been over the failure to spot the 
financial crisis or have the tools 
for analysing it and has been 
directed at the macro level, not 
surprising since it is the low (or 
even negative) growth, rising 
unemployment and huge fiscal 
deficits that have grabbed the 
headlines. There have been 
undoubted failures here but as 
so often the devil is in the detail 
and the less headline-grabbing 
micro foundations also have 
severe credibility problems. All 
economics courses teach demand 
and supply diagrams based upon 
the writings of Alfred Marshall 
and it is here that many of the 
problems begin.

Let’s take the demand curve, which 
all students are taught slopes 
downwards from left to right, 
showing an inverse relationship with 
price.  At first sight there is little to 
object to here as intuitively we feel 
that in general if price rises people 
will buy fewer units of the product, 
but all is not quite as simple as it 
first seems. This theory is now often 
taught in ways that are misleading 
because rather than show demand 
curves in principle (using letters 
to denote changes on the P & Q 
axes) we put in numbers and give 
the impression that we are deriving 
demand curves from observable real 
world data, often compounding 
the error by actually using real 
world data that show inverse 
relationships between quantity sold 
and price. Whilst it is true that when 
we graph such observations we 
are drawing a line that shows an 
inverse relationship between price 
and quantity, if that line is drawn 
from observed real-life data then 
one thing we can be sure about is 
that this is not an economist’s true 
demand curve. This is because an 
economist’s demand curve is drawn 
ceteris paribus, assuming that any 

other variable (e.g. income, tastes) 
apart from price is held constant but 
in observed data this is not the case 
so it is misleading to call an observed 
inverse price quantity relationship 
a demand curve, it isn’t, it’s just an 
inverse relationship which may or 
may not be affected by other factors. 

This has implications for elasticity 
calculations if they are based on real 
world data because although we 
can observe a change in quantity 
demanded after a change in price 
what we can never know is exactly 
how much of that change in demand 
was due solely to the change in price 
and how much to simultaneous 
changes in other factors, including 
that most elusive of variables ‘tastes’. 
Thus there is a disconnect between 
the pure theory concept and the 
reality of business application. 

A particularly odd exercise imposed 
upon economics students in some 
exams is getting them to calculate 
price elasticities of demand from 
demand schedules. Whilst there 
may be some merit in this as an 
intellectual exercise (just as doing 
Sudoku puzzles is good as a mental 
workout) it is hard to see how this 
is useful in understanding real world 
consumer and business behaviour 
even for simple products like milk let 
alone more complex products such as 
designer clothing or high-end cars. 

With this in mind the introduction 
of the concept of point elasticity 
of demand into A level syllabuses 
is particularly odd, this is a purely 
theoretical concept which cannot 
be derived from real life data. I 
assume that the purpose is to 
beef up the maths content of the 
course a bit, but what is the point 
of this? Universities which stress the 
mathematical aspects of economics 
will still demand A level maths as 
part of their entry conditions so 
putting a bit more maths in the 
course won’t help on that front and 
as for engaging students with real 

world economics this is not going to 
help because it is partially the sort of 
thing that has rightly got economics 
a bad name. The whole exercise is 
worryingly close to the medieval 
scholastics arguing about the number 
of angels dancing on pinheads. By 
including point elasticity of demand 
calculations we are dangerously close 
to parody: ‘How many economists 
can disagree about the point 
elasticity of demand of a pin in Adam 
Smith’s factory?’

All of this is bad enough for simple 
products like milk but when we 
start to examine the factors that 
influence demand for highly complex 
products such as a particular model 
of car, one only has to spend a few 
minutes reflecting upon car-buying 
behaviour for it to be instantly clear 
that pure price elasticity of demand is 
impossible to isolate and measure. In 
the real world what businesses want 
to know is how will a marketing 
strategy that includes price changes 
affect total sales revenue for my 
product? Businesses would love 
to know the quantity and revenue 
implications of price changes but is 
the pure concept of price elasticity of 
demand (or for that matter income 
elasticity or cross elasticity) useful? 
What they really need something 
that tries to factor in all variables 
simultaneously (tastes, income, price 
and in some cases even unusual 
variables such as the weather) to 
predict future demand.

There are further and perhaps 
even more fundamental problems 
with demand theory as currently 
taught at Sixth Form level. Behind 
an economist’s downward-sloping 
demand curve lies the theory of 
diminishing marginal utility which 
states that for each extra unit 
consumed of a product we will 
derive slightly less utility (happiness, 
satisfaction) than from the previous 
unit, thus because we derive less 
utility from that unit we will be 
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prepared to pay less money for 
it, hence the inverse relationship 
between quantity demanded and 
price. But quite apart from the 
difficulties of distinguishing the 
effects of price from other factors 
influencing demand talked about 
in the preceding paragraphs there 
are difficulties with the concept of 
adding together individual demand 
curves to arrive at total demand 
for a product, not least because 
for many products there is an 
inter-dependence of utility. This 
means that demand curves do not 
necessarily slope downwards from 
left to right in the way that we so 
cheerfully assert. 

Classical economics assume that 
we are optimisers of our personal 
utility (happiness) and that we are 
not influenced in our pursuit of this 
optimal level of utility by the actions 
of others but all the insights of 
psychology tell us the reverse that 
humans are social beings and thus 
our utility levels are influenced by 
the behaviours and consumptions of 
others. This can be the case for both  

shared enjoyment and competitive 
enjoyment.

For example my enjoyment of a 
football match (in economics -speak 
the utility I derive from consuming 
the product of watching football) 
is influenced by whether or not my 
friends are there and, because the 
crowd atmosphere is part of the 
experience, it is even influenced by 
the decision to consume of perfect 
strangers. This can be taken further 
because the enjoyment to be derived 
from watching the football on Sky 
might also be influenced by the sense 
of occasion generated by watching 
the fans – I’m less interested in 
watching a game that seems a bit flat 
played in front of half-empty stands. 
Thus even my Sky subscription 
decision might be affected by the 
decision of people I have never met 
to attend the matches I watch on TV.

Huge amounts of work have been 
done in the area of behavioural 
economics and modern internet 
data-mining techniques are aiming 
to derive a much more sophisticated 
picture of actual consumer behaviour 

by gathering data on hundreds of 
consumer decisions and using them 
not only to try to predict but also 
to influence consumer decisions.  In 
such a world a simple little demand 
curve looks quaint, like a horse-
drawn carriage in a formula one race, 
yet we continue to make it central to 
syllabuses and relegate alternatives to 
extension work only for the brightest 
students. Remarkable.

Moving away from goods and 
services the labour market is even 
more problematic. Whilst the general 
idea of derived demand for factors 
(including labour) is a useful one 
and illuminates discussions over 
why, when both are highly-skilled 
sportsmen, footballers earn far more 
than rowers (more people want to 
watch football than rowing) the idea 
that labour markets have downward 
sloping demand curves derived from 
their marginal revenue productivity 
is plainly ridiculous for huge swathes 
of the labour market. If anyone can 
tell me how to measure accurately 
my MRP as an economics teacher 
and relate that measurement to my 

Car-buying behaviour demonstrates that pure price elasticity of demand is impossible to isolate and measure
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salary they can have my cherished 
copy of the General Theory. What 
about our friends the Investment 
Bankers? Or even the previously-
mentioned footballers? It is utterly 
obvious that much of their salary is 
determined by benchmarking and 
perceived status, not by MRP – just 
listen to footballers or bankers for a 
moment and it becomes clear that it 
is relative pecking order rather than 
the absolute figure per se that is the 
key issue.

But there is an even bigger problem 
at the heart of wage theory and it 
relates to that worryingly elusive 
concept of utility again because 
the upward sloping supply curve of 
labour assumes that workers derive 
disutility from working so that the 
only reason to supply more labour 
is because one is paid more money 
but this assumes a completely 
inaccurate picture of worker 
motivation, particularly in white collar 
occupations or in entertainment (I 
include professional sport in this), 
a much more useful approach is 
to look at a range of rewards for 
working in which status, sense of 
self-worth, meaningful connection 
with others and job satisfaction 
are part of the mix as well as the 
power to buy goods and services 
as represented by salary. Oddly we 
acknowledge that work can be a 
source of utility in macroeconomics 
when we list some of the costs of 
unemployment but this doesn’t seem 
to stop us drawing the same old 
curves in wage theory.  Instead of 
rejecting a model that simply doesn’t 
work we carry on spending most of 
the course teaching it and putting 
any modifications into ‘evaluation’. 

Admittedly it remains true that if 
wages are too high in the eyes of 
employers then workers will not be 
hired but what is too high? When 
managers are rewarded for ‘cost-
saving’ by holding down the wages 
of or even sacking those below 
them in organisations there is a clear 
interdependence of reward going 
on and decisions may be closer to 
an argument over who gets part of 

the cake, moreover this is particularly 
problematic when managerial salary 
is linked to relatively short-term 
cost savings in that there are then 
perverse incentives to hold down 
wages even when this may not be 
in the long-term interests of the 
company.

