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Consumer education should be an essential component of any young person’s general education and preparation for life as an informed citizen. In this project, learners will become more aware of how to become better-educated consumers and shoppers by learning about their rights and responsibilities, and by becoming more empowered with this new knowledge. They will be selecting food items for a low-cost, well-balanced meal, and examining pricing of these food items in a variety of stores that offer food products to consumers. Learners will be challenged to make better decisions and more effective choices when confronted with purchasing options. 
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Project 4 Challenge for Learners

How can you become a better-educated consumer?

Your team has been selected as a finalist by Smart Meals, a local, non-profit organization that helps elderly adults budget for their dinner meals. Your team is going to be conducting store pricing research in order to determine the best-priced product selections for a well-balanced, ‘home-prepared’ meal for two. You must first create a delicious meal menu that includes an entrée, two side dishes, dessert, and drink. Your team will then visit a variety of local stores to learn the pricing of the items for your meal. Your team will record and compile its data, compare and analyze the pricing of all products researched, write a summary analysis of the findings, and present a final report to the selection committee of Smart Meals. To win this competition, your team must provide recommendations for a low-cost and delicious well-balanced meal.

Project 4 Task:

For this project assignment, you will create a summary presentation in teams of four by completing the following tasks:

1. Identify local stores that are in each of the major categories of supermarkets or stores. 

2. Develop a well-balanced, low-cost meal (for two) by selecting five food items from major product categories, as preparation for conducting in-store visits.

3. Gather research about how your five product items are priced in different kinds of supermarkets or food stores. 

4. Compare the unit pricing of product items on an online shopping site, to determine the best value-per-unit. 

5. Input shopping data collected during store visits into your team’s database, for you to compile and analyze, and compose a written analysis.

6. Input shopping data from the store visits of all teams into a class database, for you to compile and analyze.

7. Assemble a presentation that includes a summary analysis of all of the class’ data and incorporates all of the previous learning exercises and information for this challenge. 

8. Each team's presentation and teamwork will be evaluated according to a rubric that will be provided by the teacher at the start of the project.

Project 4 Details:

In this project, learners will learn about their rights and responsibilities as consumers. Then they will conduct a consumer study of a variety of food stores, in order to become better shoppers, and to determine the best value-priced and nutritious items for a well-balanced meal consisting of five items. Learners in teams will keep detailed records of their research, and summarize in a report-presentation to the class, to show how they have become smarter, more-educated shoppers.

This project is composed of three modules, each with an over-arching theme to be examined and learner objectives:

Module 1: 

Being a Responsible Consumer

· learners identify consumer awareness issues
· learners explore consumer rights and responsibilities
Module 2: 

Conducting a Shopping Analysis

· learners make selections of five menu items from product categories
· learners learn about and identify three major types of food markets in their local area
· learners calculate per unit cost of products

· learners research product pricing in their local stores for five menu items and record the data

Module 3: 

Analyzing Store Visits

· learners enter and compile pricing data into an Excel worksheet

· learners analyze shopping data

· learners compare and analyze their team’s data with the class data

· learners assemble and present a presentation on their findings

Learner Prerequisites and Skills

Internet

· Web site navigations

Microsoft Word

· Opening a document

Microsoft Excel

· Opening a document

Microsoft PowerPoint

· Opening a presentation

Learner Skills to be Introduced

· Input, compile and search information in an Excel spreadsheet 

· Assemble research findings into a slide show presentation

· Hyperlink documents into a slide show presentation 

Classroom Technology Resources

· Internet access and Internet browser software

Instructional Resources

Instructional resources are provided on the resource CD, “Project 4 – Consumers,” for this learner project.

Teacher Guide Folder:

· Teacher Lesson Plan (Project 4 – Lesson Plan.doc)
· PowerPoint presentation on the Project Challenge (Project 4 – Challenge.ppt)

· Project 4 Rubric (Project 4 – Project Rubric.doc)

· PowerPoint presentation for Module 1: (Project 4 - Module 1.ppt)

· PowerPoint presentation for Module 2: (Project 4 - Module 2.ppt)

