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Internal Assessment Resource

Business Studies Level 1
	This resource supports assessment against:

Achievement Standard 90840 version 2
Apply the marketing mix to a new or existing product

	Resource title: Marketing Mix

	3 credits

	This resource:

· Clarifies the requirements of the standard

· Supports good assessment practice

· Should be subjected to the school’s usual assessment quality assurance process

· Should be modified to make the context relevant to students in their school environment and ensure that submitted evidence is authentic


	Date version published by Ministry of Education
	February 2015 Version 3

To support internal assessment from 2015

	Quality assurance status
	These materials have been quality assured by NZQA.

NZQA Approved number A-A-02-2015-90840-02-4378

	Authenticity of evidence
	Teachers must manage authenticity for any assessment from a public source, because students may have access to the assessment schedule or student exemplar material.

Using this assessment resource without modification may mean that students’ work is not authentic. The teacher may need to change figures, measurements or data sources or set a different context or topic to be investigated or a different text to read or perform.


Internal Assessment Resource

Achievement Business Studies 90840: Apply the marketing mix to a new or existing product
Resource reference: Business Studies 1.4 v3
Resource title: Marketing Mix
Credits: 3
Teacher guidelines

The following guidelines are supplied to enable teachers to carry out valid and consistent assessment using this internal assessment resource.

Teachers need to be very familiar with the outcome being assessed by Achievement Standard Business Studies 90840. The achievement criteria and the explanatory notes contain information, definitions, and requirements that are crucial when interpreting the standard and assessing students against it. 
Context/setting

This activity requires students to apply the marketing mix to a new or existing product. They will conduct research and explain their findings in a format agreed with you. 

Students may work individually on this activity or conduct research as a group before using this information to produce an individual final report or presentation. 

In any case, allow students to negotiate a product of interest to them. This product could be a good or service that is already on the market or one that they have conceptualised themselves. Since the Level 6 learning objectives are explored within the context of a small-to-medium-size business, a product or service from a company of this size may be the most suitable for this activity. 

There are four suggested diagrams that students may wish to generate with respect to the task. This is not an exhaustive list.
Students should complete two of these, but the quality of the explanation of the diagram’s contents (and its relevance to the product) is important when assessing whether the student can apply the marketing mix to a new or existing product across all levels.

A student or group of students may want to research the same business in both this study of the marketing mix and in the activity for the internal assessment of Achievement Standard Business Studies 90841 (1.5): Investigate aspects of human resource processes in a business.
Prior learning 

Students need multiple opportunities to:

· become very familiar with the elements of the marketing mix (as defined in the Learning objective 6-1 section in the Teaching and Learning Guide for Business Studies on the TKI site: http://seniorsecondary.tki.org.nz/Social-sciences/Business-studies)  
· become familiar with Māori business concepts (as listed in the Learning objective 6-1 section in the Teaching and Learning Guide for Business Studies) to ascertain whether the Māori business concept is relevant for the particular product or service
· learn and practise skills to help them explain information and draw conclusions about it (this may include drawing and interpreting graphs, charts, and diagrams and using formula).
Prior to students’ starting this assessment task, provide them with guidance on how they might go about researching a product. You may suggest sources of information (such as company websites, news archives, and market research reports from the Ministry of Economic Development and other reputable sources). You could also guide students in how to approach a company for more information.
Students may also require information and guidance on writing a report or presentation.
Conditions 

It is suggested that students have <teacher to insert time here> hours of in-class and out-of-class time to complete this assessment activity.
Resource requirements
Students may require:

· Internet and library access for research

· software and equipment to help them create and present their report (for example, slide show software or video recording and editing equipment).

Additional information

None.
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Achievement Business Studies 90840: Apply the marketing mix to a new or existing product
Resource reference: Business Studies 1.4 v3
Resource title: Marketing Mix
Credits: 3
	Achievement
	Achievement with Merit
	Achievement with Excellence

	Apply the marketing mix to a new or existing product.
	Apply in detail the marketing mix to a new or existing product.
	Comprehensively apply the marketing mix to a new or existing product.


