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Strand 4: Establishing a Business 

Unit 1: Business Planning 
Content Standard 4.1: Students will be able to analyse the principles of business planning and 
examine their significance, and application in entrepreneurship and business 
 
Benchmark: 9.4.1.6. Justify the importance of monitoring and evaluating the implementation of 
plans.  

Topic: Monitoring and evaluating a business plan 

Learning Objectives:  By the end of the topic, students will be able to: 
• Discuss the importance of monitoring and evaluating a business plan   

 
Essential Questions 
 

• What is the purpose of monitoring and evaluation in business planning? 
• How is monitoring and evaluation of a business plan undertaken?  
• Why is it necessary to evaluate the implementation of a business plan?  

 
Core Concepts:  Monitoring and evaluating are an integral part of any project, significance of 
monitoring and evaluation in implementation of business plans 

Essential Knowledge, Skill ,  Attitudes   and Values 

Knowledge 
 

• Importance of business plan implementation  
• Importance of business plan implementation and evaluation  

 Skills 
 

• Evaluate the importance of business plan implementation  
• Compare and contrast the importance of business plan implementation and 

evaluation 
Attitudes 
 

• Be appreciative of planning and implementation 
• Assessing a plan objectively  

Values 
• Be considerate when implementing the plan 
• Critiquing considerately  

 
Content Background: 

Implementation plan 

An implementation plan is a guide to implementation and a basis for monitoring. When different 
people are involved in planning and implementation, this plan serves as a blue print or guide. It 
therefore helps to: 

§ Undertake activities on time and in proper sequence  
§ Do the right things in the right order; 
§ Identify who will be responsible for what activity; and 
§ Determine when certain tasks are implemented.  
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Monitoring indicators are quantitative and qualitative signs (criteria) for measuring or evaluating the 
achievement of activities and objectives as planned. Monitoring and evaluating indicators are of 
four types, namely; 

§ Input indicators: describe what goes on in  
§ Output indicators: describe the project activity  
§ Outcome indicators: describe the product of the activity  
§ Impact indicators: measure change which results from implementation of the plan 

Implementation and monitoring 

Implementation is the stage where all the planned activities are put into action. By operating the 
business the plan is being implemented on an ongoing basis. Monitoring is important at this 
implementation phase to ensure that the plan is implemented well. It is a continuous process that 
should be put in place before the implementation. Problems associated with implementation can 
be corrected when there is good monitoring going on.  

Evaluation of Business Plan Implementation 
 
If you want to know how well your business is doing, you need to look at two things:  

(1) What you planned for and,  
(2) How closely you followed your plan.  

 
The basic elements used for business plan evaluation. 
 
1. Business goals achievement. Check to see whether you have accomplished your business 

goal or not.  
2. Market. Most of your business decisions will depend on the market conditions.  
3. Industry. Every industry has its own unique characteristics.  
4. Marketing strategy. How are you setting up your prices, promotions and distributions? All of 

these have an influence on your sales, current processes, and management.  
5. Sales achievement. Your current sales numbers will impact your profitability, cash flow, type 

of marketing activities, employment, etc.  
6. Profit (loss). Is your profit/loss statement same as you have planned to be in your current 

business plan? This is an important question for the business to move in the right direction.  
7. Cash flow. Is your cash flow as you have planned it to be?  
8. SWOT. Are your strengths, weaknesses, opportunities and threats the same as you noted in 

your plan?  
 
 
References & Resources: 
 
• Business in Melanesia, Book 1, Jeffery G. Wama and Yuwak Tau, Kim publishers, Goroka, 

PNG, 2008 
• Business in Melanesia, Book 2, Jeffery Wama Gepul, Tropical Publishers, Mt Hagen, PNG, 

2013 
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Strand 4: Establishing a Business 

Unit 1: Business Planning 

Content Standard 4.1: Students will be able to analyse the principles of business planning and 
examine their significance, and application in entrepreneurship and business 
 
Benchmark: 9.4.1.7. Assess the role of leaders, stakeholders and implementers in the development, 
and implementation of business plans.  

Topic: Partnering in business planning  

Learning Objectives:  By the end of the topic, students will be able to: 
• Analyse the significance of partnership in the business planning process and the resources 

needed to undertake a successful business implementation.  
 

Essential Questions 

• Who is responsible for writing up business plan?  
• Why is it important to establish the necessary conditions prior to implementing the business 

plan?  
• What skills are needed in developing business plans?  

 
Core Concepts: Business plan, implementation, preconditions, support system 

 

 

 

 

 

 

 

 

 

 

Content Background: 
Support for business plan implementation 
The key resources needed for business plan implementation are as discussed below. 
People 
The first stage of implementing your plan is to make sure you have the right people onboard. 
These people must have the necessary skills, knowledge and competencies required for the 

Essential Knowledge, Skills, Attitudes and Values 

Knowledge 
 

• Business planning processes, strategies in development and 
implementation of business plans 

Skills 
 

• Explain business planning processes 
• State the business planning and implementation stages  
• Outline the roles of leaders, stakeholders and implementers of 

business plans 

Attitudes 
 

• Appreciate business planning processes 
• Adapt the strategies in the development and implementation of 

business plans  
• Be responsive in using the development and implementation of 

business plans 

Values 
 

• Value all skills used in the development and implementation of 
business plans 

• Develop a desire for creative business planning 
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implementation process. Without that you will either shoulder all responsibilities or abandon the 
plan altogether because of the heavy workload.  
 
Resources 
The required resources such as money and other assets must be in place before implementation 
of the business plan. You also need time to implement. A realistic timeframe must be established 
for successful implementation.  
 
Structure 
There must be a suitable organizational structure in place for delegation of duties and authority. 
Lines of communication must also be clearly established because it is that important. Reward 
systems must be built into the structure as well so that people are aware of what is in it for them as 
they offer their valuable time towards the implementation process.  
 
System 
Management and technology as well as other systems and services such as telephone, electricity, 
water, fire safety, etc. are necessary requirements for specific business models. Internal systems 
must also be set up to facilitate the implementation of the business plan.  
 
Avoiding the Implementation Pitfalls 

• Lack of ownership: Despite how good it is; a plan will fail if people don’t take ownership of 
it.  

• Lack of communication: The plan doesn’t get communicated to employees, and they 
don’t understand how they contribute towards its achievement. 

• Getting stuck in the day-to-day: Owners and managers, consumed by daily operating 
problems, lose sight of long-term goals.  

• An over loaded plan: The goals and actions involved in the plan are too much for the 
people to understand and implement in time.  

• No progress report: There’s no method to track progress, and the plan only measures 
what’s easy, not what’s important.  

• No accountability: Suspicion creeps in when implementation is not open and visible for all 
to see, feel and assess.  

• Lack of empowerment:   Employees must be given various responsibilities so that they 
become engaged or involved in the process. 

 

 
References & Resources:  

• Create and Manage, Your Own Business –Book 1 Jeffery W. Gepul  
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implementation process. Without that you will either shoulder all responsibilities or abandon the 
plan altogether because of the heavy workload.  
 
Resources 
The required resources such as money and other assets must be in place before implementation 
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for successful implementation.  
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• Lack of ownership: Despite how good it is; a plan will fail if people don’t take ownership of 
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• Getting stuck in the day-to-day: Owners and managers, consumed by daily operating 
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• An over loaded plan: The goals and actions involved in the plan are too much for the 
people to understand and implement in time.  
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what’s easy, not what’s important.  
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References & Resources:  

• Create and Manage, Your Own Business –Book 1 Jeffery W. Gepul  
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Strand 4: Establishing a Business 

Content Standard 4.2: Students will be able to analyse and explain the processes, enabling 
factors, and challenges of starting and operating a business. 
Unit Benchmark Topic Lesson Topic 
Unit 2: Business 
Start-up and 
Operation 
 

9.4.2.1 Analyse the 
processes of 
generating ideas and 
identifying business 
opportunities. 

• Generating ideas and 
identifying business 
opportunities	

• Business Idea 
• Generating Ideas 

9.4.2.2. Analyse 
procedures of market 
research. 

• Procedures of market 
research	

• Market Research 
Methods 

• Market research 
procedures 

9.4.2.3 Examine a 
business plan.  

• A business plan	 • Business Plan 
• Structure of 

Business Plan 
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Strand 4: Establishing a Business  

Unit 2: Business Start Up and Operation 
Content Standard 4.2: Students will be able to analyse and explain the processes, enabling 
factors, and   challenges of starting and operating a business. 

Benchmark: 9.4.2.1 Analyse the processes of generating ideas and identifying business 
opportunities. 

Topic: Generating ideas and identifying business opportunities 

Learning Objectives:  By the end of the topic, students will be able to: 
• Discuss business idea, process of generating business ideas and the criteria for 

identification of business opportunity. 
 

Essential Questions 

• What is a business idea? 
• How is a business idea generated?  
• What is a business opportunity?  

 
Core Concepts: Business idea, generating business ideas, identifying business opportunities 

Essential Knowledge, Skills, Attitudes and Values Knowledge, Skills, Values and  

Knowledge 
 

• Business idea  
• Business idea generation  
• Business opportunities 

 Skills 
 

• Illustrate business idea 
• Examine the process of generating business ideas 
• Outline the business opportunities 

Values 
• Cultivate self-esteem through business idea generation  
• Openness in identifying business opportunities 

Attitudes • Critically analyse business ideas 
• Appreciate the role of business ideas in venture creation 

 Content Background:

 Generating Ideas

 A business idea is a product of the mind and can only be produced through creative thinking and 
observation. It takes an individual to think creatively to generate a good business idea.  

Apart from creative thinking, finding a niche or spot in the market place can itself generate 
successful business ideas. Ideas can range from a new product or service, to improving on what is 
already available in the market place. The generation of successful business ideas depend on both 
personal factors as well as environmental factors as illustrated below in the diagram: 

 

Personal factors
  Interest, hobies, Skills
  Motivators

New Business idea
Environmental factors
New product idea
New service idea
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 Business opportunities 
 
A market gap, usually referred to as a business opportunity, is a demand for a particular product or 
service by a particular group of consumers. To be successful someone must identify a market gap. 
Finding a market gap is a big challenge for people. Only those who enjoy challenges can tap into a 
market gap.  
 
How to identify a market gap 

• Observation.  
• Using Questionnaires    
• Practical Consultation.  
• Knowing through reading.  

 

References & Resources:  

• Business in Melanesia, Book 1, Jeffery G. Wama and Yuwak Tau, Kim printers, Goroka, PNG, 
2008 

• Business in Melanesia, Book 2, Jeffery Wama Gepul, Tropical Publishers, Mt Hagen, PNG, 
2013 
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Strand 4: Establishing a Business  

Unit 2: Business Start Up and Operation 
Content Standard 4.2: Students will be able to analyse and explain the processes, enabling 
factors, and   challenges of starting and operating a business. 

Benchmark: 9.4.2.2. Analyse procedures of market research.            

Topic:  Procedures of market research 

 
Learning Objectives:  By the end of the topic, students will be able to: 

• Explain the procedures of market research and the market research methods.  
 

Essential Questions 

• What are the procedures of undertaking a market research? 
• What are the common market research methods? 

 
Core Concepts: Market research, market research methods 

Essential Knowledge, Skills, Attitudes and Values 

Knowledge 
 

• Market research 
• Market research procedures 

Skills 
 • Outline procedures of market research 

Attitudes 
 • Appreciate the procedures of market research 

Values 
 

• Openness in the procedures of market research 
• Self- confidence in the research methods 

 
Content Background: 

Market research procedures 
 
Market research will help a business person know if a market exists or not. Several steps are 
involved in undertaking a market research. Both new and existing businesses can undertake 
market research to know basic information about demand, location, price, type of customers, 
process of delivery, etc.  
 
 
 
 
 
 
 
 
 
 

 

	

The flow chart showing the procedures in market research 
 
 
 

 
 
 
 
 
 
 

 
 
 
Market research methods 
 
Various market research methods can be used to collect data. This data can then be processed 
into information and used for further marketing plans and decisions. 
 
In – house research 
 
Existing businesses have a store house of information on past sales figures, location, customer 
details and demand trends. Such information will assist the business to plan its production in order 
to meet the demand in the market place. 
 
Primary data collection 
 
Primary data is normally collected directly from the consumers. It is an important method of 
collecting data about consumer preferences. There are three common methods of collecting 
primary data. These are experimental testing, surveys and questionnaires and in-depth research.  
 
Secondary data 

 
Secondary data comes from sources other than the customer. These indirect sources may be: 
 
• publications by the government and its organisations 
• previous market research information 
• reports and other records from the past 

 
 
References & Resources:  
 
• Business in Melanesia, Book 1, Jeffery G. Wama and Yuwak Tau, Kim printers, Goroka, PNG, 

2008 
• Business in Melanesia, Book 2, Jeffery Wama Gepul, Tropical Publishers, Mt Hagen, PNG, 

2013 

1.	Define	the	
problem	by	asking	
key	questions	

2.	Preliminary	
investigation	

3.	Plan	how	to	
conduct	the	
research	

4.	Collect	data	
through	the	

selected	survey	
method	

5.	Study	facts,	write	
the	survey	report	and	

analyse	it	

6.	Conclusion.	Find	
out	if	the	problem	
has	been	solved	
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The flow chart showing the procedures in market research 
 
 
 

 
 
 
 
 
 
 

 
 
 
Market research methods 
 
Various market research methods can be used to collect data. This data can then be processed 
into information and used for further marketing plans and decisions. 
 
In – house research 
 
Existing businesses have a store house of information on past sales figures, location, customer 
details and demand trends. Such information will assist the business to plan its production in order 
to meet the demand in the market place. 
 
Primary data collection 
 
Primary data is normally collected directly from the consumers. It is an important method of 
collecting data about consumer preferences. There are three common methods of collecting 
primary data. These are experimental testing, surveys and questionnaires and in-depth research.  
 
Secondary data 

 
Secondary data comes from sources other than the customer. These indirect sources may be: 
 
• publications by the government and its organisations 
• previous market research information 
• reports and other records from the past 

 
 
References & Resources:  
 
• Business in Melanesia, Book 1, Jeffery G. Wama and Yuwak Tau, Kim printers, Goroka, PNG, 

2008 
• Business in Melanesia, Book 2, Jeffery Wama Gepul, Tropical Publishers, Mt Hagen, PNG, 

2013 
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3.	Plan	how	to	
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the	survey	report	and	

analyse	it	

6.	Conclusion.	Find	
out	if	the	problem	
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Strand 4: Establishing a Business  

Unit 2: Business Start-up and Operation 
Content Standard 4.2: Students will be able to analyse and explain the processes, enabling 
factors, and   challenges of starting and operating a business. 
 
Benchmark: 9.4.2.3 Examine a business plan.              

Topic: Business Planning 

Learning Objectives:  By the end of the topic, students will be able to: 

•
 Explain a business plan, the structure of a business plan and its various 

components.  
Essential Questions 

• What is a business plan? 
• What are the main components of a business plan? 

 Core Concepts: Business plan, parts of business plan
 

 
Knowledge, Skills, Attitudes and Values  

Knowledge 
 

• Business plan 
• Structure of a business plan 

Skills
 

 
• Identify business plan 
• Examine the structure of a business plan 

Attitudes
 

 
• Appreciate a business plan 
• Be engaged in planning 

Values 
 

• Courage in undertaking a business plan 
• Participate creatively 

 
Content Background 

Business plan 
 
Planning is very important for any business regardless of their size or the industry they are 
involved in.  
The business plan captures the owner’s dreams and aspirations and converts them into actionable 
tasks. On the contrary business failure can occur due to a lack of business planning.  
 
Planning avoids risks of business failure and recognises risks and put in place corrective or 
counter measures.   
Business planning is an ongoing thing for every business. Planning is necessary because the 
business environment always changes and new strategies and goals are needed to remain 
competitive in business.  
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The overall purpose of a business plan is to assist the entrepreneur or manager to achieve the 
highest possible return from the business operation. It forces the entrepreneur or manager to: 
 

• Document and quantify his or her business dream  
• Directly face the uncertainties of the new business venture 

 
Business plans can be of any length and complexity, but they all incorporate common elements. 
These are:  

• marketing 
• financial 
• production 
• management 
• human resource 

 
Structure of a Business Plan 
A well written business plan serves as a good guide for the business owner. The table below 
briefly outlines the main parts of a business plan. 

Title and Executive summary The title or cover page is followed by the content page. After 
that is the executive summary which captures the main 
elements of the business plan in less than one page. 

Mission or vision statement Briefly states what the business is about 

SWOT Analysis Covers the strengths and weaknesses of a business and 
identifies opportunities and threats present in a business 
environment 

Marketing 
Market analysis 
Sales forecast 
Marketing strategies 

Includes a marketing plan that help promote sales, target 
market, pricing policy, sales targets, promotion, advertising 
policy and distribution methods 

Analyses the survey results (if a survey was conducted). 

Operations 
Description of the product 
Personnel requirements and skills 

Covers the day-to-day operations and other issues to do with 
products and organizational structure and staffing, insurance 
and security needs, legal issues and equipment. 

Finance  
Requirements 
Forecasts 
Records 

Financial information that supports the financial forecasts. 
Startup capital and source of finance. 

 
 
 References & Resources: 

 
 •
 

Business in Melanesia, Book 1, Jeffery G. Wama and Yuwak Tau, Kim printers, Goroka, PNG, 
2008

 Business in Melanesia, Book 2,
 

Jeffery Wama Gepul, Tropical Publishers, Mt Hagen, PNG, 
2013

   

•
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Content Standard 5.1: Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 
Units Benchmark Topics Lesson Titles 
Unit 1: Electronic 
Business 

9.5.1.1 Examine general 
e- commerce products 
and their marketing 
processes. 

• General e- 
commerce products 
and their marketing 
processes	

•  Online Store 
• Variety of media 

sources for online 
marketing 

9.5.1.2 Compare 
costing and pricing of 
products and services 
online as opposed to 
direct costing and 
pricing and state the 
differences. 

• Costing and pricing 
of online products 
and services 
compared to direct 
costing and pricing 
and their differences	

• Pricing 
• Pricing factors and 

Strategies 

9.5.1.3 Examine the 
operational processes 
and functions of e-
commerce and e-
marketing. 

• Operational 
processes and 
functions of e-
commerce and e-
marketing	

• Function of an e-
Commerce System 
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Strand 5: Electronic Commerce  

Unit 1: Electronic Business 

Content Standard 5.1 Students will be able to analyse and explain the processes and 
requirements for establishing and managing an e- business. 

Benchmark: 9.5.1.1 Examine general e- commerce products and their marketing processes. 

Topic: General E- commerce Products and Marketing processes 

Learning Objectives: By the end of the topic, students will be able to; 
• Discuss different process and types of online goods and services by using a variety of 

media sources 
 

 Essential Questions:  

• What is electronic commerce? 
• What are electronic products and how are they marketed? 
• How are online goods different from traditional market goods? 
• How goods and services are marketed and purchased using the internet? 
• What are online stores and how are they different from physical stores? 

 
 Core Concepts: Electronic goods and services, marketing processes, online goods and services 

 
Content Background 

Electronic Commerce/Business 
It refers to companies and individuals that buy and sell goods and services over internet. 
 
Online Store  
It is a business that was established to retail a wide range of products to a wide range of 
customers that cut across different countries?  
Online retailing involves of a wide range of products from world class brands and comes under the 
following product categories:  

•  Beverages & Cigarettes  
•  Children  
•

 
Computing 

 

•
 
Events & Tickets 

 

• Fashion 
•

Essential Knowledge, Skills  Values  and Attitudes   

Knowledge • Electronic commerce  
• Electronic commerce products, marketing processes 

Skills • Outline procedures to utilise variety of media sources for online marketing 
of goods and services 

Attitudes 
• Appreciative media used for online marketing process 

Values • Optimistic, creative, enterprise 

Home Appliance •
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• Fashion   
• Home Appliances  
• Mobile Phones 
•  Weddings  
• Academics Sales. 
 
Examples of online goods(tangible goods)  
Food, clothes, cosmetics, books and cars (tangible)  

 
Examples of online services  
Electricity and gas (intangible), plumbing, cleaning, education, medical services are some 
online services provided electronically 
 
How to market electronic goods: 

• Build your niche market 
• Personalise marketing 
• Have an e-commerce site 
• Get your products reviewed 
• Create a buzz on social media 

 
Online products are goods and services bought and sold over the internet. The traditional market 
goods are not marketed online. 

Physical stores are physical commercial establishments by which sales are carried out within 
actual premises of a real estate.  

 References/Sources:

 •

 
https://dr6j45jk9xcmk.cloudfront.net/documents/435/medi-booklet-e-commerce-
accessible-e-final.pdf 

 •

 
http://www.gov.pe.ca/photos/original/IPEI_ebiz_ecomm.pdf

 •

 
https://www.investopedia.com/terms/e/ecommerce.asp 
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Strand 5: Electronic Commerce  
 
Unit 1: Electronic Business 

Content Standard 5.1 Students will be able to analyse and explain the processes and 
requirements for establishing and managing an e- business. 

Benchmark: 9.5.1.2 Compare costing and pricing of products and services online as opposed to 
direct costing and pricing and state the differences. 

Topic: Pricing factors and strategies 

Learning Objectives: By the end of the topic, students will be able to; 
• Explore costing and pricing of products and services online as opposed to direct costing 

and pricing and state the differences 
 

Essential Questions: 

• What are the strategies to follow when determining the costing and pricing of online and 
direct costing and pricing of goods? 

• How are prices of online goods decided and what strategies are needed to determine the 
costing and pricing of online goods? 

• How direct costing of goods is decided and is there  any other influences? 
• What factors influence costing and pricing of online and direct costing and pricing of 

goods? 
 

Core Concepts: Pricing of online goods and services, direct market goods and services 

 

Content Background: 

Pricing 
Pricing your products is one of the most challenging things in e-commerce. It will affect how much 
you sell, your margins and even your brand. There are lots of different pricing strategies however 
there is no one-fits- all formula that will work for every different type of e-commerce business 

Essential Knowledge, Skills  Attitudes and Values   

Knowledge • Pricing factors and strategies,  
• Online costing and pricing of goods and services,   
• Direct pricing and costing of goods and services 

Skills 
• Compare online and direct pricing and costing of goods and services 
• Distinguish the differences between online and direct pricing and costing of 

goods and services 
• Classify goods and services online and direct 

Attitudes • Be open minded to adopt and adapt to online pricing and costing of goods 
and services 

Values • Sustainability, creativity, enterprise 

Strand 5: Electronic Commerce



 Grade 9

191

 

!

 
Pricing factors and strategies 
One foremost factor to look for when pricing is how much the product cost you. When you are 
calculating the cost of the product you must consider the following: 
 
• Production/buying cost 
• Labour costs 
• Promotional costs 
• Support costs that can be associated with the product 
• The return rates 
• Traditional commerce pricing strategies 
• Customer attraction- Attracts customers to store via marketing and SEO 
• Order placement- Customer places order using sites shopping cart 
• Payment processing- Payment gateway securely secures payment 
• Order completion- Order confirmation sent to merchant and customer 
• Warehouse fulfillment-Merchant/manufacturer filled the order for shipping 
• Shipment- order shipped out to customer address 

References/Sources:  
 

• https://www.smartcompany.com.au/business-advice/five-factors-to-consider-when-pricing-
products-or-services/ 

• https://www.profitwell.com/recur/all/pricing-strategy-guide/ 
 

 

 

 

 

 

 

 

 

 

 

Pricing Strategy is based on your target audience, how much they are willing to pay, and what your 
competitors charge for similar products.
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Strand 5: Electronic Commerce  

Unit 1: Electronic Business 

Content Standard 5.1 Students will be able to analyse and explain the processes and 
requirements for establishing and managing an e- business. 

Benchmark: 9.5.1.3 Examine the operational processes and functions of e-commerce and e-
marketing.  

Topic:  Operational processes and functions of electronic commerce and e- marketing 

Learning Objectives: By the end of the topic, students will be able to; 
• Differentiate between operational processes, and functions of e-commerce and e-

marketing.  
 
 Essential Questions  

• What are e- commerce operations? 
• What are the functions of e- commerce? 
• How does e- commerce operate? 
• What are the features of e- commerce? 
• Differentiate e- commerce from e- marketing 

 

Core Concepts: e-commerce operations, functions of e-commerce, e-commerce and its features, 
e- marketing and its features 

 

Content Background: 

E-commerce operations are the culmination of the inner workings required to sell products online. 

Functions of an E-Commerce System 
These are the typical functions of an e-commerce system available both on back office and front 
office: 

• Registration 
• Basket 

Essential Knowledge, Skills  Values  and Attitudes  

Knowledge 
• e-commerce operations,  
• functions of e-commerce, 
• e-commerce and its features 

Skills • Examine e- commerce operational processes,  features of e- commerce 
and e- marketing 

Attitudes • Have a desire to learn the operational processes,  features of e- 
commerce and e- marketing 

Values • Have self- disciplined and be critical in applying the functions of e- 
commerce and e- marketing in e- business 

• Payment

• Product Management
• Orders management• Orders management

• VAT and shipping costs
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• Payment 
• Product management 
• Orders management 
• VAT and shipping costs 
 

1. Registration 
In order to make payments register with the site, providing all the information needed for shipping 
and billing. The data will be stored on a database and will be available from the back office. 
2. Basket 
The basket is a tool that, like a shopping basket, allows users to select the products they want and 
then go to the checkout for payment. Managing the basket means: 

• summarising user requests within the possibilities offered by the catalogue 
• checking the basket and possibly cancel/modify the items placed in it 
• starting the payment process for the selected products 

3. Payment 
The payment system is a mechanism that facilitates dialogue between the parties involved in 
financial transactions: the bank, the store and you with your credit card. 
4. Product Management 
This is the main part of the e-commerce system and provides all the features required for product 
placement, order fulfillment, etc.., key to the management of online sales. In detail the features in 
the system are: 
Product management: this makes it possible to define a product via a set of standard fields:  

• product code 
• category 
• subcategory 
• product name 
• description 
• image, zoom 
• sizes available 
• price in euros/dollars 
• 'pieces' in stock 

 
The products can be searched by category and subcategory. 

5. Order management:  
The order is the card that summarises all the delivery and order information to enable correct 
delivery. It includes:  

• list of products purchased 
• user information 
• details of place of delivery 
• delivery time information 
• payment information 

Managing the order means crossing the information on the registration database, the data in the 
basket, the delivery information and verification data relating to the payment credit rating. All this 
information is summarised in a form identified by a number or reference code (order number). 

Listing orders and customer details 
 

	

From the back office of the site you can search and sort orders by: 
• customer 
• order status 
• date 
• payment 

 
Orders may be printed for attachment to the shipment (packing list). 
 

6. GST and shipping costs 
 
In addition to the cost of products purchased, the system manages the GST and the shipping 
charges. The e-commerce module is able to manage GST rates in countries within and outside 
PNG. Shipping costs both fixed and variable are based on the weight and volume of the shipment. 
 
Discounts 
Discounts and promotions are managed for a single product or product category 
 
How e-commerce operates 
A customer come to the website or online market place and purchase products using electronic 
payments upon receiving the money, the merchant ships the goods or provides the service. 

Features of e-commerce 

• Ubiquity  
• Global reach 
• Universal standards 
• Interactivity 
• Information density 
• Richness 
• Personalisation 

E-commerce refers to buying and selling online. E-marketing is a process of planning, executing, 
disturbing, promoting and pricing of goods and services in a networked environment. 

References/Sources:  
 

• https://www.three-brains.com/e-commerce/functions-of-e-commerce/ 
• https://commercemates.com/functions-of-e-commerce-business/ 
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From the back office of the site you can search and sort orders by: 
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• date 
• payment 

 
Orders may be printed for attachment to the shipment (packing list). 
 

6. GST and shipping costs 
 
In addition to the cost of products purchased, the system manages the GST and the shipping 
charges. The e-commerce module is able to manage GST rates in countries within and outside 
PNG. Shipping costs both fixed and variable are based on the weight and volume of the shipment. 
 
Discounts 
Discounts and promotions are managed for a single product or product category 
 
How e-commerce operates 
A customer come to the website or online market place and purchase products using electronic 
payments upon receiving the money, the merchant ships the goods or provides the service. 

