Gateway Qualifications Level 3 Diploma in Business Administration
Principles of Business – Lesson Plan
Tutor Guidance	
This session is designed to provide some of the knowledge and understanding to support the completion of this unit of the Level 3 Diploma in Business Administration. As you work through the session, activities are provided to support the collection of evidence for the knowledge unit with guidance as to the criteria they cover.
Although this lesson plan refers to ‘group’ the lesson may well be delivered to one learner at a time.
	Resources Required 	
	Handouts Required

	· Laptop and projector
· Pens and paper
· Copy of slides and procedures
· Highlighter pens and complaints
· Dictionaries
	· Activity 1 – Business markets
· Activity 2 – Innovation
· Activity 3 – Financial terminology
· Activity 4 – Financial management
· Activity 5 – Budgeting
· Activity 6 – Sales and marketing
· Copy of matrix
· Business model innovation handout
· Organisations handout
· Perfect and imperfect competition handout
· Additional activities
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	Slide
	Content
	Tutor Guidance
	Handout/Resources Required

	1
	Title Slide
	Welcome the group to the session.
Explain that it is important that they have a commercial awareness of business operations in order to help an organisation achieve its business goals. 
Explain this session is designed to look at the legal obligations of companies, how business markets operate and financial management. Explain the students will complete activities throughout the session which will provide some evidence for the unit. 
Hand out a copy of the slides and the unit matrix
	Laptop and projector
Pens and paper
Copy of slides
Unit matrix

	2
	Aims of the session
	Discuss the aims of the session and agree these with the group.
	

	3
	Agenda
	Read through the points of the agenda. Explain the session is designed to develop an understanding of the key points contained within the unit.
	

	4
	Business markets
	Explain there are 2 key types of business market, the first is perfect competition, the second imperfect competition.
Read through the points.
Explain perfect competition would include supermarkets, where all companies sell the same products at different prices so the buyer can shop around.
Imperfect competition would include something like the postal service, where Royal Mail is the only company that offers their particular service.
Check everyone understands before moving on, explain it is important they understand the difference as this is a focus within the unit.
Handout perfect and imperfect competition
	Perfect and imperfect competition handout

	5
	What is the nature of interactions within a perfect market?
	Read through the points and reiterate the conversation from the previous slide.

	

	6
	What is the nature of interactions within an imperfect market?
	Explain there are different types of imperfect market. Bring up each one and provide the additional information on the interactions within these markets.
Monopoly – All consumers purchase a specific product from one business, and that business sets the price of the product.
Monopolistic competition – Consumers purchase different products from a number of businesses that are similar but not identical. The businesses compete to sell their product and the demand for a product affects the price. A simple example of this could be a high street where each store sells different products (e.g. butcher, baker, greengrocer etc.).
Oligopoly – Consumers buy from a small number of large businesses. There is a high level of interdependency between the businesses due to the limited number of businesses.
Monopsony – The consumer has the power to dictate the price of a product to the seller. This is because there is one large consumer interacting with a number of smaller businesses.
	

	7
	How is an organisation’s goals shaped by the market it operates in?
	Bring up the points on the slide and read through.
Explain that, there are some similar goals for both.
Explain that an organisation within perfect competition will want to achieve imperfect competition by removing their competitors as this will drive their profits etc.
	

	8
	What can affect an organisation’s goals?
	Read through the points and check everyone understands this is the basis of planning any activity or project.

	

	9
	What are the legal obligations of a business?
	Read through the points and provide additional information.
Statutory requirements of legal structure – explain that, depending on the type of business, there will be specific requirements. 
Hand out Organisation Structures
Employment law – includes pay, tax, holidays, sickness, maternity/paternity, contracts etc.
Insurance – includes liability insurance
Consumer protection – includes protection for faulty goods, credit and store cards, counterfeit goods, poor service etc.
Reporting to Companies House – this is dependent on the type of organisation, refer back to the handout.
	Organisation structures handout

	10
	Business Markets
	Hand out Activity 1 – Business Markets.
Give the group 20 mins to complete then feedback.
	Activity 1 – Business Markets

	11
	What is business innovation?
	Ask the group to spend 5 minutes thinking about what they understand business innovation to mean. Flip chart the answers then bring up the points on the slide.
Read through and check everyone understands
	

	12
	What are the models of innovation
	Explain there are three main models of innovation.
Bring up the points and provide the brief explanation.
Industry – you basically change the industry you are operating in or create a new industry – think about what Google did.
Financial/revenue model – increase the revenue generation by offering a change in the mix of product/service/value or pricing models
Enterprise model – Change the networks or enterprise you work in. Build networks with employees, customers etc.
Handout Business Innovation Model
	Business innovation models handout

	13
	Where can you get support and guidance for business innovation?
	Split the group into pairs and ask them to identify the sources of support and guidance for innovation.
Give 10 mins then feedback, collect the answers on a flip chart before moving on to the next slide.
	