Student instructions 
Introduction
This assessment activity requires you to apply the marketing mix to a new or existing product. To do this, you will:

· research the theoretical elements of the marketing mix

· choose a new or existing product (or service)

Teacher note: Allow students to select a product of interest to them. It could be a good or service that is already on the market or one that they have conceptualised themselves.
It is suggested that if students do choose a self-conceptualised product/service, there should be an existing industry with potential competitors.
· research how elements of the marketing mix apply to your selected product 

· explain your findings in a report or presentation. 

You may conduct research individually or as a group, but you will take your own notes and present your findings individually.
Teacher note: Adapt these instructions to meet the identified needs of your students.

You will be assessed on the depth and comprehensiveness of the discussion in your individual report or presentation.

Select a report or presentation format that meets your needs. For example, you might produce a written report, podcast, video presentation, or portfolio, or deliver a marketing pitch or slide presentation. 

Teacher note: Allow students to select a report or presentation format that best meets their needs.

In any case, you will be required to submit a list of all your sources of information. These could include, for example, class notes, websites, books, market reports, and magazines. This reference list will not be assessed.

You will have <teacher to insert time here> hours of in-class and out-of-class time to complete this assessment activity.
Teacher note: Adapt the time allowed to meet the identified needs of your students.

Prerequisite task
Conduct research 

Research may be conducted individually or in a group, but you should take your own notes. This task will not be assessed. 

· Read the task in advance.

· Review the elements of the marketing mix: product, price, place, and promotion. 

· Choose a product. You may select a good or service already on the market or make one up yourself. Confirm your choice with your teacher. 

· Ask your teacher to suggest some relevant websites and other sources of information to help you research your selected product. 

· Research your selected product with reference to the marketing mix. See Resource A for some examples of questions you might consider.

· As you work, write or otherwise record notes, take photographs, draw or photocopy diagrams, and create charts, as appropriate. You will use these materials to prepare your final report or presentation.
· Make a list of your sources of information. 

Task

Produce a report or presentation
This task is to be done individually.

· Confirm the format of your report or presentation with your teacher.

· Compile a report or presentation in which you fully explain the marketing mix for your selected product. 

· State relevant business knowledge in relation to the marketing mix to explain why different strategies are/could be used in relation to the product chosen.

· Use specific examples (of packaging features, distribution channels, and promotional strategies, for example) to show how the product is marketed to appeal to its target market.

· Draw on comparisons with competing products.

· Show how elements of the marketing mix work together (as when the product’s price and promotional strategy complement one another and relate to the same target market, for example).

· Integrate a Māori business concept (or concepts) where relevant. 

· As you work, consistently and accurately use appropriate skills to explain your information and conclusions. For example, you could:

· draw a product life cycle diagram to show the current stage of development of your selected product and explain your reasons for identifying it as being at this stage 

· use a graph to show how your product’s price compares to the prices of a range of competing products, and explain the pricing strategy of each 
· create a table as to current market share for the product compared to the major competitors and explain the promotional strategy of each
· map the distribution channels, from manufacturer to customer, for a range of competing products and explain the placement strategy of each. 
· Create a reference list that acknowledges all your sources of information. This will not be assessed.

· Submit your report or presentation to your teacher along with your reference list. If you deliver an oral presentation, you may be required to provide a copy of your script or presentation notes.

Resource A: Sample marketing mix questions

The following are examples of questions you might consider as you apply the four core elements of the marketing mix to your selected product. This is not intended to be a complete list. Nor is it the only way to approach this task. Choose an approach that works best for you and your selected product. 

Product

· What is being sold, and for what is it (or will it be) used? 

· What is the product’s unique selling point?

· How is it (or will it be) packaged?  

· What development stage is your product at: research and development, product introduction, growth, maturity, or decline?  

· What products are the main competitors to your selected product?