Features of e-commerce 

• Ubiquity  
• Global reach 
• Universal standards 
• Interactivity 
• Information density 
• Richness 
• Personalisation 

E-commerce refers to buying and selling online. E-marketing is a process of planning, executing, 
disturbing, promoting and pricing of goods and services in a networked environment. 
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Strand 5: Electronic Commerce  

Content Standard 5.2: Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing, and purchasing different goods and services. 
Unit Benchmark Topic Lesson Titles 

Unit 2: Electronic 
Commerce 
Technology 
 

9.5.2.1. Identify and 
explain the functions 
of different e-
commerce 
technology. 

• Functions of 
different e-
commerce 
technology	

• E-
commerce (electro
nic commerce 

• E-commerce 
businesses and 
functions 

9.5.2.2. Analyse the 
advantages and 
disadvantages of 
each technology. 

• Advantages and 
disadvantages of 
each technology	

• Disadvantages of 
modern technology 

• Advantages of 
modern technology 

9.5.2.3. Search for 
and locate key 
websites that are 
used for commercial 
purposes. 

• Usage of key 
websites for 
commercial 
purposes	

• Examples of e-
commerce websites 

• Login commercial 
websites 

9.5.2.4. Use the links 
provided by key 
websites to access 
the information 
provided by 
government, non-
government, and 
commercial 
institutions. 

• Key websites 
access links to 
information from 
government, non-
government, and 
commercial 
institutions	

• Link building 
• Importance of link 

building 

9.5.2.5. Investigate 
and explain the 
process of marketing 
products and services 
on the Facebook, You 
Tube, WhatsApp, and 
similar applications. 

• Process of 
marketing products 
and services on the 
Facebook, You 
Tube, WhatsApp, 
and similar 
applications	

• Electronic products 
and services 

• E-Product and 
Services marketing 

9.5.2.6. Analyse the 
benefits of using 
these applications to 
marketeers, 
consumers, 
businesses and 
individuals. 

• Benefits of using 
applications to 
marketeers, 
consumers, 
businesses and 
individuals	

• Website Application 
• Using website 

application 

 

	

9.5.2.7. Analyse the 
advantages, 
disadvantages, and 
limitations of these 
applications. 

• Advantages, 
disadvantages, and 
limitations of these 
applications 

• Use of Website 
Application 

• Advantages and 
disadvantages and 
limitations of using 
web application 

9.5.2.8. Research and 
market a product 
using the Facebook, 
You Tube, or 
WhatsApp. 

• Utilisation of 
Facebook, You 
Tube, or WhatsApp 
for researching and 
marketing of a 
product 

• Online Marketing  
• Online Applications 
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Strand 5: Electronic Commerce  

Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark 9.5.2.1. Identify and explain the functions of different e-commerce technology. 

Topic:  E-commerce technologies and their functions. 

Learning Objectives: By the end of the topic, students will be able to; 
• Examine the functions of different e-commerce technology. 

 
Essential Questions 

• What are the different e-commerce technology? 
• What are the functions of each e-commerce technology? 

 
Core Concepts: Technology that enhances e-commerce? 

Content Background: 

The e-commerce technologies and their functions 

1. M-Commerce or Mobile Commerce Technology 
For instance, mobile money transfer, mobile ticketing, mobile vouchers, coupons and loyalty cards, 
content purchase and delivery, location-based services, information services, mobile banking, 
mobile brokerage, auctions, mobile browsing, mobile investment, in-application mobile phone 
payments, mobile marketing, and advertising. 

2. Electronic Funds Transfer (EFT) Technology 
For instance, direct debit or deposit for payments or withdrawals, credit and debit cards, e-bill 
payments, and instant payments are a bouquet of e-payment options, which determine our 
concurrent financial activities. 
 

Knowledge, Skills  Values  and Attitudes  

Knowledge 
• Different e-commerce technologies and their functions 

Skills • Outline the different e- commerce technologies 
• Explain the different functions of e- commerce technologies 
• Demonstrate use of e- commerce technologies	

Attitudes 
• Have the desire to learn about e- commerce technologies and its 

functions 
• Be optimistic to apply the different functions of e- commerce in real 

application.  

Values • Being creative in using e- commerce technologies,  
• self- disciplined, Being diligent in the use of e-commerce technologies 
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3. Supply Chain Management (SCM) Technology 
The role of supply chain management technology has become more evident in the field of e-
Commerce and given birth to various online portals for B2B, B2C, C2B, and C2C like-business 
models. SCM covers both phases, pre-production, and post-production to ease the flow on the one 
hand and efficiency on the other hand. 
 
4. Online Transaction Processing (OLTP) or Payment Gateway Technology 
Digital wallets are one of the best and highly used examples of the advancement of OLTP 
technologies. It is because our internet is not restricted to the wired network. We have Wi-Fi and 
Bluetooth wireless network options to explore. Mobile networks are another option in the market. 
Digital wallets have made payment quick, simple, and secure for everyone. 
 
5. Electronic Data Interchange (EDI) or Order Management Technology 
Electronic data interchange technology helps e-Commerce to accomplish communicating 
information that a business does on-paper in traditional ways. For instance, e-Commerce 
merchants and shoppers both enjoy automatically placing orders, creating invoices, and tracking 
the entire shipment process through various integrations of other systems or software. 
 
6. Inventory Management Technology 
The modern inventory management software comes with many attractive features. Out of those, 
some essential features are: 
 

• Reorder points 
• Asset tracking 
• Service management 
• Product identification 
• Inventory optimisation 

References/Sources:  
 

• https://www.jeffbullas.com/ecommerce-technologies/ 
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Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark 9.5.2.2. Analyse the advantages and disadvantages of e-commerce technology. 

Topic: Advantages and disadvantages of e-commerce technology 

Learning Objectives:  By the end of the topic, students will be able to: 
• Investigate the advantages and disadvantages of e-commerce technology. 

 Essential Questions:  
• What are the advantages of e-commerce technology? 
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• What are the disadvantages of e-commerce technology? 
 

Core Concepts: Technology for commercial purposes, advantages and disadvantages of using 
technology for commercial purposes 

 
Content Background 

1. Advantages of E-Commerce 

The biggest advantages are the low costs, the flexibility and speed, and the high levels of data. 

i. Low Costs 

Opening a business online, on the other hand, is much less expensive, compared to opening a 
store which is expensive due to its related costs. 

ii. Flexibility and Speed 

• An e-commerce website, on the other hand, can be up and running in just a few 
days if you use a hosted solution.  

• An e-commerce site is extremely flexible which allows to and lets you adapt to the 
changes needed for customers and the changing demands of the business 
environment. 

• Enables working from anywhere with an Internet connection. 
• No need to have office space; you can work from home. 

iii. Data 
• Enables the collection of data on how long your customers stay on your site, what 

they look at, and how they go about making purchases. 
• Gives you direct insight into what is making them click “Buy” or what is stopping 

them. 
2. Disadvantages of E-Commerce  

i. Navigation 

• Losing customers who cannot find your business location or business profile.
 ii. Simplicity 

• If your website is not clear and user-friendly, and that means it’s not simple.  

Essential Knowledge, Skills  Values  and Attitudes  

Knowledge • Advantages and disadvantages of e-commerce technology  

Skills • Distinguish and differentiate the advantages and disadvantages of using 
technology for commercial purposes 

Attitudes • Being open minded to accommodate for the advantages and suggest 
improvements for disadvantages in the use of technology 

Values • Have the affection  to use technology for commercial purposes 

 

	

3. Supply Chain Management (SCM) Technology 
The role of supply chain management technology has become more evident in the field of e-
Commerce and given birth to various online portals for B2B, B2C, C2B, and C2C like-business 
models. SCM covers both phases, pre-production, and post-production to ease the flow on the one 
hand and efficiency on the other hand. 
 
4. Online Transaction Processing (OLTP) or Payment Gateway Technology 
Digital wallets are one of the best and highly used examples of the advancement of OLTP 
technologies. It is because our internet is not restricted to the wired network. We have Wi-Fi and 
Bluetooth wireless network options to explore. Mobile networks are another option in the market. 
Digital wallets have made payment quick, simple, and secure for everyone. 
 
5. Electronic Data Interchange (EDI) or Order Management Technology 
Electronic data interchange technology helps e-Commerce to accomplish communicating 
information that a business does on-paper in traditional ways. For instance, e-Commerce 
merchants and shoppers both enjoy automatically placing orders, creating invoices, and tracking 
the entire shipment process through various integrations of other systems or software. 
 
6. Inventory Management Technology 
The modern inventory management software comes with many attractive features. Out of those, 
some essential features are: 
 

• Reorder points 
• Asset tracking 
• Service management 
• Product identification 
• Inventory optimisation 

References/Sources:  
 

• https://www.jeffbullas.com/ecommerce-technologies/ 
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Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark 9.5.2.2. Analyse the advantages and disadvantages of e-commerce technology. 

Topic: Advantages and disadvantages of e-commerce technology 

Learning Objectives:  By the end of the topic, students will be able to: 
• Investigate the advantages and disadvantages of e-commerce technology. 

 Essential Questions:  
• What are the advantages of e-commerce technology? 
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• The fewer times your customers have to click to make a purchase, the easier it is 
for them to do and the more likely they’ll go through with it. 

iii. Stability 

• If your site is not stable – that means it does crash or take forever to load. 
• If your site is not technically sound, your customers will hit a virtual brick wall. 
• If you do not check the functionality of your cart and payment sections, the 

transactional components will not be flawless and smooth. 
iv. Security 

• If customers do not feel secure when they make an online purchase and are not 
reassured that their financial information will not be shared or compromised. 

• If steps are not taken to protect customer data and personal information without 
regularly changing your passwords on your site to discourage breaches and closely 
monitoring your reports and data to identify any security risks.  

• Not remaining vigilant and being proactive, you cannot protect your site, which in 
turn protects your customers and builds trust and loyalty. 

• A security breach can cost you your whole business. 

v. Credibility 

• Creating good customer relationships can be more challenging in the e-commerce 
world because of the lack of face-to-face communications. 

• No aim for professionalism and credibility in your website and online marketing. 
• Not obtaining customer testimonials so customers can identify with others and their 

experiences. 
• Not giving an excellent experience to customers to make sure you stand out 

knowing that customers have a lot of choices when they are shopping online, 

References/Sources:  
 

• https://aofund.org/resource/e-commerce-advantages-and-disadvantages/ 
• https://blog.apruve.com/e-commerce-advantages-and-disadvantages 

 

• What are the disadvantages of e-commerce technology? 
 

Core Concepts: Technology for commercial purposes, advantages and disadvantages of using 
technology for commercial purposes 

 
Content Background 

1. Advantages of E-Commerce 

The biggest advantages are the low costs, the flexibility and speed, and the high levels of data. 

i. Low Costs 

Opening a business online, on the other hand, is much less expensive, compared to opening a 
store which is expensive due to its related costs. 

ii. Flexibility and Speed 

• An e-commerce website, on the other hand, can be up and running in just a few 
days if you use a hosted solution.  

• An e-commerce site is extremely flexible which allows to and lets you adapt to the 
changes needed for customers and the changing demands of the business 
environment. 

• Enables working from anywhere with an Internet connection. 
• No need to have office space; you can work from home. 

iii. Data 
• Enables the collection of data on how long your customers stay on your site, what 

they look at, and how they go about making purchases. 
• Gives you direct insight into what is making them click “Buy” or what is stopping 

them. 
2. Disadvantages of E-Commerce  

i. Navigation 

• Losing customers who cannot find your business location or business profile.
 ii. Simplicity 

• If your website is not clear and user-friendly, and that means it’s not simple.  

Essential Knowledge, Skills  Values  and Attitudes  

Knowledge • Advantages and disadvantages of e-commerce technology  

Skills • Distinguish and differentiate the advantages and disadvantages of using 
technology for commercial purposes 

Attitudes • Being open minded to accommodate for the advantages and suggest 
improvements for disadvantages in the use of technology 

Values • Have the affection  to use technology for commercial purposes 
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Strand 5: Electronic Commerce  

Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark 9.5.2.3. Search for and locate key websites that are used for commercial purposes. 

Topic: Key Websites used for commercial purposes 

 Learning Objectives: By the end of the topic the students will be able to; 
• Examine key websites that are used for commercial purposes. 

 
Essential Questions: 

• What are some of the key website used for commercial purposes? 
• Where can you find the key website used for commercial purposes? 

 
Core Concepts: Websites used for commercial purposes 

 
Content Background: 

Examples of e-commerce websites 

Note that these examples are only a few of the many licensed and open source software e-
commerce products available on the Internet. You should investigate whether these products are 
suitable for your needs. There are general directories that reference e-commerce products such as 
www.wikipedia.com, www.opensourcecms.com (open source products), and www.cmsmatrix.org. 
You may also want to look at various blogs and forums for product comparisons and reviews. 

Examples of e-commerce website products  
 
Licensed e-commerce solutions 

• Fortune 3 - www.fortune3.com 
can choose a number of features – shopping cart software, program to design e-commerce 
websites. 30 day free trial. Will also provide hosting services. 
 

Essential Knowledge, Skills, Attitudes and  Values   

Knowledge 
• Key websites used for commercial purposes 

Skills • Explore different types of websites 
• Categorise the websites into their uses 

Attitudes • Have the desire to learn about websites 
• Being optimistic on the use of websites and its purpose	

Values • Value the significance of websites in commercial purposes 
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• Volusion - www.volusion.com 
A more complete e-commerce package. Allows setting up of a whole e-commerce website. 

• Shopify - www.shopify.com 
A hosted application that allows you to set up an online store to sell your goods. It lets you 
organize your products, customize your storefront, accept credit card payments, track and 
respond to orders.  

• ClicShop - www.clicshop.com 
Products and services to help you build your online catalogue and shopping cart solutions. 
All packages include e-commerce hosting services. 

• Canada Post Sell Online -
www.canadapost.ca/cpo/mc/business/solutions/sellonlinedetails.jsf 
Solutions for building online stores, adding shopping carts to online stores, and adding 
shipping to online store. 

• osCommerce Online Merchant - www.oscommerce.com 
It features a set of off the shelf online shopping cart functionality so that storeowners can 
setup, run, and maintain online stores. 

• Zen Cart - www.zen-cart.com 
Free shopping cart software with a variety of features. 

• AgoraCart - www.agoracart.com 
Free shopping cart software with a variety of features. 

• NOP shopping Cart - www.nopdesign.com/freecart/ 
Free shopping cart software. 

• PayPal - www.paypal.com 
The most popular third party payment processor. Processing payments examples 

• BeanStream - www.beanstream.com 
• InternetSecure - www.internetsecure.com 
• Psigate - www.psigate.com 

Provides payment processing solutions with respect to merchant Accounts, payment 
gateway, and fraud protection. 

• Level Ten - www.leveltendesign.com/services/ecommerce-websites 
A processing payments option through credit cards. Allows for real time transactions. 

 
References/Sources:  
 

• https://www.wikipedia.com 
• https://www.fortune3.com 
• https://www.clicshop.com 
• https://www.zen-cart.com 
• https://www.agoracart.com 
• https://www.nopdesign.com/freecart/ 
• https://www.paypal.com 
• https://www.internetsecure.com 
• https://www.leveltendesign.com/services/ecommerce-websites 

 
 
 
 



 Grade 9

201

 

	

• Volusion - www.volusion.com 
A more complete e-commerce package. Allows setting up of a whole e-commerce website. 

• Shopify - www.shopify.com 
A hosted application that allows you to set up an online store to sell your goods. It lets you 
organize your products, customize your storefront, accept credit card payments, track and 
respond to orders.  

• ClicShop - www.clicshop.com 
Products and services to help you build your online catalogue and shopping cart solutions. 
All packages include e-commerce hosting services. 

• Canada Post Sell Online -
www.canadapost.ca/cpo/mc/business/solutions/sellonlinedetails.jsf 
Solutions for building online stores, adding shopping carts to online stores, and adding 
shipping to online store. 

• osCommerce Online Merchant - www.oscommerce.com 
It features a set of off the shelf online shopping cart functionality so that storeowners can 
setup, run, and maintain online stores. 

• Zen Cart - www.zen-cart.com 
Free shopping cart software with a variety of features. 

• AgoraCart - www.agoracart.com 
Free shopping cart software with a variety of features. 

• NOP shopping Cart - www.nopdesign.com/freecart/ 
Free shopping cart software. 

• PayPal - www.paypal.com 
The most popular third party payment processor. Processing payments examples 

• BeanStream - www.beanstream.com 
• InternetSecure - www.internetsecure.com 
• Psigate - www.psigate.com 

Provides payment processing solutions with respect to merchant Accounts, payment 
gateway, and fraud protection. 

• Level Ten - www.leveltendesign.com/services/ecommerce-websites 
A processing payments option through credit cards. Allows for real time transactions. 
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Strand 5: Electronic Commerce  
Unit 2: Electronic Commerce Technology 
 Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating 
marketing and purchasing different goods and services. 

Benchmark: 9.5.2.4. Use the links provided by key websites to access the information provided by 
government, non-government, and commercial institutions.

 
Topic: Research using links 

 Learning Objectives: By the end of the lesson the students will be able to:
 •

 
Research and

 
collect information using links provided by the key websites used for 

commercial purposes. 
 

 
Essential Questions

 •

 

What are website links?

 •

 

What are the links delivered by key websites? 

 •

 

Why are links given or provided by the key websites used for commercial purposes?

 
 
 

Core Concepts:

 

Links delivered by websites, website links, accessing information using the 
websites

 

 
Content Background

 
What is a Hyperlink (or Link)?

 
In a website, a hyperlink (or link) is an item like a word or button that points to another location. 
Clicking on a link will take you to the target of the link, which may be a webpage, document or 
other online content.

 
Websites use hyperlinks as a way to navigate online content. Hyperlinks can point to web content 
that is part of that website, or it can point to web content that is part of external websites.

  

URL, an 
address system that keeps track of Web documents

 •
   HTTP, a transfer protocol to find documents when given their URLs

 
•

   HTML, a document format allowing for embedded hyperlinks  

Essential Knowledge, Skills, Attitudes and values     

Knowledge • Links provided by key websites used for commercial purposes   

Skills • Create, compare, contrast, outline, design 
Attitudes • Optimistic, creative, desire to learn 
Values • Creativity, self- disciplined, critical  diligent 
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In the three pillars, everything on the Web revolves around documents and how to access them. 
The Web's original purpose was to provide an easy way to reach, read, and navigate through text 
documents.  

Types of links 

• Internal link 

A link between two webpages, where both webpages belong to the same website, is called 
an internal link.  

External link 

A link from your webpage to someone else's webpage. 

• Incoming links 

A link from someone else's webpage to your site. It is the opposite of an external link. Note 
that you don't have to link back when someone links to your site. 

Lists website links provided for commercial purposes 

There is an easy way to improve your local search engine optimization (SEO). All you have to do is 
list your business in online business directories such as Yellow Pages, Manta, and more. This is 
called building citations, and it’s a critical piece of a local marketing strategy. 

Make sure your business listing has the following information once you add it to a 
directory: 

• Consistent NAP, A link to your website, A company description and Multimedia:  

Free Business Listings 
1. Facebook 7. MapQuest 
2. Apple Maps 8. HubSpot 
3. Google My Business 9. Super Pages 
4. LinkedIn Company Directory 10. YellowBook.com 
5. Bing 11. Thumbtack 
6. Yelp 12. MapQuest 

 

    References/Sources:  

 
• https://developer.mozilla.org/en-US/docs/Learn/Common_questions/What_are_hyperlinks 
• https://www2.unbc.ca/sites/default/files/sections/web/links.pdf 
• https://blog.hubspot.com/blog/tabid/6307/bid/10322/the-ultimate-list-50-local-business-

directories.aspx 
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Make sure your business listing has the following information once you add it to a 
directory: 

• Consistent NAP, A link to your website, A company description and Multimedia:  

Free Business Listings 
1. Facebook 7. MapQuest 
2. Apple Maps 8. HubSpot 
3. Google My Business 9. Super Pages 
4. LinkedIn Company Directory 10. YellowBook.com 
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Strand 5: Electronic Commerce  

Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark: 9.5.2.5. Investigate and explain the process of marketing products and services on 
Facebook, You Tube, WhatsApp, and similar applications. 

Topic: Processes of marketing products via internet 

 Learning Objectives: By the end of the lesson the students will be able to: 
• Examine the process of marketing products and services on the Facebook, You Tube, 

WhatsApp, and similar applications. 
 

Essential Questions  
• What processes are involved in marketing products and services on Facebook similar to 

that of WhatsApp and You Tube?  
 

Core Concepts: Electronic products marketing processes 

Content Background 
Selling online using the website - Setting up an online store using Facebook 
This section describes what is involved in selling online vis-à-vis your own website. In order to 
process an online sales transaction three things are needed: 

1. Shopping cart 
2. Secure server 
3. Payment processing 

1. Shopping carts 
Shopping cart software keeps track of what the user selects to buy from the website before 
proceeding to the "checkout". An online shopping cart consists of three parts: 

(Product catalogue, Shopping list, Checkout system) 

Essential Knowledge, Skills, Attitudes and Values   

Knowledge • Online marketing processes using Facebook, You Tube, WhatsApp, 
and similar applications. 

Skills • Illustrate a marketing process of a products or service using  Facebook, 
You Tube, WhatsApp, and similar applications. 

Attitudes • Optimistic, creative, desire to learn 
Values • Creativity, self- disciplined, critical  diligent 
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2. Secure server 
The secure server helps provide protection against the loss or modification of personal information. 
Secure Socket Layer (SSL) is the most commonly used technology for secure online transactions. 
SSL encrypts (or codes) all data between the shop’s server and the customer’s computer.  
 

Protecting transaction information (how do you protect transaction information) 

Look for the following: 

• A URL address that begins with https:// as opposed to http:// 
• A browser that notifies you that you are on a secure site. Many browsers use a symbol (e.g. 

lock icon) or a message 

What is YouTube marketing? 

YouTube marketing is the practice of promoting a brand, product, or service on YouTube. It can 
involve a mix of tactics, including (but not limited to): 

• Create a YouTube marketing strategy in 10 steps 
 
WhatsApp for business or personal 
 
It is because: 

•  It’s free, It’s reliable,  It’s widely available, It’s not just about texting  

How to use WhatsApp for business 

WhatsApp Business was built specifically with the small business owner in mind and offers 
specialized solutions that can help you connect with your customers. 

How to create a WhatsApp Business account  

References/Sources:  
• https://ecommerce-platforms.com/ecommerce-selling-advice/how-to-create-a-

facebook-shop-page  
• https://blog.hootsuite.com/youtube-marketing/ 
• https://www.hubspot.com/youtube-marketing 
• https://blog.hootsuite.com/whatsapp-

marketing/#How_to_use_WhatsApp_for_business 
• https://sendpulse.com/support/glossary/whatsapp-marketing 

 

 

 

 

 



 Grade 9

205

 

!

2. Secure server 
The secure server helps provide protection against the loss or modification of personal information. 
Secure Socket Layer (SSL) is the most commonly used technology for secure online transactions. 
SSL encrypts (or codes) all data between the shop’s server and the customer’s computer.  
 

Protecting transaction information (how do you protect transaction information) 

Look for the following: 

• A URL address that begins with https:// as opposed to http:// 
• A browser that notifies you that you are on a secure site. Many browsers use a symbol (e.g. 

lock icon) or a message 

What is YouTube marketing? 

YouTube marketing is the practice of promoting a brand, product, or service on YouTube. It can 
involve a mix of tactics, including (but not limited to): 

• Create a YouTube marketing strategy in 10 steps 
 
WhatsApp for business or personal 
 
It is because: 

•  It’s free, It’s reliable,  It’s widely available, It’s not just about texting  

How to use WhatsApp for business 

WhatsApp Business was built specifically with the small business owner in mind and offers 
specialized solutions that can help you connect with your customers. 

How to create a WhatsApp Business account  

References/Sources:  
• https://ecommerce-platforms.com/ecommerce-selling-advice/how-to-create-a-

facebook-shop-page  
• https://blog.hootsuite.com/youtube-marketing/ 
• https://www.hubspot.com/youtube-marketing 
• https://blog.hootsuite.com/whatsapp-

marketing/#How_to_use_WhatsApp_for_business 
• https://sendpulse.com/support/glossary/whatsapp-marketing 

 

 

 

 

 



Business Studies Teacher Guide 

206

 

Strand 5: Electronic Commerce  

Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark: 9.5.2.6. Analyse the benefits of using these applications to marketeers, consumers, 
businesses and individuals. 

Topic: Benefits of marketing products and services online 

Learning Objectives:  By the end of the topic the students will be able to: 
• Discuss the benefits of using WhatsApp, YouTube, Facebook and other applications for 

marketers, consumers, businesses and individuals. 
 

Essential Questions 

• How do marketeers, consumers, businesses and individuals benefits from online marketing 
using Facebook, WhatsApp, etc..? 

 
Core Concepts: Web application, benefits of using web, use of web application 

 
Content Background 

Benefits of Social Media Marketing 

Social media is online communication that allows you to interact with your customers and share 
information in real time. You can use social media to: 

• reach your customers better 
• create online networks 
• sell and promote your products and services.  

However, there is risk in using social media for your business. Tread carefully and learn both the 
pros and cons before you start. 
 

Essential Knowledge, Skills Attitudes Values  

Knowledge • Ways marketeers, consumers, businesses and individuals benefit from 
online marketing through WhatsApp, YouTube, Facebook and other 
applications 

Skills 
• Outline the ways  marketeers, consumers, businesses and individuals 

benefit from online marketing through WhatsApp, YouTube, Facebook 
and other applications 

Attitudes • Optimistic, creative, desire to learn 

Values • Creativity, self- disciplined, critical diligent 
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Social media can help your business to: 
 

• attract customers, get customer feedback and build customer loyalty 
• increase your market reach, including international markets 
• do market research and reduce marketing costs 
• increase revenue by building customer networks and advertising 
• develop your brand 
• exchange ideas to improve the way you do business 
• recruit skilled staff, for example through job networking sites like LinkedIn 
• increase traffic to your website and improve its search engine ranking 
• keep an eye on your competitors. 

 
 
 
References/Resources: 
  

• https://business.gov.au/online/social-media-for-business 
• https://blog.hootsuite.com/social-media-for-business/ 
• https://www.webfx.com/social-media/learn/social-media-benefits/ 
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Strand 5: Electronic Commerce  

Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark: 9.5.2.7. Analyse the advantages, disadvantages and limitations of these 
applications. 

Topic: Advantages, disadvantages and limitations of using web applications 

Learning Objectives: By the end of the topic, students will be able to; 
• Examine the advantages, disadvantages and limitations of using online marketing 

applications 

 Essential Questions 

• What are the advantages and limitations of using online marketing applications? 
• What are the disadvantages and limitations of using online marketing applications? 

 
Core Concepts:		Advantages of web applications, Disadvantages of web applications	
Limitations of web applications 

 
Content Background 

Advantages of social media marketing 

• Increased brand awareness 
Almost every person owns a smartphone, desktop, or laptop, and they spend a lot of time 
on social media sites, doing any sort of social media marketing if implemented correctly 
should at worst increase brand recognition for your business. 

• Better customer satisfaction 
Followers will like, comment, and share these posts, and before long prospective 
customers will ask questions relating to your products and services, and they expect a 
quick reply. It is this immediacy of contact that improves customer satisfaction. 

Essential Knowledge, Skills Attitudes  and Values   

Knowledge 
• Advantages and disadvantages of using  online marketing  applications 

Skills • Compare and contrast  advantages and disadvantages of using  online 
marketing  applications 

Attitudes • Optimistic, creative, desire to learn 

Values • Creativity, self- disciplined, critical diligent 
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• Cost effective 
Social media marketing can be cost-effective when you know how to do it well. The initial 
creating of a new profile and signing in is free for almost every social media platform so 
getting set up is not a huge investment or risk. 

• Increased inbound traffic 
Online marketing should increase inbound traffic to your website. With SMM, when the 
campaign is expertly crafted with a one-click action from the channel to your website and 
ideally the product page, visitors will come and stay on your site if they like what they see 
and read. 

• Gain market insight 
For any business to succeed, it must know its customers really well. What are their needs, 
opinions and interests? This is called personalised data that is the insight of customer 
expectations and desires from current digital marketing initiatives. 

• Customer data analysis 
Sites like Facebook have third-party providers specialising in software and services for data 
segmentation and businesses using the data get the reward with their social media 
marketing adverts been seen by their intended customers. 

Disadvantages of social media marketing  

Social media may not suit every business. If you launch your social media presence without 
planning, you could end up wasting valuable time and money. 
 
Disadvantages of social media include: 
 

• needing additional resources to manage your online presence 
• social media is immediate and needs active daily monitoring 
• you may get unwanted or inappropriate behaviour on your social media site 
• the risk of getting negative feedback, information leaks or hacking 
• the risk of having false or misleading claims made on your social media (by your business 

or a customer). These claims can be subject to consumer law. For example, if a customer 
or fan posts misleading or deceptive information, particularly about competitor products or 
services, you might receive a fine. 

 
References/Resources:  

• https://business.gov.au/online/social-media-for-business 
• https://www.businessblogshub.com/2018/06/top-5-advantages-and-disadvantages-of-

social-media-marketing/ 
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Strand 5: Electronic Commerce  

Unit 2: Electronic Commerce Technology 

Content Standard 5.2. Students will be able to identify and examine the different e-commerce 
technology and explain how they are used for producing, promoting, distributing, regulating, 
marketing and purchasing different goods and services. 

