[image: image1.png]Context



 2004   Enterprising Intrapreneurship:

Putting Academic Learning into Real World Contexts


What a Brilliant Idea.
Tutor’s Notes

Background

This case study asks participants to develop their understanding of how essential it is for a company to encourage innovation from within. Participants are encouraged to think about how innovation can ‘grow’ the business, and take it further in a competitive market place.

In the process participants develop a product idea of their own and stage an ‘Innovation Fair’ to market it.  
Time 1 x 2 hour+, and 1x 3 hour session.
Session 1 - Introduction to Intrapreneurship, brainstorming and product identification and development. (This could be done in 60 minutes with a good groups who can work together before session 2, but really needs 90 minutes plus so that they have time to develop ideas and work on them. Ideally 3 hours so that all the work is done in this session and there is no need to meet between sessions).
Session 2 - Innovation Fair – presenting and evaluating ideas
Overview of the Case Study
This case study was inspired by an innovation developed at Proctor and Gamble by one of the lab technicians, ‘Crest White Strips’ - which made the company millions of dollars. Proctor and Gamble have a very strong belief that all its employees have the potential to have ideas to ‘grow the organisation or grow the business’. These ideas are actively encouraged as part of the annual appraisal system. Each employee needs to be able to demonstrate that they have spent 10% of their time on ideas, they are rewarded accordingly.
The Crest White Strips story will be part of the de-brief to illustrate intrapreneurship at its most successful.

The participants are asked to act as intrapreneurs within a fictitious company, Hazarde ™. Working in groups, the participants are given a brief about the company, and then asked to ‘create a new product’. Internal funding is available and awarded to the winning ideas.

Skills
This case study aims to develop the participant’s skills in the following areas.

Creativity – developing a familiar product into something completely new, 
Communication – thinking on your feet – responding to questions, selling an idea
Team work – dividing tasks effectively amongst the team
Presentation – selling an idea without IT support
Supporting Material

This case study contains tutor notes, participant’s notes and some information on EU legislation on textiles. There is a PowerPoint file you will need in Session 1; these slides could be shown as OHTs.
Session 1 will require flipchart, PowerPoint/OHT, chair, pens, paper, copies of the participant’s brief and one copy the legislation material.

Session 2 will require space for each group to display their product designs – boards or tables.  OHTs and pens.  Copies of the evaluation sheet and the reflection sheet for each participant, and a lottery style method for dividing up participants to visit the stands. 
Planning

Discussion space where everyone in the group can see each other comfortably is very helpful; avoid a tiered lecture theatre if possible. 
For this case study the participants are working in groups - it is intended to provide experience of teamwork. Group size should ideally be about 6 participants. It will be more effective if you assign groups, not friendship groups, to give participants the experience of working with new, unfamiliar people. Please assign the groups numbers, group names help group spirit.
Participants should stay in the same room throughout this case study. This helps with the group dynamics and the lead tutor stays with the participants to answer questions and generally encourage them whilst working. 

How to use the case study
Session 1 
A short lecture sets the background to intrapreneurship. 
Stage One – use the lecture, Intrapreneurship – a brief introduction. See http://www.geog.leeds.ac.uk/courses/other/casestudies/ and select the shorter 20 minute lecture.  Aim to complete the lecture in 20 minutes.

Then you will need a statement: You are all about to become intrapreneurs for the duration of this case study. In order to be able to do this you will need to be able to brainstorm really effectively. 
Ask the participants to form their groups of 6.

Stage Two.  This part of the session is designed to be used in 15 minutes to get groups talking and valuing each other’s creative ideas. It is based around brainstorming. 
This ice-breaker exercise encourages some ‘out of the box’ thinking, problem solving and creative thinking. Keep it moving, so that it is completed in 15 minutes. You might use any or all of:

What elements of problem solving do you use when doing your university work? Make a quick list, you have 90 seconds.
Then ask
What elements of problem solving do you encounter in daily life?  What do you do? What approaches do you use?  Shout out some answers. 
To encourage participation you may want to ask how the individual goes about sorting it out for him/herself.   Allow 90 seconds. 

