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Teaching notes 

Using this issue 
Naomi Birchall 

Here are some suggestions of how you might further develop the articles in the magazine. 

‘Africa: less guilt, more action’ by Ian Marcousé 
(pp. 2–4) 
Ian’s article explores the growing opportunities for UK businesses in targeting African 
markets. It provides an excellent basis for teaching marketing strategies and decision-making 
tools such as Ansoff’s matrix 

‘Setting up online’ by Phil Waterhouse (pp. 6–7) 
Phil’s article looks at the opportunities that the internet provides for people starting their own 
business, in terms of allowing them to compete successfully with well-known, established 
brands with access to much greater levels of marketing expertise and finance. The article is 
particularly useful for AS students studying the topic of enterprise and provides an excellent 
basis for developing analysis and application when discussing the resources available to 
small businesses. 

‘It’s hard to predict’ by Michael Mison (pp. 8–10) 
Michael’s article considers the importance of forecasting in business and also the difficulties 
of doing so accurately. It highlights a critical point for students — namely that all business 
managers are forced to make decisions in the present based on incomplete information and 
unknown future conditions. It also provides helpful explanations of the key tools used for 
forecasting. 

‘Case study: IKEA’ by Phil Waterhouse (pp. 11–12)  
IKEA provides an interesting and highly useful case study of the creation and development of 
a well-known brand. This column outlines its key strategy and its successes and challenges 
to date. A2 students could use the article as a basis for wider research into the UK/European 
furniture industry, investigating the market share of key players, as well as recent trends and 
likely future developments, particularly in the context of current market conditions. 
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‘Business start-up: Rafferty’s Cafe’ by Yvette 
McFadden (pp. 14–15) 
Yvette’s article documents the motivation needed and the challenges faced by an 
entrepreneur trying to set up an independent coffee shop. AS students could carry out 
research into the methods used by large chains (such as Starbucks and Costa Coffee) to 
attract customers, in order to provide Robin with advice on how to build the brand and 
differentiate it from the competition. 

‘Building a business: Scoop at 6’ by Ian Marcousé 
(pp. 16–17) 
Ian’s article takes a detailed look at London-based ice-cream parlour, Scoop, providing a 
valuable insight into the methods used to survive and grow since its start-up 6 years ago.  
Students may find it useful to compare this article with the original written by Ian (see the 
November 2008 edition of BUSINESS REVIEW) and discuss the extent to which the company’s 
objectives and strategies have changed since it was set up. 

‘Smaller Earth’ by Phil Waterhouse (pp. 18–19) 
Phil’s article provides a highly insightful case study into yet another business start-up — in 
this case, a business providing ‘student experiences’. After identifying the key qualities 
needed to become a successful entrepreneur, Phil examines the challenges faced by 
company founder, Chris Arnold, first in getting the business up and running, and then in 
expanding it. Students could use this article — along with the ‘Scoop at 6’, ‘Rafferty’s Cafe’ 
and the ‘Alibaba and the rise of Jack Ma’ case studies — as the basis of a study of 
entrepreneurship, comparing and contrasting different experiences. 

‘It’s the economy, stupid’ by Ian Marcousé 
(pp. 20–22) 
Ian’s article looks at the wider economic and political environment and the apparent failure of 
the UK government to promote international competitiveness and generate economic growth.  
After identifying the key issues, students could be asked to adopt a key government role (e.g. 
the chancellor or the secretary of state for business), then put forward and debate 
suggestions as to what should be should be done to support UK business. 

‘Case study: Hiut Denim’ by Charlotte Rubringer 
(pp. 26–27) 
Charlotte’s column investigates the strategy used by a British company to compete 
effectively in the textile industry, currently dominated by imports from low-cost producing 
countries. It is a great case study for illustrating the meaning of an integrated marketing mix.  
Students could be asked to produce a brief summary of the firm’s product and its pricing, 
promotion and placement strategies. 
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‘Alibaba and the rise of Jack Ma’ by Paul Hoang 
(pp. 28–29) 
Paul’s article provides a useful case study on the background, skills and motivation of a 
successful entrepreneur. Students could be asked to compare Jack Ma’s background and 
business model to those of other — more or less — well-known entrepreneurs. 

‘The urge to demerge’ by Rober Nutter (pp. 30–31) 
A great set of case studies from Robert, providing students with examples of a number of 
companies that have gone through the process of demerging, along with the reasons for and 
consequences of doing so. 