Benchmark: 9.5.2.8. Research and market a product using the Facebook, You Tube, or 
WhatsApp. 

Topic: Online Marketing (Facebook, YouTube and WhatsApp) 

Learning Objectives: By the end of the topic, students will be able to; 
• Market products using the Facebook, YouTube and WhatsApp and other similar 

applications. 
 

 Essential Questions 

• How do you market product effectively using Facebook, WhatsApp and etc…? 
 

Core Concepts: Online marketing, online applications, Facebook, your tube and what’s App  

 
Content Background: 
 
Facebook Shops and Marketplace 
As social commerce gains popularity for online shoppers, it will be an advantage for retailers to 
learn how to sell on Facebook on top of having an online store. Selling on Facebook can be done 
through Facebook Shops and Facebook Marketplace. 

Facebook Shops  
Helps small businesses set up a single online store for their customers to access on both 
Facebook and Instagram.  

Facebook Marketplace 
 Individuals and businesses can use this feature. If you have a Facebook business page and a 
Facebook Shop with checkout, you can sell as a business on Marketplace (currently limited to US 
merchants). 
How to create a WhatsApp Business account 

Essential Knowledge, skills, attitudes and  values   

Knowledge • Online marketing using online applications like Facebook, YouTube 
and WhatsApp  

Skills • Compare and contrast the effectiveness of using Online marketing 
applications 

Attitudes • Optimistic, creative, desire to learn 
Values • Self- disciplined, critical diligent 
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YouTube 
While creating videos to market your online video website, the goal should be to promote your 
content, catch the viewer’s interest, and ultimately send them to your website.  

7 Types of YouTube Video Viewers-Marketing Strategies 
 

There are a range of video formats you can create to promote your VOD website on YouTube.
 

1. Website Trailers 
2. Video Teasers and Previews 
3. Product Reviews 
4. Expert advice 
5. Interviews with industry leaders. 
6. Events 
7. Free content 

References/Resources: 

• https://fitsmallbusiness.com/how-to-sell-on-facebook-shop/ 
• https://blog.hootsuite.com/whatsapp-marketing/ 
• https://www.uscreen.tv/blog/sell-videos-on-youtube/ 
• https://www.ecwid.com/blog/how-to-sell-using-youtube.html  
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Strand 5: Electronic Commerce  

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Unit Benchmark Topic Lesson Tittles 
Unit 3: Electronic 
Marketing 

9.5.3.1. Define e-
marketing and 
analyse its 
characteristics. 

• E-marketing and its 
characteristics	

• Electronic 
Marketing  

• Characteristics of e-
marketing 

• E-commerce 
9.5.3.2. Investigate 
the differences and 
similarities between e-
marketing and 
traditional or 
conventional 
marketing. 

• Differences and 
similarities between 
e-marketing and 
traditional or 
conventional 
marketing	

• Trends in marketing 
• Traditional and e-

marketing practices 
• Advantages and 

disadvantages of e-
marketing. 

9.5.3.3 Evaluate the 
impact and benefits of 
e-commerce to 
business and society. 

• Impact and benefits 
of e-commerce to 
business and 
society.	

• Benefits of e-
commerce 

• Impacts of e-
commerce 

9.5.3.4. Analyse the 
advantages and 
disadvantages of 
using the internet for 
commercial purposes. 

• Advantages and 
disadvantages of 
using the internet 
for commercial 
purposes	

• Advantages of 
using internet for 
commercial 
purposes 

• Disadvantages of 
using the internet 
for commercial 
purposes 

9.5.3.5. Explain the 
process of e-
marketing and 
evaluate each step. 

• Process and steps 
of e-marketing 	

• Electronic 
marketing process 

• Steps to create a 
marketing plan 

9.5.3.6. Identify and 
examine the range of 
e-commerce used by 
public and private 
organisations. 

• Public and private 
organisations 
utilising range of e-
commerce	

• E-commerce 
• Types of e-

commerce 

9.5.3.7. Analyse the 
elements of marketing 
mix and how they are 
used in e-marketing. 

• Elements of 
marketing mix and 
their utilisation in e-
marketing 

• Electronic 
marketing mix 

• Adapting the 
product element 
on internet 
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Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.1. Define e-marketing and analyse its characteristics. 
 
Topic: Introduction to e-marketing and its characteristics. 

Learning Objectives: By the end of the topic, students will be able to; 
• Distinguish e-marketing and their characteristics. 
 

Essential Questions 

•
 What is e-marketing? 

•
 What are the characteristics of e-marketing.  

 
Core Concepts: The concept of Electronic marketing, Characteristics of e-marketing, types of e-
marketing 

 
Content Background: 

What is Electronic Marketing? 

Electronic Marketing is the process of marketing a product, service or brand using the Internet. 

E-Marketing: 
• is the future of shopping today, as it has contributed to changing the ways of buying and 

selling services and products. 
• is every activity that is done on the Internet to reach a potential or target customer, in order 

to market a product, service, or content and achieve the highest level of sales and profit. 
• relies mainly on the emergence of e-commerce, which helps to reduce the apparent gap 

between the manufacturer and the consumer. 
• manages to achieve the satisfaction of a large number of customers because it provides 

many options for buying online. 
• The advertisement of services and products by using the internet the Internet, through the 

use of websites and e-mail. 
• is a relatively new field and it has witnessed significant growth and development during the 

past few years.  It is an area that is constantly evolving. 
• is not just a branch of marketing in general, but it represents the nature of a technological 

age in which we live now.  

Essential Knowledge, Skills, Attitudes and Values   

Knowledge •  Electronic marketing and its characteristics  

Skills •  Create, compare, contrast, outline, design  
Attitudes •  Optimistic, creative, desire to learn  
Values •  Creativity, self-  disciplined, critical  diligent  

 

	

• Contributed greatly to the development and formation of the concept of marketing in 
general. 

 

Characteristics of Electronic Marketing 
There are many characteristics that distinguish e-marketing, the most important of which are: 
 
Addressability: the ability of the Internet by providing assistance to agencies in order to 
determine their customers purchase. The role of digital technology is to provide multiple options for 
website users to determine their requirements. 
 
Interactivity: Interactivity is the ability of customers to express their desires directly to enterprises, 
through their response and interaction with the marketing communications issued by these 
institutions. 
 
Memory: It is the ability of electronic marketing to access databases that contain information about 
customers and their purchase dates.  
Agencies can use customer information in a timely manner in order to provide marketing offers to 
them. 

Control: Customers are able to control all the information provided to them and what they want, 
and without forcing them to provide any confidential information. 
 
Accessibility: This provides more detailed information to customers about the business products 
and prices, while activating the ability to compare a group of products. Therefore, commercial 
business seeks to develop their products based on their customers and interest and in an effort to 
reach new customers. 

 
References/Resources:  
 

• https://www.scientificworldinfo.com/2020/02/electronic-marketing-characteristics-types-and-
methods.html 

• https://en.wikipedia.org/wiki/Digital_marketing 
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Strand 5: Electronic Commerce 

Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.2. Investigate the differences and similarities between e-marketing and 
traditional or conventional marketing. 
	
Topic: Difference and similarities of e-marketing and traditional marketing. 

Learning Objectives: By the end of the topic, students will be able to; 
• Analyse the differences and similarities between traditional and e-marketing 
• Examine the advantages and disadvantages of e-marketing. 

 
Essential Questions:  

• What is the traditional or conventional marketing? 

• How is a traditional market different from an electronic market? 
• What are the advantages and disadvantages of e-marketing 
• What are the disadvantages of online shopping? 

 
  Core Concepts: Trends in marketing, Traditional or conventional marketing and disadvantages 
and advantages of e-marketing 

 
Content Background: 

Comparison table of the differences between the traditional marketing and e-marketing 

Basis for Comparison Traditional Marketing e-Marketing 

Meaning Traditional Marketing refers to 
the marketing that uses 
traditional channels or media, 
for the purpose of marketing 
communication. 

e-Marketing implies the 
marketing of products and 
services via digital channels, 
such as the internet, 
smartphone, display ads, and 
other digital medium. 

Essential Knowledge, Skills, Attitudes and  Values    

Knowledge • Traditional versus e- marketing practices 
• Advantages and disadvantages of e-marketing 

Skills • Create, compare, contrast, outline, design 

Attitudes • Optimistic, creative, desire to learn 

Values • Creativity, self- disciplined, critical  diligent 
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Nature Static Dynamic 

Conversion Slow Comparatively fast 

Engagement Low Comparatively high 

Return on Investment Cannot be measured easily. Can be measured easily. 

Effectiveness and 
expensiveness 

Less effective more expensive Less expensive more effective 

Tracking Not possible Possible 

Targeting Standardised Customised 

Tweaking Not possible once the ad is 
placed. 

Can be performed anytime, 
even after the ad is placed. 

Reach Local Global 

Results Delayed results Quick and real-time results 

Interruptions Consumers cannot skip the 
ads, as they are bound to see 
them. 

Allows the consumers to avoid 
or skip the ads which do not 
interest them. 

Communication One-way Communication Two-way Communication 

 
Advantages of e-marketing

 
Following are the major advantages of using e-marketing for  your products and services and 
brands.  
•

 
Less Risky 

 •
 
Cost Reduction by Automation 

 •
 
Fast Response 

 •
 
Easy Data Collection & Evaluation 

 •
 
Personalization 

 •
 
More Interactions 

 •
  
More Exposure 

 •
 
Global Accessibility 

 
  Disadvantages of E-marketing

 Below are the
 
disadvantages of using e-marketing

 
for your products and services.

 •

 

Relying on Technology

 
•

 

Privacy & Security Issues

 
•

 

Maintenance Cost

 • Higher Price Competition

 

	

• Higher Price Competition 
 

References/Resources:  
 

• https://keydifferences.com/difference-between-traditional-marketing-and-digital-
marketing.html 

• https://www.marketingtutor.net/advantages-and-disadvantages-of-e-marketing/ 
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Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.3 Evaluate the impact and benefits of e-commerce to business and society. 

Topic: Impacts and benefits of e-commerce to business and society. 

Learning Objectives: By the end of the topic, students will be able to: 
• Explain the impacts and the benefits of e-commerce to business and society.  

Essential Questions: 
• How has e-commerce impacted the society, producers, marketers and consumers? 
• What are the benefits of e- commerce to business and societies? 
 

 Core Concepts: Benefits and impacts of electronic commerce to business and society 

 
Content Background: 

The Impact of Electronic Commerce on Business 

E-Commerce and E-Business are not solely the Internet, websites or dot com companies. It is 
about a new business concept that incorporates all previous business management and economic 
concepts. 

Impacts on e-business and e-commerce on areas of business discipline. 

1. Management Information Systems – Analysis, design and implementation of e-business 
systems within an organization; issues of integration of front-end and back-end systems 

2. Human Resource Management – Issues of on-line recruiting, home working and 
‘Entrepreneurs’ works on a project by project basis replacing permanent employees. 

3. Finance and Accounting – On-line banking; issues of transaction costs; accounting and 
auditing implications where ‘intangible’ assets and human capital must be tangibly valued in an 
increasingly knowledge based economy. 

Essential Knowledge, Skills, Attitudes and  Values   

Knowledge • Impacts of e-commerce on business, society, producers and 
consumers 

Skills • Create, compare, contrast, outline, design 

Attitudes • Optimistic, creative, desire to learn 

Values • Creativity, self- disciplined, critical diligent 

 

!

4. Economics – The impact of e-commerce on local and global economies is to understand the 
concepts of a digital and knowledge-based economy and how this fits into economic theory. 

5. Production and Operations Management –The impact of on-line processing has led to 
reduced cycle times.  

6. Marketing – Issues of on-line advertising, marketing strategies and consumer behavior and 
cultures.  

7. Computer Sciences – Development of different network and computing technologies and 
languages to support e-commerce and e-business. 

8. Business Law and Ethics – The different legal and ethical issues that have arisen as a result 
of a global ‘virtual’ market issues such as copyright laws, privacy of customer information, legality 
of electronic contracts etc. 

The Benefits of E-Commerce to Business and Society 

The benefits of e-commerce can be seen to affect three major stakeholders: Business 
Organizations, Consumers and Society. 

1. Benefits of E-Commerce to Business 

a) International Marketplace - What used to be a single physical market place located in a 
geographical area has now become a borderless market place including national and international 
markets? By becoming e-commerce enabled, businesses now have access to people all around 
the world. In effect all e-commerce businesses have become virtual multinational corporations. 

b) Operational Cost Savings - The cost of creating, processing, distributing, storing and 
retrieving paper-based information has decreased. 

c) Mass Customization - E-commerce has revolutionised the way consumers buy goods and 
services. The processing allows for products and services to be customised to the customer’s 
requirements.  

d) Lower Telecommunications Cost - The Internet is much cheaper than value added networks 
(VANs) which were based on leasing telephone lines for the sole use of the organisation and its 
authoris ed partners. It is also cheaper to send a fax or e-mail via the Internet than direct dialing. 

e) Digitization of Products and Processes - Particularly in the case of software and music/video 
products, this can be downloaded or e-mailed directly to customers via the Internet in digital or 
electronic format. f) No more 24-hour -time Constraints - Businesses can be contacted by or 
contact customers or suppliers at any time. 

3. Benefits of E-Commerce to Society  

a) Enables more Flexible Working Practices - This enhances the quality of life for a whole host 
of people in society, enabling them to work from home. Not only is this more convenient and 
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4. Economics – The impact of e-commerce on local and global economies is to understand the 
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provides happier and less stressful working environments, it also potentially reduces 
environmental pollution as fewer people have to travel to work regularly. 

b) Connects People - Enables people in developing countries and rural areas to enjoy and 
access products, services, information and other people which otherwise would not be so easily 
available to them. 

c) Facilitates Delivery of Public Services - For example, health services available over the 
Internet (on-line consultation with doctors or nurses) filing taxes over the Internet through the 
Inland Revenue website. 

 
 
References/Resources: 

 
• https://www.linkedin.com/pulse/impact-electronic-commerce-business-organization-kiran-m 
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Strand 5: Electronic Commerce 

Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.4. Analyse the advantages and disadvantages of using the internet for 
commercial purposes. 
 
Topic: Advantages and Disadvantages of using the internet  
 
Learning Objectives: By the end of the topic, students will be able to: 

•
 Examine the advantages and disadvantages of using internet for commercial purposes.  

Essential Questions: 

•
 Why is internet essential for commercial purposes? 

•
 What are the advantages of using internet for commercial purposes? 

•
 What are the disadvantages of using internet for commercial purposes? 

 
Concepts: internet use for commercial purposes, advantages of use of internet, Disadvantages 

of use of internet 

 
 Content Background: 

The explosion of the internet has irrevocably changed the face of business. Although it can seem 
like the internet is the be-all and end-all of business activities, it is always best to take into account 
the needs of your business and to weigh the advantages and disadvantages of including the 
internet in your business model. 

Advantages of using the Internet for Business Activity 

1. Potential Access to a Global Market  

The internet is an excellent tool for increasing the visibility of your business. The internet overlooks 
physical borders, thereby giving your products and services heightened exposure to a global 
audience. 

2. Reduced Marketing Costs  

Knowledge, skills, attitudes and  values   

Knowledge Advantages and disadvantages of using internet for commercial 
purposes 

Skills Compare and contrast the  advantages of using internet and 
disadvantages of using internet for commercial purposes 

Attitudes Optimistic, creative, desire to learn 

Values Creativity, self- disciplined, critical, diligent 
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With the rise of the internet, there has been a huge increase in various social media platforms. 
These platforms that are designed to connect people with one another become powerful, relatively 
low-cost marketing channels that can be utilised by both large and small enterprises. 

3. Reduced Building Overhead  

Many jobs and business functions can be performed online. This means that incorporating the 
internet into your business functions could open up an opportunity to have remote staff who can 
work from home, thereby reducing the cost of having an office building. 

4. Automated Systems and Resource Sharing  

The internet has enabled a million and one ways you can make your life easier as a business 
owner. You can do your bookkeeping and customer service care online, and get bespoke solutions 
that automate how customers purchase your goods and services. 

 Disadvantages of using the Internet for Business Activity

 1.

 

Potentially Lower Profit Margins

 
If you conduct your business on the internet, prepare to lose sales if customers can find the same 
product on the market at a lower cost.

 2.

 

Reduced Physical Interactions

 
While the internet has succeeded in connecting people to one another in a superficial way, it 
cannot adequately replicate the human interactions of

 

interacting face-to-face with colleagues and 
customers.

 3.

 

Negative Reviews

 
People are more likely to complain than they are to compliment a business, and this can damage 
the reputation of a company.

 

 

References/Resources: 

 

• https://smallbusiness.chron.com/multiple-retailing-15965.html 
• https://khatabook.com/blog/advantage-disadvantage-of-online-business/ 
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Strand 5: Electronic Commerce 

Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.5. Explain the process of e-marketing and evaluate each step. 

Topic: E-marketing process 

Learning Objectives: By the end of the topic, students will be able to; 
• Outline the internet marketing processes involved in marketing online 

 
 Essential Questions 

• What are the steps involved in e-marketing? 
• How important is each step in e-marketing? 

 
Core Concepts: Electronic marketing processes, Steps to follow in the marketing process 

 
Content Background: 

Some powerful tips that can help you harness the full power of internet marketing to grow your 
business. 

1) Know Your Niche 

Many companies conduct consumer and market research so that they can understand the 
mindset, preferences, and buying patterns of their target buyers. 

2) Create an Internet Marketing Plan 

An internet marketing plan informs all your decision and activities at every stage of the way. 
It also helps you develop and implement sound strategies and evaluate the outcome or the 
results of your activities. 

3) Know Your Competitors 

If you want to grow your business and remain on top of your internet marketing niche, then 
you have to know your competitors particularly their respective strengths and weaknesses.   

Essential Knowledge, Skills, Attitudes and Values      

Knowledge 
• Electronic marketing processes 

Skills 
• Expound, describe, compare, evaluate 

Attitudes 
• Optimistic, critical, creative 

Values • Enterprise, self-determination, self-discipline 
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4) Create a Professional Website and Optimize it 

Your website should reflect your company values and provide adequate answers to new 
customers so that they can make quick decisions.  

5) Carry Out SEO and SEM  

For increased visibility, you have to carry out on-page and off-page SEO.  Make sure that 
you use targeted keywords in your pages and posts to increase your search engine 
rankings. You should also bolster your SEM campaigns with relevant forms of Advertising 
Internet Marketing such as PPC ad campaigns, webinars, and podcasts.   

6) Make Use of Social Media 

You should create corporate profile pages and social media accounts for your business in 
LinkedIn, Twitter, and Facebook and use them to engage existing and new followers. 

7) Embrace Email Marketing 

It is much easier to send promotional e-mails to existing customers and prospects than to 
use direct mail for the same purpose.  There is several e-mails Software as Service 
providers (such as Benchmark, Mailchimp, and GetResponse) who provide high end 
features that guarantee better click through rates and marketing success. 

8) Monitor and Analyse Web Data 

If you want to grow your business then you have to monitor and analyse the following 
things: web traffic sources, traffic flow, page views, offer response rates, ROI, brand 
awareness, click throughs and lead generation/opt-in. 

9) Create a Unified and Consistent Brand Message 

Your brand is reflected in several ways from the user-interface of your website, your 
responses and even customer care experience, and the way you engage customers or 
followers in social media. 

10) Watch Your Reputation Online 

Your reputation is not just about what other people say about your business in social media 
spaces, but about how you relate with your customers and audience.  

References/Resources:  

• https://www.coxblue.com/the-10-step-plan-to-successful-internet-marketing/ 
• https://imarkguru.com/7-steps-of-e-marketing-plan/ 
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Strand 5: Electronic Commerce 

Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.6. Identify and examine the range of e-commerce used by public and private 
organisations. 
 
Topic: Range of e-commerce 
 
Learning Objectives: By the end of the topic, students will be able to: 

• Analyse the range of e-commerce used by public and private organisations. 
 
Essential Questions: 
 

• What are the ranges of e- commerce used by public and private organisations? 
 
Core Concepts: 
E-commerce, ranges of e-commerce, features of e- commerce 

 
 Content Background: 

E- Commerce 
E-commerce is “the buying and selling of goods or services using the internet.” The definition also 
requires that a transfer of money and information take place online. 
What is lost in this definition is the implication of what is not considered e-commerce. Just because 
a business exists online doesn’t mean they’re involved in e-commerce. 
At the same time, an e-commerce transaction doesn’t require a business at all, just two parties that 
are completing a transaction online. E-commerce can mean anything from a retail sale to drop 
shipping.   
 

 

 

 

Knowledge, skills, attitudes and  values   

Knowledge Ranges of e- commerce used by public and private organisations 

Skills Analyse, examine, research, evaluate 

Attitudes Optimistic, appreciative, diligent 

Values Betterment of human kind,  self-determination 
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Different types of e-commerce 

1. Business- to - Business 

 2. Business to Consumer (B2C) 
3. Mobile Commerce (M- Commerce 
4. Facebook Commerce (F- Commerce) 
5. Customer –to Customer (C2C) 
6. Customer-to-Business (C2B) 
7. Business –to Administration (B2A) 
8. Consumer–to – Administration (C2A) 
9. The Impact of E- Commerce on Business 

 

References/Resources

:  
 

•

 

https://www.linkedin.com/pulse/impact-electronic-commerce-business-organization-kiran-m

 

•

 

https://www.investopedia.com/terms/e/ecommerce.asp
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Strand 5: Electronic Commerce 

Unit 3: Electronic Marketing 

Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.7. Analyse the elements of marketing mix and how they are used in e-
marketing.  

Topic: Electronic marketing mix 

Learning Objectives: By the end of the topic, students will be able to; 
• Examine and outline all elements of e-marketing mix and state how each contributes to 

achieving market objectives 
 

Essential Questions 

• What is electronic marketing mix? 
• What are the elements of electronic marketing mix? 
• How are they used in e-marketing to achieve market objectives? 

 
Core Concepts: Elements of Electronic marketing mix 

 
Content Background: 

Marketing Mix  
Marketing Mix refers to the set of actions, or tactics, that a company uses to promote its brand or 
product in the market. The 5Ps make up a typical marketing mix - Price, Product, Promotion, Place 
and Packaging. 
 
Description: What are the 5Ps of marketing? 
Price, Product, Place, Promotion and Packaging 
 
 
 
Importance of the marketing mix 
 
All the elements of the marketing mix influence each other. They make up the business plan for a 
company and handled right, can give it great success. But handled wrong and the business could 
take years to recover.  

Essential Knowledge, Skills, Attitudes and  Values    

Knowledge • Elements of e-marketing mix 
• Electronic marketing mix 

Skills • Analyse, highlight, illustrate, breakdown 
Attitudes • Appreciative, creative, confident 
Values • Creativity, mutuality, empowerment 
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Content Standard 5.3. Students will be able to examine how goods and services are produced, 
promoted, distributed, regulated, priced, and purchased using electronic technology. 

Benchmark: 9.5.3.7. Analyse the elements of marketing mix and how they are used in e-
marketing.  

Topic: Electronic marketing mix 

Learning Objectives: By the end of the topic, students will be able to; 
• Examine and outline all elements of e-marketing mix and state how each contributes to 

achieving market objectives 
 

Essential Questions 

• What is electronic marketing mix? 
• What are the elements of electronic marketing mix? 
• How are they used in e-marketing to achieve market objectives? 

 
Core Concepts: Elements of Electronic marketing mix 

 
Content Background: 

Marketing Mix  
Marketing Mix refers to the set of actions, or tactics, that a company uses to promote its brand or 
product in the market. The 5Ps make up a typical marketing mix - Price, Product, Promotion, Place 
and Packaging. 
 
Description: What are the 5Ps of marketing? 
Price, Product, Place, Promotion and Packaging 
 
 
 
Importance of the marketing mix 
 
All the elements of the marketing mix influence each other. They make up the business plan for a 
company and handled right, can give it great success. But handled wrong and the business could 
take years to recover.  

Essential Knowledge, Skills, Attitudes and  Values    

Knowledge • Elements of e-marketing mix 
• Electronic marketing mix 

Skills • Analyse, highlight, illustrate, breakdown 
Attitudes • Appreciative, creative, confident 
Values • Creativity, mutuality, empowerment 

 

	

 
 
 
Digital Marketing Mix 
Digital marketing mix is fundamentally the same as Marketing Mix, which is an adaptation of 
Product, Price, Place, Promotion and Packaging into digital marketing aspect. Digital marketing 
can be commonly explained as 'Achieving marketing objectives through applying digital 
technologies 
 
Product  
Product has been redefined as 'virtual product' in the digital marketing aspect, which is regarded 
as the combination of tangibility and intangibility. Through the form of digital, a product can be 
directly sent from manufacturers to customers. For example, customers could buy music in the 
form of an MP3 rather than buy it in the form of a physical CD. As a result, when a company is 
making strategy for Internet marketing, it is necessary to understand how to vary their products in 
the online environment.  
 
Here are some indications to adapt the product element on the Internet 
 
Modifying the core product: 
It refers to the products that can be remodeled into digital forms including movies, music, books 
and other publishing etc. Take Netflix as an example. The wide use of Internet has changed its 
form of products from selling and renting DVDs through retail stores into selling and renting video 
online. 
Providing digital products: In order to gain market shares in the Internet, companies need to widen 
its product range. For example, a psychological counseling could offer online consultation via video 
calls. 
 
Building the whole product:  
Apart from selling products online, Amazon.com also provides a paid subscription service called 
Amazon Prime, with which customers could enjoy free delivery and videos on Amazon. 
 
Conducting online research:  
The Internet offers a low-cost and convenient way of making marketing researches, which is 
helpful for companies to find out what products or services do customers prefer. 
 
Price 
Price concerns about the pricing policies or pricing models from a company. As for the suppliers, 
they can adjust prices in the real-time and provide higher degree of price transparency with 
customers. Besides, the Internet is more likely to ease the pressure on price because online-
producers do not have to put budget on renting a physical store. Hence, making new or adjusting 
pricing strategies is essential for the company that wants to enter the Internet market. 
  
Place  
Place is playing an increasingly important role in promoting consumption since the Internet and the 
physical channels become virtual. The major contribution from the Internet to the business is not 
only making it possible to selling products online, but also enabling companies to build 
relationships with customers. Furthermore, since the convenience of navigating from one site to 
another, place from the digital marketing perspective is always linked with promotion, which means 
retailers often uses third-party websites such as Google search engine to guide customers to visit 
their websites. 
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Promotion 
Promotion refers to select the target markets, locate and integrate various communications tools in 
the marketing mix. Unlike the traditional marketing communication tools, tools in digital marketing 
aim at engaging audiences by putting advertisements and contents on the social media, including 
display ads, pay-per-click (PPC), search engine optimization (SEO) etc.  

• Searching marketing, including search engine optimisation, SEO), pay-per- click (PPC). 
• Online public relation enlarging good comments on one's products or services while 

reducing negative comments. 
• Adverse comments. 
• Online partnerships, building relationships between third-party webs to promote products or 

services. 
• Interactive advertising 
• Opt-in e-mail advertising 
• Social media marketing, starting and participating in customer to customer, customer to 

company interaction through social media 

 

References/Resources:  
 
• https://www.thebalancesmb.com/marketing-mix-what-is-it-and-how-to-use-it-1794425 
• https://www.towermarketing.net/blog/digital-marketing-mix-4ps/ 
• https://www.learnmarketing.net/emarketing.htm 
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Promotion 
Promotion refers to select the target markets, locate and integrate various communications tools in 
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Planning and Programming
The 8 steps in Planning and Programming Process

1. Identify the number of Strands and Units in the subject Syllabus
2. Identify the total number of Content Standards, Benchmarks and Number of Topics 

(Syllabus and Teacher Guide)
3. Consider the Facts and Considerations in the Planning and Programming Process 

(subject related)
4. Distribute the Content evenly across the 4 school terms in a Matrix 
      (Proposed Template)
5. Expand and plot the distributed content into the complete Yearly Content Overview for 

the subject for the grade (Proposed Template)
6. Develop the Termly Programs (Proposed Template)
7. Develop the Weekly Teaching Program (Proposed Template) Daily Lesson Plan (SBC 

Template
8. Review, Evaluate and Re-plan the yearly, termly, weekly Programs

Planning and Programming Process involves 8 steps. The steps are outlined and described 
with samples provided to assist and guide you.

It is important to fi rst identify the strand and unit names for familiarization and also the 
number of strands and units in the Grade 9 Business Studies subject.

Business Studies has 5 strands and 14 Units

Table of Strands and Units

The table below outlines the strands and units for grade 9 Business Studies subject. This 
helps teachers understand how to deal with units per strand when they are expanded into 
evidence outcomes and benchmarks at each grade.