Then say something like: Problem solving is about developing or generating ideas. It can be about looking at a problem as a challenge and approaching it in a new way. This next exercise is about thinking flexibly and creatively. Brainstorming ideas is the process we will use to express ideas, remember no solution is too off the wall to mention.  Here is a chair and a Flipchart stand.  You might want to bring something else in like a rubber ring, a bamboo cane, a waste paper bin etc.

What can you use these for?   [Let them have the ideas, but prompt if needed – eat dinner off, sledging, hide behind ..] You are aiming for 20+ responses in 5 minutes, to score yourselves - 15 is ok, 20 pretty good, 30 great, any more excellent!
To finish very quickly ask each group to share their ‘wackiest’ idea rather than them all.

Stage 3
So now to the case study. First of all I am going to outline the skills that you will be developing during this case study.

Use the Power Point slides
Slide 2 Expand on Skills:  Creativity; Communication; Team work; Presentation 
Slide 3 – The fictitious company brand – Hazarde For this case exercise imagine you are employed by a company called Hazarde ™ which designs and manufactures clothing and equipment for outdoor pursuits such as waterproof jackets & trousers, tents, skiwear etc. They are of a very high standard and often receive awards within the industry.

Slide 4   However, Hazarde feel the need to diversify but would like to do this by re-designing a product that they already manufacture – the sleeping bag.  They have many varieties of sleeping bag, almost exclusively aimed at people wanting to camp, go backpacking, biking or canoeing, so weight, compactability and water resistance are important.

Slide 5   Hazarde make the three basic bag shapes:   rectangular, tapered and mummy. 
Rectangular bags are roomy and comfortable. Tapered bags follow the shape of the body (wider at the shoulder and narrower at the feet), increase warmth (less air space in the bag) and are lighter. The mummy bag is shaped like a cocoon and has only a single side seam.

So what you need to think about is – what other types of sleeping bags could there be?
So now in your groups YOUR TASK is to design and plan a new style of sleeping bag.
There is handout to help you with this role. 

Hand out the participant’s brief and talk through it. It is recommended that you give a copy of the participant’s brief to each person and one copy of the legislation to each group.

At this point outline what will happen at the next session to give the students a focus.

In the next session you will compare and evaluate the design proposals from the other groups. So next time we meet, you will need to have completed two things

1. Prepared a display of your new product that could get you funding from management within Hazarde™ and assure your jobs for the next three years

2. Prepared some questions to ask the other teams when evaluating their product.

For the display  ‘stands’ we will be in Room XXXX, you can use the poster boards / tables … Expand depending on the availability of space and resources. Emphasise that electronic support; Power Point etc displays are not wanted. This is about using verbal skills of argument and advocacy to persuade ‘stand’ visitors of the merits of your sleeping bag. 
Stage 4 
Use the remainder of the session to encourage the groups to work together. Keep the participants in the room whilst they begin to brainstorm ideas so that you can be there to help if necessary, ensure fair brainstorming, etc.

[Do not reveal the following to the participants unless you think that they are really struggling to find a new reason for a sleeping bag. Bags that could be used in disaster situations – waterproof, with a baby facility - sleeping bags for warm weather with mosquito repellent in the fabric - sleeping bags for disabled people  - for people that like extreme sports etc. etc.  They really need to be thinking differently about uses of the product and new design features.]

Please note that the ‘legislation’ handout is a bit of a red herring, lots of professional speak information, but it does contain useful and relevant information if they spot it. 
Session 2
Give the participants 20 minutes to set up their stands (tables/posters), and then gather them back together to lay out the ground rules and for a short brainstorm.
While the participants are setting up ask them to pick a slip that will determine which stand each person visits.  Lottery tickets are on the last page.  If a student picks out a slip with his own group number on it he should replace the slip and pick again. 