Classical microeconomic theory 
was devised to analyse what the 
world might look like if all resources 
were perfectly allocated, hence the 
intellectual satisfaction to be gained 
from playing with this closed system 
and seeing how cost curves relate 
to supply curves and the principle of 
diminishing marginal utility leads to 
a downward-sloping demand curve 
but once we try to put numbers to it 
and pretend that these correspond 
to anything in reality we are in some 
difficulty. The theory we teach had 
its origins in a world that was much 
simpler in terms of products and 
markets and which did not have 
modern insights from behavioural 
psychology or sophisticated data- 
measurement tools to map actual 
consumer behaviour. Would we not 
be serving our students better by 
looking at compound influencers of 
consumer behaviour and computer-
aided data analytics?

One of the important insights of 
economics is the historic cost fallacy, 
which points out that past costs are 
irrelevant in deciding the correct 

course of behaviour now and in 
the future. Perhaps we should ask 
ourselves whether, as a profession, 
we are guilty of historic cost fallacy 
because we have ‘invested’ so 
much time and intellectual capital in 
conventional microeconomics we are 
reluctant to write it off and instead 
of shutting down the enterprise we 
continue to produce more and more 
obscure variations on the original 
theory throwing good intellectual 
capital after bad and making our 
students collude in the process. 
Is it time to stop this? Is standard 
microeconomic theory the equivalent 
of an enterprise that should close 
down immediately before it drains 
even more talent and effort and 
should we be encouraging a new 
theoretical start-ups instead. Have 
we become the ultimate irony: a 
profession that irrationally defends 
models based on perfect rationality ?

Marshall’s theory was formulated 
around the time that some of the 
world’s greatest museums were built; 
perhaps it is time that it was placed 
in a glass case in one of them.

I have been deliberately polemical 
in this article but I hope that it 
generates discussion about the 
whole nature of what we teach 
and whether it is time for a radical 
overhaul rather than the tinkering at 
the edges that we currently have.

Ruth Corderoy

Consumer

Behaviour
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Economics

Taking another look at UK  
competitiveness
Both the A level and the GSCE 
Economics courses involve 
looking at the UK’s position in 
relation to the rest of the world 
and, in particular, how to make 
the UK more competitive. I will 
attempt to explain why this is 
important and how students 
need to develop more analysis 
and evaluation when  answering 
this type of question. 

Essentially the two questions relating 
to competitiveness are ‘what would 
make people from other countries 
want to buy UK goods?’ and ‘what 
would make UK consumers buy 
domestically produced goods rather 
than imported goods?’

Students, by and large, start 
their answers to such questions 
by discussing exchange rates. 
Knowledge of SPICED (strong 
pound, imports cheaper, exports 
dearer) and vice versa is usually 
well demonstrated and students 
recognise that there is a link between 
this and the balance of payments 
(at least the trade in goods). To 
take this through to the next level 
students need to understand the 
importance of a balance of payments 
deficit to the UK economy in that it 
represents a persistent net leakage 
from the circular flow of income. 
This would then suggest that 
growth needs to come from the 
other parts of aggregate demand, 
namely consumption, investment 
and government spending. Given 
that (a) the government is trying to 
rebalance the economy away from 
consumption, (b) that for investment 
to increase the economic climate 
needs to be right  and finally (c) 
the government are following a 
programme of closely controlling 
spending, you can see that the 
leakages caused by a balance of 

payments deficit can hinder growth 
more than first thought. 

To take these arguments through 
to a higher level  students need to 
question some of the assumptions 
behind competitiveness and think 
why both domestic and overseas 
customers would buy products 
produced in the UK. If price is the 

only factor, possibly because of 
the nature of the product, then 
the argument that sales would 
be affected by a change in price 
is a valid one. But how realistic is 
this assumption? Are there other 
reasons which affect demand for 
UK produced goods? What about 
quality, reliability, design, branding? 
A recent report looked at reasons 

Figure 1 - Source - ONS

Figure 2 - Reasons behind reshoring
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why some UK businesses are now 
re-shoring (moving facilities back 
to the UK). Having once looked to 
cut costs by moving production to 
low-cost emerging nations, more 
and more businesses are heeding 
Prime Minister David Cameron’s 
call in his World Economic Forum 
speech to come home as these 
countries’ economies mature 
and labour costs rise, according 
to the report Backing Britain – a 
manufacturing base for the future. 
But cost isn’t the only reason. Other 
factors include capitalising on 
Britain’s reputation for excellence, 
the ability to create shorter, more 
responsive supply chains and ease of 
communication with customers. If 
price is becoming less and less of a 
factor internationally, there must be 
other reasons why demand for UK 
goods might increase. Of course the 
situation applies equally for imports. 
Will the price of BMW cars suddenly 
shoot up if the UK left the EU? 
Would BMW no longer see the UK as 
a market? Perhaps not. 

Further more, in many B2B 
relationship (Business to Business) 
prices do not fluctuate with the 
exchange rate and are contractually 
fixed. Therefore any attempt to 
reduce a Balance of Payments 
deficit is likely to take time before 
it takes effect. This is known as the 
‘J-curve’ effect. In the short term 
the BoP deficit is likely to get worse 
before contracts are renegotiated 
and the effect on price changes 
starts to take effect. Furthermore, 
any price changes will only affect 
the international position if demand 
for imports and exports is actually 
responsive to price changes in the 
first place, as shown in the Marshall-
Lerner condition. 

We can conclude that there are 
a multitude of reasons why the 
UK needs to promote exports at 
the expense of imports, but that 
over-reliance on price as a driver 
of competitiveness is a dangerous 
strategy to follow. Therefore as an 
economy should we focus more 
on productivity? This shows how 

well the economy is using its factor 
endowments (land, labour, capital 
and enterprise) to produce goods 
that are priced competitively and of 
high quality, available at the time 
required and making best use of the 
technology available. 

Of course, there is a fundamental 
question to consider here. Is being 
within the top 10 of the most 
competitive countries globally a 
goal worth pursuing? Given the 
macro-economic priorities of low 
unemployment, low inflation, 
sustainable growth, fair income 
distribution and environmental 

sustainability to contend with, 
should the government focus on 
BoP equilibrium rather than strive 
for a surplus? Would pursuing a 
competitiveness agenda conflict or 
complement following any of the 
other objectives?

In the recent World Economic 
Forum report the UK slipped to 10th 
place in the global competitiveness 
league, having just been overtaken 
by Sweden. The WEF report assesses 
the world’s economies using a 
large number of measures, from 
the quality of infrastructure to 
the flexibility of labour markets. 

Figure 3 - The J Curve Effect

Chart iii: A framework for raising productivity

Source: HM Treasury
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According to the WEF the budget 
deficit, quality of education system 
and difficulty for businesses wishing 
to obtain finance are all significant 
factors affecting the UK’s ability to 
become more globally competitive. 

“Where the country falls short is in its 
macroeconomic environment, where 
government debt and the budget 
deficit conspire to place it 108th of 
140 countries. It could do better 
too, with the quality of it’s education 
system (21st) and maths and science 
in particular (46th) – both long term 
problems. “ – WEF Report

At the same time the WED 
praised the UK scientific base, the 
collaboration between business and 
university and its openness to the 
global economy. Sajid Javid, Business 
Minister, launched the Productivity 
Plan and announced that the 
government focus should be firmly 
fixed on increasing productivity. 

“The drivers of productivity are 
well understood: a dynamic, open, 
enterprising economy supported 
by long term public and private 
investment in infrastructure, skills and 
science. A nation flourishes when it 
uses the full skills of all its people in 
all parts of that nation.”

By building its framework around 
the pillars of long term investment 
and dynamism the government is 
recognising that a nation ignores 
supply side economics at its peril. Of 
course, convincing voters to accept 
a long term strategy at the expense 
of short term demand side benefits 
is always going to be a challenge, 
and it is understandable that a 
government is less willing to sacrifice 
todays confidence for tomorrows 
growth, but increasing the productive 
potential of your economy is vital 
if you want to remain globally 
competitive. 

What is also often overlooked is the 
issue that for long term aggregate 
supply to shift, the factors of 
production should be combined 
into an overarching strategy. For 
example, if the supply side strategy 
focuses only on improving the quality 

of labour there will come a point 
when the labour is being hindered by 
other factors. In the same way if the 
stategy focusses only on improving 
the capital stock of a country, at 
some point the productivity will stop 
increasing because of the lack of 
other factor endowments. Therefore 
an integrated strategy which looks 
at improving competitiveness should 
look at Total Factor Productivity (TFP) 
rather than just labour productivity. 

Finally, all this discussion of raising 
productivity seems to focus heavily 
on how to make workers work 
harder. Should it be more a question 
of making them work better and 
ensuring that time spent at work is 
spent productively? In 2013 a Gallup 
Poll entitled “State of the Global 
Workplace” concluded that only 
13% of workers (about 1 in 8) are 
actively engaged in their jobs. The 
majority are not engaged and nearly 
a quarter were found to be actively 
disengaged i.e. avoiding work. 
Clearly there must be a link here to 
productivity and maybe countries 
need to focus more on how to get 
more out of their existing workforce?