The strands and units of content standards explain the progression from Grade 9 to Grade 10, 
linking to senior high school Business Studies content. The order and linkage of units signifi es 
what the students will achieve from one grade to the next. 

Business Studies is organised around fi ve strands – Nature of Business, Business Management, 
Construction Technology, Communication Technology and Computer Technology. These 
strands are comparable with the strands used internationally. The Content Standard of each 
Strand is based on units. The Strands, Units and Content Standards are outlined in the table:
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Step 1: Identify the number of Strands and Units in the subject Syllabus 
             (Grades 9&10 BS Syllabus Page 31)

Strands Units

Nature of Business 
Foundations of Business
Entrepreneurship and Business

Business Management

Management Principles and Practices
Accounting and Finance
Human Resource Management
Business Regulation
Information Technology

Marketing
Foundations of Marketing
Marketing and Sales

Establishing a Business
Business Planning
Business Start-up and Operation

Electronic Commerce
Electronic Business
Electronic Commerce Technology
Electronic Marketing

Step 2: Identify the total number of Content Standards, Benchmarks and Number of 
Topics (Syllabus and Teacher Guide)

• Use the Syllabus to derive the total number of Content Standards and total number of 
Benchmarks. 

• Use the unpacking tool to derive your topics and the total number of topics.
• Place or slot them in a matrix as in the sample shown below so you are knowledgeable 

and made aware of the total number of content standards, benchmarks and topics that 
you will be working with in the planning and programming of teaching and learning for 
the subject in a school year for that grade.

Grade 9 Business Studies Content Matrix

Consult the Grade 9 Business Content Matrix showing the total number of strands, units, 
content standards, Benchmarks and topics to be covered in Grade 9. Note that this would be 
in the teacher Guide but because the teacher guides are not available, we have provided this 
matrix for you to use to program.

Total Number 
Of Strands

Total Number 
Of Units

Total Number of 
Content Standards

Total Number Of 
Benchmarks

Total Number 
Of Topics

1 2 2 13 13
2 5 5 32 32
3 2 2 10 10
4 2 2 10 10
5 3 3 18 18

Totals 14 14 83 83

Step 3: Consider the Facts and Considerations in the Planning and Programming 
              Process (subject related)

It is important to consider and analyse facts that are worth considering if these facts will 
help or if these facts will pause a challenge to the planning and programming process.



 Grade 9

231

Facts and Considerations

1.   As per the Matrix, there are a total of 83 Benchmarks and Topics which must be programmed and 
taught in a school year. 

2.   83 Benchmarks divided by the 4 Terms in a year gives us 20.75 Benchmarks/topics which is 
approximately 21 Benchmarks/ 21 Topics in a Term.

3.   Time Allocation for Grade 9 Business Studies is 200 minutes per week which means it has 5 
periods/5 lessons a week.

4.   In a term, there are about 8 weeks of actual teaching weeks which gives us 40 periods/40 lessons 
of actual teaching in a term (5 periods a week x 8 actual teaching weeks in a term).

5.   Teachers have the liberty to use their discretion to plan and program a Unit of Work according to 
the number of weeks per time.

6.   The teaching content outweighs the teaching weeks and therefore considerations must be made 
on teaching and learning approaches for example; integration, project-based learning, etc.

Step 4: Distribute the Content evenly across the 4 school terms in a Matrix 
             (Proposed Template)

Using these facts and considerations, we have provided a sample Business Studies Grade 
10 Sample Yearly Content Overview
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Grade 9 Business Studies Term 1- 4 Content distribution 

Term
(Text)

Strands
(Text)

Units
(Text)

Content 
Standards
(Coding)

Benchmarks
(Coding)

No of 
Benchmarks 

per Terms

1

Nature of 
Business

Foundations of 
Business 9.1.1

9.1.1.1, 9.1.1.2, 
9.1.1.3, 
9.1.1.4,9.1.1.5, 

21
Entrepreneurship and 
Business 9.1.2

9.1.2.1, 9.1.2.2, 
9.1.2.3, 9.1.2.4, 
9.1.2.5, 9.1.2.6, 
9.1.2.7, 9.1.2. 8, 

Business 
Management 

Management Principles 
and Practices

9.2.1 9.2.1.1. 9.2.1.2, 
9.2.1.3, 9.2.1.4, 
9.2.1.5

Accounting and 
Finance 9.2.2 9.2.2.1, 9.2.2.2, 

9.2.2.3

2 2. Business  
Management

2.Accounting and 
Finance 9.2.2

9.2.2.4, 9.2.2.5, 
9.2.2.6, 9.2.2.7, 
9.2.2.8, 9.2.2.9, 

21

Human Resource 
Management 9.2.3 9.2.3.1, 9.2.3.2, 

9.2.3.3, 9.2.3.4

Business Regulation 9.2.4

9.2.4.1, 9.2.4.2, 
9.2.4.3, 9.2.4.4, 
9.2.4.5, 9.2.4.6, 
9.2.4.7, 9.2.4.8

Information Technology 9.2.5 9.2.5.1, 9.2.5.2, 
9.2.5.3, 

3

2. Business  
Management Information Technology 9.2.5 9.2.5.4, 9.2.5.5, 

9.2.5.6, 

21

Marketing
Foundations of Marketing 9.3.1

9.3.1.1, 9.3.1.2, 
9.3.1.3, 9.3.1.4, 
9.3.1.5

Marketing and Sales 9.3.2 9.3.2.4, 9.3.2.5

Establishing a 
Business Business Planning 9.4.1

9.4.1.1, 9.4.1.2, 
9.4.1.3, 9.4.1.4, 
9.4.1.5, 9.4.1.6, 
9.4.1.7, 

Business Start-up and 
Operation 9.4.2 9.4.2.1

4

Establishing a 
Business

Business Start-up and 
Operation 9.4.2 9.4.2.2, 9.4.2.3

20

Electronic 
Business. Electronic Business 9.5.1 9.5.1.1, 9.5.1.2, 

9.5.1.3, 

Electronic Commerce 
Technology 9.5.2

9.5.2.1, 9.5.2.2, 
9.5.2.3, 9.5.2.4, 
9.5.2.5, 9.5.2.6, 
9.5.2.7, 9.5.2.8

Electronic Marketing 9.5.3
9.5.3.1, 9.5.3.2, 
9.5.3.3, 9.5.3.4, 
9.5.3.5, 9.5.3.6, 
9.5.3.7
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Grade 9 Sample Yearly Content Overview

The Yearly overview outlines the Strands, Units, Content Standards, Benchmarks and Topics 
to be taught in a year. 

The Benchmarks were distributed evenly across 4 terms for an equal number of content 
being taught. 

TERM ONE

STRANDS UNITS CONTENT 
STANDARDS BENCHMARKS TOPICS (Derived from 

the benchmarks)

Nature of 
Business

3. 
Foundations 
of Business  

C.D.9.1.1: 
Students will be 
able to explain 
and utilise 
communication, 
computation, 
and economic 
principles, 
concepts, 
processes, 
procedures, 
strategies 
and systems 
fundamental to 
business.

9.1.1.1: Explain 
the importance of 
communicating in 
a clear, courteous, 
concise and correct 
manner at personal and 
professional levels.

• Business 
      communication

9.1.1.2 Examine 
communication skills 
accepted and used in the 
workplace.

• Communication 
skills and 
strategies

9.1.1.3: Assess 
leadership and 
supervision techniques, 
customer service 
strategies and personal 
ethics standards needed 
for communicating 
effectively with various 
business constituencies.

• Channel and 
structure of 
communication

9.1.1.4: Investigate 
and explain how 
communication 
technology is used 
to enhance the 
effectiveness of 
communication.

• Use of 
Communication 
Technology

9.1.1.5: Examine the 
importance of security 
and confi dentiality in the 
use of communication 
technology.

• Security and 
confi dentiality 
of using 
communication 
technology



Business Studies Teacher Guide 

234

Entrepreneurship 
and Business C.S.9.1.2: 

students will 
be able to 
investigate and 
analyse the 
characteristics, 
contexts and 
functions of 
entrepreneurship 
ventures and 
businesses.

9.1.2.1. Identify 
and explain the 
characteristics of 
entrepreneurs and 
evaluate the degree to 
which one possesses 
those characteristics.

• Characteristics 
of entrepreneurs 
and different 
characteristics of 
entrepreneurship

9.1.2.2: Categorise 
entrepreneurship 
ventures according 
to their purpose, size, 
features and functions.

• Categorising 
entrepreneurship 
ventures 
according to 
their purpose, 
size, features 
and functions

9.1.2.3 Identify different 
entrepreneurship 
ventures and explain 
the process involved in 
starting up, operating 
and maintaining them.

• Different 
entrepreneurship 
venture and 
processes 
of going into 
entrepreneurship 
venture

9.1.2.4: Examine the 
fi nancial skills, processes 
and strategies needed by 
entrepreneurs to make 
informed decisions.

• Entrepreneurial 
fi nancial skills 
and processes

9.1.2.5: Recognise that 
entrepreneurs must 
establish, maintain and 
analyse appropriate 
records to make 
business decisions.

• Business reports

9.1.2.6: Use economic 
concepts when 
making decisions 
for entrepreneurship 
ventures.

• Economic 
      Decision-making

9.1.2.7: Analyse how 
business ownership, 
government regulations 
and business ethics 
affect entrepreneurship.

• Effects of 
Business 
ownerships, 
Government 
Regulations and 
Business Ethics 

9.1.2.8: Examine the 
external and internal 
factors that impact 
on entrepreneurship 
ventures.

• Business 
Environment
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Business 
Management

Management 
Principles 
and Practices

C.S.9.2.1:  
Students will be 
able to examine 
and explain how 
management 
principles and 
practices are 
used to manage 
business 
functions.

9.2.1.1 Examine the 
evolution of Scientifi c 
Management Theory.

• The Evolution 
of Scientifi c 
Management 
Theory

9.2.1.2 examine 
and explain how 
Management principles 
and practices are used 
to manage business 
functions.

• Principles 
of Scientifi c 
Management 
Theory

9.2.1.3 Analyse the 
strength, weakness 
and limitations of the 
Scientifi c Management 
Theory.

• Scope of the 
Scientifi c 
Management 
Theory

9.2.1.4 Investigate and 
report on the application 
of scientifi c management 
theory in one business.

• Application 
of Scientifi c 
Management 
Theory in 
business

9.2.1.5: Explain the 
business principles of 
supply and demand, and 
specialisation.

• Demand, 
supply and 
specialisation

Accounting 
and Finance

C.S.9.2.2:  
Students will be 
able to examine 
the concepts, 
principles, and 
practices of 
accounting, 
fi nance, and 
decision-making, 
and explain their 
application in the 
management of 
business.
.

9.2.2.1 Explain 
the terminology of 
accounting, accounting 
framework and 
accounting principles.

• Accounting 
and accounting 
framework and 
principles

9.2.2.2. Examine the 
purpose and function of 
accounting.

• Purpose and 
functions of 
accounting

9.2.2.3 Justify the 
importance of accounting 
to business operations 
and the achievement of 
desired outcomes.

• Importance 
of accounting 
in business 
operations
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TERM TWO
C.S.9.2.2:  
Students will be 
able to examine 
the concepts, 
principles, and 
practices of 
accounting, 
fi nance, and 
decision-making, 
and explain their 
application in the 
management of 
business.

9.2.2.4 Examine the 
legal and ethical bases 
of accounting.

• Legal and 
ethical basis of 
accounting

9.2.2.5 Discuss 
the principles of 
accountability 
transparency, honesty, 
compliance, and 
evidence-based decision 
making.

• Principles of 
Accountability, 
Transparency, 
Honesty and 
Compliance

9.2.2.6 Explain and 
justify each steps of the 
accounting cycle and 
explain the purpose 
of each step using a 
manual or computerised 
systems.

• Purpose of 
accounting and 
Accounting cycle

9.2.2.7 Investigate the 
different documents and 
electronic data used in 
the recording of fi nancial 
decisions, income and 
expenditure, credits and 
loans, liabilities, and 
business assets.

• Documents used 
in recording 
fi nancial 
decisions

9.2.2.8 Examine the 
types of journals 
and ledgers used in 
accounting process.

• Accounting 
processes using 
journals and 
ledgers

9.2.2.9 Investigate the 
values and attitudes 
of individuals and/or 
business organisations 
towards accounting.

• Values and 
attitudes towards 
accounting

Human 
Resource 
Management

C.S.9.2.3: 
Students will be 
able to assess 
the importance 
of human 
resources in the 
performance and 
sustainability of 
businesses, and 
the achievement 
of business 
purposes

9.2.3.1: Explore 
and analyse Human 
Resource Management.

• Human 
Resource 
Management

9.2.3.2: Explain 
the importance of 
human resources and 
management.

• Importance 
of human 
resources and 
management

9.2.3.3: Explain the 
process involved in 
recruiting the cadre of 
workers required by 
businesses.

• Processes for 
recruiting cadre 
of workers by 
businesses

9.2.3.4: Examine 
people management 
skills required of human 
resource managers 
at different levels of a 
business organisation.

• Managers 
Management 
Skills at different 
levels of a 
business
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Business 
Regulation

C.S.9.2.4: 
Students will 
be able to 
examine the 
different ways 
of regulating 
businesses and 
their impact 
on business 
operations.

9.2.4.1: Describe the 
process and sources of 
law, and structure of the 
court system.

• Process and 
sources of law, 
and structure of 
court system

9.2.4.2: Rationalise the 
importance of business 
laws in business 
regulation.

• Importance of 
business laws 
in business 
regulation

9.2.4.3: Analyse the 
relationship between 
Business Ethics and 
Legal processes.

• Relationship 
between 
Business Ethics 
and Legal 
processes

9.2.4.4: Describe the 
major government 
regulations of business 
organisations.

• Major 
government 
regulations 
of business 
organisations

9.2.4.5: Identify and 
categorise business 
laws according to their 
purpose, who or what 
they intend to protect 
and legal principles.

• Purpose of 
Business Laws, 
their intentions, 
Legal Principles

9.2.4.6: Investigate the 
Impact of Business Laws 
on Business operations.

• Impact of 
Business Laws 
on Business 
operations

9.2.4.7:  Examine the 
Legal process available 
to individuals and 
businesses.

• Legal process 
available to 
individuals and 
businesses

9.2.4.8:  Analyse 
attitudes and values of 
individual and business 
organisation towards 
business laws.

• Attitudes 
and values 
of individual 
and business 
organisation 
towards 
business laws.

Information 
Technology C.S.9.2.5: 

Students will be 
able to explain 
the information 
technology 
concepts and 
examine the 
systems and 
tools needed 
to gather, 
access, analyse, 
synthesise, 
evaluate, 
manage, and 
disseminate 
information.

9.2.5.1: Analyse the 
impact of information 
technology on society.

• Impact of 
information 
technology on 
society

9.2.5.2: Examine the 
impacts of Business 
Technology on business.

• Impacts of 
Business 
Technology on 
business

9.2.5.3: Discuss current 
and emerging trends in 
information technology.

• Current and 
emerging trends 
in information 
technology
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TERM THREE

Information 
Technology
Foundations 
of Marketing

C.S.9.2.5: 
Students will be 
able to explain 
the information 
technology 
concepts and 
examine the 
systems and 
tools needed 
to gather, 
access, analyse, 
synthesise, 
evaluate, 
manage, and 
disseminate 
information.

9.2.5.4: Identify, 
evaluate, select, install, 
use, upgrade, customise 
and diagnose and 
solve problems with 
the various types of 
operating systems and 
utilities.

• Problems with 
various types 
of operating 
systems and 
utilities

9.2.5.5: Use various 
input technologies to 
enter and manipulate 
information appropriately.

• Input 
technologies 
for entering and 
manipulating 
information 
appropriately

9.2.5.6: Explain how 
multimedia software can 
be used to create media 
rich projects.

• Using 
multimedia 
software for 
creation of 
media rich 
projects

Marketing

C.S.9.3.1: 
Students will be 
able to examine 
and explain 
the essential 
concepts, 
processes, and 
principles of 
marketing.

9.3.1.1. Examine the 
concepts of market, 
market research, market 
mix, market positioning, 
market penetration 
strategy, market 
segmentation, market 
share, target market, and 
customer profi le survey.

• Concepts of 
market, market 
research, mar-
ket mix, market 
positioning, 
market penetration 
strategy, market 
segmentation, 
market share, 
target market, and 
customer profi le 
survey

9.3.1.2. Discuss the 
methods for forecasting 
sales.

• Methods for 
forecasting sales

9.3.1.3. Assess the 
importance of the fi ve (5) 
P’s of the marketing mix: 
Product, Place, Price, 
Promotion, and People.

• Importance of the 
fi ve (5) P’s of the 
marketing mix: 
Product, Place, 
Price, Promotion, 
and People

9.3.1.4. Analyse 
the elements of the 
marketing mix, their 
interrelationships and 
how they are used in the 
marketing process.

• Elements of 
marketing 
mix, their 
interrelationships 
and their usage in 
marketing process

9.3.1.5. Discuss 
methods, costs, and 
importance of promoting 
goods and services 
(e.g., publicity, public 
relations, press release, 
community events, 
advertising, and internet).

• Methods, costs, 
and importance of 
promoting goods 
and services 
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Marketing and 
Sales

C.S.9.3.2: 
Students will be 
able to examine 
and explain 
the processes, 
functions, 
utilities, modes, 
and factors of 
marketing

9.3.2.1: Identify and 
interpret the different 
types of market research.

• Different types of 
market research

9.3.2.2: Explain the 
market research process 
and examine each step.

• Process and 
steps in market 
research

9.3.2.3. Explore ethical 
issues relating to 
marketing research.

• Ethical issues 
relating to 
marketing 
research 

9.3.2.4: Analyse the role 
of marketing research 
in decisions about 
consumer needs and 
wants, production, quality 
and pricing of goods and 
services.

• Role of 
marketing 
research on 
consumer needs 
and wants, 
production, 
quality and 
pricing of goods 
and services

9.3.2.5. Analyse the 
process of marketing 
and sales, and the steps 
involved in each process.

• Process of 
marketing and 
sales and the 
steps in each 
process
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Estab-
lishing a 
Business

Business 
Planning

C.S.9.4.1: 
Students will be 
able analyse 
the principles 
of planning and 
examine their 
signifi cance and 
application in 
entrepreneurship 
and business.

9.4.1.1. Identify business 
planning and examine its 
role in entrepreneurship 
and business.

• Business 
planning and 
its role in 
entrepreneurship 
and business

9.4.1.2 Analyse 
the principles of 
planning and evaluate 
their application in 
entrepreneurship and 
business

• Principles 
of planning 
and their 
application in 
entrepreneurship 
and business

9.4.1.3: Examine the 
process of planning and 
analyse each step of the 
process.

• Process of 
planning and 
each step of the 
process

9.4.1.4 Justify the 
use of evidence and 
best practice in the 
development of plans.

• Using evidence 
and best practice 
in development 
of plans

9.4.1.5 Discuss the 
importance of setting 
clear, measureable, 
observable and 
attainable goals and 
targets.

• Importance of 
setting clear, 
measureable, 
observable and 
attainable goals 
and targets

9.4.1.6. Justify the 
importance of monitoring 
and evaluating the 
implementation of plans.

• Importance of 
monitoring and 
evaluating the 
implementation 
of plans

9.4.1.7. Assess the role 
of leaders, stakeholders 
and implementers in 
the development, and 
implementation of 
business plans.

• Roles of leaders, 
stakeholders and 
implementers 
in the 
development, 
and 
implementation 
of business 
plans

Business 
Start-up and 
Operation

C.S.9.4.2: 
Students will be 
able to analyse 
and explain 
the processes, 
enabling factors, 
and challenges 
of starting and 
operating an 
entrepreneurial 
venture and 
business.

9.4.2.1 Analyse the 
processes of generating 
ideas and identifying 
business opportunities.

• Processes of 
generating ideas 
and identifying 
business 
opportunities
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TERM FOUR
Electronic 
Commerce Business 

Start-up and 
Operation

C.S.9.4.2: 
Students will be 
able to analyse 
and explain 
the processes, 
enabling factors, 
and challenges 
of starting and 
operating an 
entrepreneurial 
venture and 
business.

9.4.2.2. Analyse 
procedures of market 
research.

• Procedures of 
market research

9.4.2.3 Examine a 
business plan.

• A business plan

Electronic 
Business

C.S.9.5.1: 
Students will be 
able to examine 
how goods 
and services 
are produced, 
promoted, 
distributed, 
regulated, 
priced, and 
purchased 
using electronic 
technology

9.5.1.1 Examine general 
e- Commerce products 
and their marketing 
processes.

• General e- 
Commerce 
products and 
their marketing 
processes

9.5.1.2 Compare costing 
and pricing of products 
and services online as 
opposed to direct costing 
and pricing and state the 
differences.

• Costing and 
pricing of 
online products 
and services 
compared to 
direct costing 
and pricing and 
their differences

9.5.1.3 Examine the 
operational processes 
and functions of 
e-Commerce and 
e-Marketing.

• Operational 
processes and 
functions of 
e-Commerce 
and e-Marketing
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Electronic 
Commerce 
Technology

C.S.9.5.2: 
Students will be 
able to identify 
and examine 
the different 
e-Commerce 
technology and 
explain how 
they are used 
for producing, 
promoting, 
distributing, 
regulating, 
marketing, and 
purchasing 
different goods 
and services.

9.5.2.1. Identify and 
explain the functions of 
different e-Commerce 
technology.

• Functions 
of different 
e-Commerce 
technology

9.5.2.2. Analyse 
the advantages and 
disadvantages of each 
technology.

• Advantages and 
disadvantages of 
each technology

9.5.2.3. Search for and 
locate key websites that 
are used for commercial 
purposes.

• Usage of key 
websites for 
commercial 
purposes

9.5.2.4. Use the links 
provided by key websites 
to access the information 
provided by government, 
non-government, and 
commercial institutions.

• Key websites 
access links to 
information from 
government, 
non-government, 
and commercial 
institutions

9.5.2.5. Investigate and 
explain the process 
of marketing products 
and services on the 
Facebook, You Tube, 
WhatsApp, and similar 
applications.

• Process of 
marketing 
products and 
services on 
the Facebook, 
You Tube, 
WhatsApp, 
and similar 
applications

9.5.2.6. Analyse the 
benefi ts of using 
these applications to 
marketeers, consumers, 
businesses and 
individuals.

• Benefi ts of using 
applications 
to marketeers, 
consumers, 
businesses and 
individuals

9.5.2.7. Analyse 
the advantages, 
disadvantages, and 
limitations of these 
applications.

• Advantages, 
disadvantages, 
and limitations 
of these 
applications

9.5.2.8. Research and 
market a product using 
the Facebook, You Tube, 
or WhatsApp.

• Utilisation of 
Facebook, 
You Tube, or 
WhatsApp for 
researching and 
marketing of a 
product
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Electronic 
Marketing

C.S.9.5.3. 
Students will be 
able to examine 
how goods 
and services 
are produced, 
promoted, 
distributed, 
regulated, 
priced, and 
purchased 
using electronic 
technology.

9.5.3.1. Defi ne e-Mar-
keting and analyse its 
characteristics.

• e-Marketing 
and its 
characteristics

9.5.3.2. Investigate 
the differences 
and similarities 
between e-Marketing 
and traditional or 
conventional marketing.

• Differences 
and similarities 
between 
e-Marketing 
and traditional 
or conventional 
marketing

9.5.3.3 Evaluate the 
impact and benefi ts 
of e-Commerce to 
business, society, 
producers, marketers, 
and consumers.

• Impact and 
benefi ts of 
e-Commerce 
to business, 
society, 
producers, 
marketers, and 
consumers

9.5.3.4. Analyse 
the advantages and 
disadvantages of 
using the internet for 
commercial purposes.

• Advantages and 
disadvantages 
of using the 
internet for 
commercial 
purposes

9.5.3.5. Explain the 
process of e-Marketing 
and evaluate each step.

• Process 
and steps of 
e-Marketing 

9.5.3.6. Identify and 
examine the range 
of e-Commerce used 
by public and private 
organisations.

• Public and 
private 
organisations 
utilising range of 
e-Commerce

9.5.3.7. Analyse the 
elements of marketing 
mix and how they are 
used in e-Marketing.

• Elements of 
marketing mix in 
e-Marketing
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Step 6: Develop the Termly Programs (Proposed Template)

Use the Number Identifi cation for the Strands, Units, Content Standards, Benchmarks and the 
Topics to do your termly programs. From your Benchmarks unpack your Learning Objectives, 
Knowledge, Skills, Attitudes and Values for the term program. Below is a sample template that you 
can use as a guide to do your termly programs.

Business Studies Teaching Program

  Term: One                                              Year: 2023                                           Grade: 9

W
eek

Strands

Units

Content 
Standards

Benchm
arks

Topics Knowledge

Skills

Attitude/
Value

Lesson

O
ne

1.N
ature of B

usiness

1.Foundations of B
usiness

C
.D

.9.1.1:

9.1.1.1:

• Business 
communication

• Business 
     communication

• 
Analyse

• 
C

ritical
• 

Sensitivity 

• Business 
Communication

• Principle of good 
and importance 
communication

C
.D

.9.1.1:

9.1.1.2
• Communication 

skills and 
       strategies

• Communication 
skills and 

       strategies

• 
C

om
pare & 

C
ategorise

• 
Self-
discipline

• Communication 
skills –Telephone 
etiquette and 
Interview skills

• Communication 
strategies

Tw
o

C
.D

.9.1.1:

9.1.1.3:

• Channel and 
structure of 
communication

• Channel and 
structure of 
communication

• 
Analyse

• 
R

esponsible
• 

Integrity 

• Types and 
channel of 
communication

• Leadership and 
Supervision 
Technique

• Ethics in 
business 
communication

• Customer 
Service 
Strategies

C
.D

.9.1.1:

9.1.1.4:

• Use of 
Communication 
Technology

• Use of 
Communication 
Technology

• 
O

utline

• 
Show

 
eagerness

• Types of 
Communication 
Technology and 
its Uses

Three

C
.D

.9.1.1:

9.1.1.5:

• Security and 
confi dentiality 
of using 
communication 
technology

• Security and 
confi dentiality 
of using 
communication 
technology

• 
Analyse

• 
D

iligent
• 

M
utuality

• Security and 
confi dentiality 
of using 
communication 
technology
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2.Entrepreneurship and 
Business

C
.S.9.1.2:.

9.1.2.1.

• Characteristics 
of entrepreneurs 
and different 
characteristics of 
entrepreneurship

•     Characteristics 
of entrepreneurs 
and different 
characteristics of 
entrepreneurship

• 
R

esearch & 
Analyse

• 
Enterprise

• 
O

ptim
istic

• Characteristics 
of Entrepreneurs 
and their factors 
of production

• Different 
Characteristics of 
Entrepreneurship

C
.S.9.1.2:.

9.1.2.2:

• Categorising 
entrepreneurship 
ventures according 
to their purpose, 
size, features and 
functions

• Categorising 
entrepreneurship 
ventures 
according to their 
purpose, size, 
features and 
functions

• 
D

istinguish
• 

R
esearch

• 
C

reativity
• 

Participate
• Entrepreneurship 

Ventures 
• Types of 

entrepreneurship 
venture

Four

C
.S.9.1.2:.

9.1.2.3

Different 
entrepreneurship 
venture and 
processes 
of going into 
entrepreneurship 
venture

Different 
entrepreneurship 
venture and 
processes 
of going into 
entrepreneurship 
venture

• 
Analyse

• 
D

esire to learn

• Different 
entrepreneurship 
venture

• Processes 
of going into 
entrepreneurship 
venture

C
.S.9.1.2:.

9.1.2.4: • Entrepreneur-
ial fi nancial 
skills and 
processes

• Entrepreneur-
ial fi nancial 
skills and 
processes

• 
Evaluate

• 
C

ritical
• 

O
pen-m

inded

• Book Keeping-
Cash book and 
petty cash

• Source 
documents, 
Journals, ledgers 
and reports

• Banking and stock 
records

• Financial Reports

C
.S.9.1.2:.

9.1.2.5:

• Business 
reports

• Business 
reports

• 
Evaluate 

• 
C

reativity

• Financial Reports 
and interested 
stakeholders

• Balance sheet and 
Income statement

Five

C
.S.9.1.2:.

9.1.2.6: • Economic 
Decision-
making

• Economic 
Decision-
making

• 
C

om
pare and 

contrast

• 
C

ooperate
• 

R
esponsible

• Resources, 
Economic 
Problem and 
Choices

• Production 
Possibility and 
Opportunity Cost

• Cost and Benefi t, 
and Marginal cost

C
.S.9.1.2:.