· PowerPoint presentation for Module 3: (Project 4 - Module 3.ppt)
· Excel worksheet (sample) for Module 2 on Product Pricing (Project 4 – ProductPricingSample.xls)
· Excel worksheet (sample) for Module 3 on Product Pricing (Project 4 – ShoppingDataSample.xls)
· Excel worksheet template for Module 3 on Product Pricing (Project 4 – ClassData.xls)
Project 4 – Enrichment Activities Folder:
· Microsoft Word charts for learner research enrichment on Basic Store Marketing Strategies (Project 4 – Marketing Strategies.doc)
· Microsoft Word chart for learner research enrichment on Marketing Strategies (Project 4 – Strategies.doc)

Student lessons Folder:

· Learner Handout on the Project Task and Challenge (Project 4 Challenge.doc)

· Learner Handout for Module 1: Being a Responsible Consumer  (Project 4 - Student lesson - Module 1.doc)

· Learner Handout for Module 2: Conducting a Shopping Analysis  (Project 4 - Student lesson - Module 2.doc)

· Learner Handout for Module 3: Analyzing Store Visits (Project 4 - Student lesson - Module 3.doc)
Step-by-Step Guides Folder:
· Step-by-Step Excel XP: Product Pricing (Excel-ProductPricing.doc) 
· Excel worksheet template for Module 2 on Product Pricing (Project 4 – ProductPricing.xlt)

· Step-by-Step Excel XP: Data Input (Excel-DataInput.doc) 
· Excel worksheet template for Module 3 on Compiling Shopping Data (Project 4 – ShoppingData.xlt)

· Step-by-Step Excel XP: Class Data (Excel-ClassData.doc) 
· PowerPoint for Module 3 final presentation (Project 4 – Smart Consumer.ppt)

Other Suggested Web Sites

The Federal Trade Commission
http://www.ftc.gov/ftc/consumer.htm 
Links to consumer information and publications with advice on avoiding scams and rip-offs, as well as tips on other consumer topics.

Better Business Bureau
http://www.bbb.org/alerts/tips.asp 
Tips, information, and articles on some of the major consumer topics of the day (auto, charity, health, finance/credit, scams, etc.).

Consumer Beat
http://www.canada.com/calgary/globaltv/consumerbeat/index.html 
From Canada, GlobalTV’s consumer reports online.

ScamWatch
http://www.scamwatch.com/ 
This great site provides common-sense guidelines to be a safe consumer, and a list of the “Dirty Dozen” E-mail scams.

Massachusetts Office of Consumer Affairs
http://www.state.ma.us/consumer/ 
An example of one US state’s watchdog office charged with educating, informing and protecting consumers.

Online Grocery Shopping Directory of Secure UK Shops: Shop Safe
http://www.shopsafe.co.uk/supermarkets.htm 
A directory of supermarkets located online in the UK.

Project 4 Activities

Being a Responsible Consumer

In Module 1, learners will be introduced to consumer education as a key ingredient in helping them to become more effective citizens and consumers in a healthy economy. 

Become familiar with the contents of this module by reading through the activities and exploring the websites before teaching Module 1. On the resources CD, you will find the Student lesson for Module 1 and a PowerPoint that you can use with your class.

Consumer Awareness 

Consumers need information and need to know how to use this information to become more effective in their selection and use of goods and services. Consumers must be able to manage financial resources, obtain information about competing products and services, and evaluate one product against another in order to make responsible choices. How aware are today’s learners about product safety, consumer rights, and organizations that have been formed to protect them as consumers? 

Teen-aged learners are considered one of the most valuable demographic groups in terms of their purchasing power. However, they are also considered one of the most vulnerable groups (along with the elderly) who know the least about their rights as consumers. Consumer education for them is extremely important and provides them with the following skills:

· Knowing where to seek help, information, and advice

· Understanding how most companies market and sell their products and services

· Being aware of consumer rights

· Making responsible and informed choices and purchase decisions

· Researching, comparing and analyzing product information

· Gaining a greater understanding of how to manage finances and avoid debt

· Determining the greater economic and social impact of every consumer decision

· Understanding the overall societal and environmental impact of living in a consumer society

· Being skilled in negotiating, offering constructive complaints and resolving problems

The first learner activity, Exercise 1.1, will help learners to determine how knowledgeable and understanding they are about their place in the consumer society. This exercise also provides an opportunity for learners to state their opinions and make decisions about ‘hot’ consumer issues. Major consumer studies topics almost always include the areas of finance, health care, and food. 