Sweden, who leapfrogged the UK 
in terms of global competitiveness 
to take 9th place, so how did it 
make its population of under 10 
million people more competitive? 
One reason could be their obsession 
with work life balance and some 

companies have continued to trial 
the idea of a 6 hour working day 
rather than the traditional 8 hour 
day. Jimmy Nilsson, who owns 
production company Background AB, 
said “It’s difficult to concentrate at 
work for 8 hours, but with 6 hours 
you can be more focussed and get 
things done more quickly.”.

The idea of a shorter working day 
has been tried several times in 
Sweden, but seems to be gathering 
pace more in 2015. A consultant for 
Gothenburg City Council commented 
on the scheme at a care home 
saying “It’s too early to draw firm 
conclusions, but nurses working 
shorter hours are taking less sick 
leave and report being less stressed…
Right now we’re only looking at early 
indications, but we can still see that 
the quality of work is higher.”

Of course the idea of the six hour 
day in Sweden is a long way from 
being the norm, and it is difficult to 
see how such an initiative could be 
implemented in areas such as retail 
and education, but it does seem to 
suggest that there is a link between 
health, profitability and productivity. 
Perhaps, after all, there is a lesson for 
the UK to learn?

Paul Rapley – Taverham High 
School

Average 
Price 
Level

Real National Income

LRAS1

YFC1

LRAS2

YFC2

LRAS3

YFC3

Figure 4 - LRAS will only keep shifting if all factors of production are combined
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Business resource ideas: revising core 
knowledge and decision making skills
 If you’re going to go to the 
effort of making resources that 
can be kept and used time and 
time again it’s worth thinking 
about how to get the most from 
those materials. Below, I’ll share 
with you one of my favourite 
resources, and activities which 
I’ve used with GCSE, BTEC and 
A level groups to embed key 
learning, support high quality 
business decision-making and 
model strategies for effective 
revision.

the resource

The Diamond 9 format will be 
familiar to many teachers. Typically, 
a template is used which is in 
the shape of a large diamond, 
constructed from 9 smaller 
diamonds. Below, I’ve sketched a 

typical resource that could be used to 
support teaching about methods of 
market research:

When I make a resource like this I 
generally make it double-sided, with 
a brief definition and / or explanatory 
text on the reverse of each key term. 
This helps with testing definitions 
and is helpful for students who need 
a bit of reminding or additional 
support during other activities. In this 
case, the template on page 21 would 
work on the reverse of the market 
research methods below (note the 
order of the definitions so that they 
match up correctly when printed 
double-sided):

And finally, to make the resource 
reusable I recommend printing on 
card and laminating each diamond.

Top tip: if you can, print sets of 

resources on different coloured card 
so that you have a rainbow selection 
of sets. Then, when handing out sets, 
give different colours to adjacent 
students / groups. This makes it 
much more likely that students will 
give you back complete sets of cards 
at the end of the lesson without 
muddling their resources with their 
neighbours’.

using the resource

The most common way that I’ve seen 
this resource used by others is as a 
ranking tool, where students order 
the small diamonds within the larger 
shape so that their ‘most important’ 
or ‘most preferred’ choice is at the 
top of the diamond and the least 
preferred at the bottom. I’ve seen 
some teachers asking students to 
perform this ranking activity without 
any context, even having their 
students glue the final ranking into 
their exercise books as if this is the 
definitive rank order. I don’t think this 
is helpful (or right!), but I do believe 
the resource has a lot of value if used 
with thought and care, to reinforce 
and to test understanding and recall 
and to develop students’ ability to 
make thoughtful decisions about 
the suitability of different actions 
in a range of contexts. Many of the 
ideas below can be reproduced by 
students during revision to support 
independent study.

1. testing recall and 
embedding basic 
knowledge

• Ask students to lay out the cards 
on the desk in front of them, 
key terms showing. You (or a 
student) describe a method of 
market research and students 
have to select the correct 
method and hold it up to show 
you. Repeat to test all key terms. 

TRADE
JOURNALS

OBSERVATION
COMMISSION 

A MARKET 
RESEARCH 
AGENCY

LOCAL /
NATIONAL

PRESS

COMMERCIAL 
MARKET  
REPORT / 

DATA

INTERNET
RESEARCH

SURVEY /
QUESTIONNAIRE

PRODUCT
TRIAL

FOCUS
GROUP
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This is an easy way to collect 
whole-class responses so that 
you and students can monitor 
learning.

• Students can work in pairs for 
this activity, beginning with the 
cards in a pile or dealt out evenly 
between the students. They take 
it in turns to test each other 
using one card at a time – they 
can switch between being given 
the definition and identifying the 
method, and having to give a 
definition of the method on the 
card. This is an excellent way to 
involve all students in practising 
recalling definitions and 
articulating them, important for 
GCSE exam answers in particular 
where marks are awarded for 
accurate definitions. 

• Ask students to lay out all of 
the cards on the desk in front 
of them, key terms showing. 
Give the students a criterion 
such as typical cost / time 

required / degree of technical 
skill needed, and ask them to 
rank the methods of research 
according to this criterion. I 
usually ask students to do this 
on a line rather than in the 
diamond format but either 
could work. This is useful 
because, assuming you do it 
for more than one criterion, it 
helps students to see that each 
method has relative strengths 
and weaknesses, setting them 
up for later activities where 
they have to make reasoned 
choices. Develop the activity by 
asking students to discuss and 
justify their rankings – either by 
working with a partner to make 
the original decision, using a 
think-pair-square structure for 
comparing answers with peers’ 
responses or targeting students 
to share their reasoning with the 
rest of the class.

• With the cards laid out as above 

ask students to group the 
methods into primary/secondary 
sources of data, or into those 
that do / don’t incur a cost, or 
according to other criteria that 
you think of.

• With students working in pairs 
or small groups, give them two 
methods from the set (they 
could pull two from a pile, or 
choose their own if you wanted 
to make it easier). Students 
have to identify at least one 
similarity between the methods 
and one difference. They 
could also describe a situation 
where each method would be 
particularly appropriate. Repeat 
with other pairs of cards. This 
is an excellent way to prepare 
students to analyse the relative 
merits of different methods and 
to make evaluative judgements 
about which methods suit which 
situations.

2. Developing and assessing 
decision-making

• Give students a business scenario 
related to choosing methods 
of market research. Students 
have to choose one or more 
appropriate methods from the 
pile and justify why it would 
be helpful in this situation. 
Encourage them to draw on the 
features discussed during the 
activities above.

• As above, but this time students 
construct a large diamond 
using all cards, with the most 
recommended in this situation 
at the top and the least 
recommended in this situation 
at the bottom. Again, students 
justify their choices. For this and 
the previous activity, justification 
could be verbally to a partner 
/ the class or a written exercise 
which could then be marked by 
you / the student / a peer.

• Engage students with the 
dynamic nature of business 
decision-making by challenging 
them to reassess their choices 

Relatively cheap, up to 
date magazines with 
information about a 
particular industry. In 

print or online

Includes looking 
at competitors’ 

business activity 
and monitoring how 

customers behave

Surveys give a  
general overview 

of the environment. 
Often collected 

through a 
questionnaire

Websites can  
provide information 
about competitors, 
market trends etc. 

Some websites charge 
for access

Companies like  
Mintel produce 
detailed market 
reports which 

businesses can buy, 
often for  

£hundreds

A detailed, in depth 
discussion with a 

group of participants, 
who are usually paid 

for their time

Asking customers 
to sample a product 
(often for free) and 
provide feedback  

on it

Agencies collect and 
analyse data to suit 

specific requirements. 
This can be very costly

Newspapers, radio  
and TV channels may 
have articles about 
trends or changes 

in the business 
environment



classroom Practice

TEAchING BUSINESS & EcONOMIcS22

in the previous two activities in 
the light of new information. For 
example, update the case study 
scenarios by changing some 
key criteria such as the speed 
at which a response is required, 
the budget available or a change 
in local market conditions. 
Encourage students to consider 
whether a different method 
is now more attractive and to 
explain their reasoning.

Other topics that this works 
with

I’m sure that creative teachers can 
adapt many of the activities above 
to a wide range of business topics. 
In my experience the most directly 
transferable content is sources 
of finance – again a topic where 
students are required to know details 
of different choices that businesses 
can make and how these choices are 
affected by a few key criteria (in this 
case, the amount borrowed, time 
period, business structure, owner’s 
attitude to risk, for example).

Why this works

In a previous article (TBE summer 
2015) I wrote about the importance 
of retrieval and repetition in 
embedding learning. The activities 
above require students to retrieve 
information through low-stakes 
testing in a way that supports 
long-term memory and deeper 
understanding.

Daniel Willingham (2008) (see link 
below) explains that ‘memories are 
formed as a residue of thought’. The 
range of activities above encourages 
students to think carefully about 
specific aspects of each method of 
market research, and then to go on 
to explore the situations in which 
each might be useful. Many of the 
activities require students to make 
explicit their reasoning, either verbally 
in partnership with peers or through 
written tasks. This encourages deep 
thinking and discussion, helping 
to order thoughts and form lasting 
memories about the content taught. 