9.1.2.7:

• Effects of 
Business 
ownerships, 
Government 
Regulations 
and Busi-
ness Ethics

• Effects of 
Business 
ownerships, 
Government 
Regulations 
and Business 
Ethics

• 
Survey and categorise

• 
R

esponsible
• 

R
atinality

• Effects of 
ownership on 
Entrepreneurship

• Effects of 
Government 
regulation on 
entrepreneurship

• Effects of 
ethics on 
entrepreneurship
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C
.S.9.1.2

9.1.2.8:

• Business 
Environment

• Business 
Environment

• 
C

lassify

• 
Enter-
prise

• Business 
Environment

Six

2.Business M
anagem

ent

1.M
anagem

ent Principles 
and Practices

C
.S.9.2.1:

9.2.1.1

• The Evolution 
of Scientifi c 
Management 
Theory

• The Evolution 
of Scientifi c 
Management 
Theory

• 
Exam

ine and analyse

• 
Appreciation and 

criticalness

• Concept of 
Scientifi c 
Management 
Theory

• Main reason and 
focus for Scien-
tifi c Management 
Theory

C
.S.9.2.1:

9.2.1.2

• Principles 
of Scientifi c 
Management 
Theory

• Principles 
of Scientifi c 
Management 
Theory

• 
Explore and explain

• 
C

ontem
plative

• 
Focus  

• Principles 
of Scientifi c 
Management 
Theory

• Applying 
Principals 
of Scientifi c 
Management 
Theory in 
business

Seven

C
.S.9.2.1:

9.2.1.3

• Scope of the 
Scientifi c 
Management 
Theory

• Scope of the 
Scientifi c 
Management 
Theory

• 
Appreciation 
and criticalness 

• 
C

reativity and 
decisiveness 

• Advantages and 
Disadvantages 
of Scientifi c 
Management 
Theory

• Limitations on 
Scientifi c Manage-
ment theory on 
business

C
.S.9.2.1:

9.2.1.4

• Application 
of Scientifi c 
Management 
Theory in 
business

• Application 
of Scientifi c 
Management 
Theory in 
business

• 
 R

esearch and
       analyse 

• 
Inventive and 

      determ
ination

• Principles 
of Scientifi c 
Management 
Theory used by 
Henry Ford

• Advantages and 
disadvantages of 
Scientifi c Man-
agement Theory 
employed by 
Henry Ford

Eight

C
.S.9.2.1:

9.2.1.5:

• Demand, 
supply and 
specialisation

• Demand, 
supply and 
specialisation

• 
R

esearch

• 
Enterprise

• Market dynamics
• Difference 

between 
Specialisation and 
Division of labour

2,Accounting 
and Finance

C
.S.9.2.2:

9.2.2.1

• Accounting 
and 
accounting 
framework 
and principles

• Accounting 
and 
accounting 
framework 
and principles

• 
Exam

ine

• 
Inventive and 

      determ
ination

• Accounting 
and accounting 
framework and 
principles

Nine

C
.S.9.2.2:

9.2.2.2.

• Purpose and 
functions of 
accounting

• Purpose and 
functions of 
accounting

• 
catego-

rise

• 
Appreci-
ation and 
criticalness

• Purpose and 
functions of 
accounting

C
.S.9.2.:

9.2.2.3

• Importance 
of 
accounting 
in business 
operations

• Importance 
of accounting 
in business 
operations

• 
Evaluate

• 
C

ontem
pla-

tive
• 

Focus 

• Importance 
of accounting 
in business 
operations
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Step 7: Develop the Weekly Teaching Program (Proposed Template) Daily Lesson Plan 
(SBC Template)

1. How to plan a Week’s Lessons from the Term Program. 

1.1  According to the above Termly Program, a Week’s Lessons Outline can be extracted 
and laid out in a sample Weekly Lessons Outline as the one in the table below. 

1.2   Each week’s lessons can be either drawn out of the Learning Objectives or the 
       Knowledge of the Topics listed for each week.
1.3   The sample below shows the following;

• The Weekly Lessons Outline is introduced by its reference Term of the year, 
the Week in the term, the Subject, the Grade, Strand number and name, the 
Unit number and name, the Content standard number and its description and 
Benchmark number and 

• description. 
• Lesson Titles are unpack from the Learning Objectives to be learnt by the students 

from each Topics with the 
• Lesson Objectives that guide what the students are expected to do in the 

lesson’s
• Activities (Teaching/Learning) and determine what is expected to be learnt by 

the 
• students at the end of the lesson.
• The Assessment briefl y describes how the Knowledge, Skills, Attitudes and Values 

will be assessed at the during or as or for learning. 

Term: 
One

Week: 
One

Grade: 
9

Class: 
9A

Strand: 
1. Nature of Business

Units:
1. Foundation of Business

Content Standards:
1.1.  Students will be able explain and utilize communication, computation, and economic principles, concepts, 

processes, procedures, strategies, and systems fundamental to business.

Benchmarks: 
9.1.1.1.  Explain the importance of communicating in a clear, courteous, concise and correct manner at personal 

and professional levels.

Learning Objectives: By the end of the topic, the students should be able to;
• Explain importance of principles of business communication and methods of communication used 

in business

Topic Knowledge Skills Attitude/
Value Lessons Assessment

•  Business   
   communication

•  Business    
    communication

• 
Analyse

•  Critical
•  Sensitivity 

•  Business   
Communication

•  Assessment for 
learning based 
on a knowledge 
checklist

•  Principle 
of good and 
importance 
communica-
tion

•  Assessment for 
learning based 
on a values/
attitudes checklist
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Benchmarks: 
9.1.1.2. Examine communication skills accepted and used in the workplace.

Learning Objectives: By the end of the topic, the students should be able to;

• Explain communication skills used in workplace and types of communication strategies

Topic Knowledge Skills Attitude/
Value Lessons Assessment

• 
Communication 
skills and 
strategies

• 
Communication 
skills and 
strategies

•  Compare
• Categorise

• 
Self-disci-
pline

•  Communica-
tion skills –Tele-
phone etiquette 
and Interview 
skills

•  Communica-
tion strategies
 

•  Assessment 
for learning 
based on skills/
knowledge 
checklist
•  Assessment 
for learning 
based on a 
values-
Attitudes/
Knowledge
Checklist
•  Assessment 
of learning 
based a knowl-
edge assign-
ment rubric 
criteria detailing 
the task de-
scription for 
principles and 
communication 
methods used in 
business
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Standards-Based Lesson Planning
What are Standards-Based Lessons? 

In a Standards-Based Lesson, the most important or key distinction is that, 
a student is expected to meet a defi ned standard for profi ciency. When 
planning a lesson, the teacher ensures that the content and the methods of 
teaching the content enable students to learn both the skills and the concepts 
defi ned in the standard for that grade level and to demonstrate evidence of 
their learning. 

Planning lessons that are built on standards and creating aligned assessments 
that measure student progress towards standards is the fi rst step teacher 
must take to help their students reach success. A lesson plan is a step-by-
step guide that provides a structure for an essential learning.

When panning a standards-based lesson, teacher instructions are very crucial 
for your lessons. How teachers instruct the students is what really points 
out an innovative teacher to an ordinary teacher. Teacher must engage and 
prepare motivating instructional activities that will provide the students with 
opportunities to demonstrate the benchmarks. For instance, teacher should 
at least identify 3-5 teaching strategies in a lesson; teacher lectures, ask 
questions, put students into groups for discussion and role play what was 
discussed.

Why is Standards-Based Lesson Planning Important?

There are many important benefi ts of having a clear and organized set of 
lesson plans. Good planning allows for more eff ective teaching and learning. 
The lesson plan is a guide and map for organizing the materials and the teacher 
for the purpose of helping the students achieve the standards. Lesson plans 
also provide a record that allows good, refl ective teachers to go back, analyse 
their own teaching (what went well, what didn’t), and then improve on it in the 
future.

Standards-based lesson planning is vital because the content standards and 
benchmarks must be comparable, rigorous, and measurable and of course 
evidence based and be  applicable in real life that we expect students to 
achieve. Therefore, teachers must plan eff ective lessons to teach students 
to meet these standards. As schools implement new standards, there will be 
much more evidence that teachers will use to support student learning to help 
them reach the highest levels of cognitive complexity. That is, students will be 
developing high-level cognitive skills. 
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Components of a Standards-Based Lesson Plan

An eff ective lesson plan has three basic components; 

• aims and objectives of the course;
• teaching and learning activities;
• assessments to check student understanding of the topic.

Eff ective teaching demonstrates deep subject knowledge, including key 
concepts, current and relevant research, methodologies, tools and tech-
niques, and meaningful applications.

Planning for under-achievers

Who are underachieving students? 
Under achievers are students who fail or do not perform as expected. Un-
derachievement may be caused by emotions (low self-esteem) and the envi-
ronment (cultural infl uences, unsupportive family)

How can we help underachievement?  

Underachievement varies between students. Not all students are in the 
same category of underachievement. 

Given below is a suggested strategies teachers may adopt to assist undera-
chievers in the classroom. 

• Examine the Problem Individually

It is important that underachieving students are addressed individually by 
focusing on the student’s strengths.

• Create a Teacher-Parent Collaboration

Teachers and parents need to work together and pool their information 
and experience regarding the child. Teachers and parents begin by asking 
questions such as;

- In what areas has the child shown exceptional ability?

- What is the child’s preferred learning styles? 

- What insights do parents and teachers have about the child’s strengths 
and problem areas?

• Help student to plan every activity in the classroom.
• Help students set realistic expectations.
• Encourage and promote the student’s interests and passions.
• Help children set short and long-term academic goals.
• Talk with them about possible goals.
• Ensure that all students are challenged (but not frustrated) by classroom 

activities.
• Always reinforce students. 



 Grade 9

251

Standards-Based Lesson Planning 

To help teachers plan eff ective lessons, there are sample lessons from the fi ve strands provided. 
Teachers are encouraged to study the layout of the diff erent components of these lessons and 
follow this design in their preparation and teaching of each lesson. Planning a good lesson helps the 
teacher in maintaining a standard teaching pattern and does not let the class deviate from the topic.

Sample of Standards-Based Lesson Planning

The following sample lesson can help teachers to plan eff ective lessons. Teachers are 
encouraged to study the layout of the diff erent components of these lessons and follow 
this design in their preparation and teaching of each lesson. Planning a good lesson helps 
the teacher in maintaining a standard teaching pattern which should not deviate students’ 
learning of the concept from the topic.

Strand 1: Nature of Business

Unit 1: Foundations of Business

Content Standard 1.1: Students will be able to explain and utilize communication, computation, 
and economic principles, concepts, processes, procedures, strategies and systems fundamental to 
business.

Benchmark 9.1.1.1: Explain the importance of communicating in a clear, courteous, concise and correct 
manner at personal and professional levels.

Topic: Business communication

Learning Objectives: By the end of this topic students will be able to;

• Explain importance of eff ective communication and principles of business 
communication

• Discuss business communication and methods of communication used in business

Essential Questions

• What is business communication?
• Why is business communication important in business?
• Why is it important to follow the principles of business communication?
• What are some very important questions to answer for eff ective business 

communication?

Core Concepts: Importance of business communication and principles of business communication

Essential Knowledge, Skills, Attitudes and Values  

Knowledge • Business communication, Principles of good, communication, Benefi ts of 
effective communication

Skills • Analyse principle of good communication, Describe benefi t of effective 
communication

Attitudes • Critical, Optimistic
Values • Mutuality, Self- discipline, Sensitivity, Modesty
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Content Background:

Topic: Business communication 

Communication is the process of passing/transmitting of information from one person to 
another. Communication plays a very important role in the smooth fl ow of business operations. 
Business Communication is be defi ned as “the process of transmitting information within the 
business environment”. Employees explain things to customers are examples of business 
communication. For example, a supplier or an employee explaining to customer how to use a 
product. All businesses are profi t motivated and in order to achieve, the systems and strategies 
in place can executed through eff ective communication.

Principles of communication

Communication occurs daily in a business. Good business communication must have a 
clear purpose and must be appropriate for the audience.

A good communicator will always be aware of the receiver of the communication, and takes 
responsibility for what is being communicated and how well it is being communicated. Rather 
than blaming the receiver for not understanding, a good communicator can ask the following 
questions:

• Why do we want to communicate? What is the purpose?
• What is the key message? 
• Who is our audience? What do we need to know about our audience?
• What information is relevant to our purpose and audience?
• How much depth and breadth of information will be included. What is the context 

of the communication? What are the social, cultural and personal factors that will 
infl uence the eff ectiveness of the communication?

• Of all the various methods of communication available to us, and given our answers 
to all the above questions, which are going to be most eff ective?

• Communication at any level from individual to professional level, it must always be:
• Clear – the words used should be able to be understood by the reader or listener. 

There should be no confusion as to the meaning
• Concise – it is better to not make the message too long. Meaning can get lost in the 

long message.
• Correct-It is important that the message sent must be correct or true. A person’s 

reputation for being honest or effi  cient depends on this.
• Courteous – the communication whether written or spoken should be respectful and 

not insulting.

Importance of eff ective communication

• There is no room for misunderstanding or alteration of messages
• Strong management – when managers are strong and good communicators, they are 

better able to manage their team.
• It improves team building
• It boosts growth due to clarity and direction.
• It increases innovation
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Communication process and methods

Communication process includes several elements. The sender “encodes” and sends the 
message, which is then carried through the communication channel to the receiver. The 
receiver then “decodes” the massage, process the information and sends an appropriate 
reply/feedback through the same communication channel.

Communication methods can be either verbal or non-verbal, although we usually combine 
both of these when we communicate in any form. Verbal means communication through 
words. Verbal refers to both written and oral forms of communication.  “Non-verbal” in-
cludes forms of communication such as body language and visual techniques.

Forms of communication; Message can be transmitted through different forms.

• Letter • Circulars 
• Telephone/ mobile phone • Videoconferencing
• Memorandum • Teleconferencing
• Presentation • Networking
• Speeches

Teaching and learning strategies

Teacher Activities Student Activities

(a) Introduction (time in minutes)

Ask questions in relation to the lesson topic.

• Do you know what a business is? 
• How many types of business are there?
• Does all business perform the same 

function?

Build on the answers given by students to ask 
more relating questions about business unit’s 
processes and functions.

Tell the students the importance of learning 
about business.

Listen carefully and answer questions 
(possible answers)

• Yes, I do because my family owns a pig 
farm 

• Yes, I do because there are big shops 
operating all around town

• There many businesses operating in PNG
• Different business operates differently and 

do not sell the same products.

(c) Lesson Body (time in minutes)

(b) Lesson Body    Modeling

Name a type of business and identify the type of 
business unit it falls under.

Listen and observe

(b) Lesson Body    Guided Practice
Ask students to name a type of business and 
which category it falls under and its functions 
and processes.

Listen and answer question
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(b) Lesson Body   Independent Practice

• Give students handouts showing pictures 
and names of different kinds of businesses 
and categories they fall under.

• Ask students to use the handout to identify 
and write the names of the type of category 
and functions.

• Draw a table with two columns titled ‘type of 
business’ & ‘category’ on the board.

• Write the names of types of businesses in 
column 1

• Ask students to write the name of the 
business category or unit in column 2.

• Work in mixed groups.
• Use the handout to identify the type of 

business and category it falls under
• Name and outline functions of different 

businesses
• Observe, listen and write the name of the 

type of business unit besides the type of 
business.

(c) Lesson Conclusion (time in minutes)
(c) Lesson conclusion   Summary

• Sum up by matching the type of business with 
the category if falls under and state its function 
and contributions to business.

Listen carefully

(c) Lesson conclusion   Assessment

Formative Assessment: Checklist
Core Concept: Forms of communication and 
Principles of communication

For all student responses; place a Tick (ü) 
below the Correct Answers and place a Cross 
(û) below the Wrong Answers.

Questions
• From the forms of communication learnt, how 

of them requires information to be written?
• What are the four principles of communication 

at any level from individual to professional 
level? 

7 6 5 4

Clear Concise Correct Courteous 
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Assessment, Monitoring and Reporting
What is Standards-Based Assessment (SBA)?

Standards-Based Assessment is an on-going and a systematic process of 
assessing, evaluating, reporting and monitoring students’ performance 
and progression towards meeting grade and national level expectations. It is 
the measurement of students’ profi ciency on a learning objective of a content 
standard and progression towards the attainment of that content standard 
and benchmark. 

Standards-Based Assessment Cycle

The Standards-Based Assessment Cycle begins with the purpose to assess 
learning. Teachers must always clearly defi ne the purpose and expectations of 
the assessment tasks or activities before starting the assessment. The cycle 
consist the delivery of the assessment, scoring of performance, monitoring or 
learning, evaluating learning and performance, reporting of achievement and 
underachievement, developing interventions for underachievers and advance 
learners and replanning assessment as demonstrated below;

Purpose of Standards-Based Assessment

Standards-Based Assessment (SBA) serves diff erent purposes. These 
include instruction and learning purposes.  The primary purpose of SBA is to 
improve student learning so that all students can attain the expected level of 
profi ciency or quality of learning. 

Enabling purposes of SBA is to:

•   measure students’ profi ciency on well-defi ned content standards, 
benchmarks and learning objectives

 

      

 

 

 

 

 

 

 

 

 

Purpose of 
Assessment 

Performance 
Standard 

Performance Assessment/ Type 
(Test, Project, Assignment, Quiz) 

Performance 
Tasks 

Evaluate Performance 

Report 
Performance 

Score Performance 

Meeting Grade and 
National Level of 

Expectation  

Inadequate 
Progress/ 

Performance below 
expected Levels 

Special needs to 
meet Level of 
Expectancy 

Interventions 
and 

Monitoring 

Re-planning 
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•   ascertain students’ attainment or progress towards the attainment of 
specifi c component of a content standard

•   ascertain what each student knows and can do and what each student 
needs to learn to reach the expected level of profi ciency

•   enable teachers to make informed decisions and plans about how and 
what they would do to assist  weak students to make adequate progress 
towards meeting the expected level of profi ciency

•   enable students to know what they can do and help them to develop and 
implement strategies to improve their learning and profi ciency level

•   communicate to parents, guardians, and relevant stakeholders the 
performance and progress towards the attainment of content standards 
or its components

•  compare students’ performances and the performances of other students

Principles of Standards-Based Assessment

The principle of SBA is for assessment to be;

• emphasing on tasks that should encourage  deeper learning
•  be an integral component of a course, unit or topic and not something to 

add on afterwards
•  a good assessment requires clarity of purpose, goals, standards and 

criteria
•  of practices that should use a range of measures allowing students to 

demonstrate what they know and can do
• based on an understanding of how students learn
•  of practices that promote deeper understanding of learning processes 

by developing students’ capacity for self-assessment
• improving  performance that  involves feedback and refl ection
• on-going rather than episodic
• given the required attention to outcomes and processes
•  be closely aligned and linked to learning objectives, benchmarks and 

content standards

Standards-Based Assessment Process

Teachers are required to use the steps outlined below when planning 
assessment. These steps will guide you to develop eff ective assessments 
to improve student’s learning as well as evaluating their progress towards 
meeting national and grade –level expectations. 

 

 
 
 
 
 
 
 
 
 

Step 1: Identify what 
(knowledge /skills) to assess. 
 

Step 2: Clearly describe the 
purpose of assessment (What 
is that you intend to do by 
assessing students’ 
performance?
 

Step 3: Prepare the 
assessment task to assess 
students’ performance 

 

Step 4: Devise a scoring 
method for scoring students’ 
performance (performance 
standard/criteria/indicator 

 

Step 5: Identify the expected 
level of proficiency
 

Step 6: Develop a descriptor 
for each performance 
standard or criteria  

 

Step 7: Identify qualifiers for performance levels 
(Qualifiers are used to define each of the levels 
of performance (e.g.  all for proficient, few for 
progressing, one for not yet or Excellent 
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Authentic Assessment

Authentic Assessments in Standards-based (SBA) Assessment directly measure student’s 
performance through “real life tasks” or “situations” that resemble “real life situations.” 
Authentic assessment;

• Is performed in a real life context that approximates as much as possible, the use of a 
skill or concept in the real world.

• Is based on the development of a meaningful product, performance or process
• Students develop and demonstrate the application of their knowledge, skills, values 

and attitudes in real life situations which promote and support the development of 
deeper levels of understanding.

• Is mostly associated with assessment as or while learning and assessment for learning 
but occasionally or contextually in summative learning.

• includes assessment activities such as demonstrations, debates, fi eld work, 
simulations, problem solving, project-based learning, Poster Presentations, Research, 
Laboratory work, Refl ections, Problem-based activities, Role Play, Report/Essay, Field 
experience, Field report, Recounts etc.

Advantages of Authentic Activities

• Empower students to take ownership in their learning
• Appreciates Learning experience 
• enables and encourages the Learning experiences to be used as a basis of learning
• Meaningful, relevant, practical
• Assess the actual learning experience which means; you do not need to “teach” and 

then assess, rather you assess actual learning experience while it is actually happening

Authentic Assessment Criteria

In SBA, teachers are encouraged to step out of their traditional assessment and explore 
authentic assessment. The criteria in authentic assessment;

• Looks at students actively engaged in completing a task that represents the 
achievement of a learning objective or standard

• Takes place in real life situations
• Asks students to apply their knowledge, skills, values and attitudes in real life situations
• Students are given the criteria against which they are being assessed
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A Comparison of Authentic and Traditional Assessment

Authentic Assessments Traditional Assessments

• Portfolios, demonstrations, fi eld work, case 
studies, assignments, lab reports

• Students take an active role in process
• Qualitative
• Interpretive
• Focuses on performance, process and 

product
• High level thinking
• Use of rubric
• Use of criterion levels evaluation
• Part of teaching and learning Process
• Shows mastery and learning performance
• Generally extends over time

• Multiple choice tests, true-false, fi ll in the 
blanks, sentence completion, matching, 
diagram completions

• External - (teacher driven - assessing 
performance of teacher rather than the 
student)

• Teacher-centered ( what is appropriate 
and convenient for the teacher  and what 
teacher thinks is good for students and 
decides what should be and should not be 
learnt)

• Quantitative (driven to collect marks)
• Objective
• End product (only looking for the end 

product and not concerned about the 
performance and process)

• Standardized or norm referenced
• Isolated facts
• Low level content
• Generally occurs in “one setting

Standards-Based Assessment Types

In SBA, there are three broad assessments types. 

1. Formative Assessment

Formative assessment includes ‘assessment for and as’ and is conducted during the teaching 
and learning of activities of a topic.

Purposes of assessment for Learning 

• On-going assessment that allows teachers to monitor students on a day-to-day basis. 
• Provide continuous feedback and evidence to the teachers that should enable them 

to identify gaps and issues with their teaching, and improve their classroom teaching 
practice.

• Helps students to continuously evaluate, refl ect on, and improve their learning

Purposes of assessment as Learning

• Occurs when students refl ect on and monitor their progress to inform their future 
learning goals

• Helps students to continuously evaluate, refl ect, and improve their own learning
• Helps students to understand the purpose of their learning and clarify learning goals
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2. Summative Assessment

Summative assessment focuses on ‘assessment of learning’ and is cconducted after or at the 
conclusion of teaching and learning of activities or a topic.

Purposes of assessment of Learning

• Help teachers to determine what each student has achieved and how much progress he/
she has made towards meeting national and grade-level expectations

• Help teachers to determine what each student has achieved at the end of a learning 
sequence or a unit.

• Enable teachers to ascertain each student’s development against the unit or topic 
objectives and to set future directions for learning.

• Help students to evaluate, refl ect on, and prepare for next stage of learning.

Performance Assessment 

Performance assessment is a form of testing that requires students to perform a task rather 
than select an answer from a ready-made list. For example, a student may be asked to 
explain historical events, generate scientifi c hypotheses, solve math problems, converse in a 
foreign language, or conduct research on an assigned topic. Teachers, then judge the quality 
of the student’s work based on an agreed-upon set of criteria. It is an assessment which 
requires students to demonstrate that they have mastered specifi c skills and competencies 
by performing or producing something. 
      
 Types of performance assessment;

I. Products-Oriented
This refers to concrete tangible items that students create through either the visual, written or 
auditory media such as; 

• Creating a health/physical activity poster 
• Video a class game or performance and write a broadcast commentary 
• Write a speech to be given at a school council meeting advocating for increased time 

for health and physical education in the curriculum 
• Write the skill cues for a series of skill photo’s 
• Create a brochure to be handed out to parents during education week 
• Develop an interview for a favourite sportsperson 
• Write a review of a dance performance 
• Essays
• Projects

Performance Assessment 

Performance assessment is a form of testing that requires students to perform a task rather 
than select an answer from a ready-made list. For example, a student may be asked to 
explain historical events, generate scientifi c hypotheses, solve math problems, converse in a 
foreign language, or conduct research on an assigned topic. Teachers, then judge the quality 
of the student’s work based on an agreed-upon set of criteria. It is an assessment which 
requires students to demonstrate that they have mastered specifi c skills and competencies 
by performing or producing something.    
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 Types of performance assessment;

II. Products-Oriented
This refers to concrete tangible items that students create through either the visual, written or 
auditory media such as; 

• Creating a health/physical activity poster 
• Video a class game or performance and write a broadcast commentary 
• Write a speech to be given at a school council meeting advocating for increased time 

for health and physical education in the curriculum 
• Write the skill cues for a series of skill photo’s 
• Create a brochure to be handed out to parents during education week 
• Develop an interview for a favourite sportsperson 
• Write a review of a dance performance 
• Essays
• Projects

III. Performances-Oriented
It deals with observable affective or psycho-motor behaviours put into action such as; 

• Skills check during game play 
• Role plays 
• Offi  ciating a game 
• Debates 
• Performing dance/gymnastics routines 
• Teaching a skill/game/dance to peers 

Performance Standards

Performance standards are measurement standards that are observed through evidence 
outcomes and performance indicators. Evidence outcomes and Performance Indicators 
are used to measure students’ performances, profi ciency, competency, progression and 
achievement of the desired grade or level of expectation.

Performance Standards are concrete statements of how well students must learn what is 
set out in the content standards and benchmarks, often called the “be able to do” of “what 
students should know and be able to do.” Performance standards indicate the quality that 
specifi es how competent a students’ demonstration or performance must be. They include 
explanations of how well students must demonstrate the content, explaining “how good is 
good enough.”

Performance standards:

• measure students’ performance and profi ciency (using performance indicators) in the 
use of a specifi c knowledge, skill, value, or attitude in real life or related situations

• provide the basis (performance indicators) for evaluating, reporting and monitoring 
students’ level of profi ciency in use of a specifi c knowledge, skills, value, or attitude

• are used to plan for individual instruction to help students not yet meeting 
expectations (desired level of mastery and profi ciency) to make adequate progress 
towards the full attainment of benchmarks and content standards

• are used as the basis for measuring students’ progress towards meeting grade-level 
benchmarks and content standards
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• A stem statement for Performance Standard will begin with….”Students will be able 
to……”

• A stem statement for Performance Indicator  will begin with….”Students can be able 
to……”

Assessment Strategies 

It is important for teachers to know that, assessment is administered in diff erent ways. 
Assessment does not mean a test only. There are many diff erent ways to fi nd out about 
student’s strengths and weaknesses.  Relying on only one method of assessing will not refl ect 
student’s achievement. 

Provided in the appendices is a list of suggested strategies you can use to assess student’s 
performances.  These strategies are applicable in all the standards-based assessment types.      

Action Verbs to Assessment Strategies

Cognitive Learning Action Verbs Assessment Strategies

Knowledge - to recall or 
remember facts without 
necessarily understanding 
them

Arrange, defi ne, duplicate, 
label, memorize, name, order,
recognize, relate, recall, 
reproduce, list, tell, describe, 
identify, show, label, collect, 
examine, tabulate, quote

• Prior knowledge inventory, 
misconception/preconception 
check

• Focused listing, empty 
outlines

• Pre-post test, quiz, quick poll

Comprehension – to under-
stand and interpret learned 
information

Classify, describe, discuss, 
explain, express, interpret, 
contrast, predict, associate, 
distinguish, estimate, 
differentiate, discuss, extend, 
translate, review, restate, 
locate, recognize, report

• Minute paper, muddiest (or 
clearest) point

• Observe and evaluate 
a student artifact or 
performance task using a 
rubric

• Directed paraphrasing
• Pre‐post test, quiz
• Interviews

Application – to put ideas 
and concepts to work in 
solving problems

Apply, choose, demonstrate, 
dramatise, employ, illustrate,
interpret, operate, practice, 
schedule, sketch, solve, use,
calculate, complete, show, 
examine, modify, relate, 
change, experiment, discover

• Observe and evaluate a 
student artifact, performance, 
or task using a rubric

• Directed paraphrasing, 
real-world application (apply 
learning in a new context)

• Test, quiz
• Job/internship evaluation, 

skill ratings

Analysis – to break 
information into its
components to see 
interrelationships and
ideas

Analyse, appraise, calculate, 
categorise, compare, contrast,
criticise, differentiate, 
discriminate, distinguish, 
examine, experiment, 
question, test, separate, order, 
connect, classify,
arrange, divide, infer

• Pro and con grid, 
categorizing grid, compare 
and contrast, concept maps

• Observe and evaluate a 
student artifact, performance, 
or task using a rubric

• Journaling
• Job/internship evaluation, 

skill ratings
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Evaluation – to judge the 
value of information based on 
established criteria

Appraise, argue, assess, 
attach, defend, judge, predict, 
rate, support, evaluate, 
recommend, convince, 
judge, conclude, compare, 
summarize

• Refl ection component of a 
portfolio or experience

• Journaling
• Peer evaluation

Affective Learning

appreciate, accept, attempt, 
challenge, defend, dispute, 
join, judge, praise, question, 
share, support

• Refl ection component of a 
portfolio or experience

• Journaling
• Observe and evaluate group 

work
• Surveys, interviews, focus 

groups

Assessment Strategies 
Strategy Description

Analogies
Students create an analogy between something they are familiar with and 
the new information they have learned.  When asking students to explain the 
analogy, it will show the depth of their understanding of a topic. 