Teachers may wish to substitute other more current consumer topics into the suggested list of ten items that follows in Exercise 1.1. After learners rank the items from 1 to 10, ask them to defend their choices.

Exercise 1.1: Ratings of Main Consumer ‘Hot’ Topics

Rank the following consumer issues in order of importance (these may vary depending upon the location), from 1 (highest importance) to 10 (lowest importance) and then be able to defend your ranking of each item:
	
	Child Labor (sweatshops)
	
	
	Dietary Supplements

	
	Beef Testing
	
	
	Amusement Park Safety

	
	Cell Phone Service
	
	
	Email Spam

	
	Identity Theft
	
	
	Environmental Recycling

	
	Car Tire Safety Standards
	
	
	Internet Fraud


Consumer Rights—and Responsibilities

Being a good consumer means knowing what to look for and what to avoid when making purchases.  Consumers of all ages and in every country are targets for scam or con artists who want to take advantage of people’s ignorance, and take away their money. 

All consumers have rights—and with those rights come responsibilities. That means that every consumer has to play a strong role in the marketplace to encourage sound practices, to question abusive tactics, and to develop smart financial habits. Every consumer should know where and how to get the best value for their money and what to do if things go wrong.  Consumer responsibility is a difficult concept to teach to young people – hence, this project provides a practical approach to explore the topic. 

In the 1960’s U.S. President John F. Kennedy declared to the U.S. Congress that consumers have four basic rights: 
· the right to safety
· the right to be informed  
· the right to choose
· the right to be heard 
Later, Consumers International, an international consumer organization, identified four additional consumer rights (see: http://www.consumersinternational.org/about_CI/default.asp?regionid=135#rights ): 
· the right to satisfaction of basic needs  
· the right to redress (to correct or remedy a loss or injury, by either replacement of the item, or compensation such as money award) 
· the right to consumer education  
· the right to a healthy environment 
Consumer Responsibilities and Skills: Tips

Consumers have many responsibilities, all of which involve acting sensibly, smartly, and ethically. The following list includes tips to improve anyone’s consumer responsibilities and skills: 

· eliminate impulse buying or unnecessary consumption

· educate yourself and be responsible for your own actions and choices

· budget and set spending limits, track spending

· shop for discount items, or ‘after-sale’ items

· practice comparison shopping and pricing

· identify the best buys available

· don’t pay money up front – in most cases

· be skeptical about “too-good-to-be-true” and “once-in-a-lifetime” offers, as well as high-pressure sales tactics

· distinguish or separate needs (essential items such as food) from unnecessary wants (e.g., expensive designer clothing)
· gather information about products by asking as many questions as possible BEFORE purchase

· be informed by reading the ‘fine print’, the warranty, the label, the brochure, the contract, etc.

· do not divulge any personal information over the phone to an unfamiliar company

· do not respond to emails that pretend to be from legitimate companies, asking for credit card information, security information, etc.

· read articles in consumer magazines, conduct research on the Internet, carefully check out businesses

· learn about ‘after-sales’ service or the return policy for defective products

· always ask for a receipt

· as a general rule, do not conduct business with door-to-door salesmen

· thoroughly sample, examine, or ‘try on’ goods 

· complain and communicate problems or dissatisfaction (and satisfaction too!) with a product directly with the seller or with the manufacturer, but do not abuse this responsibility
· carry out transactions in a fair, business-like manner

· avoid purchasing illegal or counterfeit goods (i.e., illegal music downloads, pirated software or DVDs, etc.)

Learners should be able to identify many of these responsibilities and skills on their own by conducting the following brainstorm activity in Exercise 1.2.  They are to come up with a list of ways in which they can become smarter, more educated, and more responsible consumers.  Many of their brainstormed items should echo or include items from the suggested list above. Have the learners work in teams, and then have teams report out some of their items to compile a comprehensive class list. 
Exercise 1.2: Consumer Tips and Responsibilities

Each team or group is to brainstorm tips that they have or can suggest for others - to help them become better shoppers and more responsible consumers.  Each team should be prepared to share their tips with the others in the class. 

Conducting a Shopping Analysis
Module 2 introduces learners to many of the pricing tactics used by most stores to persuade shoppers to buy the most profitable foods or products. Now that learners are becoming more aware of how to be better consumers and shoppers, they will need to put their new-found knowledge into practice - and prepare for this project’s challenge in actual stores with real products. 