Stage 5

Before we begin, I would like you to think about what you will be doing this session/afternoon. You are visiting 3 stands each to find out as much as you can about the proposed product.  Remember whilst you are visiting other stands, your own must always be manned. Swap around. You will need to be able to answer any questions thrown at you. Think carefully about how you answer your questions, and think about the categories on which you are being marked. (You may want to remind them) 

So let’s have a think about the type of questions you will need to be asking.
Brainstorm this for 5 minutes with ideas on a flipchart. If they are really short of ideas use the Good questions to ask when visiting stands as an OHT and ask them to pick out questions they have covered and those they have missed and update their personal lists
Stage 6
Distribute the scoring sheets below. Explain that participants must visit three stands to ask questions and evaluate the products. They have 60 minutes. During this time no stand must be left unattended, so they must organise themselves to rotate between visiting and manning the stands.
Use the scoring sheet to record impressions and comments. Ask students to give you / lead tutor /  … assigned helper their overall scores for each group as the session progresses. 
As Lead Tutor, please mingle to ask each stand a question, if possible rope in other tutors to help.
Stage 7

Use OHT 2

At the end of this period, ask participants to get into new groups with others who have visited the same stand to prepare feedback for a short presentation.  To arrange the groups organise x meeting points, one per group, and ask participants to go to one of these points and arrange themselves so that they are in a new group of 6. This will take a moment or two. With 6 groups and 36 participants it is not too chaotic; people can see to move to the groups that are short of people. With 12 groups and 72 people it will be more chaotic. It is a good idea to explain the task and challenge the participants to re-organise themselves in under 90 seconds and in silence! The benefit here is that there are new groups (e.g.  all the new group 1 people visited stand 1 but came from a variety of groups). 

Task:   as on OHT 2
Prepare a 5 minute presentation that gives feedback to the stand team. You have OHT and pens available. Make your presentation as professional as possible. 

[Draft a set of bullet points of feedback that is more detailed than in the OHT and presentation. This will be collected when the presentations finish and photocopied for all the group members. Please write clearly and put the group name / number at the top]
This must be constructive, helpful feedback for the team and their product.
You have 15 minutes

During this period ask if anyone has not given you their group scores, collect these and calculate the participant’s ‘straw poll’ winner. A chocolate prize or two may be appropriate here, but do not reveal the results until after the presentations.  

Presentations with questions. Allow 5 minutes and keep discussion moving.  
With 12 groups you may choose to ask for 4 presentations and to do the rest by distributing the participant comments asap to all group members. Hence the task in [] on the OHT. If a photocopier and helper are available the paperwork can be copied while the debriefing is happening and distributed before the end of the session. 
Announce the participant’s ‘straw poll’ winners with a chocolate prize or two, three, four …
Stage 8    De-briefing    Allow 35-40 minutes
We suggest 10 minutes for the first section, 10 minutes to explain the P&G story, 10 minutes for next section and  10 minutes to complete the feedback sheet.  
Some suggested questions
OK so that was fun, and you all worked very hard but what did you actually learn?

Let’s look at the skills again – give me examples of when you used……..

Creativity ……
Communication ……
Team work ……
Presentation ……
How did it feel to be asked questions, to think on your feet?

Were you prepared?

Did you sell your product effectively?

If you had to do the whole thing again, what would you change?
What can you add to you PDP / progress file from this experience?
Ok so now I’m going to tell you about the real story of innovation that prompted the writing of this case.

Proctor and Gamble - have you all heard of P&G?
It is 150 years old and was originally a candle business which started in Cincinnati - was then known as ‘Porkopolis’ because of the huge numbers of pigs that were farmed. They used the fat from the pigs to make candles and glycerine to make soap.

Soap and fats were the basis of all their original products.

It is now the 55th largest company in the world, employing 100,000 people with sales of $44 billion. 
P&G is divided into Global Business units, one of which is Oral Healthcare. The global business units are like independent companies with links only at the highest level.

All employees are expected to be creative and innovative; in fact 10% of everyone’s time should be spent on thinking about how to grow the business or how to grow the organisation. This means being very aware of opportunities to new and innovative opportunities. New ideas can directly lead to promotion and rewards.

This is an example of the development of an idea - 

Market research showed people all over the world want whiter teeth. P & G needed to know what ‘white teeth’ actually meant so they developed a machine called dial-a-smile which used a highly sophisticated camera and computer enhancement programme. They researched on a world-wide basis for six months asking people what they would change about their smile.
Everyone wanted whiter teeth.  There is bleach in whitening toothpaste but people don’t brush their teeth for long enough to allow it to work; brushing for about an hour a day is required to make an impact. Having carried out the market research, they found that toothpaste would not whiten teeth to levels required.