Classroom 
Presentations

A classroom presentation is an assessment strategy that requires students to 
verbalize their knowledge, select and present samples of fi nished work, and 
organize their thoughts about a topic in order to present a summary of their 
learning. It may provide the basis for assessment upon completion of a student’s 
project or essay.

Conferences

A conference is a formal or informal meeting between the teacher and a student 
for the purpose of exchanging information or sharing ideas.  A conference 
might be held to explore the student’s thinking and suggest next steps; assess 
the student’s level of understanding of a particular concept or procedure; and 
review, clarify, and extend what the student has already completed

Discussions

Having a class discussion on a unit of study provides teachers with valuable 
information about what the students know about the subject.  Focus the 
discussions on higher level thinking skills and allow students to refl ect their 
learning before the discussion commences.

Essays  

An essay is a writing sample in which a student constructs a response to a 
question, topic, or brief statement, and supplies supporting details or arguments. 
The essay allows the teacher to assess the student’s understanding and/or 
ability to analyse and synthesize information.

Exhibitions/
Demonstrations 

An exhibition/demonstration is a performance in a public setting, during which 
a student explains and applies a process, procedure, etc., in concrete ways to 
show individual achievement of specifi c skills and knowledge.

Interviews   

An interview is a face-to-face conversation in which teacher and student use 
inquiry to share their knowledge and understanding of a topic or problem, 
and can be used by the teacher to explore the student’s thinking; assess 
the student’s level of understanding of a concept or procedure and gather 
information, obtain clarifi cation, determine positions, and probe for motivations.

Learning Logs 
A learning log is an ongoing, visible record kept by a student and recording what 
he or she is doing or thinking while working on a particular task or assignment. It 
can be used to assess student progress and growth over time. 

Observation  

Observation is a process of systematically viewing and recording students 
while they work, for the purpose of making programming and instruction 
decisions. Observation can take place at any time and in any setting. It provides 
information on students’ strengths and weaknesses, learning styles, interests, 
and attitudes. 



 Grade 9

263

Peer Assessment
Assessment by peers is a powerful way to gather information about students 
and their understanding. Students can use set criteria to assess the work of their 
classmates.

Performance 
Tasks  

During a performance task, students create, produce, perform, or present works 
on “real world” issues. The performance task may be used to assess a skill 
or profi ciency, and provides useful information on the process as well as the 
product. 

Portfolios  

A portfolio is a collection of samples of a student’s work, and is focused, 
selective, refl ective, and collaborative. It offers a visual demonstration of a 
student’s achievement, capabilities, strengths, weaknesses, knowledge, and 
specifi c skills, over time and in a variety of contexts. 

Questions And 
Answers (Oral) 

In the question–and-answer strategy, the teacher poses a question and 
the student answers verbally, rather than in writing. This strategy helps the 
teacher to determine whether students understand what is being, or has been, 
presented, and helps students to extend their thinking, generate ideas, or solve 
problems.

Quizzes, Tests, 
Examinations 

A quiz, test, or examination requires students to respond to prompts in order 
to demonstrate their knowledge (orally or in writing) or their skills (e.g., through 
performance). Quizzes are usually short; examinations are usually longer. 
Quizzes, tests, or examinations can be adapted for exceptional students and for 
re-teaching and retesting. 

Questionnaires
Questionnaires can be used for a variety of purposes. When used as a formative 
assessment strategy, they provide teachers with information on student learning 
that they can use to plan further instruction.

Response 
Journals  

A response journal is a student’s personal record containing written, refl ective 
responses to material he or she is reading, viewing, listening to, or discussing. 
The response journal can be used as an assessment tool in all subject areas. 

Selected 
Responses 

Strictly speaking a part of quizzes, tests, and examinations, selected responses 
require students to identify the one correct answer. The strategy can take the 
form of multiple-choice or true/false formats. Selected response is a commonly 
used formal procedure for gathering objective evidence about student learning, 
specifi cally in memory, recall, and comprehension. 

Student 
Self-Assessments  

Self-assessment is a process by which the student gathers information about, 
and refl ects on, his or her own learning. It is the student’s own assessment 
of personal progress in terms of knowledge, skills, processes, or attitudes. 
Self-assessment leads students to a greater awareness and understanding of 
themselves as learners.
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Scoring Methods for Performance Assessment

Assessment can be scored during or after the students have completed the assessment task. 
However, it is best done during a lesson- using a checklist, rating scales & rubrics. 

A rubric is a coherent set of criteria for students’ work that includes descriptions of levels of 
performance quality on the criteria.  Rubrics have two major aspects: coherent sets of criteria 
and descriptions of levels of performance. Rubrics include;

(1)  Descriptions of the of task 
(2)  The scales to be used 
(3)  The dimensions of the task 
(4)  The description of each dimension on the scale 

A Rubric 

• is a scoring guide that helps teachers evaluate student performance, based on a range 
of criteria.

• A rubric lists the criteria, or characteristics, that student work should exhibit and 
describes specifi c quality levels for those criteria.

• Rubrics are a great way to improve communication, learning, and grading fairness.
• Knowing how to create and use rubrics gives you a better understanding of 

assessment and another option for assessing student performance. 
• are descriptive and not evaluative. 
• Of course, rubrics can be used to evaluate, but the operating principle is to match the 

performance to the description rather than “judge” it.
• Thus rubrics are as good or bad as the criteria selected and the descriptions of the 

levels of performance under each. 
• Eff ective rubrics have appropriate criteria and well-written descriptions of performance

Purpose of Rubrics

Like any other evaluation tool, rubrics are useful for certain purposes and not for others. The 
main purpose of rubrics is to assess performances. For some performances, you observe the 
student in the process of doing something, like using an electric drill or discussing an issue. 
For other performances, you observe the product that is the result of the student’s work, like 
a fi nished bookshelf or a written report. 

1.  Support authentic assessment
     While traditional tests measure how well students recall content, rubrics measure how 

well students can apply knowledge to authentic contexts or real-world tasks.

2. Clearly communicate expectations
     Because rubrics defi ne student “quality” in terms of objective criteria and standards, 

they clearly communicate how instructors will evaluate student performance.

3. Improve performance
     Rubrics lead to better student performance. When students understand assignments 

and expectations before they begin, they are more likely to fulfi l them. They 
know what specifi c criteria and standards of excellence will be used to rate their 
performance.
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4. To inspire fairness

Because rubrics have detailed assessment information, students don’t feel that grades 
are assigned subjectively or arbitrarily. Also, when you have more than one grader, a rubric 
allows all graders to apply the same criteria in the same way.

Although rubrics have many benefi ts--and make grading faster and easier-a good 
rubric takes time, eff ort and patience to construct. You’ll probably need to change 
(change, not add to) your grading and assessment methods, based on what you believe 
about learning assessment. Rubrics are best for critical assessments, major projects, and 
other assignments that require a multi-dimensional performance evaluation. The trick is to 
know what type of rubric to create for your situation.

Reasons for Creating Rubrics/Marking schemes

Rubrics or marking schemes are created for;

1. Categories to assess-different components or elements that will assess

• Factual information
• Application
• Analysis
• Writing Skills

2. Criterion for assessment

• Accuracy
• Completeness
• Length or number of examples
• Supported with research
• Range of answer
• Description and support

3. Levels or points 3-5 levels

• Exemplary. Profi cient, acceptable, not acceptable
• Excellent, good, fair, poor
• 10 points, 5 points, 1 point
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Parts of a Rubric

• A rubric is a matrix of criteria and their descriptors. 
• The left side of a rubric matrix lists the criteria (performance standards) for the 

expected product or performance. 
• Across the top of the rubric matrix is the rating scale that provides a set of values for 

rating the quality of performance for each criterion. 
• Descriptors under the rating scale provide examples or concrete indicators for each 

level of performance.
• The dimensions of the task that qualifi es the achievement

Types of Rubrics

1. Analytical Rubric

Analytic rubrics describe work on each criterion separately. For most classroom purposes, 
analytic rubrics are best. Focusing on the criteria one at a time is better for instruction and 
better for formative assessment because students can see what aspects of their work need 
what kind of attention. Focusing on the criteria one at a time is good for any summative 
assessment (grading) that will also be used to make decisions about the future - for example, 
decisions about how to follow up on a unit or decisions about how to teach something next 
year.

Template for Analytic Rubrics

Criteria Beginning Developing Accomplished Exemplary Score

Criteria 1

Description 
refl ecting
beginning

Description 
refl ecting 
movement toward 
mastery level of 
performance

Description refl ecting 
achievement of 
mastery level of 
performance

Description 
refl ecting of 
highest level of
performance
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Criteria 2

Description 
refl ecting 
beginning level 
performance

Description 
refl ecting 
movement toward 
mastery level of 
performance

Description refl ecting 
achievement of 
mastery level of 
performance

Description 
refl ecting of 
highest level of
performance

Criteria 3

Description 
refl ecting 
beginning level 
performance

Description 
refl ecting 
movement toward 
mastery level of 
performance

Description refl ecting 
achievement of 
mastery level of 
performance

Description 
refl ecting of 
highest level of
performance

Criteria 4

Description 
refl ecting 
beginning level 
performance

Description 
refl ecting 
movement toward 
mastery level of 
performance

Description refl ecting 
achievement of 
mastery level of 
performance

Description 
refl ecting of 
highest level of
performance

Holistic Rubrics

Holistic rubrics describe the work by applying all the criteria at the same time and enabling an 
overall judgment about the quality of the work. Holistic rubrics are based on criteria for good 
work and on observation of how the work meets those criteria.

One classroom purpose for which holistic rubrics are better than analytic rubrics is the situation 
in which students will not see the results of a fi nal summative assessment and you will not 
really use the information for anything except a grade. Some high school fi nal examinations 
fall into this category. Grading with rubrics is faster when there is only one decision to make, 
rather than a separate decision for each criterion.

Decide on type of rubric to be used (Holistic or Analytic)

1. When to use Holistic Rubric

• There is no single correct answer/response to a task
• The focus has no the overall quality, profi ciency, or understanding of a specifi c 

content or skills.
• You are assessing large numbers (eg. 150 portfolios)

Holistic Rubric
Score 5 4 3 2 1 0

Description Demonstrate 
complete 
understanding 
of the problem. 
All require-
ments of task 
are included 
in response.

Demonstrate 
considerate 
understanding 
of the problem. 
All require-
ments of task 
are included.

Demonstrate 
partial 
understanding 
of the 
problem. Most 
requirements 
of task are 
included.

Demonstrate 
little under-
standing of the 
problem. Many 
requirements 
of task are 
missing.

Demonstrate 
no under-
standing of the 
problem.

No re-
sponse/ not 
attempted 
task
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2. When to use Analytic Rubric

• Several subjects are assessing the student work.
• Description promote consistent scoring.  
• Stakeholders will be examining the rubric scores.
• Substantial feedback to students or the subjects is desired.
• Outlines of specifi c strengths/weaknesses are anticipated.

Analytic Rubric
Criteria 4 3 2 1

Criteria # 1
Description refl ecting 
highest level of 
performance.

Description 
refl ecting 
mastery level of 
performance.

Description 
refl ecting 
movement 
towards 
mastery level of 
performance.

Description refl ecting 
beginning level of 
performance.

Criteria # 2
Description refl ecting 
highest level of 
performance.

Description 
refl ecting 
mastery level of 
performance.

Description 
refl ecting 
movement 
towards 
mastery level of 
performance.

Description refl ecting 
beginning level of 
performance.

Criteria # 3
Description refl ecting 
highest level of 
performance.

Description 
refl ecting 
mastery level of 
performance.

Description 
refl ecting 
movement 
towards 
mastery level of 
performance.

Description refl ecting 
beginning level of 
performance.

Criteria # 4
Description refl ecting 
highest level of 
performance.

Description refl ect-
ing mastery level of 
performance.

Description refl ect-
ing movement 
towards mastery 
level of perfor-
mance.

Description refl ecting 
beginning level of 
performance.
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General Rubric Matrix

This is a sample of a general rubric matrix that can be used for projects or other 
assessment. The table presents information that you can use or choose from to develop 
your own rubrics.

Criteria Performance Standards (Descriptors)

Beyond

Beyond Standard (s) -Advanced in Performance and Understanding
Consistently demonstrates advanced conceptual problem-solving 
understandings
Consistently generates tasks that make connections between and among 
problem-solving ideas
Consistently applies strategies to unique situations
Consistently demonstrated confi dence to approach tasks beyond the profi ciency 
level for grade Consistently initiates problem-solving investigations

Consistent

Meet Standard (s)-Profi cient in Performance and Understanding
Consistently demonstrates understanding of mathematical standards and 
cluster at the grade level
Consistently demonstrated conceptual understanding
Consistently applies multiple strategies fl exibly in various situations
Understands and fl uently applies procedures with understanding
Consistently demonstrates perseverance and precision
Constructs logical problem-solving arguments of thinking and reasoning
Uses problem-solving skills correctly and appropriately

Inconsistent

Progressing-Not Yet Profi cient in Performance and Understanding
Inconsistently uses tools appropriately and strategically
Demonstrates inconsistent understanding of key problem-solving ideas at grade 
level
Demonstrates inconsistent conceptual understanding of key problem-solving 
ideas at grade level
Inconsistent in understanding and application of grade level appropriate 
strategies
Depends upon assistance of teacher and/or peers to understand and complete 
tasks
Needs additional time to complete tasks
Applies models of problem-solving ideas inconsistently

Seldom

Not Yet -Limited Performance and Understanding
Exhibits minimal understanding of key problem-solving ideas at grade level
Rarely demonstrates conceptual understanding
Seldom provides precise response
Seldom use appropriate strategies
Consistently requires assistance and alternative instruction
Use tools inappropriately to model problem-solving ideas
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Steps to use the general matrix to develop rubrics

Here is a description of the process on how to use the above table and develop the rubric 
for an assessment.

1. Organise the criteria and qualifi er in a four (4) pointer scale as shown below:

Criteria Beyond Consistent Inconsistent Seldom

       
Note:  The qualifi ers Beyond, Consistent, Inconsistent and Seldom are taken from the 

general matrix.

2.  Refer to the general matrix and select an appropriate descriptor under each of the 
qualifi ers to suit your assessment and place it in the table as shown below. 

 
Criteria Beyond Consistent Inconsistent Seldom

1
Consistently 
demonstrates 
advanced 
conceptual 
mathematical 
understandings

Consistently 
demonstrates 
understanding 
of mathematical 
standards and 
cluster at the grade 
level

Inconsistently uses 
tools appropriately 
and strategically

Exhibits minimal 
understanding of key 
mathematic ideas at 
grade level

Note:  The descriptors are taken from the general matrix. The descriptors do not have to be 
in the order as they appear in the general matrix.

3.  If the assessment tasks consist more than one criteria (performance tasks) the 
appropriate descriptors from the general matrix can be used in the rubrics

Criteria Beyond Consistent Inconsistent Seldom

1

Consistently 
demonstrates 
advanced conceptual 
mathematical 
understandings

Consistently 
demonstrates 
understanding 
of mathematical 
standards and 
cluster at the 
grade level

Inconsistently 
uses tools 
appropriately 
and strategically

Exhibits minimal 
understanding of 
key mathematic 
ideas at grade 
level

2

Consistently 
generates tasks that 
make connections 
between and among 
mathematical ideas

Consistently 
demonstrated 
conceptual 
understanding

Demonstrates 
inconsistent 
conceptual 
understanding 
of key 
mathematical 
ideas at grade 
level

Rarely 
demonstrates 
conceptual 
understanding
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3

Constructs logical 
mathematical 
arguments of thinking 
and reasoning

Constructs logical 
mathematical 
arguments of 
thinking and 
reasoning

Depends upon 
assistance of 
teacher and/
or peers to 
understand and 
complete tasks

Consistently 
requires 
assistance 
and alternative 
instruction

Note: Ensure that the descriptors must not be repeated.

4. The general matrix can be used for three (3) pointer scale as shown below:

Criteria Consistent Inconsistent Seldom

1
Consistently 
demonstrates 
understanding of 
mathematical standards 
and cluster at the grade 
level

Inconsistently uses 
tools appropriately and 
strategically

Exhibits minimal 
understanding of key 
mathematic ideas at grade 
level

Note: The steps two and three can be used also for the three (3) pointer scale.
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Scoring of Performance for Formative Assessment 

(Assessment as/while learning and Assessment for learning)

1. Scoring Assessment using Rating Scale

Rating Scales are a type of checklists that judge the degree to which a criteria is met. They 
generally have a scale of between 1- 6 options. 

Types of Rating Scales

There are three (3) commonly used types, these are as follow: 

A.  Frequency Rating Scales

B.  Grade Rating Scales

C.  Number Rating Scales

A.  Frequency Rating Scales

A frequency rating scale scores how often a task is done to meet criteria.
Here is an example of a frequency rating scale used to assess the skill “Collaboration”. This 
frequency rating scale can be used for assessing students during group activity. The collab-
oration focus on students’ ability to be part of a group and work together displaying qualities
such as leadership, patience, tolerance, consideration and guidance. 

Criteria 
Frequency

Always = 4 Sometimes = 3 Rarely = 2 Never - 1

1.  Embraces 
abilities  and 
encourages 
participation

Always 
embraces 
everyone’s 
abilities  and 
encourages 
participation

Sometimes 
embraces 
everyone’s abilities  
and encourages 
participation

Rarely 
embraces 
everyone’s 
abilities  and 
encourages 
participation

Never embraces 
everyone’s 
abilities  and 
encourages 
participation

2.  Ensures 
everyone is 
tasked to an 
activity

Always ensures 
everyone is 
tasked to an 
activity

Sometimes 
ensures everyone 
is tasked to an 
activity

Rarely ensures 
everyone is 
tasked to an 
activity

Never ensures 
everyone is tasked 
to an activity

3.  Encourages 
everyone to 
achieve together

Always 
encourages 
everyone 
to achieve 
together

Sometimes 
encourages 
everyone to 
achieve together

Rarely 
encourages 
everyone 
to achieve 
together

Never encourages 
everyone to 
achieve together

B. Grade Rating Scales

A grade rating scales can be use letters to grade and indicate the students’ level of 
performance or achievement for example A, B, C, D, etc…
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Sample 1

Here is an example of a rubric showing Grade Rating Scale. It is a summative assessment, 
that has been accumulated and the scoring is given in percentage and grade. 

Performance 
Standards/ Criteria

A
90 - 100

B
70 - 89

C
50 - 69

D
0 - 49

Identify reasons for 
developing collaborative 
skills

Identify and explain 
the reasons for 
developing 
collaborative skills

Identify all the 
reasons for 
developing 
collaborative skills

Identify only 
a few of the 
reasons for 
developing  
collaborative 
skills

Identify only 
one reason 
for developing 
collaborative 
skills

Explain the reasons for 
developing collaborative 
skills

Explain all the 
reasons for 
developing 
collaborative skills 
and provide an in-
depth justifi cation 
for some of the 
reasons 

Explain all the 
reasons for 
developing 
collaborative skills

Explain only 
a few of the 
reasons for 
developing 
collaborative 
skills

Explain only 
one reason 
for developing 
collaborative 
skills

Identify reasons for 
fostering collaborative 
skills

Identify and explain 
all the reasons 
for fostering 
collaborative skills

Identify all 
the reasons 
for fostering 
collaborative skills

Identify only 
a few of the 
reasons for 
fostering 
collaborative 
skills

Identify only 
one reason 
for fostering 
collaborative 
skills

Explain the reasons for 
fostering collaborative 
skills

Explain all the 
reasons for fostering 
collaborative skills 
and provide and 
in-depth justifi cation 
for some of the 
reasons

Explain all 
the reasons 
for fostering 
collaborative skills

Explain only 
a few of the 
reasons for 
fostering 
collaborative 
skills

Explain only 
one reason 
for fostering 
collaborative 
skills

Grade rating scale 

Score Range/Percentage Rating (%) Grade
80 – 100 A
70 – 79 B
60 - 69 C
50- 59 D
0 – 49 E

C. Number Rating Scale

A number rating scale that measures students’ preferences, feelings, perceptions and 
interest on a provided numerical scale.
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Here is an example of a number rating scale used to assess the skill “Collaboration”.       
  
Number scales 1 2 3 4 5

Rating Not all true Some truth Unsure True Very true
       
Sample 1

Here is an example of a rubric showing Number Rating Scale, has a rate of 1 indicating Not 
all true to a rate of 5 Very true.

Criteria Number Rating Scale

Collaboration is a 21st century skill that is required in achieving a 
team’s Goals and Aims 1 2 3 4 5

Collaboration involves skills such as leadership, patience, tolerance, 
consideration and guidance.

Sample Rating Scale Descriptive Words

1. Words that describe the skill of selecting ‘the right’ information at varying levels of quality

Excellent Profi cient Adequate Limited
pertinent relevant suitable trivial
insightful meaningful appropriate superfi cial
signifi cant relevant predictable vague
perceptive thoughtful basic questionable
precise logical partially correct confusing
purposeful focused appropriate irrelevant

2. Words that describe the skill of selecting ‘enough’ information at varying levels of quality.

Excellent Profi cient Adequate Limited
comprehensive thorough cursory superfi cial
in-depth suffi cient partial incomplete
rich & detailed specifi c simplistic undeveloped
extensive substantial partial sketchy

3.  Words that describe the skill of evaluating product or connecting insights to personal 
experience at varying levels of quality

Excellent Profi cient Adequate Limited
insightful thoughtful predictable trivial
astute relevant appropriate unfocused
perceptive thoughtful routine trivial
intuitive logical rudimentary unsubstantiated
innovative credible predictable trite
compelling meaningful obvious tenuous

4. Words that describe the skill of designing or constructing at varying levels of quality

Excellent Profi cient Adequate Limited
effi cient practical viable unworkable
innovative effective workable ineffective
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5. Words that describe the skill of organising or formatting information at varying levels of quality

Excellent Profi cient Adequate Limited
skillful systematic simplistic haphazard
purposeful logical methodical disorganised

6. Words that describe the skill of analysing information or data at varying levels of quality

Excellent Profi cient Adequate Limited
accurate logical partially accurate fl awed
insightful logical simplistic unsupported
astute credible plausible inaccurate
precise relevant basic irrelevant

7.   Words that describe the skill of presenting or communicating information or selecting 
appropriate visuals at varying levels of quality

Excellent Profi cient Adequate Limited
vivid interesting simplistic lacks appeal

compelling effective predictable does little to
sustain interest

enhances supports partially supports interferes with
engaging interesting straightforward ineffective
skillful effective appropriate inappropriate
intriguing interesting predictable ineffective

Sample Scoring using Rating Scale to assess “Collaboration”

Criteria 
Frequency

Always = 4 Sometimes = 3 Rarely = 2 Never - 1
1.  Embraces 

everyone’s’ 
abilities  and 
encourages 
participation

Always Embraces 
everyone’s’ abilities  
and encourages 
participation

Sometimes Embraces 
everyone’s’ abilities  
and encourages 
participation

Rarely Embraces 
everyone’s’ abilities  
and encourages 
participation

Never Embraces 
everyone’s’ 
abilities  and 
encourages 
participation

2.  Ensures 
everyone is 
tasked to and 
activity

Always Ensures 
everyone is tasked 
to and activity

Sometimes Ensures 
everyone is tasked to 
and activity

Rarely Ensures 
everyone is tasked 
to and activity

Never Ensures 
everyone is 
tasked to and 
activity

3.  Encourages 
everyone 
to achieve 
together

Always Encourages 
everyone to achieve 
together

Sometimes 
Encourages everyone 
to achieve together

Rarely Encourages 
everyone to 
achieve together

Never 
Encourages 
everyone to 
achieve together

2. Scoring assessment using a Checklist

Check lists are one of the easiest methods of scoring assessment tasks. The criteria i.e. skills, 
cues or tasks are considered separately according to whether they have been accomplished. 

 Types of Checklist include

• Yes/No
• Tick/Cross
• Circling
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• Narrow scale, e.g. Sometimes, rarely, never
• Colouring 
• Symbols (signifi ers), e.g. pictures, facials, artifacts, signs, drawings, concept maps)

Sample Scoring using Yes/No Checklist Scale to assess “Collaboration”

No Criteria Write Yes (score 2) or  No (score 1)

1 Embraces everyone’s’ abilities  and encourages 
participation

2 Ensures everyone is tasked to an activity

3 Encourages everyone to achieve together

Sample Scoring using Tick/Cross Checklist Scale to assess “Collaboration”

No Criteria Place a tick(score 2) or  and X (score 1)

1 Embraces everyone’s’ abilities  and encourages 
participation

2 Ensures everyone is tasked to an activity
3 Encourages everyone to achieve together

Scoring of Performance for Summative Assessment 

Grade rating scales are better scoring tools for summative assessment of students’ 
performance. They indicate students’ level of performance using such as; A, B, C, D etc 

A Grade is given after the accumulated total for a number of assessments has been 
completed either at the end of and assessment period, a topic, a term, a grade or year.

The subject assessment components, tasks and weightings should be able to guide the 
grading of achievements as demonstrated in a rubric designed for this purpose. 

Assessment Components and Task Weighting

The Assessment components and Task Weighting is intended for a Termly Assessment 
Schedule. It anticipated that the assessment components with their weightings may be changed 
by the teachers’ Business Studies Termly Teaching Programs accordingly but the total scores 
allocated for the THEORY ASSESSMENT COMPONENTS (TAC) of 40 Marks and PRACTICAL 
ASSESSMENT COMPONENTS (PAC) 60 Marks should remain as it is the determined as the 
required 40/60 Moderation Components (i.e. 100 marks) for Business Studies Assessments 
per Assessment Period.
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Theory Assessment 
Components (Tac)

(40 Marks)
Total Score/100

Practical Assessment 
Components (Pac) 

(60 Marks)
Total Score/100

Project Portfolio No. 1 10

Steam Project Portfolio No. 1 10

Test No. 1 15 Project No. 1 25

Steam Project No. 1 25
Assignment No. 1 10

Test No. 2 15

Total theory score __________/40 Total practical score ________/60

Total scores of Tac + Pac 
= Total scores Out of 100

__________/100
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Sample Subject Assessment Structure 

The internal assessment for the Business Studies subject is based on the Grades 9 & 10 and 
Grade 11 and 12 Business Studies Syllabus. The fi nal assessment should be based on a range 
and balance of assessment strategies and instruments. Assessment must be both normative 
and criterion.

Component Weighting  Tasks Assessment 
Referencing

Practical Work in 
response to design 
brief (Moderation  
and Projects 
included here?)

60 %
(of mandatory 

total)

Development and application of design 
ideas, safe and skillful use of materials, 
tools and equipment to make a product 
and the identifi ed processes

Criterion 
Referencing
Rubrics?

Design folio 
with outcomes 
of research , 
investigations and 
planning 

20 %
(of mandatory 

total)

Folio showing results of investigation in 
response to design brief, rough notes or 
sketches of design ideas, timelines, fi nal 
drawings or plans, processes used to 
make the product and evaluation reports

Criterion 
Referencing
Rubrics?

Tests
20 %

(of mandatory 
total)

Theory  and also applications in theory Formative

Marks 100 % A combination of design folios, practical applications, 
moderations and tests.

Sample Assessment 

SBC embraces standards and as such, standards must also drive the administration of 
assessments to students. It is important that every student must be given the outline of the 
Assessment that has been planned for the term. Each Term will include 6 pieces (can have any 
number from 4-6) of assessment. Assessment is weighted accordingly.

Assessment 
Type Description Weighting

Topic Tests x 2

Students will be given two topic tests based on the content 
learnt in the term. 1 will be given mid-term and 1 at end-term. 
The test will be comprised of 10 multiple choice questions 
and 5 short written answers. 