Become familiar with the contents of this module by reading through the activities and exercises before teaching Module 2. On the resources CD, you will find the Student lesson for Module 2 and a PowerPoint that you can use with your class.

Planning An Economical, Well-Balanced Meal

In preparation for the project’s challenge, each learner team must first determine the five food items that will make up their well-balanced meal – the one that they will be recommending to Smart Meals. The five-item meal, a ‘home-cooked’ or ‘home-prepared’ meal (for two elderly people), should consist of:

1. Entrée (meat item (beef, chicken, fish) or pasta)

2. One Side Dish (vegetable, salad, potatoes, rice, bread)

3. Another Side Dish (same as above)

4. Drink or Beverage (tea, coffee, milk, juice, soda)

5. Dessert (fruit, sweets, pie, ice cream, etc.)

Exercise 2.1: Planning the Five Menu Items

	Planning the Menu

	Team:
	

	1. Entrée:
	

	2. Side Dish:
	

	3. Side Dish:
	

	4. Drink or Beverage:
	

	5. Dessert:
	


Three Types of Food Markets

In the commercial society in which we live, it is of vital importance that all consumers be aware of the major types of retail establishments. Many of the following stores that will be researched by learners for their meal items sell a wide variety of consumer goods including food and drinks, drugs, clothing, and other household products.
Learners will be examining the pricing of their five menu items (chosen in Exercise 2.1) for a well-balanced and economical meal in three or four different food stores. The basic types of food markets or stores include:

· a small convenience store

· large-chain supermarket

· a mass-merchandise/warehouse discount store

For background information, the following is a suggested delineation of the three major types of food markets – it may be adapted by the teacher for localization purposes:

· Convenience Store (Keyword: Convenience) – a small store that is usually located along busy roads or at gas stations.  They sell many of the same items found in supermarkets, although they provide fewer products.  Popular convenience stores include: 

· 7/11,  Sentra, corner cafés  and any of the food outlets at petrol stations
· Large Chain Supermarkets (Keyword: Supermarket) – a store that sells a wide variety of goods including food, drinks, drugs, clothes and household products that are consumed regularly by the public. Popular large chain supermarkets include:

· Pick ‘n Pay, Spar, Woolworths Food Court
· Mass-merchandise/warehouse discount store (Keyword: Hypermarket) – a large store, often called a hypermarket, that usually stocks a limited range of popular items in large (or bulk) quantities at discount prices. Membership is often required, and members may have to pay an annual membership fee. Buying in bulk is often a disadvantage, since shoppers are often required to spend more money to get the cheaper price per unit.  Popular mass-merchandise/warehouse discount stores include:

· Makro, Pick ‘n Pay Hypermarket, Checkers OK Hyperama
Exercise 2.2: Identify Stores in Local Area

In their teams, learners will identify at least three local stores (if possible) that are close enough for a visit, for each of the following categories. The teacher may wish to help the identification process by suggesting to learners the various stores that qualify for each category:
	Type of Store:
	Local Store Name in Your Area and Location:

	Convenience
	1. 

	
	2. 

	
	3. 

	Supermarket
	1. 

	
	2. 

	
	3. 

	Hypermarket
	1. 

	
	2. 

	
	3. 


Cost-Comparisons: Unit Pricing

Unit pricing refers to the price of a unit (pounds, quarts, 100gs, liters, etc.) of a particular product. This provides a baseline because products come in so many different shapes and sizes. In unit pricing, prices are provided as cost per unit, rather than price per package or container. It is unfortunate that many shoppers ignore unit prices and often spend more money than they have to. 

An important strategy for learners is to compare unit prices of different-sized packages to find comparative prices per similar item (i.e., cereal packages, cookies, potato chips, etc.). If the same food product is compared based on units, the best value-for-money is the lowest price per unit. 

Note: Learners may not know that most supermarkets have unit price tags on the lower edge of the shelves where the food is displayed. 