Price 

· What is the price (or expected price) of the product? 

· What pricing strategy does this reflect, and why does it apply to your product? 

· How does the product’s price compare to its competitors? 

· Why do these competitors price their products as they do? 

· How does your product’s price relate to its development stage, distribution channel, and other elements of the marketing mix? 

Place

· Where can (or will) customers buy your product? 

· Why are these channels used (or going to be used)? 

· What impact do these channels have on sales? On the brand? 

· What alternative channels of distribution could be used? 

· Where can (or will) customers get information about the product? 

· What distribution channels and strategies do your product’s competitors use? 

· How does your product’s distribution channel relate to its function, packaging, price, and other elements of the marketing mix? 

Promotion

· What are the main characteristics of your product’s target market? You might consider the target customer’s age range, gender, income, or lifestyle aspirations, for example.

· What is your product’s promotion strategy, or what strategy do you propose?

· What methods does the promotion strategy use?

· How does this strategy appeal to the target market? 

· Does your promotion strategy prioritise one aspect of the marketing mix (as when a budget book retailer focuses on price, a coffee shop on place, or a chewing gum brand on point-of-sale promotion)? 

Assessment schedule: Business Studies 90840 Marketing Mix
	Evidence/Judgements for Achievement 
	Evidence/Judgements for Achievement with Merit
	Evidence/Judgements for Achievement with Excellence

	The student has applied the marketing mix to a new or existing product. 

The student will typically do this by:

· defining, describing, identifying, or outlining the marketing mix for a product. For example:

“Aroha Spring Water is bottled spring water that keeps people hydrated. It has a clean, green image. Packaging is an important aspect in the production of bottled water as this is a very competitive market. Its bottles are made of a safe, high-tech plastic that is environmentally friendly, lightweight, and virtually unbreakable. The packaging appeals to consumers who want to drink Aroha Spring Water on the go as it has an easy-grip dimple pattern.” 

· applying appropriate skills and ideas. For example:

The student has correctly drawn a product life cycle diagram and plotted Aroha Spring Water on this diagram. The student has identified Aroha Spring Water as being at the introductory stage of its development, reasoning that it is a new product. 

· stating relevant business knowledge. For example: 

“Aroha Spring Water has adopted a premium-pricing strategy. It is priced higher than its competitors.” 

· stating a Māori business concept (or concepts) where relevant. For example:

“Aroha Water Ltd, the company that makes Aroha Spring Water, values the principle of kaitiakitanga. It is a sustainable company.” 

These descriptions relate to only part of what is required and are indicative only.
	The student has applied in detail the marketing mix to a new or existing product. 

The student will typically do this by: 

· explaining the marketing mix for a product. For example:

“A function of Aroha Spring Water is that it keeps people hydrated using pure spring water with no added chemicals. This purity is important for the health-conscious consumers who are one of its target markets.

“Packaging is an important aspect in the production of bottled water as this is a very competitive market, with many brands currently in the market – some with established names. 

“Aroha Spring Water bottles are made of a safe, high-tech plastic that is environmentally friendly, lightweight, and virtually unbreakable. Because it is portable and durable, the packaging appeals to eco-aware consumers with active lifestyles. The packing is also aesthetically appealing, which is important to image-conscious consumers.”
· consistently applying appropriate skills. For example:

The student has correctly drawn a product life cycle diagram and plotted Aroha Spring Water on this diagram. The student has identified Aroha Spring Water as being at the introductory stage of its development, reasoning that its lack of profit is a result of low revenue and high costs associated with being a new product in the market. 

The student has correctly drawn a price graph and plotted the price of Aroha Spring Water and its two main competitors. The student has explained the pricing strategies of the competitors. For example, the student has explained that Flinders Range Water is priced between $3 and $4 as it is a mass-market product that is sold on price.

· including relevant business knowledge. For example:
“Aroha Spring Water uses a premium pricing strategy because market research showed strong demand for an exclusive, high-quality natural spring water. 