This was the problem – and this is how it was solved…

P & G have what they term ‘Panoramas’, where people visit the other P&G business units. These are held about every six weeks. Everyone is encouraged to do this and each business unit gives a presentation and holds a brainstorming session to see if there are areas where two units might work together. 

A laboratory technician from oral hygiene attended a session on new technology for cling film. It involved creating pockets in the cling film. The technician had the idea of filling the pockets with bleach and making strips to go over teeth with the possibility of really whitening them.

The idea was taken to management and a project team was formed. Management had enough faith in the individual’s passion and commitment that they spent hundreds of thousands of dollars on research and development. It paid off; the product was launched in 1999 and by 2003 had made $350 million world-wide. 
The lab technician has been very well promoted.

P&G is loyal to its staff and rewards them for new ideas, not all organisations act in such a positive way to innovation, so if you are someone who thinks they might be creative or innovative, think about the type of organisation you would like to work for.

In the UK P &G are the 2nd highest payers of new graduates and promotion is from within. If you want a career in P&G you have to start as a graduate entrant.
Discussion points What can we take from this story?
What can we learn about the culture of this organisation?

Would you like to work in this type of culture? 

How can you find out about the ethos and working patterns of a company?

How does team work operate here? 

How was innovation encouraged? 
What would make you feel it was worth being innovative? 

Finally:   Personal reflection
Please complete the reflection sheet below and add your thoughts to your progress file / PDP.
What a Brilliant Idea.

Participant’s Brief
Session 1
You are employed by Hazarde ™ which designs and manufactures clothing and equipment for outdoor pursuits such as waterproof jackets & trousers, tents, skiwear etc. They are of a good standard and often receive awards within the industry. However, Hazarde feel the need to diversify but would like to do this by re-designing a product that they already manufacture – the sleeping bag.  They have many varieties of sleeping bag, almost exclusively aimed at people wanting to camp, go backpacking, biking or canoeing, so weight, compactability and water resistance are important.

Hazarde make the three basic bag shapes: rectangular, tapered and mummy. 

Rectangular bags are roomy and comfortable. Tapered bags follow the shape of the body (wider at the shoulder and narrower at the feet), increase warmth (less air space in the bag) and are lighter. The mummy bag is shaped like a cocoon and has only a single side seam.

Your Task is to design a new sleeping bag for a specific purpose. What other types of sleeping bags could there be?
You will need to show that you have thought about the following issues:

· Innovation in the market place – how is this product new, what specific elements make it innovative?
· The need for this product – how do you know that your product might be needed? How have you identified this need?
· Target audience – Who are you aiming your product at?
· Environmental considerations – More and more customers, particularly those interested in the ‘Great Outdoors’ will want environmentally friendly products. These types of products could also win awards – good PR for the company.
· EU Legislation (see attached) – you must take this into account when developing your product.
· Flexibility/adaptability of product – could it be used for purposes other than its original intention, think creatively.
· Process – how would the company implement this new product? Could it be manufactured on current machinery with no extra staff?  These things need to be considered.
For Session 2

1   Prepare a display of your new product that will get funding from management within Hazarde™ and assure your jobs for the next three years.

     For the display  ‘stands’ we will be in Room XXXX, you can use the poster boards / tables … No electronic support is allowed.
2   Prepare some questions to ask the other teams as you discuss and evaluate their ideas.

Support Materials
The following information will help you think about some of the categories on which you will be marked.

1         [04] The flower starts to bloom! 166 products receive EU Eco-label

Manufacturers and consumers are at last beginning to reap the benefits of the European Union (EU) eco-label award scheme. Recently, the number of products bearing the little flower logo passed the 160 mark and this figure is likely to increase substantially within the next few months. Major recent achievements include: first award of eco-label to an importer; endorsement of the scheme by major French distributor by requiring suppliers to meet ecological criteria for bed linen; first eco-label award to a laundry detergent. The EU eco-label award scheme is a voluntary market instrument that allows manufacturers whose products have received the eco-label (flower logo) to demonstrate to the public that their products meet the high environmental standards that have been set. Equally important, it also helps consumers to make an informed choice before making a purchase. Further information about the scheme can be obtained from: Graham Morrison, Unit E.4, Directorate-General XI (Environment, Nuclear Safety and Civil Protection) - tel. 32.2.299.03.96 - fax 32.2.295.56.84, e- mail: graham.morrison@dg11.cec.be. Over 100 pages of information on the EU eco-label award scheme are available on the World-Wide Web and can be found on DG XI's Eco-label Homepage on the Commission's Europa site at the following address: http://europa.eu.int/en/ comm/dg11/ecolabel/index.htm