Sample Unit Price Label:

	Unit price: 

per 100g
Brand X Cereal

R.33
	Total price:

15 100gs 

Brand X Cereal

R4.99 


Exercise 2.3: Determining and Comparing the Unit Price of Similar Items - Getting the Best Buy

In this specific exercise, learners will use computational and problem-solving skills to find the unit cost of three similar product items (Brand X, Brand Y, and Brand Z), and then make further judgments about the best product to purchase. This exercise should be completed in class before the in-store visits that will be conducted. 
It is recommended that the teacher demonstrate how to complete the spreadsheet (see sample below) with one or two groups of items, and then have teams of learners practice with their own spreadsheet..
Learners will need Internet access and the Excel worksheet template, ProductPricing, to complete this exercise. (Step by Step Excel-XP: Product Pricing provides guided instruction for the learner teams to complete their Excel worksheet ProductPricing). 

The following items are included in this exercise:

1. Use an Excel spreadsheet to determine the unit price per item

2. Compare three different brands (X, Y, and Z) of the same type of item

3. Compare price (or cost) per unit of measurement
4. Determine which package size is the best buy among three items, based upon cost per unit

The Sample Excel worksheet, ProductPricingSample (see below) demonstrates the results of research pricing for the product item: Raisin Bran Cereal.
Specific Product Categories and Quantities
Learning how to be a smart shopper, by calculating unit pricing for instance, will save both time and money. Now that each team has identified the three or four stores in their local area to visit, and five basic menu items to analyze for their meal, each team will be making further specific selections of food items and quantities. The chart below lists eight food product categories and some examples of products (and quantities) that can be found for each item. 

In their selections, learners must decide upon the quantity of each food item selection – enough to feed two people. For example, a can of mixed vegetables (14.5 oz) would be suitable for two elderly adults. Oftentimes, however, shoppers may have to purchase more of the food item than they intend on cooking for each meal. 

	Food Product Categories
	Some Examples

	1. Fruits and/or vegetables
	Carrots (1kg. Bag); Fruit Cocktail (425g. Can); Mixed Vegetables (425g ), Green beans (450g); Tomato sauce (200g); Apple sauce (450g.)

	2. Breads, Pasta, Cereal, Rice
	Breakfast Cereal (450g), Loaf Bread, Spaghetti (package)

	3. Fresh Meats, Poultry, Fish
	Boneless, skinless frozen chicken breasts (1 kg), Fish, Beef, etc.

	4. Dairy Products 
	Eggs (one dozen, large), Yogurt, Cheese, Milk

	5. Snack foods/Desserts
	Milk Chocolate Bar (100g); Baked Potato Chips (150g); Apple Pie, Ice Cream, etc.

	6. Other canned or packaged foods 
	Peanut butter, chunky (500g); Evaporated milk (250g); Tuna (in water) (450g.)

	7. Beverages 
	12 pack of 350ml cans of soft drink; premium orange juice carton (1 litre); pineapple juice (500 ml.)

	8. Frozen foods
	Thin crust pepperoni pizza (medium); Orange juice, frozen (200ml)


Exercise 2.4: Choosing Product Category, Specific Products, and Type of Store

· Teams (composed normally of four learners) will be identifying the product category from the above chart for each of their five menu items, and the specific product item. To identify the specific product item, the team may need to pre-visit a store to determine whether they will be selecting a generic store brand or a specific brand name for each food menu item. They will also need to determine the package size or volume for each item. 
Below is sample of how each team should complete the chart for Exercise 2.4:
	SAMPLE: Product Category and Specific Product Item


	Team Name:

	Basic Menu Item: 
(from Exercise 2.1)
	Product Category: (categories listed above)
	Specific Product Item: 
(include brand name, quantity and/or volume)

	1. Grilled Skinless Chicken Breasts
	Fresh Meats, Poultry, Fish
	Generic Brand Skinless Chicken Breasts, 2 breasts 

	2. Canned Corn
	Fruits and/or vegetables
	Brand X Whole Kernel Canned Corn, 450g

	3. Rice
	Breads, Pasta, Cereal, Rice
	Brand Y Long Grain Rice, 500g bag

	4. Milk
	Dairy Products
	Brand Z Whole Milk 1 litre

	5. Apple Pie
	Snack foods/Desserts
	Generic Brand Apple Pie, 

	SAMPLE: Store To Be Visited by Each Team Member
Each team member will visit one store and be responsible for the product pricing of all five food item choices (for the meal menu). The team should write the actual name of the store (and each store’s category) that each team member plans to visit in the proper spaces below. 
Note: Later, the team will be compiling all their product pricing information after the store visits have been completed.