If addressed in order, the activities 

above scaffold students’ thinking: 
initially the teacher identifies criteria 
by which methods can be judged and 
later this structure is removed so that 
students have to recall, select and 
apply these criteria for themselves.

Links for further reading

Improving students’ memory

Willingham, D. T. (2008). What Will 
Improve a Student’s Memory?. American 
Educator, 32(4), 17- 25. Available online 
at https://www.aft.org/sites/default/files/
periodicals/willingham_0.pdf 

Recall, retrieval practice

Francisco, A. & Roediger, H. Ask the 
Cognitive Scientist: Retrieval Practice, 
available online at http://www.
digitalpromise.org/blog/entry/ask-the-
cognitive-scientist-retrieval-practice 

Polly Glegg worked as a 
teacher and AST in London 
comprehensive schools for 11 
years before moving into teacher 
education.
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Business resource ideas:  
Using context effectively
A major challenge for business 
and economics educators is to 
develop understanding of the 
business environment in students 
who, by their very age and 
nature, have had only limited 
contact with that environment. 
It has to be, then, one of the key 
responsibilities of every teacher 
in our community to engage 
students with as many business 
examples from as many parts 
of the local, national and global 
business environment as we can. 
In the article below I explain one 
resource which I’ve used with 
GCSE, BTEC and A level classes 
to develop business awareness 
and improve the ability to apply, 
analyse and evaluate with 
reference to real-world examples.

the resource

A staple of my business classroom is 
a box of sets of business cards. Each 
card has the logo and name of a 
business or product on one side and 
a brief précis of the business and its 
industry on the reverse. The resources 
are laminated and printed on card 
so that they are sturdy enough to 
withstand repeated use by all of my 
classes. 

The key to making this resource is in 
the business examples you choose. 
Aim to have at last 30 cards in each 
set with a mixture of local, national 
and international examples drawn 
from a range of industries and 
sectors. Include examples which form 
chains of production so that, for 
example, you might incorporate an 
arable farmer, a mill and a high street 
baker. Include instances of direct 
competitors within industries that 
can be used to illustrate the concept 
of horizontal as well as vertical 
integration. Draw from familiar 
industries and also those which 
expand students’ frames of reference 
and, wherever possible, include those 
firms which you are planning to visit 

or use as case studies during the 
course of the coming year.

Tip: decide whether to include 
businesses, products or a mixture 
of the two. For example, you might 
include Nike and a Nike Air Max 
training shoe. Whatever decision 
you make, encourage students to 
differentiate between businesses 
and the products / services that they 
sell, when discussing examples and 
completing exercises. 

Tip #2: you’ll need a way of storing 
each sets of cards. In my experience 
a perfect solution (and the perfect 
excuse for a tea-time treat!) is 
the plastic food boxes that many 
takeaway restaurants use. 

using the resource

Once you’ve chosen your examples 
and made your sets of resources, 
you might use them in the following 
ways:

1. To support the teaching of 
specific business concepts:

• Teach content inductively by 
starting with a business example 
and then eliciting from this the 
core principles of the topic. For 
example, you might use the 
example of Warren Evans, the 
bed manufacturer, to introduce 
and explore issues around the 
production and holding of stock.

• Teach topics deductively by 
starting with the theory and then 
applying it to examples from your 
set of businesses. In this case 
you might begin by outlining 
the Boston Matrix and then use 
different cards to illustrate to 
students how products can be 
placed on the model.

• Develop students’ depth of 
understanding by using more 
than one example to illustrate 
theory, comparing its application 
to or representation in each 

case (see link to further reading 
about variation theory below). 
For example, you might compare 
the methods used to add value to 
different products and services, 
highlighting the link between 
the needs of the target market, 
the competitive advantage of 
the business and the strategy 
applied. Or you might consider 
a set of market conditions and 
explore the impact of these 
conditions of a number of 
different businesses chosen from 
the set, taking account of the 
individual characteristics of each 
business and how these interact 
with the market conditions.

2. In activities that help 
students to practise the core 
business skill of application of 
knowledge to context. Below 
are some examples of how 
you might approach this:

• Marketing mix – allocate students 
or groups of students a product 
card to analyse, then ask them 
to compare this to a different 
product card. Extend this by 
prompting students to explain 
the features of and differences 
between each mix with reference 
to the business environment and 
target market of each product;

• Competition – students identify 
direct and indirect competitors 
from the set of cards, thinking 
carefully about how seemingly 
different products (such as a 
magazine and a lipstick) might 
satisfy the same need (to buy 
oneself a small treat). Students 
could then develop strategies to 
differentiate one of the products 
in light of the needs of customers 
and features of each product;

• Cash flow – students discuss 
and compare the cash flows 
associated with the production 
and sale of different products and 
services including those which 
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have high upfront costs such as 
extractive industries, and those 
for which payment might be 
delayed due to credit agreements 
with corporate customers like 
supermarket chains.

3. To differentiate learning for 
higher and lower attaining 
students 

• Allocate students businesses or 
products to use in independent 
or group activities. Increase 
difficulty by allocating businesses 
with more intellectually 
challenging features or business 
conditions, or those with which 
students are less familiar.

4. To broaden students’ 
knowledge of the business 
environment

• Encourage students to interact 
with cards of businesses with 
which they are not familiar. 
Give them time in class or as a 
homework activity to research a 
chosen business or product and 
to link this to business theory, 
businesses and / or products with 
which they are more familiar.

5. To test understanding and 
develop good habits

• Cards can be used for quick, 
low-stakes testing by asking 
students to identify and hold up 
cards of businesses / products 
which meet certain criteria. For 
example: in a certain sector or 
industry; which form a chain 
of production; where pay 

typically uses a particular type 
of remuneration; which relies 
on repeat or one-off purchases; 
is affected in a certain way by 
changes in the economy…the 
list is endless and very flexible. 
Training students to think like 
this – recalling examples from 
memory which illustrate different 
aspects of the subject – will help 
them, particularly, in longer A 
level questions where answers 
relating to a given case can be 
developed through reference to a 
range of other businesses which 
relevant characteristics.

6. To add interest and coherence 
to class activities

• Rather than have all students 
working on the same example 
during seatwork, allocate 
different business cards to 
different students or groups. 
This will add interest during 
discussion and feedback and 
also give opportunities to explore 
similarities and differences 
between each case;

• Allow students to select a 
card to use when completing 
activities instead of allocating 
them yourself. Choice increases 
engagement and can create 
opportunities to develop self-
assessment and meta-cognition;

• Plan opportunities for mini 
projects that run across a number 
of lessons or a unit of study. 
For example, when teaching 
about entrepreneurship and 

setting up small businesses ask 
students to select a local market 
to enter, applying their learning 
at each stage, across a number 
of lessons, to their new business 
idea. Draw on examples from 
the business cards to explore 
the features of competitors and 
encourage students to adapt 
their own idea so that they 
can compete effectively with 
the competition. You could 
extend this to encompass the 
production of a business plan 
for each chosen business or to 
create classroom displays on the 
different ideas.

Why this works

The core of business studies is being 
able to reason soundly and reach 
good decisions which draw on both 
knowledge and judgement. The 
broader a student’s experience, and 
the more they’ve been exposed to 
the application of business theory 
in different contexts, the more likely 
they are to be able to respond to 
novel conditions in exams, and in life, 
demonstrating sound judgement. 
They are more likely to be able to 
relate theory to new contexts if 
you’ve taught them explicitly how 
to do this. This resource means that 
students can be repeatedly engaged 
with a range of examples relating to 
pretty much any content that you 
are teaching, and they can build up 
a broad foundation of experience 
that teaches them how to interrogate 
new business contexts when they are 
inevitably encountered.

Links for further reading

Variation theory

Ling Lo, Mun (2012) Variation 
Theory and the Improvement of 
Teaching and Learning. Göteborg : 
Acta Universitatis Gothoburgensis. 
Available at https://130.241.16.4/
bitstream/2077/29645/5/
gupea_2077_29645_5.pdf 

Polly Glegg worked as a 
teacher and AST in London 
comprehensive schools for 11 
years before moving into teacher 
education. 

Decide whether to include 
a mixture of business and/
or product such as Nike 
and the Nike Air Max 
training shoe
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Developing a growth mindset
What are mindsets?

Educational fads come and 
go over the years.  I have 
seen assessment for learning, 
project based learning, and 
enquiry based learning to 
name but a few.  The new 
‘fad’ in town is Carol Dweck’s 
(2012) mindsets.  Most of us 
have either been to a lecture, 
conference or CPD on this new 
approach to learning. Basically 
it is the resilience to keep 
going when things get tough. 
It is the attitude a pupil has 
when they come up against a 
challenge. 

Dweck (2010) argues pupils either 
have a fixed or a growth mindset.  
Pupils with a fixed mindset 
believe their intelligence is fixed 
and they either have the ability 
to do something or not.  These 
pupils like to be praised for their 
smartness but do not like failure. 
A fixed mindset pupil tends to 
give up in the face of diversity, as 
this questions their intelligence.  
Pupils with a growth mindset, 
however, want to learn and grow.  

They do not mind challenging 
activities, even if it involves 
temporary failure. Pupils with 
a growth mindset see difficult 
problems as a challenge which will 
make them grow and improve. 