1 = 15 marks
1=10 marks

Portfolio Individual Students will be assessed……… 10 marks

Moderation
In groups of four - fi ve, students work to critically engage with 
one another in the required design process. Students will 
address criteria provided in class and prepare and deliver a 
5-10 minute presentation addressing the criteria.  

 30 marks

Project 
(Application)

In groups of three to four, students work to critically engage 
with one another in the assigned project. Sudents will 
address criteria provided in class and prepare and deliver a 
5-10 minute presentation addressing the criteria.  

20 marks

Participation 2 marks will be allocated each day for attendance. Another 3 
marks will be awarded for active participation.  5 marks
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STEAM Assessment

Steps in Developing a STEAM Activity

1. Identify the Real/Authentic Situations that can be solved through the STEAM Activity.

2. Select a well-defi ned a Benchmark in your subject area that will carry the STEAM Activity.

3. Identify related subject areas with their concepts to be used solve the Authentic Situation.

4. Note down the Main parts of the Unit Of Work for the STEAM Activity.

5. Write a Description of the Authentic Situation for the STEAM Activity based on the identifi ed 
Authentic situation.

6. Write down the Task Descriptions for the STEAM Activity in order to approach the Authentic 
situation.

7. Develop the Rubric to Assess the STEAM Activity.

1. Authentic Situation identifi ed for this STEAM Activity

• Students spending too much time using their smart mobile phones on Face book, 
WhatsApp and surfi ng the internet rather than their school work.

• Students still bringing their smart mobile phones to school despite the school rules 
telling them not to. 

• Most schools need to fully utilise their School Rules, Mottos, Missions and Visions 
which determines the way they want to shape our students’ Knowledge, Attitudes 
and Values, during and after, they leave the school at end of G10 and G12.

• Our schools in our country have been labelled as ‘a very good school to a very bad 
school’ due school student fi ghtings and vandalism of school properties.

• Stakeholders of the schools are blaming the school management for the school 
students behaviour problems and parents are transferring their students out of 
schools to others school in the country.

2.  Select a well-defi ned Benchmark in your subject area that will carry/drive/anchor 
the STEAM Activity and its associated Big Idea (product, project etc.)

• Sample: 

i   SUBJECT: BUSINESS STUDIES
ii   BENCHMARK 9.2.5.1. Analyse the impact of 
    information technology on society.
iii BIG IDEA/PRODUCT: Video Clip

3.  Identify other related subject areas with the appropriate 
    concepts to solve the Authentic Situation(s)

• Identify related subject areas with their concepts/Knowledge, Skills, Attitudes and Values 
to be used to solve the Steam 

     Authentic Situation
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4. Descriptions of the Steam Authentic Situation

• Paragraph 1 describes the problem/situation
• Paragraph 2 describes the solution to the problem/situation and who will be responsible 

to take up the task
• Paragraph 3 would mention any rewards/awards for an adequate solution to the 

problem/situation as a booster to create a competitive competition and a promoter 
of critical thinking amongst the students so that they can come out with the best 
products.

5. Write down the Task Descriptions for the STEAM Activity

• Plan and write a short write-up for your video-clip.
• Use the notes to Make a 2-minute video clip to advertise and market your school to the 

public.
• The short video clip must embrace the school rules, motto, and mission and vision 

statements.
• It must also contain messages of new and competent management.
• This video clip has to have the potential to positively change the image of the school
• This 2-miunte video clip must be captivating and totally convincing to attract students 

to want to enroll at your school.
• This clip must not be more than 2 minutes (maximum time limit)
• Present your video clip to be assessed
• Submit both your write-up (on a chart) together with your video clip

6. Developing Rubrics to Assess the Steam Video Clips

1) Decide on type of rubric to be used (Holistic or Analytic)
2) Decide what point scale rubric to use (always use 3, 4 or 5 point-scale) and rating scales to use 

(descriptive words or numerals)
3) Plan the layout to develop the rubric
4) Decide what to assess from the Category of Tasks Description
5) Identify and List down the Category of Tasks Description for the Criteria
6) Reword the Tasks Descriptions to create Criteria

• Plan and write a short write-up for your video-clip. (The write up of the video)
• Use the notes to make a 2-minute video clip to advertise and market your school to 

the public. (The development of the video)
• The short video clip must embrace the school rules, motto, and mission and vision 

statements. (The content of the video)
• It must also contain messages of new and competent management. (The content 

of the video)
• This clip must not be more than 2 minutes (maximum time limit) (The presentation 

of the video)
• Submit both your write-up (on a chart) together with your video clip. (The product)

7. List down the criteria against the Task Descriptions in a table
8. Unpack the Task Descriptions and Identify the essential KSAV that can be assessed
9. Reword the Task Descriptions with the inclusion of KSAVs into a Descriptor statement for 

each criteria and distribute into each Competency Level/Level of Achievement
10. Determine appropriate variance of Qualifi ers for each Descriptors of each Achievement 

Level
11. Determine the appropriate Descriptive Words or Number for Point Scales of the intended 

rubric.  
12. Completed rubric sample: Video clip Assessment Rubric
13. Consider the Applications of the Steam Rubric 
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Sample 4
Strand 2: Business Management
Unit 5: Information Technology

Content Standard 2.5: Students will be able to explain the information technology concepts 
and examine the systems and tools needed to gather, access, analyse, synthesize, evaluate, 
manage, and disseminate information.

Benchmark: 9.2.5.1. Analyse the impact of information technology on society.
Topic: Impact of information technology on society.

Learning Objective: By the end of this Topic, students will be able to demonstrate a 
positive impact of information technology on society

Purpose of Assessing the Topic (Benchmark):
To assess whether students can be able to use mobile technology to positively Impact their 
society and analyse this impacts 

How the Performance Task will be done: Group Project Presentation

Performance Standard: By the end of the project, students will be able to use mobile 
technology to positively impact their community/society. 

Situation (Authentic) 

A school has been faced with the challenge of behavioral issues for some time now and the 
public has lost its confi dence in the school to be a good or genuine school. Most parents 
fear sending their children to his school and always opt to transfer their children in very fi rst 
instances. The Board of Governors of the school has decided to raise the Behavior Standards 
or Benchmarks to a certain degree to improve its image and standards of learning. 

To meet the expectations of the BOG, the principal and teachers intend to market the school 
to the public of NCD to lure students to have the interest to enroll at the school. With such a 
PAST bad reputation, the school will really need to convince the public that they have raised 
their standards and that their school is worth enrolling in it. The Principal and the teachers now 
have a task on hand to convince the public to enroll their children there and they have to try 
every means to do so. 

To achieve this, the school is now requesting the Business and Technology Department to 
design an assessment Task for a certain Grade to assist with the situation. The Business & 
Technology Department has opted to design the task for Grade 9 students as one of their 
projects towards their assessments. The school principal also announces that the best video 
assessed by the B&T Department will be rewarded as it is also a competition.
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Task Descriptions:

• Plan and write a short write-up for your video-clip.
• Use the notes to make a 2-minute video clip to advertise and market your school to 

the public. 
• The short video clip must embrace the school rules, motto, and mission and vision 

statements.
• It must also contain messages of new and competent management. 
• This video clip has to have the potential to positively change the image of the school 
• This 2-miunte video clip must be captivating and totally convincing to attract students 

to want to enroll at your school. 
• This clip must not be more than 2 minutes (maximum time limit).
• Submit both your write-up (on a chart) together with your video clip.
• Teacher will present your video clips for the whole class to observe and use the rubric 

below to assess the video clip.

Materials: Smartphone, butcher papers, markers 

1. Developing Rubrics to Assess Video Clips

i.  Decide on type of rubrics to be used (Holistic or Analytic)
ii.  After you decide, plan the rubrics (what point scale to use 3, 4 or 5 point scale)
iii.  Decide what to assess from the Category
iv.  Categorise the Tasks Description into Criteria
v.  Decide whether you will the Score the Criteria (decided to score criteria as sample).

Sample of Categorising tasks for the rubric

• Plan and write a short write-up for your video-clip. (The write up of the video)
• Use the notes to Make a 2-minute video clip to advertise and market your school to 

the public. (The development of the video)
• The short video clip must embrace the school rules, motto, and mission and vision 

statements. (The content of the video)
• It must also contain messages of new and competent management. (The content of 

the video)
• This video clip has to have the potential to positively change the image of the school
•  (The content of the video)
• This 2-miunte video clip must be captivating and totally convincing to attract students 

to want to enroll at your school. (The content of the video)
• This clip must not be more than 2 minutes (maximum time limit) (The presentation of 

the video)
• Present your video clip to be assessed (The presentation of the video)
• Submit both your write-up (on a chart) together with your video clip. (The product)
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2. Identify and list down categories of tasks

Category Task Description
The write up of the video Plan and write a short write-up for your video-clip. 

The development of the video Use the notes to Make a 2-minute video clip to advertise and 
market your school to the public.

The content of the video

• The short video clip must embrace the school rules, motto, 
and mission and vision statements. 

• It must also contain messages of new and competent 
management. 

• This video clip has to have the potential to positively 
change the image of the school

• This 2-minute video clip must be captivating and total-
ly convincing to attract students to want to enroll at your 
school. 

The Presentation of the video
• This clip must not be more than 2 minutes 
      (maximum time limit) 
• Present your video clip to be assessed 

The product • Submit both your write-up (on a chart) together with your 
video clip. 

3. Unpack the Task Descriptions and Identify the essential KSAV that can be assessed
Category Task Description Essential KSAVs

The write up of the 
video script

Plan and write a short write-up for your 
video-clip. Skill : Procedural Writing 

The development of 
the video

Use the notes to Make a 2-minute video clip to 
advertise and market your school to the public.

Values and attitudes: 
• Teamwork and cooperation
• Creativity
Knowledge: Know about the 
school

The content of the 
video

• The short video clip must embrace the school 
rules, motto, and mission and vision statements. 

• It must also contain messages of new and 
competent management. 

• This video clip has to have the potential to 
positively change the image of the school

• This 2-minute video clip must be captivating and 
totally convincing to attract students to want to 
enroll at your school. 

Knowledge: 
Adequate content about the 
school 
Skill: convincing and persuasive
Values and attitude: 
Encouraging and luring 

The Presentation of 
the video

This clip must not be more than 2 minutes 
(maximum time limit) 
Present your video clip to be assessed 

Skill:
• Time management
• delivery skills (posture, 

language) and
• communication skills
• social skills (relativity and 

connectivity)
• Values and attitude: 

confi dence 

The product Submit both your write-up (on a chart) together with 
your video clip. 

EKSAVs in the Write up  and 
Presentation :
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3. Reword the Task Descriptions with the inclusion of KSAVs into a Descriptor statement for 
each criteria and distribute into each Competency Level/Level of Achievement

4. Determine the appropriate Descriptive Words or Number for Point Scales of the 
intended rubric.  

Criteria: Advanced Progressing Novice Mark

The write up of the 
video script

Skill: Procedural 
Writing
Organized paper of 
video script writing 
procedures  

Organized paper of 
video script writing 
procedures  

Organized paper of 
video script writing 
procedures  

/3

The development 
of the video

Values and attitudes: 
Teamwork and 
cooperation
Creativity
Knowledge: Know 
about the school

The video 
corresponds to the 
2-minutes script and 
illustrates teamwork

The video 
corresponds to the 
2-minutes script and 
illustrates teamwork

The video 
corresponds to the 
2-minutes script 
and illustrates 
teamwork

/ 3

Content of the 
video

Knowledge: 
Adequate content 
about the school 
Skill: convincing and 
persuasive
Values and attitude: 
Encouraging and luring
The short video 
clip embraces the 
core ideas of school 
rules, motto, and 
mission and vision 
statements. 

The short video clip 
embraces the core 
ideas of school rules, 
motto, and mission and 
vision statements.

The short video 
clip embraces the 
core ideas of school 
rules, motto, and 
mission and vision 
statements.

/3

Presentation of the 
video

Skill:
Time management
delivery skills (posture, 
language) and
communication skills
social skills (relativity 
and connectivity)

Values and attitude: 
confi dence

The video clip 
captures essence of 
vital messages of the 
new and competent 
management 
with potentials to 
positively change the 
image of the school 
and captivating and 
convincing to attract 
students to want to 
enroll at the school.

The video clip 
captures essence of 
vital messages of the 
new and competent 
management 
with potentials to 
positively change the 
image of the school 
and captivating and 
convincing to attract 
students to want to 
enroll at the school.

The video clip 
captures essence 
of vital messages 
of the new and 
competent 
management 
with potentials to 
positively change 
the image of 
the school and 
captivating and 
convincing to 
attract students to 
want to enroll at the 
school.

/3
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The product EKSAVs in the Write 
up and Presentation:

Video clip submitted 
at the assessment 
deadline for 
presentations

Video clip submitted 
at the assessment 
deadline for 
presentations

Video clip 
submitted at 
the assessment 
deadline for 
presentations

/3

6. Completed rubric sample: Video clip Assessment Rubric

Criteria Achieved Progressing Novice Marks

Video Script 
Write up

Innovative and well 
organised paper with 
clarity of video script 
writing procedures  

Well organised paper 
with clarity of video script 
writing procedures  

Organised paper 
with some clarity of 
video script writing 
procedures  

/3

Video 
Development

Appropriately 
considered details 
for the video are well 
corresponded to the 
2-minutes script and 
illustrates a well-co-
ordinated teamwork

Considered details for 
the video are mostly 
corresponded to the 
2-minutes script and 
illustrates a coordinated 
teamwork

Some details 
considered for the 
video are partially 
corresponded to 
the 2-minutes script 
and illustrates a less 
coordinated teamwork

/3

Video Clip 
Content

•    The short video 
clip fully 
embraces the 
core ideas of 
school rules, 
motto, and 
mission and 
visionstatements.

•  The short video clip 
mostly embraces the 
core ideas of school rules, 
motto, and mission and 
vision statements.

• The short video clip 
somewhat embraces 
the core ideas of 
school rules, motto, 
and mission and vision 
statements.

/3

Video 
Presentation

•  The video clip fully 
captures essence of 
vital messages of the 
new and competent 
management with 
necessary potentials 
to positively change 
the image of the 
school and really 
captivating and 
totally convincing to 
attract students to 
want to enroll at the 
school.

• The video clip mostly 
captures the essence 
of vital messages of 
the new and competent 
management with most 
potentials to positively 
change the image of 
the school and mostly 
captivating and partially 
convincing to attract 
students to want to enroll 
at the school.

• The video clip 
somewhat captures 
the essence of vital 
messages of the 
new and competent 
management with 
some potentials to 
positively change the 
image of the school 
and almost captivating 
and less convincing 
to attract students to 
want to enroll at the 
school.

/3

Video Clip 
Submission 

Time

•  Video clip 
submitted well 
before the 
assessment deadline 
for presentations

• Video clip submitted just 
before the assessment 
deadline for presentations

•  Video clip submitted 
within the assessment 
time for presentations

/3
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1. How to Score using the rubric

Scoring Rubrics

Criteria Achieved Progressing Novice Scoring

Video Script 
Write up

Innovative and 
well organised 
paper with clarity 
of video script 
writing procedures  

Well organised 
paper with clarity of 
video script writing 
procedures  

Organised paper 
with some clarity of 
video script writing 
procedures  2/3

Video 
Development

Appropriately 
considered details 
for the video are 
well corresponded 
to the 2-minutes 
script and illustrates 
a well-coordinated 
teamwork

Considered details 
for the video are 
mostly corresponded 
to the 2-minutes 
script and illustrates a 
coordinated teamwork

Some details 
considered for the 
video are partially 
corresponded to 
the 2-minutes script 
and illustrates a less 
coordinated teamwork

1/3

Video Clip 
Content

The short video 
clip fully embraces 
the core ideas of 
school rules, motto, 
and mission and 
vision statements.

The short video clip 
mostly embraces the 
core ideas of school 
rules, motto, and 
mission and vision 
statements.

The short video clip 
somewhat embraces 
the core ideas of 
school rules, motto, 
and mission and 
vision statements.

3/3

Video 
Presentation

The video clip 
fully captures 
essence of vital 
messages of the 
new and competent 
management 
with necessary 
potentials to 
positively change 
the image of the 
school and really 
captivating and 
totally convincing 
to attract students 
to want to enroll at 
the school.

The video clip 
mostly captures 
the essence of vital 
messages of the 
new and competent 
management with 
most potentials to 
positively change the 
image of the school 
and mostly captivating 
and partially 
convincing to attract 
students to want to 
enroll at the school.

The video clip 
somewhat captures 
the essence of vital 
messages of the 
new and competent 
management with 
some potentials to 
positively change 
the image of the 
school and almost 
captivating and less 
convincing to attract 
students to want to 
enroll at the school.

3/3

Video Clip 
Submission 

Time

Video clip 
submitted well 
before the 
assessment 
deadline for 
presentations

Video clip submitted 
just before the 
assessment deadline 
for presentations

Video clip submitted 
within the 
assessment time for 
presentations

2/3

11/15

(Note:  when marking the project, each profi ciency level achieved by the students can be circled or 
ticked for easy referencing when scoring)
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2. How to Grade using the rubric

Grading Rubrics

Score Range Grade Qualifi er 
(Profi ciency) Descriptor Percentage

15 -13 A Advanced Description refl ecting highest 
level of performance. 100% - 76% 

12 - 9 B Achieved
Description refl ecting 
mastery level of 
performance.

75% - 46% 

8 - 5 C Progressing
Description refl ecting 
movement towards mastery 
level of performance.

45% - 26%

4 - 0 D Novice
Description refl ecting 
beginning level of 
performance.

25% - 0

3. How to Report using the rubric

A. Reporting an individual student’s performance on the task

Assessment Task Report

Assessment Task: Video Development Project

Name: Grade: Class: Score and 
Grade: /15

Criteria Achieved
A

Progressing
B

Novice
C

Video Script 
Write up

Innovative and well 
organised paper with 
clarity of video script 
writing procedures  

Well organised paper 
with clarity of video 
script writing procedures  

Organised paper with 
some clarity of video 
script writing procedures  

Video 
Development

Appropriately 
considered details 
for the video are well 
corresponded to the 
2-minutes script and 
illustrates a well-
coordinated teamwork

Considered details for 
the video are mostly 
corresponded to the 
2-minutes script and 
illustrates a coordinated 
teamwork

Some details considered 
for the video are 
partially corresponded 
to the 2-minutes script 
and illustrates a less 
coordinated teamwork

Video Clip 
Content

The short video clip 
fully embraces the core 
ideas of school rules, 
motto, and mission and 
vision statements.

The short video clip 
mostly embraces the 
core ideas of school 
rules, motto, and 
mission and vision 
statements.

The short video clip 
somewhat embraces 
the core ideas of school 
rules, motto, and mission 
and vision statements.
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Video 
Presentation

The video clip fully 
captures essence of 
vital messages of the 
new and competent 
management with 
necessary potentials 
to positively change the 
image of the school and 
really captivating and 
totally convincing to 
attract students to want 
to enroll at the school.

The video clip mostly 
captures the essence 
of vital messages of 
the new and competent 
management with most 
potentials to positively 
change the image of 
the school and mostly 
captivating and partially 
convincing to attract 
students to want to 
enroll at the school.

The video clip somewhat 
captures the essence 
of vital messages of 
the new and competent 
management with some 
potentials to positively 
change the image of 
the school and almost 
captivating and less 
convincing to attract 
students to want to enroll 
at the school.

Video Clip 
Submission Time

Video clip submitted 
well before the 
assessment deadline for 
presentations

Video clip submitted 
just before the 
assessment deadline for 
presentations

Video clip submitted 
within the assessment 
time for presentations

(Note: The shaded is the student’s profi ciency score for each task.)

Related links to this Business Studies Benchmark in Business Studies with other subject 
areas:

Subjects Reference Benchmark Codes

1. Arts (Theatre Arts) 9.2.2.2

2. Christian Civic Value Education (CCVE) 9.3.1.3

3. Character Social Development (CSD) 9.1.5.1, 9.1.5.2, 9.1.5.3, 9.1.5.4, 9.1.5.5

4. English 9.2.2.1

5. Social Science (History) 9.2.2.3, 9.2.2.4

6. Social Science (Political Science) 9.3.3.1, 9.3.3.2

7. Technology Industrial Arts (TIA) 9.4.1.4, 9.4.1.5, 9.4.1.6

 (Note: The anchor subject in this sample STEAM assessment is Business Studies.)
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Project Rubric

Category Advanced Satisfactory Partial Credit Unacceptable

9 -10 points 7 - 8 points 1 - 6 points 0 points

Quality/ 
Workmanship

Maximum effort was 
put forth to complete 
the project in a 
professional manner. 
Project demonstrates 
a high degree of 
quality and attention to 
detail. Workmanship is 
excellent.

Some effort was made 
to complete the project 
to a level that was 
suffi cient for grading, 
but does not meet a 
professional level of 
quality or appearance. 
Workmanship is of 
acceptable quality.

Minimal effort was 
made to complete 
the project and 
the quality and 
workmanship is 
sub-par, but still 
meets the minimal 
standard.

Little or no effort 
was made to 
produce a quality 
project. 
Project obviously 
does not meet 
minimal standards.

Creativity/ 
Design

Project refl ects many 
fundamental elements 
of design and creativity. 
Project demonstrates 
an advanced 
understanding of 
creative thinking and 
attention to aesthetics 
and presentation.

Project refl ects some of 
the elements of design 
and creativity, but lacks 
attention to aesthetics 
and presentation.

Project was 
completed, but 
does not refl ect 
the acceptable 
levels of design and 
creativity. 
Effort was minimal 
and project is 
mediocre at best.

Project was not 
completed on 
time or refl ects 
little or no effort 
to complete 
assignment at an 
acceptable level.

Functionality

Project meets or 
exceeds the design 
requirements 
of purpose and 
functionality. 
All elements of the 
design have been met 
and the project does 
what it was designed 
to do.

Project meets 
some of the design 
requirements 
of purpose and 
functionality. 
Not all elements of the 
design have been met, 
but the project does 
what it was designed 
to do.

Project is somewhat 
functional, but 
refl ects minimal 
effort. It is 
intermittent and 
doesn’t always 
do what it was 
designed to do.

Project does 
not work and 
demonstrates a 
lack of effort or 
understanding of 
the basic elements 
of functionality and 
purpose.

Design 
Process

Project refl ects a clear 
understanding and 
application of design 
process including 
evidence of research, 
brainstorming, design 
and problem solving, 
prototyping and testing.

Project refl ects 
some understanding 
and application of 
accepted design 
loop principles and 
sequence including 
evidence of research, 
brainstorming, design 
and problem solving, 
prototyping and 
testing.

Project refl ects 
minimal 
understanding 
and application of 
design process.

Project does not 
show evidence that 
design process 
was used. 
Project does not 
meet accepted 
levels of design 
criteria.

Criteria/ 
Constraints

Project was completed 
with all constraints 
and criteria met or 
exceeded. 
Refl ects attention to 
detail and quality.

Project was completed 
with some of the 
constraints and criteria 
met. 
Refl ects some 
attention to detail, but 
quality is minimal.

Project was 
completed with 
a few of the 
constraints and 
criteria met. 
Refl ects minimal ef-
fort and lacks detail 
or quality.

Project was not 
completed and 
does not refl ect 
the adherence to 
the constraints or 
criteria.
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Time 
Management

Project completed and 
turned in on time. 
Student worked 
diligently when project 
time was available. 
Student was on task 
most of the time.

Project was 
completed, but had 
notable errors. 
Student utilized 
project time somewhat 
effi ciently, but spent 
time socializing. 
Student was on task 
70% - 80% of the time.

Project was not 
turned in on time 
and/or complete. 
The student was on 
task less than 60% 
of the time.

Project was not 
turned in on time 
and was not 
completed. 
Student wasted 
project time and 
at times was 
disruptive to others.

Resource 
Management

Always takes 
responsibility for use 
and care of all building 
components and 
resources. 
Always returns building 
components and 
materials to proper 
storage compartments.

Consistently takes 
responsibility for use 
and care of building 
components and 
resources. 
Somewhat consistent 
in returning building 
components to 
proper storage 
compartments.

Sometimes takes 
responsibility 
for use and 
care of building 
components and 
resources. 
Inconsistent in 
returning building 
components to 
proper storage 
compartments.

Does not take 
responsibility for 
the proper use and 
care of building 
components and 
resources. 
Is careless and 
does not practice 
proper storage and 
safety practices.

Teamwork

Notable teamwork 
shown with a 
determination to 
participate/contribute 
to team success. 
Completed required 
individual tasks that 
contributed to the 
success of the team.

Teamwork was noted, 
but was sometimes 
off task or working 
on non-related tasks. 
Contributed to the 
success of the team, 
but could have been 
more engaged to 
complete tasks 
sooner.

Notable time off-
task with minimal 
effort given for team 
success, or did 
the project alone 
without relying on 
others to do their 
share of the project.

Was not a team 
player. 
Either took over 
project completely, 
or did not engage 
in team direction or 
plans.

Writing/ 
Refl ection

Writing/refl ection is 
very well organized 
and explained. Student 
includes all details in 
design process. 
Document has almost 
no grammatical errors.

Writing/refl ection is 
somewhat organized 
and explained. 
Student includes 
most details in design 
process. 
Document has very 
few grammatical 
errors.

Writing/refl ection is 
not organized and 
explained. Student 
in cludes only a few 
details in design 
process. 
Document has 
many grammatical 
errors.

Writing/refl ection is 
incomplete or not 
turned in. Student 
includes no details 
in design process. 
Document has 
many grammatical 
errors.

Presentation

Presentation was 
well organized and 
presented in a logical 
sequence. 
Presentation refl ects a 
full knowledge of the 
topic with clear answers 
and explanations to 
questions asked.

Presentation was fairly 
organized and most 
information presented 
in a logical sequence. 
Answers to questions 
were vague or lacked 
clarity or accuracy.

Presentation was 
unorganized and 
lacked a logical 
sequence. 
Presentation 
refl ected little 
attention to detail. 
Answers to 
questions were 
inaccurate and 
confusing.

Presentation was 
not acceptable 
and refl ects a lack 
of organization or 
knowledge of the 
topic. 
Presentation shows 
little effort to meet 
expectations.

Reference
Catapult-Good Example http://kidsparkeducation.org/systems/fi les/documents/

Universal Rubric
http://rokenbokeducation.org/sites/default/fi les/curriculum/downloads/
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Performance Assessment Recording, Monitoring and Evaluation

Standards based reporting is and about student understanding and mastering a learning 
standard and less about grades. A standards based report card can list the most important 
skills students should learn in each subject at a particular grade level. Instead of letter grades, 
students receive marks or a code that show how well they have mastered the skills. The marks 
or codes that schools use to represent student progress are;

A - Advanced
B - Profi cient
C - Progressing
D - Novice

The learning standards are basically the learning standards and expectations for each grade 
level. SBC requires a new way of recording and reporting to measure progress. Reporting 
progress is based on the teaching and learning strategies for performance based learning 
which are accurately assessing the performance towards mastery. The teaching model is 
changing therefore the performance measurements of Standards-Based Reporting will be 
more refl ective of learning in the classroom. Hence, SBA lets students know against which 
criteria they will judge their work, and the standards attached to each of the criteria. It tells 
students what is required and allows teachers to gain a sense of how students are doing 
overall based on their achievement of the standards and promotes mastery learning. 

Students Are Provided with Appropriate Feedback that Will Improve their Skills

In a standards-based learning approach, teachers are expected to provide their students with 
quality feedback that will improve student learning. As opposed to the traditional grading 
system that only provides students with a single numerical or letter grade, the standards-based 
grading system requires teachers to provide their students with meaningful and appropriate 
feedback that will accelerate mastery of learning standards. It is believed that  standards-
based grading allowed students to identify their areas of growth and to improve on their own 
competencies.

Teachers need to communicate with their students what each profi ciency score means and  
should be explained to the students’ parents what each score means and how they can help 
their children demonstrate mastery of learning standards expected of them for the subject.

Students Can Track their Progress

In a standards-based grading approach, students understand the meaning of each score that 
they receive. Because there are rubrics that explain the meaning of each profi ciency score, 
students can easily monitor which standards need to be improved further and which learning 
standards have already been met.  As such, students begin to monitor their progress and 
become accountable for their learning goals.

Interventions and Monitoring

Underachievement is poorer than expected performance. Students who consistently display 
performance demonstrative of underachievement are identifi ed and interventions  for regress 
are planned to promote learning. Such interventions should be planned not as a general aspect 
but should address individual students’ limitations in learning and should encourage learning. 
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Monitoring of Students Learning

Monitoring of students learning is done through strategies that teacher devise to track their 
teaching and students achievement. This is through the assessment program, classroom 
teaching, and performance in performance-based learning and students self- assessment in 
achieving the learning standards. 