	Team Member:
	Store Name: 
(provide actual name of store)
	Store Type: 
(from Exercise 2.2)

	Joe
	Store A
	Supermarket

	Mary
	Store B
	Supermarket

	Carlos
	Store C
	Hypermarket 

	Tara
	Store D
	Convenience


Exercise 2.5: Pricing Research from Store Visit

Each member of the team will visit the store identified from Exercise 2.4 and record the pricing for each menu item on the following Pricing Research Sheet.

Below is sample of how each team member should complete the chart for Exercise 2.5:

	SAMPLE: Pricing Research from Store Visit

	Team Member: Carlos Sample

	Store Visited: Name of Store C

	Specific Product Item:
(from Exercise 2.4)
	Product Cost:
	Product Quantity and/or Volume:
	Special Notes:

	1. Generic Brand Skinless Chicken Breasts, 2 breasts
	R6.30
	1.23 kg.
	4 breasts



	2. Brand X  Whole Kernel Canned Corn, 450g.
	R24.00
	450g.
	24 cans, bulk purchase only

	3. Brand Y Long Grain Rice, 1 kg bag
	R7.45
	1kg.
	Smallest quantity available to purchase

	4. Brand Z Whole Milk, 1 litre
	R4.39
	500 ml
	Smallest quantity available to purchase

	5. Generic Brand Apple Pie, 
	R5.10
	12 cm
	


Analyzing Store Visits  

In Module 3, learners will learn how to enter the data they gathered during their store visits into a Microsoft Excel spreadsheet. Then, they will need to use their analytical skills to examine their team’s data and research and make conclusions about which store offers the overall best pricing for the products that they have selected for their five-item meal. Finally, after the data from all teams is merged together into one spreadsheet, each team will again analyze the results, and prepare a Microsoft PowerPoint presentation to provide a summary. 

Become familiar with the contents of this module by reading through the activities and exploring the exercises before teaching Module 3. On the resources CD, you will find the Student lesson for Module 3 and a PowerPoint that you can use with your class.

Compiling and Analyzing Research Information 
One of the most important research skills is to be able to synthesize, integrate and organize information from a variety of sources. Following that step, researchers are required to choose the best way to present their information so that it is understandable and valid. This is essentially what Module 3 is all about – teams of learners will look at the data that has been compiled (by both the team and the class), critically evaluate the data, make some conclusions, and present their findings to the rest of the class. Data will first be entered using each team member’s information from their store visit. 

Exercise 3.1: Entering and Compiling Shopping Data about Pricing

Each team member’s data on five menu items from a store visit will first be entered into the Microsoft Excel worksheet template, ShoppingData (located in the Student lessons folder).

(Step-by-Step Microsoft Excel XP: Data Input guide provides assistance on how learners should complete this Shopping Data worksheet, and to compute the “Cost per Unit” column.)

The teacher should provide a sample demonstration, using ShoppingDataSample (see below).

This sample illustrates how one team member (Carlos Sample) has entered his pricing data on the five menu products into the template, after a store visit. 

Note: The worksheets created by each team need to have the same columns of information, because later – in Exercise 3.3 - the worksheets of all teams will be combined together to show data for the entire class. 

Exercise 3.2: Analyzing Shopping Data from the Team

Teams will analyze the compiled results of their team’s data in order to recommend the best overall store where consumers will get the Best Buy value for all five items in their meal. Each team will analyze the numerical data from their team’s spreadsheet in Exercise 3.1. Each team will write up their analysis in a Microsoft Word document.

The following questions are provided as guidelines for the learners as they analyze the data in Exercise 3.2:

· Which store had the best price for each item? Provide data to support your answer.

· Which store was the most expensive of the three or four visited? Provide data to support your answer.

· Overall, which store had the best buys per unit cost for the five meal items? 

· Are there any circumstances where buying the best-priced product would not be a good idea? 

The answers to these questions will be used by each team in their final project presentation in Exercise 3.4.

Teams will transfer their team information from the Excel worksheet, TeamNameShoppingData, completed in Exercise 3.1, to the two charts below. This will help them to determine the meal cost for each team member, and to determine “Best Buy” store.

	Determining Meal Cost for Each Team Member

	Team Member’s Name
	Product Cost
	Cost per Serving
	Cost per Meal for 2

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


	Determining “Best Buy” Store

	Specific Product Item for Menu
	Store Name
	Type of Store

	1.
	