Teachers have an important 
part to play in the mindset of 
pupils.  They themselves can 
encourage growth or reinforce 
fixed mindsets. Fixed mindsets 
are encouraged by emphasising 
‘success’ rather than effort and a 
belief that a pupil has a natural 
ability in a subject.  Teaching 
finance and accounts springs 
to mind here as so often pupils 
believe they are naturally able or 
not able to do finance. This fixed 
mindset may be encouraged by 
the teacher. How often have you 
heard a pupil say ‘Oh no, we’re 
doing finance today!’ and heard 
a teacher or yourself reply ‘I know 
it’s boring but we have to do it’? 
I hear this all the time from my 
student teachers and at this point 
I remind them that their response 
to the pupils has a big impact on 
their mindset towards the subject.  

Business pupils often relate their 
ability to be good at finance 
directly with their mathematical 
ability.  There are obvious 
links between accounts and 
maths; being able to do basic 
mathematical skills, such as 
addition and subtraction is 
important but equally is the need 
to manipulate data and have good 
evaluative and analytical skills. As 
all A’ level teachers know an A 
level business student who can 
complete calculations on a profit 
and loss account or a balance 
sheet will not gain a high grade.  
An A’ level pupil will only obtain 
a better grade by understanding 
and evaluating the results. 

how can a growth mindset 
be encouraged in a business 
class?  

Both Dweck (2102) and Boaler 
(2016) encourage tasks to be 
meaningful and challenging to 
all pupils.  The material should 
‘stretch and challenge’ whilst 
the teacher encourages and 
guides their pupils.  The work 
should be portrayed as exciting 
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and interesting.  Teachers should 
not agree that accounts are 
boring as this just reinforces the 
pupils’ mindset.  When pupils 
get a finance question wrong the 
teacher should show a different 
strategy.  Finance is one of the 
most useful topics to cover. 
I believe that having a basic 
knowledge of finance can help 
with all aspects of life and this 
is evidenced from research. A 
number of studies have evidenced 
the link between financial 
literacy and adult indebtedness. 
Disney and Gathergood (2013) 
proved there is a relationship 
between financial literacy and the 
probability of holding high cost 
debt in adulthood.    

If we set aside the argument as 
to whether teachers should set 
homework or not for a moment; 
I know there’s good arguments 
for both.  Homework should be 
challenging rather than just a 
task that needs completing. So 
often homework is set that lacks 
meaning. Tasks should stretch 
the pupil.  Homework can be 
differentiated but not just by 
‘outcome’ in other words the 
‘brighter’ get ‘further. A lot of 
my student teachers produce 
three exercises for their pupils.  
Depending on their mastery of the 
subject the pupils pick the activity 
that challenges them and not the 
one they can easily do.  Attached 
is a good example of a differentiated 
cash flow task designed by one of 
my PGCE students (Anna Barton, 
University of Portsmouth). A pupil 
choses the cashflow exercise that 
‘pushes’ them.  A critique might 
say the pupil will always pick the 
activity which is easy to complete, 
but generally that is not the case.  
The teacher‘s role is to encourage 
the pupil to choose the more 
challenging exercise.  

Pupils can focus on an area of 
improvement and then establish 
a goal to improve in that area.  
Once the pupil reaches their goal 
they could then teach their area of 

weakness to other pupils, perhaps 
break-even or financial ratios.  The 
pupils can share their goals and 
even help each other to improve 
and meet their goals.   Dweck 
(2012) recommends encouraging 
pupils who have mastered a 
topic area to write to other 
pupils who are struggling with 
that topic. The pupil can write a 
letter encouraging and explaining 
strategies to help understand the 
topic itself.  

A teacher could design an 
assignment that is interesting 
that applies what the pupils have 
learnt. This does not always have 
to be geared towards passing the 
exam.  Practicing exam evaluation 
questions can get boring. Of 
course exam technique has to be 
taught but it does not have to be 
every lesson for two years.   We 
are so lucky in business that we 
can apply our theory to everyday 
situations and there is a wealth of 
information out there to help us.  
A fun activity is to ask students 
to analyse a set of accounts.  
They can create a YouTube video 
presenting their findings.  The 
pupils could also create videos 
explaining some finance terms, 
such as current assets or gearing. 

If you have access to digital 
learning programs the pupils 
can create animated videos 
that explain and apply business 
terms.  Every year I ask my PGCE 
students to make a YouTube video 
explaining a business theory.  They 
love doing it and you would be 
surprised what they can produce 
by just using their phones! 
http://www.youtube.com/
watch?v=i9r3KPwUO20&feature 
=em-upload_owner#action=share

A business teacher could give 
their pupils two sets of accounts; 
an income statement and 
balance sheet and ask them 
which business they would 
invest in.  They could act as 
venture capitalists and present 
their findings as a video or even 
write a report.  This can be quite 

challenging.  I always liked to 
tell my pupils that this is basically 
what top finance investors do: 
analyse accounts and decide 
where to invest.  The pupils apply 
their ratio analysis and overall 
knowledge of accounts, but they 
have fun completing doing the 
exercise.  

A growth mindset can be 
encouraged if teachers move 
away from rote learning methods 
and allow pupils to ‘stand back’ 
and apply theory in creative 
ways. In Boaler’s (2016) book 
on Mathematical Mindsets she 
encourages the use of reflections 
by the pupils.  The children 
complete written reflections on 
the maths they have been taught 
rather than just repeating exercise 
after exercise. This exercise 
could be easily encouraged with 
business students.  A teacher 
could teach cash flow forecast 
and then ask the pupils to reflect 
on the theory.  

Grading dominates our life in 
education: value added, progress 
and target grades. Teachers 
live and work in a performance 
dominated culture where grades 
matter, however teachers do 
have some freedom, within 
their classroom, to teach the 
way they want.  Of course exam 
preparation is needed, however 
there needs to be room for 
activities that are interesting and 
nurture a growth mindset.  

References:

Boaler, J. 2016. Mathematical 
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Financial literacy and consumer credit 
portfolios, Journal of Banking and 
Finance. 37 (7), 2246-2254.

Dweck, C. S. 2010. Even geniuses 
work hard. Educational Leadership, 
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Dweck,C. S. 2012. Mindset: How You 
Can Fulfil Your Potential. Constable & 
Robinson Limited: New York.
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Joey Essex is planning on opening a salon in Winchester called ‘Reem’.  He already has another 
salon in Essex.  Joey has asked you to produce a cash flow forecast for the salon January to June.  
Joey has given you the below information on his predicted inflows and outflows over six months 
based on figures for his salon in Essex.  Transfer this information in to the cash flow forecast sheet.  
You must list all inflows and outflows in the cash flow forecast sheet yourself.  

Joey starts the year with £1000 savings        

 cASh

The only 
way is … 
cash flow!

Sales: Eyelash extensions

January 250

February 100

March 1400

April 1000

May 400

June 1400

Sales: Spray Tans

January 1600

February 1600

March 1000

April 1000

May 1000

June 1400

Sales: Threading

January 250

February 250

March 420

April 315

May 315

June 315

Sales: Waxing

January 3000

February 2500

March 1200

April 700

May 700

June 1100

Expenses: Heating

January 80

February 80

March 80

April 60

May 50

June 30

Expenses: Electricity

January 60

February 60

March 50

April 50

May 30

June 20

Expenses: Stationery

January 30

February 30

March 30

April 30

May 30

June 30

Expenses: Wages

January 2600

February 2600

March 2600

April 2600

May 2600

June 2600

Expenses: Stock

January 750

February 800

March 860

April 450

May 580

June 510
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January February March April May June

Inflows

Eyelash extensions 250 1000 1000 1400

Spray Tans 1600

Threading 250

Waxing 3000 2500 1200

Total Inflows

Expenditure

Heating 80 80 80 60 50 30

Electricity 20

Stationery 30 30

Wages 2600 2600

Stock 450 5100

Total Outflows

Monthly Summary 

Opening Balance 1000 2580 4360 4760 4585 3710

Net Cashflow 1580 400 -875

Closing Balance 4360 4585 4730

1. Fill in the missing figures in the table.

2. Why do you think Joey may have had a cash flow problem in May? _____________________________________________

Cash Flow 2

January February March April May June

Inflows

Expenditure

Monthly Summary 

Opening Balance

Net Cashflow

Closing Balance

Fill in the cash flow table

What advice can you give Joey based on his cash flow forecast? ____________________________________________________

Cash Flow 1
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The cambridge Pre-U in Business and Management
A potential alternative to Business A-levels
Introduction

The Pre-U in Business and 
Management was first assessed 
in 2010. The idea behind the 
specification was to respond 
to some of the concerns that 
universities had highlighted (hence 
the name Pre-U or Pre-University). 
These concerns included the lack of 
quantitative skills and the inability 
to write essays. Some prominent 
universities were consulted on the 
content and assessment style of 
the Pre-U at draft stage. This also 
included a representative from the 
EBEA. Changing specification is 
never an easy decision for a head 
of department but the Pre-U may 
suit your students and/or your 
philosophy about the essential 
skills a pupil needs.