Extract from European Commission Spokesman's Briefing for 97-07-28 (1997)  http://www.hri.org/news/europe/midex/97-07-28.midex.html#04
2      What is the EU eco-label award scheme? It is a market-based voluntary instrument that has as a major twofold purpose:

1. to promote the design, production, marketing and use of consumer products and services that have a reduced environmental impact during their entire life-cycle, and 

2. to provide consumers with better information on the environmental quality of products and services, to help them make informed environmental choices in their purchases. 

Products that meet strict ecological and performance criteria are awarded with the Flower logo. This logo can be displayed as a marketing tool to show consumers that product has a superior environmental performance

Extract from Eco Label 2003 http://europa.eu.int/comm/environment/ecolabel/general/helpfaq.htm#1
3  Official Journal of the European Communities  (2001) http://europa.eu.int/eur-lex/en/archive/2001/ce09620010327en.html  see page 269
COMMISSION OF THE EUROPEAN COMMUNITIES

    Brussels, 29.11.2000, COM(2000) 785 final, 1999/0269 (COD)

Amended proposal for a DIRECTIVE OF THE EUROPEAN PARLIAMENT AND OF THE COUNCIL amending for the nineteenth time Council Directive 76/769/EEC relating to
restrictions on the marketing and use of certain dangerous substances and preparations (azocolourants) (presented by the Commission pursuant to Article 250 (2) of the EC Treaty)

EXPLANATORY MEMORANDUM
Following the European Parliament's Opinion delivered on 7 September 2000 (first reading), the Commission presents to the Council, in accordance with Article 250 (2) of the EC Treaty, the Amended Proposal for a Directive. The aim of the amended proposal is to clarify the original proposal, without modifying its general structure and objectives. Of the five amendments adopted by the Parliament one has been accepted and parts of another amendment accepted in principle.

The Commission recognises that the technical progress in testing methods should be taken into account and has therefore accepted to introduce, when available, an even more reliable testing method. (Parliament's Amendment no. 1).

Furthermore, the Commission can accept in principle parts of Parliament's amendment no. 3 :

The Commission shares the Parliament's view that the risks posed by hand-made oriental carpets is likely to be low and has accepted to exempt such carpets from the example list of product categories covered by the provisions. However the Commission cannot accept that the exemption be only temporary as the low level of risk is not foreseen to change with time.

The Commission can also accept, in order to further clarify the scope of the provisions, to add two more product categories to the example list.

The Commission has not accepted amendments which would extend the scope of the proposed ban. The basis for the Commission's proposal is that risks to health have been identified from azo-dyes in textiles and leather that come into close and prolonged contact with the skin. Such risks have been confirmed by the Scientific Committee in Toxicity, Ecotoxicity and the Environment.

Therefore, the Commission cannot accept Parliament's Amendments nos. 3 and 4 to ban azo- dyes in articles other than those made of textiles and leather or to include other amines. This would not be justified on the current knowledge about risks. However, if such risks are identified, the Directive could be adapted to technical progress. Nor has the Commission accepted to make the example list of product categories that are covered by the provisions exhaustive. An exhaustive list would ban azo-dyes also in certain individual articles which may not come in close contact with the skin and consequently not present any risk.

Finally, for reasons of clarity and transparency, especially for suppliers in the Third World, the Commission has proposed the most widely used and accepted testing method to show compliance. The inclusion of other testing methods has not been accepted (Parliament's Amendment no. 5).

1999/0269 (COD)

Amended proposal for a

DIRECTIVE OF THE EUROPEAN PARLIAMENT AND OF THE COUNCIL
amending for the nineteenth time Council Directive 76/769/EEC relating to
restrictions on the marketing and use of certain dangerous substances and preparations  (azocolourants)
(Text with EEA relevance) 
THE EUROPEAN PARLIAMENT AND THE COUNCIL OF THE EUROPEAN UNION,

Having regard to the Treaty establishing the European Community, and in particular Article 95 thereof,

Having regard to the proposal from the Commission 
Having regard to the opinion of the Economic and Social Committee,

Acting in accordance with the procedure referred to in Article 251 of the Treaty

Whereas:

(1) Under Article 14 of the Treaty, an area without internal frontiers is to be established in which the free movement of goods, persons, services and capital is ensured.