Re-planning

Re-planning of teaching programs and lesson planning are addressed apart from the planning 
and programming for all other students. This is specifi cally addressing underachievers. Re-
planning includes teaching and learning strategies, resources, remedial activities which can 
be planned into the normal teaching times instead of creating extra times after classes.
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Glossary
Word Defi nition
Authentication An e-commerce technique by which access to Internet or Intranet resources requires the 

user to identify him/herself by entering a username and password

Authorisation
Process of granting or denying user access to a secure system. Usually a two-step 
process beginning with authentication to ensure the user requesting access is who they 
claim to be and then authorization to allow access.

Auto 
responder

Auto-responders allow you to automatically return a pre-set message whenever a 
selected mailbox receives a message. It can also notify a selected mailbox of the receipt 
and response for a transaction that just took place.

B2B Business to business – Transactions that occur between two companies, as opposed to a 
transaction involving a consumer.

B2C Business to consumer – The conducting of commerce by companies, government 
agencies, and institutions with consumers over the Internet.

Digital 
certifi cate

An electronic “credit card” that establishes your credentials when doing business or other 
transactions on the web. A certifi cate usually contains a name, a serial number, a public 
key, an expiration date and the digital signature of the SSL Certifi cation Authority.

Encryption
The scrambling of data in such a way that it can be unscrambled and read only by those 
for whom it is intended. In Radio Frequency Identifi cation (RFID) systems, encryption 
is used to protect information store on a transponder’s microchip or to prevent the 
interception of communications between the tag and reader.

Business plan
A detailed plan setting out the objectives of a business over a stated period, often three, 
fi ve or ten years. For new business it is an essential document for raising capital or loans, 
for a group of companies the business plan is written is often called a cooperate plan

Entrepreneur An individual who undertakes to supply a good or service to the market
Enterprise A business project

Ethical Behaviour judged to be good, just, right and honourable based on principles or guides 
from a specifi c ethical theory

Expenses Money spent on some activity- goods and services
Goods Commodities/products and person property
Cash book A book where records cash, cheque receipts, and cheque payments are kept
Cash fl ow The total amount of cash being received and paid out by a business
Balance sheet A statement of assets and liabilities

Franchise

A licence given to a manufacturer, distributor, trader, etc. to enable them to 
manufacture or sell a named product or service in particular area for a stated 
period. The holder of the license (franchise) usually plays the grantor of the 
license (franchiser) a royalty on sales, often with a lump sum as an advance 
against royalties. Franchisers are common in the fast food’s businesses, petrol 
stations, travel agents etc.

Financial 
Report A document giving a formal account of the revenue and expenses of a business

Journal A daily record of happenings. A book of original entry for recording transactions 
before being transferred to the ledger

Financial 
Statement A document showing the management of money in a business
Market A place where people meet to buy and sell goods (Merchandise)
Mortgage A loan with security taken to purchase a house, building or shares, etc,
Production The act of growing and purchasing goods and services for consumers
impulse 
buying

The buying of a product by a consumer without previous intention and almost 
always without evaluation of completing brands

income Any sum that a person or organisation receives either as a reward for the effort, 
e.g. salary or trading profi t or as a return on investments, e.g. rents or interest
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Internet The world wide web, information that can be examined on computers from all parts of the 
world

Inventory

An inventory count usually takes place at the end of the fi nancial year to confi rm the actual 
quantities support the fi gures given in the book of account. The differences between the 
inventories at the beginning or the end of a the year period are used in the cost of the 
sales for the profi t and loss account and the end inventory is shown on the balance sheet 
as circulating capital

Lease 
Agreement

An agreement in which the owner of an asset (such as land or buildings) sells it to another 
party but immediately enters into an agreement with the purchaser to obtain the right to 
use the asset.

Electronic 
Market

Marketing goods and services on line using the internet

Mortgage A loan with security taken to purchase a house, building or shares, etc.
Production The act of growing and producing goods and services for consumers
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Appendices

Appendix 1

Portfolio
This refers to a collection of student work and additional information gathered over a period 
of time that demonstrates learning progress from a subject /or integrated subjects project. 
Certain sections of the portfolio such as the safety and uses of equipment /or tools have 
to be adjusted /or altered accordingly to suit the subject specifi cs.

Sample Student Portfolio Template

STUDENT PROJECT PORTFOLIO NO: _______________________________________________

Name: ___________________________ Class: ________ Term: _______ Date: ___/___/___

Subject: _______________________ 

Strand: __________________________________________________________________ 

Unit: _____________________________________________________________________

Content Standard #: ______________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
________________________________________________________________

Benchmark #: ________
__________________________________________________________________________________
__________________________________________________________________________________
________________________________________________________________

1. Name Of Project: __________________________________________________________

2. Purpose Of The Project: (State briefl y the reason why you will make the project. Have a   
    complete visualization of any project you wish to make so as to know its usefulness)
   a)_____________________________________________________________________________
   b)_____________________________________________________________________________

3. Idea Generation

a.  Most projects are based on existing ideas. Choose from these list words/phrase 
(substitute, combine, adapt, modify, put to another use, eliminate, reverse/rearrange) 
one word/phrase that provokes your thoughts about your project and goes in line with 
your own ideas about your project. Write this word/phrase in the space provided below.

    ________________________________________________________________________________

b. Explain how this word/phrase is in line with your ideas about your own project.
      _______________________________________________________________________________

_______________________________________________________________________________
___________________________________________
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4. Research 

Your project idea needs to be validated to ensures you’re creating a product people will pay 
for and that you won’t waste time, money, and eff ort on an idea that won’t sell. There are 
several ways you can validate your product ideas, including:

a.  Talking about your idea with family and friends. If you decide to use this validation 
method, prepare a sheet to record your feedbacks like the one below.

Your Project Idea: (Write down your project idea)

Family and friends Names Feedbacks/Responses

1. 

2. 

3.

4.

b.  Sending out a survey to get feedback. If you decide to use this validation method, prepare 
a survey questionnaire like the one below.

Survey on Project Idea: (Write down your project idea)

1. Explain how useful is the furniture/garment to you?
    _______________________________________________________________________________

2. Explain how often do you have this dish?
    _______________________________________________________________________________

3. How much would you like to spend on this garment/furniture if you intend to buy it?
    _______________________________________________________________________________

c.   Consider Safety precautions to be taken in the stages of Planning, Prototyping, 
Production and Marketing.

      1) Elementary fi rst aid and procedures: What is the First aid symbol?

      2) Explain what is workshop safety?
          ____________________________________________________________________________

     3)  How can safety be enforced in working practices to minimize the risks associated 
working environment?

       ______________________________________________________________________________     
       ______________________________________________________________________________

+
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4.  For each of the following stages (Planning, Prototyping, Production and Marketing), 
draw 2 items/tools and describe the type of injury that may occur through the incorrect 
use of each of the items/tools

1. Planning Stage
Item/Tool Injury that may occur

Name: _____________________________________

(Drawing of the item/tool)

1.
2.
3.

Name: _____________________________________

(Drawing of the item/tool)

1.
2.
3.

2. Prototyping Stage
Name: _____________________________________

(Drawing of the item/tool)

1.
2.
3.

Name: ____________________________________

(Drawing of the item/tool)

1.
2.
3.

5.  For each of the injuries described below, state what action you should take to assist the 
teacher.

Injury Action taken by student

A student using knife a cuts his/her fi nger. 
1.
2.

A student cooking burns his/her hand on a hot pot
1.
2.

5. Planning

It’s important to take the time to plan before you begin to build your prototype.

a. Tasting

1)  In terms food, ingredients have to be tasted separately and combination of diff erent 
ingredients needs to tasted together to select a prototype.

b. Sketching

1)  In terms of fabric garments and technology projects, sketches of the various prototypes 
needs to prepared and evaluated for their practicality and usefulness
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VI. Prototyping

a.  Selected projects sketches will be made into prototypes, be sampled and detailed. 
b.  As for food, a recipe would be outlined and cooked to make a sample dish. Make 

appropriate taste evaluation to improve the dish
c.  Fabric garments and technology projects create detailed working diagrams from the 

prototype for patterns or templates if required.

VII. Production

a. Gather the required materials and food items as per your list to for the project idea.
b. For Food, use the confi rmed recipe from the prototype to prepare and create the dish.
c.  Use the confi rmed outlined garment patterns/templates to measure and cut out the 

material pieces for your project idea.  

d.  For technology construction, use the confi rmed cutting list and the detailed working 
diagram to cut out the materials for your project

Product Name

Total Unit (No of Project)

Material List
Quantity Name of Material(s) Description(s) Unit Cost Total Cost

e. Complete the table of the Procedures in the Production 

Procedure (How to make my Project)
No Operations Needed tools/equipment

1

2

3

4

5

6



Business Studies Teacher Guide 

302

VIII. Costing

a. The cost for making the T-shirt are:

1)  Material costs: K____
2)  Labor costs (No of Hours Spent X Your Rate): 10 hrs x K ___ = K____
3)  Selling/Marketing cost: K____

You could add a ____% markup on top of the K___ total it cost to make your product as the 
“plus” of cost-plus pricing. Here’s what the formula looks like:

Cost (K____) x Markup (K____) = Selling price (K___)

IX. Marketing

a.  Review the responses/feedback from the Surveys done for the project idea and inform the 
interested people of the completed project

b.  Put out fl iers to advertise the project to public
c. Use social media to market the product

Appendices 2: Samples of Student Response System Applications

These are web based apps that work with a multitude of devices and operating systems. Here 
are the 4 best student response systems that interface with multiple devices.

1. Kahoot

Kahoot is a utility that allows teachers to create quizzes and surveys, and then send them to 
students. Teachers may allow students an unlimited amount of time to respond to questions, 
or they may set a time limit on each questions. Points are awarded to students both for 
correct answers and for responding quickly with those correct responses. Teachers can 
track students as they make progress.

2. Socrative

Socrative works excellently both for students working on their own or for students who are 
collaborating with one another. Socrative off ers several diff erent ways for instructors to en-
gage their students. There are space races in which students can compete in teams or as 
individuals to answer questions as quickly and accurately as possible. Polls allow instructors 
to receive student feedback.

3. Infuse Learning

Infuse learning is (was!) an excellent student response system for teachers who must support 
students with a variety of learning styles. With infusion a teacher can create questions, quizzes 
and writing prompts and send them to students who are participating in virtual classrooms or 
in an online learning program. What makes Infuse Learning unique is that it allows the teacher 
to give the student multiple response options.
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4. Verso

This is a free utility that teachers can use to create virtual classrooms. Verso works with the 
teacher’s Google Drive account. This means that links, fi les, videos, images, and documents 
from the instructor’s Google Drive can be added to the Verso classroom for students to access. 
Students who enter the classroom will be shown new items that have been added to the 
classroom since their last visit.

https://www.emergingedtech.com/2015/09/top-5-multi-platform-student-response-systems/
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Appendix 3: Assessment Strategies

1. Refl ective writing

Give your students journals and ask them to refl ect on the day’s lesson by writing about what 
they learned as well as what they found challenging. Encourage them to explain how they 
might apply the lesson or skill they learned in real life. You can then review their entries to 
determine your students’ level of understanding and identify areas to focus on.

2. Choral responses

A choral response is a quick and easy way to assess your students’ understanding of a concept 
they just learned. Ask the entire class a question, and evaluate their level of understanding 
based on the number and type of responses you receive. This exercise also encourages all 
students to participate in the question-and-answer process.

3. Presentations

Have students give short presentations to you or the class sharing what they have learned 
about a particular topic. You could also ask them to summarize the lesson’s most important 
concepts. Rather than grading the presentations, use them as an assessment tool to determine 
students’ level of understanding.

4. Four corners

Four corners is an engaging assessment strategy that gets students moving around the room. 
Label each corner of the room with a diff erent level of comprehension: strongly agree, agree, 
disagree and strongly disagree. State facts or details about the current lesson, and ask them to 
stand in the corner of the room that represents their response. Encourage students to explain 
why they chose a certain response so that you can make decisions about future lessons.

5.Lists

Midway through a lesson, pause and ask your students to list a certain number of things 
they’ve learned. Review their lists to determine if students are at the appropriate level of 
understanding. You can also use these lists to identify misunderstandings and areas you need 
to focus on more.

6. One-minute response

Ask your class a question about a topic, and give them one minute to write a response. 
Encourage them to focus on their ideas and information rather than correct spelling, grammar 
and writing conventions. Alternatively, you can ask your students to write a one-sentence 
summary of what they have learned about that topic. Look for detail and understanding in 
their responses

7. Think-pair-share

Think-pair-share is useful for encouraging students to think critically about a topic and allowing 
you to check for understanding. Prompt students with questions about topics like what they 
learned from a lesson or how they connect with what you discussed in class today. Pair them 
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with another student, and have them discuss their ideas. Reconvene as a group, and call on 
diff erent pairs to ask them to share their thoughts.

8. Socratic seminar

Hosting a Socratic seminar empowers students to facilitate their own discussions to develop 
their ideas further. Students ask each other questions about a certain topic, text or starting 
question. This prompts more questions and comments to enhance their understanding of the 
main topic.

9. ABC brainstorming

ABC brainstorming challenges students to create a list of all the letters in the alphabet and 
write down something that begins with each letter that relates to the unit. This can be an 
eff ective individual, pair or group activity. Reviewing these lists may help you learn what 
students understand and what requires more attention, allowing you to modify your lesson 
plans as needed.

10. 3-2-1

This is another technique to encourage students to refl ect on the lessons. It’s particularly 
useful to check for understanding at the end of or near the end of lessons. While the format 
may vary, this strategy typically involves asking students to write down:

• Three things they learned
• Two things they want to learn more about
• One question they have about

11. Concept maps

Concept maps are useful for helping students visualize what they understand about a topic. 
Students can create individual concept maps, or this may be an activity you complete as an 
entire class. Start with the main topic or idea in the middle of the paper, then draw lines out 
to circles that discuss information related to it. Depending on the subject and the age of the 
students, you may also ask them to draw lines connecting similar ideas.

12. 30-second share

During a 30-second share, each student discusses something they learned during the lesson. 
Things like what the student discusses, what language they use and how their response 
connects to the learning targets can help you assess their understanding.

13. Graffi ti wall
Creating a graffi  ti wall is another assessment strategy that may be useful for working with 
visual learners. Cover one of your classroom walls with a large piece of paper, and invite 
students to write or draw on it to show what they learned about a topic. Using this activity 
allows you to identify what students understand and what may require additional lessons for 
them to master. Consider completing this activity during the middle of a unit and leaving the 
wall up for them to continue to add to as they learn more.

Reference sources: https://www.indeed.com/career-advice/career-development/assessment-
strategies
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Appendix 4: BLOOM’S TAXONOMY

LEVEL OF UNDERSTANDING KEY VERBS

CREATING
Can the student create a new 
product or point of view?

Construct, design, and develop, generate, hypothesize, invent, 
plan, produce, compose, create, make, perform, plan, produce, 
assemble, formulate,

EVALUATING
Can the student justify a 
stand or decision?

Appraise, argue, assess, choose, conclude, critique, decide, 
defend, evaluate, judge, justify, predict, prioritize, provoke, rank, 
rate, select, support, monitor,

ANALYSING
Can the student distinguish 
between the different parts?

Analyzing, characterize, classify, compare, contrast, debate, 
criticise, deconstruct, deduce, differentiate, discriminate, 
distinguish, examine, organize, outline, relate, research, separate, 
experiment, question, test, 

APPLYING
Can the student use the 
information in a new way

Apply, change, choose, compute, dramatize, implement, interview, 
prepare, produce, role play, select, show, transfer, use, demon-
strate, illustrate, interpret, operate, sketch, solve, write, 

UNDERSTANDING
Can the student comprehend 
ideas or concepts?

Classify, compare, exemplify, conclude, demonstrate, discuss, 
explain, identify, illustrate, interpret, paraphrase, predict, report, 
translate, describe, classify,

REMEMBERING
Can the student recall or 
remember the information?

Defi ne, describe, draw, fi nd, identify, label, list, match, name, 
quote, recall, recite, tell, write, duplicate, memorise, recall, repeat, 
reproduce, state,
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Appendix 5 : 21ST Century Skills

WAYS OF THINKING

Creativity and innovation
• Think creatively
• Work creatively with others
• Implement innovations 
Critical thinking, problem solving and decision making
• Reason effectively and evaluate evidence
• Solve problems 
• Articulate fi ndings
Learning to learn and meta-cognition 
• Self-motivation
• Positive appreciation of learning
• Adaptability and fl exibility

WAYS OF WORKING

Communication
• Competency in written and oral language
• Open minded and preparedness to listen
• Sensitivity to cultural differences
Collaboration and teamwork
• Interact effectively with others
• Work effectively in diverse teams
• Prioritise, plan and manage projects

TOOLS FOR WORKING

Information literacy
• Access and evaluate information
• Use and manage information
• Apply technology effectively
ICT literacy 
• Open to new ideas, information, tools and ways of thinking
• Use ICT accurately, creatively, ethically and legally
• Be aware of cultural and social differences
• Apply technology appropriately and effectively

LIVING IN THE WORLD

Citizenship – global and local
• Awareness and understanding of rights and responsibilities as a 

global citizen
• Preparedness to participate in community activities
• Respect the values and privacy of others
Personal and social responsibility
• Communicate constructively in different social situations
• Understand different viewpoints and perspectives
Life and career
• Adapt to change
• Manage goals and time
• Be a self-directed learner
• Interact effectively with others
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Appendix 6 :Teaching And Learning Strategies

Strategy Teacher Students

CASE STUDY
Used to extend students’ 
understanding of real life 
issues  

Provide students with 
case studies related to the 
topic of the lesson and 
allow them to analyse and 
evaluate.

Study the case study and 
identify the problem addressed.  
They analyse the problem and 
suggest solutions supported 
by conceptual justifi cations 
and make presentations. This 
enriches the students’ existing 
knowledge of the topic.

DEBATE
A method used to 
increase students’ 
interest, involvement and 
participation

Provide the topic or 
question of debate on 
current issues aff ecting a 
bigger population, clearly 
outlining the expectations 
of the debate. Explain the 
steps involved in debating 
and set a criteria/standard 
to be achieved.

Conduct researches to gather 
supporting evidence about the 
selected topic and summarising 
the points.
They are engaged in 
collaborative learning by 
delegating and sharing tasks to 
group members.  
When debating, they improve 
their communication skills.

DISCUSSION
The purpose of discussion 
is to educate students 
about the process of 
group thinking and 
collective decision.

The teacher opens a 
discussion on certain 
topic by asking essential 
questions. 
During the discussion, the 
teacher reinforces and 
emphasizes on important 
points from students 
responses.  Teacher guide 
the direction to motivate 
students to explore the 
topic in greater depth and 
the topic in more detail.
Use how and why follow-
up questions to guide 
the discussion toward 
the objective of helping 
students understand the 
subject and summarise 
main ideas.

Students ponder over the 
question and answer by 
providing ideas, experiences 
and examples.
Students participate in the 
discussion by exchanging ideas 
with others.
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GAMES AND 
SIMULATIONS

Encourages motivation 
and creates a spirit 
of competition and 
challenge to enhance 
learning

Being creative and select 
appropriate games for 
the topic of the lesson. 
Give clear instructions 
and guidelines. The game 
selected must be fun and 
build a competitive spirit 
to score more than their 
peers to win small prices.

Go into groups and organize.
Follow the instructions and play 
to win

OBSERVATION

Method used to allow 
students to work 
independently to 
discover why and how 
things happen as the 
way they are. It builds 
curiosity. 

Give instructions and 
monitor every activity 
students do

Students possess instinct of 
curiosity and are curious to see 
the things for themselves and 
particularly those things which 
exist around them. A thing 
observed and a fact discovered 
by the child for himself becomes 
a part of mental life of the child. 
It is certainly more valuable to 
him than the same fact or facts 
learnt from the teacher or a 
book. Students 

• Observe and ask essential 
questions

• Record
• Interpret 

PEER TEACHING & 
LEARNING
(power point 
presentations, pair 
learning)
Students teach each 
other using diff erent 
ways to learn from each 
other. It encourages; 
team work, develops 
confi dence, feel free to 
ask questions, improves 
communication skills 
and most important-
ly develop the spirit of 
inquiry.

Distribute topics to groups 
to research and teach 
others in the classroom.
Go through the basics of 
how to present their peer 
teaching.

Go into their established 
working groups.
Develop a plan for the topic.
Each group member is allocated 
a task to work on.
Research and collect 
information about the topic 
allocated to the group.  Outline 
the important points from the 
research and present their 
fi ndings in class. 
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PERFORMANCE-
RELATED TASKS
(dramatization, song/
lyrics, wall magazines)
Encourages creativity 
and take on  the 
overarching ideas  of 
the topic and are able 
to recall them at a later 
date

Students are given the 
opportunity to perform the 
using the main ideas of a 
topic.
Provide the guidelines, 
expectations and the set 
criteria

Go into their established 
working groups.
Being creative and create 
dramas, songs/lyrics or wall 
magazines in line with the topic.

PROJECT
(individual/group) 
Helps students complete 
tasks individually or 
collectively

Teacher outline the steps 
and procedures of how to 
do and the criteria

Students are involved in 
investigations and fi nding 
solutions to problems to real 
life experiences. They carry 
out researches to analyses the 
causes and eff ects of problems 
to provide achievable solutions. 
Students carefully utilize the 
problem-solving approach to 
complete projects.

USE MEDIA &
 TECHNOLOGY to teach 
and generate 
engagement depending 
on the age of the 
students

Show a full movie, 
an animated one, a 
few episodes’ form 
documentaries, you 
tube movies and others 
depending on the lesson.
Provide questions for 
students to answer before 
viewing 

Viewing can provoke questions, 
debates, critical thinking, emo-
tion and reaction.
After viewing, students engage 
in critical thinking and debate 
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Appendix 7: Lesson Plan Template
 
Strand: ………………………………………………………………………………………………….
Unit: ……………………………………………………………………………………………………..
Content Standard: .....................................................................................................................
Benchmark: ……………………………………………………………………………………………..
Topic :  …………………………………………………………………………………………………..
Lesson Topic: ……………………………………………………………………………………………

Lesson Objective (s): By the end of the lesson, students will be able to;

• …………………………………………………………..........................................………………
• ……………………………………………………….........................................………………….
• ……………………………………………………….........................................………………….

Essential Questions:
…………………………………………………………….............……………………………………..
……………………………………………………………….............…………………………………..
……………………………………………………………….............……………………………….....

Knowledge: 
……………………………………………………………................……………..…………………
…………………………………………………………………………...................…………………

Skill(s): 
………………………………………………………………….........………....………………………
…………………………………………………………………….........……....……………………...

Values: 
………………………………………………………………………...........…………………………
………………………………………………………………………...........…………………………

Attitudes:  
…………………………………………………………………………..........………………………
…………………………………………………………………………..........………………………

Teaching and Learning Strategies

Teacher will ….. Student will ….
Introduction (time in minutes)

Body (time in minutes)

Modeling

Guided Practice

Independent Practice

Conclusion (time in minutes)
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Appendix 7: Lesson Plan Template
 
Strand: ………………………………………………………………………………………………….
Unit: ……………………………………………………………………………………………………..
Content Standard: .....................................................................................................................
Benchmark: ……………………………………………………………………………………………..
Topic :  …………………………………………………………………………………………………..
Lesson Topic: ……………………………………………………………………………………………

Lesson Objective (s): By the end of the lesson, students will be able to;

• …………………………………………………………..........................................………………
• ……………………………………………………….........................................………………….
• ……………………………………………………….........................................………………….

Essential Questions:
…………………………………………………………….............……………………………………..
……………………………………………………………….............…………………………………..
……………………………………………………………….............……………………………….....

Knowledge: 
……………………………………………………………................……………..…………………
…………………………………………………………………………...................…………………

Skill(s): 
………………………………………………………………….........………....………………………
…………………………………………………………………….........……....……………………...

Values: 
………………………………………………………………………...........…………………………
………………………………………………………………………...........…………………………

Attitudes:  
…………………………………………………………………………..........………………………
…………………………………………………………………………..........………………………

Teaching and Learning Strategies

Teacher will ….. Student will ….
Introduction (time in minutes)

Body (time in minutes)

Modeling

Guided Practice

Independent Practice

Conclusion (time in minutes)
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Appendix 8: A Sample Scoring Rubric

Criteria Achieved
3

Progressing
2

Novice
1 Scoring

Collecting Data 
for Electronic 
Stock Taking 
System (ESTS)

Well organized 
paper with clarity 
identifying, 
classifying and 
enumerating the 
different items. 

Organized paper with 
some clarity identifying, 
classifying and 
enumerating the different 
items.   

Poorly organized paper 
that lacked clarity 
identifying, classifying 
and enumerating the 
different items.

2/3

Development of 
ESTS

Collaborative-
ly organise and 
categorise data 
of different items. 
Illustrate the most 
likeable way the 
Data can displayed 
in the MS Excel 
Application format.

Display some 
collaboration 
to organise and 
categorise data 
of different items. 
Illustrate a likeable 
way the Data can 
displayed in the MS 
Excel Application 
format.

Display very little 
collaboration 
to organise and 
categorise data 
of different items. 
Illustrate a way the 
Data can displayed 
in the MS Excel 
Application format.

1/3

Content and 
Formulae 
Functions in 
ESTS

Typed accurately 
all the appropriate 
contents for each 
columns and typed 
in the all correct 
formulae function 
symbols for the 
‘SUMrange function’ 
and ‘SUMIF function’ 
in all their correct MS 
Excel cell references

Typed most contents 
in their appropriate 
columns and typed in 
most of the correct 
formulae function 
symbols for the 
‘SUMrange function’ and 
‘SUMIF function’ in some 
of their MS Excel cell 
references

Typed very few 
contents in their 
appropriate columns 
and typed in very 
few formulae function 
symbols for the 
‘SUMrange function’ and 
‘SUMIF function’ in very 
few of their MS Excel 
cell references

3/3

Presentation of 
ESTS

Displayed time 
consciousness with 
adequate delivery 
skills (posture, 
language), expected 
communication 
skills and social 
skill (relativity and 
connectivity)

Mostly time 
consciousness with 
some adequate 
delivery skills (posture, 
language), some 
expected communication 
skills and some social 
skill (relativity and 
connectivity) displayed

Very little time 
consciousness with little 
adequate delivery skills 
(posture, language), 
little expected 
communication skills and 
little social skill (relativity 
and connectivity) 
displayed

3/3

Portfolio of ESTS 
Developments 
and MS Excel 
ESTS – The 
Product

A comprehensive 
portfolio with all the 
Steps in planning, 
designing and de-
veloping the ESTS 
with a complete and 
functional MS Excel 
of the ESTS.

A portfolio with most of 
the Steps in planning, 
designing and devel-
oping the ESTS with 
a complete and mal-
functioned MS Excel of 
ESTS.

A portfolio with very 
few of the Steps in 
planning, designing and 
developing the ESTS 
with an incomplete 
and malfunctioned MS 
Excel of ESTS.

3/3

12/15

Annotation 1
A statement (descriptors) 
describing the expected 
the level of competency for 
each prescribed criteria

Annotation 2
Rating scales 
includes either 
numerical or 
descriptive labels

Annotation 3
Indicators or qualifi ers 
ensures that the levels 
refl ect variance in quality

Annotation 4
Shaded descriptors 
indicating Student’s 
Marks for the 
corresponding criteria
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Appendix 9: Steps in Developing a Rubric

1. List the Main parts of the Unit Of Work for the Rubric
2. Derive the purpose of Assessing the TASK in the Topic (Benchmark)
3. List the Lesson Title and Objective of the assessment task
4. Organise how the Assessment Task would be done: Individually or in Groups 
5. Derive the Performance Standard from the Benchmark
6. Describe the Minor Tasks under the Main Task Description 
7. Rephrase the Minor Tasks to create the Categories
8. List Task Descriptions and Categorise them
9. Unpack the Essential KSAV to be assessed from Task Descriptions
10. Design the Rubric type and decide the point-scale rubric for the assessment task
11. Re-word the Task Descriptions including KSAVs and create the Descriptors  
12. Use Appropriate Qualifi ers for Descriptors for each Achievement Level 

Appendix 9: Performance Assessment Template 

Subject: ________________________________________________________________

Strand:_________________________________________________________________

Unit: ___________________________________________________________________

Content Standard: _______________________________________________________

Benchmark:   ___________________________________________________________

Topic: _________________________________________________________________

Learning Objective: _____________________________________________________

Purpose of Assessment: _________________________________________________

Assessment Strategy: ___________________________________________________

Duration: ______________________________________________________________

Time/Date of Administration: ______________________________________________

Due Date/Time: _________________________________________________________

Performance Standard: __________________________________________________

Performance Tasks______________________________________________________

Performance Assessment Criteria:_________________________________________

Assessment Scoring: ____________________________________________________

Scoring Tool: ___________________________________________________________







‘ISSUE FREE NOT FOR SALE’


