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PRINTABLE INTERACTIVE NOTEBOOK

FUN Note-Taking!

Great for
Device-Free Days!

Middle School /
High School

NO PREP!
SAVES YOU TIME!

BUSINESS EDUCATION WITH

PRINT




Includes a 53-Page Printable Notehook

GREAT FOR:

« Independent work

« Bell ringers 0 B v P OCUS e
« Exit tickets s Y gy 3 5 ‘ﬁ
« Homework — e g

staBury fjog

Formative assessments

« Tech-Free Learning Activities

Teacher Version w/
COMPOSITION NOTEBOOK NOT INCLUDED Answer Keys Included
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SCIENTIFIC FACT: The more ways students interact with content, the
stronger their understanding and retention.




Includes
Teacher

Instructions
& Grading
Suggestions

Teacher Instructions

This interactive notebook is designed to help students organize course content while building
understanding through writing and reflection.
Each lesson follows the same format:
1. Content Page - Students begin by adding the content page to their interactive notebook. |
recommend projecting the Teacher Version so students can copy the completed n onto t

page. This keeps everyone on the same page and provides a e 3 not wugh
the course.
2. Vocabulary — Afterthe c i :d ued themmoteb hg :sf
record th yin : e]o] ‘en VoK page, > . sh '
: ac 'm a om_ ) ’lana 3. h S \
| C Jest - udes cnti _..d questions that

agel uo.. Map at the ied. Thése questions work well as independent
_.actice, p ardi sio _Jers, exit tickets, or homework. They are also an excellent
option ford whzn\vuu want to provide a meaningful, technology-free learning activity.

*ThY 2acher’s file deliberately does not include answer keys to the critical thinking questions as
answer will vary and responses are subjective.

*The bell ringers/exit tickets will be best delivered if written on the board each day and answered by
students directly in the notebook on plain notebook paper.

By following this consistent structure throughout the course, students will create a notebook that serves
as both a study guide and a valuable reference for future lessons and assessments.

Grading Suggestions

| recommend grading your students' interactive notebooks throughout the course. This enco
caught up, take pride in their work, and put effort into each lesson.
Consider grading the following:

e Notebook participation — St pl
iges are in

e requi 0te} K acth ‘Seee
r ea ready 1we
oW 1t stud und§ and about the
ic/ ninking estid "™ all 5 pols, students
se that demon “ heyun and {t.c content. Responses should go
' apdenclude el ./ detail to explain their thinking.

5 petiod.--not each week
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What is the product or service? How much does it cost?

Great Pencil and Paper Note Taking Activities




Write these terms in your
notebook and define them.

Branding
Packaging
Distribution

Retailer C\ [
) rm lesii[e;é = \

sotitive
Advantage
Advertising
Sales Promotion
Value Proposition

l

Vocabulary Connection




= CRITICAL THINKING QUESTIONS {-’;

Directions: Read each question carefully and write your response in the space provided.
Use details and examples to support your thinking.
A small business has a limited budget. They can only choose two advertising

5 methods from the list on the previous page. Which two would you recommend
/ and why? Consider cost, audience, and effectiveness in your answer.

inesses use a mix of different advertising methods. How can using el
a combination of methods help a business be more successful? Give an

” example of a pmdudoruwicecndexplahwhchﬂreeod\m-ﬁshgmdhods

would use together and why.
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§
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Business Education with De|

| also included critical thinking questions.



Market Segmentation 1
1

2.
3.
4.

o

AW

b

10.

-

What is market segmentation?
Why do businesses divide customers into groups?

MName one type of market segmentation.

How is demographic segmentation different from
psychographic segmentation?

Give an example of geographic segmentation.

Why might a company market the same product differently in
different locations?

Which type of segmentation do you think businesses use
most? Why?

How does market segmentation h

I1siness?

. purchasing
iy influence wi
=2ws important?

_.using change consum
escribe a purchase you made beca
commended it.
hich factor influences you most whe
1y is understanding consumer be ha

rketers?

ing Channels
What is a marketing channel?
Name one online marketing channel.
Mame one traditional marketing channel.
Why do businesses use multiple marketing channels?
Which marketing channel reaches teenagers most
effectively?
How does email marketing differ from social media
markating?
Which marketing channel do you notice the most?
Why might a business advertise on several platforms?
Which marketing channel would you use for a new
business?
Explain why choosing the right marketing channel matters.

| also included 160 bell ringers.

SWOT Analysis

What does SWOT stand for?

What is a business strength?

What is a weakness?

What is an opportunity ?

What is a threat?

Why do businesses complete a SWOT

analysis?

Name one opportunity for a local

business.

8. Name one possible threat to a small
business.

9.  Howcan SWOT improve decision-
making?

10. Which part of SWOT is hardest to
identify?

USP & Positioning
What does USP stand for?
Why is a USP important?
What is brand positioning?
How can a business st

R

T

W=

o,

o

' positioning affect customer

¥

8. erentiation important?
9. 1 vW USP be?
10. have a USP?
PES arysIs
1. 2ESTEL stand for?
2 "EL factor deals with
v
3. includes inflation?
4. inc 7
5. onment?
6.
reg
7. Whydo bugnesses use PESTEL
analysis?
8. How can technology change a business?
9.  Give one example of a political factor.
10. Which PESTEL factor affects businesses

the most?

Branding & Bran

1.
2
3
4
6.
6.
7
8
9.
1

0.

Pricmg Strategie

CENDU B LN

What is a brand?
Why is branding impo
What is brand identity
What is a logo?