	14
	Where can you get support and guidance for innovation?
	Refer back to the previous exercise.
Read through the lists and check if there are any more than the group identified.
	

	15
	What is the process for product development?
	Explain there is an 8 step process for new product development. Bring up each step and provide explanation.
1. Generation – you need to generate the idea for a new product or service, complete SWOT analysis and market research, collect feedback.
2. Screening – Eliminate unsound ideas, identify your target market, market trends and potential profitability before settling on the proposed change.
3. Concept development – Identify the features and benefits of the products, any intellectual property issues and consumer reaction to the proposed product. Identify the feasibility of the product.
4. Business analysis – Estimate the likely selling price and sales volumes. Identify the possible profit and return on investment.
5. Market testing – produce a prototype and test the product with the proposed customer base, test the packaging design and conduct focus groups to identify the reaction to the product.
6. Technical implementation – Estimate the resources you require, finalise any quality management and publish the technical communications. Finalise supplier agreements, logistics plans and contingency planning.
7. Commercialisation – launch the product, create promotional materials and advertising campaigns.
8. Review of performance – check customer reaction, review production costs, review aftersales service.
Handout 8 step product production
	8 step product production process handout

	16
	What are the benefits of innovation?
	Ask the question before bringing up the points.
Read through the points and check everyone understands.
	

	17
	What are the risks of innovation?
	Ask the question before bringing up the points.
Read through the points. Explain risks could include going over budget, having insufficient sales etc.
	

	18
	What are the implications of innovation?
	Read through the points and check everyone understands
	

	19
	Innovation
	Hand out Activity 2 - Innovation
Give 15 mins to complete then feedback.
	Activity 2 - Innovation

	20
	What is financial viability?
	Ask the group the question before bringing up the definition.

	

	21
	Why is financial viability important?
	Ask the question before bringing up the points on the slide.
	

	22
	What are the consequences of poor financial management?
	Ask the group if they understand the meaning of financial planning. If they seem unsure, explain this breaks down into 3 areas – financial planning, financial control and financial decision making. Explain this breaks down into the monitoring of the finances available, producing budgets and ensuring these are followed.
Now ask the group what they think will happen if poor financial management is in place. Bring up the points and check everyone understands.
	

	23
	Financial terminology
	Hand out Activity 3 – Financial Terminology and some dictionaries.
Give the group 15 mins to complete the definitions then feedback to the group.
	Activity 3 – Financial Terminology

	24
	Financial Management
	Hand out Activity 4 – Financial Management.
Give 10 mins to complete then feedback
	Activity 4 – Financial Management

	25
	Why do you have a budget?
	Explain to the group that all organisations will have a budget, and each department or activity within an organisation will also have its own budget.
Explain that a budget is a financial plan that is in place for any activity.
Ask the group what the purpose of a budget is, then bring up the points on the slide.
	

	26
	How do you manage a budget?
	Ask the group how they think they would manage a budget. Bring up the points and give the additional information.
Identify priorities – Identify what the budget is for, what takes priority and how long the activity will last.
Negotiate and agree resources – you will negotiate for your budget, agreeing costs for resources and other expenditure.
Accurately record income – once the budget is in place and the activity has started, you will need to ensure you record all income and expenditure against the budget. This will then need to be monitored against your plans to ensure you are working to plan. If you identify any issues, you will also need to record this.
Take corrective actions - If there are any problems, you will need to take appropriate corrective actions; this could include identifying cut backs to bring the activity back in line with the budget.
Negotiate revisions - If you need to make long term changes, you will need to negotiate revisions with the senior management and report on all updates and changes.
	