(2) Work on the internal market should gradually improve the quality of life, health

protection and consumer safety. The measures provided for in this Directive ensure a

high level of health and consumer protection.

(3) Azodyed textile and leather articles have the capacity to release certain arylamines,

which may pose cancer risks.

(4) Limitations already adopted or planned by certain Member States on the use of

azodyed textile and leather articles concern the completion and functioning of the

internal market. It is therefore necessary to approximate the laws of the Member States

in this field and consequently to amend Annex I to Council Directive 76/769/EEC 4

(5) The Scientific Committee on Toxicity, Ecotoxicity and the Environment (CSTEE),

after being consulted by the Commission, has confirmed that cancer risks posed by

textile and leather goods coloured by certain azodyes, give cause for concern.

(6) In order to protect human health, the use of dangerous azocolourants and the placing

on the market of some articles coloured with such dyes should be prohibited.

(7) For common fabrics, the test methods to be used in demonstrating conformity with the

rules set out in this Directive are established in the Annex. The Commission will

monitor very carefully the development of further test methods, and will adjust the

Appendix to Directive 76/769 as soon as even more reliable test methods are available.

(8) This Directive applies without prejudice to Community legislation laying down

minimum requirements for the protection of workers contained in Council Directive

89/391/EEC and in individual directives based thereon, in particular Council Directive 90/394/EEC and Council Directive 98/24/EC 

Article 1
Annex I to Directive 76/769/EEC is amended as set out in the Annex to this Directive.

Article 2
1. Member States shall adopt and publish the laws, regulations and administrative

provisions necessary to comply with this Directive no later than 31 December 2001

[one year after the date of the entry into force of this Directive]. They shall forthwith inform the Commission thereof.

They shall apply those provisions from 1 July 2002 [eighteen months after the date of entry into force of this Directive].

2. When Member States adopt those provisions, they shall contain a reference to this Directive or be accompanied by such a reference on the occasion of their official publication. Member States shall determine how such reference is to be made.

Article 3
This Directive shall enter into force on the twentieth day following that of its publication in the Official Journal of the European Communities.
Article 4
This Directive is addressed to the Member States.

ANNEX
The following point 43 is added to Annex I to Directive 76/769/EEC:

Azo colourants: 
1.  Azodyes that may release, by reductive cleavage of one or more azo groups, one or more of the aromatic amines listed in Appendix, in concentrations above 30 ppm in the finished articles, according to the testing method specified in Appendix, may not be used in textile and leather articles which have the potential of coming into direct and prolonged contact with the human skin or oral cavity, such as: 
· clothing, sleeping-bags, bedding, towels, hairpieces, wigs, hats, nappies and other sanitary items,​ 
· footwear, purses worn round the neck, gloves, wristwatch straps, handbags, purses/wallets, briefcases, chair covers,​ 
· textile or leather toys and toys which include textile or leather garments,​ 
· carpets (except for handmade oriental carpets).

2.  Furthermore, the textile and leather articles referred to in point 1 above may not be placed on the market unless they conform to the requirements set out in that point."

Session 2                             Scoring Sheet for the stands you visit.  

Visit the three stand assigned by your lottery ticket
Please score each category for each stand from 1-5:  1 Limited understanding shown;  
2 Undeveloped ideas; 3 OK but with gaps in the explanations; 4 Good explanations;  5 Excellent explanations with examples and insights. 
	Stand  Names / Number
	
	
	

	Innovation in the market place
	
	
	


	The need for this product
	
	
	

	Target Audience
	
	
	

	Environmental considerations
	
	
	

	EU Legislation
	
	
	

	Flexibility/adaptability of product
	
	
	

	Process implementation
	
	
	

	Total Score
	
	
	


Notes Group ……………………………………………………………………………….
Notes Group ……………………………………………………………………………….
Notes Group ……………………………………………………………………………….
What a Brilliant Idea
Reflection:
Take some time to think about how you reacted to the case study and information about P&G 

1. How have your ideas about the culture of organisations developed through working with this case material? 

2. What have you learned about how innovation is promoted?

3. What did you learn from preparing and answering questions at your stand?
4. What did you learn about your ability to ask questions at the stands?