How does color affect
What is brand loyalty?
Why is a brand's rep
Name a brand with a
What makes a brand
How does branding in

Why do businessesh
What is cost-plus prici
What is penetration pr
What is psychological
Why do businessesu
Which pricing strateg
What is valu

business?

Basic Marketing Metrics & ROI

AR =R

Customer Da

What does ROI stand for?

Why do marketers use marketing metrics?

What does Customer Acquisition Cost (CAC) measure?
What does Engagement Rate measure?

Which metric helps determine whether a marketing
campaign made money?

Why is it important to know the cost of gaining a customer?
How can businesses increase engagement?

Besides ROI, what other metric helps measure success?
Abusiness spends $500 on advertising and gains 25 new
customers. Which metric would evaluate this?

Why should businesses track several marketing metrics
instead of only one?

hat is custo
hat is the di - graprne and
ychographic
iy do busine customer data?
ich method ers questions directly?
v does webs help a business?
it can purch eveal?
rare surveys ‘

can social and

ymers?
h method of ata is most useful? Why?

owned a bu :h two research methods would
se first?

on&M 3

lication —

3 the purpo

the differen o —irm UG

/1w does social media marketing help businesses?
What is a sales promotion?

Why is word-of-mouth marketing so powerful?

What is content marketing?

Which digital marketing tool tracks website visitors?
What is A/B testing?

If you had a small marketing budget, which promotion
method would you choose?

. Which three promotion methods would you use to market a

new product to high school students?

Product, Price, and Place

oW =

@

What is a product?

What is a Minimal Viable Product (MVP)?
Why is branding important?

What is the purpose of a pricing strategy?
Which pricing strategy starts with a low
price?

What is the difference between B2B and
B2C?

Why should businesses create an MVP
before a full !aunch?

How can brandi
decisions?
Which prici

ence buying

wuld work best for

brand-new
If you starti ‘hat product wg
you sell e it, and wou,
be B2B or




Use |

tape or glue sticks
to attach the pages | §
to the notebook. =5

|| purchase and decide
if you're sa

Vocabu\ary Connection

Consumer Bu.\/ing Process - the s*eps consumers

go Hnmugh when makinﬂ o Purchase;.
(Realize there is a
__problem or need) Need Recogn]ﬁon - rea|izin3 you need a ]orodud'

[ You realize you

need some.+hin3 or service.

Post-Purchase or ﬂmre, s a Information Search . 3 :
| Evaluation ‘ prohlem (Research products Imcor mation Search - | 9 formatio
| eipe | —= el diffammt opti
|

e |[You look

E_l:n_o_oﬁgm the bes to

Purchase - buyinﬂ the Produc‘l‘ or service

</ (Buy the pr

or service.) v artterent

brands or p-rr:iuds.)_ 'Hw.i‘ Was Chos&n.

| You compare
| choices based on
price, quam};, and |

features.
A\

< , Produd‘ or service
[BE, k ?is the best choice. lI J

t d t I Ve | “
5 Al You make the & =

: | Purchase Decision |
u e n s w | l t e . || purchase either | @ (Cheose. the best

[ in-store or [ option.)
| online. |
.

Post-Purchase Evaluation - decidinj if you are

ConSumer and LOYO.H}J = when o consumer

|
|
|
|
1 satisfied with your Purchase.
|
|
|

keeps buyinﬁ the same brand.

vocabulary words
directly on the
notebook pages.

Customer Satisfaction - how happy a customer
is with their Purchase,




Some teachers told
me they prefer
FULL-SIZED SHEETS
for a 3-ring binder
so, | added that size
too!

Post-Purchase )

Evaluation
(Decide if you are
satisfied and whether

YOII. mlun+= )mur

Purchase.
if

You muxe the
purchase either
in-store or
online.

_You realize you
need somdhinﬂ

or there is a

Prol:lem.

[ Purchase Decision

(Choose the best
epton)
- . =
You decide which

Produd‘ or service
is the best choice.

 (Compare different
Brn_mis or products.)

You compare |
choices based on

Frfce., qua|i+7, and

features.

Vocabu|ary Connection

Consumer Bu)ring Process - the si'ePs consumers

90 Hﬂrough when making a Purchase.
Need Re.cosniﬁon - realizins you need a Produc‘l‘

or service.

Informatio

Purchase - buying the Pmdud or service

H’lﬂ."’ was chosen‘

Post-Purchase Evaluation - decidinﬂ if you are

safisfied with your Purchasa.

Consumer Brand I‘_OYO.H’)[ = w}]en 0 consumer
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Customer Safisfaction - how happy a customer
is with their Purchase,
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FULL SEMESTER COURSE

THIS INTERACTIVE

NOTEBOOK GOES Alv;gtggiﬁg'go':bg
GREAT WITH MY aligned with the
m National Business
Education
mm Association’s (NBEA)
Standards
Includes a

Lesson Library
to keep the Teacher
Organized

N O PREP ! BUSINESS EDUCATION WITH




Hi! My name is Denise Leigh. | have been teaching Business
Education for over 25 years! | love collaborating with business
educators all over the world. | am a 2022 Pennsylvania
Teacher of the Year Finalist and relentless lifetime learner and
lover of everything education. Engaging students and
connecting them to their world is my jam!

Thank you for exploring my resources and sharing my passion
for BUSINESS EDUCATION!

Denise Leigh is an expert

on student-led instruction.
She was featured on

CBS Pittsburgh for her

City Collaborative™
Project-Based Business
Education (PBL)
Classroom.




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14