Why consider the Pre-u

1. The Pre-U in this subject has been 
examined since 2010. Therefore 
there is a substantial bank of 
past papers. This is a very useful 
resource for a teacher to see 
the style of question and topics 
covered. The mark schemes and 
examiner reports also give useful 
guidance.

2. The Pre-U is generally very well 
regarded by the Russell Group of 
universities. The course equips 
students with essential skills 
such as the ability to deal with 
quantitative data, write a detailed 
report and complete extended 
essays.

3. The Pre-U attracts a UCAS 
premium. The D3 grade in the 
Pre-U (equivalent to an A grade at 
A-level) attracts 130 UCAS points 
v 120 for the A-level A grade. The 
premium will continue under the 
new UCAS tariff for most grade 
equivalents. 

4. There are a variety of assessment 
styles in the Pre-U. These include 
2 final written examinations and 
1 personal investigation which is 

completed in the 2nd year of the 
course and marked externally. The 
personal investigation means that 
an important skill is tested but this 
also takes some pressure off the 
2 final examinations as it is worth 
25% of the final mark.

5. Pupils will hopefully get the grade 
they deserve for 2 key reasons. 
Firstly, all current examiners have 
been at least Heads of Business 
departments within schools. 
This means they are experienced 
teachers who are comfortable 
with the content and fairly 
award unexpected but plausible 
answers.  Secondly, the variety 
of assessment styles means that 
pupils are tested across many 
skills. These include multiple 
choice questions, data response 
and essays. The intention is to 
produce an accurate and fair set 
of results.

Wrong perceptions

It’s only for private schools

Currently approximately half the 
schools doing the Cambridge Pre-U 
in Business & Management are state 
schools. The Pre-U is not purely a 
course for private schools.

The Pre-U is much harder than  
A-levels in Business Studies

The Pre-U grading is benchmarked 
against A-levels. It has some tough 
questions and slightly longer guided 

learning hours but results should be 
broadly the same as those likely to be 
achieved if the candidate completed 
the Business A-level.

Weaknesses

There are probably 2 key weaknesses 
at the moment. There is not a 
dedicated textbook for the course 
but 90% of the material is covered 
by standard A-level texts. Currently it 
has much smaller numbers than some 
of the large established A-levels such 
as AQA, however, this works to its 
advantage due to the small, dedicated 
examining team.

Conclusion

The Pre-U is a viable alternative 
to A-levels. It will not suit every 
department but it is certainly worth 
a look. Most teachers want the same 
things - fair results and an interesting 
and varied course that equips pupils 
for university. The Cambridge Pre-U 
in Business and Management delivers 
these.

www.cie.org.uk

Russell Wareing
Head of Department: Lancaster 
Royal Grammar School
Chief Examiner Pre-U in Business 
and Management

Sara Coldwell
Enterprise coordinator: Lancaster 
Royal Grammar School
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Is this the right room for an argument?  
Developing evaluation skills through ‘MUN’
In this article, Roberta Keys 
investigates one of the less 
well-known Economics/Business 
debating-based extra-curricular 
activities known as Model United 
Nations. Here, she interviews 
Fiona Hardy, fellow Economist at 
Bromsgrove School to gain more 
of an insight.

1. In layman’s terms, what 
actually is Mun?

Model United Nations is an academic 
debating competition whereby 
students role-play delegates in a 
simulation of a United Nations 
conference. Each school is given a 
country/countries to represent prior 
to the conference. The students 
(delegates) then research the political 
and economic background of their 
country and then write resolutions 
on given topics depending on which 
committee they are a member of. 
These topics can be anything from 
Female Genital Mutation to effective 
use of drones and the empowerment 
of women. The standard committee 
structure is Security Council, 
Disarmament, Political, Economic 
and Social, Health and Environment, 
Human Rights although this can 
vary slightly from conference to 
conference with big conferences 
such as that hosted by Haileybury 
school splitting the committees in 
half to allow for better involvement 
in debate.

The conference starts with an 
Opening Ceremony and this is 
often accompanied by opening 
speeches from the ambassador of 
each country. The delegates then 
lobby their resolution in committee 
which will go through the approvals 
panel only when it has 10 signatures, 
delegates often merge or co-submit 
resolutions with other countries at 
this stage. Approved resolutions then 
are debated. Time is given for the 
resolution as a whole, amendments 

can be suggested and then against 
as a whole. Each amendment that 
is debated will be voted upon 
before any changes are made to the 
resolution.

At the end of the conference there 
will be a General Assembly. The best 
general assemblies announce a crisis 
at some point at which delegates 
have to respond with emergency 
resolutions. In addition a selection 
of resolutions that were approved 
in committees are debated in front 
of all delegates. The conference 
finishes with a closing ceremony 
in which prizes are awarded for 
‘best delegate’, ‘best delegation’, 
‘outstanding delegate’ and 
‘outstanding delegation’ etc

The format of the conference varies 
depending on where you go. The 
London Oratory School run a one 
day conference in December where 
as some span a whole weekend 
such as that at Lady Eleanor Holles 
School and Haileybury School. 
In addition schools such as RGS 
Guilford offer training conferences to 
build the knowledge and confidence 
of younger more inexperienced 
delegates.

2. how much does it cost?

It really depends on where you are 
going. The one-day conferences are 

around £25 a delegate although you 
often have to pay a small additional 
fee per delegation. The weekend 
conferences are around £60 per 
delegate for the whole weekend 
including transport to and from 
the hotel, meals, Saturday evening 
entertainment and conference fees. 
Hotel costs are in addition to this.

 3. how much time does it 
take?

To prepare properly for a conference 
each delegate needs to do extensive 
research on their country so that 
they are in a position to debate 
confidently. In addition I recommend 
to my students to write at least 
two resolutions each prior to the 
conference and research all the topics 
that are set to be discussed in their 
committees. I would say around 5-6 
hour per conference is desirable 
however many delegates do far 
more or far less. The conferences 
themselves last from 10-5 for a day 
one and Friday 4pm -Sunday 5pm for 
weekend ones.

4. What sort of students are 
interested?

The kind of students that are 
interested are students that have a 
genuine interest in the global political 
and economic situation.  
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All the skills can be learnt in 
the preparation session at the 
conference. For students who are 
interest it is a unique way to really 
further their knowledge of pertinent 
issues and wider global society. I 
also have a lot of students doing it 
to count towards their IB CAS hours 
and it ticks a lot of boxes for IB 
Politics. Plus it looks great on UCAS 
as it demonstrates so many skills and 
an enthusiasm for global awareness 
although I would never sell it in this 
way to the students. I want them to 
want to do it not to do it because it 
looks good.   

5. What skills do students gain 
from the experience?

Increased global awareness, 
increased awareness of pertinent 
issues, debating and public speaking 
skills, negotiation, persuasion, 
democracy, research skills, written 
skills. 

6. how can a school, not 
currently providing Mun, 
get started?

There is a conference on nearly 
every weekend during term time. 
Firstly you have to consider what 

you are looking for - a weekend 
conference, a day conference or a 
training conference. The conferences, 
especially the larger ones get booked 
up quickly - I am already planning 
ahead for next year. Once you have 
registered for a conference then 
they will send you all the detail for 
preparation. I also give a delegate 
guide out to all my delegates at 
the beginning of the year and refer 
them to the ‘best delegate’ website. 
Although it is designed for the 
American system it has lots of hints 
and tips to help them on their way. 

7. Isn’t it just for private 
schools?

Absolutely not. MUN is as much 
about fairness and equality as all the 
other values it promotes. There are 
some state schools who take part 
however it would be great to see 
more.

8. Any hints and tips for new 
Mun’ers?

When you get to a conference speak! 
The first time you stand up will be 
the hardest time and after that you 
will find you get involved more and 
more. There is no point in going and 

sitting in a committee room all day. 
Research well so you have a lot to say 
and then go for it. Don’t be afraid to 
question another delegation’s point 
of view - it is a debate after all. Be 
prepared to be challenged on the 
remarks you make. 

9. Where can I find more 
information on this?

The internet is your biggest and best 
resource as it is up to date. Speak to 
teachers from other schools as they 
may well do MUN there and once 
you are at a conference ask questions 
and share ideas with other advisors. 
Take a look at http://www.una.org.
uk/globe for example. This is a great 
starting place. Also, you may want 
to have a look on Youtube before 
going to a conference with students. 
Check out https://www.youtube.com/
watch?v=aBh_RaX0gvs for a video 
of what actually happens at a MUN 
event.

Fiona Hardy is Head of MUN 
and an Economics teacher at 
Bromsgrove School.

Roberta Keys is Head of 
Economics at Bromsgrove School.
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Resource Reviews
It is quite clear that very many 
students rely on licensed ebooks, 
Hodder’s Dynamic learning and 
other down-loadable resources. 
The range of actual textbooks 
produced in our field has gone down 
sharply from 2008, partly because 
so many publishers have merged. 
So on one level there is less choice; 
looked at another way, there are 
more opportunities to pick and mix 
resources which can provide students 
with a varied diet of content and style.