5.  Team working is advocated as a key intrapreneurship process.  How has this developed your understanding of intrapreneurship processes at work?

Other thoughts: 

OHT 1 

Good questions to ask when visiting stands

1. What motivates each team member? 

2. How does your product fit into the industry? 

3. What are the current market trends? 

4. What are they keys to success in this industry? 

5. What industry changes most affect the company’s profits? 

6. What are the seasonal effects in your industry? 

7. What makes your product different? 

8. Why does this product have high growth potential? 

9. Why will this product succeed? 

10. Why is this product or service useful? 

11. What will the product do for the user? 

12. What is the expected life cycle of the product? 

13. How do advances in technology affect your product and business? 

14. What makes this product unique? 

15. Does the product meet a specific need or perceived need of the customer? 

16. Does the product have brand-name recognition? 

17. Are there repeat uses for the product? 

18. Is this a high quality or low quality product? 

19. Does this product have mass appeal or single large buyers? 

20. Who is your competition? 

21. What advantages does your competition have over you? 

22. What advantages do you have over your competition? 

23. How important is advertising in your marketing plan? 

24. Is direct selling necessary? 

25. How large is the customer base? 

26. What is the typical demographic of your customer base? 

27. What are the health and safety concerns with this product? 

OHT 2

Find your new Group 
There are  xx   group places labelled 1-12

Please go to one group number that represents a stand that you visited and scored
You need to organise so that there are 6 people in each of the new groups. 

If your group has 7 or more then someone needs to move to a stand group you also visited that has fewer participants

You have 90 seconds to do this in silence!

Task 

Prepare a 5 minute presentation that gives feedback to the stand team. You have OHT and pens available. Make your presentation as professional as possible. 

This must be constructive, helpful feedback for the team and their product.
[Draft a set of bullet points of feedback that is more detailed than in the OHT and presentation. This will be collected when the presentations finish and photocopied for all the group members. Please write clearly and put the group name / number at the top]

You have 15 minutes
Lottery Slips for use with a class with 12 groups  (c 72 people). There are 72 slips here, make extra copies to fit numbers. (n.b. enlarging the squares before printing helps the cutting process)
	1    2    3
	4    5    6
	7     8    9
	10   11  12

	1    2    6
	4   8   12
	3    7     9
	4   11   12

	1    4    7
	1   5   11
	3   5   11
	7    9    11

	1    5    8
	4   7     9
	2    9   12
	3   6    12

	1    5   10
	2    9   12 
	6    9   10
	5    7    11

	1    5    9
	2    5     9
	7    8   12
	5     6   10

	1    6    8
	2    7   12 
	3  10   12
	5    9    12

	2     4  11
	3     5    9
	3     5   6
	3    4      6

	1    6   10 
	4    6      9
	2    6   10
	3    8    11

	3    6     9
	5    7    11
	4    8   10
	2    8    12

	3     7    9
	6    9    10
	4   6   10
	2     6    8

	1    8   10 
	2    5     6
	3   4   11
	2    4    10

	1   6    12
	4     7   11
	2    8   12 
	1    5    11

	1   7    11 
	4    8    11
	2    7   10
	3    8   10

	6     8    9
	1   10   11
	2    9   12
	3    5     8

	4    6    11
	7     9   12
	2     7     9
	5     6     8

	1    9   12 
	1    2      6
	3     5   7
	6    8   10

	3  11   12
	5     8    11
	4    5    7 
	2     3    6


Lottery Slips for use with a class with 6 groups  (c 36 people) There are 20 slips here, make extra copies to fit numbers

	1   2   3
	1    3    5
	2    3    4  
	2    5    6

	1   2   4
	1    3    6
	2    3    5
	3    4     5 

	1   2   5
	1    4    5
	2    3    6  
	3    4    6   

	1   2   6
	1   4    6
	2    4    5
	3    5    6

	1   3   4
	1    5    6
	2    4    6 
	4    5    6
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