	27
	Budgeting
	Hand out Activity 5 – Budgeting
Give 15 mins to complete and feedback.
	Activity 5 - Budgeting

	28
	What are the main principles of marketing?
	Explain that, although marketing may not be part of the student’s role, they may need to take part in marketing activities in order to support the business. As a result, it is important they understand the key principles and processes of sales and marketing.
Explain that marketing is a process used to identify and anticipate customer needs, and find ways to satisfy these needs profitably.
Explain that the principles of marketing are described as the 7 p’s. Bring up each one and discuss with the group.
Product – Identify the features and appearance of the goods and services to be offered
Price – Identify how much the customer will pay for the product
Promotion – Identify how customers will be informed of the product
People – Identify who is responsible for the different aspects of the marketing process
Physical presence – How do customers view the product or service; how do they view the brand?
Process – how are the products or services going to be delivered to the customers.
	

	29
	What is the sales process?
	Bring up each stage of the sales process and discuss with the group.
· Prospect for sales – identify your target market, complete networking activities, make initial contact with the prospective customer.
· Approach – Make sales calls, complete mail drops and email drops, arrange sales meetings with prospective customer, establish a rapport and build trust.
· Through conversation, identify your customers’ needs and requirements. Complete questioning activities so you have a full understanding so you can best meet these needs.
· Presentation – Identify the product to meet the customer’s needs, provide demonstration and explanation of the product or service and make the features and benefits clear to the customer.
· Overcome objections – Listen to concerns, negotiate and resolve any issue or concerns.
· Close – Make the deal, set up an agreement and close the sale.
· Follow-up – make the after sales contact to ensure everything is OK, develop a relationship with the customer to secure long term relationships.
	

	30
	What are the features of market research?
	Bring up the points and discuss with the group. 
	

	31
	What are the uses of market research?
	Explain that there are a number of uses of market research, whether it be part of product research for new products or ongoing monitoring of the products currently available.
	

	32
	What is a brand?
	Ask the group what they understand by the brand. 
Explain you are going to show them some images and you want to know what is the first thing they think of when they see the picture.
Look for comments such as:
· Expensive
· Reliable
· Affordable
· Etc.
Explain that each image is easily identifiable and is recognised as part of a brand. Marketing of the individual company has been designed so that you automatically have an opinion of the product or service based on an image you see.
	

	33
	What is a brand?
	Explain that a brand is easily identified by a logo, image or design as demonstrated on the previous slide.
	

	34
	Why is a brand important?
	Ask the group the question before bringing up the points on the slide.
Legal protection – by using a registered brand name your products’ features can be legally protected so others cannot copy what you have done. This provides reassurance to a customer about the product/features and also protects the brand name.
Creates perception of a product – By having a specific brand, a customer will build a perception of a product based on their previous experiences. Remember the previous activity; the brand Jaguar is identifiable with prestigious cars so you would have an expectation of a car if you have purchased it from Jaguar.
Makes the organisation or product recognisable – did you know each item/business from its picture? That is the purpose of a brand image.
Distinguishes your product from competitors – why would you buy from one company rather than another? It is all about the brand image and what you will get from one company that you won’t from another.
Builds a reputation – whether it be about the reliability of a car of the feel of a t-shirt, you will have an opinion about a product based on the brand. Have you ever used the phrase ‘I don’t want that it was by…? So it will be rubbish’? The brand’s reputation has impacted on your opinion of the product without you even using it.
Encourages loyalty – how many of you have an I-phone? Will you ever have another make of phone? If not, why not? You are being loyal to the brand. What would make you change your mind? (What about if the phone always breaks? Relate back to reputation)
	

	35
	What is the relationship between sales and marketing?
	Explain that sales and marketing are commonly discussed together as there are many close links between the two areas, however the relationship can be both positive and negative and can have positive and negative effects on the business.
Bring up the points on the slide and read through, providing additional information if required.
	

	36
	What effect does the relationship between sales and marketing have on a business?
	Explain there are many positive effects of a good relationships between sales and marketing, but if there is conflict this can also have a negative impact.
Read through both and check the group understands.
	

	37
	Sales and Marketing
	Hand out Activity 5 – Sales and marketing
Give 20 mins to complete then feedback.
	Activity 5 – Sales and Marketing

	38
	Aims of the session
	Review the session aims and agree if these have been met.
Explain that the activities completed can be referenced into the student portfolio.
	

	39
	Any questions
	Check if anyone has any additional questions.
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