We welcome commentary on all 
kinds of resources. It is particularly 
good to have comparisons of a range 
of resources that contrast as well as 
complement each other. We would 
really welcome your stories of how 
you have used the resources you like 
best as well as student reactions to 
the resources they have used. The old 
format is not fixed!

It would be particularly good to have 
reviews of Pearson’s Teacher Packs – 
they do not send review copies. Over 
to you.

Please send information and 
comments to enwall@aol.com.

The views expressed in reviews 
are those of the reviewers and are 
not necessarily endorsed or shared 
by the EBEA. The EBEA welcomes 
comments on any reviews or 
articles in TBE. Please send your 
comments to office@ebea.org.uk
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Edexcel A Level Business 
Year 1 (Includes AS), Ian 
Marcousé, Andrew Hammond and 
Nigel Watson, Hodder Education, 
2015, 327 pages, £24.99,  
ISBN: 978-1471847769

I must begin with a confession.  I have 
been a fan of Ian Marcousé since I 
first met him at his “Starting to teach 
Business Studies” course in London 
back in July 2004. I was introduced 
to the wonders of “The Penbrella” 
amongst other Business classroom 

mainstays.  Having said this, my 
Yorkshire roots prevent me from being 
anything but honest in reviewing his 
latest textbook offering, ‘Edexcel A 
Level Business 1’.

The book is very easy to use for both 
teachers and students.  The chapters 
are logically structured, following the 
order of the specification and include 
all the content for Themes 1 and 2. 
Each chapter includes an appropriate 
balance of theory and examples which 
are entitled ‘Real business’.  

The theory is broken down into 
subsections with good use of figures 
and tables to make the information 
more accessible for weaker students, 
whilst also providing a good 
opportunity for class discussion and 
data analysis, a key feature of the new 
specification.  The examples used are 
current and accessible for students, 
and in the majority of cases relate to 
businesses and products that students 
are familiar with including iPod’s, 
Candy Crush saga and Ted Baker plc. 

Definition boxes are provided at the 
start of each chapter and Key terms 
boxes at the end.  I am often asked by 
students for a glossary of key terms 
to aid revision and this would be a 
useful addition to the book.  Also 
some key terms are absent from these 
boxes, terms which I would expect 
to be included, for example ‘mass 
marketing’ and ‘gross profit’.  

A very useful aspect of every chapter 
is the ‘Five whys and a how’ section, 
which poses 6 questions relating to 
the chapter content.  These questions 
require the reader to really think about 
what they have read. They can be used 
as a useful revision tool by covering up 
the answers and testing understanding 
without needing the teacher guide for 
clarification.  

At the end of each chapter is a 
‘Workbook’ which contains a ‘Revision 
Questions’ section; this poses 
questions very similar to those found 
in Section a of papers 1 and 2 of the 
AS Level qualification.  There are also 
a couple of Data response questions 
which are of the same style as the 
sample exam papers.  

Those of you who have previously 
signed up for Ian Marcousé’s  ‘Topical 
Cases’ will recognise some of these 
data response questions; whilst 
teaching break-even last week I 
discovered the duplication!   The 
Workbook also contains two essay 
style questions, again reflecting the 
type of questions found in the exam 
paper. 

A big issue with teaching the new 
specification is the lack of sample 
papers to use in preparation for the 
exams and a useful addition to the 
book would be some practice papers; 
however, there is plenty of material in 
the Workbooks that can be used by 
teachers to create practice papers and 
maybe it is unreasonable to expect 
them in a textbook.  It does explain in 
the ‘How to use this book’ section that 
an exam pack has been published by 
A-Z Business Training Ltd “If you feel 
the need for extra exam papers”.  

Reflecting the increased prominence 
of quantitative skills within the 
specification, chapter 48 is dedicated 
entirely to perfecting these skills.  The 
exercises in this chapter usefully cover 
the exact syllabus requirements. I have 
deliberately avoided using them in 
lessons so that students can use them 
for revision.  

Chapter 49, ‘How to revise for 
Business exams’, is full of valuable 
advice for students on the exam skills 
required to succeed in the qualification 
and how best to prepare for the 
exams.  I would have liked to have 
seen some sample worked answers 
that demonstrate how the different 
levels can be achieved as I am new to 
Edexcel Business, but again, perhaps 
that is an unrealistic expectation of a 
textbook.  

The book is supported by the Hodder 
Education Dynamic Learning website 
but this option is a paid for service.  

Overall I like this textbook.  It is very 
accessible for weaker students, clearly 
explaining the theoretical content of 
the course using current, engaging 
examples.  More able students will be 
stretched by the ‘Five whys and a how’ 
sections. The end of chapter questions 
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accurately reflect the style of the 
exams, providing students with ample 
practice opportunities.  

At a quick glance, the book isn’t overly 
colourful or eye-catching; however, it 
covers all requirements and will give 
readers a solid understanding of the 
syllabus.  For teachers, the Workbooks 
are a great resource to use for setting 
homework and the answer guide is a 
worthwhile investment if you intend 
to make good use of these questions.  
Students wouldn’t go far wrong if 
they were to teach themselves the 
course solely using this textbook, but 
they would need some guidance on 
structuring and crafting high level 
answers in order to achieve the top 
grade.  

I would recommend this book to both 
students and teachers; it is good value 
for money and I am currently using 
it as the main class text with my L6 
Business students. They are definitely 
finding it useful, as one of them put 
it, ‘I like it ‘cos it’s not too thick!’, 
hopefully neither will he be in May!  

Lucy Barton is Head of Economics 
and Business Studies at Newcastle 
under Lyme School, Staffordshire.
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AQA AS / A Level Year 1 Economics, 
Malcolm Surridge and John 
Wolinski, CrossAcademe, 2015, 474 
pages, £24.99,  
ISBN 978-1-909592-45-2 

This is a brand new resource to 
accompany the AQA Economics 
A Level (Year 1) syllabus from the 
publisher ‘Cross Academe’. Their 
website states ‘Cross Academe is an 
Oxford-based educational publisher 
with a clear purpose: to support 
GCSE and A-level students aspiring 
to the highest grades through the 
creation of highly focused textbooks, 
revision guides and practical classroom 
resources that will stimulate, challenge 
and inspire.’ I think this book meets 
this aim admirably. There is a wealth 
of contemporary content and a focus 
on the demands of the examinations 
that will support students of all levels 
of ability. 

To some extent, this book further 

exemplifies what is an increasingly 
dumbfounding conundrum of when is 
an AS not an AS, and when is it a year 
1? For example, with this being the 
year 1 text I would logically expect to 
need to purchase the year 2 text (due 
for publication in September 2016) in 
due course. However, unless the year 2 
text also includes reference to the year 
1 content and examination preparation 
will I also need my students to have 
access to the year 1 text before their  
A level exams? Does this mean I need 
to buy two sets, one for year 12 
students and one for year 13 students? 
If I do have students sitting the AS as 
a discreet group (if there even is an AS 
examination in a couple of years) do 
I need a further set? If the A level is a 
two year course with an expectation 
that the vast majority of students will 
study for two years would it not be 
better to have a text book for the 
whole course? 

Economics and Business Studies A level 
text books are almost an example of 
competitive markets in themselves. 
Author-wise, Business has for years 
been dominated by the forces of 
Wolinski, Coats, Marcousé, Surridge 
and Gillespie (not to mention Hall, 
Jones and Raffo), while Economics 
has been the domain of Powell (and 
son) and Anderton. This foray by two 
respected business authors into the 
realm of economics is an interesting 
move, and places them head to head 
with the might of Philip Allan and 
Hodder Education. The publisher 
introduces the authors as  ‘seasoned 
teachers and examiners as well as 
leading textbook writers’ and clearly 
sees a niche in the market for a new 
book. However, penetration pricing 
this isn’t!

At £24.99 a piece this book needs to 
be a fully justified purchase and its 
470(ish) pages cover the necessary 
content and more besides. The book 
is divided into the nine topics of the 
year 1 course, with five topics (and 
around 60% of the pages) essentially 
devoted to micro, and the remainder 
to the macro-economic side. At first 
this did feel more unbalanced than 
this, perhaps because of the amount 
devoted to the numerical side of 
micro-economics (e.g. elasticities and 
cost and revenue calculations) but 

after re-reading I think this is entirely 
justified. Each chapter follows the 
same template, with a mixture of real 
world economics, review questions, 
exam style questions and data analysis. 
Add in authors’ tips, discussion 
points and key terms and there is 
enough variety to keep the content 
engaging without interrupting the 
flow. Diagrams are clearly constructed 
and used to illustrate points, although 
perhaps a summary of key diagrams 
would make what is a good book even 
better. Students commonly lose marks 
for using micro diagrams when macro 
are needed, and for failing to construct 
appropriate and accurate diagrams. 
Whenever I ask students which areas 
of the course they would like revision 
on, they almost always ask for more 
work on diagrams (although perhaps 
that is more of an indication of me 
as a teacher than them as learners!). 
Nevertheless, more input may be 
useful here. For example I always 
suggest my students use the Keynesian 
LRAS when differentiating between 
economic recovery and true growth, 
and the straight line LRAS when also 
using SRAS to show positive output 
gaps. 