“Aroha Spring Water has a stand at New Zealand Fashion Week and sponsors a Young Māori Designer award. This is an exclusive event that is well attended by the target market. It supports the Aroha Spring Water brand image through association with excellence in Māori design.”
· including a Māori business concept (or concepts) where relevant. For example:

“Aroha Water Ltd, the company that makes Aroha Spring Water, was formed to support the founders’ whānau and to protect the spring from which Aroha water comes. In accordance with the principle of kaitiakitanga, the company acts in a sustainable way. This is emphasised in the product packaging and the brand’s clean, green image.” 
These descriptions relate to only part of what is required and are indicative only.
	The student has comprehensively applied the marketing mix to a new or existing product. 

The student will typically do this by:

· fully explaining the marketing mix for a product. For example:

“A function of Aroha Spring Water is that it keeps people hydrated using pure spring water with no added chemicals. This purity is important for the health-conscious consumers who are one of its target markets. Aroha Spring Water is promoted using information about the purity of the product and the environmental friendliness of its manufacturing processes and packaging. This attracts the affluent, eco-aware, health-conscious consumers who are its target market.
“Packaging is an important aspect in the production of bottled water as this is a very competitive market, with many brands established in the market. There are many brands (where the supply is from New Zealand and overseas) currently trading here.

“The recycle symbol (number 4) on the Aroha Spring Water bottle indicates that the packaging is recyclable in New Zealand, which reinforces its ‘pure’ image. This packaging appeals to those who want to be seen as eco-conscious, and this may increase its market share and profit. A competitor, Flinders Range Water, has budget plastic packaging that is not currently recyclable in New Zealand (as it has a number 7). Even though the product is actually made of recyclable materials, Flinders does not promote this because price is more important than packaging to its target market.

· consistently applying appropriate skills with a high level of accuracy. For example:

The student has accurately drawn a product life cycle diagram and price graph. The student has fully explained their reasoning.

For example, the student has correctly plotted the price of Aroha Spring Water and its two main competitors on a price graph. The student has explained that Aroha Spring Water is a premium product priced at the high end of the market. It is aimed at a specific target market, and the branding makes it more exclusive, and therefore the company is able to charge more. Customers are paying for the natural spring water and the brand image that Aroha Spring Water promotes. This is not the case for Flinders Range and Pure, which are aimed at a more general target market. These competitors do not have as strong a brand image as Aroha Spring Water and command a lower price.

· integrating relevant business knowledge. For example:

“Aroha Spring Water uses a premium pricing strategy because market research showed strong demand for an exclusive, high-quality natural spring water and strong demand for Aroha Spring Water, based on the portability and durability of its packaging and its exclusive brand image.

“Aroha Spring Water created limited edition packaging for Fashion Week. Products with this packaging were sold at a premium price and only at the exclusive event. It was also included in the gift basket given to attendees. The concepts of koha, aroha, and whanaungatanga (kinship and relationship building) are in accordance with the Aroha Spring Water brand.

“Aroha Spring Water’s competitor Flinders Range had tried unsuccessfully to be part of Fashion Week, but its branding was not considered appropriate for the event.”
· integrating a Māori business concept (or concepts) where relevant. For example:

“The principle of kaitiakitanga is a cornerstone of this firm, and Aroha Water Ltd acts in a sustainable way. This is emphasised in the packaging of Aroha Spring Water and the brand’s clean, green image. 

“The product name (aroha) suggests that the product is made in accordance with a love of the land and its people. Aroha is an aspirational concept that appeals to tangata whenua, one of the product’s target markets, and yet is also familiar to most New Zealanders. The product’s main competitor, the cheaper Flinders Range Water, does not have aspirational/cultural branding and does not appeal to the same target market.”
These descriptions relate to only part of what is required and are indicative only.


Final grades will be decided using professional judgement based on a holistic examination of the evidence provided against the criteria in the Achievement Standard.

NZQA Approved
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