	

	2.
	
	

	3.
	
	

	4.
	
	

	5.
	
	


Presentation Recommendation: Where to Shop?

Exercise 3.3: Compiling and Analyzing Shopping Data from the Entire Class 

Teams will now analyze the results of the data compiled by all of the teams in the class. Each team, with the teacher’s supervision, will be combining their team’s spreadsheet data into the Microsoft Excel worksheet template, ClassData.  After each team has contributed their data into the template, each team will copy the ClassData spreadsheet into their own team’s ShoppingData workbook. 

Learners should use the Step-by-Step Microsoft Excel XP: Class Data guide for assistance on how to complete this exercise. 

Teams can filter and analyze the data.  The teams should ask themselves how the results from the entire class compare with the results of their own team (analyzed in the previous Exercise 3.2). Are they the same or are they different – and how? Their conclusions will be used to develop the summary presentation in Exercise 3.4.

Exercise 3.4: Analyzing Shopping Data 

Teams will each develop a Microsoft PowerPoint presentation using the template, Smart Consumer. The PowerPoint template consists of hidden slides that provide guided instructions for each viewable slide within the presentation. Using the team’s data, each team will provide a summary analysis and present recommendations about the best place to shop based upon the pricing of their five menu items. 

Each presentation (about 5 minutes in length) should present both the individual team’s data and how it compares to the other teams’ data in the class. The presentation should provide strong arguments about ‘where to shop’ and why the team’s recommendations (for meal and pricing) should be chosen by Smart Meals! 

Each presentation should include the following, as instructed on the template:

1. Summary of individual team data

2. Summary of product pricing for five items for each store visited

3. Recommendations about where to shop, based upon price and other factors (based upon team data)

4. Comparison of team data to class data

5. Further recommendations about store with “Best Buy,” and other conclusions and comparisons (based upon class data)

6. Reflections and conclusions about being a smart consumer

Evaluation and Assessment

Evaluate completion of the team’s project presentation using the rubric provided in the Teacher Guide folder.  

Evaluation will be based on completed assignments, effective use of equipment and materials, cooperative work, and finished product.

Enrichment Activities

Examining Nutrition 

For an additional activity, the teacher may wish to supplement this project with information about eating healthy and selecting well-balanced meals. Learners may also learn about the food pyramid, the five food groups (dairy, protein, fruit, vegetable, and grain), guidelines for eating nutritiously, heart-healthy recipes, food labeling, the role of nutrition in developing disease, and other dietary guidelines. 

Examining Basic Store Marketing Strategies

Each chart, also available in two different formats in the Project 4 – Enrichment Activities folder, contains an overview of the many kinds of in-store marketing strategies that exist, and that learners should look for during their store visits. Product display and pricing are the two most common marketing ploys designed to draw a shopper’s attention to a particular product. Being aware of some of the tricks of the trade can save money.

For an enrichment activity, it is suggested that the teacher discuss each one of the items with the learners as a class, so that they understand each one. When prompted by the teacher, learners may be asked to provide their own examples of each strategy (in the right column) from their own experience. This information may be used by the learners when they conduct in-store research and analysis in the project’s exercise. The following completed chart is provided for the teacher, to help explain the meaning of each strategy. 

	Basic Store Marketing Strategies

	1. Product Display
These are the predominant ways in which shoppers are enticed to buy certain products (termed impulse buying) because of where they are strategically positioned in the store or where they are placed on the shelf. 

	Product Display Strategies
	Examples

	1. Strategic Placement
	Placement of products that are appealing to the eye:

· Shelf-hangers

· Middle-shelf  (or “Eye-Level” items)

· End of Aisle

· Island displays

· Tumble or dump display (food ‘piled’ into a basket or cart)

Includes placing near-expiration items in front. Check higher and lower shelves for less-expensive items.

	2. Check-out or Check-stand Counter items
	For example, candy or magazines for convenient pick-up.

	3. Staple or High-Need Products at back of store 
	Traffic flow to the prime products (milk, for example) at the back of a store that requires the shopper to pass other products and make unintended purchases.