The credit crunch of 2008/2009 
went a long way to suggesting that 
the macro-economic theories  we 
teach are built on increasingly shaky 
foundations, and for that reason I 
have always shied away of buying 
text books, instead relying on 
contemporary material. In fact, at 
the recent World Economic Forum 
it was finally reported that GDP is 
an ineffective measure of wellbeing 
because it does not account for the 
benefit (or otherwise) technology 
brings us. This startling revelation has 
been known by students of economics 
for some considerable time now! My 
point? This book is well researched and 
contemporary. From the Government 
Spending Review 2014-2015, various 
government websites and reports from 
as late as 2015 the book is thoroughly 
grounded in reality, and uses a wide 
range of examples to exemplify points, 
even taking the bold step of using 
the recent issue of whether drugs and 
prostitution should form part of the 
UK national accounts to build points 
for further discussion. 
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Students often confuse debt and 
deficit, and this is also explained 
well, and the increasing gap between 
claimant count and ILO measures 
of unemployment is used to show 
how the government is trying to 
rein back spending. I did find the 
slight inconsistency in the Real World 
Economics exercises a little off-
putting. For example on p112 there 
is an excellent story about the UK 
coffee market with no questions, but 
on p113 there is another Real World 
Economics story on the UK fish market 
but this time with 50 marks worth 
of questions and on p134 there is 
another on UK productivity with 20 
marks worth of questions. Happily this 
seeming variability is not repeated in 
the end of topic exam-style questions 
which all follow the format of the 
assessment, with multiple choice 
review questions then longer data 
response exercises. 

There is high quality content 
throughout this book, and any points 
are possibly just me being pernickety. 
For example the elasticity formulas 
in the book do not contain the 
standard abbreviation including the 
symbol for change, which a student 
would find elsewhere. Similarly the 
reference to the four main macro-
economic objectives of employment, 
growth, inflation and external trade 
are correct but missing the ‘softer’ 
objectives of income distribution 
and environmental protection. 
These latter objectives do become 
important when discussing whether 
specific policies result in conflict 
and sacrifice. Of more importance 
is the section on Monetary Policy, 
which in year 1 means little more 
than interest rates and here I found 
the specification quite constricting. 
When discussing monetary policy I 
would expect to cover the elements of 
credit management and the Bank of 
England Asset Purchase Scheme (a.k.a. 
Quantitative Easing) but these two 
tools of policy do not seem to appear 
until year 2 and whilst the book 
signposts to their later discussion, I felt 
the whole section was a little light on 
evaluation. For example the extent to 
which interest rate decisions rely on 
a working transmission mechanism 
to affect the economy and even then 

there is a time lag is barely mentioned, 
as is the pertinent discussion of 
whether globalisation is now the main 
brake on UK inflation rather than the 
Bank of England. 

Also available is the accompanying 
teachers guide. At £80 it is definitely 
not cheap. The teacher’s guide 
includes notes for each chapter 
including web links, answers to 
questions and mark schemes and 
powerpoints of key diagrams. Here 
I don’t know if I would commit 
to purchase. If there was more 
guidance on the diagrams I may be 
more convinced. For example, which 
diagrams do the publishers consider 
‘key’ and are they interactive diagrams 
for whiteboards, or just pdf copies of 
the text book? Since any economics 
teacher (in my opinion) worth their 
salt should be able to work out the 
answers and mark allocations anyway, 
I would need a lot more assurance 
that I was paying for something I 
could not replicate myself.  If it is a 
timesaver than this may be its USP, but 
I have enough experience of paying 
large sums for teachers guides to be 
naturally sceptical. 

To conclude this is a very good book. 
It has the depth, detail and close 
attention to assessment criteria 
required from a board specific 
text book coupled with a writing 
style which is based on a clear 
understanding of how students learn, 
based on years of experience. It this 
enough justification to go out and buy 
a class set at £24.99 a piece (minus 
bulk discount)? Would I encourage 
students to buy it if the department 
was cash strapped? I actually don’t 
know, possibly because I do not have 
a direct comparison to hand. It is 
certainly one of the best economics 
books I have seen for a long time, and 
it does add something different to the 
mix. Against a backdrop of change 
and uncertainty, that may not be 
enough to have me reaching for the 
nearest purchase order. 

Paul Rapley is Assistant Head 
Teacher at Taverham School in 
Norwich.

 

The Rough Guide to Economics, 
Andrew Mell and Oliver Walker, The 
Rough Guide Ltd., 368 pages, £11.99, 
ISBN 978-1409363972

The Rough Guide to Economics sits 
comfortably in a hitherto vacant seat 
between economics textbooks and 
Tim Harford’s popular economics 
books. It covers a large part of the field 
of economics and is an unashamedly 
straightforward account of economic 
theory, making use of diagrams and 
even a few equations. The Preface 
suggests that the Guide is suitable 
for the non-technical reader, as well 
as students and professionals ‘who 
may be a bit rusty in certain areas.’ 
Much of the theory will be familiar 
and accessible to a Year 13 Economics 
A level student but parts venture into 
first year undergraduate territory.

The first chapter, ‘What is Economics?’ 
contains a section, ‘Thinking like an 
economist’, which provides useful 
material for the new part of the A 
level specification on ‘Economics 
as a Social Science’. The Guide 
then plunges into consumer theory, 
setting out in some detail the theory 
of rational consumer behaviour. 
Some of this, such as the section on 
maximising expected utility, would be 
tough going for most A level students. 
On the other hand, there is a good 
section on the basics of behavioural 
economics with a useful discussion of 
its relevance. 

The other microeconomic chapters 
cover all the theory met at A level 
and go beyond with the inclusion of 
indifference curves and isoquants and 
the Bertrand and Cournot models of 
duopoly. There is an excellent chapter 
on information and contracting which 
explains signalling and screening in 
addition to adverse selection and 
moral hazard. I particularly enjoyed 
the application of moral hazard to the 
problem of shareholders monitoring 
the effort and skills of a CEO. The risk 
trade-off is highlighted: CEOs must 
face some uncertainty in their pay and 
only receive bonuses for exceptionally 
high profits in order to incentivise 
them to work hard. But most CEOs 
are also risk averse and so need high 
regular pay to compensate them for 
accepting risk.
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The macroeconomic half of the 
Guide opens with a chapter on 
GDP and follows with one on 
theories of economic growth. The 
main macroeconomic model of 
short term output determination is 
then presented using an historical 
perspective: an account of the classical 
model is followed by a chapter on 
Keynes and IS-LM and then one on 
the Phillips curve and monetarism. I 
liked the emphasis on actual events 
driving the creation of new theory: the 
classical model was unable to explain 
the mass unemployment of the 1930’s 
but then IS-LM couldn’t explain the 
Phillips Curve, which in turn failed to 
explain the stagflation of the 1970’s. 

The Guide concludes with a relatively 
long chapter on the financial crisis 
of 2007 – 8 which also links with an 
earlier chapter on financial economics. 
There are excellent explanations of the 
role of banks and bank regulations 
which should prove useful for the 
section on financial economics in 
the new A level specification. The 
discussion of the crisis contains 
enough detail on issues such as 
securitisation to give a good grasp 
of what happened and why, without 
being too technical to understand. 

I thoroughly enjoyed reading the 
Rough Guide to Economics. The 
style is engaging, clear and at 
times humorous. There are plenty 
of photographs and informative 
boxes throughout the main text. My 
main criticism is that the theory is at 
times too succinct to be understood 
thoroughly. This applies for example 
to the sections on the fundamental 
theorems of welfare economics, the 
classical macroeconomic model and 
the model of the open economy. 
However, this is perhaps inevitable 
given the size of the Guide. 

I would prefer to consult a textbook 
such as the ones by Begg or Mankiw 
if I wanted to read up on some 
more advanced economic theory. 
On the other hand, I found a wealth 
of nuggets that were interesting in 
themselves and which I have and will 
use in my teaching. There are too 
many to list all of them here, but one 
example concerns spillover effects 
of monetary and fiscal policy in an 
open economy. One country’s fiscal 
expansion benefits other countries 
via higher demand for their exports, 
without the other countries bearing 
any cost of a higher budget deficit. 
In contrast, monetary expansion has 

a negative spillover via an exchange 
rate appreciation for other countries. 
These suggest that international policy 
co-ordination would result in higher 
total welfare. Yet there is an incentive 
for any one country to cheat, as in the 
prisoners’ dilemma.

A second example is an argument 
(that I had not met before) that 
Schumpeter’s creative destruction 
can lead to an inefficiently high level 
of innovation. This is because some 
R&D is directed at appropriating the 
abnormal profit of rival firms rather 
than satisfying consumer preferences. 
A third concerns the reasons for 
diseconomies of scale. The Guide 
suggests that one source could be that 
very large firms more easily attract 
the attention of governments and so 
are subject to more regulations which 
raise their average costs.

I would unreservedly recommend the 
Guide to a keen and able Year 13 
economics student and it would be an 
excellent book to read in the summer 
before starting a university course in 
economics.

Sheila Pugh teaches at Ipswich 
School in Suffolk.
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