	4. Free samplings
	Free, in-store samples often encourage a shopper to try a product.

	5. Combo or recipe-related items placed together 
	For example, peanut butter and jelly, or potato chips (crisps) and dip placed together on a shelf, or all the recipe-ingredients for a particular food item placed together. This can sometimes have a negative effect, e.g., while Tang might be negatively compared with canned fruit juices (lower juice content), it compares favorably (more nutritious) when placed next to powdered sugar drinks like Kool-Aid.

	6. Tie-Ins 
	For example, movie, sports, or charity tie-ins are some of the most common methods of promoting a product. Tie-ins also refers to the practice of having two items that are linked together (chips and dip) sold adjacent to each other – with one on sale and the other not on sale.

	7. Display cases and signage
	Special display aids, cases or big-lettered signage to highlight a certain product. Or just small signs on shelves with simple selling messages.

	8. Multiple placements 
	The same item found in more than one place in the store, e.g., Muesli bars in both the breakfast food aisle and the snack food aisle.

	9. Mini-stores
	Having one store’s product offered within another store, e.g., Starbucks coffee in a grocery store.

	10. Ready-to-eat items
	Take-out or eat-in-store food items.


	Basic Store Marketing Strategies

	2. Product Pricing Incentives

These are the most common methods that stores use to encourage shoppers to make a product purchase.

	Product Pricing Incentives
	Examples

	1. Coupons 
	Individual product coupons, with expiration dates. Often offered for new products. Some stores have instant coupon machines in the aisle-way next to products. Some products have tear-off coupons on the product packaging.

	2. Basic Sales Discounts
	For example, 10% off entire purchase, or 10% off price of product (taken at sales register).

	3. Multi-Item or Quantity Discount Pricing 
	Price reductions for large quantity purchases: 3 for R3.00, or 12 for the price of 10. However, shoppers must realize that they may have to purchase in bulk (and thereby spend a greater amount of money) in order to get the lower price per unit.

	4. Limited items per customer incentives
	For example, limit 12 per customer, and/or limit 2 per visit.

	5. Generic or Store Brand vs. National Brand Names
	Generic or store-brand products are usually priced cheaper and promoted more heavily than brand-name products, but still, some shoppers trust brand-names more than generics. Shoppers must ask themselves: “Does the price difference mean a difference in quality?”

	6. Package sizing and shape
	For example, 10% More Free. (Ask yourself: Does a bigger package size (with a lower price per unit) lead to increased sales?)

	7. Shoppers’ (or Loyalty) Cards
	Discounts offered only for shoppers who have signed up for a shopping card.

	8. Rebates
	Mail-in money back rebate coupons.

	9. Store Specials and Loss Leaders 
	Popular items sold below cost to attract customers into the store.

	10. Seasonal Discounts 
	Marking down a seasonal item, such as a BBQ grill, during a slack period such as winter-time.

	11. Special offers
	For example, a free toy with every purchase.

	12. Elapsed time sales
	A perishable food product that is offered for less, as it goes from fresh to day-old, etc. 

	13. Anniversary or Special Celebration sales
	Special holiday time or celebratory promotions.

	14. Special promotions
	For example, double-value coupons, trading stamps, games, community promotions.

	15. Suggestive selling
	For example, “Buy 10 for your freezer so you won’t run out!” or “Buy 5 for the weekend.”

	16. Announcements
	Promotional ads played over a loudspeaker system.

	17. Price per unit sales
	For example, a “cents-off” or savings-per-serving sticker on the package itself. 


Learners might also want to try similar investigative activities of supermarkets and their products by examining the following questions:

1. Compare the pricing of frozen concentrate orange juice with the same amount of orange juice concentrate in a carton.

2. Take one or two coupons to the store, and investigate whether the item (with savings from the coupon) is actually a better deal than another, similar product sold without a coupon.

3. Compare the cost of microwave popcorn with the price of regular kernel popcorn and bagged popcorn. 

4. Compare the cost of regular white rice with the price of ‘instant’ rice.

Support Strategies

This project requires a great deal of organization, time-management and creativity.  Learners who have difficulty with organizational and time-management skills should be partnered within teams so that each learner can keep on task to complete all parts on time. 
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Project Objectives


In this project, learners will:


learn about consumer education.


understand the concepts of consumer rights and responsibilities.


research and analyze product pricing of food items for a low-cost, well-balanced meal.


summarize compiled research data by teams and as a class in a presentation.
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